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THE BEST TASTING
BUTTER COOKIE IN THE WORLD -
LOWREY BUTTER COOKIE

All Natural, Hand-made,
From New Zealand

Only made by 4 simple ingredients
with 44% NZ Organic Cultured Butter

PLAIN & COFFEE

RASPBERRY MATCHA BLACK SESAME CHOCOLATE

Learn More: lowreyfoods.com  Contact Us: sales@sukibakery.com
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Lowrey Crunchy Cheese

Low-Carb Ketogenic Diet «+ 100% Cheese
High Protein + Great Source Of Calcium - Gluten Free

Lowrey Nougat

Peanut & Almond Flavour
All-Natural Ingredient - Classic Package
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Ice Cream Powder &
Yoghurt Powder

Only Requiring Adding Water
Made in New Zealand
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8 %  Clearspring

PIONEERING AUTHENTIC JAPANESE &
ORGANIC FINE FOODS SINCE 1993

“We constantly work and play to convert one more
acre back to Organic each day”

Clearspring is a family business with over 300 Soil Association certified organic products, including
Japanese Miso, Tofu and Green Teas, as well as Italian Cold Pressed Oils, Vinegars, Snacks and a

wide range of everyday staples. Discover the great taste of Clearspring today!

Organic | Plant Based | Refined Sugar Free
Supporting Artisanal Producers | Creating a Sustainable Future
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www.clearspring.co.uk
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BUCKWHEAT

DISCOVER OVER 28 DELICIOUS CATEGORIES
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NUT BUTTERS & TAHINI
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SNACK ORGANIC - ROASTED SEEDS, NUTS & SOYA
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RICE CAKES, CORN CAKES & CRISPBREADS

Clearnpeing Clomespring

ORGAIC
RICE CAKES

Chrasspring Cinarpring Cirarspriag Canaripring Cieanpring.
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Want to find out more! Call +44 (0)20 8749 1781 (UK) or email export@clearspring.co.uk
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Singapore’s fastest
growing baby food brand

15,000+ 5-star reviews

no added halal-

sugar ifi
g s.galt certified
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instagram | @little.blossomco
shop | www.littleblossom.co
mail | hello@littleblossom.co
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SUGAR
HONEY

Proven effectiveness for strong
Immune protection for families.

Pure raw honey made
by stingless bees with a
naturally tangy flavour.
Discover our unigue
range of sustainable
Trigona bee products,
including our tasty
Trigona propolis throat
spray and Trigona
propolis extracts.

TR AR

hello@gtclife.com

Available at select clinics,
www.ahayalife.com health food and department stores.
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Sustainability + Wellness
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Tell us what you’re sourcing.
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info@GoNaturalMarketing.com Natural » Organic ¢ Sustainable
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«GO Natural XA RMEBEBIERE (FAERINERE - BEBRES Riso
Scotti FERAKREA ~ EEEE Dario Scotti » FFEBMZ AT ERENK
HEYEMBEERMNE L -

Walk through the aisles of supermarkets across Asia and you will likely spot
the products of Riso Scotti. With a heritage spanning 166 years, Riso Scotti
is a household name in Italy’s rice industry. Last year, the group extended its
reach into an exciting new frontier, launching its Barista Plant-Based Drinks
in its home market of Italy. The series is now set to make its first international
debut in Hong Kong and Singapore, chosen as the group’s pilot markets in
Asia.

GO Natural Food Guide is proud to be the first Asian media to bring you this
story firsthand. In an exclusive interview with Dario Scotti, the fifth-generation
president of Riso Scotti, we invited him to share the positioning behind the
new series and his vision for plant-based drinks in the world of coffee.

RIS ITA LIANG PER RISOTTO
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A Riso Scotti £E400Z/#EEan - HFRBLVEEZE T -
ERBHREAFRZRSY -

Riso Scotti’s 400-plus product range — with its classic Italian risotto
rice series being the most recognised among Asian consumers.
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< TFEAEEYY RIIABARBOK -

The Barista Plant-Based Drinks line is available in five varieties.
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BEEZE 2024 FiBiB=ERT -

COMPANY BACKGROUND

Riso Scotti is one of Italy’s oldest and largest rice milling companies,
founded in 1860 in Pavia, in the heart of the country’s north, with a
focus on rice cultivation, processing and the development of rice-
based food products. The group today produces and distributes
approximately 400 products globally, ranging from traditional Italian
rice varieties to functional rice-based foods and beverages —
including rice and soy milk, rice pasta, and brown rice oil. Under the
leadership of fifth-generation president Dario Scotti, the group works
with 2,000 farming partners and employs 400 staff. It commands
a 72% share of the ltalian restaurant rice market, exports to 86
countries worldwide, and recorded an annual turnover of over 300
million euros as of 2024.
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The “Bivio Vela” technology centre operates
on a circular-economy model, with a daily
production capacity of up to 150,000 litres of
plant-based beverages.

AEEREHTES IR IAM IR - 2T
BRI 2 [E - RIS RIBEAIKAED -
Partner rice fields in the Pavia region, nestled

between the Po and Ticino rivers in a naturally
water-rich landscape ideal for rice cultivation.
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A industry first: In 1992, Riso Scotti pioneered the shift to
vacuum packaging, raising the bar for quality and freshness in

Italian rice production.

A EFEER| 1992 & - Riso Scotti RARMELEE » AXIE A BRAWIRDERYIIER
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Rice husks, once discarded as waste, are now recovered and
converted into biomass energy for power generation.

b pmmscimERBEREROEER - HANWER  SEORERER LR
TEHE L 3 E n BRI 0 7 i 455 B BT FE 1S A FR R R B 44 -
At the basis of a company’s culture are the values of risk and enterprise, the

taste for innovation, the ethics of responsibility, the pleasure of discovery in
launching a new product or exploring new markets.
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Dario Scotti

SIX GENERATIONS OF LEGACY
CONTINUOUS INNOVATION

Riso Scotti holds the distinction of being the first rice company in Italy
to pioneer the shift from traditional packaging to vacuum packs in 1992
— a move that set a new benchmark for quality and freshness across
the industry. In 2000, it further pushed boundaries by introducing rice-
based snacks, rice oil and lactose-free breakfast products to the market.
Its flagship “Bivio Vela” production facility in Pavia operates on a full
circular-economy model — converting rice husks into clean energy and
recycling water throughout the production process. The facility is capable
of producing up to 150,000 litres of plant-based beverages per day.

As global dietary trends move towards natural, wholesome and
sustainable choices, plant-based milk has grown rapidly in popularity
— particularly among health-conscious Gen Z and Millennial consumers
who seek both nutritional quality and distinctive café experiences. Dario
notes that the group’s century-long expertise in rice food manufacturing
— including precision milling equipment, aseptic production lines and
high-pressure sterilisation technology — gives Riso Scotti a meaningful
advantage in developing plant-based drinks suited for professional
coffee applications.
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CATCHING UP WITH DARIO

G - GO Natural Food Guide D - Dario Scotti

G : BEERF{EEIREEF RIS
HEIPES ?

D : BEXRFHMBELRER R - FERR
AP EBERE - FiF > RPREZZ
HHEEURBEZUEYDARE SR
ONREELER & o AN EIRPIE 201 9F i ES BY
IR EEYY > RIHEMmE - EAERE
HAMBETEMNEY DA » 2RIBERE
S

G : fREXREZ DIRILE ?

D : HEBRKFIA  BYEHRAZHEE
18 | ZERMB=tARGEME - HEEFRS
BRI IR o

G : EYHEMBE SRS AR ?

D:&m ! HE  EYNESTE kAl -
20225 > MBI R B S EXEHBEER
8> AFF2BEEERAREDILEER @ A
B R EYHEEREEFERES
B RMBERM Z— « HMBEEmS - KK
fTE R A EE  BERORANMEE A
EMY - LWEARIENHG X 2R A EREIRE
UIEEER & o SR TISERMEES -

G : What prompted you to develop a plant-based drinks specifically
designed for coffee?

D : ltaly has a long and rich coffee culture, one that is deeply
woven into the rhythm of daily life. At the same time, we have been
observing a growing global preference for plant-based milk across
specialty coffees and drinks. Having already been producing plant-
based beverages since 2019, developing a dedicated range for
coffee felt like a very natural next step for us.

G : How many cups of coffee do you drink a day?

D : | have three espressos every day without fail, and when | travel
abroad, | usually go for a cappuccino.

G :Willthe trend of plant-based drink in the coffee industry continue?

D : Absolutely. Plant-based drink is no longer just a “sidekick” —
it has earned a place at the main table. A telling moment came
in 2022, when the World Barista Championship officially updated
its rules to allow competitors to use plant-based milk in milk-based
coffee drinks, formally recognising it as a legitimate ingredient on
the international competition stage. Looking ahead, | believe the
opportunity for coffee shops lies in embracing plant-based drinks
that are nutritious, texturally stable and genuinely delicious — as a
creative tool to craft coffee drinks with a wider range of flavours and
experiences.
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G : Most people only think of oat milk when it comes to plant-
based milk in coffee. Are there other options worth exploring?

D : Absolutely — so many more! Oat milk tends to steal the
spotlight, but the world of plant-based milk is far richer than that.
Different varieties bring completely unexpected flavours and
textures to the cup.

