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L N e el A Z
Snacking has moved from a pricing story to a volume fight. After three years of price-led growth, US
consumers are trading down to private label, cutting back under GLP-1 drugs and pushing back on
price. Companies reporting the strongest recent operating results have either cut prices to win back
volume, benefited from easing input costs, or sold into growth niches. Portfolios concentrated in
mature US salty and sweet-baked snacks have reported the weakest results.

Recent public results from Nestlé and The Campbell’s Company (formerly Campbell Soup) illustrate
the contrast:

s Nestlé reported Q3 2026 organic growth of 4.0%, including real internal growth (RIG, a volume
measure) of 2.8%. Its Food & Snacks unit grew 5.0% organically in the quarter.

« Campbell’s reported a 4% organic decline in its Snacks segment for fiscal 2026 (ended Aug 2,
20206), with segment operating earnings down 28%. It recorded $117M of snack-brand trademark
impairments in fiscal 2026, after $150M in fiscal 2025, and reduced its quarterly dividend.

Across the industry, recent transactions show acquirers paying for differentiated growth
brands, while slower-growing assets have been divested, impaired or taken private. These
patterns suggest portfolio reshaping is likely to remain an active theme in the sector
through 2027.
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US snack sales reached about $156B, up 4.8%, but almost all of that came from price and mix rather

than volume (Bakery & Snacks). Six forces are reshaping the category:

Price fatigue and the price-cut cycle. In February 2026, PepsiCo cut prices on Lay’s, Doritos,
Cheetos and Tostitos by up to about 15%, and General Mills discounted about two-thirds of its
range (OPB). Elasticity is now the central management problem: Hershey’s Q2 2026 North

America confectionery sales had +14 points of price and —10 points of volume.

Private label at record share. Store brands reached a record 23.8% unit share in H1 2026. Private
label units grew 0.2% while national brands fell 0.5% (Bakery & Snacks).

GLP-1 drugs. A Cornell/Numerator study of about 150,000 households found grocery spending
fell 5.3% within six months of starting a GLP-1, and savory snack spending fell about 10% (Food
Business News). EY-Parthenon estimates the drugs could remove up to $12B from US snack sales

over ten years.

Protein and better-for-you, now crowded. Protein and fiber line extensions are everywhere, from
Doritos Protein to SunChips Fiber. But the category is saturated: BellRing (Premier Protein) and
Simply Good Foods (Quest, Atkins) have both reported pressure: BellRing lowered its full-year
outlook citing competition, and Simply Good Foods reported a 6.3% sales decline in its fiscal Q3.
Challenger brands with real differentiation still grow fast; Siete tortilla chip dollar sales rose 21.7%

while the category was flat (Snack & Bakery).

Input costs are turning. Cocoa has fallen to about $5,500—$5,700 per ton in October 2026, well
below its late-2024 peak (Trading Economics). Nestlé’s CFO now describes coffee and cocoa as
deflationary. After the Supreme Court struck down the IEEPA tariffs, companies are pursuing
refunds.

Policy pressure on demand. SNAP food-restriction waivers will cover about 7.5M households in
19 states by end-2026, putting up to $830M of soda, candy and energy-drink sales at risk
(Numerator). Separately, Mars, Hershey and PepsiCo have pledged to phase out artificial dyes or
offer dye-free versions under “Make America Healthy Again” (MAHA) pressure.

The result is a flat-volume, promotion-heavy US market where scale, cost discipline and brand

differentiation decide who grows. Producers are also closing capacity: PepsiCo, Smucker and

Campbell’s are each closing plants or facilities in 2026.

Investment Banking for Consumer & Healthcare 3


https://www.bakeryandsnacks.com/Article/2026/03/04/pepsico-campbells-and-smucker-cut-plants-as-snack-market-slows-amid-glp-1-impact-and-soft-volumes/
https://www.opb.org/article/2026/02/03/pepsico-cuts-prices-on-lay-s-cheetos-just-before-super-bowl
https://www.bakeryandsnacks.com/Article/2026/07/09/private-label-widens-lead-over-national-brands-in-2026-grocery-unit-sales/
https://www.foodbusinessnews.net/articles/29532-glp-1-users-cut-food-spending-by-53
https://www.foodbusinessnews.net/articles/29532-glp-1-users-cut-food-spending-by-53
https://www.snackandbakery.com/articles/116111-state-of-the-industry-2026-tortilla-chips-bite-into-small-gains
https://tradingeconomics.com/commodity/cocoa/news/593116
https://www.numerator.com/press/snap-food-restriction-waivers-will-reach-7-5m-households-by-end-of-2026-numerator-reports/

S

Recently reported results show a wide spread in operating performance. Companies returning to
volume growth have generally reported stronger results than those relying on price increases or exposed
to mature salty and sweet-baked snack categories.

