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"Frozen snacks’ market size has remained remarkably
consistent at just under the $5 billion mark for several
years and is forecast to maintain that level for the
foreseeable future."
- William Roberts, Jr, Senior Food & Drink Analyst

This report looks at the following areas:
•
•
•
•

Sales remain at just under $5 billion
Snack competition from foodservice
Growth of grazing
Number of households with children continues to shrink

Whether that is stability or stagnation, the category continues to resonate with young consumers and
families, but these consumers may well turn to more convenient items with healthful attributes among
other snack options and leave frozen snack brands looking for an audience.
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Figure 39: Occasions for eating frozen snacks, by parental status, February 2017
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Healthier options not likely to lure more consumers
Figure 57: Consumption frequency, by opinions of health and frozen snacks, February 2017
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Figure 76: MULO sales of frozen handheld entrees, by leading companies and brands, rolling 52 weeks 2015 and 2016
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