Take rice milk — it has a light, delicate body with a gentle
sweetness and a subtle grain character. Rather than competing
with the coffee, it quietly enhances its layers. Try pairing it with
medium-roasted beans from Brazil or El Salvador; those beans
naturally carry notes of caramel, walnut and chocolate that
weave beautifully with rice milk’s grain aroma, while softening
any bitterness along the way.

Then there is coconut milk, which arrives with its own bright
tropical fragrance and a built-in natural sweetness — no syrup
needed. My personal recommendations? Use itto crafta Coconut
Flat White, a Coconut Cortado, or a wonderfully refreshing lced
Coconut Cold Brew.
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BNNSY RSB -
R Dario %7 - EEEATMAAAZRERZS - HEBENHREREIERN
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THE BARISTA SERIES IS SET TO MAKE ITS ASIAN
DEBUT IN HONG KONG AND SINGAPORE

,, In response to growing market demand, Riso Scotti launched its Barista
@'--'ﬁf' Plant-Based Drinks series last year, comprising five products: Barista Oat,

Barista Rice, Barista Aimond, Barista Soy, and Barista Coconut. Each variant
has been specifically formulated for professional coffee use, delivering
excellent foam stability, a smooth and silky texture, and a flavour profile that
complements rather than masks the espresso. Beyond coffee, the range is

also well suited to culinary applications including cream soups, sauces
and desserts.

Dario explains the choice of launch markets: “Both Hong Kong and
Singapore are world-class food cities with sophisticated high-end
dining scenes and well-developed specialty coffee cultures —
making them the natural choice for our first Asian launch.” =" -
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After nearly two decades in the high-stakes world of banking, Co-Founders, Jessica Fong and Kainny Chin,
were no strangers to profound burnout. Reaching their midlife, amidst feelings of confusion and self-doubt, they
serendipitously discovered that gin is more than a drink - an artistic medium for creativity and self-expression.
This inspired them to channel their personal backgrounds and cultural roots into their craft. The layout of a
traditional siheyuan (Chinese quadrangle building)—embodying the ancient philosophy of tian yuan di fang (the
round sky and square earth)—served as a constant reminder that true balance in life can only be found when
opposing forces come together in harmony. Deeply moved by this imagery, they found the inspiration for their
brand’s name and vision: Quadran, a modern abbreviation of the word “quadrangle.”

Slow Down. Savour the Moment.

At the heart of Quadran’s philosophy is the belief that nothing should stand between the senses and the botanicals
— that every note of aroma and flavour deserves to unfold, layer by layer, without interruption. The spirit brings
together Thai salted lime, lemon peel, apple slice, juniper berry, coriander seed, and medicinal-grade dong
quai to express five dimensions of flavour: sweet, sour, bitter, salty, and spice. Each sip becomes an act of
mindfulness — a quiet ritual that anchors you in the present moment, and a gentle reminder that sensory pleasure
and wellbeing are not opposites. They belong in the same glass.

A Quadran HEAIFEA Jessica Fong (%) £ Kainny Chin » & #hEEE 5 2 ET 2
BB R I B R AR AR Iﬁﬁﬂ‘z?@ﬁ’@%i’b@ﬁ%‘ﬁﬁ?\J//Z?_é&uﬁ'?k R
BT BEHES

Quadran co-founders Jessica Fong (left) and Kainny Chin, trained in the UK with
the IBD Commercial Distillation Course and studying WSET Spirits Level 3.

 BBE— E2E0E) s
The Awakening—A New Era of Mindful Drinking
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A (k) FIBEEEEYIRK (T) Quadran 8B GRIBHE - (255 10
ZF - BIFGEER AR Wn — EREEWATER 30 27 -
(top) Quadran Gin Botanicals (bottom) Quadran’s bespoke
bell-shaped tasting glass delivers a full aromatic experience
with just 10ml — a third of what a traditional spirits glass
requires.

MEBNEEEE /BES|A Quadran > BELIR T EE
Quadran SRBFAT RN S TER S - BODMERER IR -
Gin FEEBEZE info@quadrangin.com =%
WhatsApp (852) 6131-4171 B3 PIE 32385k o

To stock Quadran at your restaurant / bar, inquire their services
or to explore collaboration opportunities, we would love to hear
from you. Please reach out to us at info@quadrangin.com or
WhatsApp (852) 6131-4171.
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(top, mid) The Art of Drinking Less, Tasting More
(bottom) Sensory Tasting & Self-Discovery
Experience

The World’s First Salty-Lime Dry Gin

Two years in the making, Quadran introduces the world’s first
salty-lime dry gin — an elegant reimagining of Salty Lime 7-up,
the beloved salted lime soda synonymous with Hong Kong’s
iconic cha chaan teng culture. Elevated into a sophisticated
pleasure for the discerning adult palate, it is a spirit that
honours its roots deeply. The gentle salinity of Thai salted lime
draws out a bright, clean citrus freshness; apple lends a touch
of natural sweetness; while juniper, coriander seed, and dong
quai weave in warm spice and a note of dry, earthy bitterness
finish. Every familiar note of Salty Lime 7-up is preserved, yet
without sugar crash.

Smooth, Clean & Keto-Friendly

At just 62 calories per 30ml serve, with zero carbohydrates and
zero sugar, Quadran is as clean as spirits come. The secret
lies in a single word: dry. Under EU regulations, a London Dry
Gin cannot have any sweeteners or artificial flavourings added
after distillation — making the label itself an unambiguous
guarantee of a sugar-free spirit. (By contrast, vodka is legally
permitted to contain small, undeclared amounts of sugar.) For
those following a ketogenic lifestyle, the rule is simple: if the
bottle says Dry Gin, you can drink with complete confidence.

Small-Batch Crafted in the United Kingdom

Quadran is distilled and bottled to the exacting standards
of London Dry Gin, handcrafted in small batches in the UK.
Awarded 92 points and a Silver Medal at the International
Wine & Spirit Competition (IWSC), every drop in the bottle is a
reflection of every promise on the label.

Just 10ml. All the Essence

Quadran has developed a proprietary bell-shaped tasting
glass engineered for precision — with a bowl calibrated for
optimal vapour space, wall thickness, rim taper and the way
it rests in your hand well designed to heighten aroma, texture
and the layered complexity of our gin. Where a traditional
whisky or spirits glass typically requires at least 30ml to build
sufficient aromatic intensity, Quadran’s glass achieves the
same richness with as little as 10ml. This is not merely a vessel.
It is an instrument of ritual — one that invites you to pause, to
breathe, and to enter into genuine conversation with what is in
your glass. It is precisely this considered design that makes
even 10ml feel like an indulgence.

BREF — EZmiBReRiEen

QuadronfiZF AE ZIBE AN A BB AT S Quadran offers bespoke mindful tasting services
BHEEY [F25 5% BT - RSB for like-minded food and lifestyle brands. We bring

[EAMERE | SAGHEEEHN » =% our signature mindful miniature-tasting to your
%ﬁ%%#ﬁ%?ﬁﬁ%lb{ﬁ%%&i ’ fﬂﬁ%%\ brand’s distinctive products or wellness themes.
EREMNRERR  AMBMEAREENTFTE  Through an awareness-driven, burden-free sensory

—IBRAREEGRS L ENIBIER -

Mindful Tasting Experiences

exclusive events, seamlessly complementing your

exploration, we help you cultivate meaningful
sensory connections and holistic nourishment for
your guests.
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mEERMFEEEM
FROM GYM TO GROCERY AISLE:
HOW HIGH PROTEIN CONQUERED ASIA’S MAINSTREAM

BEEAREMBETEARRBELEEAT  AFETNZEMSESEARTHERER - EBTEZE &
FEFIREEHEE > EEEEANELBESELN - MABSNSH  ERZTEREED  EHEENE
7-Eleven EM#EEREEHEMASIAE = R T AR EEE

High-protein foods, once the preserve of fitness enthusiasts and bodybuilders, have steadily crossed over
into the mass consumer market across several Asian markets in recent years. From supermarket shelves
and convenience stores to fast-food chains, products touting high protein content are multiplying — a
reflection of a global dietary trend that is now firmly taking root in the region. Among the retail channels
driving this shift, one stands out: across Asia, 7-Eleven has been particularly proactive, not only introducing
third-party high-protein brands but also developing its own proprietary product lines — a strong signal of
just how mainstream the protein trend has become.
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EHBBEATISZHIE
A GLOBAL MEGATREND

BEHRRAHNEREZREBIERRES -
WBRAE  BRENE L - BHEERRH
gHgRtENERRERR  SSEREA
BENRENRER  BLERRBHHE

L °

The scale of the protein story becomes clear when viewed through
a global lens — and understanding its momentum requires looking
at the structural forces that have accelerated it.

A POLICY SHIFT:
NEW DIETARY GUIDELINES RAISE THE
BAR ON PROTEIN

On the policy front, the updated Dietary Guidelines for Americans
have played a significant role in reshaping consumer behaviour.
The revised guidelines raised the recommended daily protein
intake to 1.2-1.6 grams per kilogram of body weight — nearly
double the previous minimum — and emphasised prioritising
high-quality protein at every meal. In a notable shift, the guidelines
endorsed the consumption of beef, pork, and other red meats,
returned whole milk to favour, and promoted butter and tallow,
even as they continued to advise keeping saturated fat intake
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(National Pharmacy Association)

fAESERERM?

