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Overview

Q

For convenience retailers, value messaging will continue to be

key to help deter shoppers’ perception of being more expensive.

Applying promotions like meal deals to drive spend will also
allow shoppers to feel they are getting the most for their
money.

Convenience Shoppers expect Food to Go missions to be close
to home, speedy and convenient

Almost half of convenience visits are focused on Food-To-Go
only

S&l sees underperformance vs other channels in the L4W. Unit
losses come from Everyday Biscuits and Everyday Treats, with
Oreo, Maryland, and Private Label driving the greatest unit
declines.

Innovation and ATL campaigns have driven strong performance
within pladis, robusting value and volume growth within the
number 1 manufacturer. Innovation can help meet shoppers'’
needs on-the-go.

A tough C&S period continues within Symbols & Indies. Whilst

Kellanova increases through Cheez-lIts, Pringles is now in decline.

Walkers Crisps continue to decline, with additional declines for
Nik Naks — potentially shifted to Takis sales?

Sharing continues to grow within C&S. Handypacks suffer with
S&l, with a potential switch across to Sharing and a focus on
Sharing within innovation.

Important to have variety of meal deal options, to meet a
variety of shopper needs and drive value

Use beacon brands to help signposting and drive the
efficiency for a shopper

Availability is key to shopper satisfaction — with better weather
comes more opportunity!

Special Treats have shown growth, so focus in this area drives
additional value per unit sold. Increasing focus within this area,
helps meet shoppers' need for quality and offers a trade-up.

Gold Billions now moves into the Top 10 biscuit brands —
capitalise on this brand and Flipz to meet increases in Food-
to-Go and cross-category missions.

Take advantage of all campaigns to excite shoppers — core
campaigns as well as NPD signpost the category and create
shopper interruption.

Unlock increase Food-to-Go opportunities through including
handypacks within Meal Deals.
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Convenience Trends
a spotlight on Missions




Convenient location top driver to store, with convenient meal options

winning the food-for-later missions.

In IGD’s most recent ShopperVista
research, they asked shoppers about
their motivation for completing key
missions, including food-for-later,
snacking, and top-ups.

55% of shoppers claimed that the
main reason they chose to visit a
convenience store in February was due
to its convenient location. Convenience
extends not only to when shoppers
purchase their products, but in how they
are prepared and consumed.

Source: IGD Research, How Shoppers Define Convenience in 2025, 21 March 2025

Food for Later

For the food-for-later missions,
shoppers were driven by convenience.
Convenience in this sense not only
meant the location of the store but also
extended to how they cooked and
consumed the meal itself. They wanted
something quick and easy. Above all

else, they didn’t want to have to travel
far to get it.

Key insight:

In convenience stores, manufacturers
should make the most of limited space
by collaborating with adjacent
categories to create food-for-later-
focused fixtures.




Meal deals key in driving value within Snacking with shoppers open to
multiple retailers to complete a top-up mission.

Shacking

On the snacking mission, shoppers favoured forecourts, but quickly
acknowledged they were paying more to shop there. Even with this,
value was still a key driver. Some shoppers opted to buy more
through meal deals as they sought the best value. For others, value
meant planning ahead and incorporating snacks into a larger
mission.

Key insight:

For convenience retailers, value messaging will continue to be key
to help deter shoppers’' perception of being more expensive. Applying
promotions like meal deals to drive spend will also allow shoppers
to feel they are getting the most for their money.

We have seen the growth in premium offerings for lunchtime meal
deals, which are likely to appeal to shoppers. However, to enhance the
value offering beyond price, convenience retailers should consider
calling out health credentials in meal deals, particularly highlighting
healthier options.

Source: IGD Research, How Shoppers Define Convenience in 2025, 21 March 2025

Main Shop

While shoppers tend to pick the
same retailer every time for main
shop missions, when it comes to
top-up, they are much more open
to multiple retailers. The main driver
of this openness is simply the
convenience of the location.

Key insight:

The frequency and openness of the
top-up missions means it is vital for
manufacturers to increase their
visibility across channels and
retailers so that no matter where a
shopper is going, they can find your
product.
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Convenience shoppers expect Food To Go missions to be close to home,
speedy and convenient.

