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FOOD FIGHT: e

A Tug of War Between Channels for Consumers

The notion that "food is everywhere" is a refrain heard almost constantly in food industry circles and is an
accepted fact among consumers. The Hartman Group calls this the "Roadside Pantry Effect,” the idea that
consumers now navigate a world of 360-degree food and beverage availability, picking and choosing from
a huge pantry of brick and online options.
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