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Over the past five years, TSI has discovered a lot about the dairy category in 
China. We can confidently say we intimately know Chinese consumers and 
understand what makes them tick when it comes to their needs from milk, 
milk powder, infant formula, yogurt, cheese, and even ice cream. 

We’ve focused our work mainly on brand strategy building for Australian, 
New Zealand, American, and European brands looking to enter the Chinese 
and Asian markets. Our learnings are so vast we aren’t able to capture all 
of them into this one single document. Hopefully, though, we’ll inspire you to 
pick up the phone to ask more questions!

We hope this report will begin to fill in some of those pesky knowledge 
gaps you may have about the dairy space in China, as well as provoke brand 
owners to think about how to capture this growing opportunity in the region.

Boiled down, our work over the past 
five years reveals three consistent 
themes when it comes to different 
categories within the Chinese dairy 
market.

A decade on from China’s infamous melamine 
scandal, consumer confidence in food safety 
continues to falter. This, along with a growing 
demand for balanced wellness, translates 
to health being front of mind in the Chinese 
consumer’s decision-making journey for the 
dairy category.

The World Economic Forum estimates 800 
million Chinese will enter the middle class 
by 2030. This sustained growth in purchasing 
power is having an impact on consumer 
behaviour. Now, consumers want higher-end, 
premium products. This could be in either cost 
(higher price points) or quality of ingredients.

In years’ past, Chinese may have viewed 
foreign brands as superior in quality and 
safety. Often, they were lumped together in 
the minds of consumers. Today, however, there 
is a growing awareness of product provenance 
in both location and sourcing of ingredients. 
Many consumers even have specific purchase 
requirements.

TSI’s dairy experience, by the numbers

• 25 major studies over five years

• 17,250 quantitative interviews and 513 
in-person interviews. 

• Studies across markets in North America, 
Asia-Pacific, and Europe

• Monthly data gathered by TSI’s proprietary 
Navigator software. 

• Experience in various dairy categories, 
including: infant milk formula, milk powder, 
liquid milk, yoghurt, cheese, ice cream, 
and alternative dairy.

FROM OUR DAIRY EXPERTS THREE MAIN THEMES

Health

Premiumisation

Provenance
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Remember: China has about 90 cities with 
a greater population than Melbourne or Los 
Angeles. The degree to which dairy is used 
across these cities can and does vary greatly. 

Consumers living in the eastern coastal 
areas have stronger purchasing power and 
higher standards for dairy products, and prefer 
fresh milk.  

As fresh milk is less common in the south coast 
and Beijing/Tianjin areas, UHT is preferred, 
with a small number also using milk powder.

A NOTE ABOUT CHINA

FRESH MILK

UHT

MILK POWDER

In the central regions and less wealthy 
provinces, consumers tend to use milk powder. 

While we do discuss China as a whole, it is 
important to consider these regional variations 
as well. Essentially, China is a massive country 
that requires tailored strategies based on 
regions, segments, and categories. 
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Health
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CHINA: A HISTORY OF HEALTH

From the founding days of the People’s 
Republic, propaganda posters proudly 
proclaimed Chairman Mao and the party would 
lead the Chinese people to healthier futures. 
While this was largely a success, socialist 
collectivity and national welfare took centre 
stage, meaning there was little emphasis 
placed on individual needs and aspirations.

From collective… …to individual.

Over the past 10 years, however, this has 
changed. With the rapid growth of the 
Chinese economy, and associated increases 
in nationalism, there is now more confidence 
than ever among the middle class. This has 
translated to improved, educated purchasing 
power as well as a stronger adherence to 
western notions of health and wellness. 

Overall, we are seeing a shift from collective 
notions of societal health to individual ideas, 
hopes, and dreams. 

This sense of healthy individualism is playing 
out in interesting ways across the various dairy 
categories. 
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MILK LOVERS WANT MORE

For milk lovers, it’s no longer just 
about safety. Now, consumers 
want higher quality, better-for-you 
options beyond canned powders 
and shelf-stable cartons.