Attitudes towards retail food-to-go centre % of customers who agree with each statement
around it being functional, habitual and Statement A: | quite enjoy the Statement B: | don't really enjoy
convenient. Customers over-index on choosing experience of shopping for shopping for food and drink to-go

food and drink to go — it is more of a necessity
34%

their store based on location and speed of

senvice. All food-to-go customers

As these are some of the main key satisfaction Supermarket food-to-go customers
drivers, it is important that retailers keep

convenience at the top of the priority list when  Convenience store food-to-go customers
developing food-to-go strategy. Making the

experience more ‘enjoyable’ must not add friction Food discount food-to-go customers 47% 30%
into the process.

32%

33%

~

—
o Bl S
s I >

B Agree with statement A ¥ Equally agree with both BAgree with statement B
Format focus will be important here — for

example, food-to-go-focused stores in city
centres and dedicated food-to-go zones and
checkouts in larger stores for customers wanting
to avoid the main store.

% of customers who agree that each factor is importantwhen

deciding where to buy food-to-go
3% 94% 95% 95%

86 ?

72% 17% 19% 77%
There are still more opportunities for retail to
make food-to-go more exciting — with wider

ranges, targeting more dayparts, brand o o . .
t hi d df hot food t Close proximity to Speed and efficiency of service Convenience
pdrinerships and a renewed 1ocus on not rood 1o workplace/home

compete with foodservice operators. All food-to-go customers

% 87% 89% 87%

Supermarket food-to-go customers

W Convenience store food-to-go customers BFood discount food-to-go customers IP D
from a
o

@ IGD 2025 Source: IGD ShopperVista Food-to-go. Base: 1,000+ food-to-go customers quarterly, Q1-Q4 2024. See full breakdown of demographics in the appendix.



Almost half of convenience visits are focused on Food To Go only.

@ |GD 2025

Convenience store food-to-go customers
are most likely to be on standalone food-to-
go missions. This aligns with our wider
channel usage and missions data.

The convenience channel being most likely
to be used for a standalone mission and the
products being consumed immediately is
partly reflective of the store locations. A
higher proportion of convenience stores will
be in city centres and transport hubs, where
office workers and travellers will be, making
convenience stores an appealing option.

With these customers only focused on food-
to-go, poor availability of products could
turn them away to another retailer or
foodservice operator. Ensuring good
availability throughout the day will be

crucial to not losing out on the whole basket.

Source: IGD ShopperVista Food-to-go. Base: 1,000+ food-to-go customers quarterly, Q1-Q4 2024, See full breakdown of demographics in the appendix.

Which of the following best describes your lastmission?

47%
43°

o
35% 9
30% 289 32%
23%
18% 17%
I

| only bought food-to- During a top up shop During a main shop  While buying something
go for an evening meal

Supermarket food-to-go customers m Convenience store food-to-go customers

m Food discount food-to-go customers

On your last trip, when did you eat/drink the products you
bought?

62% ©8%  65%
30%  26% 27%
N L

Immediately or very soon after Later that day

purchasing

The next day

Supermarket food-to-go customers B Convenience store food-to-go customers

B Food discount food-to-go customers



In summary

22

Convenience store
customers

Most likely to be on a
/ standalone food-to-go
1 mission and to consume
products immediately after
purchase

Most concerned by

2 _~~ convenience-related factors

such as nearby location and a
fast and efficient process

Least likely to be satisfied with
value for money on last

3 / mission, and only channel to
have not seen this increase
vs last year

Source: IGD Research, The Retail Food-To-Go Customer 2025, 11 February 2025

Important to have variety of meal
deal options, to meet a variety of
shopper needs and drive value

Use beacon brands to help
signposting and drive the efficiency
for a shopper

With improved weather comes
increased footfall — ensure stores
are geared up to capitalise on OTG
purchases and drive perception of
value through Meal Deal and cross-
category promotions
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S&I shows underperformance in value and volume compared to other customer
markets in L4W, despite overall value growth in longer time frames. All channels
suffer in terms of units in L12W.

