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“Chinese consumers’ concern of their salt intake has
increased significantly in the last three years: 22% of the
surveyed consumers indicated eating less salt in 2014, and
up to 48% have tried to limit their salt intake in 2016.”

— Ching Yang, Senior Research Analyst

This report looks at the following areas:

BUY THIS

e How will the new dietary guideline impact the sauce and seasoning category? RE PO RT NOW
e Eye on the Millennial mums
e Clean label trend coming to the sauce and seasoning category

VISIT:
The sauce and seasoning market in China is continuously growing, driven by the solid performance of store.m i nte| .COom
niche segments such as exotic sauces and the development of more function-specific sauces, such as
steam fish sauce and mix-in sauce.
CALL:
However, as Chinese consumers are more aware of their salt and MSG (Monosodium Glutamate) EMEA
intake, and with the Chinese government updating dietary guidelines suggesting that people eat less +44 (0) 20 7606 4533

salt and oil, consumers should become more aware of their sauce and seasoning usage. Therefore,

better-for-you products would be a must in this category to maintain company’s market share.
Brazil

Based on consumers’ interests, the future opportunities lie in organic, all-natural, and GMO (Genetically 0800 095 9094

Modified Organism)-free products. These claims have emerged on few soy sauce products in China, but

are still limited in many other segments. Besides, exotic sauces also have room for growth as the

household penetration is still low for most surveyed exotic sauces. Americas
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market
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Figure 38: Methods consumers have used to reduce salt intake
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Ketchup is a household sauce
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Clean and pure define premium
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Figure 58: Consumers who have tried to limit salt or MSG intake, by if know the daily recommended salt intake, August 2016

Home-made sauce is not a threat
Figure 59: Consumers’ attitudes towards home-made sauce, August 2016
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Meet the Mintropolitans

More than half have tried to limit salt intake
Figure 60: Consumers who use the cooking method more often than six months ago, by consumer classification, August 2016

Mostly keep salad dressing and ketchup at home
Figure 61: Consumers who always keep the sauce in the household, by consumer classification, August 2016

Organic and non-GMO are the most important premium features
Figure 62: Attributes consumers linked with premium sauce and season products, August 2016

Appendix - Market Size and Forecast

Figure 63: Retail value sales of Chinese traditional sauces, by segment, 2011-21

;ié_:;lu{e2614: Retail value sales of total foreign sauces (including brown, mayonnaise, mustard, salad dressing, and tomato sauce),
Figure 65: Retail value sales of chicken granules, 2011-21

Appendix - Market Segmentation

Figure 66: Retail value sales of soy sauce, China 2011-21

Figure 67: Retail value sales of vinegar, China 2011-21

Figure 68: Retail value sales of oyster sauce, China 2011-21

Figure 69: Retail value sales of chilli sauce, China 2011-21

Figure 70: Retail value sales of other traditional sauces, China 2011-21

Figure 71: Retail value sales of total foreign sauces, China 2011-21

Appendix - Methodology, Definition, and Abbreviations

Methodology
Fan chart forecast

Abbreviations
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