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"The nuts, seeds, and trail mix category continues its
steady growth trajectory as Americans adopt frequent
snacking occasions, and seek convenient foods they can
feel good about eating. Looking ahead, the category is
expected to grow, despite facing competition from other
snacking categories, including other salty snacks, and BFY
(better-for-you) products like yogurt or nutritional bars."
- Amanda Topper, Senior Food Analyst
This report looks at the following areas:
•
•
•

Category grows 28% from 2011-16
90% of US households purchase nuts, seeds or trail mix
Convenience, nutrition important purchase drivers

This Report builds on the analysis presented in Mintel’s Chips, Popcorn, Nuts, and Dips – US, January
2014 , Nuts and Dried Fruit – US, August 2012 , as well as the January 2011, July 2009, July 2007,
February 2006, and February 2004 Reports of the same title.
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Nuts, including snack nuts, baking nuts, and toasted corn nuts
Seeds, including sunflower and pumpkin seeds
Trail mixes
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Excluded from the scope of this Report are nuts and dried fruit that are coated in yogurt or chocolate.
Also excluded from this Report are random weight/bulk nuts, seeds, and trail mixes.
This Report is part of Mintel’s series on snacking. For other Reports related to snacking see Chips and
Dips – US, February 2016 , Salty Snacks – US, April 2016 , and Healthy Snacks – US, September 2016
.

Americas

+1 (312) 943 5250
China

+86 (21) 6032 7300
APAC

+61 (0) 2 8284 8100
EMAIL:
reports@mintel.com

DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Flavor Innovation
Consumers prefer traditional flavors
Figure 44: Flavor innovation, April 2016
Familiar flavors can reach a majority audience
Figure 45: TURF analysis – Flavor innovation, April 2016

Innovation Areas
Resealable packaging, nutrition and simple ingredients most important
Figure 46: Innovation areas, April 2016
Figure 47: Natural supermarket sales of nuts, seeds and trail mix, by organic ingredients, at current prices, rolling 52 weeks ending
Mar. 23, 2014 and Mar. 20, 2016
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23, 2014 and Mar. 20, 2016
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Behaviors
Nearly half of consumers eat on the go
Figure 52: Behaviors, April 2016
Millennials are super purchasers
Figure 53: Behaviors, by generation, April 2016
Parents eating nuts, seeds, and trail mix across locations
Figure 54: Behaviors, by parental status, April 2016
Hispanics are buying more products and snacking more in general
Figure 55: Behaviors, by Hispanic origin, April 2016

Attitudes toward Nuts, Seeds and Trail Mix
Health and nutrition are key purchase drivers
Figure 56: Attitudes, any agree, April 2016
Millennials value convenience, satiety and bold flavors
Figure 57: Attitudes, any agree, by generation, April 2016
Concerns about fat and sodium content amplified among parents
Figure 58: Attitudes, any agree, by parental status, April 2016
Hispanics most favorable toward health and nutrition benefits
Figure 59: Attitudes, any agree, by race and Hispanic origin, April 2016
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Data sources
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Fan chart forecast
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Consumer survey data
Abbreviations and terms
Abbreviations
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Market breakdown
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Figure 68: Natural supermarket sales of nuts, seeds and trail mix, by GMO ingredients, at current prices, rolling 52 weeks ending Mar.
23, 2014 and Mar. 20, 2016
Figure 69: Natural supermarket sales of nuts, seeds and trail mix with non-GMO claim, by segment, at current prices, rolling 52 weeks
ending Mar. 23, 2014 and Mar. 20, 2016
Figure 70: Natural supermarket sales of nuts, seeds and trail mix, by "natural" labeling or perception, at current prices, rolling 52
weeks ending Mar. 23, 2014 and Mar. 20, 2016
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weeks Mar. 23, 2014 and Mar. 20, 2016
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Appendix – Key Players
Figure 74: MULO sales of nuts, by leading companies and brands, rolling 52 weeks 2015 and 2016
Figure 75: MULO sales of seeds, by leading companies and brands, rolling 52 weeks 2015 and 2016
Figure 76: MULO sales of trail mix, by leading companies and brands, rolling 52 weeks 2015 and 2016

Appendix – Consumer
Figure 77: Leisure activities/hobbies

Appendix – TURF Analysis
Methodology
Figure 78: Table – TURF analysis – Flavor innovation, April 2016
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