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Trends Driving Market Opportunity
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Economic Measure 2008 2009 2010 2011

Consumer Price Inflation (% Chg
Residential Permits, Total (Mil

Source: Moodyds, February 2011
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ébut many consumer s ar

A Little Worse Off
18%
About the Same
45%

A Lot Worse Off

\ 20%

A Lot Better
3%
A Little Better
14%

Personal Financial Health versus Last Year

% of Consumers e — e
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In the coming year, a vast majority of consumers
expect the cost of |1 vin

Improve
Pt Chg YA

Price of Food 5 19% (2.6)

Cost of Utilities » 21% (0.1)

Price of Gas 5 9% (7.1)

™ Improve ® Stay Same ™ Deteriorate

Consumer Perceptions of Economic and Financial Health

% of Consumers e —
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é and -thim®ofconsumers view their personal
filnances as stagnant or deteriorating.

A Little Worse Off
12.7%
About the Same
46.4%

A Lot Worse Off
7.6%

A Lot Better
6.6%

A Little Better
26.7%

Anticipated Change in Personal Financial Health in Coming Year

% of Consumers e ——
SymphonyIRIGroup mma.




Consumers are trimming snack spending where
possible.

Cutting Back on Money Spent on Snacks

ousehold Snacks Last Longer
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éand a Vvar i esaving sirdtegies@ne e y
being embraced.

Buying Buying less
what 6s o variety
sale rather

than favorite
brands
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Snack/Granola Bars
Yogurt
Fz Novelties

Chocolate Candy

Pastry/Doughnuts
Crackers -0.4% I

Industry Average 0.6%
Cookies -1.5% N
Non-Chocolate Candy 1.7% W
Salty Snacks 2.2% W

lce Cream/Sherbet -4.1% -

FDMWC Volume Sales Change 2010 v 2009
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Snack/GranolaBars
Yogurt
Chocolate Candy
Fz Novelties
Industry Average
Non-Chocolate Candy
Salty Snacks
Crackers 0.1% |
Pastry/Doughnuts -0.1% |
Cookies 1.7%
lce Cream/Sherbet -4.4%

FDMWC Dollar Sales Change 2010 v 2009
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Despite consumer efforts to stretch snack dollars,
Walmart lost ground...

Dollar Sales Change Volume Sales Change
Snack Total CPG Snack Total CPG

3.1% 3.7%

0.0% 1.0% 0.9%

Convenience 1.6% 4.1% (2.1%) 8.9%

0) . e —— gt
" Yo Growth: 2010 vs 2009 SR —



éand grocery gali nettdirdsoh ar
snack categories.

Cookies

Grocery Gains
Crackers . A

66% of snack
categories

SEIWAHENE _ ' A All of the top 10
categories

Chocolate Candy

lce Cream/Sherbet ' * Grocery
' ® Walmart

Share Point Change FDMWC 2010 v 2009 o
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Pudding
Rfg Appetizers/Snack Rolls
Rfg Desserts
Toaster Pastries/Tarts
Chocolate Candy
Industry Average
Fz Appetizers/Snack Rolls -1.9% .
Fz Yogurt/Tofu 2.0% W
SS Microwave Popcorn -2.3% .
Fz Handheld Entrees 2.9% W
Carob/Yogurt Covered Snacks -3.0% -

Price Per Volume Change versus Year Ago
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Pudding

Rfg Appetizers/Snack Rolls
Rfg Desserts

Toaster Pastries/Tarts
Chocolate Candy

Industry Average

Fz Appetizers/Snack Rolls
Fz Yogurt/Tofu

SS Microwave Popcorn
Fz Handheld Entrees

Carob/Yogurt Covered Snacks
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Merch. Support
(1.9)

0.0
(1.4)
(1.2)
+0.1
+0.6
+1.0
+2.6
+2.2
+0.3
+5.7
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Five key trends are influencing market opportunity
and growth.

Health &  Search for Back to

Wellness Satiation Brands..

Evolution But Value
Is Key
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Consumers are on a journey for healthier eating.

(1%

of consumers

are trying to eat
healthier




éeResulting Iin noteworthy
year period.

™ Healthier ® Indulgent

Share of Dollar Sales- FDMx

2010 v 2006 e
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Indulgent

Dollars Volume Dollars

Volume Sales Growth

0) ————_  Insight.
%o Change versus Year Ago SymphonyIRIGroup Ho
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e Heal t hi er snacks are ou
optil onse

Nutritional Snacks/Trail Mixes +9.8%
Yogurt +8.1%
Snack Nuts +7.6%
Snack/Granola Bars +7.4%
Salsa +6.7%

Prepared Pudding +13.7%
Chocolate Covered Salted Snacks +13.5%
Dried Meat Snacks +10.0%
Rfg Appetizers/Snack Rolls +8.9%
Chocolate Candy +4.7%

FDMx $ Growth
2011 v 2010 SymphonyIRIGroup ez
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m | B

Opportunity to Get “"Mini Meal" Satisfy Immediate
Needed Nutrition Hunger

Perception of the Role of Snacks
————_  Insight.
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In part due to underlying H&W and satiation trends,
strong growth Is evident outside sweet & savory.

Sweet Savory

Pudding +12% Meat Snacks +8%
Gelatin +7% Dry Dip Mixes +6%
Chocolate Candy +5% Snack Nuts/Sds  +6%
Fz Novelties +3% Rfg Dips +3%

Fz Yogurt +2% Salty Snacks +0.4%

Total +0.3% Total s VA 1:

~

Sweet & Savory

Carob/Yogurt Coated Snacks +6%
Chocolate Covered Salty Snacks +16%

% Dollar Sales Growth
e Insight.
2010 v 2009 SymphonyIRIGroup mma.
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Snacks touting high protein and low sodium attributes
are demonstrating particularly strong growth.

Protein D 7.6%
Low Sodium T 6.2%

Low Fat N 1.9%

Low Calorie 10.2%

Whole Grain -2.0% 0

Fiber  -6.6% DN
Low Cholesterol -9.2% -

Dollar Sales Growth
% Change versus Year Ago
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http://www.fullbar.com/fullbar/cocoa-chip-20.html
http://www.fullbar.com/fullbar/cranberry-almond-24.html

Still, many consumers view snacks as a time for
pure pleasur ee

55% of consumers

Are more likely to eat what tastes
good rather than what is healthier

55% of consumers

Often eat snacks for enjoyment,
not hunger




| e

Satisfy a Fun & Enjoy Bold &
Specific Indulgence Exciting
Craving Flavors

Perception of the Role of Snacks
e Insight.
% of Consumers SymphonyIRIGroup e
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Snack marketers are successfully bringing indulgences
to market across a number of snack categories.




Natural and organic snacks are performing well.
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of consumers

It IS Important
that snacks are

natural/organic

of consumers

are trying to increase
consumption of
natural/organic
foods




Factors Influential in Snack Selection
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