




This survey was conducted online by The Harris Poll 
ƻƴ ōŜƘŀƭŦ ƻŦ aƻƴŘŜƭŢȊ LƴǘŜǊƴŀǘƛƻƴŀƭ ŦǊƻƳ {ŜǇǘŜƳōŜǊ 
16 - 27, 2019, among 6,068 global adults ages 18 and 
older. The research spanned 12 markets, including: 
The United States (n=504), Canada (n=506), Mexico 
(n=505), Brazil (n=515), France (n=501), Germany 

(n=503), The United Kingdom (n=501), Russia 
(n=515), China (n=503), India (n=508), Indonesia 
(n=504), and Australia (n=504). Other key groups 
analyzed include: Centennials ages 18-22 (n=602), 
Millennials ages 23-38 (n=2404), Gen Xers ages 39-
54 (n=1702), Boomers ages 55-73 (n=1236), and the 

Silent Generation ages 75+ (n=124). 



!ǎ ǘƘŜ Ǝƭƻōŀƭ ƭŜŀŘŜǊ ƛƴ ǎƴŀŎƪƛƴƎΣ ǿŜΩǾŜ ŀƭǿŀȅǎ 

obsessed over the role snacking plays in our 

ŎƻƴǎǳƳŜǊǎΩ ƭƛǾŜǎΣ ƴƻǘ ƻƴƭȅ ŦǳŜƭƛƴƎ ƻǳǊ ōƻŘƛŜǎΣ 

but how they shape our daily rituals, habits, 

and even sense of culture and identity. A year 

ago, we took this a step further by launching a 

new business growth strategy and announcing 

ƻǳǊ ǇǳǊǇƻǎŜ ŀǘ aƻƴŘŜƭŢȊ LƴǘŜǊƴŀǘƛƻƴŀƭ -

empower people to snack right by offering 

the right snack, for the right moment, made 

the right way. 

My team and I are constantly learning about 

ƻǳǊ ŎƻƴǎǳƳŜǊǎΩ ŜǾƻƭǾƛƴƎ ōŜƘŀǾƛƻǊǎΣ ŜƳŜǊƎƛƴƎ 

trends, and range of needs to uncover insights 

to shape how we serve up snacking made 

ǊƛƎƘǘΦ ²ŜΩǾŜ ŎƻƳōƛƴŜŘ ƻǳǊ Ǿŀǎǘ Ǝƭƻōŀƭ ǘǊŜƴŘǎ 

and consumer behavior expertise and 

partnered with an independent consumer 

polling specialist to study the evolving role 

snacking plays in the lives of our consumers 

around the world. From millennials in 

Indonesia, to grandparents in Germany, we 

gained insight to the daily snacking habits of 

thousands of people across our markets and 

confirmed what we have always known to be 

true: as the complexity of our daily lives 

deepens, snacking is outpacing mealtime ς

but what, how, and why we snack is about so 

much more than what we eat as our 

relationship with food fundamentally changes.

As the snacking market continues to grow 

globally, the majority of adults, 6 in 10 of us, 

now prefer to eat small bites throughout the 

day as opposed to larger meals. For 

millennials, that number increases to 7 in 10. 

In fact, snacking has become so integral to 

Ƙƻǿ ǿŜ ŜŀǘΣ ǘƘŀǘ см҈ ƻŦ ǳǎ ǎŀȅ ǿŜ ŎŀƴΩǘ 

imagine our life without daily snacking 

moments. A third of us (30%) are so dedicated 

ǘƻ ƻǳǊ ŦŀǾƻǊƛǘŜ ǎƴŀŎƪ ǘƘŀǘ ǿŜΩŘ ǊŀǘƘŜǊ ƎƛǾŜ ǳǇ 

social media for a month than miss out on 

enjoying a daily treat. 

At aƻƴŘŜƭŢȊInternational, we have long 

known that wellbeing plays an important role 

ƛƴ ǿƘȅ ǿŜ ǎƴŀŎƪΣ ŀƴŘ ǿŜΩǊŜ ŎƻƳƳƛǘǘŜŘ ǘƻ 

helping people around the world be more 

mindful in the way they enjoy our products 

across the spectrum from wholesome to 

indulgent. And increasingly, consumers are 

thinking about how smaller bites are integral 

to their emotional wellbeing, as well as their 

physical health. In Asia, 77% of us believe 

snacking is as important to our mental health 

as our physical state, compared to 7 in 10 of 

us in the rest of the world. Among millennials, 

8 in 10 use their snacking moments as an 

opportunity to slow down and find moments 

of quieter, mindful reflection. And as our 

sense of wellbeing evolves, 77% of us agree 

there is a time and a place for healthy and 

indulgent snacks alike. This is why I am 

confident our growing portfolio of global 

brands and local jewels will continue to be the 

right snack, for the right moment, made the 

right way for generations to come. 

