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Lifestyles of Gamers - China

“The population of online gamers in China reached 540
million in June 2020 and is expected to continue
growing. In the wake of COVID-19, online gaming is
increasingly accepted as a type of online entertainment/
activity. The positive effects of online gaming, such as
de-stressing, being inspired by the game ...
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Marketing to Men - China

“Men show high willingness to spend more on self-
improvement in appearance and fitness, as well as
taking more responsibility in family purchases. Being
long exposed with diversified information from social
media to ecommerce platforms, men have become more
capable of applying technology to make life convenient
and comfortable, and more ...
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The Fitness Consumer - China

“The outbreak of COVID-19 has brought more
opportunities to the fitness industry in China than
challenges. Wellbeing, experience and technology will be
the key consumer trend drivers. Consumers will look for
fitness solutions in everything they do. Meanwhile the
purpose of doing fitness activities is not just for physical
wellbeing ...

The Chinese Consumer: Life after
COVID-19 - China

“The gradual slowing of growth in the macro economy
over the past ten years has already triggered consumers
to establish prudent consumption habits. This outbreak
of COVID-19 has intensified this attitude and it is
expected to last a long time as a result of the uncertainty
surrounding the length of ...
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Marketing to University Students -
China

“University students, the Gen Z consumers of the future,
are a diverse cohort that brands from many categories
are trying to build connections with at an early stage.
Compared with older generations, however, young
students are facing even more uncertainty, considering
job market instability and overseas study opportunities
being hit ...
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Marketing to Pet Owners - China

“The outbreak of COVID-19 had less impact on the pet
market, indeed the desire for pet companionship is even
stronger. Owners’ love and care for their pets will
remain unaffected by the virus, and the pet market is
expected to continue to grow after consumers’ financial
status stabilises.

Pets are ...

Marketing to Over-50s (Incl
Impact of COVID-19) - China

“The outbreak of COVID-19 has shifted many daily
activities online for senior consumers. Mintel predicts
that online habits will continuously change the life of
senior adults, bringing them more convenience and
pleasure. Brands can explore more opportunities in
meeting their needs for information, social interaction
and entertainment.

Premiumisation of Local Brands
before and after COVID-19 - China

“Despite the short-term disruption, COVID-19 has
brought a brighter spotlight on Chinese premium brands
that many consumers’ purchasing has shifted to
domestic products and services, as a result of reduced
outbound travel and the concerns of after-service and
warranty deepened.

The perception of Chinese domestic products has
changed prior to ...
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Attitudes towards Sustainable
Packaging - China

“Eco-consciousness is rising quickly through regulatory
efforts and media communications. Chinese consumers
are starting to take waste problems seriously, hidden
behind the boom of fast fashion, online shopping and
delivery services. Instead of pushing the problems to the
brands, most consumers have been making efforts to
avoid single-use items and ...

Marketing to Young Families -
China

“Changes in parents’ attitudes towards teaching and
parenting have directly influenced their preferences
when choosing child-related products and services.
Free-range parenting, which differs from traditional
thinking, is increasingly accepted. Young parents are
more likely to encourage their children to participate in
various activities, including sports and other skills
training, and ...
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