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Ç Lasting & Pervasive Economic Sobriety

Ç Continued Frugality

Ç Personalized Affordability

Shopper 2010:  Shoppers of A New Era
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Strategies 

To 

Compete

× Target The Full Breadth & Depth of 

ñValue 2010ò

× Get on ñThe Listò

× Help Consumers Help Themselves

× Provide Sophisticated Splurges

× Embrace Sustainability
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Sales Performance

ÇSymphonyIRI Consumer NetworkÊ

ÇSymphonyIRI Shopper InsightsÊ

Ç SymphonyIRI Consumer Snacking Study

Ç SymphonyIRI InfoScan® Reviews

ÇSymphonyIRI MarketInsightÊ

Consumer Attitudes

Shopping Behavior

METHODOLOGY
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Agenda:

ÇThe Economy

Ç Industry Impact

ÇKey Trends

ÇOpportunity

ÇConclusions
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TODAY

An Economic Transformation Is Underway
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Moody's Economy

Unemployment peaked in the 2nd half of 2009, 
and is expected to accelerate into the 1st half of 2010.

Economic Measure 2008 2009 2010

GDP 0.4% -2.4% 2.8%

Unemployment 5.8% 9.3% 10.1%

Consumer Price 
Inflation

3.8% -0.4% 1.9%

Retail Sales -0.7% -6.1% 4.5%

Residential 
Permits, Total 
(millions)

0.90 0.56 0.68

Signs of Recovery Are There, But Tempered
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Leaving Many Consumers Struggling

47%
feel they are worse off 

today versus last year

of consumers

28%
have difficulty affording 

essential groceries

of consumers
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Agenda:

ÇThe Economy

Ç Industry Impact

ÇKey Trends

ÇOpportunity

ÇConclusions



10 Copyright © SymphonyIRI Group, Inc., 2010.

Consumers Are Scrambling For Snack Value

80%

actively look for the best 

value when buying snacks

of consumers



11 Copyright © SymphonyIRI Group, Inc., 2010.

But Value Is An Increasingly Complex Concept

Price 

Brand

Channel

Wellness

Indulgence

Sustainability
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Which Has Had A Profound Impact On Snack 
Behavioré

éfrom 

planningé
éto 

shoppingé
éto 

consumption.
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Many Consumers Have Adopted Conservative 
Snack Habits

Eliminating Unplanned 

Snack Purchases

Snacking Less 

Frequently

Trying to Make Household 

Snacks Last Longer

Cutting Back on Money 

Spent on Snacks

22%

31%26%

42%
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POINT CHANGE SNACK HOUSEHOLD PENETRATION

Q108-Q409 VERSUS SAME PERIOD PRIOR YEAR

0.1
0.0

-0.1

0.1

-0.1

0.0

-0.1 -0.1

0.2 0.2

-0.1

0.1 0.1
0.0

0.2 0.2

Q108 Q208 Q308 Q408 Q109 Q209 Q309 Q409

Indulgent Healthier

With Indulgent Snacks Feeling Most of The 
Pinch
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Snack Volume Has Declined Over the Past Year, 
Driven By Slides Across Some Top Categories

FDMW VOLUME SALES CHANGE 2009 v 2008

Yogurt

Ice Cream/Sherbet

Salty Snacks

Non-Chocolate Candy

Snack Nuts/Seeds

Frozen Novelties

Snack/Granola Bars

Crackers

Cookies

Chocolate Candy

(1%)

Total Industry

-6%

-5%

-3%

-2%

-2%

-2%

-1%

0%

2%

3%
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-1%

0%

1%

1%

2%

2%

2%

4%

4%

7%

FDMW $ GROWTH     2009 v 2008

Salty Snacks

Non-Chocolate Candy

Chocolate Candy

Yogurt

Ice Cream/Sherbet

Frozen Novelties

Snack Nuts/Seeds

Snack/Granola Bars

Crackers

Cookies

3%

Total Industry

Leading Categories Saw Dollar Sales Grow
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Microwave Popcorn

Chocolate Candy

Meat Snacks

Rfg Appetizers/Snack Rolls

Salty Snacks

PRICE PER VOLUME CHANGE VS YEAR AGO

Industry Average

+13%

+11%

+7%

+7%

+7%

Ice Cream/Sherbet

Pastry/Doughnuts

Yogurt

Cubed Cheese

String Cheese

FLAT

FLAT

(1%)

(4%)

(4%)

+4%

Despite Mixed Price Performance
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Walmart

Drug Store

Grocery

Snack             Total CPG

% GROWTH- 2009 VS 2008

0.1% (2.8%)

3.0% 3.2%

3.3% 0.9%

Snack

(4.2%)

(3.7%)

0.6%

Total CPG

(7.1%)

0.3%

(0.6%)

1.7% 5.4% (6.4%) (3.9%)Convenience

Dollar Sales Change Volume Sales Change

Grocers Have Gained Tractioné
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SHARE POINT CHANGE FDMW   2009 v 2008

Salty Snacks

Ice Cream/Sherbet

Yogurt

Crackers

Cookies

Salty Snacks

Ice Cream/Sherbet

Yogurt

Crackers

Cookies

WALMARTGROCERY

Top 5 Categories Top 5 Categories

V74% of snack categories

V9 of the top 10 categories

Grocery Posted Gains

V74% of snack categories

V8 of the top 10 categories

Walmart Lost Ground

éAnd Are Outperforming Walmart Across Top 
Snack Categories

+1

(2)