Recent product launches across 
China demonstrate these consumer 
needs.

MINERALS

Our claim test work 
has found consumers 
prefer brands that 
have higher numbers 
of healthy minerals, 
especially with 
infant formula. TSI 
has identified a 
magic benchmark 
of 13. Brands 
listing at least this 
amount of minerals 
were favoured by 
consumers as being 
healthier versus those 
with fewer minerals 
listed. 

Milk companies 
should, therefore, 
transparently 
highlight mineral 
elements as well as 
product development 
for savvy, label-
reading Chinese 
consumers.

In 2019 one of China’s largest dairies, Yili, 
launched a new milk beverage called Yi Ran. 
This product utilises unique milk enzymes and 
minerals, with the claim that this produces a 
healthier overall product. With a clean, simple 
pack design, Yi Ran has seen initial success with 
Chinese consumers.

PROTEINS

A recent TSI cultural 
immersion project 
for a milk powder 
client indicated that 
protein powder is no 
longer seen as a one-
stop, simple solution 
for staying healthy. 
Instead, consumers 
associate milk and 
proteins with more 
aspirational goals 
around fitness and 
body positivity. 

Yet, TSI data shows 
45% of consumers 
still feel fitness and 
wellness are missing 
from the dairy 
market. Companies 
may consider 
developing specific 
products which target 
Chinese fitness and 
health enthusiasts.

It seems there is a new boutique gym popping 
up by the hour across China. Captialising on the 
increased attention with fitness, new milk brand, 
M-Plus, emerged in 2019 to target younger 
fitness enthusiasts. Its tagline focusses on the 
functional benefits of protein replenishment, 
while its pack explicitly highlights the protein 
content inside.

PLANTS

TSI’s extensive category work has also taken us 
into alternative milk sources, including plant-
based products. Qualitative research with a 
coconut milk brand in recent years has shown 
plant milk being considered a healthier product 
than animal milk. Consumers also understand 
plant milk to contain unique nutrients and less 
hormones or fat versus traditional milk. 

Milk companies should focus claims around the 
nutritional benefits of their products, or even 
consider expanding into alternative sources.

Plant-based protein sources are not new in 
China. They are, however, seeing a resurgence 
in popularity among consumers. Dairy company 
Honice launched a new  nut-based milk beverage 
centralized on the benefits of alternative dairy, 
while the design aesthetics warm color hues 
promote a sense of health.



12 THE MILK INITIATIVE | 2019

A recent TSI survey of drinkable yogurt 
consumers found an interesting synergy 
between function and concept. While digestion 
and gut health were the second most 
important driver to purchase (after taste), 
concept tracking found “enjoying carefree 
lifestyles” crucial to the category. 

These findings mirror everyday use of the 
product by consumers. Yoghurt is seen as 
much as a healthy alternative as it is a way to 

With yoghurt, healthy ingredients 
lead to a carefree lifestyle.

cool upset stomachs or deal with a grueling 
hangover. One can’t be carefree if they have to 
run to the bathroom. These core fundamental 
needs are seen in advertising from Mengniu, 
on the right. This piece of collateral highlights 
both the functional RTBs (lower right) as 
well as the carefree nature you can feel from 
drinking the product. 

For foreign brands operating in the market, it’s 
critical to understand the underlying uses of a 
product in everyday life. Then, you can design 
your pack and collateral to capitalise on this 
knowledge.

MENGNIU ADVERTISING

YOGHURT: FREE TO BE ME
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Milk has rich protein 
which can help us 
grow up healthy.
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“
“
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While most western households would consider 
cheese an indulgent tasty treat, Chinese 
consumers look at the category differently. 
TSI’s semiotic research with cheese has found 
consumers having a growing expectation on the 
health benefits of the product over its taste. Our 
data shows consumers feel health is 40% more 
important than the taste of cheese.