The table summarizes each company’s most recently reported period, based on public filings and

releases.

COMPANY

REPORTED VOLUME TREND

Nestlé

PepsiCo

Mondelez

Hershey

J-M. Smucker

Kraft Heinz
Conagra

General Mills

Campbell’s

ORGANIC
LATEST PERIOD SALES

GROWTH
Q3 2026 (Jul-Sep) +4.0%
Q3 2026 (Jul-Sep) +3.1%
Q2 2026 (Apr—Jun) +2.2%
Q2 2026 (Apr—Jun) +3.6%

Fiscal Q1 FY27 (May—Jul

0
2026) Sales +5%

Q2 2026 (Apr—Jun) S
Fiscal Q1 FY27 (Jun—Aug -1.1%
2026) o
Fiscal Q1 FY27 (Jun—Aug

Yo Flat

Fiscal Q4 FY26 (May 4-Aug —1% (Snacks
2, 2026) —6%)

RIG +2.8%

PepsiCo Foods North America volume
+0.5% after price reductions

North America vol/mix +1.2 pts

Volume about —8 pts alongside cocoa-
driven pricing

Sweet Baked Snacks vol/mix —8 pts
North America vol/mix —3.8 pts

Grocery & Snacks volume —5.4%

US Snacks down mid-single digits

Salty snacks declining

Among challengers, differentiated brands such as Siete keep growing at double digits. Crowded protein

brands are struggling: BellRing’s gross margin fell to 27.7% from 35.1% as competing protein shakes

flooded the market.
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https://www.globenewswire.com/news-release/2026/10/22/3386022/0/en/third-quarter-and-nine-month-2026-sales.html
https://www.sec.gov/Archives/edgar/data/0000077476/000007747626000050/q320268-kxexhibit991.htm
https://www.sec.gov/Archives/edgar/data/0001103982/000162828026050157/mdlzearningsreleasecontent.htm
https://www.sec.gov/Archives/edgar/data/0000047111/000162828026050769/exhibit991_2026xq2.htm
https://s203.q4cdn.com/703080298/files/doc_news/The-J-M--Smucker-Co--Announces-Fiscal-Year-2027-First-Quarter-Results-and-Updates-Full-Year-Fiscal-2027-Outlook-2026.pdf
https://www.sec.gov/Archives/edgar/data/0001637459/000163745926000052/ex991-erq22026.htm
https://www.sec.gov/Archives/edgar/data/0000023217/000002321726000052/tmb-ex99d1.htm
https://www.sec.gov/Archives/edgar/data/0000040704/000162828026063141/a20260923ex99.htm
https://investor.thecampbellscompany.com/news-releases/news-release-details/campbells-reports-fourth-quarter-fiscal-2026-results

Based on their public disclosures, Nestlé has reported improving volume and margin under new
leadership, while Campbell’s has reported declines in its Snacks segment. The two are not like-for-like:
Nestlé sold its US confectionery business to Ferrero in 2018, and Hershey makes KitKat under license
in the US. Nestlé’s snack exposure is global and chocolate-led, while Campbell’s is a US salty-snack and
cracker portfolio.

