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Lifestyles of Gamers - China

“New technology and fierce competition are accelerating
innovations and the development of the online gaming
landscape. With increasing collaboration and
engagement of other cultural elements and commercial
scenarios, playing online games is no longer just for
‘goofing around’ and time-killing, but more as a way of
creation, exploration and expression ...

Marketing to Men - China

“Marketing to men is no longer in a conventional sense
highlighting men’s power, but rather empowering men
to challenge the prevailing social norms and give
themselves the space to adopt new roles and behaviours.

Marketing to Modern Women -
China

“Modern women are no longer bound to the ideal image
of being a ‘Superwoman’, with regard to the right age to
get married, achieving the delicate balance between
work and home life, and always looking perfect. Instead,
defining a career path and creating more ‘me moments’
to achieve personal pursuits ...
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In an era of change and new lifestyle trends amid the
uncertainty of COVID-19, with gender ...
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Marketing to Over-50s - China

“Just like the popular modern slang phrase ‘only kids
make choices, as adults want all’, the same is true for
most older adults. Just-for-senior products have appeal
for seniors, while traditional interpretations alone, such
as comfort, good pricing and easy-to-use, are far from
enough, and need to be updated. Adding ...

August 2021

JHTRE R —— ¥4 - China

“REVERENER IR AMRIRZSE | Rt AEFR
BIRFFERNKIR. BT E R MM T SR HRER A
MR —MBIFHBIF . BB TFARRNKIMEOFE
AEIE BERF. XRYP , BERES RENEINR
HREFHERENE T , PEIEREEESEBRIE.
f%ﬁﬁ%iﬁ'—ﬁ%i&“)ﬁ%ﬁ%ﬁ@' , AT RS BN RE T R
ZrEil. 7

— KRR , BERATIm

July 2021

XM EARKES - China

FEERE | TEFE XHE - China

“BAGHTEERSN , S @EK |, RINHRERESE
RRENATFEARMAFKIPRRESRE | XLRFEHLE
RN BAH TR SRR UEFTRP K, THRERWRR
REFHEMZERERES) , 2EEkSACEEN
ENAEFNRE (NEERFECUSHNME | BiTh
WiHERES) .7

- P, R

reports.mintel.com



MINTEL

‘SRR, BEITREMEZFIZFIHTBEM , RPAIHR
TSEEARERE. BYENERNEIES , FHHER
BRI EMFIB LIS NEX RN &, £T LA
KEYENKAREETEYIMNE | RIEEDZIFERSF
AR BB KT E TR RIS X R HA LT
Tk, RHEBLRE—LWHEYEANRME,

- HfE , BIRSHTD

June 2021

Marketing to Pet Owners - China

“In the context of post-COVID-19, a rise of spending in
healthcare and at-home occasions is evidence of a shift
of consumption attitudes; pet owners stay at home more
and take it as chances to enhance human-pet bonds by
offering better treats for pets. Considering that some
modern pet owners still ...
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Marketing to Young Families -
China

“The market for products aimed at children and their
parents keeps on growing as parents seek out increasing
specialised and exclusive ways of caring for their
children. Young parents’ attitudes towards family
lifestyles and education are changing, influenced by
diversified socialising channels. Parenting KOLs and
even ‘kidfluencers’ are becoming one ...

The Chinese Consumer: Value
Redefined - China

“Consumer spending sentiment is overall confident.
Total spending will continuously increase in the next few
years with a moderate pace thanks to stable economic
growth and desire for healthier lifestyles along with
future security assurances over the long term. When
making purchase decisions, consumers are becoming
increasingly emotion-driven — favouring ...
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Trends in Health & Wellness -
China

“Consumers are increasingly paying attention to their
health, physically, mentally and socially. They are more
aware of being overweight, are seeking “effortless”
solutions to help them adopt healthy living habits, and
are more conscious of prioritising time with family and
friends as an important action to improve emotional
health. With ...
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Holiday Trends - China
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Marketing to Gen Z - China

“Gen Zers, raised in a diversified and digitally-connected
environment, have grown up to be a group of self-
confident consumers. Instead of following traditional
norms of success, they tend to live a flexible life path
with an inclusive mindset. Meanwhile, they are eager to
present their assertive nature by insisting a ...
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“Nature will be a key driver to capture holiday
consumption during weekends because consumers crave
being close to nature in their leisure time after
COVID-19.

Price-quality balance and responsible consumption can
motivate holiday participation. Affordability has become
more important to encourage purchasing among Gen-
Zers. Activities inspired by responsible consumption can

Attitudes towards Culture
Marketing - China

“Beyond the practical functions of products and services,
consumers are increasingly paying more attention to the
cultural values and novelty experiences conveyed by
brands in their pursuit of self-expression. Incorporating
Chinese elements is the most recent and remarkable
trend, associated with the rise of consumers’ national
pride and culture confidence ...
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Attitudes towards Home Design -
China

“Along with improving housing conditions, Chinese
consumers’ desire to achieve and express their ‘lifestyle’
through home design has never been higher. Beyond
basic functionalities, holistic wellbeing at home has
become a priority, especially in the wake of COVID-19.
From health-related smart devices and sustainable
materials, to home entertainment systems, consumers ...
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