
This report looks at the following areas:

•• What is the market landscape of the market, how is it influenced by
COVID, and what does the future competition look like?

•• What competitive strategies and new products trends needs can inspire
future business?

•• How has the consumption habit changed in the post-COVID time?
•• How are the needs of breakfast on working days different from day-off?
•• What attributes are consumers associating with a healthy breakfast?

69% of respondents have breakfast at home more often to pursue balanced
nutrition and freshness, though one year after the outbreak.

Although COVID-19 hit the breakfast market in 2020, it still grew at a 1.2%
growth rate, with the in-home market enjoying the highest growth rate over the
past five years, seeing more at-home breakfast occasions. Out-of-home has a
big retracement due to losses from foodservice and small business, but it will
recover soon as consumers’ willingness to pay more for eating out picks up.
Overall, the breakfast market is dynamic and expects to recover to previous
growth soon.

The biggest breakfast market challenge still lies in COVID-related public news.
When there was big news concerning the epidemic, consumers’ willingness to
dining-out dropped considerably. It is believed that the fluctuation will be less
sensitive as the vaccination programme rolls out in the future.
Though hit by COVID-19, the market benefits largely in the in-home sector.
More at-home breakfast occasions also accelerate innovations in healthier,
quicker and smaller size directions to fit modern city life. Based on balanced
nutrition and freshness, upgraded RTE breakfast products will be on-trend in
the near future.
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“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.”
– Pepper Peng, Research
Analyst
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• In-home surged the market with robust growth
• Out-of-home lost in short-term but seen confidence in

market recovery

• The market sustained a slowed growth credited to the in-
home segment
Figure 7: Breakfast spending, China, 2016-2020

• Back to strong upward trend in the next five years
Figure 8: Breakfast spending, China, 2015-2025

• More in-home meals for hygiene
Figure 9: Consumption change after COVID-19, February,
2021
Figure 10: Trend of consumers spending more on in-home
food, China, February-2020 April 2021

• Eating out is influenced by public epidemic information
Figure 11: Trend of consumers spending more on eating out*,
China, February-2020 April 2021

• Breakfast habits are regionally distinctive
• Development of plant-based food and drinks

• In-home is the definite ace with robust growth
Figure 12: Market value of in-home breakfast foods, China,
2015-2025

• Out-of-home lose temporarily but will recover soon
Figure 13: Market value of out-of-home breakfast foods,
China, 2015-2025

• Value-for-money and regional breakfast
• Quicker, smaller and healthier breakfast solution

• Betting on cost-effective breakfast combo
• McDonald’s super value breakfast month

Figure 14: Official announcement of super value breakfast
month, McDonald’s, China, 2020

• Starbucks rolled out RMB15 breakfast line
• Regional breakfast

Figure 15: Examples of national fast food brands launching
regional cuisine as breakfast, China, 2021
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• Babi Food got listed
Figure 16: Short shelf-life steamed buns from Babi Food,
China, 2020

• Buoyant breakfast innovations in China
Figure 17: Top 10 markets in breakfast new launches of food
and drinks, MAT2016 (April)-2021
Figure 18: Top five breakfast categories in new launches of
food and drinks, China, MAT2016 (April)-2021
Figure 19: Top 10 Flavours in breakfast new launches of food
and drinks, China, MAT2016 (April)-2021
Figure 20: Examples of fruit/yogurt flavour breakfast
products, China, 2020-2021

• Keep going on quick solutions
Figure 21: Top 10 claims in breakfast new launches of food
and drinks, China, MAT2016 (April)-2021
Figure 22: GoOats’ Oatmeal Ball, US, 2020
Figure 23: Del Monte Foods Fruit & Oats Snack Cups, US,
2020
Figure 24: Dingding Bao (叮叮包) from Hema, China, 2021

• Plant-based meat joins in breakfast
Figure 25: Plant-based Panini from FamilyMart, China, April
2021
Figure 26: Plant-based meat breakfast line from McDonald’s,
China, 2021
Figure 27: Starbucks GoodGood plant-based products,
China, 2020

• Consumers are open to both Chinese and Western-style
breakfast

• Filling and saving time are the biggest demands on working
days

• Balanced nutrition and fresh ingredients are foundation of
healthy breakfast

• Opportunity for Chinese and Western fusion
Figure 28: Consumption category for breakfast, February,
2021
Figure 29: Breakfast preference, March, 2021

• Meal replacement is not an effective way of communication

NEW PRODUCT TRENDS

THE CONSUMER – WHAT YOU NEED TO KNOW

CONSUMPTION CATEGORY
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Figure 30: % point change of penetration between 2020 and
2021, by category

• More often at home choices needs quicker solutions
Figure 31: Breakfast preference, by frequency of eating at
home, February 2021
Figure 32: Frequency of having breakfast at home, by
children in households, February 2021

• Cooking at home stays stable in post-epidemic time
Figure 33: Purchasing channel, February, 2021
Figure 34: % point change among different frequency users
between 2020 and 2021, China

• Coffee shops gain more users
Figure 35: Croissant siu mai pairing with coffee, Wuhan,
China, 2021

• Dairy drinks are the priority choice
Figure 36: Breakfast drinks, February, 2021
Figure 37: Penetration of certain breakfast drinks, by
frequency of having breakfast at home, February 2021

• Preference of drinks show regional differences
Figure 38: Penetration of certain breakfast drinks, by region,
February 2021

• Sparkling water is full of potential for working days’
breakfast
Figure 39: Breakfast needs on working days, by certain drinks,
February 2021

• Quick and value for working days while novelty and variety
for days-off
Figure 40: Breakfast needs by occasions, February, 2021

• Females are more demanding on working days while males
on day-off
Figure 41: Breakfast needs on working days, by gender,
February 2021*
Figure 42: Breakfast needs on days-off, by gender, February
2021*

• Cereals and Chinese-style instant breakfast drinks can
satisfy needs of working days
Figure 43: Breakfast needs on working days, by breakfast
category, February 2021

CONSUMPTION FREQUENCY

BREAKFAST DRINKS

BREAKFAST NEEDS BY OCCASIONS
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Figure 44: Average satisfaction of needs on working days*, by
breakfast categories, February 2021

• Balanced nutrition and freshness are the essential
Figure 45: Healthy breakfast preference, February, 2021

• Balanced nutrition and freshness are the triggers for less-
often consumers
Figure 46: Selected healthy breakfast preference, by
occasion and frequency, February 2021

• Hot not necessarily equals to healthy

• Most consumers would like to try all-day breakfast
• Signature products also shine in non-breakfast time

Figure 47: Reasons for all-day breakfast, February, 2021
• Balanced nutrition is not attractive enough for Gen Z

outside breakfast time
Figure 48: Selected preference of healthy breakfast foods, by
age group, February, 2021
Figure 49: Selected consumption reason for all-day breakfast
foods, by age group, February, 2021

Figure 50: Breakfast spending, China, 2015-2025

Figure 51: Retail market value of in-home breakfast, China,
2015-2025
Figure 52: Retail market value of out-of-home breakfast,
China, 2015-2025

• Methodology
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ALL-DAY BREAKFAST
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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