CONSUMER SNACKING TRENDS
- CHINA - 2024

Snacks are becoming an indispensable source of joy in everyday life,
with innovations around better-for-you upgrades and emotional comfort

Daisy Li, Associate
Director, China Insights

foods poised to fuel continued growth.
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Report Content

EXECUTIVE SUMMARY

Key issues covered in this Report
+ Definition

*  What you need to know

The market
+ Snacks become a trillion-RMB market, with BFY and mood enhancement poised to drive future growth

+  Market factors

Companies and brands
« Marketing activities
«  New product trends — emphasis on both 'plus' and 'minus' claims
- Graph 1: proportion of new snack launches featuring 'minus' health claims, 2019-23

- Graph 2: proportion of new snack launches featuring 'plus' health claims, 2019-23

The consumer

+ Daily consumption of the most commonly eaten snacks varies across demographics
- Graph 3: consumption frequency, 2023

+ Relaxing and socialising at home remain the top snacking occasions, with a clear separation of snacks and meals
- Graph 4: selected consumption occasions, 2023

+  Meet consumers' taste and texture needs at different times of day
- Graph 5: snacking needs by occasion (taste) — time of day, 2023

+ Snack purchasing is still mainly done offline, and multigenerational households have a clear preference for browsing
- Graph 6: purchase channels, 2023

+ Flavour innovation is the core driver for trying new snacks
- Graph 7: triggers for trial, 2023

+  Demand for zero additives forms the basis for health considerations in snacks
- Graph 8: BFY snacking concepts, 2023

+ Attitudes towards snacking: essential for a happy life

- Graph 9: selected snacking habits and attitudes, 2023
Issues and insights

What we think
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THE MARKET

Market size and forecast
+  Snacks become a trillion-RMB market, but growth continues to slow

« Growth opportunities and challenges exist side-by-side

Market factors

+ The rise of the discount format disrupts offline channels

+ Favourable policies propel discount snack shops into 15-minute community life circles

+ Live streaming/short video platforms become new engines for rapid growth

+ The growing trend for price reductions ushers in an era of aggressive pricing strategies

+ Post-pandemic, the younger generation's health concerns grow, and snack brands compete in the BFY space

Market segmentation
+ Nuts and seeds maintain their lead in market share, while smaller categories see significant growth

+ A steady stream of new products and innovations brings growth momentum to segments

COMPANIES AND BRANDS

Marketing activities
+ Travel docuseries showcasing products with regional flavours: leverage localisation strategies to evoke taste memories
+ Hands-on gift boxes for pet owners: enhance consumer enjoyment and tap into free WOM promotion

+ Glico gets sporty by sponsoring outdoor charity events

New product trends
+ 'Plus' approach to BFY upgrades: fortified claims have seen sustained growth over the past few years
- Graph 10: proportion of new snack launches featuring health claims, 2019-23
« High protein claims continue to rise and high fibre claims bounce back
- Graph 11: proportion of new snack launches featuring high/added fibre claims, by sub-category, 2019-23
- Graph 12: proportion of new snack launches featuring high/added protein claims, by sub-category, 2019-23
+ Examples of high-protein and high-fibre products
+ 'Minus' approach to BFY upgrades: the low-fat trend is picking up speed
- Graph 13: proportion of new snack launches featuring health claims, 2019-23

+ Examples of products with less fat and sugar

THE CONSUMER

Consumption frequency

+ Nuts, seeds and biscuits are the most frequently eaten snacks
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- Graph 14: consumption frequency, 2023

Different demographics vary in their daily consumption of the top snacks

- Graph 15: consumption frequency of snacks eaten most often — once a day or more, by category and age, 2023
High-income families tend to eat snacks with high nutritional value daily

- Graph 16: consumption frequency - once a day or more, by monthly household income, 2023

Consumption occasions

Snacking behaviours are strongly linked to relaxation and comfort

- Graph 17: selected consumption occasions, 2023

Relaxing and entertaining at home remain the most popular snacking occasions

- Graph 18: mentions and engagement of 'must-have for binge-watching', 2023

Seize the season

- Graph 19: value sales and year-on-year growth in the snack category on Taobao and Tmall, 2023
Clear separation of snacks and meals

- Graph 20: consumption occasions around mealtimes, 2023

For some, the relationship between snacks and meals is beginning to change

- Graph 21: consumption occasions — pairing with meals, by monthly household income, 2023

- Graph 22: consumption occasions - replacing meals, by living situation, 2023

Snacking needs on different occasions

Functionality: different needs for daytime and evening, and demand for functional benefits is stronger during work

