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About Farmley & IHSS

Remember when snacking was spontaneous? A handful of chips during a cricket match, a 
sweet treat after dinner, a namkeen pack tossed into the basket on a whim. It was unplanned, 
casual and mostly about feeding an urge.

But snacking isn’t what it used to be. It has become an expression of who we are and what we 
value. Today, our snack choices reflect our lifestyles, our health priorities, even our cultural roots. 
Snacking has evolved from background noise into a statement.

Over the past year, Farmley immersed itself in this shift. Beyond the data, we visited homes 
and markets, listened to stories over chai, and watched what people actually reached for. One 
truth stood out: Indians want snacks that taste good and do good. No more trade-offs between 
pleasure and health.

This report captures that transformation. It is not just about what we eat. It is about how 
snacking has become woven into the rhythms of our daily lives. Let’s explore this new world, 
one bite at a time.
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THE FUTURE OF SNACKING IN INDIA
India’s snacking scene is at an exciting crossroads — where tradition meets innovation, 
and taste meets health. The Indian snacker has evolved: informed, intentional, and 
uncompromising. They want snacks that taste extraordinary and do something meaningful for 
their bodies.

The signals point in one clear direction. Protein is no longer a premium feature — it’s a baseline 
expectation. Refined sugar is on notice. Makhana has cemented its place as India’s superfood 
of choice. Quick commerce has redrawn the retail map. And two new conversations — women’s 
wellness and kids’ nutrition — have opened categories the market has barely begun to address.

The brands that define the next decade won’t be the ones with the biggest budgets or the 
most famous faces. They’ll be the ones with the clearest ingredient lists, the most honest 
communication, and the deepest understanding of what the Indian snacker is asking for.

That snacker has spoken — in 6,000 voices. The only question left is who is listening.



LIMITATIONS
As with any large-scale consumer survey, the findings in this report should be read with the 
following context in mind.

The sample gender skew, and the generational breakdown across Gen Z, Millennials, Gen X, 
and Boomers was not equally distributed — Millennials and Gen X represent a larger share, 
which may influence category-level findings.

The survey was conducted primarily in English, which may limit representation from smaller 
towns and regional-language respondents. The population mix does not necessarily reflect 
India’s snacking population at large — findings are indicative of the health-aware, digitally-
engaged consumer, and should be used as directional intelligence rather than absolute 
market statistics.

RESEARCH METHODOLOGY
To capture a well-rounded picture of India’s evolving snacking habits, the India Healthy 
Snacking Survey 2026 employed a mixed-method approach combining digital reach with on-
ground engagement.

The online survey reached a geographically diverse audience spanning metros, Tier 1, Tier 2, 
and Tier 3+ cities, across multiple age groups and occupations. This was complemented by 
pop-up interactions at corporate offices and college campuses, allowing the team to capture 
behavioural nuances that online surveys alone often miss.

This year’s survey expanded significantly in scope, introducing two new modules — one on 
women’s wellness and snacking through the menstrual cycle, and one on parents and kids’ 
snacking behaviour. These additions make 2026 the most comprehensive edition yet.



About Farmley
Farmley is centered around the idea of making snacking more wholesome, healthy and 
indulgent. In today’s world, customers are caught in having to choose between boring healthy 
snacks and guilt ridden unhealthy indulgences. We aim to evolve the consumers’ relationship 
with snacking, allowing them to indulge freely in delicious snacking options, minus the guilt. 
We have something for everyone - be it our range of Roasted Makhanas seasoned in olive oil, 
or our signature Date Bites for those sweet cravings, or our latest roasted offering for GenZ 
snacking - Makha Shaka - every range we launch is a proof that indulgence and nutrition can 
share the same plate. With our own sourcing networks, in-house production, and an R&D 
team that’s as passionate as it is particular, we make sure every bite delivers on both flavour 
and purpose. And as a brand built on trust, we’re proud to have the endorsement of cricket 
legend Rahul Dravid - because consistency, reliability, and quiet excellence aren’t just values we 
admire, they’re values we live by.



Better-For-You Brands. One Ecosystem. One Place.

The India Healthy Snacking Summit serves as a premier stage for industry dialogue - the 
nation’s singular gathering dedicated entirely to the burgeoning world of mindful munching. 
Over the past two years, it has united a vibrant collective of visionaries, capital partners, retail 
enablers, product innovators, health influencers, nutritionists and regulatory voices to define 
the roadmap for the next generation of Indian snacks.

This third edition builds on that legacy, positioning this deep-dive study at the heart of the 
event. It is the forum where the most critical industry dialogues unfold, strategic partnerships 
are cemented, and the vision for a more intentional food culture is brought to life - one bite at 
a time.
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