
PROSPECTS

Upturn in Performance of Sweet Biscuits Spurred            
by Hot Summer Weather 

Sweet biscuits saw an upturn in performance 
in the final two years of the review period. 
This in part derived from unusually hot 

summer weather. While sales of biscuits often go 
down during hot summers, as consumers turn to 
products that are lighter and moister while they are 
out and about, the particularly high temperatures 
seen in 2018 encouraged consumers to stay inside, 
where they consumed more biscuits than usual 
during the season. As a result of the increase in 
at-home consumption, larger packs of biscuits sold 
particularly well. 

Premiumization Trend Wanes 

The premiumization trend in sweet biscuits calmed 
down at the end of the review period. Product 
innovation within sweet biscuits is generally limited 
to new flavors and the category faces considerable 
competition from a broad range of other snack-
orientated products. Nonetheless, smaller packs, 
such as those containing one or two biscuits, 

continue to sell well through convenience stores as a 
quick solution to hunger. Premium biscuits containing 
high-end ingredients, which once drove up overall 
sales in sweet biscuits, are becoming less prominent 
at retailers and innovation has slowed significantly. 

Growing Manufacturer Focus
on Functional Innovation 

One reason that innovation has become less of a 
feature of premium biscuits is that manufacturers 
have increasingly turned their attention to health-
orientated and functional products. These healthier 
biscuits often have the Food with Functional Claims 
(FFC) label to better communicate their health 
benefits to consumers. Vitamins, probiotics, and 
dietary fiber, especially digestion-resistant dextrin, 
are commonly used in such biscuits. At the end of 
the review period, GABA featured in a number of 
biscuit products with the positioning of reducing 
high blood pressure and relaxing emotional tension. 
Low carbohydrate biscuits with soy powder and 
bran powder have also become popular. Ezaki Glico 
expanded the range of its Sunao biscuits brand, 
which contains 50% less sugar, with the introduction 
of a lemon flavor product in 2019. 

Sweet Biscuits, Snack Bars, 
and Fruit Snacks in Japan The EMB of the Department of Trade 

and Industry (DTI) is mandated to 
oversee the development, promotion, 
and monitoring of Philippine exports. 
The EMB provides the exporters the 
enabling environment to make them 
globally competitive.

Euromonitor Digest is a monthly 
online publication of the EMB, which 
aims to provide insightful analysis on 
the reports culled from Euromonitor 
International’s Business Intelligence 
Research.
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COMPETITIVE LANDSCAPE 

Leading Player Introduces New Concept in Probiotic Biscuits 

The largest player in sweet biscuits, snack bars, and fruit 
snacks, Ezaki Glico is an innovation leader in the category. 
The company launched a new series under its long-
established Bisco brand in 2018. Bisco, which has offered 
products containing probiotics since the 1980s, launched 
Bisco Symbiotics, which is founded on the new concept 
that taking probiotics at the same time as prebiotics (fiber) 
enhances their effect. In 2019, Ezaki Glico changed the 
promotional support for its major brand, Pocky. The company 
introduced new promotional characters and employed 
famous actress, Rie Miyazaki to play a mother who tries to 
encourage her daughter to discuss her problems by offering 
her Pocky biscuits. 

Bourbon Utilises Cross-brand Marketing and Innovation 

Bourbon Corp, the second largest player in sweet biscuits, 
snack bars, and fruit snacks, founds its strength on 
affordability. The company sells well-established, well-
known brands at low prices, while also adding new products 
with premium concepts in the lower price range. The 
company’s offer is wide ranging, with many SKUs under 
several brands, and employs cross-brand marketing. 
Moreover, many of Bourbon’s brands launch the same 
flavour, such as matcha or strawberry, at the same time,  
with the aim of encouraging consumers to try out more than 
one of the company’s brands. 

Yamazaki Biscuits Moves on After Oreo 

Yamazaki Biscuits lost its license for producing and selling Oreo during the 
review period. However, the company utilized the experience and technology 
related to the production of Oreo to launch the filled biscuits brand, Noir. In 
2019, Yamazaki Biscuits maintained a trend of share growth in filled biscuits, 
thanks to the success of brands such as Noir and its eponymous brand. ■




