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Report Highlights
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Methodology
Quantitative
Online Snacking Survey
• n=2,009 U.S. adults (aged 18-74), primary household grocery
shoppers, fielded in October 2020
Hartman Group’s Eating Occasions Compass
•

Annual survey, conducted in 3 waves (spring, summer, fall), on
consumer eating occasions

•

2020 n=4,033 snack occasions; 2019 n=4,474 snack occasions

Qualitative
Mobile Qualitative:
•

n=16 U.S. adults, aged 19-64

•

5-day asynchronous task assignment via specialized mobile app

Follow-Up Interviews:
•

n=8 U.S. adults

•

1-hour video interviews to contextualize task uploads and dig deeper into key
topic areas.

Participants represent mix of demographics, U.S. regions, online purchasing habits,
working location.
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Long-term cultural shifts will continue to significantly shape how American consumers
snack for years to come
New time pressures and
the upending of daily
food rituals

Broadening demographic
diversity and accessibility
of cuisines and foods

Increasing attention to
food and beverage
solutions for supporting
wellness

Heightened awareness of
sustainability and social
issues within the food
system

• Disruption of eating patterns due
to busy schedules
• Decreased time for food
preparation
• Greater numbers of women in the
workforce
• Growing parity of household
gendered responsibilities
• Remote working and learning

• Increased exposure to—and
demand for—global flavors and
cuisines from consumers of all
types of backgrounds
• Heightened availability of food,
anytime and anywhere, and
corresponding growth in
expectations
• Improved integration of global
and local manufacturer supply
chains

• Elevated desires for foods and
beverages to support health
and deliver targeted
functionality
• The rise of organic, natural, and
free-from attributes across
categories
• Better affordability of healthand wellness-oriented products,
often via private label
competitors

• Mainstream alarm over
environmental degradation
• Demand for government and
corporate action on sustainability,
environmental justice, structural
racism and inequality
• Enduring importance of local
businesses, communities, and
products
• Linkage of these topics to food
quality
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The culture of snacking in the U.S. is constantly evolving

7%

47%

48%

of consumers
have leftovers
for a snack at
least weekly

of all food and
beverage
occasions are
snacking
occasions

61%
70%

of consumers
had a snack on
an average day
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of consumers pass
up meals
completely on an
average day and
instead opt to
snack all day

now use different
types of foods and
beverages for snacks
(e.g., homemade
snacks) than before
COVID-19
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Many use the term “snack” for non-meal occasions,
but this masks other, more idiosyncratic terms

Typically, mid-morning or afternoon I call
anything outside a meal a snack. In the evening I
may call it a bite—“grab a bite to eat” or a
“little something.”

Vocabulary around snacking occasions
Among those who snacked in the past 24 hours
Averaged across 5 snacking dayparts

Snack
Having coffee or coffee break
Having drink(s)
Bite to eat
Treat
Dessert
Mini-meal
Having tea
Tide-over
There are snacks that I have,
Meal replacement
which I consider “snacks of
Grazing
liberty” for the rare times
when I am by myself and not
Energy boost
working. I’ll go to a bakery
Appetizer
and get a pastry or
Nightcap
something.
Happy hour
—Emma, Female, Millennial
Nosh
Aperitif
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37%
22%
20%
19%

—Debra, Female, Gen X
I have a section of snacks for myself that I call
“toddler meals,” and those are things like
chicken nuggets—anything I would make for a
toddler to, like, subdue them.
—Abraham, Male, Millennial

19%
19%
15%
15%
12%
12%
11%
11%
11%
9%
9%
9%
7%

Usually when I think of snacks, I think of like
something salty or savory, like chips, popcorn,
crackers, jerky. Then sometimes you get
cravings—usually after dinner or for myself,
whether it be salty or sweet. And sometimes you
are at work and you are feeling kind of tired
physically or emotionally. Can you get a boost?
You get that to help pick you up for the rest of
the day, or just for an hour or so. And then
sometimes I get a sweet tooth—just something
your body asks for or requests of you to eat. And
usually you're OK after eating that.
—Adan, Male, Millennial
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Snack categories realized significant gains over the past year, and consumers feel they are
snacking more often than last year
Changes in past-6-month snacking
frequency vs. a year ago
Among total

Savory Snacks

+8.0%

YOY growth*

Sweet Snacks,
Bars, and Fruit
Snacks

+5.9%

4%

A lot more often

17%

13%
21%

Somewhat more often

say they now
snack more often

46%

About the same

YOY growth*

52%
Somewhat less often

Over-indexing (≥120):

18%

Snacking is constantly on my mind this year. I’ve definitely
been snacking a lot more and eating a bit more, especially
during COVID and quarantine, because I have more time to
do that.
—Olivia, Female, Gen Z
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35%

