
Chocolate, the traditional comfort food, still has a place
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Some 17.9 million Americans buy boxed chocolate in an average 12 month period, according to Roy Morgan data. 

If we were to draw a pen portrait of an average chocolate buyer, she would be an older, relatively traditional woman living in the Midwest or Southern

regions of America. 65% of chocolate buyers are women; 52% are over the age of 50, and 66% live either in the Midwest or the South.Their values

and attitudes paint a picture of traditional middle America, but with a tendency to love shopping: 67% enjoy grocery shopping; 55% enjoy clothes

shopping; and 39% agree they were born to shop. Further, 86 % like to try free samples in supermarkets and almost 77% say they will go out of their

way in search of a bargain.Chart 1: Incidence of boxed chocolate purchasesSource: Roy Morgan profile survey April 2011 n= 2,181.However, an

interesting conundrum emerged in the Roy Morgan data  where chocolate buyers are more likely than the average American to be watching their

weight and trying to do all the right things for their health. For instance, 69% would like to be able to lose weight; 68% prefer to eat healthy snacks;

62% restrict how much fattening food they eat; 52% are concerned about their cholesterol level, and more.These chocolate buyers are not necessarily

focussed on cooking, and family meals (they are more likely to order home delivered food or eat out), but they are interested in their homes and

homemaker activities. They are above average readers of such magazine genres as TV magazines, House & Garden, Womens Lifestyle, Health and

Family, General Interest and Food and Entertainment. For TV, their preference runs to TV soaps, home shows, talk shows  in fact, most TV except

sport, business and comedies.Special analysis of the Roy Morgan household panel shows that Hersheys Pot of Gold was the most purchased box of

chocolates in the 2010 Christmas holiday season, with 18% of all households that purchased boxed chocolate buying Hersheys Pot of Gold. Whitmans

and Russell Stover were also popular boxed chocolate varieties during the holiday season.Chart 2: Most popular brands of boxed chocolateSource:

Roy Morgan consumer panel survey, November/December 2010, n = 176.Around Christmas, the price of chocolate is a key factor in deciding which

brand to buy with 28% of purchasing households citing it as the main reason they bought that brand of chocolates. Purchasers of Hersheys Pot of

Gold were particularly motivated by price with 62% of purchasers buying it because of its price. Nearly half (48%) of all households that bought boxed

chocolate did so when it was on sale or at a reduced price at the time of sale, and another 12% bought boxed chocolate that was part of another type

of promotion, such as a store coupon or a gift with purchase.Portia Morgan, VP Business Development, at Roy Morgan Research, says:

As could be expected, during the holiday season the most popular reason for buying boxed chocolate is as a gift (37% of purchasing households).

However, people are still buying boxed chocolate as a treat for themselves (31%) and when entertaining at home (10%). Shoppers respond to price

and sale incentives when buying boxed chocolates.

These findings are just the latest in a series of special consumer profiles from Roy Morgan Research. This survey was conducted with 2,181

Americans in April 2011. The household purchasing data is sourced from the Roy Morgan consumer panel of 2,124 Americans in November -

December 2010. The Roy Morgan American consumer panel has tracked the same household's purchases since 2005.Purchase acomprehensive

profile on Boxed Chocolate Candy Buyers including their demographics, attitudes, activities and media consumption.Click here to browse thousands of

accurate, insightful quantitative Roy Morgan research reports and profiles ready to download now.For more details

contact:info@roymorganonlinestore.com


