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Figure 8: Perception of lifestyle in terms of health, July
2015-August 2018
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SNACKING HABITS

Everyone snacks

Figure 15: Snacking habits, by age and gender, August 2019
Low-income consumers less engaged with snacks

Figure 16: Snacking habits, by household income, August 2019
Parents biggest fans of better-for-you

Figure 17: Snacking habits, by parental status and gender,
August 2019

ATTRIBUTES ASSOCIATED WITH SNACKS

Fruits, vegetables, nuts, hummus most healthy and nutritious
Figure 18: Snack association, August 2019

Nutrition equals health

Figure 19: Correspondence Analysis — Symmetrical map -
Snack association, August 2019

Correspondence Methodology

HEALTHY SNACKING MOTIVATIONS

Energy a key reason for eating healthy snacks

Figure 20: Healthy snack motivations, by age and gender,
August 2019

Health benefits important to low-income; healthy lifestyles
for affluent

Figure 21: Healthy snack motivations, by income, August 2019
Parents want energy and stress relief

Figure 22: Healthy snack motivations, by gender and parentall
status, August 2019

Balancing energy and healthy lifestyles

Figure 23: TURF Analysis — Healthy snacking motivations,
August 2019

TURF Methodology

SNACK TYPES EATEN

Purchase behaviors vary between men and women

Figure 24: Snack types eaten, by age and gender, August
2019

Affluent households most likely to eat multiple types of
snacks

Figure 25: Snack types eaten, by household income, August
2019

Women without children at home are engaged consumers
Figure 26: Snack types eaten, by parental status and gender,
August 2019

Regional differences drive snack type preference
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Figure 27: Snack types eaten, by census region, August 2019

HEALTHY SNACK ATTRIBUTES

* Fresh ingredients most critical
Figure 28: Healthy snack attributes, August 2019

* Women value portion control, men protein content
Figure 29: Healthy snack attributes, by age and gender,
August 2019

» All claims valued by parents; older adults see the value in
health
Figure 30: Healthy snack attributes, by gender and parental
status, August 2019

SNACK PURCHASING BEHAVIORS

* Impulse purchase behavior more common with the young
Figure 31: Snacking purchase behaviors, by age and gender,
August 2019

- Affluent consumers like both tried, true and new
Figure 32: Snacking purchase behaviors, by household
income, August 2019

* Moms like variety
Figure 33: Snacking purchase behaviors, by parental status
and gender, August 2019

* Family preferences solidify over time
Figure 34: Snacking purchase behaviors, by age of children in
household, August 2019

SNACK BRAND POSITIONING

* Young men most interested in sustainable, environment-
friendly
Figure 35: Healthy snack attitudes, August 2019

« Affluent consumers want to know what'’s in their snacks
Figure 36: Healthy snack attitudes, August 2019

= Asians, Hispanics buy from health-oriented brands
Figure 37: Healthy snack attitudes, by race and Hispanic
origin, August 2019

FOOD AND DRINK CONSUMER SEGMENTATION

* Food and Drink Consumer Segmentation
Figure 38: Healthy snack consumers by food and drink
segment, August 2019

* Adventure Eaters most focused on health

Figure 39: Snacking habits, by household income, August 2019
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« Time Savers interested in healthy choices, weight
management

.
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Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
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