RIBEONEE RIEEEE 1924/2006 57754

(Regulation (EC) No 1924/2006) » &R INEERE
SEAHE] (REMEHEERERSENER)

HEHERENEE  PAGZRBREEENE
P 20% o

below 10% of total calories.

THE GLP-1 EFFECT:

WEIGHT-LOSS DRUGS

REDEFINE WHAT
PEOPLE EAT

Equally influential has been the
rapid adoption of GLP-1 weight-
loss medications such as
Ozempic and Wegovy. Because
these drugs suppress appetite
and can accelerate muscle loss,
users are increasingly prioritising
nutrient-dense, protein-rich foods
and smaller, more purposeful
portions — both to maintain satiety and
to preserve lean muscle mass. The scale
of uptake is considerable:

Nearly 18% of US adults have taken a GLP-1 medication at
some point, with approximately 12% reporting current use in
2025 (KFF Health Tracking Poll)

Around 1.5 million people in the UK used monthly weight-loss
injections in 2025 (National Pharmacy Association)

What Are High-Protein Foods?

According to Regulation (EC) No 1924/2006 of the
European Parliament and of the Council, a claim that
a food is “high in protein” (or any claim likely to have
the same meaning for the consumer) may only be
made if at least 20% of the food’s energy value is
provided by protein.

& Source : Regulation (EC) No 1924/2006, Annex
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V BE TR ACLP-1EEHE %5189 Propel
Clear Protein » @—FBIAEEM °
BprteH 202 EAE ~ SEMM N EREE
BARENE  HE(E OFRKE -
Developed specifically for GLP-1 users, PepsiCo’s
Propel Clear Protein is a ready-to-mix powder
aelivering 20g of protein, 3g of fiber, and
electrolytes with zero sugar and 90 calories.

FROM NICHE TO NORM:
HOW CONSUMERS AND FOOD GIANTS
RESPONDED

The combined effect of these forces is clearly visible in consumer
attitudes. According to the International Food Information Council’s
2025 Food and Health Survey, protein content has emerged as the
single most important attribute that US consumers associate with
healthy food. Among younger generations, adoption is especially
pronounced: 59% of Gen Z and 63% of Millennials report regularly
consuming protein powders, protein drinks, and protein bars.

Major food companies — including Nestlé, Unilever, PepsiCo,
Danone, General Mills, and Starbucks — have responded by
launching protein-fortified versions of everyday products, from
popcorn and breakfast cereals to pretzels and coffee. At the
Summer Fancy Food Show 2025 (North America’s largest B2B
specialty food and beverage event), NielsenlQ observed that
protein has become “a baseline expectation rather than a wellness
niche,” appearing across categories as far-ranging as ice cream,
sauces, and snack cheeses. The cumulative result: a standard US
supermarket now carries nearly 39,000 products bearing a protein
claim, according to NielsenlQ data.
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HIGH PROTEIN
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A FEE KB Sainsbury’s H#HE T — #3119 KB EFBIRE -
Sainsbury’sSFEHEGET - [BEH) WIEEESERAFEHER
57%  m (BEAIRE WES=FEEMA 300% -

UK's second-largest supermarket Sainsbury has launched a

new line of high-protein, nutrient-rich meals. Sainsbury’s noted a
significant increase in online searches, with "high protein” queries
up 57 per cent year-on-year and “high protein ready meals” soaring
by 300 per cent, prompting the launch of 19 new proaucts.

CLEAR
PROTEIN
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A REHHAY Vital Pursuit 28 BE 25 » £
HEEH -~ 24 LICLP-1ZYFHEAB12
BEE

Nestie's Vital Fursuit line offers portion-
controlled, high-protein meals fortified with
essential nutrients to support GLP-1 users and
welghi-conscious consumers.

P Fairlife 820205 EF P ] A4\ 5] 2 EIKEE - TH1EA
HHEEr - BURZEER - BEABNAHES 58
SR E A B12T150% » FIFSR50%A08E 5 - _ srlife
Fairlife, which has been wholly owned by The Coca- . 2 ] " Play,
Cola Company since 2020, is valued at several billion /
aollars. The brand is built around a proprietary filtration
process applied to real aairy milk, which raises protein
content by 50% and reduces sugar by 50% compared
to conventional milk, while also being lactose-free.
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HIGH QUALITY)

ADD PROTEIN FOAM OR PROTEIN-BOOSTED MILK A EEGHEABGSZYEE EHEZ

# R TE&AELYVE - GAMENGEAT1E
19 ZF 36 TEHE -

Starbucks’ handcrafted protein beverage
menu features FProtein Lattes and Protein Cold

Foarms, delivering 19g to 36g of protein per
Grande serving.

P iZEERY YOPRO RIEBEBFIFE MR -

EDOELE IS NSRSEEHS - 2. getpro QKOS

£ TRIPLE ZERO

Danone’s YoPRO range offers spoonable
yogurts, drinkable dairy, and high-protein
desserts targeted at fitness enthusiasts.
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K8 HE » Shake Farm ~ Supergreen ~ SaladStop! ~

Stuff” d FKPret A Manger& s LS TR
EO

POLICY, RETAIL & SOCIAL PURPOSE

Singapore’s protein market is distinguished by the
degree to which government, retail, and social purpose
have moved in the same direction. The Singapore Health
Promotion Board’s (HPB) “My Healthy Plate” campaign
does not specifically promote high-protein products,
but through public dietary guidelines, institutional meal
plans, and health education campaigns, it advocates
adequate protein intake as part of a balanced diet. Its
guidance covers working-age adults (18 to 49) and
older adults (50 and above), with particular emphasis
on the latter to address the growing risk of sarcopenia.
Results from the 2022 National Nutrition Survey showed
that 75% of adult Singapore residents already met the
recommended daily protein intake.

On the retail front, 7-Eleven has significantly expanded
its high-protein offerings, with nearly 100 products from
local and international brands now available across
its network of over 460 stores. NTUC FairPrice has
established dedicated “Xtra High Protein Zones” in the
refrigerated aisles of all FairPrice Xtra stores, curating
a selection that includes high-protein fermented milk,
Greek yogurt, and ready-to-drink protein beverages.
In the food service sector, establishments including
Shake Farm, Supergreen, SaladStop!, Stuff'd, and Pret
A Manger have introduced dedicated high-protein
menus to meet demand from fitness enthusiasts and
health-conscious diners alike.

P EETHNE A 20/ 5 B 9Supergreen » EH D EA ~ BISE
B ESBEMN (FESRARFEH) NERYY - IE SRS
FILETE  EHEH2EERSEAEEmR -

Supergreen, a 20-outlet Singapore chain, offers large, value-

for-money, Muslim-friendly grain bowls and regularly partners

with local fitness hubs o cater to health-conscious, high-
protein diners.

A FINERERES (HPB) 1HE [HRAVEFEERS
EEOENE - BEEEN e —7REHE
HEIEHMR 2 £ 317 -
The Singapore Health Promotion Board's (HPB) “My Healthy
Plate” initiative recommends dedicating one-quarter of a
balanced meal to protein, equivalent to 2 to 3 daily servings

A SubwayE ETitt HiOFresh FitsE e - IS EHE =4 -
HRABIEIE00FEE - TR UABEHFE -
Subway'’s relaunched Fresh Fit Menu features four protein-
packed sandwiches, each under 500 calories and served
with a full serving of vegetables.
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SINGAPORE’S PROTEIN INITIATIVE
COVERS VULNERABLE GROUPS

What sets Singapore apart, however, is its commitment to
ensuring that the protein trend extends beyond the health-
conscious middle class. Launched in 2025, the FairPrice
Foundation Protein Pledge represents a SGD 1 million
commitment to distribute fresh eggs to tens of thousands of
beneficiaries — including low-income families, the elderly,
and migrant workers — by 2030, through partnerships with
over 20 charity and community organisations, including
Lions Befrienders and the Migrant Workers’ Centre.

Y Guzman y GomezE —X#EH 22815 RV B2 o 5f 14
IREE - FITEEE  BEOpREIROBIEER - BRI TEE
FOE #IE ERAESIETOEE LNEEAERN -

Guzman y Gomez, a last-casual Mexican chain with 22
locations, is known for its fresh, preservative-free, made-to-
order dishes and offers a Double Protein option that allows
customers to double the protein filling on any menu item

E B8 FEATURE
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A TEREAGH) ATERRBNARS A ERESHE
B EEEEAE Ra

Lower-income seniors can get milk, eggs, under
Singapore’s fresh protein initiative.

