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Agenda for SessionAgenda for Session
Intro:  Consumer SurveysIntro:  Consumer Surveys
Three Hurdles:  Aging, Nutrition,Three Hurdles:  Aging, Nutrition,

the Economythe Economy

Group Discussion and Pop Quizzes:  Group Discussion and Pop Quizzes:  
Psychographics and DemographicsPsychographics and Demographics

Three Opportunities:Three Opportunities:
Rich, Dark, and HispanicRich, Dark, and Hispanic

Endcap and RecapEndcap and Recap



National Consumer Survey DataNational Consumer Survey Data

Simmons Market Research BureauSimmons Market Research Bureau
(www.smrb.com)(www.smrb.com)

Spring 2004Spring 2004--20072007
Telephone/booklet surveysTelephone/booklet surveys
Nationally representative sample 18+Nationally representative sample 18+
Sample size:  25Sample size:  25--29K29K
Focus on past consumption (30 days)Focus on past consumption (30 days)



National Online Panel DataNational Online Panel Data

BIGresearch CIA SurveyBIGresearch CIA Survey
(www.bigresearch.com)(www.bigresearch.com)

January 2003January 2003--January 2008January 2008
Monthly optMonthly opt--in email surveysin email surveys
Respondents age 18+ balanced by age, sex, Respondents age 18+ balanced by age, sex, 

income, geographyincome, geography
Sample of 5KSample of 5K--10K monthly10K monthly
Focus on shortFocus on short--term future (3term future (3--6 months)6 months)



Over the next 90 days, doOver the next 90 days, do 
you plan on spending more,you plan on spending more, 
the same, or less thanthe same, or less than 
you would normally spendyou would normally spend 
at this time of the year?at this time of the year?

BIGresearch candy questionBIGresearch candy question



Background Background 
ContextContext



Overall, candy is a wildly Overall, candy is a wildly 
popular, heavily consumed, popular, heavily consumed, 
and hyperand hyper--distributed retail distributed retail 
product.product.



Overall, the mass market for Overall, the mass market for 
candy is mature and trending candy is mature and trending 
slowly downward in volume slowly downward in volume 
levels.levels.



Servings of candy eaten monthly:Servings of candy eaten monthly: 
Adults OverallAdults Overall

11--44 55--99 10+10+ TotalTotal

20072007 12.2%12.2% 22.0%22.0% 37.3%37.3% 71.5%71.5%

20062006 12.212.2 21.121.1 38.238.2 72.572.5

20052005 11.411.4 23.223.2 38.438.4 73.073.0

20042004 11.411.4 22.222.2 41.941.9 75.575.5

Source:  Simmons Market Research Bureau



BIGresearch Candy QuestionBIGresearch Candy Question 
January 2008 surveyJanuary 2008 survey

Spending IntentionsSpending Intentions PercentPercent
Spending MoreSpending More 2.92.9
Spending the SameSpending the Same 48.548.5
Spending LessSpending Less 48.648.6

Gain/LossGain/Loss --45.745.7
Source:  BIGresearch CIA Survey



BIGresearch Candy QuestionBIGresearch Candy Question 
January surveys, 2003January surveys, 2003--20082008

Spending LessSpending Less PercentPercent
20082008 48.6%48.6%
20072007 43.743.7
20062006 46.746.7
20052005 40.940.9
20042004 43.343.3
20032003 42.642.6

Source:  BIGresearch CIA Survey



BIGresearch Candy QuestionBIGresearch Candy Question 
October 2007 surveyOctober 2007 survey

Spending IntentionsSpending Intentions PercentPercent
Spending MoreSpending More 14.714.7
Spending the SameSpending the Same 53.953.9
Spending LessSpending Less 31.431.4

Gain/LossGain/Loss --16.716.7
Source:  BIGresearch CIA Survey



First Hurdle:First Hurdle: 
Aging PopulationAging Population



Servings of candy eaten monthly:Servings of candy eaten monthly: 
By Adult Age BracketBy Adult Age Bracket

11--44 55--99 10+10+ TotalTotal
1818--2424 10.5%10.5% 19.6%19.6% 46.3%46.3% 76.4%76.4%

3535--4444 12.212.2 21.621.6 39.039.0 72.872.8
65+65+ 13.913.9 23.223.2 29.529.5 66.766.7
Source:  Simmons Market Research Bureau



Spending Index by Age BracketSpending Index by Age Bracket 
January 2008 surveyJanuary 2008 survey

AgeAge
MoreMore SameSame LessLess

MoreMore 
IndexIndex

1818--2424 6.26.2 49.749.7 44.044.0 217217

3535--4444 2.52.5 47.747.7 49.849.8 8686

65+65+ 1.21.2 54.154.1 44.744.7 4141

Source:  BIGresearch CIA Survey



Second Hurdle: Second Hurdle: 
Nutritional Nutritional 
ConcernsConcerns



Group Psychographic Discussion:Group Psychographic Discussion: 
Which Which oneone group has been steadily increasinggroup has been steadily increasing 

since 2005 in heavy consumption of candysince 2005 in heavy consumption of candy 
(10+ Servings/Monthly)?(10+ Servings/Monthly)?

