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Cooking Oils - China Sauces, Seasonings and Spreads -
China
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“The COVID-19 outbreak has raised the demand for
cooking oil as part of the shift from dining out to
cooking at home, which has accelerated the growth in
the retail market of cooking oil. Consumers’ special
attention to nutrients and tendency to switch between
oil types indicates that brands should ...
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Baby Nutrition - China

“Although continuing to face a declining birth rate, the
total baby nutrition market still maintains steady
growth, mostly driven by premiumisation in IMF as well
as increasing penetration of baby supplementary foods
and baby health supplements. Opportunities lie in
interactive marketing education for cutting-edge IMF
formulae, category expansion to offer ...

Cooking and Baking Habits -
China

“The COVID-19 outbreak has resulted in the shift from
dining out to cooking and baking at home. Most young
consumers aged 18-24, who used to bear less cooking
responsibility, have stepped into the kitchen and kept

“Sauces, seasonings, and spreads is expected to enjoy a
steady growth after COVID-19 due to growing frequency
of in-home cooking. Retail value sales are expected to
grow in all segments, with more concentrated market
share to leading players. Consumers’ changing dining
habits and growing healthy consciousness is driving the
channel ...

Cheese - China

“The cheese market will continue its growth trajectory as
the fastest growing dairy category, albeit from a smaller
base. Brands can expand the formats of cheese to place
it in competition with the broadening snack category
and target more adult consumers, rather than focusing
purely on its nutritional value. Collaborations ...

Yogurt - China

“The growth rate of the yogurt market slowed down this
year but will likely pick up at a high single-digit level
again in 2021. The outbreak has driven consumer
demand for yogurt as consumers seek better immunity.
Ambient yogurt will still grow faster than chilled yogurt
because of easier accessibility ...
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their cooking habits in the post-COVID-19 period.
Ready-to-cook products and compound seasoning packs
could ...
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Pet Foods - China

“Pet owners are becoming knowledgeable and
sophisticated in selecting pet food, as they will
proactively seek information before making purchase
decisions. Their concern around food safety and
attention to nutrition suggest brands should not only
fortify nutrition but also provide transparent
information. With the evolving attitudes of treating pets
as ...
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Breakfast Foods - China

“During the outbreak, more consumers have taken
breakfast at home, which provides good opportunities
for retail products. By leveraging digitalization, players
are endeavouring to meet the breakfast needs of every
consumer by building up convenient breakfast service
facilities. Despite being touted as the most important
meal during one’s day, breakfast ...
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Ready Meals - China

“Consumers’ changing dining habits from eating out to
cooking at home due to COVID-19 bring market
opportunities for ready meals. With the evolving
definition of convenience, brands should satisfy
consumers’ desire for elevated convenience without
compromising their upgraded requirements for
nutrition and flavour. Customised products could help
brands better serve ...
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Packaged Bakery Foods (Growing
after COVID-19) - China

“The category of packaged bakery foods has kept steady
growth in recent years and will continue on an upward
trajectory in the coming years. Continuous flavour
innovation and texture experimentation are shaping
market dynamics, which are the major driving force of
category growth. The market landscape is competitive,
and brands ...

Ice Cream - China

“The domestic ice cream market has benefited greatly
from the expansion in cold-chain distribution, providing
opportunities in redefining ice cream as a dessert
suitable for in-home consumption through online
channels. Modernized ice cream products may
differentiate through inclusion of additional textures,
distinctive and indulgent ingredients or use of authentic
manufacturing ...
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Plant-based Diets (Incl Impact of
COVID-19) - China

“Plant-based food and drink products benefit from
consumers’ positive perceptions of their cleanness and
freshness through bold on-packaging claims. The urge to
improve health and wellness after the COVID-19
outbreak, along with the curiosity for mouth-watering
innovations, present opportunities for prime ingredients
in plant-protein drinks and the introduction of
innovative ...
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Milk and Dairy Beverages (Incl
Impact of COVID-19) - China

“The growth rate of the milk and dairy beverages market
has slowed in recent years but will likely continue at a
low and steady rate. In addition to the supply chain
reforms currently underway, such as integration of
upstream suppliers or establishing data-centric logistics
systems, products will include additional upgrades ...
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Meat Snacks (Incl Impact of
COVID-19) - China

“Rising willingness to healthy eating and demand in
immunity improvement after the outbreak of COVID-19
will result in special attention to nutrition when making
purchase decision for meat snacks. Communication on
upgrades in processing technique and ingredients
sourcing will be the key for brands to strengthen the role
of meat ...
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Instant Foods - China

“As instant foods reach more consumers with the
expansion of online channels, consumers are no longer
satisfied with just a convenient solution and have
started looking for factors regarding nutrition and
quality. Consumers will expect instant foods to evolve
towards becoming more like freshly made meals.
Product innovation in the ...
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Festive Foods - China

“Symbolic meaning helps maintain traditional festive
foods’ mainstream position in gifting. To strengthen
their presence, traditional festive food brands are
actively capitalizing on the revival of Chinese heritage
and also are taking tentative steps in terms of their
flavour, ingredients and packaging innovation. Cross-
category cooperation helps increase brands visibility in
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Consumer Snacking Trends -
China

“As the purposes for snacking diversify, brands should
seize the opportunity to better serve consumers’ special
and fragmented demand. Higher requirements towards
nutrition from snacks among consumers with kids
demonstrate opportunities to use nutritious ingredients
in snacks designed for children. The rise of social
snacking also suggests snack brands can ...
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