
C O N S UM E R

The Future of Snacks
Category convergence, NPD and key trends driving
growth opportunities in snacks

By Zak Meziane

 Table of Contents 



  
 

 

ii

Zak Meziane 

Zak has over 10 years experience as an international researcher and analyst and has 

written numerous market reports in the utilities and FMCG sectors. He most recently 

formed a startup consulting firm, Katalusis, which specializes in providing sector 

analysis and commercial due diligence to mid-market private equity firms. Recent 

projects have included developing a high profile takeover bid in the European snacks 

market. He has an MSc in Finance from the London Business School. 

 

 

Copyright © 2006 Business Insights Ltd 
This Management Report is published by Business Insights Ltd. All rights reserved. 
Reproduction or redistribution of this Management Report in any form for any 
purpose is expressly prohibited without the prior consent of Business Insights Ltd. 
 
The views expressed in this Management Report are those of the publisher, not of 
Business Insights. Business Insights Ltd accepts no liability for the accuracy or 
completeness of the information, advice or comment contained in this Management 
Report nor for any actions taken in reliance thereon. 
 
While information, advice or comment is believed to be correct at the time of 
publication, no responsibility can be accepted by Business Insights Ltd for its 
completeness or accuracy. 

 



  

 

iii

Table of Contents 

The Future of Snacks 

Executive Summary 10 

Market development 10 
The snacks market 11 
Overview of NPD in snacks 12 
Healthy snacking 13 
Premiumization 14 
Conclusion 15 

Chapter 1 Market development 18 

Summary 18 
Introduction 19 
Key industry issues affecting the future of snacking 19 
Concern over obesity issues 21 
More control over labeling 23 
Ban on advertising to children 25 
Junk food in schools 26 
Key demographic changes affecting the future of snacking 27 
A predominantly young consumer 27 
Decline of key age groups 28 
Young adults to provide most growth 29 
More and smaller households 30 
Impact of changing consumer behavior 31 
Increasingly mobile consumers drive snacking growth 32 
Increase in daily snacking occasions 35 
Mid-afternoon snacking will drive growth 36 
Conclusion 39 



 

 

iv

Chapter 2 The snacks market 42 

Summary 42 
Introduction 43 
Key product categories 43 
Traditional snacks 44 
New snacks 44 
Global savory snacks market 45 
Category overview 45 
Regional overview 46 
Competitive landscape 49 
Market concentration – PepsiCo’s global dominance 49 
Global player strategies 50 
Small player strategies 52 
Key changes in NPD leadership 53 
NPD activity in key countries 55 
US 55 
Europe 57 
Japan 58 
Conclusion 60 

Chapter 3 Overview of NPD in snacks 62 

Summary 62 
Introduction 63 
The evolution of NPD by snacks category 63 
Current trends 63 
Future growth trends 66 
Regional evolution of NPD by snack category 69 
The evolution of NPD by product tag 71 
Steady decrease in single serving 72 
“Natural” claim consolidated through multi-tagging 73 
Shift from “low fat” to “no trans fat” 73 
The future of functional tags 74 
Premium claims gain momentum 74 
The kids’ tag decreases 75 
Flavor trends 76 
The evolution of innovation in snacks NPD 78 
Innovation drivers 78 
Innovation in formulation 78 

Healthy ingredients 79 
Exotic flavor combination 80 

Innovation in packaging 81 



  

 

v

Chapter 4 Healthy Snacking 84 

Summary 84 
Introduction 85 
Key future health trends in snacks NPD 85 
Functional snacks 87 
Snacks with clinically proven health benefits 88 
Targeting specific consumer groups 89 
Low fat/calorie and weight control 90 
Low calorie/fat 90 
Weight management 91 
Natural/organic snacks 92 

Chapter 5 Premiumization 96 

Summary 96 
Introduction 96 
Key future premium trends in snacks NPD 97 
Super-premium snacks 99 
Regional and authentic snacks 100 
Ethnic recipes 101 
Exotic flavors 102 
Healthy indulgence 103 

Chapter 6 Conclusion 106 

Summary 106 
Introduction 106 
Overview of key innovation trends 107 
Health 108 
Functional and nutraceutical snacks 108 
Consumer group targeting 109 
Weight control 110 
Premium 111 
Convergence of health and indulgence 111 
Exotic flavors with proven health benefits 111 
Super-premium indulgent snacks 112 
Index 113 



 

