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“The category finds favor through offerings geared
toward a younger audience, with pizza bites and spicy
poppers rising to the top of brand offerings. The
expansion of product lines beyond these ‘extreme’ items
into more sophisticated, quality snacks with a higher
health profile should resonate more directly with older
consumers.”
– Beth Bloom, Food and Drink Analyst

In this report we answer the key questions:
•
•
•
•

How
How
How
How

can
can
can
can

frozen snacks overcome a poor health perception?
the category expand snacking on the go?
frozen snacks grow appeal among older consumers?
retailers attract consumers to the frozen snack aisle?

Total U.S. retail sales of frozen snacks hit $4.5 billion in 2012, representing 13% growth from 2007.
The category posted slow year-over-year increases in the wake of the economic downturn, indicating
that while consumers didn’t abandon the category, neither did they flock to it as they increased
consumption of food at home.
The category benefits from consumer interest in snacking, convenience, and a perception of
affordability. Some 59% of consumers surveyed by Mintel in February 2013 indicated that frozen
snacks were an affordable snack option, while 81% of respondents say the products are convenient for
at-home eating and 66% find them convenient for on-the-go snacking. However, increased consumer
health consciousness limits category performance, as frozen snacks are viewed as too processed and
high in calories, fat, and sodium.
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Frozen handheld entrées make up 56.4% of total U.S. retail sales of frozen snacks, or $2.5 billion. This
represents a 2.6% increase from 2010-12 (6% from 2007-12). Despite growth, the segment lost share
to frozen appetizers/snack rolls, which posted a 9.6% gain from 2010-12 (23% from 2007-12) to reach
$1.9 billion. The vast offerings of the appetizers/snack rolls segment, which can come in a range of
forms and formats, allow for growth through attention garnered from product innovation.
The sales of 10 companies combine to represent 73.6% of MULO sales of frozen snacks, pointing to a
highly fragmented category. The three category leaders ( Nestlé , General Mills , and Heinz ) each
posted sales declines during the 52 weeks ending Feb. 24, 2013, allowing for Mexican-style appetizer/
snack roll producer Ruiz Foods to gain share. Such performance points to the need for brands to
reassess consumer preferences. Ruiz finds success in a growing interest in ethnic-inspired food
offerings, motivated in part by shifts in U.S. demographics that find multicultural groups growing at a
faster rate than the total population.
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While supermarkets offer the widest selection of frozen snacks, consumer food shopping trends and
expanding options at retail allowed “other” channels to achieve category dominance in 2012. “Other”
retail channels, which include supercenters, warehouse clubs, natural foods stores, convenience stores,
dollar stores, and nonstore retailers, grew sales by 8.7% from 2010-12 to claim just more than half of
total U.S. retail sales in the category.
Given the category’s close alignment with consumer trends, including having the ability to meet the
demand for convenience, variety, and affordability, further sales growth is forecast through 2017.
However, such growth will depend on the ability of category players to meet a growing consumer desire
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for healthy food offerings. Frozen snack sales align closely with product innovation as measured by Mintel GNPD, with product launch patterns portending
sales increases and decreases. Health- and wellness-related innovations such as those that allow for the reduction of sodium and fat, boost nutritive qualities
such as protein and fiber, and boost a perception of product freshness are a necessary direction for such innovation.
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Figure 31: Natural supermarket sales of frozen snacks, by gluten free, 2010 and 2012*
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Increasing the health profile of frozen snacks takes many forms
From low calorie…
…and all natural…
…to whole grain, gluten free, and vegetarian
Format/flavor innovations follow food trends
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Frozen snacks offer full meal flavors in just one bite
Ethnic-inspired offerings on-trend, expand consumer base
Brands from other categories offer familiarity/legitimacy
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Figure 49: Tyson Any’tizers TV ad, “Party Snacks,” 2012
Print and other
Figure 50: Facebook Post, 2013
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Online initiatives
Figure 52: Facebook Post, 2013
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TV presence
Figure 54: Lean Cuisine TV ad, “Must Have Accessory,” 2012
Print and other
Figure 55: Delicious Rewards Page, 2013
Figure 56: Facebook Post, 2013
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Brand analysis: Totino’s
Figure 57: Brand analysis of Totino’s, 2013
Online initiatives
Figure 58: Facebook Post, 2013
Figure 59: Totino’s E-card, 2013
TV presence
Figure 60: Totino’s Pizza Rolls TV ad, “Kenny’s Dodge,” 2012
Figure 61: Totino’s Pizza Rolls TV ad, “Mr. Monday,” 2012
Print and other
Figure 62: Totino’s Website, 2013
Figure 63: Mom Up! Video, 2013
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Figure 72: Major areas of discussion surrounding frozen snacks brands, percentage of daily mentions, by week, Jan. 22-April 21, 2013
Figure 73: Major areas of discussion surrounding frozen snacks brands, by page type, Jan. 22-April 21, 2013
Brand analysis
Hot Pockets
Figure 74: Hot Pockets key social media indicators, April 2013
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What we think
Totino’s
Figure 75: Totino’s key social media indicators, April 2012
Key online campaigns
What we think
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Bagel Bites
Figure 76: Ore-Ida key social media indicators, April 2013
What we think
Lean Pockets
Figure 77: Lean Pockets key social media indicators, April 2013
Key online campaigns
What we think
T.G.I. Friday’s Freezer
Figure 78: T.G.I. Friday’s key social media indicators, April 2013
Key online campaigns
What we think
El Monterey
Figure 79: El Monterey key social media indicators, April 2013
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What we think

