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This report looks at the following areas:

= What is the current state of the noodles market in China and what are the trends, drivers
of and barriers to growth?

What are consumers’ behaviour and attitudes towards noodles?

Where are the opportunities for growth in the noodles market?

How can product diversification drive consumption?

How can sales be increased through engaging more with consumers to promote new
product innovations?

Continued strong rises in spending power are creating greater demand for higher value, better quality
products. This is also leading to greater demand for more healthy ingredients. This is of particular
significance for instant noodles, which continue to suffer from a lingering image as being less healthy.
Quality and health are therefore increasingly important differentiating features for noodle marketers.

Consumers appear to be willing to pay more for interesting and elaborate side dishes and appealing
textures. Rising quality and convenience expectations mean that ready-to-eat noodle-based meals are
already becoming a key area for product development for both packaged and instant noodles. Mintel
believes that this trend has a lot of mileage left in it.

DID YOU KNOW?

more holistic view of this market

“Consumers are also demanding a wider variety of new and
exotic flavours, as more people travel overseas, and are

- exposed to more new cuisines. This provides an
opportunity for noodle manufacturers to create bold new

flavours that generate interest among increasingly

\ sophisticated consumers.”
4 \ — Matthew Crabbe, Director of Research, Asia-Pacific
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Figure 133: Agreement with the statement ‘I would like to see more imported noodles’, by demographics, December 2013
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Figure 170: Agreement with the statement ‘There is a lack of instant noodles with health benefits available’, by demographics,
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Figure 171: Agreement with the statement ‘Eating fewer instant noodles is beneficial for the health’, by demographics, December 2013
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