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The macro context remains challenging for consumers

HEALTH AND WELLBEING

An aging, growing population 

and the global mental health 

crisis are placing healthcare 

systems under pressure. 

Health of the population 

is the #2 global issue of 

concern for consumers in 

Asia, while food security and 

nutrition is #3. 

ECONOMIC SITUATION 

The economy in Asia Pacific 

is forecast to grow 4.6% in 

2024 and 4.4% in 2025. 

While inflation has eased, 

risks to growth remain. 

Economic uncertainty and 

job insecurity are the #3 

global issue of concern for 

consumers in Asia. 

THE ENVIRONMENT 

The health of the planet is 

the #1 global issue of concern 

for consumers in Asia. 

Climate change is being 

more widely experienced, 

with impacts for health, food 

security and the economy. 

Climate adaptation strategies 

are more in focus. 

Innova Lifestyle & Attitudes Survey 2024 (Asia: average of China, India and Indonesia), IMF

Q: Which of these global issues concern you most? 

Sources:

https://www.imf.org/en/Publications/WEO/Issues/2024/10/22/world-economic-outlook-october-2024
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Health, quality and safety are becoming more important

1 in 2 consumers in 

Asia say product quality 

has become more 

important in food and 

beverage brands (after 

health and nutrition)

42% say good 

quality is key to 

perceiving a product as 

good value for money 

(#2 behind healthy 

choice/health benefits) 

46% say safety has 

become more important 

in food and beverage 

brands (#3 factor 

after product quality)

Innova Lifestyle & Attitudes Survey 2024 (Asia: average of China, India and Indonesia)

Qs: What values or factors have become more important to you when considering food and beverage brands? 

What other attributes are important to you, other than price itself, to consider a product good value for money?

Source:

Note:

56% of consumers 

say health and nutrition 

has become more 

important in food and 

beverage brands (#1 

factor)
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Shift toward Healthier 

Lives kick-started 

by the pandemic

More Conscious 

Living with cost 

and health benefits

Changing Occasions 

are impacted by health 

and more flexible lives

Effects of the 

Evolving Nature of 

Treat and Reward

Enduring lifestyle shifts providing context for consumer trends

Innova Market InsightsSource:
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Health and wellbeing remains a top priority for 1 in 3 consumers in Asia

1 in 3 consumers in 

Asia say mental and 

emotional wellness is the 

primary health goal.

29% choose food or 

beverage that boosts 

health (contains health-

boosting ingredients) to eat 

healthily 

28% limit or 

control snacking and 

21% limit or control 

certain food groups or 

ingredients to eat 

healthily

Sources:

Note:

Innova Lifestyle & Attitudes Survey 2024, Innova Health & Nutrition Survey 2024 (Asia: average of China, India and Indonesia).
Qs: Considering your disposable income, where will you prioritize your spend beyond living essentials over the next 12 months? What are your primary health goals? How has 

the degree to which you are self-sufficient in the care of your own health and wellbeing regime changed in the past three years? When thinking about taking care of yourself, 

what comes to mind? When it comes to feeling well, what are important product characteristics for your purchase? In which of the following ways do you seek to eat healthily?

47% of consumers in 

Asia say they have become 

more self-sufficient in the 

care of their own health 

over the past three years 

by having healthy, nutritious 

diet; adequate sleep; 

personal hygiene; etc.
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Health of the planet is a key driver of more conscious living

30% of consumers 

in Asia are being 

greener and more self-

sufficient in their 

travel (e.g., walking/ 

cycling), while

1 in 5 consumers 

are growing their own 

produce (e.g., fruit, 

veg, herbs)

Source:

Note:

Innova Lifestyle & Attitudes Survey 2024 (Asia: average of China, India and Indonesia).
Qs: Which of these global issues concern you most? Which of the following actions are you taking to be more self-sufficient and 

conscious about the way you live? Which actions have you taken to support the environment or social situation in the past 12 

months? What would you like most to see brands and companies doing to help the environmental and social causes?

More than 2 in 5 
consumers in Asia are 

minimizing food waste to 

support the environment or 

social situation.

More than 1 in 3 
consumers in Asia expect 

companies to act on nature 

protection as well as raising 

health and nutrition 

standards 
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Socializing is becoming more home and nature-focused

The workplace shows a 

strong growth (+17%) as a 

place for consumers in 

Asia to socialize, followed 

by online/social media 

communities. Coffee shops 

and restaurants remain 

important. 

Family and sharing food 

together as well as shared 

interests, activities or 

experiences are top 

sources of social connection 

for consumers in Asia.

+26% net shift in 

Asia toward consumers 

eating at home more 

and away from out-of-

home eating

Sources:

Note:

Innova Lifestyle & Attitudes Survey 2024 (Asia: average of China, India and Indonesia)
Qs: Which of the following places or spaces have become more or less important to you as a place to socialize in the past 12 months? When 

you are socializing, what are your primary sources of connection? Considering your disposable income, where will you prioritize your spend 

beyond living essentials over the next 12 months? Have your eating occasions changed in any of the following ways in the past 12 months? 

