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Unless otherwise indicated, the base for all data in this report is 1,973 internet users aged 18+ who snack. Source: Kantar Profiles/Mintel, November 2023.

TRENDING FLAVORS AND INGREDIENTS

KEY TAKEAWAYS 21
Snacks have their unique charm  

for different types of consumers.  
For Millennials, it’s the quest  
for bolder flavors and newer  

combinations, while for Gen Z  
and X, it’s all about versatility for  

a wider range of pairings  
and uses. These preferences  

indicate that snack innovation  
will need to cater to different  

needs to appeal to all.

For most consumers, indulging  
in a snack is all about savoring  

the flavors. Brands that aim  
to be a part of such indulgent  

moments can achieve it by focusing 
on the taste. They can create  
snacks with unique flavors,  

collaborate with other brands  
to enhance the experience,  

or suggest pairings that take  
the snack to the next level, even if  

it’s a simple one. 

Consumers have a balanced  
approach when it comes to  

choosing snacks—they are equally  
open to trying new and classic 

options. Brands, therefore, have 
the opportunity to continue offering 

traditional snacks while also  
exploring global flavors and  

limited-time offers. By doing so, 
they can cater to a diverse range  

of preferences and expand  
their customer base.
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 SALTY SNACKS ATTITUDES  Percent of consumers

Flavor is the
most important 
part of a snack.

Flavored snacks
are an easy way to

treat myself.

Snacks are an
easy way to get an 

energy boost.

Snacks and 
meals are 

interchangeable.

Bold snack 
flavors are 

too risky.

Simple snack
flavors are 

less satisfying.

60

56

50

26

15 15

USE FUZZY LINES TO CREATE A SENSE OF VERSATILITY

This blurred line between meal and snacks presents opportunities to market  

in both directions and flavor exploration can be the catalyst. Brands can  

support snackers to take the concept of “girl dinner” across dayparts through 

pairings, especially with better-for-you components that can balance consumer 

perceptions of both indulgence and satisfaction. 

The ease, value and convenience of snacks contributes to  

the increasingly blurred line between meal and snacks.



GEN Z SEEKS VERSATILITY WHEN  

INDULGING ON SALTY SNACKS

Complexity can be simple for Gen Z, with snacks that have a 

familiar base with a fun twist. Think a Tajín tortilla chip that 

can be used for nachos, a soup topper or solo.

 INDULGENT SNACK ASSOCIATIONS  Percent of consumers

Sweet and 
Savory Combo

Cheese Unique
Flavors

Texture Meat Seasonal/
Limited Time

Flavor

Premium
Salts

Familiar
Flavors

Higher
Price

Non-meat
Protein

Exciting 
Color

52

44 43
41

38

34
32 32

21
19

17

Base: 987 internet users aged 18+ who snack. Source: Kantar Profiles/Mintel, November 2023.

INDULGENCE MEANS THE BEST OF BOTH WORLDS

When it comes to indulgence, taste is the key factor that matters the most to consumers, even 

more than the price or quality of ingredients used. This presents an opportunity for all types 

of brands, including those that are not typically associated with indulgence, to participate in 

creating decadent taste experiences. While collaboration and innovation are great, pairing 

suggestions can also create the same effect by enhancing the taste of the snack. 

Base: 987 internet users aged 18+ who snack. Source: Kantar Profiles/Mintel, November 2023.

MILLENNIALS ARE LOOKING FOR THE  

COMPLETE PACKAGE WHEN SNACKING

To align with the group that is snacking more at the highest 

rate, satisfying snacks need to deliver beyond flavor and 

include functional ingredients and interesting texture.

Base: 986 internet users aged 18+ who snack. Source: Kantar Profiles/Mintel, November 2023.

54%
OF GEN Z  

CONSUMERS 
AGREE A SWEET 

AND SAVORY 
COMBO WOULD 
MAKE A SNACK 

INDULGENT;

49%
 AGREE UNIQUE 

FLAVORS  
WOULD MAKE  

A SNACK  
INDULGENT; 

AND 

41%
AGREE  

FAMILIAR  
FLAVORS  

WOULD MAKE  
A SNACK  

INDULGENT.

49%
OF MILLENNIAL 

CONSUMERS 
AGREE ENERGY- 

BOOSTING 
INGREDIENTS  
WOULD MAKE  

A SNACK  
SATISFYING;

33%
AGREE  

SUPERFOOD  
INGREDIENTS 
WOULD MAKE  

A SNACK  
SATISFYING; 

AND 

26%
AGREE A  

COMPLEX  
TEXTURE 

WOULD MAKE  
A SNACK  

SATISFYING.



 EXPERIENCE WITH AND INTEREST IN FL AVORS AND INGREDIENTS IN SALTY SNACKS  Percent of consumers

SWEET IS A FAMILIAR BUT VERSATILE TOUCHSTONE

Incorporating sweet flavors can be a great way for brands to connect with consumers, whether they are looking for something familiar 

or something entirely new. By adding a twist to classic sweet flavors like honey and maple, brands can create more adventurous  

and satisfying taste experiences that pique consumer interest in trying something new. Adding heat to sweet flavors can be a winning 

combination, making the snack more exciting and flavorful.