VALUE % CHG

3.4% 3.5%

MAT

2.5%

3.8%

Biscuits Value % Change by channel vs YA, by time period

5.4%

4.0%

L26W

B Total Coverage

B Grocery Mults

5.1%

) . I

L12wW

-1.6%

m Convenience Symbols & Independents

6.7%
559 5.9%

L4W

-1.2%

UNITS % CHG

0.6% 1'0% -
e D

MAT

Nielsen Scantrack data to 29.03.2025

-3.1%

-0.4%

Biscuits Units % Change by channel vs YA, by time period

0.1%

0.0%

L26W

M Total Coverage

-4.7%

B Grocery Mults

0% 0% oy

-6.9%
L12wW

m Convenience Symbols & Independents

0.2% 0.6% 0.8%
. (]

-7.0%
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SUBCATEGORY: A challenging performance in L4W, with Everyday Biscuits most significantly
draining both value and volume. Everyday Treats drains value and especially volume. Special
Treats is now the biggest driver of value and volume growth. Value and volume growth for
Healthier Biscuits in the L4W, although gains do not offset losses.

Biscuits subcategory contribution to change, by time period, S&l

80%

£1,416,216
60% £374,959

40%

£275,959

£581,177

20% £15,429

£2,340,382 175,618

0%

-£275,569 N
-£2,385,702
-20% -3,252,244
-1,600,239 -£669,543 d
20 -£1,739,004 546,254
69,717
-60% . -f£128,010 -£7,433
-80%
-100% -3,074
MAT Value MAT Units L13W Value L13W Units LAW Value LAW Units
B CHILDRENS BISCUITS B CHOCOLATE BISCUIT BARS B CRACKERS & SAVOURY BISCUITS EVERYDAY BISCUITS B EVERYDAY TREATS B HEALTHIER BISCUITS B SEASONAL BISCUITS B SPECIAL TREATS

In the L4W, Special Treats growth has been driven by Foxs Fabulous Everyday Biscuits declines in L4W come through Maryland Cookies (-

Cookies (+£106.0k and +47.6k) and Foxs Fabulous Half Coated £229.1k value and -179.4k units). Caramel Chocolate Digestives (-
Cookies (+£93.4k and +39.6k). Healthier Biscuits growth led by £179.7k and -103.5k) driving Everyday Treats decline, as well as
Cadbury Brunch Bar (+£68.8k and +49.6k). Bobby’s Biscolata Stix (-£53.1k and -89.2k).

Nielsen Scantrack data to 29.03.2025



Volume continues to suffer, with Everyday Biscuits and Everyday Treats leading unit declines in
recent time frames. Everyday Biscuits is also the largest value drainer. Special Treats has
begun leading value and volume growth.

Trended S&I value £ contribution to Biscuits change in 2024 by subcategory vs YA rolling 4W
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MANUFACTURER: Value and volume growth delivered by pladis, Ferrero, Nestle and Lotus, with
pladis outperforming all other manufacturers. Mondelez is the biggest drainer of volume
growth, while FBC most significantly drains value. Heavy volume losses for Private Label.

% CHANGE

Top 10 manufacturers (ranked by value) % change vs YA, S&I, L12W

11.8%
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| PLADIS UK ' MONDELEZ ALL PRIVATE LABEL FBC UK KELLANOVA TUNNOCK I FERRERO NESTLE LOTUS BAKERIES | TAGO ALL OTHERS
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BRAND: Continued value and volume contribution from McVitie’s Chocolate Digestives, Flipz,
and Gold Billions Wafer (now a Top 10 brand!). Maryland Cookies and Oreo haemorrhage over
Im units in the L12W, with Rice Krispies Squares pulling Healthier biscuits back.

Top 10 Brands (ranked by value) % change vs YA, L12W, S&l
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Innovation driving growth with McVities Gold Billions Hazelnut now driving top change, followed by
Gold Chocolate Digestives. A strong performance from Cinnamon Bun Flipz and Cadbury Brunch
Bar. Maryland Cookies Chocolate Chip leads declines, while Maryland Hazelnut also suffers. Brand
descriptor changes to both Chocolate and Caramel Rice Krispies Squares, as well as to Lu Mikado,
Foxs Viennese and Caramel Chocolate Digestives, make them all appear at the top and bottom.

