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“As the purposes for snacking diversify, brands should
seize the opportunity to better serve consumers’ special
and fragmented demand. Higher requirements towards

nutrition from snacks among consumers with kids
demonstrate opportunities to use nutritious ingredients in

snacks designed for children.”
– Roolee Lu, Research Analyst

This report looks at the following areas:

• Add healthy ingredients to conquer families with children
• Convey social attributes to premiumise
• Communicate product details to encourage purchase

Spending on major snack categories has risen rapidly in the past five years. Further growth is expected
in the future due to the increasing availability and accessibility of snacks, which can be attributed to an
increase in purchase channel options and the expanded scope and categories of snacks. At the same
time, as the post-90s and 00s generations are becoming the main consumption force, the changing
demographic structure also brings growth opportunities for the snack market.
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Figure 38: Purpose of consumption, China, November 2019
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Figure 39: Purpose of consumption – To get additional nutrition, by family structure, China, November 2019
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High earners are more generous towards the healthiness of snacks
Figure 57: Evaluation of healthiness, by selected monthly personal income, China, November 2019
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Snack more often for more diverse purposes
Figure 58: Consumption frequency – At least several times a week, by consumer classification, China, November 2019

Figure 59: Purpose of consumption, by consumer classification, China, November 2019

Social snacking is more common
Figure 60: Attitudes towards snacking, by consumer classification, China, November 2019

Figure 61: Total market value of major snack categories, China, 2014-24
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