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This report looks at the following areas:

* Market outlook and product innovations within the instant food market.
- Consumers’ consumption frequency and occasions of instant foods.

» Consumers’ perceived health factors and flavour interest in instant noodles.

« Consumers’ perception towards instant foods.
< Consumption barriers of self-heating foods.
- Strategies to sustain growth in both instant noodle and self-heating food

segments.

51% of respondents who are heavy users of self-heating soup consume it during
late-night occasions, indicating strong occasion-based marketing to be
leveraged by self-heating soup brands.

COVID-19 has enhanced health awareness among consumers and boosted the
percentage of ‘minus’ claims in launches of instant noodles, especially in the
past two years. Furthermore, China has been hit by a massive resurgence of
COVID-19 cases (due to the Omicron variant) in early 2022, which will further
stimulate in-home consumption in 2022. Extended lockdown measures of up to
4-6 months may also spur consumers’ interest in hoarding instant foods and
therefore result in an increase in retail sales.

The biggest threat to the market is the competition from ready meals and
delivery foods. Instant foods would need to highlight their advantage of
convenience and value for money while continuing fo improve the freshness of
ingredients to avoid losing consumers fo other categories.

Mintel has observed two growth opportunities within the instant food market:
enhancing ‘plus’ attributes in instant noodle products to satisfy consumers’
growing needs for healthiness; and utilising occasion-based marketing
strategies to target multi-generation families at breakfast time and invest in

self-heating soup during late-night occasions.
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“The instant food market
experienced a decline in the
past year due to reduced in-
home consumption compared
to the pandemic period.
Faced with competition from
ready meals and delivery
foods, instant food brands
would need to further
enhance ‘plus’ attributes in the
products and leverage
occasion-based marketing fo
sustain future growth.”

- Joy Yin, Senior Research
Analyst
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* Consumption format depends on living situation
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