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2020 has been a year of
unprecedented change in the

world

of food retail with a seismic shift in
behaviours and shopping patterns.

Through Lockdown we have seen both

opportunity and challenge in the Convenience
channel as workplaces closed, travel and
commuting reduced dramatically. We know 75%
of UK adults have visited a convenience store

in the last 6 weeks with people looking

to shop

more locally and less frequently in order to
minimising leaving home'. Understanding their
changing needs will be critical to growing sales

in the coming months and years in this
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Through the pandemic, the Bagged Snacks sector
grew +1.7%? in value. We saw a shift in mix as people
changed their habits, with Singles declining 36% and
Sharing growing 18.4% to a 54% share of the Bagged
Snacks category?. Out of home bagged snacks saw a
50% reduction in shoppers versus this time last year,
and a value decline of £70m? as people adhered to
Lockdown rules.

As Lockdown eases we are also facing into a
recession but there is much to be confident about
in the sector. We know the Bagged Snacks market is
worth over £500m per year, with nearly half of all
households buying on average 20x a year. There is
more of the population visiting C-Stores versus last
year, and shoppers continuing to suggest they will
use Convenience stores more in the coming weeks.
Additionally we know that CSN is a top 3 category
most purchased in a Convenience store*.
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Lockdown Easing

The last 4 months saw a shift from out of home to
in home consumption, growing 31% to 5bn through
Lockdown, whilst Carried Out of Home and Eating
Out occasions declined by 5.4bn. There will be an
element of this in home occasion trend continuing
as lockdown slowly eases but we are seeing signs
of a return to out of home consumption with a

5% month on month decline in In Home meal
occasions®.
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