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December 2015

Sauces and Seasonings - China

“Niche segments of the sauces and seasonings market in
China have potential to grow vigorously in the future.
Foreign sauces need to better adapt to Chinese dietary
habits. Brands can provide culinary assistance and
utilize social media to better engage with young people.
Packaging innovation remains a white space.”
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September 2015

Baby Supplementary Food - China

“Emphasising naturalness and purity, harnessing the
benefit of organic ingredients, and expanding more
eating occasions with convenient and complementary
nature are all possible ways to boost the usage of baby
supplement food in China. “
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“Innovation to enrich an indulgent yogurt-drinking
experience will drive further growth, since yogurt will be
consumed on more casual occasions. Meanwhile,
businesses can seek opportunities in different market
segments by providing more appealing products to fulfil
consumers’ specific needs. Manufacturers are required
to provide detailed product information to convince
consumers ...
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June 2015

Ice Cream - China
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“From fashion to foodservice, the beauty of simplicity is

gaining greater momentum in China to help consumers
to balance their overwhelming lifestyles. In the case of
ice cream, the preference for products to maximise
sensory enjoyment is clear as simple flavour and texture
are no longer the most important elements ...
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Chocolate - China

“Mass-market brands could use cocoa butter substitute
as an ingredient to lower the cost given the majority of
consumers do not have safety concerns over it yet, while
brands that do not use cocoa butter substitutes need to
enhance the value and quality perceptions to justify the
comparably higher price ...
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Biscuits, Cookies and Crackers - BkEE - China
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“Although not many men shout out ‘I love sweet snacks’,
from their consumption behaviour of biscuits, men are
even more in favour of sweet flavour than women,
presenting opportunities for biscuit brands to better
appeal to male consumers via marketing
communications, packaging and product innovations.”

— Hao Qiu, Research ...

TKEGh - China

“PEKREXAFER , FETRRMET HPRHREFRE
i%?% % , REAEHAMTRKESN AR UNS X , TRE
an HITEAT.

February 2015
Salty Snacks - China

“Are consumers willing to compromise health for taste?
- No. But do they still buy ‘unhealthy’ snacks to eat? —
Yes. Brands could make more effort to market the
health-related features to reassure consumers and stand
out from the competition.”

January 2015
Festive Foods - China

“Value for money products will prevail in the festive
food market in the future. However, this does not mean
that products should be simple and dull with a cheap
image. Manufacturers have various ways to provide
more value for consumers, such as using the packaging
to highlight the festive theme ...
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