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Ice Cream - China

“Packaged ice cream benefits from rising in-home
consumption after the COVID-19 outbreak, aided by
growing product availability from online and New Retail
channels. Various consumption occasions beyond
chilling out indicate the opportunity to strengthen the
role of ice cream as an in-home snack and comfort food
to break the seasonal ...
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Plant-based Food - China

“The plant-based meat market is growing, driven by
consumers’ increasing awareness of and needs for a
healthy diet. Although limited familiarity and previous
perceptions of traditional soy meat may hinder
consumers’ interest in trying, continuous marketing
education and product innovation are expected to
support future market growth.”
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Breakfast Foods - China

“COVID has hit the breakfast market mostly on out-of-
home occasions, but grown in-home consumptions that
breed consumers seeking for balanced nutrition and
fresh ingredients. The new consumer aspiration of
regional taste also puts pressure on product innovation
for the out-of-home sector, while in-home market will
benefit from quicker, healthier and ...
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Tea Drinks - China

“Tea drinks of different formats have experienced the
pandemic differently, with the RTD segment facing
challenges posed by limits on out-of-home consumption,
while tea infusions enjoyed an uplift thanks to the
increased time spent at home. Successful practices have
been borrowed from the instant coffee market,
precipitating a premiumised consumption ...
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Meat Snacks - China

“Meat snacks enjoy higher growth potential in total
snack category. Consumption is considerably driven by
food craving. However, this factor is not sufficiently
addressed in current new product launches which
mainly feature healthy claims. While the market is
highly competitive, new entrants can consider focusing
on very specific sub-segments to ...
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Milk and Dairy Beverages - China

“Consumers’ increasing needs and expansion in
consumption occasions give milk and dairy beverages
market growth potential both within the market and
from bigger casual drinks market. Chilled milk will
benefit from highlighting its nutrition advantages over
ambient milk and ambient yogurt. While health halo of
dairy and wider awareness of ...

Instant Foods - China

“Instant noodles are no longer the last resort for
satisfying hunger. Product upgrades thanks to
technological improvements help instant noodles cast
aside the negative image of being low in nutrition and
overcome consumption barriers. Updated perceptions of
instant foods will grant them more important roles in
satisfying consumers’ diversified dietary ...
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