As you read through this inauguralState of 

{ƴŀŎƪƛƴƎϰΥ 2019 Global Consumer Snacking 

Trends Study, youǿƛƭƭ ǎŜŜ ǘƘŀǘ ǘƘŜ ǘƻǇƛŎǎ LΩǾŜ 

touched on barely scratch the surface of what 

snacking means in our lives. You will read that 

for some of us, enjoying a small bite is a way 

to connect ourselves to home, while for 

others, it opens bite-sized doors to cultures 

worlds away. But whatever you take from the 

findings, I hope you will agree that snacking 

trends around the world are as diverse as the 

consumers who enjoy them. 

I look forward to hearing your thoughts and 

comments. 



The average adult now eats more snacks than meals on a given day, with younger consumers and 
those in developing markets particularly leaning into snacks as a meal replacement. The majority of 
Ǝƭƻōŀƭ ŀŘǳƭǘǎ ǎŀȅ ǘƘŜȅ άǇǊŜŦŜǊ ǘƻ Ŝŀǘ Ƴŀƴȅ ǎƳŀƭƭ ƳŜŀƭǎ ǘƘǊƻǳƎƘƻǳǘ ǘƘŜ ŘŀȅΣ ŀǎ ƻǇǇƻǎŜŘ ǘƻ ŀ ŦŜǿ 
ƭŀǊƎŜ ƻƴŜǎέ όрф҈ύΣ ƛƴŎƭǳŘƛƴƎ тн҈ ƻŦ ǘƘƻǎŜ ƛƴ ŘŜǾŜƭƻǇƛƴƎ ƳŀǊƪŜǘǎ ŀƴŘ тл҈ ƻŦ ƳƛƭƭŜƴƴƛŀƭǎΦ

Snacking is a key way people around the world connect to their culture and share their sense of 
identity with their communities and families. Over 7 in 10 global adults say snacking is a way to 
remind themselves of home (71%), more than 8 in 10 parents use snack time as a small way to 
connect with their children (82%), and 3 in 4 want to pass cultural snacking rituals on to their 
children (76%). 

Two-ǘƘƛǊŘǎ ƻŦ Ǝƭƻōŀƭ ŀŘǳƭǘǎ ǎŜŜ ǎƴŀŎƪƛƴƎ ŀǎ ŀ ǿŀȅ ǘƻ ƘŜƭǇ άƛƳǇǊƻǾŜ ǘƘŜƛǊ ǉǳŀƭƛǘȅ ƻŦ ƭƛŦŜέ όсу҈ύΣ 
including 76% of those in developing countries. The majority also say snacks are just as important to 
their mental (71%) and emotional (70%) wellbeing as their physical wellbeing. The majority of 
Ǝƭƻōŀƭ ŀŘǳƭǘǎ ŀŎƪƴƻǿƭŜŘƎŜ ǘƘŜ ƴŜŜŘ ŦƻǊ ōŀƭŀƴŎŜΣ ǎŀȅƛƴƎ ǘƘŜȅ άŀǇǇǊŜŎƛŀǘŜ ƘŀǾƛƴƎ ǘƘŜ ƻǇǘƛƻƴ ƻŦ ōƻǘƘ 
ƘŜŀƭǘƘȅ ŀƴŘ ƛƴŘǳƭƎŜƴǘ ǎƴŀŎƪǎ ŘŜǇŜƴŘƛƴƎ ƻƴ ǘƘŜ ƳƻƳŜƴǘ ƻŦ ƴŜŜŘέ όул҈ύΦ Two-thirds often look at 
portion control when selecting snacks (65%), and 83% of people agree a balanced diet can include a 
little indulgence. 

As the snacking market continues to grow globally, people are turning to these personal points of daily satisfaction as a 
common ground for shared experiences, connections, and identity. This report explores the nature of daily snacking 
moments, mindsets, and rituals that fuel not only our bodies but also our individual and cultural identities and sense of 
wellbeing.

Key research findings include:


