This means there is a high level of functionality 
playing out with cheese. We’ve noticed cheese, 
as a general flavour, being used throughout the 
category. The rapidly growing yoghurt brand, 
Jun Lebao, launched its cheese flavour product 
as a play on knowledge building (knowledge and 
cheese sound the same in Chinese). 

JUN LEBAO ADVERTISING

Of course, because cheese is still relatively 
new as a taste profile there is room to play 
with flavours. In our work, we’ve found milder 
flavours (including honey, blueberry, and 
strawberry) beat out the more traditional tastes 
of cheese. Those who can think creatively may 
be able to best  the competition. 

CHEESE: FUNCTION OVER FLAVOUR
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With ice cream, there is increasing 
demand for healthy functions.

One doesn’t necessarily think of ice cream 
when they want a healthy snack. Increasingly, 
however, Chinese consumers are calling on the 
category to be healthier. A TSI product concept 
test for a New Zealand ice cream brand revealed 
80% of Chinese consumers felt more excited 
when concepts talk about healthy benefits (e.g. 
low sugar, low calories, low fat). 

These sentiments are showing up in retail. Last 
year, Starbucks China launched a low calorie, 
low fat vegan ice cream product. Available in 
five healthy flavours like coconut and matcha, 
pack design tones of green deliver a natural, 
healthy message.

This can help ice cream brands to further 
develop a range of ”green” products with natural 
ingredients and even functional benefits on 
fitness. Now, ice cream doesn’t have to be 
relegated to the junk food aisle.

ICE CREAM: HEALTHY?

18 THE MILK INITIATIVE | 2019
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While health, as a concept, is rising to 
prominence among first-tier consumers, we 
have to remember the 800 million more Chinese 
who will join the middle class over the next 
decade. That means they will begin to adopt 
similar behaviours when it comes to health 
and wellness, especially with a category as 
prevalent as dairy. 

What, then, do we see happening with health 
and the dairy space in general over the next 
few years? Through our extensive work in this 
space, and capabilities with data-led futures, TSI 
predicts health to move from individual physical 
wellness to more personalized, holistic wellbeing. 

TSI’s proprietary Navigator data reveals a list of items Chinese consumers identified as missing from 
the food and beverage market. On top were concerns around health, wellness, and fitness. The chart 
above points to a gap in products that are “tailored specifically to my nutritional needs” and those 
that fit into existing fitness routines. Respondents also clearly desired more personalized flavours 
and product ranges.

In a recent product benefits study for an oat 
client, we noticed that a growing number of 
consumers would like a product to help them 
with inner balance. Also, during first-hand 
interviews in other studies we are seeing 
consumers mentioning the balance between 
physical and mental health much more than 
before. 

Expect consumers to want a truly holistic 
balance: inner peace that helps manifest 
individual health, wellbeing, and prosperity.

HEALTH: WHAT’S NEXT?

Source: TSI Navigator data, July 2019, n=1200. Coverage: Beijing, Shanghai, Guangzhou, Chengdu, Xian, Fuzhou, Harbin, Wuhan

TSI’s data shows personalisation & health are key
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Premiumisation

22 THE MILK INITIATIVE | 2019
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CHINA: GOING BEYOND GUCCI

Deng Xiaoping famously proclaimed ”to be rich 
is glorious.” After economic reforms of the late 
1970s, many Chinese took his words to heart. 
Not only did the world witness history’s greatest 
national development, but China’s people, too, 
garnered great wealth. Foreign luxury goods 

became the ultimate status symbol. 
In recent years, however, there has been a 
boomerang effect whereby ostentatious flaunting 
is looked down upon. Prolonged exposure to 
global culture has had a profound educational 
impact on consumers, leading to greater 

knowledge, higher aesthetic appreciation, and 
cultural tastes. As a result, Ideologies and 
lifestyles have been shifting into more refined and 
discerning states.

