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“Vegetables, organic ingredients, and minimising
packaging size to control nutritional intake could be the

springboard for baby food producers to expand
penetration among younger parents.”
– Esther Lau, Research Analyst

This report looks at the following areas:

• What are the key drivers and challenges in the Chinese baby food and drink market?
• What are the common traits of the evolving packaged baby food users?
• How can baby food and drink products customise through nutritional benefits and

ingredients for different types of mothers?
• How can brands innovate in packaging design more effectively?
• How can baby food brands use specialised online forums as marketing differentiators to

create a competitive advantage?

The potential migration towards homemade baby food is inextricably linked to many of China’s
economic and social concerns: lower economic productivity, tightening infant formula regulations and
ongoing food safety anxiety. However, the increasingly diverse range of new manufactured product
launches is expected to benefit from the changes to family planning policy. To provide the right
products to encourage mothers to try new variants or maintain loyalty, baby food companies need to
evaluate complex consumption patterns – including purchasing barriers, interests in specific nutritional
benefits and packaging design.
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