Unwrapping Snacking
Success

Unlock the potential of omnichannel strategies to drive growth
and customer loyalty in your snacking business

Key Takeaways

« eCommerce is enabling shoppers to explore and discover new products

* The Social Channel is emerging, disrupting traditional eCommerce retailers

« Build an experience for your snack brands that goes beyond just flavor

* Prioritize creating a simple, seamless online experience for snack shoppers

« Speaking the language of your consumers online is essential to maximizing reach

eCommerce Is winning sales from brick & mortar retailers

67% of the food & beverage units that shifted away from brick & mortar food channel retailers were
bought online’
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$30 billion worth of snacks are sold online

While only 10% of snack sales are online today, sales are growing nearly 16% and driving online
share expansion?
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Engaging snack buyers online is valuable for both retailers and manufacturers

While snack buyers still spend most of their snacking dollars in-store, when these shoppers do buy snacks
online, they are spending 1.7X more while buying 1.3X more units.
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