A F0% 7-Eleven B 2020 F#HEIBRHMIANERE -
BHIIANAMEAE  5RARARIREARRESER
é an °

Since launching reaadly-to-eat chicken breast and Hanjuku

eqqs in 2020, 7-Eleven Singapore has expanded its high-

protein range to include bars, chips, and ready-to-drink
beverages.
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EEAEREERCRERASESER - EFERE  7-Eeven
15301, 100R P T 7-SELECT T#8[4 | 25 » %28 60ERIE R
FTHRERERESIANNRERE/NR - OK EFIEEFH LR

EHEHE 5 RHZAEEANS UK - EAEK
BIRmE -

REETIMAMBTES - EH149- 2 ENREEHARE -
RESFARN TRERA REBRLETISHERTED  LEFEA
Tyson YoshifEERE A - BEHLEAEEARE XA BE
FIZEMIEC ALK ER ~ RI= RN ALKER ~ B REHEASH
> IR R RE SR HINALKER -

RIBFRYINEF&KeelaH#E - BEERFTEN2020FE "%

%ZFE EFHE50% - BREHFIBERKBEERE  BRVERR

TEUDEE > HXRBEBERHRE=UE - BF8H - KeeTa

B+ RE—-EaEPret « FBff - NODKGrove—4& 1EH#
[Fresh Monday | EEREEE) -

FROM CONVENIENCE STORES
TO FAST-FOOD CHAINS

In Hong Kong, the protein trend is visible across the full retail
spectrum. At the convenience store level, 7-Eleven has rolled
out the 7-SELECT “Light” series across its network of nearly
1,100 stores, encompassing over 60 ready-to-eat meals and
snacks with clearly labelled calorie and protein information. OK
Convenience Store launched a “Protein Alliance” section last
year, offering a variety of high-protein drinks, cheese, protein
bars, and ready-to-eat meats.

Perhaps the clearest sign of protein’s arrival in the true
mainstream is its embrace by fast food. Fairwood, a chain
operating 149 outlets across Hong Kong, launched a marketing
campaign in April themed “Eat Fit,” with artist Tyson Yoshi as
its spokesperson. The campaign introduced an all-day high-
protein menu. When a mainstream fast-food chain makes
high-protein eating its central marketing message, the shift
from niche to norm is complete.

Data from food delivery platform KeeTa showed that orders for
healthy light meals in the second quarter of 2025 rose by over
50% quarter-on-quarter, with demand concentrated during
weekends and dinner periods. Light salads were the most
popular choice, followed by poke bowls and sandwiches. In
August of the same year, KeeTa partnered with more than ten
health-focused restaurants — including Pret, TamJai, NOD,
and Grove — to launch the “Fresh Monday” healthy meal
campaign.

A FE7-Eleven(ER SRS E L BEmEEZE)
A high-protein promotion at a 7-Eleven store
in Hong Kong.

— ==y :
A O AFENHHNSELSEME R -
A new high-protein bread range from Maxim's Cakes.
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A joint high-protein “Muscle-Building Combo” promotion
by Pacific Coffee and Tiga Milk.

]

A 2 uicy Proteinfs EFEIFBMEEE -

I p5 288380/ Circle KIEFEERBE -
Juicy Protein, a UK brand, made its Hong Kong debut
last year and is exclusively available at over 380 Circle K
Stores across the city

GYM

A KWE TBFHACGYM) SERABELHITHINE
RERERDIEE HRE -
Following a successful pilot, Fairwood's “Eat Fit” high-
protein menu is now available all day across all outlers.
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Valfoo Asia Pacific Ltd

(MGvenpick HLEE &4 & T K 4R K IE)
EE 441 Dr. Daniel Krayl

ON THE GROUND:
A DISTRIBUTOR’S VIEW

“Overthe pastthree years, we have seen consistent
growth in Greek-style yogurt across both retail
and foodservice channels in Hong Kong, with
year-on-year growth of approximately 15%. Much
of this reflects a genuine and sustained shift in
consumer behaviour — people are reading labels
more carefully and actively seeking out high-
protein options as part of a broader move towards
healthier eating. The combination of protein and
live cultures addresses exactly what consumers
are increasingly looking for from a single product,
and the fact that it requires no preparation is a
meaningful advantage in a city

that runs on convenience.”

Dr. Daniel Krayl,

Managing Director,

Valfoo Asia Pacific Ltd

(Distributor of Mévenpick

Yogurt in Hong Kong and
Singapore)
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Good Food Everyday launched Taiwan's first high-

protein noodles in 2020, with domestic sales reaching
NT$50 million last year.

AFEAL

THE RISE OF READY-TO-EAT
CHICKEN BREAST SALES

Taiwan’s high-protein food market is driven by its
ubiquitous convenience stores. Retailers such as 7-Eleven
and FamilyMart have capitalized on this trend by offering
an expanding selection of ready-to-eat, high-protein
meals, making nutritional information easily accessible via
apps and in-store signage.

The explosive demand is perhaps best demonstrated by
the runaway success of ready-to-eat chicken breast. Since
2019, 7-Eleven Taiwan’s partnership with manufacturers
like Ta-Cheng and CP Foods has led to a portfolio of 15
such products. This category has broken the NT$1 billion
sales mark annually since 2023, sustaining double-digit
growth year after year. This robust performance is mirrored
across adjacent categories, including frozen drinks, dairy,
soy milk, and protein beverages, all of which have seen
double-digit increases in both sales and market share.

A 5/87-Eleven KA R [F KBS 3 HOBN R EF K HERG A -
EMREERGHINSER@ENRE L —  H2023FEFiHEER
SERRFT 2 BE1012 5T ©

7-Eleven Taiwan's ready to eat chicken breast, co-developed
with Ta-Cheng and C.P. Group, has becorne one of Taiwan's
best-selling high-protein convenience foods, with annual sales
surpassing NT1$1 billion since 2023.
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THE FITNESS WAVE
BEHIND THE SHIFT
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In Asia, the protein boom is inseparable from a broader
surge in fitness culture that accelerated in the wake of the
pandemic. Lockdown measures and prolonged work-from-
home arrangements prompted many consumers to refocus
on physical health and healthier lifestyles — and they have
pursued that goal with growing enthusiasm.

HYROX — a fitness racing competition founded in Hamburg,
Germany in 2017 — has become a useful barometer of the
region’s appetite for athletic challenge. Since entering Asia in
2022, the event has expanded at a remarkable pace. Hong
Kong’s inaugural race attracted around 700 athletes; by May
2026, that figure had grown to 19,500 competitors from over
60 countries and regions. In Singapore, participation surged
from 3,500 at the inaugural 2023 race to 12,840 at the 2025
Asian Championship — arise of approximately 267%. HYROX
now takes place across more than a dozen Asia-Pacific cities,
including Tokyo, Beijing, Shanghai, Jakarta, Taipei, Bangkok,
and Incheon. The 2027 World Championships, scheduled for
10-13 June at AsiaWorld-Expo in Hong Kong, will mark the
first time the event has been hosted in an Asia-Pacific city.

Hong Kong’s fitness infrastructure has expanded to match
this appetite. According to the 2025 “Hong Kong Fitness
Guide” Sports Industrialization Survey Report, the number of
sports and fitness venues reached 1,411 as of July 2025, with
24-hour fitness centres rising from just 9 in 2018 to 289.

A B1505 5 /E8924/7 FITNESS 20185 L& BRI

BB BB EALGEIRA/\IFES L -

FEHE M ZE K E131ES, A BE300R o/ < o
Founded in Hong Kong in 2018, 24/7 FITNESS has grown
o become the city’s largest chain of 24-hour gyms, with
150 local branches and over 300 locations across 13 Asia-
Pacific cities.

A ZIRES LIBHFHSE R -

HEBELHEm

ER=g -
Rising global participation in fitness and muscle-
building programs continues to drive a surge in
high-protein food demand.
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DIETITIAN’S CORNER

BEBLEERNEREITE
ALMEERD FmidioR
Wong Chi Wing, Registered Dietitian
Director of Food & Dietetics,
Hong Kong Adventist Hospital

mHEHERREE
WHAT YOU NEED TO KNOW ABOUT HIGH-PROTEIN DIETS
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Q: How much protein do | actually need each day?

Protein requirements vary from person to person, depending
on age, gender, activity level, and health condition. For
athletes engaged in endurance or strength training, the general
recommendation is 1.2 to 2.0 grams of protein per kilogram of
body weight per day. For example, an athlete weighing 50 kg
should aim for approximately 60 to 100 grams of protein daily.

Q: What are good everyday sources of dietary protein?

Many common foods are excellent sources of protein. On the
animal-based side, one large egg provides around 6 grams,
150g of Greek yogurt offers about 15 grams, and 120g of
cooked meat contains approximately 28 grams. For plant-
based options, 250ml of soy milk provides around 7 grams,
while tofu, edamame, legumes, nuts, seeds, and quinoa are all
good choices to help meet daily protein needs.

Q: Do | need protein supplements?

For most people who can meet their protein needs through a
balanced diet, supplements are not necessary. Whole foods
provide not only protein but also vitamins, minerals, and dietary
fibre, making them a more well-rounded choice for overall
health. While protein powders and other supplements offer
convenience, whole foods should remain the primary source of
dietary protein.

Q: Is more protein always better? What are the risks of
consuming too much?

Protein is essential, but excessive intake can pose health risks:

Increased strain on the kidneys: Excess protein requires
additional processing by the kidneys, which can place
long-term stress on kidney function.

Higher risk of osteoporosis: Prolonged excessive intake
of animal protein may accelerate urinary calcium loss,
potentially leading to osteoporosis over time.

Macronutrient imbalance: A disproportionately high protein
intake can crowd out adequate carbohydrate and fat
consumption, disrupting overall nutritional balance.

Cardiovascular and colorectal health risks: When protein
intake is largely derived from red and processed meats,
higher levels of saturated fat and sodium are also
consumed, both of which are associated with an increased
risk of cardiovascular disease and colorectal cancer.

