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  Consumer Trends  
Snack Bars in the United Kingdom 

The snack bar market in the United Kingdom (U.K.) was  
valued at US$763.6 million in 2011, benefitting from a nation 
of consumers looking for convenient, on-the-go meal and 
snack options. 

 

The majority of adults in Britain eat cereal bars (63%), and 
two-thirds of these consumers are interested in bars with 
specific nutritional benefits. This suggests that the market 
offers further potential to develop these sought-after  
characteristics. 

 

Close to half (47%) of British adults eat snacks on the go 
(while away from home, work or place of study) at least once 
a week. Mintel estimates there are 6.4 billion on the go adult 
snacking occasions annually, with 16-24 year olds and 35-44 
year olds together accounting for around 1.5 billion  
occasions. 

 

Furthermore, close to 18% of adult consumers in the  
U.K. report snacking on the go at least once a day. This rises 
to 33% among 16-24 year olds and 38% among students, 
according to Mintel (June 2010). 

 

Consumers in the U.K. are particularly big on-the-go  
breakfast eaters, with 22% of adults having breakfast outside 
of the home at least once a week. This trend is more  
prevalent amongst men (27%), consumers who work or go to 
school full-time (33%) and the 25-34 age demographic 
(38%), according to Mintel (February 2011). 

 

While cereal and snack bars cannot be sold in British schools 
under School Food Trust (SFT) guidelines, many schools do 
accept them as part of a packed lunch. This makes the 
lunchbox occasion a very lucrative market for snack bars in 
the U.K. 

 

Retail sales of snack bars are expected to register a  
compound annual growth rate (CAGR) of 5.8% from 2011 to 
2016, to reach an estimated value of US$999.2 million.  

 
 

Source: Mintel, 2012. 
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RETAIL SALES 

Categories 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 

Snack bars (total) 597.0 650.2 697.5 732.0 763.6 796.4 831.3 880.5 936.9 999.2 

Breakfast bars 395.1 415.1 423.6 418.3 410.6 400.3 387.8 383.5 384.0 386.0 

Granola/muesli bars 91.6 100.9 112.6 133.6 153.9 175.4 196.6 219.3 241.5 264.4 

Other snack bars 54.8 70.3 87.1 94.7 104.3 116.0 130.0 147.6 168.5 194.0 

Energy and nutrition bars 29.5 38.7 49.9 61.7 71.5 81.9 94.3 107.7 120.9 133.2 

Fruit bars 26.0 25.1 24.4 23.8 23.2 22.8 22.5 22.3 22.0 21.7 

Source: Euromonitor, 2012.  Note: Calculated totals/sub totals may not add up to exact figures due to rounding. 

A number of simple consumer trends have worked in favour of the snack bar market in 
the U.K., such as the longer-term rise in snacking on the go, as well as an overall rise in 
snacking between meals. 

 

The ongoing public focus on healthy eating has also benefited the snack bar market. Snack bars are  
widely perceived as a healthier alternative to products like chocolate or confectionery, but due to product 
variation, they also enjoy a strong image as a treat. 

 

Product developments and innovation have been key drivers of growth in recent years, supporting visibility 
and consumer interest, and helping attract new clients to the market. 

 

The projected growth of the upper middle class in Britain will undoubtedly continue to provide growth  
potential, since this group is the most likely to buy expensive, higher quality snack bars. 

 
 
 
 
 
 
 
 
 
 
 

The following graphic positions the U.K. snack bar market in comparison to other key European markets, 
based on per capita consumption levels and value growth from 2005 to 2010. Mintel indicates that the 
U.K. is a key opportunity market for snack bars, as sales have achieved a level of maturity, while  
they continue to display growth. In contrast, Russia’s snack bar market value is growing at a very fast rate 
despite minimal consumption, while the French market experienced overall declines in sales and  
consumption from 2005 to 2010. 

 

Positioning the United Kingdom Snack Bars Sector Within Europe, 2010 

Snack Bars Market Size in the United Kingdom 
Historic/Forecast Retail Value Sales in US$ millions, 2007-2016  

Source: Mintel, 2012. 
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The snack bar sector is in competition with other snack products ranging from chocolate, 
to fruit, to sandwiches. Cereal, snack and energy bars are only recently gaining traction 
in the mainstream market, compared to long-established snack sub-sectors with more potential to attract 
both new manufacturers and users.  

