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CONSUMER SNACKING
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CRISPY MARSHMALLOW SQUAREs < AV
IS ON THE RISE is nearly ...has driven an additional 3.3 points of
gt dollar growth & 3 points of unit growth
22% of consumers \ to the Rice Krispies Treats’ brand’

snack 3+ times a day
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29% of consumers _ _ ) J
snack twice a day ...and Rice Krispies Treats” Homestyle

Original is turning at 2.4 units/store/week,
14% faster than the category average*
Buyersiare'spending337%

more/on|RiceKrispies
Treatsythan’2018;

withinjTastelEnjoyment:
(S% Growth)

Rice Krispies Treats"1.301.
is turning 14% faster than
the category average in

the latest 12 weeks®

73% $ GROWTH

on trips with Rice Krispies Treats in the basket®

For more information, contact your Kellanova Sales Representative, or visit KellanovaAwayFromHome.com %e“ a n ovq
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