
Snackification: 
The Future of Occasions 
in a Post-Pandemic Normal
Anne Scott Livingston, research analyst 

Sweets and Snacks Expo 2022



Euromonitor International network and coverage

ABOUT EUROMONITOR INTERNATIONAL 3

© Euromonitor International



Contents

© Euromonitor International

Context

Provide convenience and indulgence

Develop healthy snacks

Embrace digitalization

Conclusion

4



Context

© Euromonitor International



What is “Snackification”?
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�ƒ Urbanization and consumer lifestyles with 
new time pressures are driving consumers 
to seek more pre-prepared food solutions.

�ƒ Snacks, which are portable and ready-to-
eat, are a primary beneficiary of these new 
eating habits.

�ƒ Snackificationis the trend in which snacks 
capture share from traditional meals.
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What happened during the 
pandemic?
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�ƒ A lack of consumer mobility under COVID-19 
completely reshaped historic snackification
trends.

�ƒ Once an “anytime, anywhere” convenience, 
snacking moved to become an “always at 
home” occasion, reducing or even removing 
impulse and immediate consumption.
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Snackificationevolves, influenced by current trends

CONTEXT

Value Health Mobility
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Health has become a top priority for consumers as 
a result of the global pandemic

CONTEXT
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Working, entertaining and shopping, consumers 
are spending much more time at home 

CONTEXT 11
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Provide convenience and 
indulgence
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Consumers are looking for new varieties and value-
for-money products

PROVIDE CONVENIENCE AND INDULGENCE

Image source: cliosnacks.com
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For signature brands, creating new formats allows 
players to tap into new snacking occasions

PROVIDE CONVENIENCE AND INDULGENCE
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PROVIDE CONVENIENCE AND INDULGENCE

Snacks players innovate with new varieties of well-
known products

Image source: www.thegrocer.co.uk

Image source: Zenko Superfoods
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In search of new flavors and sensory experience, 
spicy gains popularity

PROVIDE CONVENIENCE AND INDULGENCE

Image source: Doritos Image source: Cheetos
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Growing demand for affordability boosts 
discounters and private labels

PROVIDE CONVENIENCE AND INDULGENCE

Image source: Grenade

Image source: groceries.aldi.co.uk
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Smaller pack sizes offer premium products while 
keeping price per unit within market range

PROVIDE CONVENIENCE AND INDULGENCE

Image source: greenandblacks.co.ukImage source: Ferrero Rocher
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Develop healthy snacks
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Leading snack players are 
expanding into the health and 
wellness space
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With weight management as a concern, lifestyle 
diets such as keto, paleo or low-carb thrive
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DEVELOP HEALTHY SNACKS

© Euromonitor International Image source: halotopcreamery
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Limiting intake of refined sugar is one of the most 
widespread dietary preferences/restrictions 

DEVELOP HEALTHY SNACKS
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Image source: Lilys.com
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Plant-based ice cream is the category with 
the highest growth in the last five years 
within the snacks industry*
*CAGR 2017-2022 of plant-based ice cream: 21% in Retail RSP US$ (curr, fixed-exg-YrCur)
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Black labels in LatamPepsiCo in UKGovernment 
regulations speed 

up the 
development of 
healthy snacks

© Euromonitor International

Source: https://www.walkers.co.uk/

32

© Euromonitor International



Embrace digitalization
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Remote working, digital 
strategies, e-commerce and 
omni-channel distribution: 
priorities for businesses
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While consumers who make 
impulse purchases have been 
declining, those who buy 
groceries online keep on 
growing
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Delivery in minutes can help to 
recreate impulse purchases
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As of December 2021, 
GoPuffoperates almost 
600 dark stores across the 
US and the UK, providing 
delivery of 4,000 different 
products to over 1,000 
cities

© Euromonitor International Photo credit: GoPuff
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Note:Middle East and Africa, Latin America and Eastern Europe are excluded from the chart as the average penetration of e-commerce snacks distribution is low (less than 3% per 
snack category).

Penetration of E-Commerce in Snacks in Selected Regions, 2021
E-commerce % of total category sales

Dark stores may help frozen and refrigerated 
snacks to grow in e-commerce

EMBRACE DIGITALIZATION 38

© Euromonitor International



Livestreaming and social commerce help recreate 
impulse purchases

EMBRACE DIGITALIZATION

Image source: https://www.facebook.com/brutshop/

Source: Euromonitor International Voice of the Consumer: Digital Survey (March 2021 and 2022)
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Consumers are increasingly entertaining at home, 
which is an opportunity for snacks

EMBRACE DIGITALIZATION
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Image source: https://www.kitkatwinps5.com/

Image source: Respawn

41



© Euromonitor International

Image source: https://www.benjerry.comImage source: https://lvp.global/
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Opportunities and challenges for innovation

OPPORTUNITIES AND CHALLENGES FOR INNOVATION
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Context
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Thank you
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Anne Scott Livingston, research analyst
annescott.livingston@euromonitor.com
www.linkedin.com/in/anne-scott-livingston-5ba836128/

To download this presentation, visit 
https://bit.ly/SSE2022-EMI
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