
TO SUCCEED IN A SHIFTING MARKETPLACE, SNACK FOOD BRANDS 
EMBRACE INNOVATIVE PACKAGING SOLUTIONS

The global snack food industry grew by $3.4 billion in 2017, with 
increased demand not only in established markets, but also across 
Asia and the Middle East. That’s good news for U.S. snack food brands, 
which generated more than $43 billion in revenue in 2018. 

While the snack food industry is booming, shifting consumer trends 
are reshaping the market in favor of portable, healthier products. 
According to Nielsen, the “on the go” snack food segment has 
exploded to $1.1 billion globally; that’s a compounded annual growth 
rate of 10% between 2012 and 2016. Meanwhile, consumers are 
flocking to healthy snacks in record numbers, positioning the segment 
to reach $32.88 billion by 2025.

The snack food industry has amassed a hungry customer base, but its 
growth has also triggered a competitive landscape where standing 
out is more important than ever. To attract new customers, streamline 
costs and optimize their supply chain, North American snack food 
brands are leveraging a variety of packaging strategies.

Here are a few packaging best practices defining the North American 
snack food industry.
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https://www.nielsen.com/apac/en/insights/news/2018/booming-snack-sales-highlight-a-growth-opportunity-in-emerging-markets.html
https://www.ibisworld.com/industry-trends/market-research-reports/manufacturing/food/snack-food-production.html
https://www.nielsen.com/apac/en/insights/news/2018/booming-snack-sales-highlight-a-growth-opportunity-in-emerging-markets.html
https://www.grandviewresearch.com/press-release/global-healthy-snack-market


DESIGNS THAT PUT HEALTH FRONT AND CENTER

To meet the growing hunger for healthy snacks, snack food brands 
are streamlining their ingredient lists, embracing single-serve sizes 
and adding new SKUs that cater to health-minded snackers. But the 
impact of the shift toward healthconscious food doesn’t stop there. 
More than ever before, snack food brands are using packaging to 
reflect the wholesome nature of their products. With a streamlined 
design, aesthetic and clearly identified ingredients, snack food 
packaging has become a crucial vehicle for communicating quality 
and building consumer trust.

Environmentally friendly packaging is also on the rise. From 
flexible pouches that reduce a brand’s carbon footprint to zippered 
“single serve” packages that minimize waste, the shift toward more 
sustainable packaging is beginning to become mainstream. In a study
from WestRock, 71% of consumers valued packaging that used 
materials to keep them and their family safe. By adopting more 
environmentallyfriendly designs now, snack food brands can position 
themselves ahead of the curve for sustainable packaging, which the 
Association for Packaging and Processing Technologies predicts will 
become a key obstacle to purchase for consumers in the next
5 to 10 years.

DPACKAGING ENGINEERED FOR “ON THE GO”

Gone are the days when corrugated packaging dominated shelves. 
We’re now living in an “on the go” world, and consumers are looking 
for that same quality in their snacks. To deliver convenience with a 
lower carbon footprint, snack food brands are embracing flexible 
packaging—a category that includes packaging such as foil bags, 
stand-up pouches and wrappers used for a variety of bars.

Wrappers have 
become the 
packaging style 
of choice for
protein bars, granola 
bars and the growing 
number of single-
serve products
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https://www.westrock.com/-/media/images/insights/packaging-matters-2018/westrock-packaging-matters-2018-whitepaper.pdf?modified=20180926191333


An increasing 
number of brands 
are replacing the 
multiple vendor 
model of
the past with 
custom packaging 
solutions that 
deliver packaging 
products 
and services, 
warehousing and 
fulfillment—all from
a single partner.
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Stand-up pouches are easy for customers to use immediately or carry 
with them anywhere and everywhere. Not surprisingly, they are also 
one of the fastest-growing packaging types in the snack food sector. 
In a recent study on packaging preferences, 76% of consumers 
said re-sealability is important to them. Wrappers have become 
the packaging style of choice for protein bars, granola bars and the 
growing number of single-serve products

Stand-up pouches that include zippers are expected to continue 
gaining popularity across snack food categories. Meanwhile, wrappers 
have become the packaging style of choice for protein bars, granola 
bars and the growing number of single-serve products designed to 
provide lower calorie counts for health-conscious consumers.

