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Yogurt - China

“Constant product upgrading and continued emphasis
on naturalness and higher nutritional values will help
draw consumers in and keep current users, while there
are also innovation opportunities to appeal to the rising
interest in super indulgent variants and a need for
yogurt/yogurt drinks as a menu item while eating ...
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Breakfast Foods - China

“Chinese consumers have developed hierarchical needs
for breakfast. Besides the basic needs for satiety and
nutrition, people are willing to trade up to products and
services that can help them save time and add
convenience to the eating process. Meanwhile they have
started looking for super ingredients with energy-
boosting functions ...
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Pet Food - China

“Compared with other markets, online is an especially
critical channel for the Chinese pet food market. Not
only because it’s one of the most popular purchase
channels, but the e-commerce’s distribution system
enables companies to reach the lower tier cities and
rural areas, where there are still lots of growth ...
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