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"The salty snacks market continues to perform well,
especially as the popularity of snacking continues. The
meat snacks and popcorn segments continue to drive much
of this growth, fueled by strong product innovation, and
positive health perceptions. Health and indulgence remain
a key theme as product flavor is a key purchase driver, yet
consumers place importance on ingredient transparency."
- Amanda Topper, Senior Food Analyst

This report looks at the following areas:

= Salty snacks continue steady growth
< Salty snacks purchased mostly for personal consumption
= Snack flavor, packaging type, most influential on future purchases

This Report builds on the analysis presented in Mintel’s Salty Snacks — US, January 2015, Chips,
Popcorn, Nuts, and Dips — US, January 2014; Salty Snacks — US, January 2013; Chips, Pretzels, and
Corn Snacks — US, January 2012; Salty Snacks: Chips, Pretzels, Snack Nuts, and Seeds — US, March
2011; as well as Salty Snacks — US, August 2009 and the August 2008 Report of the same title.

This Report also builds on the analysis presented in Mintel’s Snacking Motivations and Attitudes — US,

April 2015, and The Snacking Occasion — US, February 2014.

This Report covers the following segments:

Popcorn
Pretzels

Corn snacks
Meat snacks
Cheese snacks.

This Report differs from the previous report of the same title (Salty Snacks — US, January 2015)
because of differences in segment coverage.

This Report is part of Mintel’s series on snacking. For other reports related to snacking see Chips and
Dips — US, February 2016, Nuts and Seeds — US, June 2016, and Healthy Snacks — US, September
2016.

Value figures throughout this Report are at rsp (retail selling prices) excluding sales tax
unless otherwise stated.
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Figure 41: Top 10 product claims, 2011-16*
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Partially popped popcorn

Indulgent popcorn

The Consumer — What You Need to Know

Salty snacks mostly purchased for self
Supermarkets are the preferred retail channel
Consumers mostly snack at home

Snack flavor, packaging influence future purchases
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Purchase for self is most common
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Hispanics more likely to purchase salty snacks
Figure 46: Salty snacks purchase, by race and Hispanic origin, January 2016

Purchase Location

Supermarkets commonly shopped
Figure 47: Purchase location, January 2016

Men diversify their purchases across retail channels
Figure 48: Purchase location, by gender, January 2016
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Millennials shop frequently, prefer online and specialty retailers
Figure 49: Purchase location, by generation, January 2016

Hispanics prefer mass merchandisers
Figure 50: Purchase location, by generation, January 2016

Salty Snacks Characteristics

Meat snacks prized for protein content
Figure 51: Salty snacks characteristics, January 2016
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Flavors and packaging most influential on purchase
Figure 54: Factors influencing purchase, January 2016

Flavor a large driver for Millennials
Figure 55: Factors influencing purchase, by gender, January 2016

Hispanics prefer convenient packaging, hybrid products
Figure 56: Factors influencing purchase, by race and Hispanic origin, January 2016

Hybrid products a key driver for increased salty snack purchases
Figure 57: Key drivers of purchasing more compared to last year, January 2016
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Home consumption trumps on-the-go
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Parents more likely to snack away from home
Figure 59: Salty snacks behaviors, by parental status, January 2016

Millennials eating and buying more snacks, and eat on-the-go
Figure 60: Salty snacks behaviors, by Millennials and non-Millennials, January 2016

Hispanics buying and eating more salty snacks this year
Figure 61: Salty snacks behaviors, by race and Hispanic origin, January 2016

Attitudes toward Salty Snacks

Snack ingredients, health claims important to consumers
Figure 62: Attitudes toward salty snacks — Any agree, January 2016

Stress, guilt a driver for women, boredom a driver for men
Figure 63: Select attitudes toward salty snacks, by gender, January 2016

Millennials snack because they believe it’s healthier
Figure 64: Select attitudes toward salty snacks, by generation, January 2016

Parents more likely to indulge with snacks
Figure 65: Select attitudes toward salty snacks, by parental status, January 2016

Hispanics more ingredient conscious
Figure 66: Select attitudes toward salty snacks, by race and Hispanic origin, January 2016
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Consumer Segmentation

Figure 67: Salty snacks clusters

Group one: Convenient Snackers
Group two: Healthy Snackers
Group three: Apathetic Snackers
Group four: Super Snackers

Group five: Simple Snackers

Appendix — Data Sources and Abbreviations
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Abbreviations

Appendix — Key Driver Analysis

Methodology

Interpretation of results
Figure 68: Key drivers of purchasing more compared to last year — Key driver output, January 2016

Appendix — Consumer Segmentation

Cluster methodology

Appendix — Market

Market breakdown
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Natural channels

Figure 81: Natural supermarket sales of salty snacks, by organic ingredients, at current prices, rolling 52- weeks ending Dec. 1, 2013
and Nov. 29, 2015
Figure 82: Natural supermarket sales of salty snacks, by organic ingredients, at current prices, rolling 52- weeks ending Dec. 1, 2013
and Nov. 29, 2015
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Figure 83: Organic share of natural supermarket sales of salty snacks, by segment, at current prices, rolling 52-weeks ending Dec. 1,
2013 and Nov. 29, 2015

Figure 84: Natural supermarket sales of salty snacks, by gluten-free labeling/certification, at current prices, rolling 52-weeks ending
Dec. 1, 2013 and Nov. 29, 2015

Figure 85: Natural supermarket sales of salty snacks, by GMO ingredients, at current prices, rolling 52- weeks ending Dec. 1, 2013 and
Nov. 29, 2015

Figure 86: Non-GMO share of natural supermarket sales of salty snacks, by segment, at current prices, rolling 52-weeks ending Dec. 1,
2013 and Nov. 29, 2015

Figure 87: Natural supermarket sales of salty snacks, by “natural” labeling or perception, at current prices, rolling 52-weeks ending
Dec. 1, 2013 and Nov. 29, 2015

Figure 88: “Natural” labeled/perceived share of natural supermarket sales of salty snacks, by segment, at current prices, rolling
52-weeks ending Dec. 1, 2013 and Nov. 29, 2015

Appendix—Key Players

Figure 89: MULO sales of salty snacks, by leading companies, rolling 52 weeks 2014 and 2015

Figure 90: MULO sales of cheese snacks, by leading companies and brands, rolling 52 weeks 2014 and 2015
Figure 91: MULO sales of popcorn, by leading companies and brands, rolling 52 weeks 2014 and 2015
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Figure 94: MULO sales of corn snacks, by leading companies and brands, rolling 52 weeks 2014 and 2015
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