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LEE KM KEE Hoisin Sauces

America’s #1 Hoisin Sauce Brand"

July 2025

HOISIN SAUCE :
Tuwong An Ph HOISIN
SAUCE
TR B

*LEE KUM KEE calculation based on NielsenlQ's ScanTrack Service for the
Hoisin Sauce category for the 52 weeks ending 5/17/2025 time period,
Total US xAOC. Copyright © 2025, NielsenlQ Consumer LLC.
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Cuisine Made Easy, Inc.

WWW.cuisinemadeeasy.com. Email: service@cuisinemadeeasy.com. Tel: (408)685-2597
1146 W. El Camino Real, Sunnyvale, CA 94087

THBFEASRRACHEE, RREHAIEEESE, WL E B
High Quality Dim Sum/Appetizer

Made for Restaurants & Foodservice Industry. We provide free sample (not include shipping) for business account

B A RAR SRR

HRR RS EC)ap -t
Ha Gao Pork Siu Mai Chicken Siu Mai Fried Chicken Mochi Taro Shrimp Cake
9 Ib, 160 pes per case 1 Ib, 140 pcs per case Net weight: 11 b, 140 pcs 111b, 100 pes per case 9 1b, 60 pcs per case

NES F¥EE [SEINGA hEE pré =321
Egg Custard Bao Vegetable Bao Bokchoy Shrimp Dumpling Shanghai Pork Dumpling Charsiu Pork Bao
Net weight: 21 Ib, 180 pcs Net weight: 20 [b, 144 pcs 9 Ib, 100 pes per case 11 lb, 160 pcs per case 21 b, 144 pcs per case

EZRRa aemma HFZMHE Fka wWER
Sesame Lava Bao Red Bean Cream Bao Pandan Bao Taro Bao Durian Bao

Net weight: 21 Ib, 180 pcs Net weight: 21 Ib, 180 pcs Net weight: 21 Ib, 180 pcs

Net weight: 21 1b, 180 pcs Net weight: 21 Ib, 180 pcs

BHE

- RS A2
Chicken Bao Vegetable Dumpling Chives Dumpling Chaozhou Shrimp Cake
21 1b, 144 pcs per case 11 Ib, 100 pcs per case 11 1b, 100 pes per case 9 Ib, 140 pcs per case

BEHERNEE GHEa T ExAT

Ztif
Cream Cheese Crab Puff Chicken or Pork Wonton Beef Jian Bao es Pocket

Net weight: 8 Ib, 260 pcs Net weight: 18 [b, 180 pcs 11 Ib, 80 pcs per case

Net weight: 8 b, 160 pcs
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The Best Dumplings
*in Seattle x
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5-Star Chef’s Recipe. Réady in 9 Minutes.
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Our success comes from
the proven deliciousness validated by our customers.
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Experience the legacy, one bite at a time. Let’s connect and bring Supreme Dumplings to your menu!
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Contact Information / Bi#&5 = :

#iTE CEO MOBILE  +1-206-313-0449
T qu J'FZ EMAIL brandon@kizuki.com
o LINE amazon1023

Brandon | wechat GMmT-ii1023

PP More varieties and flavors available!
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MER{T (Cushman& Wakefield) 22EkMANFBHIF=RE AT, WEiEHR
60 MER, (FALEKHIBR=MNETHRAGZ—, BIBOTFIEFER
{#e58RSS. Brian P. Weld 2REBRITHEFELA, E 45 FouTILERE,
FHAMBEE, hiEFLREE. THRTHIRREBRESMNEAEFEER
$. Brian ASE—SZhAZULEPR, AEFREIMDXERENIRS.
Hao Chang EZEMBINARE , BRIGIEER FMZINHIHP AL,
Hao & ZXFIEF (Interior Design Magazine) #1 {Commercial Observer)
EHBEE, Hao FEBHEINE, TETEDEIMSM#NAHIREETS, ¥
SIRERHEMSITISME BiREN A SEAEREME L,
HMERITHEASRESHERTIRIEIRG TN, RS, X1k
& BsMEHRME L =E],

BEMITALN, RSEELE
www.cushmanwakefield.com
1290 Avenue of the Americas
New York, NY 10104

Brian Weld

Executive Managing Director

Direct +1 212.318.9709
Mobile +1 917.763.5601
Brian.Weld@cushwake.com

Hao Chang

Consulting Manager

Direct +1 212.713.6820
Mobile +1 917.257.8684
Hao.Chang@cushwake.com
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(Ricky Li, Buffalo, NY)

ERAER

Samurai Buffalo
9648 Transit Rd #450,
East Amherst, NY 14051

Hokkaido Cafe

1604 Hopkins Rd #1752,
Williamsville, NY 14221
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Tea and Food Together(Part II):
Warm Cups, Hidden Insights

Written by | WEFOOD Consulting Data Analyst
Xigiao Yin

n Chinese dining

culture, beverages

and dishes have never

existed as two isolated

extremes. Instead, they
complement and elevate each
other—an intimate pairing
known as “tea and food in
perfect harmony.” A cup of
hot tea soothes the throat and
warms the stomach. A can of
soda livens up a meal. Freshly
squeezed juice or a strong
coffee adds a personal touch.
In every bite and every sip,
drinks help shape a dining
experience that feels abundant
and heartfelt.

