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MARKET RESEARCH

ò Surveyed over 120 Canadians

ò 9% of the population does not have breakfast regularly

é 50% did not have time

ò 25% of the people that have breakfast regularly believe 
that òTime spent preparing, eating and cleaning up after 
breakfast can be used to do other thingsó

ò 39% of the people have breakfast at work/school or on 
the way to work/school

ò Consumers choose their breakfast based on nutrition 
and convenience (not price)



BREAKFAST INDUSTRY STATUS

òCanadian Breakfast cereal market: 

$1.1 billion (2006)

òMarket growth is being driven by demand for 

healthier and more convenient products. The 

growth is expected to be 3.3% (Datamonitor).



OPPORTUNITY STATEMENT

òKelloggõs has an opportunity to capture and 

increaseits breakfast market share by 

introducing a breakfast offering that is both 

healthyand convenient. This offering will target 

consumers that are looking to reduce the time 

they spend having breakfast and consumers 

that could not have breakfast due to time 

constraints. Within three years Kelloggõs will 

net $8 million.



CAPTURING THE OPPORTUNITY

Kelloggõs can re-launch 

òBreakfast Matesó to 

capitalize on this 

opportunity



ORIGINAL òBREAKFAST MATESó



REASONS FOR INITIAL FAILURE

Targeted children

Placed in the 
refrigerated section

Price point not suitable 
for target market



SEGMENTATION TARGETING AND POSITIONING


