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“The bakery houses market is a dynamic market. From
simple bread products expanding to a variety of innovative
product offerings, one area of considerable interest to
bakery stores is the introduction of café and fast casual
dining formats to break through the traditional self-service
format and capitalise lifestyle elements.”

— Esther Lau, Research Analyst

This report looks at the following areas:

BUY THIS
What are the key drivers and challenges in the Chinese bakery houses market? REPORT NOW
What are the new product and service innovation trends for bakery shops in the Chinese
market?
= How can food and drinks offered by bakery chains be customised through the concept of VISIT:
light meals to appeal to young professional customers? store. minte| .com

= How can bakery chain brands further integrate lifestyle elements and interactive events
as marketing differentiators?
A holistic approach is helping bakery house operators overcome barriers, prioritise marketing activities EMEA

and accelerate product innovation development. It is clear that young professionals fancy light lunches +44 (O) 20 7606 4533
and dinners balanced as a quick meal solution, while sophisticated young females in particular are
attracted to afternoon tea offerings with gourmet dessert. Family-oriented consumers also show

interest in healthy breakfasts offered by bakery chains. Brazil
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Paris Baguette
Figure 14: Dedicated children bakery section at Paris Baguette in Beijing, May 2015
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The growth of lifestyle elements give bakery shops with proper seating areas a competitive edge
Figure 15: Attitudes towards bakery houses, April 2015

Figure 16: Attitudes towards bakery houses, by gender and age, April 2015
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Figure 17: Attitudes towards bakery houses, by gender and age and monthly household income, April 2015

Moving towards multi-functional store design
Figure 18: Attitudes towards bakery houses, by gender and age, April 2015
Figure 19: Attitudes towards bakery houses, by gender and age and tier, April 2015

Selling single product to break the red ocean
Figure 20: Attitudes towards bakery houses, by gender and age, April 2015

Vintage style Chinese bakery products as the key differentiation
Figure 21: Attitudes towards bakery houses, by gender and age, April 2015
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43% of Chinese consumers in their late 20s visit bakery chains two to six times a week or more
Figure 22: Frequency of visiting different types of bakery houses in the last three months, April 2015

Targeting at professional customers
Figure 23: Frequency of visiting different types of bakery houses in the last three months, by age, April 2015

Bread products further tailored for children

Figure 24: Frequency of visiting different types of bakery houses in the last three months, by marital status and children in household,
April 2015

The Consumer — Eating Habits at Bakery Houses
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Sweet bakery products start to gain greater momentum
Figure 25: Food and drinks purchased at bakery houses in the last three months, April 2015

Figure 26: Food and drinks purchased at bakery chains in the last three months, by Repertoire of food and drinks purchased at bakery
chains in the last three months, April 2015

Females aged 25-29 are the main fans of cake and coffee products at bakery chains
Figure 27: Food and drinks purchased at bakery houses in the last three months, by gender and age, April 2015

Sandwich and salad as the rising nutritious choice at bakery chains
Figure 28: Food and drinks purchased at bakery houses in the last three months, April 2015

Figure 29: Food and drinks purchased at bakery houses in the last three months, by demographics, April 2015

Bread and Coffee concept

Young male consumers have more impulsive behaviour
Figure 30: Food and drinks purchased at bakery houses in the last three months, by age and gender, April 2015

The Consumer — Occasions of Visiting Bakery Houses

Key points

Penetrating healthy breakfast selection
Figure 31: Occasions of visiting bakery houses in the last three months, April 2015

Figure 32: Occasions of visiting bakery houses in the last three months, by monthly household income and tier, April 2015

Premiumising afternoon tea set
Figure 33: Occasions of visiting bakery houses in the last three months, by age and gender and monthly household income, April 2015

Figure 34: Occasions of visiting bakery houses in the last three months, by age and gender and monthly household income, April 2015

The future trend for dinner and lunch opportunities
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Figure 35: Occasions of visiting bakery houses in the last three months, by age and gender and monthly household income, April 2015

Figure 36: Occasions of visiting bakery houses in the last three months, by age and gender, April 2015

The Consumer — Interest in Product Offerings at Bakery Houses
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Bakery products with seasonal and provenance adds premium
Figure 37: Interest in buying different types of bakery products, April 2015

Figure 38: Interest in buying different types of bakery products, by gender and age, April 2015

Weight control elements
Figure 39: Interest in buying different types of bakery products, by gender and age and monthly personal income, April 2015

Older females and families pay more attention on healthiness
Figure 40: Interest in buying different types of bakery products, by demographics, April 2015

Local flavours to target affluent consumers
Figure 41: Interest in buying different types of bakery products, by consumer classification, April 2015

The Consumer — Effective Marketing Channels for Bakery Houses

Key points

Interactive event is the new fashion
Figure 42: The most influential marketing channels to attract consumers, April 2015
Figure 43: The most influential marketing channels to attract consumers, by monthly household income and children in household,
April 2015
Harnessing recipes to satisfy consumers’ increasingly sophisticated tastes
Figure 44: The most influential marketing channels to attract consumers, by demographics, April 2015

The Consumer — Meet the Mintropolitans

Key points
Why Mintropolitans?

Who are they?
Figure 45: Demographic profile of Mintropolitans vs Non-Mintropolitans, by gender, age and personal income

Figure 46: Demographic profile of Mintropolitans vs Non-Mintropolitans, by marital status, city tier and education level
Afternoon tea set and local flavours to target affluent consumers
Figure 47: Occasions of visiting bakery houses in the last three months, by consumer classification, April 2015

Figure 48: Interest in buying different types of bakery products, by consumer classification, April 2015
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