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Our expert’s view of snacks in 2026
Key findings

INTRODUCTION

The snacks industry struggles for growth in a cost-conscious environment
Top five trends in snacks
Top five trends uncovered

A NEW WAVE OF PRICING CHALLENGES

The question of prices will remain the industry’s most important concern
The Iran War, El Niño and the next wave of price shocks
Years of high prices have re-shaped where consumers obtain their snacks
What will consumers pay more for in their snacks?
General Mills on the continuing pricing challenge
Biedronka expands private label selection for value-seeking Polish consumers
Nestlé prepares for a future with new cocoa supply challenges
The next few years belong to those who can answer the pricing question correctly

WINNING IN A LOW-VOLUME ENVIRONMENT

Volume growth is not what it used to be for the industry
The headwinds are strong against further volume growth
Developing markets are the key to future volume growth
Hershey on the improving outlook for volumes
Magnum invests in the dynamic Indian ice cream market
Hormel launches mini pepperoni bites
The volume growth is there but it is getting harder to find

WELLNESS AND THE QUEST FOR SELF-OPTIMISATION

Wellness trends continue to push the snacks industry into multiple directions
Is the end of proteinmaxxing drawing near?
UPF backlash poses the major legislative challenge facing the industry
PepsiCo on prioritising wellness in the portfolio
Mars launches artificial dye-free M&M’s
The founder of RxBars returns to create guilt-free confectionery with an unusual name
Wellness presents a key opportunity to capture value-added snacking occasions

THE GLOBALISATION OF GLP-1S

GLP-1 drugs are increasingly being used on a worldwide scale

THE GLOBALISATION OF GLP-1S

Snacking will do just fine in a GLP-1 world, though many snacks will not
Barry Callebaut on GLP-1 impact
What sort of attributes could snacks use to appeal to GLP-1 users?
PepsiCo adds protein to appeal to GLP-1 users among others
GLP-1s help push Grupo Supley to expand into snacks
GLP-1s are a real threat to snack volumes, but portfolios can be adjusted

THE BLURRING OF SNACKS AND MEALS

Snackification is boosted by new forces eroding the traditional meal occasion
“Boy kibble”, “girl dinner” and Gen Z’s different approach to meal occasions
Snacks will not be the only segment competing for these occasions
JM Smucker moves Uncrustables outside of the freezer
Mars turns a ready meal into a snacking occasion
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Snacks will need to think beyond the traditional category boundaries

CONCLUSION

Future implications

CONCLUSION

Opportunities for growth

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.
Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.
Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/top-five-trends-in-snacks/report.


