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“Before COVID-19, frozen snack sales growth had been
banal: steady but slow since 2016. However, at the core of
the categories’ offerings are convenient meal and snack
solutions, which provided value during sheltering in place,
especially for parents and families, already the most
engaged participants.”

- Billy Roberts, Senior Analyst — Food and Drink

This report looks at the following areas:

BUY THIS
o The short-, medium- and longer-term impact of COVID-19 on frozen snacks RE PO RT NOW
e Growing only moderately at best pre-COVID-19, sales strengthened considerably with
stay-at-home orders
e Recession will lead consumers to focus even more on price VISIT:
e With consumers seeking smaller, snack-sized foods, frozen snacks are well-positioned to StO re.m | nte| .com
increase their consumer base beyond young consumers and parents
As it has with other convenience and value-centric foods positioned in the center of store, COVID-19 CALL:
has triggered a surge in frozen snack sales. After years of modest yet steady growth, 2020 will deliver EMEA

the strongest growth the category has seen in a decade, with an 11.3% bump bringing sales to $5.6 +44 (0) 20 7606 4533
billion. Price, brand and versatility (as a meal or a snack) are the primary factors consumers seek in
product selection. Each of these will become even more important as the country navigates a deep
recession. Participation in the category is a family affair, elevated by the presence of children in the Brazil
household. This will challenge that category in the longer term as households with children continue to
shrink in number. Brands will need to redirect some attention to product development and marketing to
adult palates, parent or not.
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Challenges to restaurants leave an appetizing gap to be filled
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Large year-on-year growth for top ten category players

Sales of frozen snacks by company
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Households with children comprise key frozen snack base
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BFY frozen snacks need a contemporary update
Health fears leading to less frozen snack consumption
Interest in a variety of international cuisines

Frozen snack brands could face a reckoning in the next normal

Frozen Snack Purchase

More than three quarters of consumers participate in the category
Figure 22: Frozen snack purchase, April 2020

Consumer participation with the category wanes with age
Figure 23: Frozen snack purchase, by age, April 2020

Product choice aligns, declines with child age
Figure 24: Frozen snack purchase, by presence and age of children, April 2020

Small portion of nonparents engage with 1-2 types of frozen snacks
Figure 25: Repertoire of frozen snack purchase, by select demographics, April 2020

Hispanic millennials are increasingly important targets for frozen snack brands
Figure 26: Frozen snack purchase, by Hispanic origin, by generation, April 2020

Frozen Snack Purchase Factors

Price leads purchase factors
Figure 27: Frozen snack purchase factors, April 2020

Moms more likely to focus on price, while protein content resonates much more with dads
Figure 28: Frozen snack purchase factors, by parental status by gender, April 2020

Lower-income households seeking frozen snacks that can replace a meal
Figure 29: Frozen snack purchase factors, by household income, April 2020

Satiety and protein content of keen interest to Hispanic consumers
Figure 30: Frozen snack purchase factors, by Hispanic origin, by generation, April 2020

Healthy snacks as a comforting meal
Figure 31: TURF Analysis - purchase factors, March 2020

Increasing Frozen Snack Purchase

Half of consumers would buy more healthy frozen snacks
Figure 32: Increasing frozen snack purchase, April 2020

Health and premium appeal to parents, with a significant interest in sharing
Figure 33: Increasing frozen snack purchase, by parental status, by gender, April 2020

Hispanic consumers seek frozen snacks for sharing
Figure 34: Increasing frozen snack purchase, by Hispanic origin, by generation, April 2020

Healthier options appeal across the most popular frozen snack varieties
Figure 35: Increasing frozen snack purchase, by frozen snack purchase, April 2020

International Cuisines in Frozen Snacks

Diverse flavor opportunities for frozen snack brands
Figure 36: International cuisines in frozen snacks, April 2020
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Change in Frozen Snack Consumption

Frozen snack usage remains consistent amid pandemic
Figure 37: Frozen snack purchase trends, April 2020

Younger consumers, parents much more likely to be eating frozen snacks more often
Figure 38: Frozen snack purchase trends, by demographics, April 2020

Health concerns top the reasons consumers are eating less frozen snacks
Figure 39: Frozen snack purchase deterrents, April 2020

Frozen snack reducers look for freshness
Figure 40: TURF Analysis - frozen snack purchase deterrents, April 2020

Attitudes toward Frozen Snacks

Ease being a given, frozen snack consumers turn interest toward health
Figure 41: Frozen snack attitudes, April 2020

Parents seek options that can be customized and potentially serve as childhood favorites for their children
Figure 42: Customization, favorites and frozen snacks, any agree, by parental status, April 2020

Private label primed for growth
Figure 43: Brands and frozen snacks, any agree, by presence and number of children in household, April 2020

Frozen Snacks by Consumer Food/Drink Segmentation

Figure 44: Food/drink consumer segmentation of frozen snacks, April 2020

Quality Seekers largely avoid the category
Figure 45: Frozen snack purchase, Quality Seekers versus overall consumers, April 2020

Healthy, natural appeal to Adventure Eaters
Figure 46: Quality, health and frozen snacks, any agree, by food/drink consumer segmentation, April 2020

Time Savers seek to save more than time
Figure 47: Frozen snack purchase factors, by food/drink consumer segmentation, April 2020

Category challenged to resonate with Value Chasers
Figure 48: Attitudes toward frozen snack brands, any agree, by food/drink consumer segmentation, April 2020
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Figure 53: Total US retail sales and forecast of frozen appetizers/snack rolls/pretzels, at inflation-adjusted prices, 2015-25
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