- Graph 23: selected snacking needs by occasion - setting, 2023

- Graph 24: selected snacking needs by occasion - time of day, 2023

Taste and other senses: sweet in the morning, spicy in the afternoon, and salty, fragrant and crispy at any time of day
- Graph 25: snacking needs by occasion (taste) — time of day, 2023

- Graph 26: snacking needs by occasion (other sensory qualities) — time of day, 2023

Greater demand for sensory qualities during leisure time

- Graph 27: snacking needs by occasion (other sensory qualities) - setting, 2023

- Graph 28: snacking needs by occasion (taste) - situation, 2023

The four taste preference personas

Purchase channels

Snack purchasing is still mainly done offline

- Graph 29: purchase channels, 2023

Purchase channel tendencies differ by demographics

- Graph 30: purchase channels, by gender and age, 2023

Two types of households stand out as having different online and offline shopping behaviours

- Graph 31: purchase channels, by living situation, 2023
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Triggers for trial

+ Flavour innovation remains the primary driver of snack trial
- Graph 32: triggers for trial, 2023

+ Promotions, short videos and in-store guidance have growing potential to attract new customers
- Graph 33: percentage point change in triggers for trial, 2021-23

+ Sweet and spicy enthusiasts are influenced by new flavours

- Graph 34: triggers for trial, by taste preference profile, 2023

BFY snacking concepts

+ Demand for zero-added snacks: food safety is the underlying theme of health considerations
- Graph 35: BFY snacking concepts, 2023

«  Younger people prefer fortified snacks, while older generations favour low salt claims
- Graph 36: BFY snacking concepts - fortified with nutrients, by generation, 2023
- Graph 37: BFY snacking concepts - low salt, by generation, 2023

+  Women of different ages show varying preferences for minus claims

- Graph 38: BFY snacking concepts (selected claims), by gender and age, 2023

Snacking attitudes and habits

+ Attitudes towards snacking: essential for a happy life
- Graph 39: selected snacking habits and attitudes, 2023

« Purchasing habits: more consumers make planned purchases and stick to certain brands
- Graph 40: selected snacking habits and attitudes, 2023

« Attitudes towards healthiness: equal weight is given to nutrition and enjoyment

- Graph 41: selected snacking habits and attitudes, 2023

ISSUES AND INSIGHTS

BFY snacks: focus on segmented health needs

+ BFY snacks: new opportunities and potential for premiumisation in the Chinese market

«  Women and older people have higher requirements for healthy snacks
- Graph 42: BFY snacking concepts (selected claims), by gender and age, 2023

+  Women dominate the snack market: high-frequency consumption and demand for quality drive innovation
- Graph 43: attitudes towards snacks, by gender, 2021

« New opportunities for health benefits to open up room for premiumisation

+ Population ageing brings new opportunities in the snack market: older consumers drive growth
- Graph 44: snacks consumed more than once a week by consumers aged 50-65, 2023

+ Snack products addressing older people's health and consumption needs
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Emotional value: a new trend for snack innovation

+ Growing demand for emotional wellbeing opens up avenues for snack innovation
- Graph 45: changes in emotional wellbeing, by age, 2023

« Emotionally satisfying snacks: 'cures for unhappiness'

« Emotional needs presents new opportunities for innovation in sweet snacks
- Graph 46: emotional flavour association, 2022

+ Sweet snacks please the palate and provide comfort

+ Tap into the emotional wellness trend from multiple angles

Occasions and demographics: segments with rapid growth potential
« At-work, on-the-go and meal replacement occasions are niche but growing, and there is potential to target pet owners
« Cater to young professionals' need to express themselves without causing a stir in the office
- Graph 47: consumption occasions — at the office/school, by gender and age, 2023
« Offer portable snacks for young people to enjoy on the go
- Graph 48: consumption occasions — on the go, by gender and age, 2023
+ Occasions for solo diners: blur boundaries with 'mealified' snacks
+ Offer snacks to suit pet owners' everyday interactions
- Graph 49: consumption occasions - socialising with friends/family out of home, by living situation, 2023

- Graph 50: consumption occasions — on the go and before or after exercise, by living situation, 2023

APPENDIX - MARKET SIZE AND FORECAST, RESEARCH METHODOLOGY AND
ABBREVIATIONS

« Market size and forecast

+ Market size by sub-category
« Market share by segment

« Segment growth

+ Methodology

« Abbreviations
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Disclaimer

This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a Chinese licensed

market survey agent (see Research Methodology

Asia-Pacific for more information).

Terms and Conditions of use

Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com
email: store@mintel.com
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