 

While sales are growing, cereal, snack and energy bars still comprise a much smaller market compared to 
most leading snack categories such as chips, cakes and chocolate confectionery. 

 

The world of sports is a key area for the snack bar category in the U.K. Brands are becoming more  
specific regarding the type of athletic support they provide, by targeting defined segments of the overall 
sports experience from preparation to recovery. 

 

Communicating fruit content is a major way in which British snack bar brands are working to increase their 
natural health credentials. 

 

As the British snack bar market is currently going through a period of growth, manufacturers from other 
categories, such as biscuits, are looking to the category to extend their brand presence. 

 

Smoothies saw a significant sales decline between 2010 and 2011, as the formerly trendy product fell out 
of favour with consumers. The high sugar content and artificial flavours that could generally be found in  
smoothies, encouraged those seeking healthy snack options to opt for more nutritious alternatives.  

Source: Mintel, 2012. 

Performance of Cereal, Snack and Energy Bars and Selected Competing Categories 
in the United Kingdom – % Change in Consumption from 2010 to 2011 

COMPETITIVE LANDSCAPE  

 



 

 

 

Mintel has identified four target groups among adults consumers according to their attitudes towards  
cereal, snack and energy bars. Compared to average consumers, these users are all more likely to eat 
cereal bars as an alternative to other snacks, or as an accompaniment to hot drinks. They are also more 
likely to use snack bars as a part of both adult and children’s lunches.  

Sceptics: Comprised of the  
35-44 demographic, sceptics are 
the least likely to see cereal bars 
as a healthy snack. This group 
tends to be relatively disengaged, 
with little interest in new products 
or multi-packs. 
 

Simplistics: Members are  
largely those over the age of 55, 
who, despite preferring the taste 
of branded bars, are more likely 
to eat private-label options. They 
tend to prioritize flavour over  
calories, and are interested in 
“back to basics” types of bars. 
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CONSUMER ATTITUDES  

 

Type of Cereal, Snack and Energy Bars Consumed in the United Kingdom 
– December 2011  

COMPETITIVE LANDSCAPE (continued) 

Source: Mintel, 2012. 

 

Enthusiasts: Characterized by 
25-34-year-olds and households 
with children, enthusiasts see  
snack bars as good value for 
money, and are likely to eat a 
variety of types. Satiety, health 
and energy are notable benefits 
of interest. 
 

Indulgents: Comprised mainly of 
the 16-24 and 45-54 age  
groups, indulgents are the most 
likely group to eat cereal bars as 
a treat. Lunchbox usage and con-
venience are also  
important for this group. 

Source: Mintel, 2012. 
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Snack bars in the U.K. are often positioned as offering a convenient nutritional solution 
for a meal or snack. By offering consumers products that claim satiety, fat burning  
benefits, additional nutrition, portion and calorie control, the snack bar sector is seen as assisting  
consumers with weight management, and appeals to those who are body conscious, or working to reach 
health goals.  

 

The following are some examples of snack bar products in the U.K. that target weight management trends. 

 

100 Calories or less 

Marks & Spencer Apple & Cinnamon Cereal Bars 
These bars contain 100 calories or less and are said to be packed with  
satisfying oats, barley and wheat. 

Portion control 

Morrisons Eat Smart Apricot & Peach Cereal Bars  
These come in a package containing six bars. Each 25g bar is worth two 

Weight Watchers Propoints. 

Celebrityslim Chocolate Fudge Flavour Meal Replacement Bar  
This bar is formulated for weight control. According to the manufacturer, 

one bar is equal to one meal as part of the Celebrity Slim program. 

Source for all: Mintel, 2012. 
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WEIGHT MANAGEMENT BARS 

 

Maximuscle Promax Diet High Protein Bar 
This snack bar is formulated for weight loss. It is described as a  
nutritious high protein snack bar formulated with green tea, CLA, xylitol, 
and a BioMax fast-acting whey protein. 