A lot less often

15%

9%
4%

2016

2020

Male
Female

Gen Z
Millennials
Gen X
Boomers

“vs. 5 years ago” “vs. 1 year ago”

*Source: Euromonitor, accessed in November 2020. Analysis by The Hartman Group
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Among the 35% who now snack more often, this upward trend reflects the need to
manage boredom and stress, as well as simple proximity to snacks and to other people
eating them

Reasons for increased snacking vs. a year ago
Among those who snack more vs a year ago

31%
30%
29%
28%
28%
27%
24%
23%
21%
18%
17%
16%
16%
15%
14%
13%
12%

It's been a way for me to manage boredom
I spend more time with my household now and I tend to snack when they snack *
I spend more time with my kids now and I tend to snack when they snack **
I've been feeling increased need to comfort myself
It's been a way for me to manage increased stress
I stock up on snacks more, so I always have something available

I find through COVID I have been snacking more, which is
most likely due to the pantry being just a walk away. When
I went into the office, I would allot myself certain snacks for
the day, as opposed to just kind of having a free-for-all.

I've been feeling increased need to treat myself
My daily schedule has changed in a way that requires me to snack more often
I have easier or more frequent access to snacks now
My healthy diet has flown out the window
I have discovered new, interesting snacks

—Deola, Female, Millennial

I have discovered more nutritious snacks
It's easier to buy snacks now
It's easier to fix up healthier snacks now
I am trying to eat healthier now, with smaller amounts eaten more frequently
I have discovered snacks that fit my specific diet or dietary restrictions
I have a harder time concentrating and need snacks to refocus
Other reason
Nothing specific
Over-indexing (≥120) :
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Gen Z

Millennials

Gen X

2%
5%
Boomers

Kids <18 in HH

No kids in HH
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Consumer participation in meal and snack occasions across the 8 dayparts

Percentage of Total Population Participating in Eating Occasions (2020)
Past 24 hours, Changes from 2019 shown based on trended audience

19%

Early
Morning
Snack
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63%

Breakfast

22%

MidMorning
Snack

67%
Lunch

38%

Afternoon
Snack

80%
Dinner

32%
AfterDinner
Snack

19%

Late-Night
Snack
-5pts
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Individual consumer approaches to snacks and meals reflect diverse daily schedules

Millennial

Abraham

Gen Z

Olivia

I’ll have coffee
before my first
meal.

Gen X

Debra
Kevin

Boomer

I have an early lunch
around 11—sandwich,
pasta, with maybe
some chips.

I’ll wake up at 8:30
and have some
coffee and yogurt.

5:00
am

6:00

7:00

8:00

Typically, I get up and have
breakfast—English muffin
with peanut butter almost
always.

I get up early—
usually have
tomato juice, a cup
of coffee, and eggs
or cereal for
breakfast.

Then another
cup of coffee
on my way to
work.

9:00

I usually eat my
first meal
around 12 to 1.

10:00

Mid-morning I
usually have a
protein shake.

At 8:30–9 I have
my break at work
and a snack—a
KIND bar or some
trail mix.

11:00

12:00
pm

1:00

I’ll have lunch
around noon.

And lunch is typically
leftovers from the
meal the night
before.

I have a
snack
around 2.

I get hungry again around 2
or 3, and that’s when I break
into my snack options. I
usually have around 3-4
options on hand.

2:00

And then usually a snack
before dinner as well,
around 6 or 7.

And eventually
lunch at 3 or
so.

3:00

4:00

And then a couple snacks—
fruit or maybe some candy,
depending on what is
around in the afternoon.

When I come home after
work, I have an afternoon
coffee and a snack—like
cheese sticks, an apple, or
celery sticks and dip.

5:30 to 7 is dinner, and
I’ll have the same thing
as lunch or similar things.

5:00

6:00

7:00

For dinner yesterday I
had a salad with a
couple glasses of wine
with friends.

And then my
wife and I
have dinner.

Dinner is
around 10.

I get hungry fairly
quickly after
dinner and have
a snack around
8:30-9.

8:00

9:00

And a lot of
times I’ll have a
sweeter snack
after dinner
around 11.

And then another
thing from my
snack arsenal
around 10 or 11.

10:00

11:00

12:00
am

After dinner I typically
have a snack—maybe a
bowl of ice cream with
my family.

After dinner, as soon as
Jeopardy goes off, I have a
snack while watching TV—
popcorn or ice cream usually.