In summary, protein intake should be kept at appropriate levels
and sourced primarily from whole foods — this supports good
health while minimising potential risks.
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Cold-filtered protein smoothie brand Rokeby has
consistently delivered double-digit growth across
Singapore, Hong Kong and Southeast Asia.
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VY @ik Cocobella £ E—RIIEWIEMF B -
REWAR - ERDINTREELR - WERAEHE -

Made in Australia, Cocobella produces a range of
aairy-free, plant-based coconut products that are
minimally processed and naturally rich in electrolytes.

DANONE DEEPENS ASIA PACIFIC
ROOTS WITH MADE GROUP DEAL,
EYEING HIGH-PROTEIN AND GUT
HEALTH GROWTH

French food company Danone has announced two significant
acquisitions in the Asia-Pacific region, signalling its
commitment to the fast-growing high-protein and gut health
nutrition space. The first is the acquisition of MADE Group, an
Australia-based health food company founded in 2005 and
headquartered in Melbourne, with its APAC headquarters
in Singapore and production facilities in Thailand. MADE’s
brand portfolio spans high-protein ready-to-drink products
under Rokeby, gut-health yoghurts under The Collective,
plant-based beverages under Impressed, and coconut-
based products under Cocobella. The company has
consistently delivered double-digit sales growth, with annual
sales expected to exceed €300 million for the fiscal year
ending June 2026.

CONSOLIDATING THE AUSTRALIAN
DAIRY FOOTHOLD

Complementing the MADE Group deal, Danone also
announced the acquisition of the remaining 49% stake in its
existing fresh dairy joint venture with Saputo Dairy Australia,
consolidating full ownership of a business anchored by three
functional yoghurt brands — YoPRO, Activia, and Ultimate.
Both transactions are subject to regulatory approvals and are
expected to close in the second half of 2026. - -
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Viet Nam Chewy Noodles
h—CIEBRKAR

The New Generation of Healthy Rice Noodles

Eco VIPHO BB EHMEAKBEZIERARY) » EEEUNGERN = EBREESR -
ATRHENR AT REIENAFERARMSR °
FiE = mi9% ERBIFDA - Eurofins ~ SGS HEIfRMERE » X2 A5 @ ZIRIZEZRD °

Eco VIPHO combines premium Vietnamese rice and a variety of natural grains with advanced
European technology. Our three sugar—free and low—sugar products bring truly pure and natural food
to you and your family.

All products are certified by international quality standards such as the US FDA, Eurofins, and SGS,
ensuring they are safe and reliable, so you can eat with peace of mind.



REREE{E RS Our Healthy Noodle Series

EREAERER QERER

B AR &m[ﬂl}z,u%ﬁ'ﬁgﬁ * IRABREATEETA - DBk
AR A RINE D

B%: 100% ﬂﬁﬁﬂé

@5 2507 & 12T

Sugar-Free, Low Gl Rice Noodles

Specially designed for individuals with diabetes and high blood
pressure. Produced with a proprietary technology that separates the
sugar from the rice starch.

Ingredients: 100% Vietnamese Rice

Packaging: 250g and 1kg

IR QIER KRR

}'Ei—c'ﬁmOO/oﬁj'ﬂFE%ﬁlﬂéKﬁ”ﬁi - BB RAMEEEMD - B
RANMEHE T REE %,a\E’J% ,m\ﬁﬁ’jjﬂiﬂik

F%%3: 100% tﬁﬂlﬁ%ﬁlﬂdé

@ 2505 K 1A AT

Sugar-Free, Low Sodium Corn Noodles

Made from 100% carefully selected Vietnamese non-GMO corn.

Rich in dietary fiber and vitamins, its natural sweetness and golden

hue will brighten your dining table.

Ingredients: 100% Vietnamese Non-GMO Corn

Packaging: 250g and 1kg

IR QEFIULKAR

miESa > TSRt RINEY) - BB TRENERER
SR ERE -

B3 BREAE ~ & ~ BOK ~ BK ~ AIR] ~ BKEEATK

@ 25057 R1AT

Sugar-Free, Low Sodium Rainbow Rice Noodles
Sugar—free, high in fiber, and packed with various vitamins and
antioxidants. The vibrant, colorful appearance makes healthy eating
more appealing to children and the elderly.

Ingredients: Butterfly Pea, Turmeric, Moringa, Black Rice, Cocoa,
White Rice, and Red Rice

Packaging: 250g and 1kg

S miE mEE B HEHE R A2E2RME
100% Vegan Sugar-Free Gluten-Free Low Glycemic Index No Chemical Additives

FENSRHEE A EAEEE ?&ﬁ%@%ﬁ; , FERNE BOWE
No Artlﬁctal Preservatlves No Artificial Colors No Pesticide Residue Non GMO - Suitable for All Ages
) Y : By ote SR % % 3 g
‘.1 '. ” | 1 1 l ;.-! X A bl - ; .
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Eco VIPHO vs 2K KLt

eoveno ECO VIPHO vs Traditional Rice Noodles

,mﬁ'ﬁli E/:Fiﬁ

BHAMZEFINGEZ - BEHEE - Eco VIPHO HEEZHEX4E
ELF > KBEBRERERALZEMBRERER  BRERE
WA - mEREINE  OTEIE T ATHESEERMA -

No Soaking or Rinsing Required

Traditional rice noodles are often air-dried outdoors, where hygiene
can be a concern. Eco VIPHO uses a fully enclosed production line,
undergoing two key processes: High-Temperature Sterilization and
Low-Temperature Condensation Drying. This ensures the product is
exceptionally pure. No soaking or rinsing is needed—it can be cooked
directly, saving you precious time.

< EHEBEELE  BEPL o AIEE T -

Our sealed, sterile process means no rinsing needed.
Clean, straight from the pack.

|
M 4B B Ik
K& 5B HHEZERETR > B FRIREG KHE
MREEMEBTRIANESLE - 5—0 > ,d\%BﬁEu‘:'u E BIFE K &
RIA -~ AR HEEAS -

Eliminates Sour Taste

We skip the traditional soaking and fermentation processes,
using directly milled dry rice instead. This eliminates the root
cause of any sour taste. With every bite, you can savor the
most natural and pure, sweet fragrance of the rice.

> BEIK - (R A BA AR BBEIR -

Using freshly milled dry rice to eliminate the sour taste
common in traditional noodles.

_

QgL

% RAM SR - S | Eco VIPHO MBI TE2FHFEORQ
A EHE BEREBSRERIRY - MRS ASBRE

Dﬁi :

Perfectly Chewy (Al Dente) Texture

Traditional rice noodles easily clump and break! Eco VIPHO's unique

process gives the noodles a delightfully chewy texture that resists

clumping. Whether in soups or stir—fries, they maintain their perfect
shape and smooth mouthfeel.

< BEITEZMFO/MQGE - F5HE -
Chewy, never mushy. Our noodles resist clumping in any dish.
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The Edible Rice Straw

BANBRREZIALIREBMES -
EEEBRNBRES  BMASEEN
KREFRBE » MAXRRKEEMN
100% BB H * BPA & PFAS free &
RIRHIAKEIRE °

KEREBFMWA > BMEEKRFIR)
— N\ B AEBBEAEERmE
Ik - (£ & PI{E R BN e 1 K BEAL BY
EREEROW - BEMEER > 8]
ZER > BOAUKERR - EEN
= EEEORANRBRRIETNTE
ENSEE -

Our commitment to the environment
goes beyond the food itself. During the
noodle production process, we upcycle
the resulting rice fragments, adding
natural tapioca starch to create 100%
edible, BPA & PFAS-free, all-natural
rice straws.

These rice straws are sturdy and
durable, holding their shape for over
an hour even in an iced drink without
softening or altering the beverage’s
flavor. After use, they can be recycled
as animal feed, fertilizer, or composted
with food waste, truly making the most
of every resource to achieve zero
waste and practice sustainability. Even
better, they are fully biodegradable in
a natural environment within 90 days.

TE KHEEE Retail & Wholesale

wholesale opportunities and bring a healthier choice to your customers.

FMC Manufacturing Co Ltd
Address: &E(F E=THIE25%E BihDAE 17518
17/F, Yan’s Tower , 25 Wong Chuk Hang Road, Aberdeen, Hong Kong
Phone: (852) 2554-0194 ext 127  Fax: (852) 2873-4930  WhatsApp: (852) 6223-8580
Email: sales@fmchk.com.hk URL: www.plastic-nomore.com www.live—natural-hk.com

MBEEE - RREMMEFEREMTEDANIMBSIE - BUIHMBERM > AENEETREREAEE -
We invite restaurants, vegetarian cafés, and health food retailers to partner with us. Contact us to discuss
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PLANT-BASED FOODS FOR ANYONE WHO LOVES ASIAN DISHES

BEEYAMRLE TVégéBon B R &REMA - UK
FMREIMEEAR - RAFERNEHRENAEEAHR
AL RS - AR ~ AR  RIBR - FARRE
B2 - A EMBESCSERNRE -

VEGEBON UtEiEEHE (Mi3)
PEYE - TRERE

VEGEBON U-Plant Bon Burger (Vegan)
Plant-based Burger Patties

These patties have a meaty texture, rich and fully
flavored that are an absolute pleasure to eat.

www.eatvegebon.com

Formulated with non-genetically modified protein-rich base like soy
isolate and pea protein, the Taiwanese plant-based food brand
VégéBon uses the company’s patented soybean processing
technology to create a range of low-fat plant-based food products
without any hormones, antibiotics, preservatives and cholesterol. All
products are certified by SGS.