Premiumisation in dairy is about borrowing 
characteristics from upper class consumerism 
and lifestyle, while attaching them to mass/lower 
priced brands to upgrade their value. Premium 
now equates with higher social status and a more 
progressive attitude towards life. As a result, more 
premium dairy brands are emerging in terms of 
high quality of ingredients, scarce origin of raw 
materials, or craftsmanship and production.

From aspiration… …to self-reflection
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With milk and yoghurt, 
”foreignness” still garners
a premium.

DAIRY: CHARGING A PREMIUM

While we are quickly seeing the erosion of 
foreign products being preferred at face value by 
consumers, when it comes to milk and yoghurt 
there is still room to play.  

Two recent TSI marketing mix studies on 
drinkable yogurt and milk formulas reveal that a 
claim’s impression in the mind of a consumer is 
as important as the reality. Giving the feeling of 
“foreignness” can be just as beneficial in getting 
consumers to pay higher premiums. While 
having imported credentials is still preferred, 
there are domestic firms nipping at the heals of 
foreign companies. 

Local emergent brands like Simple Life are 
capitalising on this. Its latest product (see 
right) has minimal pack design and a tagline 
reading “no sugar, naked yogurt.” There is also 
a colloquial but appealing RTB that strongly 
resonates with consumers. 

Foreign dairy companies still have an edge in 
this regard, but may want to enhance how they 
describe and highlight the quality of imported 
ingredients.

26 THE MILK INITIATIVE | 2019
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With milk and ice cream, rarity 
of ingredients drives premium 
impressions.

Simple supply and demand also drives the 
premium view on a product. When an ingredient 
is rare, the product is more coveted. 

TSI’s work in dairy backs up what we are 
seeing on the shelf. A recent concept test with 
a infant milk formula producer found rarity of 
ingredients drove further brand exclusivity. 
Tossing in provenance from a special breed 
of cows made the product appear even more 
premium. 

Furthermore, a recent category needs study for 
a New Zealand ice cream brand showed a full 
71% of respondents treat unique flavours as one 
of the most important benefits for the category. 

Foreign dairy companies could take this idea of 
talking about the rarity of ingredient origins to 
make the product stand out, especially versus 
domestic Chinese competitors. 

This is the brand 
“Buffalo”. It uses bufallo 
milk ingredients, a more 
nutritional source than 
cow’s milk. It’s also 
very rare in China, as 
the bufallos are only 
found at Lingshan city, 
in Guang Xi province 
- place known as “the 
hometown of buffalo”. 
Buffalo milk has only 
¼ milk production 
comparing to cow’s milk, 
making the product rare 
and premium. 

The most popular 
product from wang 
hong favourite, Zhong 
Xuegao, is the Pink 
Diamond ice cream, 
which uses exclusive 
Ecuadorian pink cocoa.

DAIRY: LESS IS MORE

28 THE MILK INITIATIVE | 2019
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Based on the upgrade of consumption on 
dairy, the demand toward premium milk 
products is growing fast.

30 THE MILK INITIATIVE | 2019
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Western ideals of cheese permeate 
the Chinese market.

There is nothing more indulgent than cheese. On 
Chinese supermarket shelves, there tends to be 
nothing more expensive either. 

TSI has found that cheese is still seen in China 
as representative of a premium lifestyle. Its 
connection to western diets is the main driver 
behind this. In product profiling, we have found 
women in particular see eating cheese as a way 
of showcasing a premium lifestyle. It is seen as 
particularly aspirational. 

Popular local dairy brand, Wei Chuan, just 
launched a new cheese flavor yogurt product 
called Traveling Yogurt. A play on words, the 
name alludes to a premium taste. It claims a 
highly questionable Danish heritage, perhaps 
reminiscent of Kjeldsens, one of China’s most 
recognised foreign brands. 

For brands which truly do have western roots, 
showcase this as a way to enhance your 
products’ sense of premiumness and heritage.

CHEESE: A TOUCH OF LUXURY
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With ice cream, a scoop is much 
more than just a scoop.

As with exclusivity and rarity, there is an innate 
connection between artistry and how premium 
a product is. 