I’m drinking water throughout the day.
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The dynamics of the COVID-19 pandemic have also significantly altered where snacks and
meals take place, particularly in the middle of the day
Location of Occasion by Daypart (2020)

Past 24 hours, Changes from 2019 shown based on trended audience

Early Morning
Snack
Home
Work
Restaurant
Other, away
from home

79%

Breakfast
88% +3pts

Mid-Morning
Snack

Lunch

Afternoon
Snack

Dinner
88% +6pts

After-Dinner
Snack
88%

Late-Night
Snack

73% +14pts

75% +18pts

84% +18pts

90%

14% -10pts

12% -8pts

6% -11pts

2%

6% +6pts

3%

9% -7pts

5%

9%

4%

7%

7% -9pts

4%

7% -6pts

2%

4%

4%

3%

6%

6%

6%

3%

3%

3%

At the beginning of March (2020) my company split everybody up into a day team and
a night team. To be put on 2nd shift at 60 years old, that was rough.
—Kevin, Male, Boomer
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With more people together at home due to COVID-19, fewer people are snacking alone
now, and midday occasions including lunch have seen by far the most change
Alone vs. Together Snacking by Daypart (2020)
Past 24 hours, Changes from 2019 shown based on trended audience

Early Morning
Snack
Alone

42%

Couple

29%

Family

23%

Friends

5%

-9pts

+8pts
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Breakfast

Mid-Morning
Snack

50%

46%

24%

19%

24%

25%

2%

10%

-13pts

+11pts

Lunch

Afternoon
Snack

43%

-7pts

52%

23%

+5pts

22%

27%

+6pts

7%

-4pts

Dinner

After-Dinner
Snack

Late-Night
Snack

29%

47%

55%

34%

29%

22%

22%

33%

18%

17%

4%

4%

6%

5%

+7pts
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The four snacking drivers capture how snacking motivations and needs shift according to
the occasion, context, and individual
NOURISHMENT

Snacking that meets needs for daily
sustenance, long-term wellness, and
health management

OPTIMIZATION

DISTRACTION

Snacking that helps
one fulfill physical
and mental
performance
demands

Snacking that
arises from the
need to distract,
whether due to
stress, boredom,
or other reasons

PLEASURE

Snacking that fulfills emotional desires
for enjoyment, reward, discovery
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Nourishment: A proactive snacking approach to hunger abatement as well as health goals
Top Nourishment Motivations
• Hunger Abatement
• Hydration Management
• Sustained Energy
• Condition Management

NOURISHMENT

Snacking that meets needs for daily
sustenance, long-term wellness, and
health management

Presence of Consumer Needs by Snacking Drivers
By Percentage of Snacking Occasions, Trend from 2019 based on trended audience

OPTIMIZATION

DISTRACTION

Snacking that helps
one fulfill physical
and mental
performance
demands

Snacking that
arises from the
need to distract,
whether due to
stress, boredom,
or other reasons

I was just hungry

36%

Tide me over until
the next meal
Sustained energy
Would rehydrate
me

22%
10% -3pts
9%

54%
of all snacking
reflects some
need for

Nourishment

PLEASURE

Snacking that fulfills emotional desires
for enjoyment, reward, discovery
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Optimization: Snacking for targeted functionality and situational needs
Top Optimization Motivations
• Quick Energy
• Recovery & Rejuvenation
• Mental Focus
• Anxiety & Stress Management

NOURISHMENT

Snacking that meets needs for daily
sustenance, long-term wellness, and
health management

Presence of Consumer Needs by Snacking Drivers
By Percentage of Snacking Occasions, Trend from 2019 based on trended audience

OPTIMIZATION

DISTRACTION

Snacking that helps
one fulfill physical
and mental
performance
demands

Snacking that
arises from the
need to distract,
whether due to
stress, boredom,
or other reasons

Would refresh me

18%

Would quench my thirst

13% -3pts

Would wake me up
Would support athletic
training/performance

8%
4%

33%
of all snacking
reflects some
need for

Optimization

PLEASURE

Snacking that fulfills emotional desires
for enjoyment, reward, discovery
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Pleasure: Snacking that intentionally addresses consumer needs for enjoyment, sensory
engagement, taste exploration, and permissible indulgence
Top Pleasure Motivations
• Indulgence & Reward
• Experience
• Variety
• Discovery & Play

NOURISHMENT

Snacking that meets needs for daily
sustenance, long-term wellness, and
health management

Presence of Consumer Needs by Snacking Drivers
By Percentage of Snacking Occasions, Trend from 2019 based on trended audience

OPTIMIZATION

DISTRACTION

Snacking that helps
one fulfill physical
and mental
performance
demands

Snacking that
arises from the
need to distract,
whether due to
stress, boredom,
or other reasons

PLEASURE

A familiar taste
experience
Would help me relax/
unwind
Something other than
the usual flavors
I wanted something
different to eat
Something other than
the usual textures

