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Put a spotlight on cognition and immunity support and expand product Pimwadee Aguilar,
lines into toddler foods to provide nutritional support as the baby grows.
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Baby Food And Drink Solutions - Thai Consumer -
2023

This report looks at the following areas:

« Introduction of baby food and milk products to
babies

« Leading factors influencing purchase in
the baby food and baby milk sectors

 Key influencers and purchase channels of baby
food and drinks

« Nutrition health claims of interest in baby food
and drinks

« Baby food and baby milk product formats and
formulations of interest

Overview

Put a spotlight on
cognition and immunity
support and expand
product lines into toddler
foods to provide
nutritional support as the
baby grows.

The baby food and drink market is at risk of losing value due to a continued decrease in the

number of new births, resulting in a smaller consumer base. Products with strong health

positioning are attracting more market interest as a result of COVID-19.

Growing up and baby milk remained by far the largest category in baby food launches,

followed by baby snacks and cereals. Mead Johnson Nutrition Company, Nestlé, Danone

and Royal FrieslandCampina are currently the leading companies in this sector.

In this report, find out which types of food and milk products Thai mothers choose to feed their
babies, who is influencing their choices, what are they concerned about and prioritise the
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most when making baby food and drink choices. Most importantly, get inspired by Mintel's
business recommendations for baby food and drink brands targeting Thai families.
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Report Content

EXECUTIVE SUMMARY

+ Mintel's perspective

Key issues covered in this Report

+  Overview

+ The outlook of baby food and drink categories in Thailand

+  Shrinking consumer base and mothers' evolving wants are challenging baby food and drink businesses
- Graph 1: baby food and drink gatekeepers, by number of children, 2023

+ Opportune time to offer more convenient, specialised milk products for babies

+ Opportune time to offer more convenient, specialised milk products for babies

+ Innovate toddler foods that offer nutrition support as the baby ages

+ Innovate toddler foods that offer nutrition support as the baby ages

+ Pay attention to functional demands in cognition and immunity support

+ Pay attention to functional demands in cognition and immunity support
- Graph 2: nutrition claims mothers look for when buying baby food and drinks, 2023

«  Quick download resources

KEY TRENDS AND MARKET FACTORS

«  What you need to know

The modern family structure is challenging baby food/drink businesses
« Thais are not in a hurry to get married
+  Married couples are not having children, which means a shrinking consumer base for baby products

+ Birth rate is not likely to improve in an era of high inflation

Moms' elevated expectations are pushing for innovation
+ Busy moms are seeking nutritious and convenient baby food/drink solutions
+ First-time mothers are the baby food/drink gatekeepers
- Graph 3: baby food and drink gatekeepers, by number of children, 2023
« Early nutrition starts with breast milk..or formula
+  Malnutrition and anaemia in young children is still a public health concern, and food/drink brands can help
+ Global innovations of baby food/milk focus on nutrition, functional health benefits and sustainability
- Graph 4: baby food and milk launches, by select claim category, 2019-23
+ Unlike the global market, Thai baby food and milk products are focused mainly on clean labelling

- Graph 5: baby food and milk launches, by select health-nutrition claims, 2019-23
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Influence of social media on parenting

Friends/family are the leading sources for advice for all mothers, but online mom influencers are also highly trusted
- Graph 6: mothers' main source of advice about child caring, by number of children, 2023

Celebrity and online mom influencers are helping to guide Thai moms through motherhood

Evolving nutrition expert recommendations are changing what and how moms feed their babies

BLW spurs interest in self-feeding and brands are innovating to meet it

In store is still the place to buy baby food

- Graph 7: purchase location for baby food and drink products among mothers, by number of children, 2023

WHAT CONSUMERS WANT AND WHY

What you need to know

In demand: baby milk products

Introduction of infant formula correlates with weaning months and when mothers return to work
Working mothers with more than one child particularly use infant formula as they return to work
Early introduction of UHT milk is challenging the role of milk powder in toddlers' diets

The perceived nutritional parity of UHT milk vs milk powder encourages mothers to switch to UHT

