MINTEL

November 2014

ZE - China

“FIBTIHTE2010FEZHFM40% 2 RIGK BT —E R EIR
T. BETEMRMERILES | FABBAR. Sinhizg
EHERFEZ 51 A iR AR Mk E S 2 UBMME2012/
13BN | TN ERTUERBE E13%, sy
Zih2014E BB KTHAH6.4% , AFEFES TIEME
FHA B 2000E & HEIRZETIHERI.

EEAMYAIRKYEES , ANWEREET SN F——54

EZVERPT. BARAERET o8%MmiaL AR , BH

%ORF, BI—&IRMH302 S 402 S IHBEZIMT

BEH. ATEZSPILTAMZH , BERETEMR

THBRE BRI RS | FEEE O RELNN =50, 1

il‘ , EIK‘}E&EIM%'Jﬁﬁ%iﬁ%*ﬂ@ﬁﬁﬁﬁﬁﬁﬁﬁ‘]ﬁﬁﬁ
BE,

SMNEZVAEIEEAR RS, MFEIARRESEIETRE
BERASNEZNBIMRHFEEAR D . EWHIRIIIR D
Zgﬁi&ﬁﬁ\‘l‘}ﬁﬂl&%ﬁ)}%ﬁ‘ﬁ!l‘)ﬁﬁﬁﬁ@%ﬁé%ﬂ%ﬂﬁ
2%94] B No 7

- K— (BIRATIM)

September 2014

Spirits - China

“The forty percentage point increase in the spirits
market in 2010 seems to be a distant memory now. The
golden ten years of the spirits market ended in such an
abrupt way that few could ever have rightly predicted it
happening. The shrinking high-end segment and the
subsequently over-crowded mid-range ...
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Coffee - China
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“Brands can market the western coffee culture to
Chinese consumers, but still need to localise their
products to fit Chinese palates. For the dominant instant
coffee segment, growth opportunities come from
expanding usage occasions and upgrading the majority
medium users to heavy users through product
innovation and advertisements. Moreover, there ...
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Sports and Energy Drinks - China

To sustain the growth, brands need to go beyond using
vitamin enriched drinks as the only way to convey a
healthy image for sports and energy drinks. Consumers’
concern over negative ingredients suggests there is
potential demand for more products with natural
ingredients, reduced calorie and are free from additives

Baby Food and Drink - China

“Vegetables, organic ingredients, and minimising
packaging size to control nutritional intake could be the
springboard for baby food producers to expand
penetration among younger parents.”
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