Lyme Regis Fruitus Moist Organic Apricot and Oat Bars 
These bars are all natural, contain over 50% fruit and are high in fibre. 

Protein 

Pulsin' Protein Sport Bar  
This snack bar is 100% natural protein, and is formulated to replace a 
meal or to help recover from exercise. 

Meal replacement  

Targeted at men 

High fibre 



 

 

 

Energy+Fruit Supply Bar 

 

This Banana-Twist Energy+Fruit 
Supply Bar is said to provide a 
fast release of carbohydrates 
before and during exercise. 

Power Pack XXL Energy Bar 

 

This bar claims to provide  
optimal energy outflow during 
training, while ensuring a  
supply of proteins for the body. 

Chocolate Recovery Bar 

 
The product is said to provide 
carbohydrates and proteins to 
the body in order to promote 
muscle regeneration.  

Source for all: Mintel, 2012. 

Unique flavours and sensory properties 
 

As many brands are looking to the snack bar category for growth opportunities, manufacturers should look 
to other snacking segments for flavour inspiration. The trend towards unique combinations and interesting 
sensory properties is growing more and more in the U.K.  

 

For example, Wild Trail Foods offers a product that combines other snacking favourites into a single bar. 
The product is described as “handmade,” suggesting heightened sensory appeal, and is made with a  
mixture of popcorn, seeds, as well as apple and raspberry pieces, all under a yogurt coating.  

 
 
 
 
 
 
 
 
 
 
 
Time-of-day / specific stage targeting 
 

Brands across the sports and energy sector are aiming to provide more targeted benefits and support 
throughout different stages of the sports experience. For example, the Multipower brand’s snack bar  
formulations that offer support before, during and after exercise are illustrated below . 

Before exercise   During exercise   After exercise 
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OTHER SNACK BAR TRENDS 

 

Source: Mintel, 2012 
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Kellogg’s is a leading global breakfast cereal and snack bar manufacturer with such  
well-known brands as Corn Flakes, Special K, Rice Krispies, Honey Loops and All Bran. 
With the successful launch of Nutri-Grain in 1997, the company has since launched a number of its popular 
breakfast cereal brands within the snack bar market, including Fibre Plus, Special K, Coco Pops, Frosties 
and Rice Krispies. Kellogg’s held 30% of the British snack bar market in 2010. 

 

Associated British Foods (ABF) is the second-largest manufacturer of snack bars in the U.K. with its main 
brand, Jordans, accounting for 7.6% of the market in 2010. 

 

United Biscuits’ Go ahead! bar is a health-oriented snack bar with the third largest share of the U.K. market 
in 2010. This product is available in various flavours across formats including fruit bakes, yogurt breaks and 
crispy slices, the latter of which is health-oriented with just 49 calories per slice.  

 

A small cluster of manufacturers each hold from 1 to 7% of the market, and a number of companies hold 
less than 1%, indicating the variety of players in the market. The entrance of private label into this small 
group is notable, which has added a new element of competition to the market.  

 

MARKET SHARES BY BRAND 

Source: Euromonitor, 2012.  Note: At the time of writing this report, 2010 brand share data is the latest available. 

Brand  Company Name 2007 2008 2009 2010 
Kellogg's Kellogg Co 31.7 32.5 32.1 30.0 

