MINTEL

January 2017

MIHEJE - China

“RERBIFTEMHATRZES HiaIN , MHEET
TR RIFRRIBK. METHARIREZHEIFEERS
?ﬁ;‘ﬁ% , X—ERFWRBNRZER ZEXERNE N

- Btz , BRRSaATIm

December 2016

Coffee Houses - China

“The out-of-home coffee market is expected to continue
robust growth although coffee houses may face
increasing competition from non-specialist coffee
places. As brands target more locations and go
premium, they must bear in mind that experience is
what matters the most.”

— Summer Chen, Research Analyst
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Wine - China

“Although domestic wine players are still the market
leaders, along with easier access to online shopping and
international products, consumers in China have
become more aware of foreign brands and imported
wines. Wine in China is no longer seen as an indulgence
of the elite as it previously was, but ...
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Beer - China

“Chinese consumer spending has been hit by the
economic slowdown; beer sales in China are also
slowing, essentially caused by premiumisation (quality
over quantity which has resulted in reduced volume
sales) and unfavourable weather (eg a rainy summer and
severe flooding influenced levels of beer production). In
order to grow ...
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Juice - China

“In the shrinking juice market, packaged juice is not
only facing competition from on-trade fresh juice but is
also pressured by the decrease of juice drinks — the
dominant segment in the category, which leaves limited
scope for key players to convert non-users to drive sales,
but poses an opportunity ...

September 2016

P72 - China

“hE A ZUETIHERIERTARBMES , BUFHTH
REFRTEHNB LR PEETERAZIETIS LR
WSHBRER, ETHEIREREFIAEIN , RIFEEATY
HEUFEETS (andERLHTR S in AT AR SR H
FIEAN) AIBOTAETISR ERIGKHIE, RATAINE
TAE BRI AER | BN FEITESH,
HRR A MUK RE RS & A IR SR O
&, NMewSHBRENGEENED. TEAAZUERTR
; g?];ﬁ")ﬁ%%ﬁ%&i#%%ﬂt%ﬂ%ﬂik%ﬁiﬁmﬁ BIFANR
RHZEE, 7

- FHE , RO

Western Spirits - China

“China’s Western spirits market is under pressure and
reflects how the anti-extravagance campaign has
affected the luxury sector. Market recovery has been
seen and future growth can be projected based on
current forecasts and trends, such as premiumisation in
the non-business sector and positive consumer
indicators. While the bulk of ...

August 2016

BRI RRE KBS - China

“BATEAATORTIAIEA TR, 7E20215F 2 RTHIER
kRGP  BKERERIHMEEBTIRE. MEERRIHRE
XUMBRRT , MERAAEEA RN ERR0
H%ﬁ__[i%‘.”%% , PETHTRE SR MR RIR KRR TR
B,

- BF% , SEHRAHID

WNHE - China

“RAFHEAMMHAEF E 5 LRIZERMARK , B
AR R A NEEAEFANEL/RIEER SR R, N
WENTFHZE. B, HEASTEESRRBARE
I, FEEE A MR A S SR T EHE IR (E A |
FAAREFIHEE XK, MIAEFRED. Bt , FauF
T B HEAINHE AT BER T — M A SRR,

Coffee - China

“Though the penetration of drip-bag coffee is still low in
China, drip-bag coffee has the convenience of instant
coffee and the original taste of freshly brewed, and the
medium price range between the two. In addition, as its
format is similar to traditional Chinese tea bags,
consumers could easily adapt ...
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On-trade Alcoholic Drinks - China

“Now is a transformative phrase for the alcoholic drinks
market. Growth rate will be low but stable over the next
five years to 2021. With the rise of an experiential
consumption culture and stronger influence from
Western lifestyle and purchasing value, Chinese
consumers are eager to seek out innovations in ...
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Chinese Spirits - China

“The Chinese spirits market developed slowly but is now
resilient and shows signs of recovery. Price reduction is
not a sustainable tactic for premium baijiu market
players to deal with the pressure of anti-extravagance;
companies and brands should concentrate on the
uniqueness of baijiu to differentiate it from other spirits
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Sports and Energy Drinks - China

“Thanks to increasingly health-conscious consumers
and their fast-paced lifestyles, China’s sports and energy
drink market has experienced explosive growth and will
continue to expand quickly. The Chinese sports and
energy drinks market is dominated by leading
international players, posing both threats and
opportunities for smaller and domestic brands. With
CONSUMETS ...
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On-trade Soft Drinks - China JLER S - China
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Infant Milk Formula - China

“Faced with upcoming tougher regulations and
increasingly intense market competition, companies and
brands need to find new approaches to communicate
with consumers as well as drive sales. IMF (Infant Milk
Formula) products which are easier to absorb and
similar to breast milk are more likely to win in the China
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Tea Drinks - China Children's Drinks - China

“The ready-to-drink tea drinks market in China has “Many current CD products have overemphasized the
developed slowly over recent years. Intense competition kids-friendly taste and package design and have

from other soft drink categories and the decline in overlooked that parents are the ultimate decision
demand for green and black/red tea drinks, and lack of makers, with all-natural ingredients the element that
product innovation have all led to the poor performance matters most for them. Excessive food additives and
of the current market. Despite the ... high sugar content are currently parents’ biggest

concern and should be removed to keep ...

March 2016

#i3%IK - China Bottled Water - China
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market with escalating growth and high profit margins.
While low-end brands are competing on price, high-end
brands are rivalling with premium associations ...

Plant Protein Drinks - China

“Compared with beverages in other categories, plant
protein drinks in China are usually positioned as
traditional and nourishing. However, as usage occasions
have expanded beyond breakfast, manufacturers should
add new elements into the products to make PPDs more
suitable for broader, casual usage occasions.”

— Ching Yang, Research Analyst
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