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Value growth % of Packaged Foods & sub-segments
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+5.6% —— Packaged Foods —— -0.5%
+21% —— Cooking Aids —— -2.5%
+9.1% — Snacking — +7.0%

+8.9% — Meal Replacement —— -1.7%

X: Ztel EEIid 'Future Trends of Snacking’ (20181 73&)
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