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This report looks at the following areas:
• The impact of the COVID-19 pandemic on consumer behavior and the
crackers market.
• Attributes of an ideal and premium cracker.
• Barriers to cracker consumption.
• Attitudes toward crackers.

“After nearly a half decade of
no significant gains, cracker
sales saw meaningful growth
of 7% in 2020."
– Billy Roberts, Sr. Analyst –
Food and Drink
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Figure 10: Short-, medium- and long-term impact of the
COVID-19 pandemic on crackers, January 2021
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MARKET SHARE
• Mondelēz grows market share, as all companies post sales
gains
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Figure 20: Multi-outlet sales of crackers, by leading
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Figure 25: Notable plant-based cracker launches, 2020
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Figure 26: Attitudes toward recognizable ingredients in
crackers, November 2020
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• Widespread consumption masks potential challenge
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HOUSEHOLD CRACKER CONSUMPTION
• Widespread cracker consumption
Figure 27: Household cracker consumption, November 2020
• Kids of all ages can drive cracker purchase
Figure 28: Household cracker consumption, by parental
status, by age of children, November 2020
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• More than a quarter increase cracker consumption
Figure 29: Cracker consumption changes, November 2020
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TYPES OF CRACKERS CONSUMED
• Cracker types consumed hold steady
Figure 31: Types of crackers consumed, November 2020
• Younger adults sticking with graham, cheese crackers
Figure 32: Types of crackers consumed, by age, November
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• Lifestage influences penetration in the cracker market
Figure 33: Repertoire analysis of types of crackers consumed,
by age, November 2020
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REASONS FOR NOT EATING CRACKERS MORE OFTEN
• Cracker freshness can stale consumers
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Figure 34: Reasons for not eating crackers more often,
November 2020
BUILDING A BETTER CRACKER
• Taste, texture outweigh BFY innovation
Figure 35: Building a better cracker, November 2020
FEATURES WORTH PAYING MORE FOR
• Packaging upgrades are worth considering
Figure 36: Improving crackers, November 2020
• Cracker enthusiasts hungry for package improvements and
flavor extensions
Figure 37: Improving crackers, by repertoire analysis of
cracker types consumed, November 2020
• Healthier ingredients would expand appeal among parents
Figure 38: Improving crackers, by parental status, November
2020
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ATTITUDES TOWARD CRACKERS
• Crackers widely seen as a value-oriented snack
Figure 39: Attitudes toward crackers, November 2020
• Brands need to appeal to young consumers
Figure 40: Attitudes toward cracker brands, by age,
November 2020
• Wide interest in healthier crackers
Figure 41: Attitudes toward healthier crackers, any agree,
November 2020
APPENDIX – DATA SOURCES AND ABBREVIATIONS
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Figure 42: Total US retail sales and forecast of crackers, at
inflation-adjusted prices, 2015-25
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at inflation-adjusted prices, 2015-25
Figure 46: Total US retail sales and forecast of graham
crackers, at current prices, 2015-25
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Figure 48: Total US retail sales and forecast of saltine
crackers, at current prices, 2015-25
Figure 49: Total US retail sales and forecast of saltine
crackers, at inflation-adjusted prices, 2015-25
Figure 50: Total US retail sales and forecast of other crackers,
at current prices, 2015-25
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at inflation-adjusted prices, 2015-25
APPENDIX – COMPANIES AND BRANDS
Figure 52: Multi-outlet sales of filled crackers, by leading
companies and brands, rolling 52 weeks 2019 and 2020
Figure 53: Multi-outlet sales of graham crackers, by leading
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companies and brands, rolling 52 weeks 2019 and 2020
Figure 54: Multi-outlet sales of saltine crackers, by leading
companies and brands, rolling 52 weeks 2019 and 2020
Figure 55: Multi-outlet sales of other crackers, by leading

Buy this report now

companies and brands, rolling 52 weeks 2019 and 2020

Visit

store.mintel.com

EMEA

+44 (0) 20 7606 4533

Brazil

0800 095 9094

APPENDIX – RETAILERS
Figure 56: Total US retail sales of crackers, by channel, at
current prices, 2015-20
Figure 57: Total US retail sales of crackers, by channel, at
current prices, 2018 and 2020
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Figure 58: US supermarket sales of crackers, at current prices,
2015-20
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Figure 59: US drugstore sales of crackers, at current prices,
2015-20
Figure 60: US sales of crackers through other retail channels,
at current prices, 2015-20
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