- Graph 8: agreement to the statement 'UHT milk can provide the same nutrients as milk powder', by number of children,

2023

Elevate convenience in infant formula

Use technology to help mothers prepare formula conveniently

The battle to be the go-to milk for older children is intense

- Graph 9: types of UHT milk mothers usually give to their children, by age of youngest child, 2023
Child-specific formulations are essential to maintain parental appeal for fortified milk

Milk allergies prompt mothers to seek alternative milks

Milk allergies prompt mothers to seek alternative milks

Stand out with allergen-free/lactose-free claims

Innovate with plant-based milk formulated for babies

Algae oil can be positioned as a more sustainable and cleaner source of omega-3 for brain health

In demand: baby food products

First-time mothers are more likely to stick to homemade food for their babies

- Graph 10: agreement with the statement 'it is alright to feed babies food products that are not homecooked at some
meals', by number of children, 2023

Enjoyment of cooking for children fosters homecooking

Make homecooking easier for moms with sauces designed for children

Mothers of 2 year olds are willing to use meal kits

- Graph 11: baby food product innovation of interest, by age of youngest child, 2023
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Packaged baby foods play an important role in 'complementing' homemade meals
Packaged baby foods play an important role in 'complementing' homemade meals
Opportunity for powdered fruits/vegetables for babies' food/drink

- Graph 12: interest in various baby food products, 2023

Powdered ingredient innovations for complementing baby food/drinks

Innovation opportunities for shelf-stable, ready-to-eat baby foods

- Graph 13: interest in ready-to-eat baby food product innovations, by age of babies, 2023
Be a travel food partner for on-the-go moms

Convince first-time moms to use chilled and frozen ready meals in their children's daily diet
Promises of quality and nutrition can make refrigerated ready-to-eat foods more appealing
Help introduce different ingredients in meals

Deliver more textures through chilled and frozen baby foods

Deliver functionality beyond filling fummies to encourage earlier introduction of packaged baby snacks
Support parents in feeding more fruit/vegetables to their children

Support babies' meal times with more playable formats

What mothers want in baby food/drink products

Nutrition triumphs over price in baby food

- Graph 14: factors influencing mothers' baby food choices, 2023

Experienced mothers look for features that are over and above baby's health

- Graph 15: factors influencing mothers' baby food products choices, by number of children, 2023
Packaging innovations can add value to baby food products beyond nutrition benefits

Brain development and immune health are mothers' priorities

- Graph 16: nutrition claims mothers look for when buying baby food and drinks, 2023

Lead the baby food/drink market with functional health claims

Functional health demands differ between mothers of babies and toddlers

- Graph 17: nutrition claims mothers look for when buying baby food and drinks, by age of children, 2023

Nestlé BEBA stands out for its range of nutritional supplements for babies

APPENDIX

Consumer research methodology
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About Mintel Reports Thailand

Access our reports now and get the most
accurate, credible and powerful datq, insights
and analysis. Mintel Reports Thailand gives you
everything you need to know about what Thai
consumers want and why.

In each report, we're analysing new product
innovations, the competitive landscape, as well
as consumer behaviours across Thailand. Our
local analysts, supported by our team of global
experts then translate it into what it means for
you.

What makes them unique?
(¥) Key trends
(¥) Consumer segmentation

(¥) Local and global expertise

How Mintel Reports Thailand will help your business grow:

Identify future Make better decisions See the trends and innovations
opportunities by faster by keeping impacting you on a local and
understanding what Thai informed on what's global level

consumers want and why happening in markets

across Thailand
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Disclaimer

This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a Thai licensed market

survey agent (see Research Methodology Asia-

Pacific for more information).

Terms and Conditions of use

Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com
email: store@mintel.com

Help desk

UK +44 (0)20 7778 7155
U +1 (312) 932 0600
Australia +61 (0)2 8284 8100
China +86 (21) 6386 6609
India +91 22 4090 7217
NETEN] +81 (3) 6228 6595
Singapore +65 (0)6 818 9850
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