Those Who Agree a Lot That Those Who Agree a Lot That ……
They Usually Only Snack on Healthy FoodsThey Usually Only Snack on Healthy Foods

They Try to Eat Gourmet Foods Whenever They CanThey Try to Eat Gourmet Foods Whenever They Can
They Treat Themselves to Foods That ArenThey Treat Themselves to Foods That Aren’’t Good for Themt Good for Them
They Are Quick to Try New Nutritional ProductsThey Are Quick to Try New Nutritional Products

They Try to Eat Healthier Foods These DaysThey Try to Eat Healthier Foods These Days
They Are Too Busy to Take Care of ThemselvesThey Are Too Busy to Take Care of Themselves
There Is Nothing Wrong With Indulging in Fattening FoodsThere Is Nothing Wrong With Indulging in Fattening Foods

They Frequently Eat SweetsThey Frequently Eat Sweets



Answer:Answer: 
Those who sayThose who say 

they are too busy tothey are too busy to 
take care of themselves take care of themselves 

as they shouldas they should



Servings of candy eaten monthlyServings of candy eaten monthly 
among adults who agree a lot:among adults who agree a lot: 
Am Am Too Busy to Take Care of MyselfToo Busy to Take Care of Myself 
as I Shouldas I Should

11--44 55--99 10+10+ TotalTotal

20072007 9.6%9.6% 21.9%21.9% 45.4%45.4% 76.9%76.9%

20062006 11.011.0 22.422.4 45.145.1 78.578.5

20052005 9.99.9 23.423.4 44.444.4 77.777.7
Source:  Simmons Market Research Bureau



Servings of candy eaten monthlyServings of candy eaten monthly 
among adults who agree a lot:among adults who agree a lot: 
Try to Eat Healthier Foods These DaysTry to Eat Healthier Foods These Days

11--44 55--99 10+10+ TotalTotal

20072007 12.8%12.8% 21.6%21.6% 33.9%33.9% 68.3%68.3%

20062006 13.013.0 22.922.9 34.034.0 69.969.9

20052005 12.612.6 22.922.9 33.333.3 68.868.8

Source:  Simmons Market Research Bureau



Servings of candy eaten monthlyServings of candy eaten monthly 
among adults who agree a lot: among adults who agree a lot: 
Usually Only Snack on Healthy FoodsUsually Only Snack on Healthy Foods

11--44 55--99 10+10+ TotalTotal

20072007 11.2%11.2% 17.7%17.7% 27.7%27.7% 56.6%56.6%

20062006 13.013.0 20.320.3 28.128.1 61.461.4

20052005 12.612.6 17.917.9 26.826.8 57.357.3
Source:  Simmons Market Research Bureau



Servings of candy eaten monthlyServings of candy eaten monthly 
among adults who agree a lot: among adults who agree a lot: 
Quick to Try New Nutritional ProductsQuick to Try New Nutritional Products

11--44 55--99 10+10+ TotalTotal

20072007 9.0%9.0% 18.2%18.2% 38.9%38.9% 66.1%66.1%

20062006 12.112.1 18.918.9 36.936.9 67.967.9

20052005 10.010.0 23.323.3 38.438.4 71.771.7

Source:  Simmons Market Research Bureau



Servings of candy eaten monthlyServings of candy eaten monthly 
among adults who agree a lot: among adults who agree a lot: 
Try to Eat Gourmet FoodsTry to Eat Gourmet Foods 
Whenever I CanWhenever I Can

11--44 55--99 10+10+ TotalTotal

20072007 10.1%10.1% 18.5%18.5% 39.5%39.5% 68.1%68.1%

20062006 11.111.1 17.317.3 40.440.4 68.868.8

20052005 10.610.6 17.717.7 43.243.2 71.571.5

Source:  Simmons Market Research Bureau



Servings of candy eaten monthlyServings of candy eaten monthly 
among adults who agree a lot: among adults who agree a lot: 
Treat Myself to Foods That ArenTreat Myself to Foods That Aren’’tt 
Good for MeGood for Me

