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Biscuits, Cookies and Crackers -
China

“Product innovation is key to business growth, since
consumers are open towards different types of biscuits
and are eager to try new products. Healthy and
indulgent are the two key areas for product innovation
as they are the main purchase drivers.”
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Noodles - China

“Consumers are demanding a wider variety of new and
exotic flavours, as more people travel overseas, and are
exposed to more new cuisines. This provides an
opportunity for noodle manufacturers to create bold
new flavours that generate interest among increasingly
sophisticated consumers.”

Salty Snacks - China

“Manufacturers might consider adopting a multi-brand
strategy to meet the demand for different types of
snacking food from different consumer segments —
depending on their respective attitudes towards salty
snacks — so as to more effectively expand both business
scope and consumer reach.”
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