Jordans Associated British Foods Plc (ABF) - - 6.4 7.6 

Go Ahead! United Biscuits (Holdings) Plc 6.1 6.4 6.4 6.8 

Alpen Weetabix Ltd 6.5 6.5 6.4 6.1 

Nature Valley General Mills Inc 1.3 2.0 2.8 4.5 

Cadbury's Kraft Foods Inc - - - 4.4 

Tracker Mars Inc 3.9 3.8 3.6 3.6 

Eat Natural Eat Natural Ltd 1.9 2.0 2.1 2.3 

Maximuscle Maxinutrition Ltd - - - 2.0 

Fruit Bowl Stream Foods Ltd 2.1 2.0 1.8 1.7 

Geobar Traidcraft Plc 1.6 1.5 1.6 1.4 

Real Fruit Winders Kellogg Co 1.9 1.6 1.4 1.3 

Nesquik Cereal Partners Worldwide SA 0.9 0.8 0.7 1.1 

Harvest Big Bear Group Plc 1.3 1.2 1.2 1.1 

Dorset Cereals Wellness Foods Ltd 0.9 0.9 0.9 0.9 

Body Fortress NBTY Inc 0.5 0.6 0.8 0.9 

Cheerios Cereal Partners Worldwide SA 1.0 0.9 0.7 0.7 

Golden Grahams Cereal Partners Worldwide SA 0.8 0.8 0.7 0.7 

Myprotein Myprotein Inc 0.1 0.1 0.3 0.4 

Weetos Weetabix Ltd 0.6 0.5 0.4 0.4 

USN USN U.K. Ltd 0.2 0.2 0.3 0.3 

EAS Abbott Laboratories Inc 0.2 0.3 0.3 0.3 

PhD PhD Nutrition Ltd 0.2 0.2 0.3 0.3 

SiS Go Bar Science in Sport Ltd 0.3 0.3 0.3 0.3 

CNP Professional CNP Professional Ltd 0.2 0.2 0.3 0.3 

PowerBar Nestlé SA 0.3 0.2 0.2 0.3 

Maxim Orkla Group 0.2 0.2 0.2 0.2 

Reflex Reflex Nutrition Ltd 0.1 0.1 0.1 0.2 

Sci-MX Sci-Mx Nutrition LLP 0.1 0.1 0.2 0.2 

High 5 High 5 Ltd 0.1 0.1 0.1 0.1 

Private label Private Label 8.7 8.1 7.9 7.4 

Others Others 14.1 13.0 13.3 12.2 

Market Shares by Brand of Snack Bars in the United Kingdom  
Based on % Retail Values Sales, 2007 to 2010  
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 2007 2008 2009 2010 2011 

Store-based retailing  97.0 96.4 96.4 96.3 96.2 

Grocery retailers  95.3 94.5 94.2 94.5 94.3 

Supermarkets / hypermarkets  66.1 64.5 63.2 63.2 63.1 

Discounters  2.2 2.4 2.6 2.7 2.7 

Small grocery retailers  24.8 25.5 26.3 26.6 26.4 

Convenience stores  8 9 9.5 9.7 9.6 

Independent small grocers  14.3 14 14.2 14.3 14.2 

Forecourt retailers  2.5 2.5 2.6 2.7 2.6 

Other grocery retailers  2.2 2.1 2.1 2 2 

Non-grocery retailers  1.8 2.0 2.2 1.9 1.9 

Health and beauty retailers  0.8 0.9 1 1 1 

Other non-grocery retailers  1 1.1 1.2 0.9 0.9 

Non-store retailing  3 3.6 3.6 3.7 3.8 

Vending  0.5 0.4 0.2 0.2 0.2 

Home shopping  - - - - - 

Internet retailing  2.5 3.2 3.4 3.5 3.6 

Direct selling  - - - - - 

Total  100.0 100.0 100.0 100.0 100.0 

According to a 2011 food retailing report from Mintel, the shopping landscape in the  
U.K. is becoming increasingly homogenized as the top four grocery chains, Tesco, 
Sainsbury’s, Asda (Walmart) and Morrisons, expand their store numbers. 

 

The report also found that these “big four” are used by 83% of consumers as their main destination for  
grocery shopping, with a just slightly lower percentage (81%) using them for top-up shopping. 

  

Reflecting the trend seen in other food categories, grocery retailers account for the majority (96.2%) of 
snack bar sales in the U.K.  

 
 

Source: Euromonitor, 2012.  Note: Calculated totals/sub totals may not add up to exact figures due to rounding. 

Source: Planet Retail, 2012. 

Company Number Of Outlets 
Total Grocery  

Market Share % 

Tesco 2,975 18.30 

Morrisons 475 9.32 

Asda (Walmart) 541 8.59 

Co-operative Group 3,717 4.70 

Sainsbury   1,012 0.77 

DISTRIBUTION CHANNELS  

 

Sales of Snack Bars in the United Kingdom by Distribution Format  
Based on % Retail Value Sales, 2007 to 2011  

Top Five Grocery Retailers in the United Kingdom, 2011 



 

 

 

Source: Mintel, 2012. 

