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This report looks at the following areas:

» Market outlook of both sugar and gum confectionery segments.

« Marketing activities and product innovations in the domestic and global
markets.

« Consumers’ preferred formats (sugar confectionery vs health supplements)
for functional benefits.

- Consumers’ perceived premium attributes for sugar confectionery.

« Consumption attitudes toward sugar confectionery.

* NPD strategy for gum confectionery and functional candy.

58% of respondents would prefer to achieve the function of emotional relief in
candy form rather than taking health supplements, indicating the biggest
functional opportunity for sugar confectionery brands to compete with
fraditional health supplements.

COVID-192 and the resurgence of cases have largely limited offline retail
activities, leading to a decline in the sales of both sugar and gum
confectionery products due fo their dependence on offline channels. In
addition, the pandemic has enhanced health awareness among consumers
and boosted their demand for ‘minus’ claims and functional benefits.

The threats to the market include the increased level of product homogeneity
among sugar confectionery and the competition from more candy-form
fraditional health supplements. Brands need to keep up active product
innovation in textures, flavours and functionalities to strike a balance between

indulgence and healthiness.

There are two growth directions worth exploring in the market. One is to
upgrade product functionalities, such as capitalising on stress relief functions in
functional candy and tackling specific oral health issues in gum confectionery.
The other is to highlight the vitamin/mineral content, instead of TCM
ingredients, to better satisfy consumers’ quest for naturalness.
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"The sugar confectionery
market faces intensified
internal competition as well
as external threats from
health supplements. Brands -
especially those focused on
functional candy - are
recommended to capitalise
on the stress relief function
and promote naturalness
through vitamin and mineral
content rather than TCM
ingredients."

- Joy Yin, Senior Research
Analyst
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Figure 34: Noveltea x Leysieffer alcoholic tea-infused
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Figure 42: Texture preference, 2022

Interest in gritty texture grows with age
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Emotional relief has the biggest opportunity

Figure 46: Format preference for functional benefits, 2022
Promote fatigue relieving function among 18-29

Figure 47: Format preference for functional benefits —
‘relieving fatigue’, by age, 2022

Females’ need to reduce alcohol absorption
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Figure 48: Format preference for functional benefits —
preference for sugar confectionery, by gender, 2022

Figure 49: Buffx Drink soft candy designed for drinking, Ching,
2021
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* Opportunities in multi-generation families
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« Capitalise on the function of emotional relief
Figure 53: Format preference for functional benefits —
preference for sugar confectionery, by premiumisation
features, 2022

CONSUMPTION ATTITUDES

» High potential for emerging candy brands to win over
consumers with functional products
Figure 54: Consumption attitudes toward sugar confectionery
brands, 2022

« Domestic products are preferred due to consumer sentiment
Figure 55: Consumption attitudes toward domestic vs
imported brands, 2022
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Figure 56: Consumption attitudes toward sugar substitutes,
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» Vitamins/minerals are more attractive than TCM, especially
to Gen Z
Figure 58: Consumption attitudes toward functional candies,
2022
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FOOD PERSONAS

* Who are they?
Figure 61: Food personas, 2022
Figure 62: Food personas, by generation, 2022
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e Critical shoppers are more willing to pay for premium
attributes, especially natural ingredients
Figure 63: Premiumisation features — repertoire analysis, by What's included

food persona, 2022 Executive Summary

Figure 64: Premiumisation features — ‘natural ingredients’, by

food persona, 2022 Full Report PDF
APPENDIX - MARKET SIZE AND FORECAST Infographic Overview

Figure 65: Total market value of sugar confectionery, Ching, Powerpoint Presentation

2017-27

Figure 66: Total market volume of sugar confectionery, Ching, Interactive Databook

2017-27

APPENDIX - MARKET SEGMENTATION

Figure 67: Market value of sugar confectionery, excluding

Did you know?

gum confectionery, China, 2017-27

Figure 68: Market value of gum confectionery, China, 2017-27 This report is part of a series

of reports, produced to
provide you with a more
» Methodology holistic view of this market.

APPENDIX - METHODOLOGY AND ABBREVIATIONS

+ Abbreviations
All Mintel 2020 reports

contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1103111/

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.

reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


https://www.mintel.com/

	Sugar Confectionery - China - 2022
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	Buy this report now

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights


	Sugar Confectionery - China - 2022
	Report Price: £3695 | $4995 | €4400
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	What's included

	Did you know?
	Buy this report now
	Market Size and Forecast
	Market Segmentation
	Market Factors
	Market Share
	Marketing Activities
	New Product Trends
	Consumption Penetration
	Purchase Channels
	Texture Preference
	Format Preference for Functional Benefits
	Premiumisation Features
	Consumption Attitudes
	Food Personas
	Appendix – Market Size and Forecast
	Appendix – Market Segmentation
	Appendix – Methodology and Abbreviations

	About Mintel