Today, beverages are deeply
woven into every aspect of
Chinese cuisine, coexisting
with staples, main courses,
and snacks to create a rich and

diverse dining ecosystem.

WEFOOD Restaurant
Consulting collected extensive
ordering data from tens

of thousands of Chinese
restaurants offering beverages
across multiple platforms
from 2024 to 2025. Through
systematic, multidimensional
analysis—covering beverage
composition, pairing
preferences, and time-based
consumption patterns—

this report aims to reveal

the authentic synergy and
market logic behind what
diners choose to eat and drink
together. It also serves as a
detailed reference for members
of the Restaurant Owners Club
to inform their operations and
strategy.

This excerpt is part of that
report. We hope it helps more
restaurant professionals and

Definition of Drink Categories

industry observers uncover the
real story behind the data—
and inspires them to see every
« »

tea and food encounter” as a

memory worth savoring.

First, beverages are categorized
by keywords as follows:

Tea Category: green tea, black
tea, oolong, jasmine, matcha,
chai, latte, milk tea, bubble
tea, boba, Thai tea, iced tea,
hot tea, tea, milk

Juice Category: lemonade,
smoothie, slush, milk shake,
frappe, slushie, mango,
strawberry, pineapple, lychee,
passion, grape, peach, coconut,
lemon, fruit, blueberry, kiwi,
orange, guava, juice

Carbonated Drinks Category:
soda, diet coke, cola, coke,
Pepsi, Sprite, Fanta, Dr Pepper

Water Category: spring water,
sparkling water, bottled water,
purified water, hot water, ice
water, Evian, Fiji, Perrier,

Dasani, water

Coffee Category: americano,
cappuccino, espresso, mocha,
coffee

General Beverages Category:
drink, beverage

Secondly, dishes are categorized
by keywords as follows:

Snacks and Appetizers
Category: salad, shrimp
dumpling, rangoons, cutlet,
edamame, gyoza, hot dog, jiao
zi, dim sum, spring roll, siu
mai, bao, shumai, xiao long
bao, soup dumpling, baozi,
dumpling, side, rice cake, egg
roll, potsticker, cheung fun,
turnip cake, fried wonton

Main Dishes Category:
chicken, steak, beef, pork,
shrimp, curry, duck, fish,
broccoli, lamb, tofu, eggplant,
ribs, seafood

Staples Category: sandwich,
fried rice, ramen, bun, udon,
noodle, noodles, lamian, lo

mien, pho, rice, rice noodle,

bowl

Sushi & Seafood Category:
crab, salmon, tuna, poke,
sushi, seafood, scallop, eel,
octopus, clam, mussel, roll,
sashimi

Fried Foods Category:

fries, wings, wing, nuggets,
chicken wing, chicken wings,
popcorn chicken, fried
chicken, katsu

Barbecue Category:
bbq, barbeque, hibachi, grill

40

The Restaurateur 2025

Hotpot/Hot Pot/Mala Tang
Category:hotpot, hot pot, ma
la tang

Soups and Broths Category:
broth, wonton, egg drop
soup, hot and sour soup, miso
soup, wonton soup, fish soup,
chicken soup, congee, soup,

tom yum

Desserts Category:

waffle, toast, cake, pancake,
tart, puff, cheesecake, donut,
macaron, popcorn, bread,
mochi, crepes, mille, ice cream,

pudding

Then, data was extracted
and analyzed based on the
categorization results:

I. Top Beverage
Popularity Ranking:

Definition of Dish Categories

Carbonated Drinks Lead
by a Wide Margin, While
Tea and Juice Show
Diverse Distribution

In the sampled order data
analyzed, carbonated

beverages demonstrated

a strong dominance in
consumer preferences,

securing the top position
among beverage categories in
Chinese restaurants with an
overwhelming share exceeding
48%. Classic carbonated drinks
such as “Coke,” “Soda,” “Diet
Coke,” and “Sprite” together
accounted for nearly half of all
beverage orders. Specifically,
“Coke” products alone
contributed approximately
16% of total orders, while “Diet
Coke” and “Sprite” followed
closely with shares of 6.5% and
5.3%, respectively. In addition,

brands like “Pepsi” and
“Fanta” also showed significant
market performance, further
consolidating the central role
of carbonated beverages in the
beverage mix.