In a recent brand concept test for an Australian 
ice cream brand, artistry – a focus on the artistic 
manifestation of a product – made a great 
impact on consumers. There is a seemingly 
natural synergy between artistry and premium. 

A premium ice cream brand called Pree has 
been popular in recent years. As we can see in 
the collateral to the right, the products act as 
protagonists in a story many Chinese will find 
nostalgic. This calls up senses of national pride 
at economic advancement. Further, simple black 
backgrounds contrast well with vivid graphics, 
highlighting the quality of ingredients inside.

How your brand tells its story, and how this then 
relates to Chinese consumers, may very well 
determine how well you do in the market. In 
China, R&D is about so much more than NPD. 

ICE CREAM ARTISTRY
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Whereas in the past we witnessed Chinese 
consumers preferring western brands as a status 
symbol in their daily lives, growing national pride 
is changing all that. Today, there is a turn towards 
the appreciation of local Chinese cultural history 
and its application in the modern sense. 

A new cultural sense of confidence is driving a 
growing interest in Chinese heritage and ideas. 
China is no more seen as a place to copy foreign 
ideals and standards but as a land of great 
cultural value and inspiration. This is showing 
itself in product and pack design, as well as 

Country of origin preference (Top 2 Box %)

38 40 37 36 36 34 30 28 25 32

44 42 43 45 43 44
45 45

42 35

New Zealand Ireland Switzerland France Italy Australia United
Kingdom

Germany USA China

Very positive Fairly positive

81 81 78 75 6781 81 78 73 67

Chinese companies are just starting out their journey towards becoming recognised global brands. 
Even so, proprietary Navigator data indicates a growing preference from Chinese consumers for 
Chinese-made products. In the chart above, China does not perform well overall as a top choice for 
country of origin preference. Interestingly, though, it does have higher “very positive” views than the 
UK, US, and Germany, and is not far behind the others.

consumer decision-making at the shelf. 
In the Chinese food and beverage space, we 
are noticing more and more global brands 
embracing this idea by utilizing their own 
wisdom to fuse traditional Chinese elements 
into a post-modern manifestation. This approach 
can make a strong splash amongst Chinese 
consumers by tapping into national pride. 

Expect this trend to continue, whereby 
contributing to the Chinese narrative – that of 
growth and resilience – will spell the difference 
between success and failure for brands.

PREMIUM: WHAT’S NEXT? Local premium milk brands were 
the top sellers during T-Mall’s 
2018 shopping festival.

Source: TSI Navigator data, July 2019, n=1200. Coverage: Beijing, Shanghai, Guangzhou, Chengdu, Xian, Fuzhou, Harbin, Wuhan

Country of origin preference (Top 2 Box %)
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Provenance
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Close your eyes and think of your typical 
Chinese tourist. What images come to mind? 
The first thing you likely thought of was a large 
tour group hopping off a bus in matching hats, 
being led around by a guide with an umbrella. 
While this may have been true in the past, as 
with everything in China times have changed. 

We are seeing a dramatic shift in the way 
Chinese travel. There is a move away from 
group travel to the usual destinations – Paris, 
New York, Tokyo – and towards individual trips 
off the proverbial beaten track. This is in line 
with a growing sense of individualism among 
Chinese consumers generally, which is also 
playing out in consumer behaviour broadly. 

Today’s consumers want experiences over 
physical goods. They want fewer things with 
higher quality, versus many pieces of junk. 
When it comes to decision-making in the 
dairy category, an in-depth understanding of 
provenance is starting to make its way into the 
consumer purchase journey. 

With safety, look to the usual 
suspects.

It’s difficult to have a conversation about dairy 
in China without considering the implications 
of safety on consumer thinking. While the 
situation isn’t as bad as in 2016, when nearly 
50% of Chinese consumers distrusted domestic 
food safety, TSI data shows 85% of consumers 
still consider safety in their purchase decision. 
Chinese often turn to a select number of 
countries who have been able to prove 
themselves clean, safe, and reliable. 