11--44 55--99 10+10+ TotalTotal

20072007 9.9%9.9% 22.4%22.4% 45.7%45.7% 78.0%78.0%

20062006 10.810.8 20.520.5 48.948.9 80.280.2

20052005 10.010.0 20.320.3 51.751.7 82.082.0
Source:  Simmons Market Research Bureau



Servings of candy eaten monthlyServings of candy eaten monthly 
among adults who agree a lot:among adults who agree a lot: 
Nothing Wrong With Indulging in Nothing Wrong With Indulging in 
Fattening FoodsFattening Foods

11--44 55--99 10+10+ TotalTotal

20072007 12.1%12.1% 22.1%22.1% 42.1%42.1% 76.3%76.3%

20062006 12.512.5 20.820.8 43.443.4 76.776.7

20052005 11.311.3 23.223.2 42.942.9 77.477.4

Source:  Simmons Market Research Bureau



Servings of candy eaten monthlyServings of candy eaten monthly 
among adults who agree a lot:among adults who agree a lot: 
Frequently Eat SweetsFrequently Eat Sweets

11--44 55--99 10+10+ TotalTotal

20072007 7.6%7.6% 22.3%22.3% 57.2%57.2% 87.1%87.1%

20062006 8.78.7 22.122.1 57.157.1 87.987.9

20052005 8.28.2 21.921.9 57.657.6 87.787.7

Source:  Simmons Market Research Bureau



Third Hurdle: Third Hurdle: 
Recessionary Recessionary 
EnvironmentEnvironment



January 2008 survey questionJanuary 2008 survey question 
How have fluctuating gas prices How have fluctuating gas prices 
impacted your spending?impacted your spending?

PercentPercent
Will be driving lessWill be driving less 42%42%
Reduced dining outReduced dining out 3434
Decreased vacation/travelDecreased vacation/travel 3333
Spending less on clothingSpending less on clothing 2727
Delaying major purchasesDelaying major purchases 2121
Spending less on groceriesSpending less on groceries 1818

Source:  BIGresearch CIA Survey



January 2008 survey questionJanuary 2008 survey question 
How have fluctuating gas prices How have fluctuating gas prices 
impacted your shopping?impacted your shopping?

PercentPercent
Taking fewer shopping tripsTaking fewer shopping trips 42%42%
Shopping closer to homeShopping closer to home 4141
Shopping more for salesShopping more for sales 3535
Using coupons moreUsing coupons more 2929
Doing more comparativeDoing more comparative 
shopping through adsshopping through ads

2626

Source:  BIGresearch CIA Survey



January 2008 survey questionJanuary 2008 survey question 
How will you cope with economic How will you cope with economic 
problems due to housing market?problems due to housing market?

PercentPercent
Dining out lessDining out less 46%46%
Driving lessDriving less 4242
Shopping more for salesShopping more for sales 3838
Shopping closer to homeShopping closer to home 3737
Fewer shopping tripsFewer shopping trips 3636

Source:  BIGresearch CIA Survey



Opportunities:Opportunities: 
The MoresThe Mores



BIGresearch Candy QuestionBIGresearch Candy Question 
October surveys, 2003October surveys, 2003--20072007

Spending MoreSpending More PercentPercent
20072007 14.7%14.7%
20062006 12.212.2
20052005 7.07.0
20042004 7.57.5
20032003 8.48.4

Source:  BIGresearch CIA Survey



Group Demographic Discussion:Group Demographic Discussion: 
Which of these segments is Which of these segments is most staticmost static 

in spending on candyin spending on candy 
in the first quarter of this year?in the first quarter of this year? 

(based on BIGresearch Jan. 2008 survey)(based on BIGresearch Jan. 2008 survey)

MenMen New England ResidentsNew England Residents
Students (Adult)Students (Adult) Factory Workers/LaborersFactory Workers/Laborers
AsianAsian--AmericansAmericans HH Income of $150K+HH Income of $150K+
HispanicsHispanics HH Income of $25KHH Income of $25K--$34K$34K
Business OwnersBusiness Owners 33--Children HHsChildren HHs



Answer:Answer: 
All All ten segments areten segments are 

on the prowl for more candy, on the prowl for more candy, 
but men at a lower index but men at a lower index 

than the rest.than the rest.