Trailing behind, tea beverages
captured about 22% of the
overall share, driven by a
diverse range of products. The
“tea boom” was particularly
evident within subcategories,
with “Hot Tea” leading

at around 7% of total tea
consumption and “Iced Tea”
following at approximately 6%.
Other items-such as “Thai Tea,”
“Milk Tea,” “Green Tea,” and
“Jasmine Tea”-each exhibited
distinctive characteristics and
were consumed in different
dining scenarios, reflecting
customers’ growing pursuit of
innovative and differentiated

tea experiences.

Juice beverages accounted

for roughly 7% of total
consumption, with the classic
“Lemonade” leading the
category and representing over
2% as a single item. Emerging
tropical juices such as “Mango
Juice,” “Lychee Juice,” and
“Apple Juice” each held a share
of about 1-2% of orders.
Although the overall volume of
juice beverages was lower than
that of carbonated drinks and
tea, their innovative flavors and
occasion-based consumption
appeal brought vitality and
novelty into the dining

experience.

Among basic beverages, water
products focused on health and
simplicity—including “Water,”
“Bottled Water,” and “Spring
Water”—represented about

4%, indicating a segment of
consumers with a preference for
healthier dietary styles.
Coffee (approximately

2%) and general beverages
(around 1.5%) mainly served
specific scenarios such as
lunch and light meals. This
category included items like
“Americano,” “Beverage,”

and generic descriptors like
“Drink,” further underscoring
consumers’ nuanced needs
across different dining
occasions.

Opverall, this sample data
reveals a clear stratification
within the beverage structure of
Chinese restaurants: carbonated
drinks stand out as a dominant
force, accounting for nearly
half the market; tea and

juice beverages form a strong
secondary tier, actively catering
to diverse consumption
scenarios; while basic beverages
continue to satisfy the health-
oriented needs of specific
customer groups—together
shaping a stable and dynamic
consumption landscape.

Il. Analysis of Beverage
Pairing in Restaurants: A
New Table Ecology Driven
by Product Categories

In dining scenarios, beverages
are no longer merely a
supporting element—they have
evolved into an integral part
of a multi-layered, structured
dining ecosystem alongside
dishes. The relationships
between beverages and dishes
are undergoing a profound
structural transformation.
Based on in-depth data analysis,
we conducted a detailed
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Tea and Food Together(Part II):
Warm Cups, Hidden Insights

Top 3 Drinks by Category - Stacked Bar Chart

examination of the interaction
patterns between the five major
beverage categories and various
types of dishes, revealing a

rich variety of consumption
scenarios and emerging trends.

1. Specialized vs.
Diversified: Segmentation
in Beverage Pairing
Scenarios

The data clearly presents
two distinct pairing
patterns:

Specialized beverages—
represented by general
beverages, water, and
carbonated drinks—show high
pairing proportions with main
dishes (general beverages:
46.8%, water: 44.3%,
carbonated drinks: 43.9%).
These beverages mainly serve
an accompaniment function,

clearly reflecting standardized
meal combinations typical of
set menus. They are driven
by essential consumption
needs rather than individual
expression and rarely

involve unique or innovative
combinations.

Diversified beverages—
including tea, juice, and
coffee—demonstrate broad
adaptability across dining
contexts. Tea beverages are
highly paired with main dishes
(41.8%) and also extend across
staples (18.7%), snacks and
appetizers (16.0%), soups
(9.2%), sushi and seafood
(9.9%), and desserts (2.9%),
highlighting their compatibility
and versatility. Juice beverages
are increasingly consumed

in premium, health-oriented
settings, such as with sushi

and seafood (10.3%) and
soups (9.7%), indicating their
potential for multi-scenario
adoption. Coffee, meanwhile,
shows a high pairing rate with
staples (27.1%), reflecting the
rise of breakfast and brunch
dining trends.

2. Main Dishes as the
Core: The Perennial Axis
of Dining Pairings

Regardless of how beverage
consumption evolves, main
dishes consistently remain

the central pairing focus. For
example, carbonated beverages
are paired with main dishes in
43.9% of cases, tea in 41.8%,
juice in 39.98%, water in
44.3%, and general beverages
in as much as 46.8%. This
structure indicates that when
making consumption decisions,

customers primarily consider
the overall main course
experience. In other words,
despite ongoing innovation,
the main dish remains the axis
around which all beverage

pairings revolve.

