C-STORE SHOPPERS’ TAKE ON
SWEET SNACKS

GENERAL MILLS

Convenience

More C-Store Sweet Snacks Satisfy PM Cravings  Over 2/3' of Sweets are Purchased on Impulse
When do you eat sweet snacks after purchase from a C-store? What does a typical Sweet snack c-store purchase look like for you?
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SHOPPERS SEGMENT SWEET SNACKS INTO THREE OCCASION GROUPS
Within These Groups, Sweet Snacks Satisfy
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ENSURE YOUR SWEET SNACK PORTFOLIO HAS THE RIGHT MIX

For Sweet Start The fresher the better! Shoppers first want to satisfy sweet cravings, and many are also
Mornings... seeking out wholesome options that leave them full and satisfied early in the morning.
For Anytime Offer portable sweet treats that shoppers can take and eat on-the-go throughout the day.
Munching... Aim for cues of ‘homemade’ and not going overboard on indulgence.
For Afternoon Don’t worry about the health fuss with these shoppers! Offer a variety of chocolate or fruity
Indulgence... candies that can satisfy a range of sweet indulgences.
Grab Shoppers’ Displays with appetizing photos, cues of freshness and a variety of products to meet different
Attention needs entice the majority of shoppers to purchase sweet snacks on impulse.
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Source: GMI Custom Segmentation Research, March 2016, Base n=2850; GMI Custom Segmentation Research, Jan 2012, Base n=4750

Unit Share and 5yr CAGR based on Nielsen, 52 weeks ending April 2016, 4 year compound growth trend, 2012-2016; **Sweet Snacks = Packaged Bakery, Fresh Bakery, Candy, Cookie, Treat Bars
*N = Latest Year Unit Growth%: (1 = LY Unit Growth Range of +1—4%, |, =LY Unit Growth Range of -1—4%)