Top 20 product drivers - L12W £000s Bottom 20 product drivers - L12W £000s
keLLanova keLLoaas RIce kRispiEs squares ToTALLY... [ G -+ 111 || sos8sYs Foops BosBYs BISCOLATA sTIX MiLK cCHOCOLATE
monbeLEz INTERNATIONAL LU Mikapo & Go! mitk crocoLATE [ GG - €112 [Jl] s0en siscotaTa MiINI BISCUITS CHOCOLATE & HAZELNUT
pLapis uk McviTies GoLD BiLLIONS WAFER CHOCOLATE &... ||| T o2 -£114 [ F8c ux wacoN wHEELS cHOCOLATE & MALLOW
pLapis uk McviTies cHOCOLATE DIGESTIVES GOLDEN CARAMEL [T =32 £115 [l Pravis uk mcvimies sarra JonuTs oranGE
KeLLANOVA KELLOGGS RICE KRIsPIES SQUARES CARAMEL &... || || | T =332 -£127 [ Prov's uk McviTES CHOCOLATE HOBNOBS MILK CHOCOLATE
rBC UK Foxs VIENNESE MiLk cHocolATE || G <273 -£131 |l sossYs FooDs BOBBYS BISCOLATA STIX MILK CHOCOLATE &...
PLADIS UK FLIPZ PRETZELS CINNAMON BUN £219 -£135 FBC UK PATERSON'S SHORTBREAD FINGERS PLAIN

MONDELEZ INTERNATIONAL CADBURY TIME OUT MILK...

MONDELEZ INTERNATIONAL CADBURY BRUNCH BAR CHOCOLATE... £200 -£145

PLADIS UK MCVITIES CHOCOLATE DIGESTIVES MILK CHOCOLATE &... £186 -£148 FBC UK WAGON WHEELS JAMMIE

MONDELEZ INTERNATIONAL OREO COOKIES VANILLA

NESTLE KIT KAT MILK CHOCOLATE WAFER £170 -£154

FBC UK MARYLAND COOKIES CHOC CHIP £165 -£189 FBC UK MARYLAND COOKIES DOUBLE CHOC

NESTLE DAMAK ALA PISTACHIO PISTACHIO PLADIS UK MCVITIES DIGESTIVES PLAIN

£157 -£194

MARS BOUNTY WAFER ROLLS MILK CHOCOLATE & COCONUT £153 -£223 NESTLE BREAKAWAY ORIGINAL

FBC UK MARYLAND COOKIES CHOCOLATE & HAZELNUT

PLADIS UK MCVITIES DIGESTIVES ORIGINAL £131 -£243

KELLANOVA KELLOGGS RICE KRISPIES SQUARES CURIOUS...

PLADIS UK FLIPZ PRETZELS MILK CHOCOLATE £131 -£295

FBC UK FOXS FAVOURITES VIENNESE MILK CHOCOLATE

KELLANOVA KELLOGGS RICE KRISPIES SQUARES & CORNFLAKES... £115 -£346

PLADIS UK MCVITIES CHOCOLATE DIGESTIVES CARAMELS MILK...

PLADIS UK MCVITIES SIGNATURE CHOCOLATE ROUNDS CARAMEL -£387

FBC UK MARYLAND COOKIES CHOCOLATE CHIP

MARS TWIX WAFER ROLLS PLAIN £114 -£494

FBC UK M&M'S MINIS COOKIES CHOCOLATE MONDELEZ INTERNATIONAL LU MIKADO MILK CHOCOLATE

£106 -£671

m
[
[
S

KELLANOVA KELLOGGS RICE KRISPIES SQUARES DELIGHTFULLY...