NESTLE CAMPBELL’S

Revenue CHEF 89.5bn, FY2025 (calendar) $9.74bn, FY2026 (ended Aug 2, 2026)
Group organic +3.5% in 2025; +3.7% for 9M 20206; +4.0% —1% in FY2025; —2% in FY2026; FY2027
growth in Q3 outlook —2% to —4%
Volume RIG up from 0.8% (2025) to 2.8% (Q3 2026)  Snacks Q4 vol/mix —6 pts, price +1 pt
. Food & Snacks organic +4.2% (9M 2020), Snacks organic —4%; segment operating

Snackerelevantunit 0 5 03 earnings —28% to $386M
Maroin Underlying trading operating margin 16.1% Snacks segment margin about 10%, down

g (2025), 16.4% (H1 20206) from about 15% two years earlier

4.3x net debt/EBITDA, against a stated

Reported leverage 2.85x net debt/EBITDA arget of about 3.0x

Nestlé: volume and margin improving
» Leadership reset. CEO Laurent Freixe was dismissed in September 2025 and replaced by Philipp

Navratil, formerly head of Nespresso. Chair Paul Bulcke left early; former Inditex CEO Pablo Isla
took over in October 2025.

»  Volume is back. Q3 2026 RIG of 2.8% beat expectations, and Food & Snacks volume rose 5.4%
while pricing eased. Confectionery showed strong volume in the Americas, and KitKat grew in Asia
and Africa (Nestlé 9M 2026 release).

= Cocoa relief. Confectionery margin fell to 12.7% in 2025 from 15.4% as cocoa costs peaked.
Nestlé’s CFO has described cocoa costs as now deflationary, while noting price pressure from
European retailers.

= Cost and portfolio discipline. Nestlé is cutting about 16,000 roles and targeting CHF 3.0bn in
savings by end-2027. It has narrowed to four businesses (Coffee, Petcare, Nutrition, Food &
Snacks). It is moving waters into a 50:50 venture with Platinum Equity valued at €4.9bn, selling
mainstream vitamins to Yellow Wood Partners for $1.0bn, and is in talks to sell its remaining ice

cream business to Froneri.

Campbell’s: Snacks segment under pressure

= Salty snacks drove the decline. The company attributed its 6% Q4 organic Snacks decline mainly
to salty snacks (Kettle, Cape Cod, Snyder’s of Hanover, Late July) and partner brands. It reported
that core Goldfish consumption returned to growth.

» Impairments. Campbell’s recorded $117M of trademark impairments on Kettle and Cape Cod in
Q4 FY2020, after $150M on Snyder’s of Hanover in FY2025. These brands came with the 2018

Snyder’s-Lance acquisition.
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https://www.nestle.com/sites/default/files/2026-10/nine-month-sales-press-release-2026-en.pdf

company reported leverage of 4.3x and reduced its quarterly dividend by 36%, stating this would
free about $170M a year for debt reduction (Campbell’s Q4 FY2026 release).

= Outlook. Campbell’s guided FY2027 adjusted EPS to $1.65—1.80, down 17-24%, and announced a
new $500M cost-savings program through FY2030. Management has publicly referred to possible
“tough decisions” on the snack portfolio.

In our view, Campbell’s salty-snack brands, including Kettle, Cape Cod, Snydet’s of Hanover, and Late
July, are logical divestiture candidates given recent impairments, declining volumes, and the company’s
leverage-reduction priorities. Campbell’s has not announced a formal review or sale process, and this

assessment is based solely on publicly available information.
In short, the two companies’ recent disclosures point in different directions: Nestlé is

reporting volume-led growth with easing input costs, while Campbell’s is reporting a
shrinking Snacks segment alongside cost and balance-sheet actions.
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https://investor.thecampbellscompany.com/news-releases/news-release-details/campbells-reports-fourth-quarter-fiscal-2026-results

o

3

Deal activity is following the same split: buyers pay premiums for growth brands and scale, while

declining assets are written down, sold or taken private.

ANNOUNC
ED /

CLOSED

Sept 2026
Aug 2026
Jul 2026
Jul 2026

Mar 2026

Feb 2026

Feb 2026
Dec 2025
Sept 2025
May 2025

Apr 2025

Nestlé sells mainstream vitamins to Yellow
Wood Partners

Ferrero acquires Purely Elizabeth

Intersnack takes Utz private

Nestlé waters |V with Platinum Equity

McCormick combines with Unilever Foods

(Reverse Morris Trust)

Hain sells North American snacks to

Snackruptors

Kraft Heinz pauses its planned split

Mars closes Kellanova

Ferrero closes WK Kellogo

PepsiCo closes Poppi

Hershey agrees to buy LesserEvil

$1.0bn
Undisclosed
~$2.9bn EV
€4.9bn

$44.8bn EV

$115M

~$35.9bn
$3.1bn
$1.95bn

~$750M
(reported)

SIGNAL

Large-cap pruning to core

Strategics buying better-for-you brands

Sub-scale public snack company exits
markets

PE partnering on divestitures

Mega-scale portfolio reshaping

Snack business sold at low value

Breakups harder when earnings fall
Scale consolidation in snacking
Private strategics active in US

Paying up for growth brands

Better-for-you salty snacks

The cautionary tale is Smucker’s Hostess acquisition: bought for $5.6bn in 2023, it has since taken

about $2.9bn of impairments.

