MINTEL

March 2021

R - China

“fE FREIRI AR AR S =T T R 1B (AR AR AR
REBIIZPRIIEK , AHEIPLENTRIEMIEZE]
WIRRKF AR (WaadE., #4R) . FREKIIBET
B E BRI FRIBRERRTZZM |, ERI
FIBLR I =M &, AR SME A IRABSE &
XBEFORER. ”

— XU, BRFTATI

February 2021

REEHERIRRSE - China

REEIR AR | AERBXFTINERRE. Xt

EERBRNERAREMNS , AEBTIEERA—IHSES
REXABENKBEZIR. RSBUHTRELFIREEBERR
RN FEMA OB —— X AR R PR R AT ek, TH
BESKMTREX S LFRHRIMEFAR , IR
RAREEIRNE, XEREREEHE R RAREETE
FEaRBCAAETSE (AR ESHR) ERSIHETETIS 28
SRR,

- E , R, 20205F1284H

January 2021

Health Supplements - China

“Increasing health awareness and the corresponding
investment in proactive healthcare will ensure the future
growth of the health supplement market, particularly
the subsegments trending in the time of COVID-19 (eg
probiotics, vitamins). Future opportunities lie in
targeting young consumers with interactive marketing
education for TCM ingredients, upgrading products
using drinking ...
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Diet for Weight Management -
China

“Weight management will evolve to be more than simply
improving the looks. It will become a long-term emotive
journey for the mainstream healthy-weighted
consumers. The majority will be managing their weight
as an approach to trigger the feelings of being energetic
and happy — an indispensable part of holistic wellbeing

OTC Analgesics and Cough, Cold
and Flu Remedies - China

“COVID-19 caused a temporary setback but also
increased consumers’ awareness of keeping healthy.
Based on legislative reform and developing new
purchase channels, OTC cold and flu medicine
companies need to rely on innovation in product format
and marketing activities to convey functionality and
target young consumers to achieve future growth ...
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Nutrition Knowledge - China

“While consumers’ demand for healthy eating remains
high, their nutrition knowledge is also increasing. To
further help consumers learn nutrition knowledge
efficiently, brands could visualise their products’ key-
featured ingredients via front-of-pack design. Other
opportunities lie in creating more types of “better-for-
you” food and drinks (eg low sodium options), balancing
taste ...
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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 ...
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Managing Emotional Wellbeing -
China

“The majority of Chinese believe that their emotional
health is not in good form, driven by high incidence of
stress and fatigue, as well as growing financial pressures
and increasing workload. Despite this pessimism,
proactive self-evaluation drives up better self-
management. Opportunities lie in providing more
detailed solutions rather thana ...
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The Fitness Consumer - China

“The outbreak of COVID-19 has brought more
opportunities to the fitness industry in China than
challenges. Wellbeing, experience and technology will be
the key consumer trend drivers. Consumers will look for
fitness solutions in everything they do. Meanwhile the
purpose of doing fitness activities is not just for physical
wellbeing ...
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Gut Health Management - China

“Consumers’ preference for holistic natural approaches
drives growth for functional food and drink and presents
challenges for supplements in the gut health
management market. Opportunities lie in category
expansion to offer various “better-for-gut health” food
and drink choices (eg a mix of both healthy and
indulgence options), as well as ...
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Immunity Management After
COVID-19 - China

“While concerns over COVID-19 have increased
consumer interest in immune health focused products
and services, the credibility of many products is low. To
improve credible appeal, brands could use interactive
marketing via multiple channels and partner with
experts such as nutritionists, doctors or fitness coaches
to endorse and validate any ...

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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