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THE RISE OF GLOBAL SNACKING
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SNACKING AS CULTURAL CONNECTOR ;L

PERMISSIBLE INDULGENCE
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obsessed over the role snacking plays in our
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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
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empower people to snack right by offering
the right snack, for the right moment, made
the right way.

My team and | are constantly learning about
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moments. A third of us (30%) are so dedicated
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globally, the majority of adults, 6 in 10 of us,

day as opposed to larger meals. For
millennials, that number increases to 7 in 10.
In fact, snacking has become so integral to
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social media for a month than miss out on
enjoying a daily treat.
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trends, and range of needs to uncover insights
to shape how we serve up snacking made
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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 mealtigme

but what, how, and why we snack is about so
much more than what we eat as our
relationship with food fundamentally changes.

known that wellbeing plays an important role
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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
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confident our growing portfolio of global
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right snack, for the right moment, made the
right way for generations to come.
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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 bitesized doors to cultures
worlds away. But whatever you take from the
_findings, | hope you wijll agree that snacking
r%) ?ﬁ/g v@oHdua% Bs dH/e?rse as the

consumers who enjoy them.

| look forward to hearing your thoughts and
comments.
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EXECUTIVE SUMMARY
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THE GLOBAL CITIZENS
OF SNACKING
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GLOBAL STUDY COMBINING MONDELEZ

INTERNATIONAL'S GLOBAL SNACKING INSIGHTS
WITH NEW CONSUMER RESEARCH FROM THE
HARRIS POLL REVEALS THE RISE OF THE $1.2
TRILLION SNACKING OPPORTUNITY AND
EXAMINES THE EVOLVING ROLE SNACKING PLAYS
IN THE FUTURE OF FOOD: FROM CONNECTING
ACROSS CULTURES, DEFINING IDENTITY TO
DELIVERING ON TRENDS LIKE FUNCTIONAL AND
EMOTIONAL HEALTH AND WELLBEING.

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:

SNACKING IS ECLIPSING MEALS GLOBALLY AS APPETITE FOR SMALLER BITES GROWS

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
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SNACKING OFFERS BITE-SIZED RITUALS CONNECTING US TO CULTURE & COMMUNITY

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%).

SNACKS NOURISH BODY, MIND, & SOUL WITH INDULGENCE REMAINING A PRIORITY
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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 welldédiegnajority of
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portion control when selecting snacks (65%), and 83% of people agree a balanced diet can include a
little indulgence.
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KEY RESEARCH FINDINGS, PART 1

THE GLOBAL RISE
OF SNACKING

PRIORITIZING CONVENIENCE, PEOPLE
AROUND THE WORLD ARE OPTING FOR
SNACKS OVER MEALS

























