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January 2023

Women's Underwear Retailing -
China

“Women’s spending has become focused on the ‘self’.
Comfort becomes the top priority when they purchase
underwear. On top of this, underwear brands need to be
aware of the diverse and individualised demands as
women increasingly accept natural beauty and their true
selves. It is important that underwear brands provide ...
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Attitudes towards Street Fashion -
China

“China’s street fashion market has rapidly expanded
among young consumers in recent years and has been
recognised by mainstream consumption power. But
people’s perceptions of street fashion are still shaped

Sports & Fitness Wear - China

“Consumers increasingly prefer professional and
specialised sportswear and shoes, even if they cost more.
Basic functions and comfort of sportswear is still
considered a priority, while consumers crave for more
multi-functional products. Domestic sportswear brands
have become Chinese consumers’ favourites. They can
continue to enhance their brand influence by delivering
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more by the exterior design than the spiritual value it
represents. Conveying brand philosophy and values to
people and converting ...
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Gender-neutral Fashion - China

“Not everyone buys gender-neutral products for
spiritual reasons, but most Chinese consumers welcome
the freedom and minimalism expressed in gender-
neutral trends. The ultimate feeling of comfort and
relaxation is why gender-neutral products continue to
rise in popularity.

Too much similarity and lack of uniqueness are the most
mentioned purchase barriers ...
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Attitudes towards Luxury - China

SEZEMAEE - China

“MHECHRMAERELENERSR , BX— R4

HUEA BRI I B R RINE L. THEENEERN
E Y EIREZ SHEHZZMRKAAE | N BEFERM
“S AW, XRBHTREL A SRR
B2, HTEERES. WSTEHFENALSCUME
SRAFE B3t , RILERE SR RIS LML
R, XA SRR, ZEXFE®
RURAT RS E |, DURGER A E B A TR ] BN EE
BERREAET E T E R R FIE RN .~

- EIGE, IR

Digitalisation in Luxury - China
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“Treating oneself is increasingly becoming an important
driver for consumers’ spending, and it is particularly
true when looking at consumers’ definitions of luxury
which has evolved towards words that evoke spiritual
enjoyment, such as “indulgence” and “pleasure”.
Consumers value the nice experience and feelings
brought about by having a luxury ...

Lifestyles of Luxury Car Owners -
China

“New entrants have become the main driver of luxury
car sales volume growth and have rebuilt the
competitive landscape of the luxury car market. All
brands are stepping up their efforts on intelligence and
electrification. Compared to the past, luxury car owners
today are no longer satisfied with comfortable driving ...
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“Chinese consumers are among the quickest and most
open to adopting online luxury shopping and COVID-19
has accelerated the speed luxury brands are embracing
ecommerce. However, digitalisation is not just another
sales channel but should be an integral part of
omnichannel retailing and consumer experience with
the brand. There is ...

reports.mintel.com



