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"Consumers show high involvement and interest in in-
home cooking, which indicates a promising future for the
sauces and seasonings market. However, consumers also

encounter quite a few problems in terms of both buying
and using sauces and seasonings."

– Linda Li, Senior Research Analyst

This report looks at the following areas:

• Specialised sauces to match different foods and cooking methods
• How to enhance healthy perception through packaging
• There are opportunities for brands to launch more ready-to-use sauces

The report covers the most commonly seen sauces and seasonings in the Chinese market, which
include both Chinese traditional sauces and seasonings and foreign sauces and seasonings. The report
this year applies segmentation of Chinese traditional sauces and foreign sauces, rather than following
the table sauces and cooking sauces segmentation in last year’s report, to make the discussion more
applicable to the Chinese market.
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Nestlé S.A.

Lee Kum Kee International Holdings Ltd.

Guangdong Meiweixian Flavoring Foods Co., Ltd.

Jiajia Food Group Co., Ltd.
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Figure 49: Factors that consumers are willing to pay more for, September 2014
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Mapping out the different consumer clusters
Figure 65: Target groups, September 2014

The Consumer – Problems Encountered When Buying/Using Sauces and Seasonings

The Consumer – Attitudes towards Sauces and Seasonings

The Consumer – Segmentation

Report Price: £2463.80 | $3990.00 | €3129.79

Sauces and Seasonings - China - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/680644/
mailto:reports@mintel.com


Master Chef (14%)

Cooking Apprentice (24%)

Variety Lover (20%)

Condiment Sceptics (18%)

Muddle Along (23%)

Figure 66: Retail value sales of sauces, 2009-19

Figure 67: Retail value sales of soy sauce, 2009-19

Figure 68: Retail value sales of soy sauce, China, 2009-19

Figure 69: Retail value sales of vinegar, 2009-19

Figure 70: Retail value sales of vinegar, China, 2009-19

Figure 71: Retail value sales of oyster sauce, 2009-19

Figure 72: Retail value sales of oyster sauce, China, 2009-19

Figure 73: Retail value sales of chili sauce, 2009-19

Figure 74: Retail value sales of chili sauce, China, 2009-19

Figure 75: Retail value sales of other traditional sauces, 2009-19

Figure 76: Retail value sales of other traditional sauces, China, 2009-19

Figure 77: Retail value sales of foreign sauces, 2009-19

Figure 78: Retail value sales of foreign sauces, China, 2009-19

Figure 79: Retail value sales of chicken granules, 2009-19

Figure 80: Retail value sales of chicken granules, China, 2009-19

Figure 81: Responsibility for cooking at home, September 2014

Figure 82: Responsibility for cooking at home, by demographics, September 2014

Figure 83: Trends in sauces and seasonings consumption, September 2014

Figure 84: Trends in sauces and seasonings consumption – Salt, by demographics, September 2014

Figure 85: Trends in sauces and seasonings consumption – MSG, by demographics, September 2014

Figure 86: Trends in sauces and seasonings consumption – Soy sauce, by demographics, September 2014

Appendix – Market Segmentation – Sauces

Appendix – Market Segmentation – Soy Sauce

Appendix – Market Segmentation – Vinegar

Appendix – Market Segmentation – Oyster Sauce

Appendix – Market Segmentation – Chili Sauce

Appendix – Market Segmentation – Other Traditional Sauces

Appendix – Market Segmentation – Foreign Sauces

Appendix – Market Segmentation – Chicken Granules

Appendix – The Consumer – Responsibility for Cooking at Home

Appendix – The Consumer – Trends in Sauces and Seasonings Consumption

Report Price: £2463.80 | $3990.00 | €3129.79

Sauces and Seasonings - China - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/680644/
mailto:reports@mintel.com


Figure 87: Trends in sauces and seasonings consumption – Vinegar, by demographics, September 2014
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Figure 121: Attitudes towards sauces and seasonings, September 2014
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