Answers to Demographic QuizAnswers to Demographic Quiz 
January 2008 SurveyJanuary 2008 Survey

SegmentSegment IndexIndex
3 Children in HH3 Children in HH 258258
Student (Adult)Student (Adult) 222222
AsianAsian--AmericanAmerican 212212
HispanicHispanic 188188
Business OwnerBusiness Owner 164164
Factory Worker/LaborerFactory Worker/Laborer 125125
HH Income $150K+HH Income $150K+ 124124
New EnglandNew England 122122
HH Income $25KHH Income $25K--$34K$34K 118118
MaleMale 111111

Source:  BIGresearch CIA Survey



Hershey's Dale Ernhardt Collection Hershey's Dale Ernhardt Collection 
----Milk Chocolate the IntimidatorMilk Chocolate the Intimidator

In honor of NASCAR racing legendIn honor of NASCAR racing legend
Packaging redeemable for Ernhardt Packaging redeemable for Ernhardt 
merchandise.merchandise.



(Mars) Snickers Limited Edition(Mars) Snickers Limited Edition 
----ChargedCharged

With caffeine, taurineWith caffeine, taurine
and Band B--vitaminsvitamins
Boost of energyBoost of energy
Especially for 2Especially for 2--3 p.m. 3 p.m. 
"re"re--power" hour.power" hour.



BIGresearch Candy QuestionBIGresearch Candy Question 
October surveys, 2003October surveys, 2003--20072007 
Share of Share of ““Spending MoreSpending More”” Adults: Adults: 
Women vs. MenWomen vs. Men

Oct.Oct. 
20072007

Nov.Nov. 
20072007

Dec.Dec. 
20072007

Jan.Jan. 
20082008

WomenWomen 59.4%59.4% 57.6%57.6% 53.9%53.9% 46.1%46.1%

MenMen 40.640.6 42.442.4 46.146.1 53.953.9

Source:  BIGresearch CIA Data



Opportunity Focus:Opportunity Focus: 
The RichThe Rich



January 2008 SurveyJanuary 2008 Survey
SegmentSegment IndexIndex
3 Children in HH3 Children in HH 258258
Student (Adult)Student (Adult) 222222
AsianAsian--AmericanAmerican 212212
HispanicHispanic 188188
Business OwnerBusiness Owner 164164
Non High School GradNon High School Grad 145145
Factory Worker/LaborerFactory Worker/Laborer 125125
HH Income $150K+HH Income $150K+ 124124
New EnglandNew England 122122
HH Income $25KHH Income $25K--$34K$34K 118118
College Degree (Only)College Degree (Only) 113113
MaleMale 111111
Source:  BIGresearch CIA Survey



Servings of candy eaten monthly:Servings of candy eaten monthly: 
Adults with HH Income of $150K+Adults with HH Income of $150K+

11--44 55--99 10+10+ TotalTotal

20072007 12.2%12.2% 21.5%21.5% 35.1%35.1% 68.8%68.8%

20062006 12.612.6 19.919.9 34.934.9 67.467.4

20052005 11.411.4 23.723.7 33.633.6 68.768.7

Source:  Simmons Market Research Bureau



(Hershey) Scharffen Berger (Hershey) Scharffen Berger 
----Milk Nibby 41% Cacao BarMilk Nibby 41% Cacao Bar

Limited editionLimited edition
WorldWorld’’s bests best
cacao beanscacao beans
Small batchesSmall batches



Opportunity Focus:Opportunity Focus: 
Dark ChocolateDark Chocolate



FDM Chocolate Candy SalesFDM Chocolate Candy Sales 
52 Weeks ending Nov. 3, 200752 Weeks ending Nov. 3, 2007

$ $ 
(Millions)(Millions)

$$ 
% Chg.% Chg.

Vol.Vol. 
% Chg.% Chg.

Total Choc CandyTotal Choc Candy $4,759$4,759 4.7%4.7% --0.5%0.5%

NonNon--Dark ChocDark Choc 4,1534,153 0.10.1 --3.7%3.7%

Dark ChocDark Choc 606606 53.053.0 39.6%39.6%
Source:  Phil Lempert, Facts, Figures, & The Future (Jan. 2008), 
citing Nielsen Company/Nielsen Strategic Planner Data  



Productscan Data: Selected Claims/Productscan Data: Selected Claims/ 
Flavors in U.S. Choc Candy Intros, 2007Flavors in U.S. Choc Candy Intros, 2007

Claim/FlavorClaim/Flavor ReportsReports ShareShare
UpscaleUpscale 384384 30%30%
Dark ChocolateDark Chocolate 250250 19%19%
GourmetGourmet 8282 6%6%
NaturalNatural 7878 6%6%
NoveltyNovelty 6868 5%5%
White ChocolateWhite Chocolate 5959 5%5%
KidsKids 4343 3%3%
OrganicOrganic 3939 3%3%

Source: Productscan Online, 
a Datamonitor service



(Mars) Dove Vitalize Bar(Mars) Dove Vitalize Bar 

----Rich Dark ChocolateRich Dark Chocolate

““With healthful ingredients With healthful ingredients 
like energylike energy--releasing B releasing B 
vitamins, plus the natural vitamins, plus the natural 
goodness of cocoa goodness of cocoa 
flavonols which may help flavonols which may help 
support cardiovascular support cardiovascular 
health and plant sterols health and plant sterols 
which have been shown to which have been shown to 
reduce cholesterol."reduce cholesterol."