 Company 
Number of New 

Snack Bar  

Kellogg  Co. 30 

Asda (Walmart) 19 

Yum Yum Bros Food Company  10 

Weetabix  8 

Aldi  8 

Kellogg’s, the leading snack bar brand in the U.K., has developed several  extensions 
from its breakfast cereals market, including the child-oriented Frosties bars, Coco Rocks 
(from its Coco Pops cereal brand) and the light Special K bars. Replacing the Special K Chocolate Chip 
bar, the company launched a Special K Double Milk Chocolate bar in May 2011, exclusively into the  
convenience store channel. 

 

Kellogg’s Elevenses bars are uniquely positioned as a mid-morning snack, following the British tradition of 
the same name. This brand is sold in a five-variant range including: Golden Oat, Raisin, Ginger, Chocolate 
Chip and Cherry Oat. Fibre Plus bars are available in Chocolate & Almond, and Milk Chocolate varieties, 
and the brand claims to provide 20% of an adult’s recommended daily fibre requirement.  

 

A combination of chocolate and a cereal bar, McVitie’s Medley bars were launched in 2010 to capitalize on 
the trend for on-the-go snacking. The range includes Hobnobs Raisins and Milk Chocolate, Hobnobs  
Peanuts and Milk Chocolate Chips, and Digestives Hazelnuts and Milk Chocolate. 

 

Kraft Foods’ Belvita brand was introduced in the U.K. market in Milk and Cereals, and Fruit and Fibre  
variants, adding Honey & Nuts, and Crunchy Oats in early 2011, and then Forest Fruits and Muesli variants 
in January 2012.  
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Source: Mintel, 2012 

 

PRODUCT EXTENSIONS AND INNOVATION  

Top Five Companies for New Snack Bar  
Products Launched in the United Kingdom  

from June 2011 to June 2012 

 Flavour (including blends) 
Number of New 

Snack Bar  

Chocolate  12 

Fruit  10 

Berry  5 

Cranberry  5 

Unflavoured / plain  5 

Top Five Flavours for New Snack Bar  
Products Launched in the United Kingdom  

from June 2011 to June 2012 

Claim 
Number of New 

Snack Bar  

Vegetarian  103 

No additives / preservatives  70 

Ethical - environmentally  
friendly package  

52 

Low / no / reduced allergen  28 

High / added fibre  28 

Top Five Claims for New Snack Bar  
Products Launched in the United Kingdom  

from June 2011 to June 2012 

Source: Mintel, 2012. 

Source: Mintel, 2012. 
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Energy Products, an Australian company,  
launched a new “superbar” under its Wallaby 
brand in a mango, passion fruit and guava flavour. The 40g bar 
claims to be high in fibre, has a low glycemic index and retails for 
US$1.45. 
 
 
 
 
The Food Doctor launched a new pineapple and banana  
flavoured wholesome bar in winter 2011. This product claims to 
be full of fruit, cereal and crunchy seeds, and targets on-the-go 
snackers. It retails for US$1.28. 
 
 
 
 
 
Planet Lunch repackaged its Fruit & Oat Bites product in summer 
2011, highlighting the 100% natural ingredient content. This 
product claims it can be used as one of kids’ five recommended 
daily fruit servings. It is sold as a six-pack of 20g bars for 
US$3.14.  
 
 
 
 
 
 
Weetabix’s Oaty Bars also saw a similar repackaging in summer 
2011, with flavours given new child-friendly names such as  
Toffee Dazzler. The claim “great for lunchboxes” also features 
prominently on the front of the package, which sells for US$2.26.  
 
 
 
 
 
 
The American-based company Clif Bar released a Crunchy  
Peanut Butter bar into the U.K. market in March 2011. The 50g 
bars claim to be enriched with 18 vitamins and minerals, and 
retails for US$2.67.  
 
 
 
 
 
The well-known exercise nutrition brand Maximuscle, moved into 
the cereal bars market in March 2011, launching a range of  
protein bars which, depending on the bar, aid in such areas as 
muscle growth and weight loss. The 60g bars are sold mainly 
through health food stores for US$3.71.  

NEW PRODUCT EXAMPLES 
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