
Spreading the Wealth: 
Boosting Sales with Jams, 
Nut Butters and Syrups

SPREADS TREND REPORT

EXECUTIVE SUMMARY

One of the greatest pleasures of eating bread or pastries is pairing them with a variety 

of spreads and toppings, from fruity to nutty to savory.

Spreads were around long before the Earl of Sandwich famously invented the handheld 

meal. But in our age of on-the-go eating and hygienic commercial production, spreads 

for bread, toast, rolls, pancakes and more come in different forms and serve different 

needs. In this report you’ll learn:

• Why most diners prefer spreads in single-serve packaging 

• What consumers mean when they say they want variety

• How respected brand names boost consumers’ perception of spreads



SPREADS TREND REPORT

2

Americans expect more 
from spreads today. 
For instance, more than half of consumers (55%) report that 

they are seeking out healthier spreads now than they did 

two years ago. However, definitions of “healthy” differ from 

what they might have been in the past and from one person 

to another. When it comes to better-for-you characteristics 

of spreads, today’s consumers gravitate first of all to 

“natural” positioning. Contemporary diners also prefer 

spreads that they perceive as simple, real, clean and pure.

Single-Serve Packaging 
Addresses Many Issues.
The attributes that consumers seek in spreads have to do 

with both health and hygiene. It’s not surprising, then, that 

there’s a strong preference for single-serve packaging for 

spreads, since this format allows for both portion control 

and sanitation—as well as greater choice and a level of 

convenience that aligns with today’s on-the-go lifestyles.

Seven out of 10 consumers say it’s important to them that 

restaurants and other foodservice establishments present 

spreads in individual-size portion-controlled containers. 

They cite a number of factors behind that preference*:

Which attributes 
do you look for  
in spreads?
Select all that apply

Base: 1,000 consumers

Clean Pure OrganicRealSimple ingredientsNatural

31% 31%

28%

35%
39%

53%

68% I consider single-serve packaged 
spreads to be more hygienic

66% Individual-size spread portions are easy 
to eat on the go

66% It’s important to me to have a large variety 
of spreads available to choose from

62% Individual-size spread portions allow 
me to sample

56% Individual-size spread portions allow 
for customization

* Top two box responses

Consumers choose 
“Natural” as the 
most important 
attribute when 
looking for spreads



Most Appealing Flavors for Jams,  
Jellies and Preserves
(Top two box responses)

Base: 1,000 consumers
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Having a variety of options in spreads matters to diners. 

Consumers choose both maple syrup and fruit-flavored 

syrups on their pancakes (38% say they typically reach for 

the maple syrup at breakfast time and 24% say they choose 

fruit syrups). Similarly, consumers enjoy both peanut butter 

and other nut butters as sandwich toppings (52% say peanut 

butter is a spread they typically choose at lunchtime and 15% 

say the same for other nut butters). But a wide selection is 

especially important when it comes to fruit jams, jellies and 

preserves. Berry and grape flavors have near-universal appeal, 

while exotic and unusual choices—like spiced pear or guava 

jams—are favored by as many as a third of restaurant guests. 

What Spreads Do 
Consumers Choose?

Beyond the choices 
consumers demand in types 
and flavors of spreads, there’s 
another extremely important 

dimension of choice: 

Brands.

Strawberry

Grape

Raspberry

Blackberry

Apple

Apple cinnamon

Mixed fruit

Peach

Apple butter

Orange

Apricot

Spiced pear

Guava

78%

72%

65%

62%

62%

61%

60%

59%

57%

51%

48%

34%

33%
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The ability to choose spreads in brand-labeled packaging 

is vital to consumers. A trusted brand signals the quality and 

integrity not only of the products themselves, but also of the 

restaurant offering them. 

Two-thirds of diners say it’s important to them that spreads 

be presented to them in their original brand packaging. Six out 

of 10 also say they notice brand names of spreads on menus 

as well as on their table. They explain their reasons for caring 

about branding*:

Consumers know their brands quite well. When survey 

respondents were asked to identify brands of toppings and 

spreads that they would like to see more of in restaurants,  

two-thirds of them named a specific well-known label for 

spreads and syrups. Some consumers identified preferences  

for specific brands of nut butters, as well.

While individually portioned spreads and toppings are

a primary opportunity for branding, 

operators should not overlook the 

power of consumer brands on menus 

and menu boards, and potentially on 

table tents and other signage as well.

