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"Strong growth in BFY snacks comes from an increase in
availability of products in this relatively young space, at a

time when consumer habits favor snacking and eating on-
the-go, and a dual interest in healthy living and the pursuit

of flavor. While the products covered in the scope of this
Report are not universally accepted as healthy, they

communicate permissibility."
- Beth Bloom, Senior Food & Drink Analyst

This report looks at the following areas:

• BFY snacks face competition from range of snack options
• Consumers are skeptical of BFY snacks

This Report focuses on processed snacks that are specifically positioned/marketed as BFY. Product
categories included in the scope of this Report are:

• Vegetable and fruit chips (including chips that are not made from either potatoes or corn,
including apple chips, kale chips, sweet potato chips, carrot chips)

• Puffed snacks (including potato, multigrain, corn, and rice and other puffed snacks)
• Soy crisps and snacks (including snacks made primarily of soy (including soy nuts) and

marketed as a “soy snack” rather than a corn, potato, or rice chip/snack that contains
soy among other ingredients)

• Other snacks (including items and snack mixes that don’t fit into other snack
subcategories such as wasabi peas, roasted chickpeas, and veggie sticks, as well as
alternative-based chips like hummus chips, lentil chips, and bean chips)
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Big can still be BFY

BFY-ness may come more from ingredients than from positioning
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2014 and June 12, 2016
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Figure 43: BFY snack purchase, June 2016

Men are more likely to purchase BFY snacks
Figure 44: BFY snack purchase – Net*, by gender, June 2016
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Seven in 10 Millennials purchase BFY snacks
Figure 46: BFY snack purchase – Net*, by generation, June 2016
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Figure 47: BFY snack purchase – Net*, by Hispanic origin, June 2016

BFY snack purchase generally correspondents with HH income
Figure 48: BFY snack purchase – Net*, by HH income, June 2016

Parents are twice as likely as non-parents to purchase BFY snacks
Figure 49: BFY snack purchase – Net*, by parental status, June 2016

Flavor leads purchase drivers, but consumers care about ingredients
Figure 50: Purchase drivers, June 2016

Brand plays a less important role in BFY snacks than for snacks overall
Figure 51: Important features when eating a snack, January 2015

Half of BFY snack buyers look for the lowest price
Figure 52: BFY snack behaviors – low price, June 2016

A focus on flavor can attract less likely users, such as women
Figure 53: Purchase drivers, by gender, June 2016

…and older shoppers
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Portion size, including snack formats appeal to Hispanics
Figure 55: Purchase drivers, by Hispanic origin, June 2016

A third of parents rely on brand
Figure 56: Purchase drivers, by parental status, June 2016

Supermarkets lead purchase locations
Figure 57: BFY snack attitudes – Agree, June 2016
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The majority of BFY snackers buy the products on impulse
Figure 59: BFY snack behaviors – Impulse, June 2016

BFY snacks have various avenues for appeal
Figure 60: Product claims, June 2016

Organic is especially important to alternative-based chips buyers
Figure 61: Product claims, by BFY snack type purchased 2016
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Protein, vitamins appeal to men; women avoid artificial ingredients
Figure 62: Product claims, by gender, June 2016

Added nutrients can appeal to Hispanics
Figure 63: Product claims, by Hispanic origin, June 2016

The majority of BFY snackers eat the products on-the-go
Figure 64: BFY snack behaviors – On-the-go, June 2016
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Figure 65: BFY snack behaviors – Label awareness, June 2016
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Figure 66: BFY snack behaviors – Label awareness, by BFY snack type purchased, June 2016

Variety packs may find appeal among majority of consumers
Figure 67: BFY snack behaviors – Multiple snacks, June 2016

Consumers are skeptical of BFY snacks
Figure 68: BFY snack attitudes – Agree, June 2016

Natural, low calorie, non-GMO, and organic imply BFY
Figure 69: Claims associated with BFY snacks, June 2016

Fresh still leads as BFY
Figure 70: Perception of BFY snacks, June 2016
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