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Consumers donôt snack 

on autopilot anymore
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Snacking is 

personal
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The stakes are 

higher today
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Itôs not me,

itôs you
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2020-2021
Pandemic

Restrictions, out of 

stocks, forced trial, 

channel shifting, and 

brand shifting

2022-2023
Inflation

Continued channel 

and brand shifting, 

increase of private 

label

2024-2025
Volatility

Tariffs, economic 

downturn, geopolitical 

tensions, benefit cuts

2026
Newest normal

Expectations have 

changed permanently  

ïNOT temporarily
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Source: NIQ, BASES Snacking Survey, n=3,213, 2025

Consumers snack to satisfy hunger

7

55%
snack because 

theyôre hungry
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Source: NIQ, BASES Snacking Survey, n=3,213, 2025

They also snack to feel something

8

Pleasure / joy

50%

Reward

40%

Indulgence

40%

Stress

30%
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Source: NIQ, BASES Snacking Survey, n=2,024, 2026 Vs. Year Ago

Todayôs reality has changed snacking

9

Impact Of Inflation On Snacking Behavior

Buying snacks less often

Reducing impulse snacks

Less premium / indulgent

Buying more private labels

46%

38%

33%

25%

Buying value size more often 17%

+1 Pt.

+2 Pts.

+3 Pts.

+1 Pt.

+1 Pt.

Vs. 2025
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Source: NIQ, BASES Snacking Survey, n=2,024, 2026

Healthier snacks check the box on affordable satiety

10

15%
are buying healthier, more 

filling snacks because they 

feel more cost effective
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Source: NIQ, RMS, Total US Full View + Conv., 52-Weeks Ending 3/28/2026

Snacking got more expensive

11

Unit Price Comparison

$3.72
$3.55

$4.13
$3.82

$3.64

$4.24

Total

snacks

Indulgent

snacks

Healthy

snacks

+16.5%

+2.7%
+2.5%

+2.7%

Year ago Current
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Source: NIQ, BASES Snacking Survey, n=3,213, 2025

Snacking is about balance

12

32%
snack to energize the body and mind

25%
snack for healthy nutrients
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Source: NIQ, BASES Snacking Survey, n=2,024, 2026

Snackers consider a lot when choosing

13

Important Factors When Choosing Snacks

Low sugar

Protein

Natural ingredients

No artificial

Not ultra-processed

Low calorie

Fiber

Non-GMO

Organic

No corn syrup

33%

31%

31%

27%

25%

22%

19%

18%

16%

15%
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87

129 128

120

Without

children

With 

children

Children

aged 0-12

Children

aged 13-17

Source: NIQ, BASES Snacking Survey, n=2,024, 2026

Emerging concerns like seed oils are coming into focus

14

Importance Of No Seed Oils In Snacks
Indexed To Total Respondents
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Important

60%

Neutral

25%

Not important

15%

Source: NIQ, BASES Snacking Survey, n=1,020, 2025

Snackers are choosing with health in mind

15

Importance Of Snacking In Long -Term Health Goals

51%
choose snacks with the 

intention of supporting 

health & wellness multiple 

times per week
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Source: NIQ, BASES Snacking Survey, n=1,020, 2025

Nutrition drives the decision

16

41%
say nutrition is the primary 

driver of snacks chosen for 

long-term health

(protein, fiber, vitamins, etc.)
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Source: NIQ, BASES Snacking Survey, n=1,020, 2025

Notes: *Nutrition includes high in protein, fiber, vitamins, minerals, etc.

Other motivations take a back seat

17

Snack Motivations When Considering Long -Term Health

Nutrition*

Taste

Convenience

Brand reputation

Packaging

Innovation

41%

24%

24%

15%

11%

7%
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Source: NIQ, BASES Snacking Survey, n=1,020, 2025

Protein is #1

18

Claims That Indicate Snack Long -Term Health Support

Protein

Fiber

Heart healthy

No added sugar

Gut health

Immune support

45%

39%

36%

32%

29%

27%
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Source: NIQ, BASES Quick Question Protein Survey, n=1,020, 2025

Consumer lust for protein is insatiable

19

60%
of consumers say they are 

making an intentional effort 

to consume more protein 

every day
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Source: NIQ, BASES Quick Question Protein Survey, n=1,020, 2025

Just adding protein doesnôt make it healthy

20

Perception Of High -Protein Ultra -Processed Foods

26%

22%

20%

19%

15%

Perception

Healthy / convenient

way to get protein

Provide good protein, 

worry about ultra-processed

Limit because processing

outweighs protein

Avoid them, prefer minimally

processed protein sources

Not sure
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Protein vodka 

is a real thing
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Source: NIQ, BASES Quick Question Protein Survey, n=1,020, 2025

Is the industry overdoing it?

22

34%
of consumers believe the 

industry is overhyping 

protein

(137 index, Gen Z)

(131 index, HHs with kids)

(131 index, Asian)
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Source: NIQ, BASES Quick Question Protein Survey, n=1,020, 2025

Can a product have too much protein?

23

37%
of consumers think some 

products have too much 

protein

(137 index, Gen Z)

(133 index, HHs with kids)
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Authenticity is 

the unlock
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Source: NIQ, BASES Snacking Survey, n=1,020, 2025

Does this mean indulgence and long -term health goals canôt coexist?

25

Role Of Indulgence In Longevity

33%

21%

18%

17%

10%

Balance healthy

with indulgence

Seek better-for-you

indulgence

Indulgence is a reward

in my health journey

Indulgence not associated

with longevity

Avoid indulgence entirely



4
col

4
col

2 / 4
col

3
col

3
col

© 2026 Nielsen Consumer LLC. All Rights Reserved.Confidential and proprietaryConfidential and proprietary © 2026 Nielsen Consumer LLC. All Rights Reserved.

Source: NIQ, RMS, Total US Full View + Conv., 52-Weeks Ending 3/28/2026

BetterFor TM indulgent is outpacing healthyHealthy is outpacing indulgent

26

Sales Performance Sales Performance

Total

snacks

Healthy

snacks

Indulgent

snacks

3.5%

0.9%

6.1%

3.5%

2.3%

-0.2%

Dollar % Chg. Unit % Chg.

Source: NIQ, RMS, Powered By Product Insights, Stated Claims, Total US Full View + Conv., 52-Weeks Eding 3/28/2026

Better for

indulgent snacks

10.4%

7.2%

Dollar % Chg. Unit % Chg.
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Confections

Fiber claims

Dips

Seed oil free

Meat snacks

Gluten free

Snack mix

Artificial free

Fruit snacks

Artificial color free

Cookies

Plant based

5.9%

60.0%

0.4%

43.6%

8.8%

33.0%

7.1%

23.7%

5.7%

20.9%

1.5%

19.0%

Source: NIQ, RMS, Powered By Product Insights, Stated Claims, Total US Full View + Conv.,

52-Weeks Ending 3/28/2026

BetterFor TM claims matter to shoppers

27

Dollar Sales % Change Based On Package Claims
Total category Category with claim
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Decision pressure 

has shoppers 

looking for 

help


