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Biscuits, Cookies and Crackers - 77{EMH - China
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consumption. Rather than a piece of heavy and ; % : i
intensively sweet biscuit, Chinese consumers define %W%%ﬂ Eﬂ@m'ﬁlwi‘m ’ iﬁﬁjﬂ:* BB AR S,
indulgence as lighter bites that are crispy, with multiple RIHBE X AR
flavour and texture experiences, and are suitable to pair
with their drinks.”

“Indulgence has been a main driver of biscuit
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FRIHE D - China Instant Noodles - China

GHRENSEATENIKRENRERARTRERERA “The instant noodle category is facing great challenges

LT RTIHLNHE, LEEX , RETEHETERL as demographic changes are reshaping the main

SGERN—S , BRIWECNESEATE. [ BNG consumer group of the category. Manufacturers should

MeRTREE M BER S EE B ENHERER €A take action and respond to consumers’ upgraded needs

X—IF i B{HRT AN EE R, to stay competitive. A multi-brand strategy and clear
positioning will enable more precise targeting and
strengthen brand loyalty.”
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Consumer Snacking Trends -
China

“Globally, meat-based snacks have moved into the
spotlight in the last year owing to consumers’ high
interests in protein-rich snacks. The category has been a
part of traditional Chinese snacks for centuries but has
rarely been positioned as a high-protein snack.
Featuring its protein level and making them more
convenient ...
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