Frozen Snack Purchase
Key points
Some 82% of households purchase frozen snacks
Figure 80: Frozen snack purchase, by gender, February 2013
Men appear as strong target for frozen snack sales
Figure 81: Frozen snack purchase, by gender, February 2013
Figure 82: Frozen snack purchase for self, by gender, February 2013
Higher health profile may broaden interest in frozen snacks
Figure 83: Reasons for not purchasing frozen snacks, February 2013
Category popular among young consumers
Figure 84: Frozen snack purchase for self, by age, February 2013
Handheld entrées appear as most affordable frozen snack option
Figure 85: Frozen snack purchase, by household income, February 2013
Figure 86: Frozen snack purchase for self, by household income, February 2013
Handheld items popular among single-person households
Figure 87: Frozen snack purchase, by household size, February 2013

Consumption Occasion
Key points
Category use for meals/snacks points to need for format expansion
Lunch appears as popular consumption occasion
Room exists for more on-the-go and breakfast snack options
Figure 88: Jimmy Dean Pancakes & Sausage Bites
Figure 89: Frozen snack consumption occasion, by gender, February 2013
Women willing to pay more for convenient health positioning
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Figure 90: Attitudes toward frozen snacks, by gender, February 2013
Figure 91: Frozen snack calories, by gender, February 2013
Older consumers use products for entertaining at home…
Figure 92: Frozen snack consumption occasion, by age, February 2013
…while young shoppers like them for on-the-go convenience
Figure 93: Attitudes toward frozen snacks, by age, February 2013
Frozen snacks appear as affordable meal replacements
Figure 94: Frozen snack consumption occasion, by household income, February 2013
Figure 95: Attitudes toward frozen snacks, by household income, February 2013
Frozen sandwiches are popular throughout the day
Figure 96: Frozen snack consumption occasion, by frozen snack purchase, February 2013
Figure 97: Frozen snack consumption occasion, by frozen snack consumption, February 2013

Attitudes Toward Frozen Snacks
Key points
Attitudes toward frozen snacks can inform marketing messaging
Women appear more price and health conscious than men
Figure 98: Attitudes toward frozen snacks, by gender, February 2013
Older consumers could use a helping hand; focus on affordability
Figure 99: Attitudes toward frozen snacks, by age, February 2013
Focus on flavor and health to grow interest among high-income HHs
Figure 100: Attitudes toward frozen snacks, by household income, February 2013
Attitudes differ across preferred snack types
Figure 101: Attitudes toward frozen snacks, by frozen snack consumption, February 2013
Figure 102: Attitudes toward frozen snacks, by frozen snack consumption, February 2013

Important Attributes
Key points
Important attributes a mixed bag
Men drawn to convenience and meat, women to health
Figure 103: Important attributes, by gender, February 2013
Low-in claims resonate more with older consumers
Figure 104: Important attributes, by age, February 2013
Price most important for respondents from lower-income households
Figure 105: Important attributes, by household income, February 2013

Impact of Race and Hispanic Origin
Key points
Black and Hispanic consumers over index in frozen snack purchase
Figure 106: Frozen snack purchase, by race/Hispanic origin, February 2013
Figure 107: frozen snack purchase for self, by race/Hispanic origin, February 2013
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Consumers follow what they know
Figure 108: Frozen snack purchase for self, by race/Hispanic origin, February 2013
Hispanic consumers most likely to turn to the category for meal replacements
Figure 109: Frozen snack consumption occasion, by race/Hispanic origin, February 2013
Lower-calorie options may attract Hispanic consumers
Figure 110: Frozen snack calories, by race/Hispanic origin, February 2013
Price is a strong driver among Hispanic consumers
Figure 111: Important attributes, by race/Hispanic origin, February 2013
Hispanic consumers may be drawn to product innovation
Figure 112: Attitudes toward frozen snacks, by race/Hispanic origin, February 2013