Whether dealing with milk, infant formula, 
yoghurt, or other dairy products, Australia and 
New Zealand have always had a historical edge. 
Northern European countries, to a lesser extent, 
also benefit from preferential views. 
This, though, is changing. For companies from 
these regions, relying simply on clean, green, 
and safe will only get you so far. There is a 
need for further differentiation, especially since 
many other countries can easily make the same 
claims. As Chinese consumers become better 
versed in dairy, the need for clear storytelling 
and differentiation will only become more 
important. 

CHINA: OFF THE BEATEN TRACK

From the typical...

...to the experiential.

DAIRY: THE USUAL SUSPECTS
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With milk and yoghurt, Scandinavia 
is rising in prominence. 

Although not yet as popular as Australia 
or New Zealand when it comes to milk and 
yoghurt, Scandinavia is quickly becoming a 
popular source of origin in the space. Recent 
TSI studies on drinkable yoghurt and infant milk 
formula indicate brands from countries Chinese 
consumers consider “exotic” may start to have a 
leg up on the competition. 

As previously mentioned, brands from Northern 
Europe are becoming popular and accepted by 
the Chinese market. Valio, a Finnish dairy brand, 

is capitalising on its century-long heritage 
to appeal to Chinese consumers. The brand 
emphasises a natural lifestyle and Northern 
European purity to compete in an already-
competitive space. 

To remain competitive, however, Scandinavian 
brands like Valio need to further differentiate 
their product lines. Key points around purity, 
health, freshness, and naturalness could make 
all the difference. 

DAIRY: WHERE TO LOOK NEXT?
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Chinese consumers 
are embracing niche 
milk brands with a 
sense of exclusivity.

44 THE MILK INITIATIVE | 2019
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With cheese, consider Swiss 
craftsmanship. 

As Chinese consumers become more familiar 
with premium cheese, they tend to use it as 
a gourmet food rather than a snack. This is in 
contrast to our earlier findings on cheese and 
health, which relate more to functional aspects 
of the product. TSI’s research has found that 
highly mature Chinese cheese consumers are 
interested in identifying the differences between 
cheese types, ingredients, and provenance.

Chinese consumers resonate most with 
countries of origin that have many years of 
cheese-making experience and the advanced 
technology to match. Swiss cheese brand, 
Swissmoth, does a good job at emphasising 
these points in their marketing. The brand 
claims origins in Emmental, Switzerland, 
and promotes certifications by the Swiss 
Government as well as the EU’s AOP. 

For foreign brands in the cheese space, 
emphasising the traceability of a product will 
go a long way at reassuring sceptical Chinese 
consumers. This also shows a high level of 
authenticity and quality. 

CHEESE: EXPERIENCE IS KEY
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With ice cream, emulate Italian 
elegance.

China is the world’s number one consumer of 
ice cream. When it comes to ice cream, Chinese 
consumers want to be transported away from the 
everyday. They want their ice cream to stand out 
from a packed shelf of competitors. One way to 
ensure this is to emphasise provenance. 

Ice cream products from foreign countries are 
thought to have superior texture, taste, and 
ingredients. TSI data shows 91% of consumers place 
taste as the most important factor in purchasing ice 
cream. Brands that state a source of origin, such as 
Italian Gelato, Japanese soft ice cream, or American 
hard ice cream, are far more enticing. 

ICE CREAM: STATING A SOURCE

This past summer, gelato was all the rage. Antica, 
a gelato brand under Nestle, opened a pop-up 
shop in Shanghai. They brought authentic Sicilian 
flavors with all Italian ingredients into China. Not 
only did this garner lines several blocks long, but 
he campaign was so effective Antica had to extend 
its China engagement. 
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When it comes to provenance in China, we 
believe there is going to be a seismic shift in the 
not-too-distant future. Countries like Australia, 
New Zealand, and the United States, which 
have for so long relied on an image of purity and 
safety, will need to do more to keep competition 
at bay. We see many companies from these 
countries, though, continue to emphasize the 
same claims. The margin of differentiation 
is closing quickly, so there will have to be an 
evolution in brand claims to stay competitive. 