 

vi

List of Figures 
Figure 1.1: Threat to future snacks 20 
Figure 1.2: EU25 demographic growth rates per age group, 2005-10 28 
Figure 1.3: Growth potential for snack manufacturers, by consumer group, 2006-11 30 
Figure 1.4: Land O’ Lakes Reduced Fat Snack ‘N Cheese To-Go! 32 
Figure 1.5: Drivers of snacking 33 
Figure 1.6: Supplement Doctors Xtra Health snack bar and PowerBar’s Nut Naturals 34 
Figure 1.7: Forecast growth in average daily eating and snacking occasions for the US and key 

Western European markets, 2004-08 35 
Figure 1.8: Snacks with meal “attributes” 36 
Figure 1.9: Growth potential of snacking occasions over the next 5 years 37 
Figure 1.10: Innocent drinks’ kids smoothies range, 2005 38 
Figure 2.11: Tyrrells Potato Chips in Europe 48 
Figure 2.12: Top 5 branded players market share, per region, 2005 49 
Figure 2.13: Cheddar Beer Kettle Chips 53 
Figure 2.14: Types of companies that have the most influence on snacks innovation, now and in the 

next 5 years 54 
Figure 2.15: PepsiCo’s healthy and indulgent products 56 
Figure 2.16: Abbott Laboratories, Ensure Healthy Mom Snack Bars, 2005 56 
Figure 2.17: Lay's Sensations Premium Potato Chips 57 
Figure 2.18: Tohato’s combination twin taste potato snacks, 2005 59 
Figure 3.19: Share of snack product launches, by segment, 2002-06 64 
Figure 3.20: Danone’s Opavia range 65 
Figure 3.21: Examples of Lacasa’s NPD in Spain, 2005 66 
Figure 3.22: Growth in market value of categories over the next 5 years 67 
Figure 3.23: Del Monte’s Fruitini Squeezie and Omega Cranberry Pieces 68 
Figure 3.24: Kraft Foods’ Dairybites Cheese Snack 69 
Figure 3.25: Percentage of snack products launched in each region, by type, 2002-2006 70 
Figure 3.26: GMB Enterprises’ Guiltless Gourmet Baked Potato Crisps 75 
Figure 3.27:  Masterfoods’ CocoaVia healthy chocolate snack bar 77 
Figure 3.28: Soy-based snacks Bigooz and SOcrispy 79 
Figure 3.29: Tohato’s Caramel Corn Powdered Green Tea Milk snacks, 2005 80 
Figure 3.30: Florida’s Natural Au’some Fruit Juice Nuggets Fruit Snacks and Mini Sausage Ring 81 
Figure 4.31: Importance of health trends in snacks NPD over the next 5 years 86 
Figure 4.32: Organic Food Bar’s multi-trend snack bar 87 
Figure 4.33: Corazonas’ LDL cholesterol reducing tortilla chips 89 
Figure 4.34: Nutrition for pregnant women by Eating For Two Inc. 90 
Figure 4.35: Kettle’s lentils-based low fat Crispy Bakes snacks 90 
Figure 4.36: Hoodia-based appetite suppressing chocolate snack 92 
Figure 4.37: Living Fuel’s CocoChia Organic energy boosting nutritious snack 93 
Figure 5.38: Importance of premium trends in snacks NPD over the next 5 years 98 
Figure 5.39: Alpasnack’s healthy and indulgent snack bar 99 
Figure 5.40: Co-branded super-premium cheese straws snack 100 
Figure 5.41: Island Princess’s Wasabi Hawaiian Macadamia nuts 101 
Figure 5.42: Tohato’s “Bollywood” Garam Masala snack 102 
Figure 5.43: Renk’s E Protein Bar and Xchange Inports’ Kayapo Snack bar 103 
Figure 5.44: LesserEvil’s range of healthy and indulgent popcorn 104 
 



  

 

vii

List of Tables 
Table 1.1: Prevalence of obesity in the six major markets by age (000s), 2005 22 
Table 1.2: Overall savory snacks expenditure, by age, by region, %, 2006 28 
Table 1.3: Family structures across Europe and the US, (m), 2000-2005 31 
Table 2.4:  Savory snacks global* market value forecasts, (US$m), 2006-09 46 
Table 2.5: Savory snacks market value, per country, forecasts, (US$m), 2006-2009 47 
Table 3.6: Top 25 product tags on snacks launched, 2003-2006 72 
Table 3.7: Top 25 flavors in snacks launched, 2003-2006 76 
Table 3.8: Innovation in snacks, by type, 2002-06 78 


