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“Consumers are very clear about what matters to them
when it comes to selecting bakery products and that is
freshness. While this is not startling, what is of note is how
much other concerns are less important.”

— Joel Gregoire, Senior Food & Drink Analyst

This report looks at the following areas:

BUY THIS
Freshness matters most to consumers REPORT NOW

Gluten-free is less important to consumers versus other factors
Quebec consumers have more positive associations with bakery products
Gender has an impact on bakery product consumption VISIT:

store.mintel.com

Highly popular among Canadian adults, 99% ate a bakery product, be it bread or a sweet baked good,
at some point in the three months leading to March 2015. Due to the category’s universal penetration,
opportunities for growth either lie in the further development of specific categories such as ethnic- CALL
inspired options that include foods like naan or in boosting the frequency at which bakery products are EMEA

+44 (0) 20 7606 4533

eaten. Some 35% of Canadians ate a bakery product on a daily basis during the three months looked
at. While this is notable, it leaves 65% of the population either turning to the category less often or not
at all during that period.
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Bread and bread product volume declines to flatten, but value sales forecasted to soften
Figure 23: Canada retail value and volume sales of bread and bread products, at current and constant prices, 2010-20
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Overview and product range
Recent activity and innovation
Aryzta

Overview and product range

Recent activity and innovation

The Consumer — Bakery Products Eaten

Key points
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Figure 32: Bakery products eaten in the past three months in Quebec and Canada, March 2015

Household size and income impacts frequency of bread consumption
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Consumers are most likely to eat bread as part of a sandwich
Figure 33: When bakery products are eaten, March 2015

Age influences when bread is eaten
Figure 34: When bakery products are eaten, by age group, March 2015

Household dynamics influence when bakery products are eaten

Underdeveloped opportunities for bakery products
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Key points

Freshness is most important to consumers
Figure 35: Purchase behaviour, March 2015

Women are more likely to be open to new and different ingredients
Figure 36: Purchase behaviour, by gender, March 2015

Regional differences are select and subtle, but they exist
Figure 37: Purchase behaviour — Quebec versus Canada overall, March 2015

Accommodation is more important within larger households
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Freshness and taste are the top purchase considerations
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Gluten-free has little impact in consumers’ decisions
Half of consumers look for wholegrain/high-in-fibre health claims

Half of consumers are influenced by baked products’ end use
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Bread is most important for making a good sandwich
Figure 40: Baked goods purchase attitudes, March 2015
Consumers have an appetite for innovation
Fortification can help alleviate consumers’ health concerns around bread

Figure 41: Baked goods purchase attitudes — Health considerations, by gender and age, March 2015

Consumers are both willing to pay more and are looking to spend less
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More Chinese Canadians eat sliced bread, but they do so less often
Figure 42: Bakery products eaten — Chinese Canadians vs overall population, March 2015

Chinese Canadians are less likely to eat bakery products during ‘traditional’ meal occasions
Figure 43: When bakery products are eaten — Chinese Canadians vs overall population, March 2015

Health considerations more important among Chinese Canadians

Figure 44: Importance of different factors when choosing bakery products (any rank) — Chinese Canadians versus overall population,
March 2015

Chinese Canadians are more sales conscious
Figure 45: Baked goods purchase attitudes — Chinese Canadians versus overall population, March 2015

The Consumer — Target Groups

Key points

Four target groups
Figure 46: Target groups for bakery products, March 2015
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Price Conscious (28%)
Enthusiasts (28%)
Functionally Motivated (22%)
Disengaged (22%)
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