In limited-service settings, spreads may be given out with 

the meal or may be available for self-service along with 

condiments, creamers and sweeteners. In sit-down, full-

service restaurants, spreads may be presented in a number 

of ways and at different stages of service. Consumers are 

amenable to a variety of presentation styles. Respondents say 

they like it when*:

Restaurants and foodservice establishments could reproduce 

the homey feel of family-style bowls or jars of condiments 

on the table—and, at the same time, give diners the variety 

they crave—by presenting an assortment of individually 

portioned, branded jams, nut butters and syrups at each table 

in a decorative caddy. At limited-service restaurants, having 

a good variety of single-portion spreads available at the 

condiment counter signals quality and choice.

I trust the flavor of 
brand-name spreads71%

Recognizable, trusted brand-
name spreads boost my quality 
perception of a restaurant61%

I trust the quality of branded 
spreads more than that of 
unbranded spreads60%

* Top two box responses

A large variety of spreads is 
available to choose from

66%

Spreads are brought out 
based on my order

59%

Spreads are brought as a 
side on my plate

53%

Spreads are already on the 
table when I sit down

50%

Spreads are presented in 
communal-size servings 

for the whole table
40%

Presentation is 
Everything
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In the morning, jams, jellies, preserves 

and honey can be offered along with rolls, 

croissants and muffins to give consumers 

a chance to customize the flavor of these 

standard baked goods.

 Snacks positioned as  

    healthy and high in  

  protein could include  

whole-grain crackers or 

flatbreads paired with peanut butter 

or another nut butter. Adding celery 

or carrot sticks, a few grapes or 

some apple slices could make the 

presentation a balanced, hunger-

sating grab-and-go mini meal.

Spreads and 
Dayparts

However, operators shouldn’t be thinking of spreads only 

in terms of the three traditional daily meals. According to 

Technomic’s latest Snacking Consumer Trend Report, snacks 

are increasingly replacing meals for consumers, with 80% of 

respondents reporting that they snack at least once a day.

Spreads, particularly those portioned individually for grab-

and-go dining, can play an important role in snack segments. 

For instance:

Customers reach for spreads and toppings most often 

at breakfast, but operators should take note that these 

products also have considerable appeal for lunch and even 

dinner. In fact, one high-protein spread—peanut butter—is 

selected more often for the midday meal than in the morning. 

Other nut butters are chosen equally for breakfast and lunch. 
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Base: 1,000 consumers

Breakfast Lunch Dinner

Which types of spreads do you typically 
consume for each meal?

Jams

49%

26%

15%

Jellies

48%

29%

17%

Peanut butter

45%

52%

28%

Maple syrup

38%

10%

10%

Honey

36%

21%

19%

Preserves

31%

15%

12%

Fruit-flavored 
syrups

24%

13%

11%

Other  
nut butters

15%

15%

12%

Jams, preserves, 

honey and syrups 

can be offered as 

optional toppings or 

mix-ins for  

yogurt parfaits or 

frozen desserts.
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01 Keyword: Natural

Consumers seek healthfulness and purity when they choose spreads in 

foodservice settings. Ingredients perceived as natural, simple and clean “real 

foods” are widely preferred.

03 Variety is the Spice of Life

Consumers take full advantage of their options when it comes to syrups, nut 

butters and, above all, fruit jams, jellies and preserves. Offering spreads and 

toppings in a variety of flavors gives consumers choice and an opportunity for 

customization and may boost repeat sales of standard menu items like toast, 

rolls or pancakes.

05 Doing Dayparts Differently

Consumers’ differing purchase patterns, needs and demands for each daypart 

suggest new opportunities for restaurants to offer spreads that multiply patrons’ 

choices. Operators should consider not only the three main meals but also sweet 

and savory snacks for morning, midday, afternoon and night. 

Trusted Brands = Quality

This is true both for the products in question and, importantly, for the restaurant 

itself. In consumers’ minds, a restaurant that offers name-brand spreads is one 

that cares about the quality of the food and experience it offers its guests.
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Key Takeaways

02 One Portion, Please

Most consumers who use spreads prefer single-portion packaging. 

Sealed one-portion packets or tubs with recognized brand labels 

are sanitary, minimize mess and provide implicit calorie control. 

Plus, they’re perfect for today’s on-the-go lifestyles.
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Good memories in the making.™

©/TM/® The J.M. Smucker Company
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Restaurants can uncover new opportunities by re-evaluating their 

assortment of spreads and toppings. Smucker Away From Home 

provides recognizable, trusted and convenient solutions to help 

operators upgrade and diversify the spread assortment their concept 

offers, boosting customer traffic and sales. For more information, 

contact a Smucker Away From Home representative or visit

www.SmuckerAwayFromHome.com/contact


