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Health Supplements - China

“Increasing health awareness and the corresponding
investment in proactive healthcare will ensure the future
growth of the health supplement market, particularly
the subsegments trending in the time of COVID-19 (eg
probiotics, vitamins). Future opportunities lie in
targeting young consumers with interactive marketing
education for TCM ingredients, upgrading products
using drinking ...
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Diet for Weight Management -
China

“Weight management will evolve to be more than simply
improving the looks. It will become a long-term emotive
journey for the mainstream healthy-weighted
consumers. The majority will be managing their weight
as an approach to trigger the feelings of being energetic
and happy — an indispensable part of holistic wellbeing

OTC Analgesics and Cough, Cold
and Flu Remedies - China

“COVID-19 caused a temporary setback but also
increased consumers’ awareness of keeping healthy.
Based on legislative reform and developing new
purchase channels, OTC cold and flu medicine
companies need to rely on innovation in product format
and marketing activities to convey functionality and
target young consumers to achieve future growth ...
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Nutrition Knowledge - China

“While consumers’ demand for healthy eating remains
high, their nutrition knowledge is also increasing. To
further help consumers learn nutrition knowledge
efficiently, brands could visualise their products’ key-
featured ingredients via front-of-pack design. Other
opportunities lie in creating more types of “better-for-
you” food and drinks (eg low sodium options), balancing
taste ...

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 ...

EFFIAH - China

“MEEIHTREE R RNFEIREM | AIRETFAND
1R, AT H—SRMERER YOI FSIEFRMIA ,
R AT FE B IE T EL VORI AR E R AR Y. HABAL
LA B L P RE AR (BIAREARE
#) | HEYEREMAK, HEAIET (e,
BE) |, DERRTHIARMR RIS M B, QAR R
AE. BESh , THBRE R SRR MELIE TR R T RRSKEL
HERREER (B RN S5 RIRRITRIARLS
&) . ARBFREE ISR — RN S TR
ST ENER. 7

— XISCHF , BIRAHTR , 20205910 23H

reports.mintel.com