+1

+1

+1

(1)

+1

(1)

+2

(1)
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Agenda:

ÇThe Economy

Ç Industry Impact

ÇKey Trends

ÇOpportunity

ÇConclusions
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Key Trends

Planning Shopping Consumption
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A Vast Majority of Consumers Are Making CPG 
Decisions Before Entering The Retail Store

40.0%
25.0%

15.0% 14.0%

60.0%
75.0%

85.0% 86.0%

2007 2008 2009 2010

Store Home

WHERE PURCHASE DECISIONS ARE MADE: % OF SHOPPERS
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64%

work from a pre-

made list

of consumers

V 49% use a store flyer to 

make the list

V 45% list categories to buy

V 44% use coupons to create 

the list

V 12% list specific brands to 

buy

Product Purchases Have Become Heavily  
Planned

LIST-MAKING RITUALS

% OF LIST-MAKING SHOPPERS
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And Deal-Seeking Strategies Vary Across 
Consumer Segments

32% 39% 35%

Boomers Millennials Hispanics

Search Online for Coupons
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New Technologies Are Quickly Widening The 
Paths of Communication

19%

planned to use 

their cell phones 

to facilitate 2009 

holiday shopping

of consumers

32%

planned to use their 

mobile phones to get 

discounts and coupons

of these consumers
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Two-Thirds of Consumers Are Looking for 
Their Favorite BrandséIf The Price Is Right

23%

seek their favorite 

snack brands at a 

reasonable regular 

price

43%
seek their favorite 

brand on sale

66%

are looking for 

their favorite 

brands

of consumers
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The Rest Will More Readily Switch Brands To 
Save Money

24%

seek any brand at the 

lowest available price 

point

10%
seek any brand 

with the lowest 

available price per 

serving

34%

will purchase 

any brand

of consumers
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Final Brand Decisions Are Influenced By 
Several Key Factors

IMPORTANT FACTORS WHEN MAKING BRAND DECISIONS

% OF SHOPPERS

Shopper Loyalty 

Discounts

CouponsTrust of Brand/Previous Use

Newspaper Circular

39%

51%73%

39%

Item Price
78%



29 Copyright © SymphonyIRI Group, Inc., 2010.

And Store Brands Are A Well-Established Part 
of Consumer Consideration Sets

45%

switch to store brands when the 

budget is tight

of consumers
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PRIVATE LABEL SHARE OF SNACK SALES- FDMX

Volume

Dollars

8.5%

12.5%

11.7%

9.1%

2008
2009

Store brands have traction, and have gained 
share over the past year
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Store Selection Is Driven By A Range of 
Factors

KEY STORE SELECTION CONSIDERATIONS

% OF SHOPPERS

Ç Conveniently Located

Ç Lowest Every Day Prices

Ç Best Selection of Products

Ç Able To Get In/ Out of Store Quickly

Ç Selection of Private Label Offerings

Ç One-Stop Shopping

86%

79%

77%

74%

61%

50%
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Boomers Millennials Hispanics

And Some Consumer Segments Are More 
Motivated By Price Than Others

50% 46% 48%

Shop Multiple Stores To Find Lowest Price
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Snacks are an 

important part of a 

healthy eating plan 

throughout the day

32%

Snacks Are Playing Two Distinct Rolesé

60%

Often eat snacks 

just for enjoyment, 

not hunger

For

of consumers

But

of consumers
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Choc. Covered Salty Snacks

Rfg Appetizers/Snack Rolls

Indulgent Salty Snacks

Toaster Pastries

Froz. Appetizers/Snack Rolls

+23%

+12%

+8%

+6%

+6%

Trail Mixes

Sugarless Gum

Dry Fruit Snacks

Sensible Salty Snacks

Picante Sauce

+9%

+7%

+6%

+5%

+5%

FDMX $ GROWTH     2009 v 2008

Total Healthier Total Indulgent+3% +4%

Both Segments Show Pockets of Growth
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Healthier Indulgent

VOLUME SALES GROWTH 

% CHANGE VERSUS YEAR AGO

1% 1%

But Healthier Snacks Have Been Outpacing 
Indulgent Optionsé

-2%

-1%

2008 2009

2008 2009
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2005

2009

Indulgent

37%

71%

Healthier

63%

29%

SHARE OF DOLLAR SALES- FDMX

2009 v 2005

+8

pts

-8

pts

éAnd Have Posted Sizable Share Gains Over 
A Five Year Period
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For Many, Snacks Play A Key Role In Daily 
Nutrition

83%
are eating for nutrition

of consumers

40%
seek snacks that offer benefits 

beyond basic nutrition

of consumers



38 Copyright © SymphonyIRI Group, Inc., 2010.

And Nutrition Is At The Heart of Many 
Consumersô Money-Saving Strategies

61%

65%

81%

Saving on medical 

expenses by keeping 

healthy

Eating to lose weight

Eating to manage a special 

health condition

KEY CONSUMER HEALTH CONCERNS

% OF SHOPPERS 
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Ç I am trying to eat foods that help prevent health 

problems and/or manage existing health conditions

Ç I am trying to replace high calorie snacks with 

healthier alternatives

Ç I am trying to control portion size when snacking

Ç I actively seek foods with no preservatives 30%

58%

55%

50%

Though Strategies Vary, The End Goal Is The 
Same

74%
are trying to eat healthier

of consumers


