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"After a four year period of modest growth, sales of
crackers fell slightly from 2016-17, thanks in part to
intensified snacking competition. Benefitting from

consumer interest in snacking and a reputation for being
versatile, the crackers category enjoys nearly universal

penetration, making growth difficult to come by."
- Michael Averbook, Food & Drink Analyst

This report looks at the following areas:

• Cracker sales fall in 2017
• Crackers are a pantry staple
• Heightened snacking competition

As a category stuck in the middle between indulgent and healthy, cracker products can use pairing and
usage suggestions to increase perceived nutrition and/or indulgence along with cracker occasions and
dayparts. Advancements in packaging along with formula improvements that focus on use of
wholesome, real, flavorful, and high quality ingredients may improve crackers’ perceived quality,
indulgence, and healthfulness, helping to reinvigorate the mature category.
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Figure 31: Multi-outlet sales of graham crackers, by leading companies and brands, rolling 52-weeks 2016 and 2017

Private label sales down across most segments
Figure 32: Multi-outlet sales of crackers category and segments, by private label brands, rolling 52-weeks 2016 and 2017

Figure 33: Purchase intent of private label crackers

Protein power
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Sophisticated flavors
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Seasonal sweetness
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Figure 41: Repertoire of cracker purchase, by age, parental status, and number of children under 18 in household, November 2017

Crackers make for versatile snacks
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Men seek satiety, women a snack
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Figure 45: Cracker format attitudes, November 2017
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Figure 46: Cracker format attitudes, by age, November 2017

Younger, more affluent consumers willing to pay more for premium
Figure 47: Cracker format attitudes, would pay more for premium crackers, by age and income, November 2017
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Figure 50: Correspondence analysis – Snack perceptions, November 2017

Figure 51: Snack perceptions, November 2017

Older consumers continue to value core strengths of crackers
Figure 52: Snack perceptions, crackers, by age, November 2017

Crackers an affordable healthy snack
Figure 53: Snack perceptions, crackers, by household income, November 2017

Opportunity to improve taste for Hispanic Millennials
Figure 54: Snack perceptions, tasty, by Hispanic generations, November 2017

More than half of consumers choose cheese as ideal cracker flavor
Figure 55: Ideal cracker flavors, November 2017

Younger men want crackers with bold flavors
Figure 56: Ideal cracker flavors, by gender and age, November 2017

Cheese is most popular cracker ingredient
Figure 57: Ideal cracker ingredients, November 2017

Figure 58: Ideal cracker ingredients, by select ideal cracker flavors, cheesy and sweet, November 2017

Packaging innovation tops product attributes
Figure 59: Ideal cracker claims and attributes, November 2017

Age drives preferred cracker attributes and claims
Figure 60: Ideal cracker claims and attributes, by age, November 2017

Parents seek convenience and nutrition, non-parents reclosable feature
Figure 61: Ideal cracker claims and attributes, by parental status, November 2017
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