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Hong Kong, despite small
size, still key market for
functional foods

According to Markus Scherer,
Associate  Director for Ipsos
Business Consulting “Changing

lifestyles and the ageing population
will continue to be the two main
drivers for growth in this sector in
the future. As the actual ingredients
in processed foods become an
increasingly important purchase
consideration, manufacturers will
need to convince consumers that
what they are eating, not only tastes
good but is also beneficial to their
health”.

Recent research has found that:

* Fortified/functional packaged
food posted 8% growth in retail
value terms to reach HK$3.9
billion in 2012. Fortified/function
baby formula and dairy products
are the largest segments
accounting for 46% and 31% of
total sales respectively.

» Fortified/functional  beverages
experienced a 6% current value
growth to reach HK$1.2 billion in
2012. Soft drinks was the largest
category in 2012 accounting for
70% of total sales value.

These new trends have seen an
explosion of interest in Hong Kong
for health related products.

Ipsos research indicates that the

proportion of residents who are
prepared to spend money to stay
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healthy has increased from 38% in
2011 to 50% in 2013 (see chart with
data from Ipsos Media Atlas Hong
Kong).

According to Clare Lui, Executive
Director Media CT- Ipsos Hong Kong,
‘Even the Hong Kong government
plays a role in enhancing general
public’s awareness of healthy eating.

There are websites, campaigns and
monthly e-magazines dedicated
to teaching people about the

% of Hong Kong residents
“willing to Spend More on Health”

Source: Ipsos Media Atlas Hong Kong 2009-2013,
amongst aged 15-64, % who agree or strongly agree







foods in major supermarkets and
not only the premium organic outlets
has helped drive this category’s
growth. Strong media coverage
and increasing focus on health and
maintaining vitality paint a rosy
picture for the future growth of
organic food in Hong Kong,” notes
Peter Snell, Global CEO for Ipsos
Business Consulting.

How should manufacturers
respond

Health concerns and the trend for
more functional foods is creating
demand and opportunities for new
ingredients. The challenge for
manufacturers is to understand these
demands, identify opportunities
for manufacture and educate
consumers of product benefits.

Manufacturers should therefore
focus on:

* Understanding which consumer
segments within each market
are most concerned and most
open to healthier food options

+ Use innovation in food and
ingredients to devise products
that are relevant to target
consumers and which are highly
differentiated to other products in
the market

» Explore and optimize how well
the products will be received in
the market

* Understand how to use
traditional and new media to
help educate consumers of the
benefits of these products.

Food manufacturers are in a
difficult position in having to provide
consumers with foods that they
say they want (which are often
unhealthy) and foods that customers
actually do eat (which is increasingly
unhealthy).

It is only through proper customer
understanding that those two needs
can be reconciled.
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About Ipsos:

Ipsos is an independent market research company controlled and managed by research
professionals. Founded in France in 1975, Ipsos has grown into a worldwide research group
with a strong presence in all key markets.

In October 2011 Ipsos completed the acquisition of Synovate. The combination forms the world’s
third largest market research company. With offices in 87 countries, Ipsos delivers insightful
expertise across six research specializations: advertising, customer loyalty, marketing, media,
public affairs research, and survey management.
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