Opportunity Focus:Opportunity Focus: 
HispanicsHispanics



January 2008 SurveyJanuary 2008 Survey
SegmentSegment IndexIndex
3 Children in HH3 Children in HH 258258
Student (Adult)Student (Adult) 222222
AsianAsian--AmericanAmerican 212212
HispanicHispanic 188188
Business OwnerBusiness Owner 164164
Non High School GradNon High School Grad 145145
Factory Worker/LaborerFactory Worker/Laborer 125125
HH Income $150K+HH Income $150K+ 124124
New EnglandNew England 122122
HH Income $25KHH Income $25K--$34K$34K 118118
College Degree (Only)College Degree (Only) 113113
MaleMale 111111
Source:  BIGresearch CIA Survey 



Servings of candy eaten monthly:Servings of candy eaten monthly: 
Hispanic AdultsHispanic Adults

11--44 55--99 10+10+ TotalTotal

20072007 12.2%12.2% 21.2%21.2% 33.1%33.1% 66.5%66.5%

20062006 13.813.8 20.320.3 33.333.3 67.467.4

20052005 12.912.9 22.422.4 31.731.7 67.067.0

Source:  Simmons Market Research Bureau



(Frito(Frito--Lay) SonricLay) Sonric’’s Gudu Popss Gudu Pops 

----Dulce de Leche; ChileDulce de Leche; Chile

Made in MexicoMade in Mexico
Bilingual packagingBilingual packaging



Dulce de Leche ChocolatesDulce de Leche Chocolates 
since 2005since 2005 

Caramel:  231Caramel:  231 Dulce de Leche: 3Dulce de Leche: 3 
Chile: 12Chile: 12





Endcap:Endcap: 
Candy asCandy as 

Economic SwaggerEconomic Swagger



January 2008 SurveyJanuary 2008 Survey
SegmentSegment IndexIndex
3 Children in HH3 Children in HH 258258
Student (Adult)Student (Adult) 222222
AsianAsian--AmericanAmerican 212212
HispanicHispanic 188188
Business OwnerBusiness Owner 164164
Non High School GradNon High School Grad 145145
Factory Worker/LaborerFactory Worker/Laborer 125125
HH Income $150K+HH Income $150K+ 124124
New EnglandNew England 122122
HH Income $25KHH Income $25K--$34K$34K 118118
College Degree (Only)College Degree (Only) 113113

Source:  BIGresearch CIA Survey



BIGresearch Candy QuestionBIGresearch Candy Question 
January 2008 surveyJanuary 2008 survey 
Warehouse Club Membership: Warehouse Club Membership: 
““Spending MoreSpending More”” Adults vs. OverallAdults vs. Overall

MoreMore 
CandyCandy

LessLess 
CandyCandy

AllAll 
AdultsAdults

SamSam’’ss 28.3%28.3% 30.230.2 28.128.1

CostcoCostco 25.325.3 20.220.2 20.220.2

BJBJ’’ss 15.415.4 7.97.9 7.57.5

Source:  BIGresearch CIA Data



January 2008 survey questionJanuary 2008 survey question 
Chances for a strong economy Chances for a strong economy 
during the next six months?during the next six months?

MoreMore 
CandyCandy

SameSame 
CandyCandy

LessLess 
CandyCandy

Very confidentVery confident 13%13% 57%57% 30%30%
ConfidentConfident 33 5555 4242
Little confidenceLittle confidence 22 4646 5252
Source:  BIGresearch CIA Survey



BartonBarton’’s Chocolate Bars Chocolate Bar 
----One Million DollarsOne Million Dollars





RecapRecap
Time, nutrition, and the economy Time, nutrition, and the economy 
are (probably) not on your sideare (probably) not on your side

Nonetheless, various promisingNonetheless, various promising
demographic and psychographicdemographic and psychographic
targets remain, including the busy,targets remain, including the busy,
the rich, dark chocolate fans,the rich, dark chocolate fans,
Hispanics, and economic optimistsHispanics, and economic optimists



Questions?Questions?

David SprinkleDavid Sprinkle
dsprinkle@marketresearch.comdsprinkle@marketresearch.com
240240--747747--30213021
www.packagedfacts.comwww.packagedfacts.com
www.marketresearch.comwww.marketresearch.com
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