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"After a slight decline in 2014, sales of frozen snacks
rebounded in 2015 and are forecast to continue that

growth through 2020. Emerging restaurant brands, as well
as brands from other snack categories and, indeed, fresher

foods, begin to leverage their attributes in frozen cases."
- William Roberts, Jr, Senior Food & Drink Analyst

This report looks at the following areas:

• Moderate growth for frozen snacks
• Health factors weigh heavily on frozen snacks
• Higher-income households wanting more organic options
• Frozen snacks possibly suffering a lack of identity among consumers

This Report builds on the analysis presented in Mintel’s Frozen Snacks – US, April 2015, as well as the
2013, 2012, 2007, 2008, and 2010 reports bearing the same name. The Report also builds on analysis
presented in Mintel’s Frozen Handheld – US, June 2012.
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Figure 42: Frozen snack attributes, by generation, January 2016
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Brand resonating with more than a third of all races, except for Asians/Pacific Islanders
Figure 47: Frozen snack purchase factors, by race, January 2016
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Figure 60: Frozen snack opinions – Any agree, by purchases, January 2016

Hispanics express notable interest in frozen snacks with more international flavors
Figure 61: Frozen snack opinions – Any agree, by Hispanic origin, January 2016

Health issues top consumer concerns about frozen snacks
Figure 62: Frozen snack purchase deterrents, January 2016

Calorie, salt, fat content weigh heavily on older generations
Figure 63: Frozen snack purchase deterrents, by generation, January 2016

Asian, Other consumers more likely to prefer fresh foods to frozen snacks
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Higher-income households worry about calories and fat, but also want more organic options
Figure 65: Frozen snack purchase deterrents, by household income, January 2016
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Figure 66: Frozen snack purchase deterrents, by presence of children in household, January 2016

Consumers eating frozen snacks at breakfast notably likely to indicate a preference for fresh foods
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For both appetizer and handheld purchasers, calorie, fat, and salt issues top the list of deterrents
Figure 68: Deterrents, by purchases, January 2016

Almost a quarter of Hispanics would like more organic options, and also prefer homemade snacks to frozen options
Figure 69: Frozen snack purchase deterrents, by Hispanic origin, January 2016

Figure 70: Target groups, January 2016

Group one: Super Snackers
Figure 71: Opinions – Any agree, by Super Snackers

Group two: Convenient Snackers
Figure 72: Opinions – Any agree, by Convenient Snackers, January 2016

Group three: Apathetic Snackers
Figure 73: Opinions – Any agree, by Apathetic Snackers

Group four: Healthy Snackers
Figure 74: Opinions – Any agree, by Healthy Snackers

Group five: Simple Snackers
Figure 75: Opinions – Any agree, by Simple Snackers
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Abbreviations
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Figure 77: Total US retail sales and forecast of frozen snacks, by segment, at current prices, 2010-20
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Figure 82: US supermarket sales of frozen snacks, at current prices, 2010-15
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Figure 85: MULO sales of frozen appetizers/pretzels, by leading companies and brands, rolling 52-weeks 2014 and 2015
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