Cinnamon

Macaroni and Cheese

Sweet Potato

Pork

Sweet Corn

Shrimp

Caramelized Onion

Hot Honey

Spicy Maple

Masala

Bulgogi

Za’atar

■ ■ ■

■ ■

67 14 11 5 3

56 12 15 12 5

50 17 16 12 5

50 15 15 15 6

49 12 19 11 8

47 13 15 18 8

41 13 20 16 10

33 11 23 16 16

23 12 30 16 19

23 9 20 11 36

17 9 16 10 49

14 8 16 9 54

Pickle

Dill

BLT

Olive

Sweet Heat

Adobo

Ranch Fried Pickles

Tajín

Chili Crisp

Shiitake

Calabrian Pepper

Furikake

■ “I have tried this and liked it.”     ■ “I have tried this, but did not like it.”     ■ “I haven’t tried this, but am interested in trying it.”    

 ■ “I haven’t tried this and am not interested in trying it.”     ■ “I’ve never heard of this.”  

52 16 13 14 5

47 16 16 14 8

46 11 19 11 12

41 16 17 18 8

34 11 20 12 24

29 12 17 10 32

27 10 22 17 24

26 11 14 8 41

26 10 23 14 26

22 11 2016 31

15 9 20 12 44

13 8 15 7 57

 EXPERIENCE WITH AND INTEREST IN FL AVORS AND INGREDIENTS IN SALTY SNACKS  Percent of consumers

USE TEXTURE AS A GATEWAY TO FLAVOR EXPANSION, EDUCATION

Despite their unique appeal, not all global flavors are equally well-known among 

consumers. Brands can leverage the popularity of other established foods and 

flavors to generate interest and encourage trial of lesser-known options, such as 

furikake. For instance, drawing similarities between the texture of flaky, crunchy 

toppings like furikake and other trendy options like chili crisp or Tajín used in 

popular dishes like elotes can help alleviate consumer concerns about trying 

something new and unfamiliar.

■ “I have tried this and liked it.”     ■ “I have tried this, but did not like it.”     ■ “I haven’t tried this, but am interested in trying it.”    

 ■ “I haven’t tried this and am not interested in trying it.”     ■ “I’ve never heard of this.”  



 INTEREST IN SNACK FL AVOR PREPARATION  Percent of consumers

Salted

■ 2021          ■ 2023    

Roasted Toasted Buttered Smoked Caramelized Grilled Spiced Candied Aged Fermented

55

63 62
59 60

57

44

50
46

44
39

43

53

43 43 41

30

35

25 24

13 12

Base: 2021 is 2,000 internet users 18+; 2023 is 1,973 internet users aged 18+ who snack. Source: Kantar Profiles/Mintel, October 2021; Kantar Profiles/Mintel, November 2023. 

BOLD, INDULGENT FLAVORS BALANCE BETTER-FOR-YOU ASPIRATIONS

Although health concerns are often cited as the main reason for avoiding snacking, there is a growing interest in flavors inspired by 

preparation techniques that are bold, sweet, and exciting. This paradox reflects a broader trend toward moderation that emphasizes 

quality, flexibility, and balance. Instead of depriving themselves of taste, consumers are now seeking ways to indulge in snacks that  

treat their taste buds and promote a sense of well-being. 

 GEN Z EXPERIENCE AND INTEREST IN INTERNATIONAL 

SNACK FL AVORS  Percent of consumers

Tajín

Adobo

Masala

Bulgogi

Furikake

Za’atar

56

45

45

39

36

29

HELP GEN Z TRAVEL WITH THEIR TASTE BUDS

Partnering with diverse creators and inspiring versatile use cases for  

internationally-inspired snacks can connect and cultivate relationships  

with Gen Z snack consumers. Snack innovation that includes international 

flavors is of interest to 36% of Gen Z consumers, but less than one-third 

have increased their trial in the past year creating an opportunity for  

brands to fill the gap between curiosity and action.

Consumers are increasingly drawn to bold and exciting flavors, which is why  

upgrading classic flavors like barbeque and ranch with additional taste has 

become so popular. The use of the term “tangy” to describe snacks has gained 

popularity as a way to highlight the sharpness and intensity of the flavor. This 

term can also be used as an umbrella term to describe snacks that are sour or 

have a distinct acidic taste, like pickle-flavored snacks. The trend toward tangy 

flavors reflects the desire of consumers to try new and exciting flavors that make 

snacking a more interesting and enjoyable experience.



With Seasonal Twists
(e.g. holiday popcorn tin)

■ Generation Z          ■ Millennials          ■ Generation X          ■ Baby Boomers    

With Functional Attributes
(e.g. with probiotics, immune

boosting ingredients)

That are Diet-friendly
(e.g. keto-friendly, 

paleo-friendly)

Inspired by 
International Flavors

(e.g. Korean BBQ jerky)

Made with Flavors from
Other Brands

3131

37

25

3636
35

16

29

36

31

17

29

26

23

20

25

28

24

14

 INTEREST IN SALTY SNACK INNOVATION  Percent of consumers

Base: 2,000 internet users aged 18+. Source: Kantar Profiles/Mintel, December 2023.

