
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

"The cracker category continued to post modest growth in
2016, but was up only 0.8% from the same time period in

2015. The category benefitted from increased consumer
activity in snacking and from its existing reputation for

being a healthy and easy to enjoy snack. Improved
packaging for both at-home and on-the-go occasions may

hit the mark with consumers."
Michael Averbook, Food & Drink Analyst

This report looks at the following areas:

• Cracker sales slow in 2016
• Nearly all households purchase crackers
• Interest in health claims without sacrificing taste and flavor
• Crackers enjoy a healthy reputation
• Current packaging letting consumers down

Definition

This Report builds on the analysis presented in Mintel’s Crackers – US, March 2016, Cookies and
Crackers – US, March 2014, Crackers – US, March 2011, as well as the same title in February 2009,
2007, and 2005.
For the purposes of this Report, Mintel has divided the cracker category into four segments. This is the
same segmentation used in Mintel’s Crackers – US, March 2016:
• Crackers with fillings
• Graham crackers
• Saltine crackers
• Other crackers (including butter crackers, cheese crackers, wheat crackers, water crackers,
breadsticks, matzoh crackers, etc).
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Figure 42: Cracker purchase, by Hispanic origin, November 2016

Health takes a backseat to taste and flavor
Figure 43: Cracker attributes, November 2016
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Figure 59: Cracker usage, by cracker attributes, Brand, November 2016

Age and cracker use go hand in hand
Figure 60: Cracker usage, by age group, November 2016

Parents use crackers on-the-go, in recipes
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Figure 64: Cracker innovation, by purchase frequency, less than once a month, November 2016
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Offering varied innovation types will reach a majority of consumers
Figure 67: TURF analysis – Cracker innovation areas, November 2016
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Parents want easy, indulgent snacks without compromising on health
Figure 71: Cracker innovation, by parental status, November 2016

Women focus on packaging and health, men on flavors
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Figure 76: Total US retail sales and forecast of crackers, by segment, at current prices, 2011-21

Figure 77: Total US retail sales of crackers, by segment, at current prices, 2014 and 2016
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Figure 82: Total US retail sales of crackers, by channel, at current prices, 2011-16
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Figure 84: US supermarket sales of crackers, at current prices, 2011-16

Figure 85: US sales of crackers through other retail channels, at current prices, 2011-16

Figure 86: MULO sales of crackers with fillings, by leading companies and brands, rolling 52 weeks 2015 and 2016

Figure 87: MULO sales of graham crackers, by leading companies and brands, rolling 52 weeks 2015 and 2016

Figure 88: MULO sales of saltine crackers, by leading companies and brands, rolling 52 weeks 2015 and 2016

Figure 89: MULO sales of other crackers, by leading companies and brands, rolling 52 weeks 2015 and 2016

Appendix – Key Players

Report Price: £3239.54 | $3995.00 | €3796.74

Crackers - US - January 2017

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/793101/
mailto:reports@mintel.com

	Crackers - US - January 2017
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	The Market – What You Need to Know
	Market Size and Forecast
	Market Breakdown
	Market Perspective
	Market Factors
	Key Players – What You Need to Know
	Brand Sales of Crackers
	What’s Working?
	What’s Struggling?
	What’s Next?
	The Consumer – What You Need to Know
	Cracker Purchase
	Cracker Attributes
	Behaviors Related to Crackers
	Attitudes about Crackers
	Cracker Usage
	Innovation Potential
	Appendix – Data Sources and Abbreviations
	Appendix – TURF Analysis
	Appendix – Market
	Appendix – Key Players