Custom Consumer Group – Households with Children
Key points
Frozen snacks more popular with households with children
Figure 113: Frozen snack purchase, by presence of children in household, February 2013
Older kids are stronger driver of purchase than younger
Figure 114: Frozen snack purchase, by parents with children and age, February 2013
Figure 115: Frozen hot snacks, by age, April 2011-June 2012
Developing products to meet the needs of younger kids may help future growth…
Teens play a strong role in brand choice
Figure 116: Frozen hot snacks, April 2011-June 2012
Consumers with children more interested in product attributes
Figure 117: Important attributes, by presence of children in household, February 2013
Figure 118: Attitudes toward frozen snacks, by presence of children in household, February 2013

IRI/Builders – Key Household Purchase Measures
Frozen snacks—Key household purchase measures
Overview of frozen snacks
Frozen appetizers/snack rolls
Consumer insights on key purchase measures—frozen appetizers/snack rolls
Brand map
Figure 119: Brand map, selected brands of frozen appetizers/snack rolls, by household penetration, 2012*
Brand leader characteristics
Key purchase measures
Figure 120: Key purchase measures for the top brands of frozen appetizers/snack rolls, by household penetration, 2012*
Frozen pretzels
Consumer insights on key purchase measures—frozen pretzels
Brand map
Figure 121: Brand map, selected brands of frozen pretzels buying rate, by household penetration, 2012*
Brand leader characteristics
Key purchase measures
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Figure 122: Key purchase measures for the top brands of frozen pretzels, by household penetration, 2012*

Appendix – Food and Drink Market Drivers
Consumer confidence
Figure 123: University of Michigan’s index of consumer sentiment (ICS), 2007-13
Unemployment
Figure 124: U.S. Unemployment Rate, by month, 2002-13
Figure 125: U.S. Unemployment and underemployment rates, 2007-13
Figure 126: Number of employed civilians in U.S., in thousands, 2007-13
Food cost pressures
Figure 127: Changes in USDA Food Price Indexes, 2011 through 2013, March 25, 2013
Obesity
Figure 128: U.S. Obesity, by age group, 2008 and 2012
Childhood and teen obesity – highest in decades
Figure 129: Prevalence of obesity among children and adolescents aged 2-19, 1971-2010
Racial, ethnic population growth
Figure 130: Population by race and Hispanic origin, 2008, 2013, and 2018
Figure 131: Households with children, by race and Hispanic origin of householder, 2012
Shifting U.S. demographics
Figure 132: Population, by age, 2008-18
Figure 133: Households, by presence of own children, 2002-12

Appendix – Other Useful Consumer Tables
Frozen snack purchase
Figure 134: Frozen snack purchase, by gender and age, February 2013
Figure 135: Frozen snack purchase for self, by gender and age, February 2013
Consumption occasion
Figure 136: Frozen snack consumption occasion, by gender and age, February 2013
Figure 137: Frozen snack consumption occasion, by household size, February 2013
Calories
Figure 138: Frozen snack calories, by gender and age, February 2013
Important attributes
Figure 139: Important attributes, February 2013
Figure 140: Important attributes, by gender and age, February 2013
Figure 141: Important attributes, by household size, February 2013
Figure 142: Important attributes, by frozen snack consumption, February 2013
Attitudes toward frozen snacks
Figure 143: Attitudes toward frozen snacks, by gender and age, February 2013

Appendix – Social Media
Usage and awareness
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Figure 144: Brand usage or awareness, February 2013
Figure 145: Hot Pockets usage or awareness, by demographics, February 2013
Figure 146: Totino’s usage or awareness, by demographics, February 2013
Figure 147: El Monterey usage or awareness, by demographics, February 2013
Figure 148: Lean Pockets usage or awareness, by demographics, February 2013
Figure 149: T.G.I. Friday’s Freezer usage or awareness, by demographics, February 2013
Figure 150: Bagel Bites usage or awareness, by demographics, February 2013
Activities done
Figure 151: Activities done, February 2013
Figure 152: Hot Pockets—Activities done, by demographics, February 2013
Figure 153: Totino’s—Activities done, by demographics, February 2013
Figure 154: El Monterey – Activities done, by demographics, February 2013
Figure 155: Lean pockets – Activities done, by demographics, February 2013
Figure 156: T.G.I. Friday’s Freezer – Activities done, by demographics, February 2013
Figure 157: Bagel Bites—Activities done, by demographics, February 2013
Figure 158: Percentage of consumer conversation by selected frozen snacks, Jan. 22-April 21, 2013
Figure 159: Online mentions, selected frozen snacks, by day, Jan. 22-April 21, 2013
Figure 160: Mentions by page type, selected frozen snacks, Jan. 22-April 21, 2013
Figure 161: Mentions by type of conversation, selected frozen snacks, Jan. 22-April 21, 2013
Figure 162: Major areas of discussion surrounding frozen snacks brands, percentage of daily mentions, by day, Jan. 22-April 21, 2013
Figure 163: Major areas of discussion surrounding frozen snacks brands, by page type, Jan. 22-April 21, 2013

Appendix – Trade Associations
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