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“Irish consumers are stocking up on shelf stable goods in
response to COVID-19 and with more consumers spending
time at home, they are seeking affordable indulgence with

comfort foods including sweet and savoury snacks
witnessing a boom.”

– Emma McGeown, Research Analyst, 12 June
2020

This report looks at the following areas:

• The impact of COVID-19 on consumer behaviour in the snacking category.
• Affordable indulgence takes centre stage in sweet and savoury categories.
• The crack-down on sugar sees more seek out better-for-you snacks.
• Better-for-you snacking evolves beyond minimising ‘the bad’ (eg sugar/fat etc) and more

towards boosting nutritional value.
• Is snacking as a culture driven by habit or impulse?

The evolution 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
‘better-for-you’ snacking, including vegan/vegetarian snack options, free-from foods and looking for
snacks with no added sugar content.

However, indulgence is still a major driving force in snacking – particularly at a time when anxieties are
running high and many Irish consumers find themselves worried about the future in a COVID-19 world.
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Figure 28: New products launched in savoury snacks, by claims, UK and Ireland, 2015-20*

Healthy snacking boosts no added sugar claims
Figure 29: New products launched in savoury snacks, by claims, UK and Ireland, 2015-20*

Figure 30: Top five concerns in food and drink, NI and RoI, November 2019
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Figure 31: Types of sweet snack food that consumers have eaten in the last two weeks, NI and RoI, April 2020
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Figure 43: Top five associations with high protein diets, NI and RoI, November 2019

Health boosting claims have a place in snacks
Figure 44: Agreement with the statements related to snacking innovations, NI and RoI, April 2020

Innovation in energy and gut health claims slow in snacking
Figure 45: Consumer agreement with the statement ‘snacks with gut health boosting properties are appealing’ and ‘snacks with energy
boosting claims are appealing’, NI and RoI, April 2020
Figure 46: Percentage of new product launches in snack categories* with functional energy claims and digestive/probiotic claims, UK
and Ireland, 2018-20**

Around seven in 10 consumers are snacking less
Figure 47: Agreement with the statements related to snacking habits, NI and RoI, April 2020

Provenance carries appeal in snacking
Figure 48: Consumer agreement with the statement ‘snacks with a NI/Irish origin appeal to me’, by age, NI and RoI, April 2020

Younger consumers more driven by environmental concerns
Figure 49: Consumer agreement with the statement ‘environmental concerns around packaging affect my choice of snack (eg
recyclability, amount of plastic used)’, by age, NI and RoI, April 2020
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