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“While consumers are increasingly looking for snacks to be
healthier, three quarters of consumers noted that they

worry that snacks that claim to be healthy may be high in
sugar, fat or salt. This points to a stronger need for snack

companies to be transparent regarding the nutritional
contents of their snacks, and cleaner labelling.”

- Brian O’Connor, Senior Consumer Analyst

This report looks at the following areas:

Snacking is an ingrained habit in Ireland, with nine in 10 consumers noting that they snack at least
once per day – despite increased concerns with obesity. Consumers are however showing stronger
interest in healthier ways of snacking, including vegan/vegetarian snack options, free-from foods and
looking for snacks with reduced sugar content.
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Sales of free-from foods grow, despite low incidence of allergies/intolerances
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Chocolate eaten by three quarters of Irish consumers
Figure 24: Types of sweet snack food that consumers have eaten in the last two weeks, NI and RoI, June 2018

Women stronger users of chocolate compared to men
Figure 25: Consumers that have eaten chocolate in the last two weeks, gender and age, NI and RoI, June 2018

Figure 26: Selected statements relating to how consumers manage their sugar intake, by gender, NI and RoI, June 2017

NI consumers prefer indulgent snacks when compared to RoI
Figure 27: Consumers that have eaten cakes/sweet bakery goods and sweet biscuits in the last two weeks, by gender, NI and RoI,
June 2018

Crisps the favourite savoury snack
Figure 28: Types of savoury snack food that consumers have eaten in the last two weeks, NI and RoI, June 2018

Crisp usage higher among parents
Figure 29: Consumers that have eaten cakes/sweet bakery goods and sweet biscuits in the last two weeks, by presence and age of
children, NI and RoI, June 2018

Four in five snack on fresh fruit
Figure 30: Types of other snack food that consumers have eaten in the last two weeks, NI and RoI, June 2018

Fruit consumption driven by health trend

Vast majority snack at home
Figure 31: Where consumers have eaten snacks in the last two weeks, NI and RoI, June 2018

In-home entertainment helping to drive in-home snacking
Figure 32: Agreement with selected statements relating to the night in, NI and RoI, October 2016

25-34-year-olds most likely to snack at work
Figure 33: Consumers who have eaten snacks at work/school/college etc in the last two weeks, by gender and age, NI and RoI, June
2018

NI consumers more likely to snack while out and about
Figure 34: Consumers who have eaten snacks while commuting/travelling vs while out-and-about (eg shopping) in the last two weeks,
NI and RoI, June 2018

Concern that healthy snacks aren’t actually healthy
Figure 35: Agreement with statements relating to snacking, NI and RoI, June 2018

Irish women most sceptical about health claims of snacks
Figure 36: 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 2018

Preference for healthier snacks at checkouts among parents
Figure 37: Agreement with the statement ‘I prefer to see healthy snacks at checkouts in shops as opposed to confectionery’, by
presence and age of children, NI and RoI, June 2018

Concern with plastic packaging used for snacks
Figure 38: Agreement with the statement ‘I worry about the plastic packaging that many snacks have’, by age, NI and RoI, June 2018
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