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Cheese - China

“The cheese market will continue its growth trajectory as
the fastest growing dairy category, albeit from a smaller
base. Brands can expand the formats of cheese to place
it in competition with the broadening snack category
and target more adult consumers, rather than focusing
purely on its nutritional value. Collaborations ...
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Baby Nutrition - China

“Although continuing to face a declining birth rate, the
total baby nutrition market still maintains steady
growth, mostly driven by premiumisation in IMF as well
as increasing penetration of baby supplementary foods
and baby health supplements. Opportunities lie in
interactive marketing education for cutting-edge IMF
formulae, category expansion to offer ...

Cooking and Baking Habits -
China

“The COVID-19 outbreak has resulted in the shift from
dining out to cooking and baking at home. Most young
consumers aged 18-24, who used to bear less cooking
responsibility, have stepped into the kitchen and kept
their cooking habits in the post-COVID-19 period.
Ready-to-cook products and compound seasoning packs
could ...
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Pet Foods - China

“Pet owners are becoming knowledgeable and
sophisticated in selecting pet food, as they will

Yogurt - China

“The growth rate of the yogurt market slowed down this
year but will likely pick up at a high single-digit level
again in 2021. The outbreak has driven consumer
demand for yogurt as consumers seek better immunity.
Ambient yogurt will still grow faster than chilled yogurt
because of easier accessibility ...

On-premise Coffee Consumption -
China

“The COVID-19 outbreak shored up retail coffee
products’ position in the market, posing competition for
fresh coffee. However, the fact that consumers are
becoming quality- and taste-driven gives players an
opportunity to serve coffee drinks with rich mouth-feel,
innovative flavours, formats and functional ingredients.
Additionally, dominant players can innovate around ...
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proactively seek information before making purchase
decisions. Their concern around food safety and
attention to nutrition suggest brands should not only
fortify nutrition but also provide transparent
information. With the evolving attitudes of treating pets
as...
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Ready Meals - China

“Consumers’ changing dining habits from eating out to
cooking at home due to COVID-19 bring market
opportunities for ready meals. With the evolving
definition of convenience, brands should satisfy
consumers’ desire for elevated convenience without
compromising their upgraded requirements for
nutrition and flavour. Customised products could help
brands better serve ...
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Instant Foods - China

“As instant foods reach more consumers with the
expansion of online channels, consumers are no longer
satisfied with just a convenient solution and have
started looking for factors regarding nutrition and
quality. Consumers will expect instant foods to evolve
towards becoming more like freshly made meals.
Product innovation in the ...
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