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Best Sellers
The top 5 prands in A well laid out fixture
pulse account for reflects shopper
missions saving time

1 Driver of Bagged snacks Category’
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Understand your shopper and their missions
There are 2 key trends within the Bagged snacks category; the growth of £1 PMP and Food
to Go (FTG). Retailers should focus on these 2 key trends when ranging to maximise sales.

FOOD TO GO: 14% of shoppers £1 PMP: Main

are on a FTG mission driver of growth in

As the nation returns to work the Convenience market
and begins to travel more, o

vs £1 PMP represents 70% share of the
o c00 .

ensure your food to go mission - Sharing segment, the largest segment

is well catered for in store.

within Impulse.
el 5 3 E OREEET e +45% £1 PMP Segment growth,

that has already seen the - qﬂi"'ﬁl worth £175m + incremental £54m

biggest shift towards shoppers =] to the category in the past 2 years
eating out again. >
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Value Shopper

) To maximise ‘On the go’ Value offering helps shoppers
sales, also merchandise manage their budget

_single packs next to 40% of snack shoppers
chilled sandwiches are more likely to g

Food To Go Missions

and drinks GREAT TASTE buy PMPs
‘ “1 \ (more than any other category)
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m::‘il‘:)'l‘ji;“:r::‘:: - ’fv Sharing A different flavour profiles ] Health
" Moments \@iiuakau? Conscious
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Ensure offering for
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for healthier

'‘big night in' or BBQ lifestyle choices S

2 KP NPD to watch ;’ 8.2% 1 Health in Bagged Snacks

i ofretailerssay | .
| Refresh your PMP ranges VHELEAES  added an incremental £3m

(+7%) to the category.

Bagged Snacks are chosen for
health benefits 3.5 times more

NEW 59p Hula = P than Confectionery snacks
Hoops and Pom N & 5

Bear PMPs also
available now!

Stock core Healthier Bagged
Snacks brands to maximise

sales. Walkers Oven Baked

and Popchips = 60% of sales




Focus on the
core brands

40% of sales go through

the top 5 brands in Impulse.
Stock the right range of best
selling brands and products
that are tailored to your local
customer needs to maximise
category sales

MERCHANDISING PRINCIPLES

1. Block similar products together e.g.
Flat, Ridged

2. 40% of sales go through the top 5 brands.’
Give the most prominent space and more
facings to the best sellers.

3. Merchandise Value snacks on the
bottom shelf, leading into key brands and
then £1 PMP at the top.

) Excite and
engage

19% of shoppers buy Bagged
Snacks on Impulse’. Utilise
displays and secondary
sitings to drive snacking
sales and locate in
complimentary
categories e.g. Soft
drinks or Sandwiches.
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A combined 2m plan optimises range
and assortment to meet your shoppers' needs

by

An example of good fixture display, catering for shopper missions, current trends
and best sellers. Ensure you keep your ranges relevant over time with NPD
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1.Nielsen 52wks 18.04.20, 2.HIM Wholesale Report 2019,
3.HIM! CTP 2019, 4.Kantar WPO 52wks 19.04.20, 5.IRI 52wks Value 21.03.20,
6.Nielsen 12wks 18.04.20, 7. Nielsen Impulse 52wks 18.04.20, 8.Nielsen L12W Impulse 18.04.20