The space is likely to see newcomers rise to 
prominence. Scandinavia, Canada, and possibly 
Eastern Europe are all contenders. We also 

There is no getting around safety and quality as a key purchase driver for Chinese consumers. 
When it comes to provenance, though, TSI’s proprietary Navigator data indicates a move away 
from country of origin considerations in decision-making. This means there may be new space for 
challenger countries to carve out the market share traditionally held by the clean and green giants 
Australia, New Zealand, and Northern Europe.

shouldn’t discount the possibility of domestic 
Chinese companies overtaking foreign brands 
in terms of preference. Already this year the 
Government began pulling policy levers to give 
preference to domestic dairy farms. As the 
country comes out from under the shadow 
of the 2008 melamine scandal, how long will 
it be until consumer confidence begins to 
consistently climb?

Now is the time for foreign brands to truly take 
stock of what makes their products unique 
instead of sticking to overused claims. This will 
help ensure competitiveness in a critical, but 
saturated, space. 

PROVENANCE: WHAT’S NEXT?

Source: TSI Navigator data, July 2019, n=1200. Coverage: Beijing, Shanghai, Guangzhou, Chengdu, Xian, Fuzhou, Harbin, Wuhan

Safety, quality & natural are still key - but not necessarily origin
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Where 
TSI’s 
Dairy 
Practice 
is Headed

TSI’s
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THE FUTURE IS NOW

One constant across a half decade of work here 
at TSI is the speed at which the Chinese market 
changes. This is even true in as established an 
industry as dairy. While relying on individual 
engagements, stakeholder interviews, and 
concept testing may have been good enough in 
the past, it’s just not enough to keep a finger on 
the pulse going forward. 

That’s why TSI has developed Navigator, 
the industry’s first monthly data-dynamic 
intelligence platform to collect, analyse, 
and visualise consumer choice behaviour. TSI 
Navigator looks at ten big food and beverage 
categories across eight regions in China. 
It explores what’s on consumers’ minds 
when it comes to the future of food, product 
expectations, flavour trends, and reactions 
to the many new product launches in the 
Chinese market. Navigator provides the user 
with incredible power to dynamically filter and 
crunch various data points, helping them arrive 
at intelligent data-led answers to the biggest 
questions facing brands in China today and into 
the future. 

For a demo, or to sign up to 

Navigator, contact us. 

https://www.navigator-thesilkinitiative.com/
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Disclaimer
 
The Silk Initiative publishes occasional 
special reports as a contribution to the wider 
understanding of business in China. Through 
this work, however, TSI is not endorsing, 
supporting, or representing any brand, company, 
or organisation. The views expressed in this 
publication are those of its authors and do not 
reflect those of TSI’s current or previous clients. 
Special reports contain preliminary research, 
analysis, findings, and recommendations. They 
are circulated to stimulate a timely discussion 
and critical feedback and to influence ongoing 
debates on emerging topics relevant to business 
success in China. 

Forward-Looking Statements
 
Certain information set forth in this 
presentation contains “forward-looking 
information.” Although forward-looking 
statements contained in this presentation 
are based upon what management of the 
company believes are reasonable assumptions, 
there can be no assurance that forward-looking 
statements will prove to be accurate, as actual 
results and future events could differ materially 
from those anticipated in such statements. The 
company undertakes no obligation to update 
forward-looking statements if circumstances 
or management’s estimates or opinions should 
change except as required by applicable 
securities laws. The reader is cautioned not 
to place undue reliance on forward-looking 
statements.

This special report was written by Golden Huang and John Pabon, with contributions 
from members of the TSI China team. The authors wish to thank TSI and external 
interviewees, as well as other TSI colleagues who provided feedback. 
Any errors that remain are those of the authors. Please direct comments or questions 
to John Pabon at john@thesilkinitiative.com.
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