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“Under a shrinking volume market, sustained trading up
for packaged juice is fundamental for future market

growth. New interpretations of high-quality pure juice in
the forms of cold-pressed and NFC have emerged in China
yet still need further progress. Companies and brands may
also highlight consumption benefits and not just for 100%

pure juice but also non-100% juice.”
- Lei Li, Research Analyst

This report looks at the following areas:

• What should non-100% juice brands focus on promoting?
• How cold-pressed juice and NFC may develop further in China
• How to target meal occasions in juice consumption

This Report covers packaged fruit and vegetable pure juices, nectars and juice drinks which consumers
can drink without adding water.
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Pure juice and nectar continue to grow in value while juice drinks decline
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100% juice brands yield stronger consumer loyalty than juice drinks

Different genders have different health preferences

Packaged pure juice is the most popular juice type
Figure 34: Penetration of different soft drinks in the last 12 months, June 2017

Drinking Frequency: fresh and 100% juice enjoy more everyday users while overall frequency moving from light users to occasional users
Figure 35: Drinking frequency in the last 12 months, June 2017 vs May 2016
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“When relaxing at home” is the top occasion for all juice types
Figure 40: Consumption occasions in the last 12 months, June 2017

Figure 41: Tang Yang Guang Tian Cheng Wei Gu Ti Yin Liao (Sunshine Orange Flavoured Beverage Mix), China, 2017

Juice drinks enjoy diverse consumption occasions across regions
Figure 42: Consumption occasions in the last 12 months – Packaged juice drinks, by region, June 2017

Minute Maid penetrates the most
Figure 43: Brand penetration, June 2017

Brand interaction

Wahaha users losing to Master Kong

Dole users losing to LingDuGuoFang and Wei-Chuan

Uni-President versus Master Kong

Minute Maid and Huiyuan share similar users
Figure 44: Brand penetration, by brand users, June 2017

100% pure juice brands yield stronger consumer loyalty than juice drinks
Figure 45: Brand drunk most often in the last 3 months, June 2017

Figure 46: Loyalty analysis across brands, June 2017

Age and income are indicators for brand-loyal users
Figure 47: Brand-loyal users’ profile, by age and income, June 2017

Authenticity is the most important product feature
Figure 48: Product features that are worth paying more for, June 2017

Different age groups prefer different premium features
Figure 49: Product features that are worth paying more for, by age, June 2017

Penetration of Different Soft Drinks

Consumption Occasions

Brand Penetration

Brand Drunk Most Often

Product Features

Report Price: £3081.32 | $3990.00 | €3661.84

Juice - China - September 2017

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 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/793483/
mailto:reports@mintel.com


Cold-pressed is more desired than NFC across all income levels especially high earners
Figure 50: Selected product features that are worth paying more for, by income, June 2017

Helping digestion remains most desired and increasing appetite increased the most
Figure 51: Health benefits, June 2017 vs August 2014

Drop of interest in functional health claims

Different genders have different health preferences
Figure 52: Health benefits, by gender, June 2017

Mintropolitans have higher penetration across all juice types
Figure 53: Penetration of different soft drinks in the last 12 months, by Mintropolitans vs non-Mintropolitans, June 2017

Mintropolitans consume more juice when having meals
Figure 54: Consumption occasions in the last 12 months, by Mintropolitans vs non-Mintropolitans, June 2017

Figure 55: Retail volume sales for juice in China, 2012-22

Figure 56: Retail value sales for juice in China, 2012-22
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