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“The cookies and crackers category has high penetration
among Brazilian consumers, with 96% of Brazilians eating

any type of cookie/cracker.
The category, however, suffers from competition from

other snack categories such as nuts and chips. Companies
must invest in innovation, especially those regarding
flavors and keeping the product fresh after opened.”

– Andre Euphrasio, Research Analyst

This report looks at the following areas:

• Attracting older consumers to eat more cookies
• Healthier varieties can help increase consumption

Despite an increase in value sales, volume sales have been struggling since 2010. In 2013, volume
sales started rising again.

Health concerns pose a major barrier to the cookies and crackers market. The interest in healthier
versions, however, suggests scope for brands to address such concerns.
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Figure 32: Consumption of cookies and crackers, July 2015

Figure 33: Cracker products, Brazil

Figure 34: Consumption of crackers, July 2015

Cornstarch/Maria cookies boast high usage
Figure 35: Cookie products, Brazil

Figure 36: Consumption of cookies, July 2015

Younger consumers have extensive repertoires
Figure 37: Repertoire of consumption of cookies and crackers, July 2015

Flavor is a key element in the cookies and crackers market
Figure 38: Influencing factors when purchasing cookies and crackers, by gender and age, July 2015

Figure 39: New flavored cookies launched in Brazil, 2015

The Consumer – What You Need to Know

Consumption of Cookies and Crackers

Influencing Factors When Purchasing Cookies and Crackers

Report Price: £2466.89 | $3995.00 | €3133.71

Cookies and Crackers - Brazil - October 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/720701/
mailto:reports@mintel.com


Figure 40: Madagascan vanilla cookies, Belgium

Figure 41: Cookies containing Brazilian fruits, Brazil

Figure 42: Dessert-inspired cookies, worldwide

Figure 43: Flavored crackers, worldwide

Although price is not the top priority, it is still fundamental

Monetary factors and free samples have a bigger influence among DEs
Figure 44: Influencing factors when purchasing cookies and crackers, by monetary factors, July 2015

Low sodium is the most sought after health factor
Figure 45: Influencing factors when purchasing cookies and crackers, by health factors, July 2015

Figure 46: New products with ‘low’ claims, Brazil

New flavors are attractive for products already in the market
Figure 47: Attitudes toward cookies and crackers, July 2015

Cookies and crackers are eaten between meals
Figure 48: Fhom Dueto Slim, Brazil

Figure 49: High satiety wafer, Brazil

Expanding impulse buying

Gluten-free is seen as healthier by women and older consumers
Figure 50: New gluten-free product launches, Brazil

Figure 51: Attitudes toward cookies and crackers, July 2015

Unhealthiness is the biggest barrier to cookies and crackers usage

As well as unhealthy, the category can be seen as expensive
Figure 52: Individual/portioned cookies and crackers varieties, Brazil

Private labels as an alternative to pricey products
Figure 53: Comparison of branded and private label launches, 2010-14

Figure 54: Private label new product launches, Brazil

Complementing cookies and crackers with beverages
Figure 55: Crackers to be paired with beverages

Pairing crackers with a cheeseboard

Competition in the snacks market
Figure 56: Launches of microwaveable cookies and crackers, worldwide

Figure 57: microwaveable cookies and crackers, worldwide

Bite-sized formats are handy to avoid mess and for on the go
Figure 58: Bite-sized cookies and crackers products, worldwide
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Forecast methodology
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