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pay attention 
to non-GMO 
claims.4

71% 67%

Complementing protein 
generates additional appeal
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Trends redefining  
the global Nutrition  
Bar Market

Market trends

Rapid growth rate of the 
snacking category (2019-2024)1

of all snack  
launches in the 
US over the past 
5 years have been 
dominated by bars.5

$3.9bn 
estimated value of 
protein bar sales in 
the US (2019).2 

3.8%

22%

Quality of protein  
remains important
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Taste and texture are key

say good taste 
is important 
when choosing 
bars.3

are concerned 
about the 
texture of high 
protein snacks.3

74% 63%

3

1

Naturalness of ingredients  
is highly preferable

67%
consider the pure, natural and 
complete benefits of whey 
protein isolate compared to 
plant and nut protein.4

1in3 US bar eater mentioned “Source 
of protein” as a key driver of bar 
choice.7

71%
pay attention to the amount of 
protein present in bars.6

58%
associate “high in probiotics” claims 
with healthy snacks.8

36%
say that fibre amount is an 
important purchase consideration 
when choosing snack bars.8

43%
purchase bars based on sugar 
content. This is now the 2nd most 
important purchase driver.7

https://www.nzmp.com/global/en//ingredients/applications/sports-and-lifestyle-nutrition/bar-ingredients.html

