
Opportunities for South Australia 
in PREBIOTICS AND PROBIOTICS
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Probiotics are Australia’s leading digestive health ingredients with growing 
digestive health issues in Australia’s ageing population driving that focus. 

Prebiotics are less well known by consumers but are often provided in 
combination with probiotics.   



This fact sheet presents a high 
level summary of the opportunities 
for South Australia to supply 
prebiotics and probiotics to the 
eight countries analysed through 
the Functional and Luxury Foods 
Research Project.

Probiotics are health promoting living microbes and prebiotics are fibres that specifically promote the growth of certain gut microbes, often referred to as ‘food 
for probiotics’. Probiotics are Australia’s leading digestive health ingredients with growing digestive health issues in Australia’s ageing population driving that 
focus. Traditional formats will give way to differentiated products, such as yoghurt smoothies and fortified kefirs and lassis.  In 2014 the probiotic market was 
estimated at USD45 million, and is forecast to grow at an annual compound growth rate of 8.9% up to 2020.  Prebiotics are less well known by consumers but 
are often provided in combination with probiotics and have enjoyed similar growth.  In 2014 the Australia prebiotic market was valued at USD38 million, and is 
forecast to grow at an annual compound growth rate of 9.7% up to 2020.

CHINA Growing dairy consumption in China is driving demand for value-added dairy products. China’s dependence on imported dairy 
reduces its capacity to develop its own processes, and therefore tends to replicate technologies developed in Japan. China does have 
a large inulin source (a prebiotic fat replacer and texture modifier). Intellectual property protection for these products needs to be 
considered, with many imitator products known to exist. The health benefits of prebiotics and probiotics in China is currently unproven, 
so sales are typically driven by word of mouth.

HONG KONG Hong Kong has several market leaders in probiotics based locally, contributing to the technological capability of the country to 
produce probiotics. Conversely, as at December 2015, there is limited prebiotic ingredient production in Hong Kong with a significant 
majority of prebiotics imported.  The demand for both probiotics and prebiotics is growing, being driven by the increasing awareness 
of the health benefits from functional foods.

INDIA There is growing interest in India for digestive health ingredients, particularly prebiotics, in food products. Since 2011, India has 
allowed regulatory approval for prebiotics in sweets, dairy products, frozen desserts, ice cream, baked goods, cereals, chocolates, 
and meat products. With more than 37 million diabetics and 400 million overweight people in India, there is growing demand for low-
sugar foods, which will continue to drive demand for prebiotic ingredients. Meanwhile, India’s probiotics market is largely focused on 
animal feed, and probiotic products for human consumption is still a niche sector. The small existing market focuses on dairy products 
such as yoghurts, buttermilk drinks, and curds. Awareness-raising activities by companies such as Yakult continues to drive consumer 
awareness about probiotic products that will in turn continue to fuel market growth.

INDONESIA In Indonesia, prebiotics and probiotics are focussed on improving digestive and immune health in infants and toddlers, and adult 
cardiovascular health. People with allergies to milk proteins and those watching their cholesterol intake are driving the use of 
probiotics. Fruit juices are the ideal means of incorporating probiotics, as their nutritional content is high and they are already part of 
the Indonesian daily diet. Competition in the prebiotics market is intense, with a number of global players competing in more than one 
product. The non-dairy foods and beverage applications for prebiotics, such as bakery items, energy drinks, and nutritional waters, 
form a smaller portion of the overall market.

JAPAN Japan was the birthplace of probiotics and certain prebiotics within the functional foods industry. Japan boasts a mature and 
sophisticated probiotic and prebiotics industry which enjoys a strong level of intellectual property protection. Japanese consumers, 
particularly older persons, are well-educated on the benefits of these products.

MALAYSIA In Malaysia, market leading brands Yakult and Vitagen have established a strong demand for probiotics and have helped raise 
awareness of the health benefits of prebiotics and probiotics amongst Malaysian consumers. Given the traditionally high fibre content 
in Malaysian diets, the perceived need for dietary fibre as a functional ingredient is low. Prebiotics enjoy greater visibility in the health 
supplement markets, which should have a positive spill over effect into the mass consumer market. There is a significant presence of 
large multinational manufacturers in Malaysia, who have the mature technology and capacity to service the needs of this market.

SINGAPORE Much like Malaysia, in Singapore, market-leading brands Yakult and Vitagen have established a strong market for probiotics and many 
of the popular infant formulas are also typically enriched with probiotics. A typical Singaporean diet has a naturally high fibre content 
which has led to the perception that dietary fibre, as a formulated ingredient, is not generally required. Prebiotics enjoy greater visibility 
in the health supplement markets, which should have a positive spill over effect into the mass consumer market. The Genome Institute 
of Singapore and Nutricia Research are also collaborating to further investigate the health benefits associated with prebiotics and 
probiotics.

SOUTH 
KOREA

Probiotics are widely used in South Korea, with several giants such as Yakult Korea producing several product lines, including to cater 
particularly to children of various ages. The busy lifestyles of South Koreans, long work hours, and subsequent rise in lifestyle diseases 
have resulted in significant awareness and concern around preventing primary health issues. Several South Korean companies are 
developing probiotics for use in food preparation for common household dishes such as kimchi. Prebiotics are often purchased 
in conjunction with probiotics as supplements or as part of a compound product (synbiotic).  South Korea boasts an advanced 
production capacity for prebiotics and probiotic foods and ingredients which is driven by strong local demand.



OPPORTUNITIES FOR SOUTH AUSTRALIA
Products with digestive health claims such as prebiotics and probiotics are 
leading the functional food space with enhanced efficiency of ingredients 
and increasing scientific evidence about their advantages acting as major 
factors influencing consumer purchasing behaviour.

• Future growth will be driven by innovations in probiotic and prebiotic 
formulations, and increased consumer awareness of the relationship 
between their digestive health and immunity, and overall wellness. South 
Australia’s large grain industry is a key source for dietary fibre, while our 
fruit and berry processing side streams are sources of soluble fibre, which 
could also provide opportunities in this space.

• Most probiotic products are produced by the dairy industry (e.g. 
yoghurts, drinks). However yoghurt, the primary end use segment, is an 
aggressively competitive market with most traditional food manufacturers 
also competing. Product differentiation will be key for probiotics.

• There is an increasing trend across the Asian Pacific region for non-dairy 
probiotic foods (e.g. cereal based, fruit/vegetable juices)

• Approximately 20 to 30 companies are active in the Chinese digestive 
health ingredient market with prebiotics holding the greatest market share.  
Market access opportunities may therefore be greater in the probiotic 
market which is trending towards non-dairy products.

• Soy prebiotic beverages are a growing market in India, due to increasing 
consumer awareness of the benefits of soy-based ingredients, especially 
in weight management.  With weight management a common theme 
across more affluent Asian populations, soy prebiotic beverages could be 
a space worth exploring in other Asian markets.

• Penetration of mature and populated markets such as Japan and 
South Korea could be facilitated through product marketing focused 
on addressing specific issues such as stomach upset, as opposed to 
maintaining the general digestive health claims.  
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