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“Their convenience and filling nature enable biscuits to be
competitive within the breakfast occasion. Breakfast
biscuits should focus on taste and nutritional richness.
Consumers are drawn to breakfast biscuits with coatings/
fillings and nuts/fruits bits. Snack-like biscuits could take
bold steps in flavour, colour and shape innovation.”
Karen Liu, Senior Research Analyst

This report looks at the following areas:
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= How biscuits tap into breakfast occasions REPORT NOW
= What types of snacking biscuits do people like?
= Paring biscuits with drinks/other foods to create fusion experience
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Consumers like the taste of biscuits

Biscuits are less competitive in delivering health benefits

Usage of Different Types of Biscuits

Sandwich biscuits, cookies and waffles are most popular biscuits types
Figure 37: Usage of biscuits, December 2015
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Rich nutrition is wanted, but not high calories
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Attitudes towards Biscuits

Imported biscuits win by better taste and higher quality
Figure 54: Attitudes towards imported biscuits, by usage of imported biscuits, December 2015
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