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“Snacking continues to be, for many, a daily activity. While
healthy snack items are finding a place in consumers’

shopping baskets, treat items such as chocolate and crisps
remain important to Irish consumers therefore delivering

on quality and indulgence will be imperative for sweet
snacks’ continued success.”

– Emma McGeown, Research Analyst

This report looks at the following areas:

• Consumers snack twice a day
• UK food prices on the rise while RoI prices tumble
• Snacks move into meals on the go
• Healthier snacks demanded as obesity rates rise
• Lifestyle trends cause brands to innovate in healthy snacking

The expansive range of snack foods coupled with changing eating patterns and mealtime occasions
means there are more opportunities in snacking than ever before. Consumers are showing stronger
interest in healthier snacking, including vegan/vegetarian snack options, free-from foods and looking
for snacks with reduced sugar content.

Developing snacks with a healthy halo will attract health-conscious consumers, however, indulgence is
still a major driving force when it comes to snack selection therefore being able to deliver on quality
and premium flavours will prove imperative.
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Obesity rates rising could spell trouble for snacking category
Figure 12: Overweight and obesity levels in adults aged 16+, NI, 2010/11-2017/18

Figure 13: Overweight and obesity levels in adults aged 15+, RoI, 2015/16 and 2016/17

Children’s obesity rates cause parents to seek out healthier alternatives

Sugar crackdown prompts snacks to innovate
Figure 14: How consumers manage their sugar intake, NI and RoI, June 2017
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Alcohol-pairing biscuits targets adults
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Chocolate favoured in sweet snacking but crisps top salty snacks
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Sweet biscuits remain a favourite
Figure 20: Types of sweet snack food that consumers have eaten in the last two weeks, NI and RoI, June 2019

Chocolate is the most popular sweet snack
Figure 21: Consumers who have eaten chocolate in the last two weeks as a snack, by gender and generation, NI and RoI, June 2019
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Figure 23: Types of savoury snack food that consumers have eaten in the last two weeks, NI and RoI, June 2019

Crisps can tap into foodservice trends
Figure 24: Consumers who have eaten crisps in the last two weeks as a snack, NI and RoI, June 2019

Yogurt remains popular for snacking
Figure 25: Types of other snack food that consumers have eaten in the last two weeks, NI and RoI, June 2019

Frozen fruit and veg snack pots can target waste-conscious consumers
Figure 26: Consumers who have eaten fruit and/or vegetables in the last two weeks as a snack, NI and RoI, June 2019

Nine in 10 snack at home
Figure 27: Where consumers have eaten snacks in the last two weeks, NI and RoI, June 2018

Home snacking offers potential for indulgence positioning
Figure 28: Consumers who have eaten snacks while at home in the last two weeks, by generation, NI and RoI, June 2019

Travelling creates more demand for on-the-go functionality
Figure 29: Consumers who have eaten snacks while commuting/travelling vs while out shopping in the last two weeks, NI and RoI,
June 2019

Eight in 10 monitor children’s snacking habits
Figure 30: Agreement with statements related to snack foods and snacking habits, NI and RoI, June 2019

Irish consumers support snack tax
Figure 31: Consumer agreement with statements related to snacking, NI and RoI, June 2019

Consumers dubious about ‘healthy’ snacks
Figure 32: Consumer agreement with the statement ‘I am concerned a lot of so-called healthy snacks are actually high in sugar/salt/
fat’, by gender, NI and RoI, June 2019

Snacks have a potential to position de-stressing functionality
Figure 33: Consumer agreement with the statement ‘I eat indulgent snacks when I want to cheer myself up’, by gender and age, NI
and RoI, June 2019
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