3. Carbonated Beverages:
The “Sandwich Structure”
of Fast Food Scenarios

Beyond main dishes,
carbonated drinks are
frequently paired with staples
(17.1%) and snacks/appetizers
(16.7%). This “sandwich-

like structure” perfectly aligns
with the American fast-food
dining model: main dish +
rice/noodles + soda, or main
dish + spring rolls, dumplings,
and other appetizers. These
are classic high-frequency
consumption scenarios.
Additionally, the pairing of
carbonated drinks with sushi
and seafood (10.0%) and soups
(8.9%) is also noteworthy,
reflecting the growing
popularity of combinations like
“sushi + Coke” and “soup +
soda.”

4. Tea: A Model of
Balanced, All-Scenario
Adaptation

Tea beverages exhibit an
exceptionally balanced pairing
structure, not only with main
dishes (41.8%) but also with
staples (18.7%) and snacks/
appetizers (16.0%). This shows
that tea consumers have diverse
preferences spanning formal
meals, afternoon tea, and
casual snacking. Tea pairings
with sushi and seafood (9.9%)
and soups (9.2%) are gradually
replacing the traditional

“soda + sushi” combinations,
reflecting a shift toward

42

The Restaurateur 2025

healthier dining trends.

5. Juice: A Flexible and
Innovative Scene Expander
Juice beverages have a more

dispersed pairing profile.

In addition to main dishes
(39.98%), they are notably
present with staples (19.7%),
snacks/appetizers (16.1%), sushi
and seafood (10.3%), and soups
(9.7%). This indicates that
juice is a flexible option with
diverse combinations, suitable
both as an accompaniment to
main courses and as a pairing
with various side dishes.

6. Functional Beverages
with Clear Positioning:
Water and General
Beverages as Standardized

Offerings

Water and general beverages
are defined by their
pronounced functionality and
standardization. Water shows
the highest pairing proportion

with main dishes (44.3%),
followed by staples (18.1%) and
snacks/appetizers (15.6%). This
distinctly functional pattern
their role as essential choices
for quenching thirst alongside
meals.

General beverages (such as

set menu drinks or default
drink options) similarly reflect
standardized consumption,
with high pairing shares for
main dishes (46.8%), snacks/
appetizers (17.1%), and staples
(15.0%), serving quick and
streamlined dining scenarios.

7. Notable Pairings

The classic “golden
combination” of fried foods
and carbonated drinks
remains prominent (1.52%),
with “fried chicken + soda”
enjoying continued popularity
in Chinese restaurant settings.

Tea and dessert pairings
(2.9%) stand out, far

surpassing carbonated drinks
(1.5%), aligning with the
emerging “tea + dessert”
consumption trend.

The unique pairing of coffee
with staples (27%) significantly
exceeds that of other

beverages, indicating that some
consumers prefer coffee as an
accompaniment to meals rather
than a standalone drink—
highlighting opportunities in
breakfast and brunch segments.

Barbecue, hotpot, skewers, and
mala tang have relatively low
beverage pairing shares overall,
though tea and carbonated
drinks maintain slight leads
within these categories.

Soups and sushi/seafood,
commonly served as appetizers,
see beverage pairing shares
across carbonated drinks,

tea, and juice all clustered
around 9-10%, reflecting the
“Western-style drinks + Chinese

Dish-Drink Category Pairing Heatmap

small plates” hybrid dining

scenario.

Through this detailed analysis
of beverage and dish pairing,
we further clarify strategic
directions for future product
planning in restaurants—
combining scenario-based
pairing, diverse innovation, and
clear functional positioning. In
the next section, we will explore
seasonal consumption trends

to examine market fluctuations
and emerging opportunities in

the beverage sector. @

Due to space limitations, this
article only includes a selection
of the analysis results. The full
report also covers more detailed
insights, including segmented
time-period analysis and
additional findings.

If you are a restaurant
professional interested in
accessing the complete report,
please email us at: info@wefood.
com with your organization name,
contact person, and contact
information to request a copy
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140,000 views per post.

Website: Average monthly online active users/traffic
exceeds 100,000, with users covering all 50 states in the
u.s.
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Published 10 issues yearly;

The magazine covers more than 112,000
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Chinese restaurants across the United States.
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"The Restaurateur", a magazine under Littlelaba Media LLC, was
launched in January 2022 and has the largest circulation in the
United States for orﬂine dining media.
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The magazine covers more than 100,000 Chinese restaurants and
millions of Chinese dining practitioners across the United States.
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Every Chinese restaurant has a copy of "The Restaurateur", and it
has become an advantageous plattorm for the promotion of both
upstream and downstream enterprises within the American Chinese
dining industry.
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Littlelaba Media LLC was founded in December of 2021 and is

committed to serving global Chinese restaurateurs, spreading
Chinese food culture to the world and helping Chinese catering break
through cultural boundries, be inclusive, expand their horizons, and
present all the wonderful things they have to offter to the world.
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Currently, Littlelaba Media LLC has developed into a multi-media
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the Chinese dining industry in order to exchange knowledge, share
experiences and grow and develop together.
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