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Trends Driving Market Opportunity

Health and wellness evolution1

The search for satiation 2

Beyond sweet and savory3

Back to brands (but value is key)5

Green is good 4
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ÅSales Performance

ïSymphonyIRI InfoScan® Reviews

ïSymphonyIRI MarketInsightÊ

ïSymphonyIRI Health & Wellness AdvantageÊ

ÅShopping Behavior

ïSymphonyIRI Consumer NetworkÊ

ÅConsumer Attitudes

ïSymphonyIRI 2011 Consumer Snacking Study

Methodology
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The economy has made some positive stridesé

Economic Measure 2008 2009 2010 2011

GDP (% chg) 2.2% -1.7% 3.8% 4.5%

Unemployment (%, SA) 5.8 9.3 9.6 9.2

Consumer Price Inflation (% Chg) 3.8% -0.3% 1.6% 1.7%

Retail Sales (% Chg) -1.0% -6.4% 6.6% 6.5%

Residential Permits, Total (Mil) 3.6 2.3 2.4 3.5

Source:  Moodyôs, February 2011
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ébut many consumers are still struggling.

A Little Worse Off 

18%

About the Same

45%

A Little Better

14%

A Lot Better

3%

A Lot Worse Off 

20%

Personal Financial Health versus Last Year

% of Consumers
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In the coming year, a vast majority of consumers 

expect the cost of living to riseé

Consumer Perceptions of Economic and Financial Health

% of Consumers

Improve

Pt Chg YA

(0.1)

(7.1)

(2.6)
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éand two-thirds of consumers view their personal 

finances as stagnant or deteriorating.

A Little Worse Off 

12.7%

About the Same

46.4%

A Little Better

26.7%

A Lot Better

6.6%

A Lot Worse Off 

7.6%

Anticipated Change in Personal Financial Health in Coming Year

% of Consumers
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Eliminating Unplanned Snack Purchases

Snacking Less Frequently

Trying to Make Household Snacks Last Longer

Cutting Back on Money Spent on Snacks

30%

42%

30%

25%

Consumers are trimming snack spending where 

possible.
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éand a variety of money-saving strategies are 

being embraced.

Buying less 

variety

25%

Paying more 

attention to 

price per 

serving

26%

Buying 

whatôs on 

sale rather 

than favorite 

brands

38%
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FDMWC Volume Sales Change 2010 v 2009

Industry volume sales have declined slightly...
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éAs dollar sales increased a modest 1.1%.

FDMWC Dollar Sales Change 2010 v 2009
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Walmart

Drug

Grocery

Snack             Total CPG

% Growth:  2010 vs 2009

(3.1%) (4.3%)

2.6% 2.6%

1.9% 0.0%

Snack

(5.2%)

3.1%

1.0%

Total CPG

(5.1%)

3.7%

0.9%

1.6% 4.1% (2.1%) 8.9%Convenience

Dollar Sales Change Volume Sales Change

Despite consumer efforts to stretch snack dollars, 

Walmart lost ground...
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éand grocery gained share across two-thirds of 

snack categories.

Share Point Change FDMWC 2010 v 2009

Å 66% of snack 

categories

Å All of the top 10 

categories

Grocery Gains
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Price fluctuations were moderate...

Price Per Volume Change versus Year Ago
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éand were heavily influenced by promotional 

activity.

(1.9)

0.0

(1.4)

(1.2)

+0.1

+0.6

+1.0

+2.6

+2.2

+0.3

+5.7

Pt Chg Volume w/ 

Merch. Support

Change in Average Price Per Volume
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Five key trends are influencing market opportunity 

and growth.

Health & 

Wellness 

Evolution

Beyond 

Sweet & 

Savory

Search for 

Satiation

Back to 

Brands..

But Value   

is Key

Green is 

Good
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Consumers are on a journey for healthier eating.

are trying to eat 

healthier

of consumers

71%
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éResulting in noteworthy share shifts over a multi-

year period.

Share of Dollar Sales- FDMx

2010 v 2006

2010

2006

+7

Points
-7

Points
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Healthier Indulgent

Volume Sales Growth

% Change versus Year Ago

While both healthier and indulgent snack segments 

are growing...

Dollars Volume Dollars Volume

1.2%
1.0%

4.4%
4.9%



21 Copyright © SymphonyIRI Group, 2011. Confidential and Proprietary.

FDMx $ Growth

2011 v 2010

Total 

Healthier

+4.4%

Nutritional Snacks/Trail Mixes

Yogurt

Snack Nuts

Snack/Granola Bars

Salsa

+9.8%

+8.1%

+7.6%

+7.4%

+6.7%

Prepared Pudding

Chocolate Covered Salted Snacks

Dried Meat Snacks

Rfg Appetizers/Snack Rolls

Chocolate Candy

+13.7%

+13.5%

+10.0%

+8.9%

+4.7%

Total 

Indulgent

+1.2%

éHealthier snacks are outpacing indulgent 

optionsé
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éDriven, in part, by better-for-you innovation.

100 Calories

Fat Free

100% Natural

Sugar Free

Whole Grain
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Snacks play an important role in providing satiation.

Perception of the Role of Snacks
% of Consumers
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Sweet

In part due to underlying H&W and satiation trends, 

strong growth is evident outside sweet & savory.

Savory Other

Sweet & Savory

Pudding

Gelatin

Chocolate Candy

Fz Novelties

Fz Yogurt

Total

+12%

+7%

+5%

+3%

+2%

+0.3%

Meat Snacks

Dry Dip Mixes

Snack Nuts/Sds

Rfg Dips

Salty Snacks

Total

+8%

+6%

+6%

+3%

+0.4%

+0.7%

Rfg Apps/Snk Rolls

Snack/Granola Bars

Yogurt

Dry Fruit Snacks

String Cheese

Total

+8%

+7%

+6%

+5%

+3%

+4%

Carob/Yogurt Coated Snacks

Chocolate Covered Salty Snacks

+6%

+16%

% Dollar Sales Growth
2010 v 2009
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Snacks touting high protein and low sodium attributes 

are demonstrating particularly strong growth.

Dollar Sales Growth

% Change versus Year Ago
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éAnd a number of new products boasting these 

attributes made in-roads in the past year.

http://www.fullbar.com/fullbar/cocoa-chip-20.html
http://www.fullbar.com/fullbar/cranberry-almond-24.html
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32% 60%

Still, many consumers view snacks as a time for 

pure pleasureé

Often eat snacks for enjoyment, 

not hunger

55% of consumers

Are more likely to eat what tastes 

good rather than what is healthier

55% of consumers
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éA ñme timeò that satisfies simple indulgences.

Perception of the Role of Snacks
% of Consumers

Satisfy a 

Specific 

Craving

Fun & 

Indulgence

Enjoy Bold & 

Exciting 

Flavors
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Snack marketers are successfully bringing indulgences 

to market across a number of snack categories.
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Natural and organic snacks are performing well.

Dollar Sales Growth
FDMxC
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it is important 

that snacks are 

natural/organic

of consumers

29%

are trying to increase 

consumption of 

natural/organic 

foods

of consumers

20%

éAnd will likely continue to gain momentum.
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Sustainability remains a growth opportunity.

Factors Influential in Snack Selection

% of Consumers


