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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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Festive Foods - China

“Symbolic meaning helps maintain traditional festive
foods’ mainstream position in gifting. To strengthen
their presence, traditional festive food brands are
actively capitalizing on the revival of Chinese heritage
and also are taking tentative steps in terms of their
flavour, ingredients and packaging innovation. Cross-
category cooperation helps increase brands visibility in
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Consumer Snacking Trends -
China

“As the purposes for snacking diversify, brands should
seize the opportunity to better serve consumers’ special
and fragmented demand. Higher requirements towards
nutrition from snacks among consumers with kids
demonstrate opportunities to use nutritious ingredients
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in snacks designed for children. The rise of social
snacking also suggests snack brands can ...
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