More than 1 in 4 
consumers in Asia will 

prioritize spend on social 

gatherings with family 

and friends
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Everyday moments are the #1 way to treat and reward

Health and wellness are 

key drivers of choice in 

everyday treats for 

consumers in Asia, with 

healthy and nutrient-rich 

in the top 2 attributes.

More than 1 in 3 
consumers in Asia choose 

fresh ingredients and 

nutritional benefits as the 

top drivers of enjoyment in 

food.

Sources:

Note:

Innova Lifestyle & Attitudes Survey 2024 (Asia: average of China, India and Indonesia).
Qs: How do you prefer to treat and reward yourself? What are the most important attributes that make a good experiential moment of 

happiness to you? What are the most important attributes that make a good everyday treat to you? What are the most important 

drivers of enjoyment and pleasure in food for you?

More than 2 in 5 
consumers in Asia 

shared with family, 

relaxing and 

healthy/good for me 

as attributes of a good 

experiential moment 

of happiness
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Innova’s consumer trends 2025 – Asia edition

Digitally empowered 

consumers are 

increasingly willing and 

able to self-serve and 

self-support on aspects 

such as health, finance, 

fitness and cooking at 

home. 

Savvy and 

Self-Sufficient

While trust in large 

companies and brands 

is growing in Asia, product 

quality, health and safety 

remain paramount, with 

honesty and transparency 

a key theme.

Quality 

and Safety

There is greater 

appreciation of nature, 

close connections and 

real experiences. 

Consumers are seeking 

the genuine, tangible 

and secure. 

Authentic 

Connection

With feeling well the 

key driver for pursuing 

a healthier lifestyle, 

consumers are adopting 

strategies to help them to 

look and feel their mental 

and emotional best.

Positive 

Best

Consumers are seeking 

experiential moments of 

delight and entertainment 

that deliver a sense of 

connection, release, 

adventure and wonder.

Transformational 

Moments

Sources: Innova Market Insights





Opportunities to Innovate
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In Asia, growing health consciousness is driving demand for products that go beyond ingredients to 

deliver high quality, nutrition, and clear health benefits. Emphasizing ingredient quality, functionality, 

and transparency can help brands stand out and build trust.

Innovations can circle around targeted nutrition based on age, gender, lifestyle, weight management 

etc. knowing the consumers’ specific needs. Targeted nutrition with specific functional ingredients 

addressing diversified consumer needs can drive future innovations. 

Innovating launches with unimaginable, adventurous & peculiar flavor combinations can open doors to 

innovations. Striking the balance of delivering goods with classic flavors with a modern twist can drive 

consumer attention in the future.

Gut health is a priority for all generations. Products can target specific gut health issues for different age 

groups. Functional ingredients like fiber, probiotics, prebiotics, and vitamin D provide gut benefits. 

Innovation in categories like energy bars & fermented drinks may shape the future.

As consumer interest shifts from processed alternatives to natural, whole-food plant sources, brands 

have an opportunity to innovate with a cleaner, simpler approach. Growth lies in clean-label, minimally 

processed plant products that offer transparency and authentic nutrition.

Sources: Innova Market Insights



Opportunities to Innovate
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As climate change impacts pricing and product choices, brands can innovate with sustainable 

strategies that align with consumer values. Offering affordable, climate-resilient products can drive 

consumer trust and loyalty.

With the cosmetic industry thriving, there’s an opportunity to integrate beauty-enhancing benefits into food 

and beverages. Nearly 1 in 4 consumers in Asia seek products that improve physical appearance, creating 

demand for beauty-focused innovations in categories like bottled water, juice, and fermented foods.

Bringing back launches with local ingredients, traditional and well-known flavors and recipes can create 

winning opportunities in finding more shelf space. Old classics with application of modern technology & 

improvisation in product qualities can win hearts of the consumers.

Food for mood is expanding in the F&B segment. Catering the needs in multi dimensional aspects of 

mental health will attract consumers. Expanding the application of various traditional & modern 

functional ingredients and creating indulgent experiences can drive consumers.

Sources: Innova Market Insights



UNLOCK OPPORTUNITIES 
FOR GROWTH

TALK TO INNOVA

Meet us on

Talk to Innova

https://resource.innovadatabase.com/rss/reports.xml
https://www.linkedin.com/company/innovamarketinsights/
https://www.facebook.com/innovamarketinsights
https://mp.weixin.qq.com/mp/profile_ext?action=home&__biz=MzUxMzU3MjI5MQ==&scene=123#wechat_redirect
https://twitter.com/innovatrending

	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12: Opportunities to Innovate
	Slide 13: Opportunities to Innovate
	Slide 14