Themes likely to shape sector activity:

= Portfolio reviews at large companies. Several large food companies have publicly discussed

simplifying portfolios, including Nestlé (waters, ice cream, vitamins) and Kraft Heinz.

= Pressure on slower-growing snack brands. Companies reporting declines and impairments in

mature snack brands have generally pointed to cost programs and portfolio choices. Any decision

to sell a specific business rests with that company’s management and board.

= Shareholder engagement. Elliott’s reported roughly $4bn stake in PepsiCo led to a December

2025 agreement to reduce US SKUs by 20% and lower prices on core brands (eMarketer).

=« Demand for growth brands. Recent transactions show strategic acquirers paying for differentiated

better-for-you, protein and ethnic snack brands with proven sales velocity, while generic protein has

become a crowded space.

For sell-side advisors, the message to founder-owned snack companies is clear: buyers

will pay for real volume growth and differentiated brands, and will discount anything that

has relied on price increases.
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https://www.globenewswire.com/news-release/2026/10/22/3386022/0/en/third-quarter-and-nine-month-2026-sales.html
https://www.globenewswire.com/news-release/2026/10/22/3386022/0/en/third-quarter-and-nine-month-2026-sales.html
https://www.snackandbakery.com/keywords/2915-acquisition
https://www.foodprocessing.com/business-of-food-beverage/mergers-acquisitions/news/55392564/utz-going-private-with-buy-in-by-germanys-intersnack-group
https://www.vermoegenszentrum.ch/en/stock-exchange-and-markets/news/nestle-partners-platinum-equity-form-peranel-waters-premium
https://www.wlrk.com/transaction/unilever-in-the-44-8-billion-combination-of-its-foods-business-with-mccormick-through-a-reverse-morris-trust/
https://www.wlrk.com/transaction/unilever-in-the-44-8-billion-combination-of-its-foods-business-with-mccormick-through-a-reverse-morris-trust/
https://www.foodbusinessnews.net/articles/29721-hain-to-shed-north-american-snacks-business
https://www.foodbusinessnews.net/articles/29721-hain-to-shed-north-american-snacks-business
https://www.foodnavigator.com/Article/2026/03/26/kraft-heinz-shares-drop-as-investor-concern-over-recovery-deepens/
https://www.foodbusinessnews.net/articles/29495-mars-completes-acquisition-of-kellanova
https://www.foodbusinessnews.net/articles/29090-its-a-wrap-ferrero-completes-wk-kellogg-acquisition
https://seekingalpha.com/news/4450081-pepsico-officially-adds-poppi-to-its-brand-portfolio-as-it-looks-to-ma-for-growth
https://thisweekincpg.beehiiv.com/p/hershey-spends-big-on-lesserevil
https://www.foodbusinessnews.net/articles/29880-jm-smucker-raises-hostess-impairment-costs-by-almost-1-billion
https://www.emarketer.com/content/pepsico-elliott-deal-sku-cuts-price-reduction-innovation-push

Sources

All company figures come from public filings, press releases and published reports linked in the text above. Mondelez and
Hershey are scheduled to report Q3 2026 results around October 28—30, which may update figures in this article.

Important information

This article is for general informational purposes only and reflects industry commentary based solely on publicly available
information. It is not research, an offer or solicitation to buy or sell any security, or a recommendation regarding any company or
security. It does not reflect any knowledge of, or involvement in, any proposed or pending transaction involving the companies
mentioned. Statements about possible future industry developments ate opinions and are not predictions of any particular
outcome. Information is believed to be accurate as of the date shown but is not guaranteed, and past results are not indicative of
future performance
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