33%
17%
10%
5%

51%
of all snacking
reflects some
need for

Pleasure

7%

Snacking that fulfills emotional desires
for enjoyment, reward, discovery
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Distraction: Snacking defined by behaviors that may be less intentional and more riddled
with tension
Top Distraction Motivations
• Boredom
• Anxiety & Stress Capitulation
• Alibi for Other Activities
• Unmemorable Eating

NOURISHMENT

Snacking that meets needs for daily
sustenance, long-term wellness, and
health management

Presence of Consumer Needs by Snacking Drivers
By Percentage of Snacking Occasions, Trend from 2019 based on trended audience

OPTIMIZATION

DISTRACTION

Snacking that helps
one fulfill physical
and mental
performance
demands

Snacking that
arises from the
need to distract,
whether due to
stress, boredom,
or other reasons

16% +3pts

I was just eating out of habit
I had no particular emotional
feeling at all

10%

I was bored
I was feeling a little off balance, so
I ate/ drank something to refocus
I was sad/upset
PLEASURE

11% +4pts
7%

40%
+8pts from 2019
of all snacking reflects
some need for

Distraction

4% +2pts

Snacking that fulfills emotional desires
for enjoyment, reward, discovery
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Early mornings and late evenings book-end the day with equal needs for pleasure
and nourishment, while snacking drivers vary more widely during midday occasions
Alignment of Snacking Drivers by Daypart Snacking Occasion
Past 24 hours

63%
51%
50%
42%
40%

51%
43%
39%

63%
52%

56%
49%

53%

41%

40%

41%

32%

38%

30%

Pleasure
Nourishment
Distraction
Optimization

21%

Early Morning Snack
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Mid-Morning Snack

Afternoon Snack

After-Dinner Snack

Late-Night Snack
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Food sourcing in general has shifted from food service to retail in 2020, but restaurants
remain dependable sources for on-the-go snacking for many consumers
Share of food spending for retail and food service, 1992-2020*

Changes in meal and snack sourcing from food service

Seasonally adjusted

Among total meal and snacking occasions

80%
2019

70%
Retail

60%

Restaurants

50%
40%

2020

30%
25%
19%

20%

12%
6%

30%

6%

5%

20%
MEALS sourced MEALS eaten at a SNACKS sourced SNACKS eaten at a
from a restaurant
restaurant
from a restaurant
restaurant

0%

1992
1993
1994
1995
1996
1997
1998
1999
2000
2001
2002
2003
2004
2005
2006
2007
2008
2009
2010
2011
2012
2013
2014
2015
2016
2017
2018
2019
2020 Jan
2020 Feb
2020 Mar
2020 Apr
2020 May
2020 Jun
2020 Jul

10%

Denotes a statistically significant change
from 2019.

1992-2019 average sales; 2020 monthly sales shown for each individual month
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Implications
Snacking and the
COVID-19
Experience

The pandemic has disrupted aspects of consumers’ typical eating patterns and contexts significantly. While snacking behaviors
may eventually return to the pre-pandemic “normal,” changes brought about by the pandemic may last into the future.

The Modern
Snacking
Framework

The Modern Snacking Framework provides a tool for food and beverage retailers, manufacturers, suppliers, and restaurants in
thinking about the diverse motivations, needs, and contexts surrounding consumers’ snacking habits. Snacking for Distraction
involves less intentional behaviors that are often viewed by consumers as being more problematic and is the one driver that
has increased in frequency since 2019.

Long-Term
Cultural Trends in
Snacking

Snack Sourcing in
2020
Evolving Snacking
Considerations

The pandemic has brought about a heightened desire for nostalgic flavors and formats in snacks, but long-term trends point to
an ever-increasing desire among younger consumers to experience new and more global flavors that bring about a sense of
discovery or delight.
At the same time, we expect a return of consumer attention in 2021 to issues around sustainability and climate change.
A lasting impact of the pandemic is the accelerated rise of online grocery shopping, which will likely stick as a new sourcing
behavior for many.
Restaurants remain highly compelling sources for off-premises snacking occasions, and many consumers look forward to the
day when they feel comfortable to return to restaurants.
Taste remains of primary importance in snacks, and price is still a dominant purchase consideration, but manufacturers and
retailers should understand how the perceived value of a snack product is shaped by an array of other considerations that go
beyond taste and price.

Snacking | © 2021 The Hartman Group, Inc.

19

If you are interested in purchasing the full report, please contact me
at laurie@hartman-group.com

3150 Richards Road, Ste. 200 Bellevue, WA 98005
Tel (425) 452 0818 Fax (425) 452 9092
www.hartman-group.com
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