SEREVERREENEEE

ERBEHRE=ZRRATS » BUERSE ANETEHIEN - &E0EYMNE

MIGEEZE 220 8357 - REEXESECKERMEEMR » Wit

FRS|IRZEFRRREF LA RVA AT MEREIEHRESR - A&
[VégéBon B &R | [EE—EFHIF -

Taiwan is the leader in plant-based food production

As the world’s third largest vegetarian market with an increasing
flexitarian population, Taiwan bodes well for the ingredients that
address low fat, high fiber, and plant-based protein. The plant-
based market in Taiwan is valued at US$22 billion, attracting
numerous traditional food manufacturers to rev up new food product
developments.* Taiwan based VégéBon is a good example.

* ERlEE Source:

USDA report: Taiwan: New Consumers Embrace Plant-based Trends in Taiwan
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VEGEBON U-Plant Bon Chicken
Plant-based Chicken Nuggets
Not only do VégéBon Chicken Nuggets
look the part, they’re also nicely
seasoned, smell great, and successfully
brown in the oven and air fryer. The
perfectly mimic the texture of the real deal
that you could barely tell they weren'’t
chicken.

6 flavors: Original (Vegan), Black Pepper
(Vegan), Curry (Vegan), Sichuan Pepper
(Vegan), Spicy (Ovo Vegetarian) and
Crazy Spicy (Ovo Vegetarian).

VEGEBON Gourmet Series

A ready to eat plant-based Asian

classic dishes

1. U-Plant Sweet and Sour Pork (Ovo
Vegetarian)

2. U-Plant Thai Seafood Green Curry
(Vegan)
U-Plant Mapo Tofu Sauce (Vegan)
U-Plant Hot Stinky Tofu Pot (Vegan)

5. U-Plant Kung Pao Chicken (Ovo
Vegetarian)




Al EFBRaE ke R E R A IS ET A
Al FOOD-WASTE TRACKING SYSTEMS
ENTER ASIAN HOTEL KITCHENS

2 5B N5 X B RSR[5 | A SRR SR TR R AT ey

EIERER 29% Z 36%

oeveral hotel and catering groups adopted computer vision
dnd predictive analytics, with data snowing waste reauctions
ranging 1rom 297 10 567
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1585 TREND

DMERBERBREEROFSIAALER (A) iTEAIE B - RIFXEFTHEEEIE - BEEETREN
B BEH 5% £ 15% HXEBECHNCHER  ENEEENE EEBRAZSTREBESSRELMAR

MRBEKXIE -

R EBUAIEBEIE SR EIBE (Computer Vision) E2FERIS 4 (Predictive Analytics) - A B B R
VE% 50% Eieh » Wi IR EREBAUA o

A number of hotel and food-service operators across Asia have in recent years introduced artificial intelligence (Al)
to monitor kitchen food waste. According to industry data, 5% to 15% of the ingredients procured by commercial
kitchens are typically wasted before reaching customers, with high-traffic venues such as hotel buffets, banquet
halls and multi-function restaurants identified as the main sources.

Operators say that through Al-driven Computer Vision tracking and Predictive Analytics, kitchens can reduce
food waste by up to 50% while recovering part of their procurement costs.

BEMERFMRAFELT

BEEFEHEREERES T FE
B BRERH EEITRERENR
& o Al REIBIR B HBE L BREHAT -
MRETERERIFIRE » 488 Ew A
RYIER  CHREET - RREBLLTR
12 SHIEEER > LRIFEBEELE
MFIER -

A N\ETERPEH AR
Al-Powered Food Waste Tracking System

AUTOMATED SYSTEMS REPLACE MANUAL
LOGGING

Kitchens previously tracked food waste mainly through manual logging
by staff, an approach with limited accuracy that was easily overlooked
during busy periods. Using overhead cameras and smart scales, Al
systems automatically identify food items and record their weight when
staff discard food waste, scrapped ingredients or unconsumed buffet
trays, streamlining the process, improving data accuracy and converting
the data into financial metrics.

39



40

Al RTRRIHE B
ERERDRMRE

REDUCING WASTE AT SOURCE

THROUGH Al PREDICTIVE ANALYTICS

BT DB A ERR - A RIS s B IRk
HBELEE  HORYIRE -

AirAsia I E TR Santan S R#GE#REINAERESE
# 1,200 EfMPIRREERIE - HSantan &f#irE
B ENAIRSR > FRARESS (W FTERETT
ER) ~ EMEELERCHR (BIEHEERERSMH) ~ U
BAcHiE (IEm B) SRERBHBRER -

ArAsia IETMZEERMEE Santan » SHBHREEE
IENAKED ~ B8, 200EMPHRESRME - R
BRTEREENAIRS  BEARESS (WEAF
o FTEHRBTER)  SNGEREREE (2H
BEEAM) - URSULEE (WERA) SRK
WM ERBERAREHE -

FEIMSL - BN ERMEMA TSR SR
#¥Rl/A®  Foodforecast » BB R mitESER
HEREA ETRURRFTR - ZAFBH2022FZE
E4 HABORBENBTRIEH - ZEFHE  SSP
Germany ~ Eat Hoppy SEMREBE ~ MIEEERT
& - BEAE 0 AR IAS RstHEEFRD
188,800 AMEMI BYIRE - £ 82H » Foodforecast
FIN5E Y BO0ERITT RIAERBLE » B¢ AR ME 2R
EBRRESERRFEIE -

A Justus Lauten () EiJan Brormanni?2018ZE£l
IIFoodforecast » AN T EEEIBN B BITHEE SR
FOiFEERE -

Justus Lauten (right) and Jan Brormann founded
Foodforecast in 2018, harnessing Al to make the
food industry more efficient and sustainable.

V G &R RESantaniE A T &AL » Ji/b
JE N EHZEFSIBEYRE RIRHE -
AirAsia’s food arm Santan uses Al to reduce
food waste and carbon emissions across its
regional operations.

Beyond analysing existing food waste, some operators
are taking a more proactive approach — using Al-driven
Predictive Analytics to prevent overproduction from
happening in the first place.

Santan, the official food and beverage and inflight catering
brand of AirAsia, coordinates in-flight meal planning for
more than 1,200 flights daily across five major regions
in Asia. Developed in-house by AirAsia’s technology
team, Al-powered demand planning system processes
passenger profiles, booking and travel patterns, historical
catering preferences by route, meal-time distribution and
cultural factors such as Ramadan to forecast catering
demand.

Outside Asia, Foodforecast, a Cologne-based Al food-
technology start-up, focuses on demand and production
forecasting for ultra-fresh food supply chains. Since
beginning commercial operations in 2022, its clients have
included food-service, bakery and retail operators such
as SSP Germany and Eat Happy, with its system now
deployed in thousands of stores across Europe. To date,
the company says its Al-driven forecasting tools have
helped clients cut a cumulative total of more than 8,800
tonnes of food waste. In February 2026, Foodforecast
completed an €8 million Series A funding round aimed
at accelerating international expansion and developing
enterprise-level capabilities.
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FINANCIAL METRICS CITED
BY THE INDUSTRY

#R#E Food & Hotel Asia (FHA) Bk prsufE3R4 -  According to an assessment report on the food-service

R Al R AR E AN ERE - T : sector published by the Food & Hotel Asia (FHA) insights
platform, the typical financial outcomes of such Al tools
are as follows:

MFEIEIR R BT RAR
FINANCIAL METRIC & TYPICAL INDUSTRY OUTCOME

1. BRIV E 2. EERMEAREE
TOTAL FOOD-WASTE DIRECT INGREDIENT-
REDUCTION COST SAVINGS

Y 5 © .
20% ~ 50% HARAMEH
Reduce Total ingredient spend 2% ~ 8%
100%
:05 )

Savings

e 3
Reduced

Costs j

i Before

3. FIGRIREIAEA
AVERAGE SYSTEM
PAYBACK PERIOD

&R

o) 4. EAMSLE

RETURN ON CAPITAL

3~12

Months

HIRIERE $7 5T

> j P4 ﬁi
5 . ﬁ @@
3m 6m 9m 12m #

HlRtREITEEER
Rapid ROI for the equipment

About US$7 saved for every US$1 invested O
4 \ >

HEE  U—REFEMERFEIHE 100 BETHERBRAEX The report states that, for a resort or large restaurant

RERELE > BEHE 5% SMRA > SEAAEFFE®E  with annual ingredient inventory spending of US$1

MEEETT - million, a 5% saving in ingredient costs could add tens
of thousands of US dollars to net profit each year.
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HOTELS REPORT PILOT RESULTS

R EEEE ARENEER

R2024F HEAEZHRYRAERE (P AEEEERTERE) # EEBEHET2250EEF AA TEEERASR
1T Al Bt R R AABVBE R R EZBR DT 36%  fe Wastely » st B R TR R E SRR A -

{FEEE2025FNERER 40 B85S 2 E BT -
SHANGRI-LA GROUP
MANDARIN ORIENTAL HOTEL GROUP Shangri-la uses the Al monitoring system Wastely

The group launched an Al tracking system pilot at several across 22 of its hotels to measure and analyse the
hotels worldwide in 2024, including Mandarin Oriental, volume and categories of food waste.

Hong Kong. The pilot hotels recorded an immediate 36%

reduction in food waste, prompting the group to roll out the

technology across all 40 of its hotels worldwide in 2025.

