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Consumer’s behaviors & attitudes towards health & wellness 

in ASEAN is changing 

They are 

worried about 

falling sick

Adopting 

healthy 

eating habit

Supplements & 

food to boost 

immunity

Consumer’s new 

expectation on 

brands

Eating at 

home more

36% Vietnamese & 

46% of people  in 

ASIA worry about 

falling sick. 

80% of 

consumers in 

ASIA would pay 

more attention to 

healthy eating. 

83% of Singaporeans 

would continue to 

purchase health 

supplements post 

COVID-19. Thai 

consumers stock up 

immune boosting food 

to prevent infection. 

55% of Vietnamese 

expect brands to promise 

health & wellness 

benefits.

62% of Malaysians 

& 36% of Filipinos 

indicate to eat at 

home more post 

pandemic.

Source: Nielsen & Kantar
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Yearly growth in scientific citations suggests utilisation of the term nutraceutical is popular, despite a lack of 

clarity in terminology or regulation across the world.

Read on mintel.com

Source: PubMed search criteria 'Nutraceutical[s]' 2014-18

Scientific research with the term 'nutraceutical' grows

https://clients.mintel.com/insight/nutraceuticals-could-accelerate-in-healthy-ageing#workspace_SpacesStore_b8b0eee4-2bba-4e48-9f91-98144f5a1870
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General Innovation Process in Industry
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• Marketing outreach
• Customer feedback

• Formulation and process fitting
• Resource prioritisation
• Regulatory check
• Investment

• Market testing
• Scale up
• Product positioning
• Registration

Product Development

Implementation

Concept Development

LAUNCH

• Ideation
• Market study
• Concept testing



Concept Development Process
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Example of Concept Development Thought Process – Protein 

Bar
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Market 
driver



Example of Concept Development Thought Process – Protein 

Bar
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Consumer 
Insight



Example of Concept Development Thought Process – Protein 

Bar
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Potential 
marketing 
Challenge

Target 
Consumer

Potential 
claim

Consumer 
reason to 
believe



Example of Concept Development Thought Process – Protein 

Bar
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TOFFEE MACCHIATO PROTEIN BAR 

• Convenient breakfast replacer/ meal on-the-go

• Multi-textured with fillings

✓ Content of Protein

✓ Content of fibre

✓ Low sugar

CONCEPT
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Product Development

• Identify benchmark if any

• Lab trial

• Sensory test

• Regulatory check

Product 
formulation and 

packaging design

• Pilot trial

• CAPEX consideration

• Need for OEM?

Manufacturing 
process fitting

• Cost study associated with purchasing, 
engineering, 

• P&L calculation

Cost feasibility 
study
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Implementation

New facilities 
preparation Production Trial

Finalize 
technology and 

P&L

Registration Stability test
Marketing 

activity 
preparation
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‘VALUE’ ADDED VALUE, FEATURES & BENEFITS

Clear & 
Compelling 

choice 
Convenience

Experiences 
/ service

Indulgence Ethical / 
sustainable

Reassurance

Health / 
wellness

‘PREMIUM’

Functional food/Nutraceutical is usually positioned beyond just 

“value”
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Implementation – marketing activity and channel

Consider leveraging your supplier’s years of 

accumulated knowledge to communicate 

claim/health benefit where there is regulatory 

hurdle

www.howaru.com

Influence through credible 

channels eg. heathcare 

practitioner, lifestyle 

influencer

Have a strong story customer 

can relate with

http://www.howaru.com/
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LAUNCH – Success story

Yang Yuan “SIX WALNUT DRINK”

- Launched in 2005 with sales of 30 million yuan

- 2020 sales is expected to be 10 million yuan

- Year on year double in sales

- Not pioneer in plant-based drink in China

SUCCESS FACTOR

1. Good tasting product

2. Clever naming associated with health benefit –

eating 6 walnuts is good for brain, number 6 is 

auspicious in Chinese

3. Using restaurants as the major selling points to 

circumvent major competitor

4. Famous talkshow host as spokesperson, active 

on social media



POST LAUNCH – Consider leveraging on the position of the unique 

active ingredient and develop extensions in format and flavor

DUPONT CONFIDENTIAL 16

SOURCE: Mintel



Key Messages

• Current market and economy situation 

boost society’s awareness and need 

for functional food and nutraceuticals

• Innovation thought process is critical 

to ensure we do not miss any 

important step before launch

• Success stories from market players 

can be important source of inspiration 

to formulate the right launch strategy 
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