FUN AND FUNCTIONAL TOP YOUNGER CONSUMERS’ INTEREST IN INNOVATION

With younger consumers snacking more frequently than ever before, it’s crucial for brands to  

connect with the flavors and functions they seek. Collaborating with brands that are already  

popular among younger consumers, even if they are not in the food and beverage space, can  

add an element of fun and excitement to snacking. Additionally, helping younger consumers  

navigate the functional benefits of snacks can make them more valuable and convenient. By  

guiding their choices and preferences, brands can create snacks that are not only enjoyable  

but also beneficial to their overall health and well-being. 

FUNCTIONAL CAN ADD VALUE WITHOUT 

SUBTRACTING FLAVOR

It’s fascinating how snacks can serve multiple 

needs and occasions, making them inherently  

functional. However, consumers today are 

always on the lookout for something better. In 

recent times, younger consumers have been 

driving the demand for snacks that come with 

health and wellness functional claims. Given 

that health concerns are the main reason for a 

decrease in snacking, functional claims may be 

the key to winning back some lost customers. 

But perhaps the real prize lies in capturing the 

attention of those who are gravitating towards 

healthier snacking options and those who want 

energy-boosting snacks that can replace a meal 

without compromising on nutrition.
21%

OF CONSUMERS WOULD BE  
INTERESTED IN TRYING A SALTY 
SNACK INNOVATION WITH  
FUNCTIONAL ATTRIBUTES.



POPULAR FLAVOR OFFERINGS
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53%

Adobo

Almond Butter

Apricot

Asiago Cheese

Avocado

Bacon 

Banana

Basil 

Beer

Black Bean

Black Truffle 

BLT

Broccoli

Bulgogi

Cabbage 

Cajun 

Calabrian Pepper

Candy Corn

Caramelized 
Onion

Carrot 

Cashew 

Cauliflower 

Cereal

Cheese

Chicharron

Chickpea

Chili Crisp

Chili Pepper

Chipotle Pepper 

Chive

Churro

Cinnamon

Cookie 

Crab

Dijon Mustard 

Dill

Edamame

Egg

Furikake

Garlic 

Ginger 

Gouda Cheese

Granola

Ham

Hazelnut

Hickory Smoke

Honey Roasted

Hot Honey

Jerk

Korean

Macadamia 

Macaroni and 
Cheese

Marshmallow 

Masala

Meat

Mesquite

Monterey Jack 
Cheese 

Mushroom

Mustard

Nacho Cheese

Olive

Peanut Butter 

Pepper Jack 
Cheese

Peppercorn 

Peppermint 

Pepperoni 

Pickle

Pineapple 

Pistachio

Pizza

Pork

Pumpkin

Ranch Fried 
Pickles 

S’mores 

Salsa

Sausage

Seaweed 

Seed 

Shrimp

Sour Cream 

Spicy Maple

Spinach 

Steak 

Sunflower

Sweet Chili 
Pepper 

Sweet Corn

Sweet Heat

Sweet Potato

Taco

Tajín

Tempura  

Teriyaki 

Thai 

Toffee

Truffle

Vanilla 

Vinegar 

Whiskey

Za’atar

REQUEST A SAMPLE TODAY

thasegawa.com/contact-us

MEXICAN CUISINE GROWTH ON MENUS INSPIRES  

NEXT LEVEL OF STREET FOOD FLAVORS

Although Mexican cuisine is already a familiar and beloved option 

among consumers, the recent growth of Mexican-inspired dishes  

on menus indicates that its popularity is only increasing. This rise 

in exposure has given rise to a new wave of inspired snacks that 

are both delicious and adventurous. Interestingly, many younger 

consumers seem to believe that food-focused flavors make a snack 

more indulgent, which has led to a renewed interest in international 

cuisine. Snacks that feature familiar flavors such as corn, avocado, 

queso, and lime are gaining traction, but with an added twist that 

piques the taste buds and promises a culinary journey.

KOREAN FLAVORS BRING VERSATILITY

There is a growing fascination among younger 

consumers for emerging internationally- 

flavored snacks, which is being fueled by social 

media. Over the years, Korean flavors in snacks 

have gained significant momentum, although 

they are still relatively niche. Recent data shows 

that more and more consumers are trying and  

enjoying bulgogi-flavored snacks, marking a clear shift 

in preferences from last year. Korean barbeque, with its sweet and 

spicy undertones, continues to dominate the market as consumers 

can’t seem to get enough of it. That being said, there is still plenty  

of room for innovation and exploration of other Korean flavors that 

are equally delicious and exciting.

Studies have shown that over half of all  

consumers find the sweet and spicy combination  

appealing. Sweet flavors have consistently 

ranked high in terms of interest and experience 

and the addition of spicy elements can  

take familiar snacks to the next level of  

excitement and flavor.

OF CONSUMERS HAVE TRIED AND 
LIKED OR ARE INTERESTED IN 
TRYING “SWEET HEAT” FLAVOR.