EREREFHBREN 012N > RF2HXHFEXERANER - ARPETEEREE 2 EEILEHRER
ERNEFSIAGEEEMABENAIFGHEARR - Ee=ER%  FEHREEHDQ1.6/M ; AHHEGFEDLHKEE?
RAM140a% - ZRTHEZEI2ZAMNS2AR  SF2RE—DHEEA2QT - HESELK

HI-LAI FOODS (TAIWAN)

Hi-Lai Foods generated approximately 1,101 metric tons of food waste last year, almost all of which was handed
over to waste disposal companies for use as pig feed. With Taiwan set to impose a complete ban on using food
waste as pig feed from 1 January next year, Hi-Lai proactively introduced an Al-powered food waste identification
system developed by Taiwan’s Ministry of Economic Affairs. Within three months of implementation, total food waste
had decreased by approximately 1.6 metric tons. Per capita food waste also fell consistently month on month —
from 140 grams in September last year to 52 grams in December, and further to 42 grams in February this year —
representing a reduction of up to 70%.

BBAIBERIHRM - (B EIRE B BIERCIRIE S LR
EMFAIHEIE T S8 8RR = KEE -

Romaine lettuce, yellow bell pepper and red bell pepper —
vegetables used largely as garnishes — were the biggest
food waste culprits at Kaohsiung Harbor Restaurant, a Han-
lai Foods subsidiary, in the early stages of the Al system’s
rollout.




BPERESE

A Winnow i) Al EIEBIEH R > BB EREIRHETERE
B4 ERD - LAREE i FEHEN=REAR
B FAHRES TEE - BESHETHREHE RS ~ AR
W RFTIRAIEAKES - BESIREE  ERBEEE 2025
FRPRERD 29% » FERDREL 65000 HE - HELN
716,000 JRFITTHIRHIER AR o

MGM COTAI

MGM adopted Winnow’s Al computer-vision tracking system,
using real-time data to pinpoint areas of overproduction
and adjust menus. Measures included re-cooking salmon
trimmings from the buffet for the staff canteen, juicing
pineapple cores for desserts and beverages, and improving
sweet-and-sour pork with recovered ingredients. According
to the group’s data, food waste at its flagship hotel fell by up to
29% by 2025, avoiding about 65,000 meals of waste annually
and saving approximately MOP 716,000 in food costs.

TN 3R 176 T IS

7t 2024 FEEM Orbisk MIEREE R RIRM - E7NBRIRE 29%
BIRimE - 85 1,097 AR RY » HER 2437 1% -

RAFFLES HOTEL SINGAPORE

Raffles has used Orbisk’s smart image-recognition equipment since
2024, recording a 29% reduction in food waste within six weeks and

\

saving 1,097 kilograms of food, equivalent to 2,437 meals.

S

P FFELAESIAOrbisk A TEEEBHERA M » /a/ N BEIE 8

9,000BRTTETER AL ©

Raffles Hotel Singapore cut over €9,000 in food waste costs in

just six weeks using Orbisk’s Al tracking system.

iS55 TREND

A Winnow FBEERE AN TEFEAENHE - FBE
KIBHEETRR - ASERBYEEREREIE

Winnow’s smart cameras and Al automatically identify,
weigh and track discarded food, turning kitchen waste

into actionable data.

TSRS -

quality dishes.

Orbisk

m e

Tetat g e weas [Rv—

—

High

4 FZEfVojtech VeghZ40IMGMEFZ g2
FIEEEGERTIEY - mEsdlfaiFErar1E4

Chef Vojtech Vegh leads a food waste
workshop for 40 MGM culinary talents,
turning kitchen scraps into creative, high-

Oriak

= o
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THAIFEX - Anuga Asia 2026

BlRELE ABAIRE 94,685
SETS NEW ATTENDANCE RECORD AT 94,685

4 @ THAIFEX-Anuga Asia 2145 26 H £30H & E £ 4 IMPACT Muang Thong Thani £17 » B3R ES56E=
RLEMERS.S0RLER » 148ERR MMEH4,685 B3 ANT A » RIFT T KEABZBARLEE - SFHILIHERE
BE - 25 EEEZE140,000F 5K -

THAIFEX-Anuga Asia took place from 26 to 30 May at IMPACT Muang Thong Thani in Bangkok, Thailand,
drawing a record 94,685 attendees from 148 countries and regions. The event hosted 3,590 exhibitors from 56
countries and regions, with the addition of a new Hall 4 expanding the total exhibition area to 140,000 square
metres.
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4 SREFEEE

A B4 e E New-to-Market Street s B
RBEI12EBREL IR ES - tastelnnovation 1§
REMRINRESREH © 5 » Startup Showcase &
VIR R AR R RN S - EERIEETE
SR o

V #ESLETE New-to-Market Street product showcasing area.

Tlipaint
New Attractions in Hall 4 " - ELST
The newly introduced Hall 4 featured the New-to- '
Market Street, a dedicated showcase for products
launched within the past 12 months, alongside
the tastelnnovation award-winning products. The
Startup Showcase provided a platform for early-
stage food and beverage brands, giving buyers
direct access to emerging players in the industry.

1T¥miE

REHIMZA Future Food Experiencet %18 » §SHEZAR I B » OFEERED - BEREE - ATTRNSERER -8
BER M4 E TR OWREERS - 5IZEEEZR A Innova Market Insights ~ Euromonitor ~ AFMA S#3#ERRERE - TR
BYIRIE IR EME LIRS MIRE -

AEJREL Innova Market Insights B THAIFEX-Anuga Trend

Zone » I ARKRRMEIKTHIH T XHEBS

Industry Forums : WELSRIETS
The Future Food Experience+ Forum ran throughout the exhibition, / Hlire

with daily sessions covering a broad range of topics including hf 00D EXPERIE NCE
alternative proteins, precision fermentation, Al applications in retail, JOU &/ o
smart food production, and next-generation flavours. Speakers
from organisations such as Innova Market Insights, Euromonitor,
and AFMA were featured, complemented by startup-investor
matching sessions and live tasting opportunities.

In collaboration with Innova Market Insights, the organisers also &
presented the THAIFEX=Anuga Trend Zone, highlighting the top A Future Food Experience+ Forum 318
ten consumer trends shaping the global food and beverage market.

H{thE 3% Other Country Pavilions
NN - " R |

° =

§

A (i F7Z)RRFET) ZREDBEEEE - FEEE - JAEEE - EEEE - 588 0 HAEE
(from top left clockwise) Thailand Halal Pavilion, Peru Pavilion, France Pavilion, USA Pavilion, Taiwan Pavilion, Japan Pavilion 45




TASTEINNOVATION
ETiE4EEE SHOW RESULTS

Ee®Ea THAIFEX-Anuga tastelnnovation Show >
HERERBEREAIMEREENITHE  KBEEHSE
EmAFTEE 10 SRIERRSOFABER - B
FER  SEBREMZLEYMN ~ |50~ BRM%
EARHEERSEMSARE -

MAGRERELHE

A SEEFESAEEGEM Imoeuf Egg
White Ice Cream H Imoeb 2024 Co., Ltd. #ff& -

Thailand's first egg white-based ice cream,
Imoeuf Egg White Ice Creamn, developed by
Imoeb 2024 Co., Ltd. and infused with Thai herbs.

IF Cooaraat Walet
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The THAIFEX—Anuga tastelnnovation Show saw industry
experts evaluate hundreds of submitted products based on
originality and commercial viability, ultimately selecting 10
award winners and 50 finalists. According to the organisers,
this year’s winning products were notably centred around
concepts such as plant-based formulations, clean label,
alternative proteins, and sustainability.

Some of the award-winning products include:

MMUST Chicher Breast
Prctein Shate

A Precision Trading Co., Ltd MAB1#
P9I E S BRI BRI E B
BIhE -
MUST Chicken Breast Protein Shake
by Precision Trading Co., Ltd. — a
whole-food protein shake crafted

from organic chicken breast using
proprietary texture technology.

<« General Beverage Co., Ltdf IF Z=E]
FFNERIFIBFAK

/F Coconut Water with Jasmine Rice
Flavour by General Beverage Co., Ld.
blends coconut water with the distinctive
aroma of Thal jasmine rice.
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, wnaga
& GM%MW’% A KC.L. Trading Co., LtdAZ R A A,
Hoodles Salad BIRTRBHE -

Mister Cone Eaible Wafer Cup by K.C.L.
Trading Co., Ltd. — an edible 8-0z cup

A S3 Giang Import Export Corporation B9k made from grain puip.

DEEEEDE -

Sa Giang Import Export Corporation’s Moringa

Noodles Salaad, fortified with moringa.

Y/ A Sukishi Intergroup Co., Ltd Z=EIT-REBTEE -
t‘ém M Sukishi Thali Mango Kimchi by Sukishi Intergroup
éz’cg VM% ah Co., Lta., marrying Korean kimchi fermentation
techniques with Thai mangoes.

