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“The organic food market in China is tiny; yet it is also
developing quickly thanks to the growing consumer

interest in this sector driven by an increasing level of
attention that people pay towards health and wellbeing."

– Laurel Gu, Senior Research Analyst

This report looks at the following areas:

• What types of safety checks do consumers do before buying a food product?
• In which categories are people buying organic food and how frequently do they buy

organic food?
• What are the main barriers against buying organic food?
• What are the most attractive features of organic food?
• What are the most effective triggers to encourage consumers to buy organic food?
• Where do consumers normally buy organic food?
• What are consumers’ attitudes towards organic food?

However, the excessively high price of organic food is an ongoing problem. There is a general
perception that organic food is overpriced, which gives rise to scepticism over the tangible benefits that
it is able to offer to consumers. For organic food brands, justifying price points and helping consumers
to better understand the benefits of eating organic food will be key to driving the growth of the market
in the future.

Within this report Mintel investigates consumers' purchase behaviour of organic food (eg, what types of
organic food consumers normally buy; where consumers are buying organic foods, etc) as well as their
general attitudes towards organic foods (eg, what are the drivers and barriers). The report also
investigates the different types of safety checks consumers do before making a food purchase.
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Market Drivers and Future Opportunities
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Trend Application
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Male consumers are becoming more cautious when shopping for foods
Figure 23: Safety checks before food purchasing, by gender, December 2014

Figure 24: Example of organic food featuring education messages on-pack, China, 2014
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Figure 25: Proportion of consumers who claim to have purchased organic food in the past 3 months, December 2014
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Education is key to fostering loyalty to organic food
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Consumers in tier two and three cities are yet to be educated about organic food
Figure 28: Percentage of consumer having mostly bought organic food and not sure whether they have bought organic food or not in
the past 3 months, by city tier, December 2014
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High price is the top concern
Figure 29: Main barriers against buying organic food, December 2014

Low accessibility and lack of varieties are also major barriers
Figure 30: Main barriers against buying organic food, by city, December 2014

Young consumers and those in lower tier cities are lacking in knowledge about organic food
Figure 31: Main barriers against buying organic food - I have little knowledge about organic food, by age and city tier, December 2014

Organic food also needs to deliver a good taste
Figure 32: Main barriers against buying organic food - Organic food doesn’t taste as good as regular food, by user type, December
2014
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Most people buy organic food for safety assurance
Figure 33: Most attractive features of organic food, China, December 2014

Ethical marketing can also drive purchases of organic food

Males attach stronger importance to certification assurances
Figure 34: Selected most attractive features of organic food, by gender, China, December 2014

Organic food should not forget to highlight its nutritional values
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Different ways to motivate consumers to try organic food
Figure 35: Organic food purchase triggers, China, December 2014

Young (20-24) consumers can be driven by the new concept of ‘organic lifestyle’
Figure 36: Organic food purchase triggers – due to special offers/curiosity, by age, China, December 2014

Organic food can fit into gifting occasions

The Consumer – Categories that Consumers Tend to Buy Organic

The Consumer – Main Barriers Against Buying Organic Food

The Consumer – Most Attractive Features of Organic Food

The Consumer – Purchase Triggers
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Figure 37: proportion of organic food buyers who have bought as a gift, by demographics, China, December 2014
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The majority buy organic food in super and hypermarkets
Figure 38: Organic food purchasing channels, China, December 2014

High-end consumers seek organic food in emerging channels
Figure 39: Organic food purchasing channels, by income and educational level, China, December 2014

Figure 40: Example of a specialised organic food store, Shanghai, China, December 2014
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Three types of consumers
Figure 41: Consumers segmentation based on their attitude towards organic food, December 2014

Figure 42: Consumer attitudes towards organic food - % of “agree strongly” or “agree somewhat”, by psychographic group, December
2014
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Figure 45: Demographic features of “The Tempted-to-try”, by psychographic group, December 2014

Figure 46: Food safety checks, by psychographic group, December 2014

Figure 47: Main barriers and triggers for “The Tempted-to-try” to buy organic food, by psychographic group, December 2014

The Indifferentist
Figure 48: Most attractive features, triggers and main barriers for “The Indifferentist” to buy organic food, by psychographic group,
December 2014

The Consumer – Purchase Channels

The Consumer – Different Attitudes towards Organic Food
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