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Frozen Snacks: Hot Pockets

Consumers are turning to snacking more than ever before!. Snacking has become a way to break out monotony
in quarantine andrelieve stress created by uncertainty.
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63% of consumers
using snacks to
break out their day

76% of consumers
eating snacks as a way
to “treat themselves”

BRAND PERFORMANCE vs YA

HOT POCKETS SALES UP VS YA DUE TO
INCREASED FREQUENCY AND PRICING
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