A AR R ERE T 2EREIE N

BBRE - TiEEHE Next Show

Rossukon Fermented Rice Vinegar

— Thailand’s first fermented rice THAIFEX—ANUGA ASIA 2027
vinegar, produced through a

proprietary rapid fermentation B 4L Official Website: https://thaifex—anuga.com/
Drocess. [BHA Dates: 25 - 29 May 2027

#h2E Venue: IMPACT Muang Thong Thani, Bangkok, Thailand
BARIEERI Opening Hours: 10:00 am — 6:00 pm (8 H daily) ="«
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High Performance Blenders (commercial Machines)

Wtamix BYEESS @z

The Essential Multi-Purpose Appliance for RERZERE U E

Elderly Homes ZINEE RN EIE 2

With over a hundred years of history, Vitamix is a high- BEBBEFNEL » Vitamix2 BEERREE
performance blender manufactured in the USA. Its exceptional IS MEEEEHE - =R AMY - mHE
features and durability are unmatched, quickly breaking down f o BRI ERMITHE - HpEESREFEIEL
ingredients to create nutritious purees and blended meals HNEEHERE -

suitable for the elderly to swallow and digest.
* EITENM2E4.2C

e Powerful motors ranging from 2 to 4.2 horsepower o BRG]

e Aerospace-grade stainless steel blades for efficient blending o EIFAEFENHEE (Tritan™

e BPA and BPS-free Tritan™ containers that are heat-resistant Copolyester) 8l » mBPAKRBPS > MiiZt A&
and odor-free ALk

e |arge capacity containers from 0.9 to 5.6 liters o BEASHMAEM09E56AH

e Up to 3 years of motor maintenance coverage o FEITREPBISEESE

* Ability to completely blend hard ingredients like fruits, o HEEIEHTUAESSRIBERN » tKE -« &
vegetables, nuts, and grains in seconds ¥EE BRE . EF . RHYEEEBITR

* No need to pre-chop ingredients like whole carrots o BYLATEEth B EEIM A TSR )R

<« Vita Prep 3

® 3.0 peak output HP
3.0ILHH
® 2 liter capacity
2NTFHE
® Most effective for food prep using a wet blade
AT BB RYD
® Compatible with 3 different sizes of measuring cups

Pl LSRR EA/NEMH

XL Variable Speed »

® 4.2 peak output HP
4.2TCEH

® 5.6 liter capacity
B.ONTFHE

® Belt driven/higher torque
REGE)/ SHA

® FExtra-large capacity
BAREE

Walton Possesion Ltd F1HBZ{EHERAE]
Rm 2A, 2/F, Yeung Yiu Chung No.8 Ind. Bldg., 20 Wang Hoi Road, Kowloon Bay, Kowloon, Hong Kong
phone: (852) 2873-3810 whatsapp: (852) 6190-2331 order@walton.com.hk www.walton.com.hk
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COCONUT SUGAR
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Lectcha, a Hong Kong brand, redefines kombucha by blending Western
techniques with Traditional Chinese Herbal Medicine. Founded in 2022,
Lectcha combines tea bases and authentic herbs for a new-generation
kombucha that delights the palate and nourishes the body.

Crafted with care, Lectcha boasts all-natural ingredients, no additives,
and beneficial probiotics for gut health. Its mission is to make health
accessible to urban dwellers seeking convenience and well-being.
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A go-to thirst-quencher that enhances your immunity
while enjoying a touch of sweetness. Ideal for digestion,
A rejuvenating drink for energy boost and enhanced sensitive stomachs, bloating and dry mouth.
well-being. Beneficial for fatigue, allergies, sluggish

. ) Key Ingredients: Filtered Water, Jasmine Tea, Kombucha
metabolism and drowsiness.

Culture, Honey

Key ingredients: Filtered Water, Black Tea, Kombucha
Culture, American Ginseng, Asiabell Root, Glehnia Root

O

RAmERREE x BRPBERR
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NEW-GENERATION KOMBUCHA INFUSED WITH
TRADITIONAL CHINESE HERBAL MEDICINE
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Dr. Stella Wong, a young TCM doctor hailing from a family of Chinese medicine practitioners,
established “Lectcha” during her Ph.D. studies in TCM. Through Lectcha, she revolutionizes
the perception of Chinese herbal teas, highlighting their “smart” attributes. In Cantonese,
“Lect” signifies “smart,” while “Cha” represents tea. Traditional Chinese Medicine views being
“smart” as synonymous with preserving health, enhancing focus, and sharpening the senses.
Lectcha empowers individuals to drink smart and remain smart!
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Goji Osmanthus Kombucha
Addressing burnout, dry eyes,
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Mulberry & Fo-Ti (cured) Kombucha

Effective for managing hair loss,
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insomnia, lower back tenderness,
occasional dizziness and persistent
thirst.

Key Ingredients: Filtered Water,
Black Tea, Kombucha Culture,
Mulberry, Fo-Ti (cured)
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Three different packaging
options are available: 250 ml
canned (only for Honey Jasmine
Kombucha, and American
Ginseng Kombucha), 250 ml
glass bottle and 1000 ml family
pack.

fatigue, stress, poor skin, and
the effects of regular alcohol
consumption, this product offers
anti-aging and detoxification
benefits.

Key Ingredients: Filtered Water,
Black Tea, Kombucha Culture, Goji,
Osmanthus
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Navigating the challenges of Long
Covid, encompassing airway
allergies, seasonal allergies, cough,
dry throat and overall respiratory
health.

Key ingredients: Filtered Water,
White Tea, Dried Pear, Glehnia Root

BB T Enquiries

Springback Wellness Ltd

Rm 321,7/F, Kwun Tong Lap Shing
Building, 305-325 Ngau Tau Kok Road,
Kowloon

Phone: (852) 6033-3005
Email: admin@lectcha.com
Website: www.lectcha.com
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BIN®F (Blackcurrant) - ZE#k (Peach)
. HIR¥EHE (Grenadine) . TZMRE (Strawberry)

All Teisseire products are made in France.

FiBTeisseireEmIINEABEER ALK,

Walton Possesion Ltd. f1IEHZ{EEE LT
EANBEEERE205GIEMRB N\ TLEKRE2EAE

Unit A, 2/F, Yeung Yiu Chung (No.8) Ind, Bldg., 20
Wang Hoi Road, Kowloon Bay, Kowloon, Hong Kong
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From specialty teas to creative cocktails, from colorful ice
cubes to fruity pops—endless creations in every bottle.

Fi48 M Contact us

(. 2873-3810 (CcALL) (O 6190-2331 (WHATSAPP)

DX sales@walton.com.hk iilh www.walton.com.hk
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Hans International Limited

Why US?

"Real" biodegradable
- Our products will decompose in
90-120 days in soil

Experienced
- We has been in the Biodegradable
Tableware industry for over 20years

Steady supply
- Over 100 products in our 4000sft
warehouse in HK

Our products
- Microwave and oven safe
- hot / cold food friendly

Retail outlet
- Easy to find our products in Citysuper/
Market Place by Jasons / HKTVmall

Munk :  EFARFTHIBIEA-505F 2 HETEKE0EL0E
Address: Unit 10,20/F,Wing Fung Industrial Building,40-50 Sha Tsui Road,Tsuen WanNT ,HK



urearth#?
it’s worth doing well
# environment protection
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Coming from nature, and back to the nature.

Retail Outlet

Bl citysuper HETV mall’

www.purearth.com.hk

T (s52) 2412-1172 (@) (852) 5132-1038 (XX info@purearth.com.hk
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WEARESOLUTION”
COMPOSTABLE - - NATURAL

EXTRA SOFT - * ANTI-BACTERIAL - - NO POWDER

SUSTAINABILITY AND SAFETY GERTIFICATION
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sFAEFANEREE USA FOOD AND DRUG ADMINISTRATION APPROVED SEENMERIERTEERER
GREENHOUSE GAS VERIFICATION CERTIFIED FHEEEEBFSC 100%58i8 FOOD CONTACT MATERIAL - EUROPE APPROVED
§H38150- 14067-1-20 185858 IR E R R RC 139636

SEERBEWEE FOREST STEWARDSHIP COUNCIL 100% APPROVED

PRODUCT CARBON FOOTPRINT VERIFICATION CERTIFIED PAPER FROM WELL-MANAGED FORESTS C 139636
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HONG KONG SMART DESIGH AWARDS DFA DESIGN FOR n.sm n.lmns
HKSDA 2019 20190UTSTANDING PACKAGING AWARD WINNER 2019 MERIT AWARD

TEL (852) 2699 6455 - WHATSAPP (852) 64461546 - MAIL : INFU@KElBHEUNG.GOM.HK
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TREE FREE - PLASTIC FREE -

ADDRESS : D 2/F, FUCHEUNG GENTRE, 57 WONG CHUK YEUNG STREET,
FOTAN, SHATIN, NT

SPLINER FREE -

“MYTWO
SIMPLER WISHES:
AND
LOST MORE WEIGHT.”
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» LIQUID RESISANT
KEI CHEUNG INDUSTRIES & TRADING LIMITED
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FOOD # GUIDE

Let serious huyers discover your
brand by advertising with us.

Request our media kit
wendy@GoNaturalMarketing.com
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Accredited Fish Farm Scheme
Culinary Treasures of the Sea
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GO Natural
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www.gonatural-food.com/magazine
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GO Natural

] info@GoNaturalMarketing.com
Q Hong Kong: 17/F, 80 Gloucester Road, Wanchai, Hong Kong

Q Singapore: Level 9 Tampines Junction, 300 Tampines Avenue 5, 529653

GO Natural Marketing & PR \ GO Natural Food Hub \ GO Natural@Work