PLADIS UK MCVITIES JAFFA CAKES FLAVOURS COLA BOTTLE £98 -£75

Nielsen Scantrack data to 29.03.2025
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A tough four weeks across the board. The overindex of handypacks in S&I drives

m continual declines in volume, with the channel underperforming vs Total Market. S&I

VALUE % CHG
2.1%
1.5%
= . .
MAT

-0.9%

C&S Value % Change by channel vs YA, by time period
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.79
0.4% 0-7% . 0.3% 0.5%
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| - N
L26W L12W
-1.6%
-3.2%
H Total Coverage M Grocery Mults  ® Convenience Symbols & Independents

also suffers heavy value losses. Convenience outperforms vs other markets in L4W.

-2.3%

UNITS % CHG
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-0.7%

-3.5%

MAT

Nielsen Scantrack data to 29.03.2025

C&S Units % Change by channel vs YA, by time period
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SEGMENT: Handypacks remains in consistent value and volume decline and
haemorrhages the market. Multipacks also suffer across all time frames. Sharing
segment offers value and volume growth, but this is not enough to offset declines.

C&S Segment contribution to growth, by time period, S&I

40%

20% £8,712,377
5,956,443 £1,313,515
0%

£782,425 834,987

1,169,291

-20%
-£12,253,160 -£1,403,216

-£4,491,716 -2,176,948

-21,589,034

-40% -6,900,605

-60% -£429,320

-£1,421,395 -216,306

-80% -760,270

-100%
MAT Value MAT Units L13W Value L13W Units LAW Value L4W Units

B HANDYPACK m MULTIPACKS m® SHARING

Multipacks are in value and volume decline across all
Sharing delivers consistent growth over all time periods in periods. Huge declines for Handypack in all measures and
both value and volume. time periods, impacting the overall performance of S&I, with
on the go packs overindexing in this channel.

Nielsen Scantrack data to 29.03.2025



MANUFACTURER: A tough L12W across the board, with most suppliers in volume decline. Walkers
and KP lead declines, with Private Label and Frito-Lay also suffering heavy losses (primarily in
volume due to the over-index of Handypacks in S&l). Kellanova drives strong value and volume

growth, notably through Cheez-Its launch. Barcel USA also drives volume growth.

% CHG

e i e B manufacturers (ranked by value) % change vs YA, S&I, L12W
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gains do not offset losses for both value and volume within the top 10.
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BRAND: Walkers Crisps and Nik-Naks are the key volume drainers, with Nik-Naks also
leading value declines. Pringles suffers heavy losses despite a strong performance last
month. Doritos, McCoys and Hula Hoops Big Hoops deliver value and unit growth. Overall,
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Top 20 product drivers - L12W £000s

KELLANOVA PRINGLES TEXAS BBQ SAUCE 165 GM

WALKERS SNACK FOODS DORITOS CHILLI HEATWAVE 140 GM
WALKERS SNACK FOODS DORITOS TANGY CHEESE 140 GM
WALKERS SNACK FOODS DORITOS COOL ORIGINAL 140 GM

WALKERS SNACK FOODS SMITHS FRAZZLES CRISPY BACON 72 GM

WALKERS SNACK FOODS WALKERS CRISPS PRAWN COCKTAIL 70...

WALKERS SNACK FOODS WALKERS CRISPS SMOKIN' BBQ SAUCE...

WALKERS SNACK FOODS SQUARES CHEESE & ONION 72 GM

WALKERS SNACK FOODS DORITOS DINAMITA EXTRA FLAMIN'...

WALKERS SNACK FOODS SMITHS FRAZZLES CRISPY BACON 41 GM

WALKERS SNACK FOODS FRENCH FRIES READY SALTED &...

BARCEL USA TAKIS FUEGO 100 GM

WALKERS SNACK FOODS DORITOS EXTRA FLAMIN' HOT 70 GM
TAYTO GROUP LTD MARMITE CRISPS MARMITE 65 GM
BARCEL USA TAKIS DRAGON SWEET CHILLI 55 GM

KELLANOVA CHEEZ IT SNAP'D DOUBLE CHEESE 65 GM

KP SNACKS MCCOYS RIDGE CUT POTATO CRISPS HOT 'N' SPICY...

