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“Nutrition and safety are the two basic requirements for
consumers when choosing breakfast. While the market
value will certainly keep growing, the impetus to drive

more business opportunities lies in providing convenience
and saving time on preparing breakfast; moreover

businesses may have an opportunity of adding more
diversity to Chinese consumers’ breakfast table.”
Loris Li, Associate Director, Food & Drink

This report looks at the following areas:

• Convenience store dominance grows
• At-home breakfast needs diversification
• Standardisation of breakfast is a long-term perspective

China’s breakfast market was worth over RMB 1.5 trillion in 2017, and is expected to continue with
steady growth over the next five years. Consumers’ growing health awareness and increasing income
levels will drive them to better quality food and drinks as well as bring back home more types of food
and drink to serve as breakfast. Urbanisation and industrialisation will present more opportunities for
businesses to explore further in the breakfast market. Consistent quality, taste and even sizes of bun
or fried stick will be important not only to drive more sales value but also to build brand awareness.
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Brands are promoting packaged bakery products with better quality for at-home breakfast
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Breakfast at home or breakfast carts/kiosks usually costs up to RMB 10

Coffee houses and casual dining restaurants occupy the high end
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Consumers spend more for breakfast at home than 2016
Figure 33: Breakfast spending at home, April 2016 and February 2018

Nutrition, safety and fresh are premium features
Figure 34: Upgrade drivers for breakfast foods, February 2018
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Figure 35: Upgrade drivers, customisable to one’s taste, by gender and age, February 2018
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Weekdays need filling and energy-boosting breakfasts
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