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“Sugar and gum confectionery have broad appeal, but
manufacturers are hampered by a number of industry
problems. Consumers tend to eat confectionery only
occasionally and their usage of gum is on the wane.”

— Marcia Mogelonsky, Director of Insight, Mintel
Food and Drink

This report looks at the following areas:

BUY THIS

Sugar and gum confectionery have a big following REPORT NOW

But, most users eat the products only infrequently
Health issues are likely to challenge the market
But, there is room to innovate around seasonal opportunities VISIT:

store.mintel.com

The Canadian sugar and gum confectionery market has seen very slow growth over the past five years,
and the forecast for the next five years suggests another period of slow growth, with the market

expected to increase only by 1-2% per year. CALL:
EMEA
Sugar and gum confectionery includes hard and chewy candy, liquorice, caramels, marshmallows, +44 (0) 20 7606 4533
lollipops, mints and medicated confectionery, as well as chewing gum and bubble gum. While the
products have significant penetration, used by more than nine in 10 adults, their usage tends to be
infrequent or occasional, suggesting that while consumers are interested in buying/using candy and Brazil
gum, they are not frequent visitors to the category. 0800 095 9094
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Two thirds of Canadians eat six or more types of sugar confectionery products
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Figure 49: “Personal issues” barriers to consumption, sugar and gum confectionery, by gender, November 2014

Preference, availability also lead to defection from the category
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Candy is an impulse treat
Figure 51: Attitudes towards candy, November 2014

Canadians are impulsive, but not so adventuresome
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Figure 52: Select attitudes towards sugar confectionery, by age, November 2014

“Natural” is important for some candy eaters
Figure 53: Select attitudes towards sugar confectionery, by age, November 2014
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Figure 54: Attitudes towards gum, November 2014
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Four Target Groups
Figure 63: Target groups for sugar confectionary, November 2014
Health Conscious (26%)
Enthusiasts (26%)
Candy Adventurers (25%)
Pro Gum (23%)
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Figure 69: Frequency of consumption, by type — Chewy Candy, by demographics, November 2014
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Figure 87: Choice factors, November 2014
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Figure 96: Most popular choice factors — Rank 5, by demographics, November 2014

Figure 97: Next most popular choice factors - Rank 5, by demographics, November 2014
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Figure 98: Interest in new products, November 2014
Figure 99: Interest in new products — Dessert flavours (eg apple pie, strawberry cheesecake), by demographics, November 2014
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;iéglu‘rt'e 101: Interest in new products — Made with botanical extracts (eg lavender, green tea, hibiscus), by demographics, November

Figure 102: Interest in new products - Flavours inspired by alcoholic drinks (eg mojito flavoured gum, cocktail inspired sweets)”, by

demographics, November 2014

Figure 103: Interest in new products — Bags of mixed sweets (eg hard boiled sweets, fruit gums in the same bag), by demographics,

November 2014

;igure 104: Interest in new products — Sweets which create new flavours if combined and eaten together, by demographics, November
14
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Figure 105: Interest in new products - Hand-made sweets, by demographics, November 2014

Figure 106: Interest in new products - Healthier sweets (ie made with only fruit juice and sweetened with honey/agave), by

demographics, November 2014

Figure 107: Interest in new products — Natural sweeteners (eg stevia), by demographics, November 2014

Figure 108: Interest in new products - Unusual textures, by demographics, November 2014

Figure 109: Interest in new products — Added nutritional benefits (eg added fibre, vitamins), by demographics, November 2014
Influence of sweetener use on purchase of favourite sweet

Figure 110: Influence of sweetener use, November 2014

Figure 111: Influence of sweetener use, by demographics, November 2014

Appendix — The Consumer — Consumption Barriers

Figure 112: Barriers to consumption, November 2014
Figure 113: Most popular barriers to consumption, by demographics, November 2014

Figure 114: Next most popular barriers to consumption, by demographics, November 2014

Appendix — The Consumer — Attitudes toward Candy and Gum
Figure 115: Attitudes, November 2014

Figure 116: Agreement with the statements I like to buy candy as an impulse treat” and ‘It is worth paying more for sugar candy made
with natural ingredients’, by demographics, November 2014

Figure 117: Agreement with the statements ‘I like to try new types of candy rather than sticking to the same types’ and ‘I am
interested in candy which contains alternative sweeteners instead of sugar’, by demographics, November 2014

Figure 118: Agreement with the statements ‘My favourite types of candy are those which I ate as a child” and 'I like to look at the
calorie information on the packaging of candy’, by demographics, November 2014

Figure 119: Agreement with the statements ‘Chewing gum helps me to snack less between meals’ and ‘I am interested in gum which
changes flavour while chewing’, by demographics, November 2014

Figure 120: Agreement with the statements ‘I only like to chew mint-flavoured gum’ and ‘I would be interested in chewing gum with
energy-boosting ingredients (eq caffeine)’, by demographics, November 2014

Figure 121: Agreement with the statements ‘Chewing gum is good for your teeth’ and ‘It is important to me to keep my breath fresh
by chewing qum’, by demographics, November 2014
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Figure 122: Selected demographics, by total population against Chinese Canadians, September 2014

Appendix — The Consumer — Target Groups

Figure 123: Target groups, November 2014

Figure 124: Target Groups, by demographics, November 2014

Figure 125: Frequency of consumption by type, by Target Groups, November 2014
Figure 126: Choice factors, by target groups, November 2014

Figure 127: Interest in new products, by target groups, November 2014

Figure 128: Influence of sweetener use, by target groups, November 2014

Figure 129: Barriers to consumption, by target groups, November 2014

Figure 130: Attitudes, by target groups, November 2014
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