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From treats to quick meal replacements, snacks are :
deeply rooted in the American diet. In fact, snacking Il w
is growing, but perhaps not in the areas you'd expect.
w With the rising interest in clean label and plant-based ®
eating, healthy snacks such as hummus and smoothies w
are changing the snacking Iandscape in America.
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U s A of Americans snack daily’ of Americans snack
® ® ® two or more times per day'

TH E Health & Wellness Snacking Conventional Snacking
SNACKING  46%  -2%
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of Americans want snacks of Americans avoid
that are guaranteed fresh 2 preservatives or additives 2

PROTEIN - PLANTS

expected to grow

56% EENEHY 76%

of Americans believe they need . = of Americans think
more protein in their diet 2 CAGR by 20283 plant-based protein is healthy 2
2 Mintel 2018, The Future Of “Fresh”

ADVANTAGE
CUSTOMER
3 FMI 2018, Plant-based Snacks Market: Rising Consumer Preference for EXPERIENCE
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