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"The BFY (better for you) snacks category grew slightly
from 2016-17, but has grown more in the past two years
powered both by consumer interest in snacking and brand
development of offerings that find a middle ground
between healthy and indulgent. Yet the category is still
challenged by the depth in snack offerings and ambiguity
of the definition of a healthy snack."

- Michael Averbook, Food & Drink Analyst

This report looks at the following areas:
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What's Struggling?

BFY snacks with organic, vegan, low/reduced fat claims struggle
Organic vegetable and fruit chips decline in sales
Figure 35: Organic share of sales* of BFY snacks, by segment, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17

Vegan focus too niche
Figure 36: Sales* of BFY snacks, by vegan labeling, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17
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Category has several barriers
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The Consumer - What You Need to Know

About half of consumers buy BFY snacks

Consumer confusion, cynicism about what is healthy
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Fresh is the new healthy
Consumers differ on what makes a snack BFY

Indulgence still important in BFY snacks category

Snack Purchase

Nearly half of consumers purchase BFY snacks
Figure 40: Snack purchase, June 2017

Most BFY snack buyers purchase one type
Figure 41: Repertoire of BFY snack purchase, June 2017

BFY snack purchase higher among younger adults
Figure 42: Snack purchase, by any BFY snacks*, by age, June 2017
Figure 43: Repertoire of BFY snack purchase, by age, June 2017

Parents most likely to purchase across BFY snack types
Figure 44: Snack purchase, by any BFY snacks and segments, by parental status, June 2017

Asians, Hispanics most likely buyers of BFY snacks
Figure 45: Snack purchase, by any BFY*, by race and Hispanic origin, June 2017

Household income a key indicator for healthy snack purchase
Figure 46: Snack purchase, by any BFY*, by household income, June 2017

Location impacts access to BFY snacks
Figure 47: Snack purchase, by any BFY snacks and segments, by location, June 2017

Figure 48: Snack purchase, by traditional snacks, by location, June 2017

Attitudes toward Healthy Snacks

Confusion, skepticism about what is healthy
Figure 49: Attitudes toward healthy snacks, by confusion, skepticism, and affordability, June 2017

Figure 50: Attitudes toward healthy snacks, by reasons for snacking, taste, satisfaction, and sampling, June 2017
The fresher, the healthier

Figure 51: Health perceptions, June 2017

Figure 52: Perception of BFY snacks, May 2017
Greater distrust of healthy snacks among older consumers

Figure 53: Attitudes toward healthy snacks, by age, June 2017

Figure 54: Health perceptions, by any healthy, by age, June 2017

Price is an obstacle

Figure 55: Attitudes toward healthy snacks, snacks marketed as healthy are too expensive, by race and Hispanic origin, household
income, and location, June 2017

Healthy Snacking Behavior

BFY snack buyers habitual and health-focused
Figure 56: Healthy snacking behavior, June 2017

Women more focused on healthy snacking
Figure 57: Healthy snacking behavior, by gender and age, June 2017

Lack of purchase in category doesn’t mean disinterest in healthy snacks
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Figure 58: Healthy snacking behavior, try to keep healthy snacks on hand, by location, June 2017

Consumers struggling with weight looking to snack healthier
Figure 59: Healthy snacking behavior, by body mass index, June 2017

Healthy Snack Claims

Wide range of interest in health claims
Figure 60: Healthy snack claims, June 2017

Figure 61: Ingredient claims looked for when purchasing BFY snacks, May 2017

Mix of claims appeal to bulk of BFY snack buyers
Figure 62: TURF analysis - BFY claims - June 2017

Ingredient claims signify BFY for consumers aged 55+
Figure 63: Healthy snack claims, by age, June 2017

Healthy Snack Attributes

Taste, flavor, and wholesome ingredients important to consumers
Figure 64: Healthy snack attributes, June 2017

Taste and flavor especially important to older women
Figure 65: Healthy snack attributes, by gender and age, June 2017

Trust and convenience valued by parents
Figure 66: Healthy snack attributes, by parental status, June 2017
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Methodology
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Figure 72: Sales* of other snacks, by type, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17

Appendix - Key Players
Figure 73: Sales* of BFY snacks, by organic ingredients, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17
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Figure 74: Organic share of sales* of BFY snacks, by segment, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17

Figure 75: Sales* of BFY snacks, by gluten-free labeling, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17

Figure 76: Gluten-free labeled share of sales* of BFY snacks, by segment, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/
éi7gure 77: Sales* of BFY snacks, by GMO labeling, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17

Figure 78: Non-GMO-product/ingredient share of sales* of BFY snacks, by segment, at current prices, rolling 52 weeks ending 6/21/15
fa:ir(j;duge/l789/: gales* of BFY snacks, by brand positioning, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17

Figure 80: Sales* of BFY snacks positioned as natural, by segment, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17
Figure 81: Sales* of BFY snacks, by fat content, at current prices, rolling 52 weeks ending 6/21/15 and 6/18/17

Fisg/ure 82: Low/no/reduced fat share of sales* of BFY snacks, by segment, at current prices, rolling 52 weeks ending 6/21/15 and 6/
18/17
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