CUSTOMIZED RETAIL-READY DISPLAYS

Online purchases will account for 20% of total grocery retail by 2020. 
Despite considerable growth in E-commerce sales, the majority of 
shoppers still purchase their consumer packaged goods in stores. 
Retail-ready displays are a key marketing tool for brands serious about 
getting their snack foods seen, whether in a club store like Costco or a 
traditional grocery chain.

With POP (point of purchase) displays, customization reigns 
supreme. Snack food brands serious about maximizing sales in 
the retail environment are starting with the needs of the market, 
then using that insight to engineer standout retail-ready displays. 
But the customization doesn’t stop there. Most stores have unique 
engineering requirements for POP displays, and store-specific 
customizations are a crucial factor in retailers’ willingness to accept a 
vendor POP display. Working with a packaging solutions provider that 
knows specific retailer requirements inside and out can expedite the 
process of getting displays out the door and into the store.

Other emerging trends to watch for include using technology to 
connect shoppers with educational content straight from your POP 
display and engineering displays that accommodate an increased 
number of SKUs, which is a trend that has taken over the snack food 
industry.

https://www.victorypackaging.com/en/product-type/flexible/stand-up-pouches
https://www.westrock.com/-/media/images/insights/packaging-matters-2018/westrock-packaging-matters-2018-whitepaper.pdf?modified=20180926191333
https://www.fmi.org/digital-shopper/


Is your snack 
food brand in the 
process of creating 
or updating your 
packaging? Are you 
ready to grow with 
a partner who can 
help you optimize 
every stage of your 
packaging supply 
chain? 

Contact Victory 
Packaging to 
discover how 
our customized 
packaging 
solutions can help 
your snack food 
brand succeed.
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TOTAL PACKAGING SOLUTIONS

In a snack food era with more SKUs than ever, inventory and fulfillment 
are just as crucial as a brand’s packaging design. An increasing 
number of brands are replacing the multiple vendor model of the past 
with custom packaging solutions that deliver packaging products and 
services, warehousing and fulfillment—all from a single partner. These 
custom packaging solutions can help snack food brands reduce costs, 
streamline inventory, attract new customers and provide the high-
quality service today’s consumers expect.

Although the word “distribution” might bring to mind heavy added 
costs, a complete packaging and fulfillment solution will help you 
reduce total costs across the entire supply chain. With an experienced 
solutions provider, that can quickly add up to more cost savings than a 
lower per-piece price alone can ever deliver.

Here are a few packaging solutions helping brands capitalize on the 
growing market for snack foods:

 � Vendor Managed Inventory (VMI): With the incredible growth of   

  the snack food market, many brands struggle to accommodate 

  increased capacity and prepare for future growth. Custom    

  warehousing and VMI programs allow snack food brands to use the   

  space they have for manufacturing rather than inventory.

 � Just In Time (JIT): A JIT program can help snack food brands that   

  require multiple transactions on a frequent basis maximize their use  

  of available floor space with packaging that is stored offsite and   

  stocked as needed.

 � Equipment costs: If you are planning to buy packaging equipment,  

  your brand will need to modify, upgrade or refurbish that equipment 

  at some point during its lifecycle. With growth goals in mind,   

  leveraging a third-party’s packaging services and equipment is a  

  cost-efficient alternative that will help your brand expand when   

  needed.

By embracing a single partner that delivers these capabilities as well as 
packaging design and engineering, snack food brands are redefining 
the role of packaging in boosting their bottom lines.

https://www.victorypackaging.com/en/about/contact
https://www.victorypackaging.com/en/about/contact

