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Blacks love to eat snacks. Snacks can fill an emotional void
or be a means to incorporate better eating habits into their

diets. Black women with kids are the primary decision
maker when it comes to buying snacks, since she is doing

so as part of her regular grocery shopping trip to mass
merchandisers, such as Walmart or the supermarket, but

she wants to please her family and will ensure that
everyone gets the snacks they want.

This report looks at the following areas:

• Four Mintel-identified Black snacking target groups
• Black snacking household consumption
• Blacks’ snacks purchase influencers and attitudes
• Where Blacks shop for snacks
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Figure 48: Cereal/granola bar brand summary, by Black vs all, index to all, July 2015-August 2016
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