
Health consciousness sees 
no signs of slowing down in 
Asia-Pacific. Analysts have 
forecasted the Asia-Pacific 
functional food ingredients 

market to grow at a CAGR of 5-9% between 
2016 and 2026, signifying that health foods 
are gaining momentum across the region1. 

Specifically, a recent study revealed that 
low-sugar and high-protein were amongst 
the top five healthy diets that consumers 
were seeking. At the time of the study, 
35% of the respondents were already on 
a low-sugar diet and 24% were already on 
a high-protein diet – both of which being 
significantly higher figures than the global 
results of 19% and 8% respectively2,3. 
Further respondents also indicated wanting 
to change to a healthy diet in the future, with 
26% considering a low-sugar diet and 16% 
considering a high-protein diet2.

Reducing sugar is a growing need for a 
majority of Asia-Pacific consumers. They 
are either very concerned about their sugar 
consumption or have been consciously 

trying to avoid sugar4. In addition to reasons 
such as maintaining good health or watching 
their weight, awareness on the prevalence 
of diabetes has also generated a greater 
demand for low-sugar food options2. In 
2019, approximately 463 million adults 
were living with diabetes globally, and this 
number is projected to rise to an alarming 
700 million by 20455.

Consumers choose high-protein diets as 
they associate them with helping to build 
muscle, maintain good health, and address 
weight concerns amongst other reasons2.

Consumers are embracing dairy 
alternatives
The rising focus on health is one of the 
key drivers for the popularity of the dairy 
alternative market in Asia-Pacific6. 

Valued at US$18.3 billion globally in 2019, 
dairy alternatives was one of the most 
dynamic categories among drinking milk 
products in terms of growth7. Importantly, 
Asia-Pacific leads the global market with 
63.5% value share, worth $11.6 billion8. 

In terms of new product launches, dairy 
alternative beverages have been leading 
the segment in Asia-Pacific, growing at a 
CAGR of 16% between 2015 and 20199. 
Ingredion’s study in 2019 also revealed that 
one in two are dairy alternative consumers 
– with dairy alternative beverages leading 
consumer preferences at 79%, non-dairy 
yoghurt at 43% and non-dairy cheeses 
at 28%2.

In addition to health, indulgence is also 
likely to help drive value growth in the dairy 
alternative market6. Product innovations 
such as ingredients blends, pairing of 
superfoods such as antioxidants, and 
formulation advancements in flavours 
garner the category in a premium positioning 
and pricing. 

Consumers are open to plant-based 
proteins
Dairy alternatives have evolved over the 
years going from soy-based to nut-based 
to using novel plant-based ingredients like 
pulses. These new ingredients are expected 
to boost interest and bring variety to the 
category – particularly those high in protein. 
Given that Asia-Pacific consumers have long 
been familiar with dairy alternatives, new 
product innovations in this space are set 
to bring dynamic growth to the category. 

Consumers are highly receptive towards 
plant-based proteins in dairy alternatives 
products, and consider pulse-based protein 
sources – such as chickpea, pea, lentil 
and broad beans – as nutritious, natural 
and high-quality2. In essence, pulses are 
powerhouses that can boost the nutritional 
profile of dairy alternative formulations. 

Lead the dairy alternative market with 
a plant-based approach
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New product innovations in the dairy 
alternative space are set to bring growth 
to the category
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Besides health, indulgence another driver for growth in 
the dairy alternative market (Photo credit: Shuttlestock)

Consumers are increasingly embracing dairy alternatives 
(Photo credit: Shuttlestock)

Valdirene Licht, Senior Vice-President 
and President of Ingredion Asia-Pacific, 
added, “The appeal for plant-based diets 
is palpable, and we predict that this trend 
is set to go mainstream. More consumers 
are switching to plant-based diets for the 
associated health benefits, to meet their 
changing dietary needs or taste preferences 
or to do their part for the environment and 
animals. They are looking for products with 
clean and simple labels, health and nutrition 
benefits as well as a great taste.”

What are the challenges?
Ultimately, the eating experience is king. 
Consumers’ familiarity with the flavour 
and mouthfeel of regular dairy products 
influences their expectations of the dairy-
free equivalents. Therefore, manufacturing 
challenges include achieving good taste, 
a creamy and smooth texture, and the 
preferred viscosity. The plant-based 
ingredients will also need to provide shelf life 
stability and have good process tolerance 
attributes such as heat resistance and 
solubility. 

Creating market-accepted, innovative 
products for the plant-based dairy market 
will require both the consumer demands 
and the manufacturing challenges to be 
addressed. Ingredion has the right on-
trend portfolio of ingredients along with the 
required know-how and expertise to help. 

Create plant-based foods that 
consumers want
Ingredion brings the potential of people, 
nature, and technology together to create 
ingredient solutions that make life better. 
The company has expertise in areas such 
as pulse ingredients for protein fortification, 
sugar reduction and specialty sweeteners as 
well as texturisers to build back attributes 
such as viscosity and mouthfeel. 

Its portfolio of plant-based protein 
solutions comprises of a complete range 
of pulse protein flours, concentrates and 
isolates. The VITESSENCE pulse proteins, 
concentrates and isolate range – sourced 
from peas, lentils and faba beans – include 
VITESSENCE Pulse 1803 pea protein 
isolate which offers solubility, making it 
an ideal ingredient for dairy replacement. 
Other solutions include the clean label 
HOMECRAFT Pulse flour range, made from 
chickpeas, faba beans, lentils and peas. 
These are complemented by an extensive 
array of starches, hydrocolloids and other 
ingredients that improve functionality and 
shelf life stability – helping customers deliver 
market-ready non-dairy products. 

Consumers are scrutinising certain  
products more than others for the amount  
of sugar contained and the list includes  
dairy alternative beverages, non-dairy 
yoghurt and non-dairy ice-cream9.  
Ingredion’s sugar reduction solutions 
address crit ical  elements such as  
sw e e t n e s s  re p l a c e m e n t ,  b u l k i n g  
and functional build back. The ENLITEN 
fusion stevia leaf-based range comprises 
of non-GMO high-intensity sweeteners 
that reduce sugar without compromising 
on taste. The DULCENT range consists of  
high potency artificial sweeteners that  
satisfy a variety of functionality and sweetness 
profiles. Ingredion also have a range of 
soluble fibres, starches and hydrocolloids 
that support different requirements such  
as replacing key functional aspects of 
sucrose. 
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Leveraging capabilities
Ingredion’s formulation expertise allows 
different samples to be produced based 
on customer and ingredient needs. The 
company’s investment in consumer 
research enables it to understand consumer 
preferences and develop insight-based 
solutions. Rapid prototyping gives Ingredion 
the ability to work closely with its customers 
to quickly turn around prototypes. Its 
sensory mapping capabilities aid in crafting 
the correct sensory needs to meet objectives. 
Ingredion also provides CULINOLOGY 
services that link its chefs with the customer’s 
team to develop innovative on-trend flavour 
profiles and concepts.  FBA  
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