KP SNACKS HULA HOOPS BIG HOOPS BARBECUE BEEF 70 GM
KP SNACKS DISCOS PRAWN COCKTAIL 70 GM

WALKERS SNACK FOODS WALKERS CRISPS PICKLED ONION 70 GM

Nielsen Scantrack data to 29.03.2025
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£608

£967

£1,374

£1,217

-£1,554

Walkers Prawn Cocktail, Smokin’ BBQ Sauce and Squares Cheese & Onion drive
sales, while Sensations Thai Sweet Chilli and Wotsits Really Cheesy drive decline.
Top and bottom growth appears through a name change to Pringles Texas BBQ
and weight changes to Doritos and other Walkers products (Frazzles).

Bottom 20 product drivers - L12W £000s
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-£715
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KP SNACKS MCCOYS EPIC EATS BANGIN' BBQ 65 GM

WALKERS SNACK FOODS WALKERS CRISPS UNBELIEVABLE...

KP SNACKS NIK-NAKS SCAMPI 'N' LEMON 75 GM

WALKERS SNACK FOODS WALKERS CRISPS CHEESE & ONION &...
KP SNACKS MCCOYS EPIC EATS CHIP SHOP CURRY SAUCE 65 GM
FRITO-LAY CHEETOS TWISTED FLAMIN' HOT 65 GM

BARCEL USA TAKIS BLUE HEAT 92.3 GM

BARCEL USA TAKIS FUEGO 55 GM

KELLANOVA PRINGLES SOUR CREAM & ONION 165 GM

KP SNACKS NIK-NAKS NICE 'N' SPICY 75 GM

KP SNACKS NIK-NAKS RIB 'N' SAUCY 75 GM

WALKERS SNACK FOODS SENSATIONS CRISPS ROASTED...
WALKERS SNACK FOODS WOTSITS REALLY CHEESY 16.5 GM
WALKERS SNACK FOODS SMITHS FRAZZLES CRISPY BACON 34...
WALKERS SNACK FOODS SENSATIONS CRISPS THAI SWEET...
WALKERS SNACK FOODS DORITOS COOL ORIGINAL 150 GM
WALKERS SNACK FOODS SMITHS FRAZZLES CRISPY BACON 75...
WALKERS SNACK FOODS DORITOS TANGY CHEESE 150 GM
WALKERS SNACK FOODS DORITOS CHILLI HEATWAVE 150 GM

KELLANOVA PRINGLES TEXAS BARBEQUE SAUCE 165 GM
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In Summary

Q

For convenience retailers, value messaging will continue to be

key to help deter shoppers’ perception of being more expensive.

Applying promotions like meal deals to drive spend will also
allow shoppers to feel they are getting the most for their
money.

Convenience Shoppers expect Food to Go missions to be close
to home, speedy and convenient

Almost half of convenience visits are focused on Food-To-Go
only

S&l sees underperformance vs other channels in the L4W. Unit
losses come from Everyday Biscuits and Everyday Treats, with
Oreo, Maryland, and Private Label driving the greatest unit
declines.

Innovation and ATL campaigns have driven strong performance
within pladis, robusting value and volume growth within the
number 1 manufacturer. Innovation can help meet shoppers'’
needs on-the-go.

A tough C&S period continues within Symbols & Indies. Whilst

Kellanova increases through Cheez-lIts, Pringles is now in decline.

Walkers Crisps continue to decline, with additional declines for
Nik Naks — potentially shifted to Takis sales?

Sharing continues to grow within C&S. Handypacks suffer with
S&l, with a potential switch across to Sharing and a focus on
Sharing within innovation.

Important to have variety of meal deal options, to meet a
variety of shopper needs and drive value

Use beacon brands to help signposting and drive the
efficiency for a shopper

Availability is key to shopper satisfaction — with better weather
comes more opportunity!

Special Treats have shown growth, so focus in this area drives
additional value per unit sold. Increasing focus within this area,
helps meet shoppers' need for quality and offers a trade-up.

Gold Billions now moves into the Top 10 biscuit brands —
capitalise on this brand and Flipz to meet increases in Food-
to-Go and cross-category missions.

Take advantage of all campaigns to excite shoppers — core
campaigns as well as NPD signpost the category and create
shopper interruption.

Unlock increase Food-to-Go opportunities through including
handypacks within Meal Deals.
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