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INTRODUCTION
 

AgEnt's Business Information Center has freely available a wide
 
range of information pertaining to export markets/prospects etc;
 
and the project's Agro-Business Advisor (Mr. Gamini Kumarage) and
 
domestic Marketing/Agro Processing Advisor (Mr. Anton Wijeratne)
 
can help women entrepreneurs in the agro-enterprise sector to
 
determine whether an opportunity exists for their concept/product;
 
and whether AgEnt is in a position to offer appropriate
 
advice/assistance..
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A Survey of the Market for
 

Chutney, Pickles & Jams
 

in the Greater Colombo Area
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Product Perceptions 

that Jam is purchased by many, especially the ones with 

children and Chutney is purchased less frequently than jam. 

Pickles are rarely purchased and is perceived as an adult 

food. 

Strengths 

that Building up of trust and confidence in the minds of 

consumers as a safe, hygienic product is the best strength a 

brand can possess which will ensure repeat purchases. 

that Another very important factor which keeps the 

consumers loyal to a particular brand of Jams, chutney or 

pickles is its taste. When a brand is established as a tasty 

product the customers tend to overlook some of the other 

short comings of the brand. 
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Strengths 

that For a new brand an attractive modern looking label and 

a package gives an opportunity to attract consumers who are 

loyal to existing brands. 

that When introducing new brands opinion leaders may be 

used to canvass the product. 

that Products free from artificial colouring, flavours and 

preservatives have a better appeal among the consumers. 

that for a product like pickles a glass jar with a plastic lid is 

preferred since the consumers believe metal can react with 

such acidic products. 
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Weaknesses 

that Jams which are too sour and with more liquid content 

has a lesser appeal among the consumers. 

that On glass jars the 'Omnia' type thin lid is considered an 

inconvenient and improper closing device mainly after 

ope:,iiAg a pack for the first time. 

that Labels and packs which are poorly designed and printed 

do not give confidence to the consumers to purchase since 

they do not feel confident about such products as safe and 

hygienic. 
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Perceptions on Packaging 

that Metal cans are unacceptable to many housewives as a 

pack even for jam. 

that For Chutney and Pickles a jar with a wider mouth in 

comparison to that of normal jam jars is preferred. 

that Flexible polythene packs are considered as cheap but 

unsafe, unhygienic and unsuitable for consumption by family 

members. 

that Small glass jars are more suitable when introducing new 

products or when it is consumed by only one person in the 

iousehold. 
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Perceptions on Labels 

that Expiry date is the information that is always checked by 

the consumers and it should be printed clearly and in a 

manner that the retailers cannot alter. 

that Consumers prefer the labels to be changed from time to 

time giving a new look to the brands. 

that Label and the pack should be designed in a manner that 

it creates the required image in the minds of the targeted 

consumers. If the product is positioned as an up market 

food product the pack should depict that image in an 

inconspicuous manner. 
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