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“As people are working longer and more flexible hours,
leisure operators may want to come up with creative

products and services to fit into people’s busier lifestyles –
eg, things that can allow people to exercise or relax while

working, depending on their leisure preferences.”
–

Laurel Gu, Research Manager

This report looks at the following areas:

• Are people having more or less leisure time? How can brands grow their business via
helping consumers “create” more leisure time?

• Which types of leisure products/activities are consumers most interested to use/take
part in? What consumer needs are they fulfilling?

• How can brands tap into consumers’ in-home leisure needs?
• From an executional perspective, how can brands effectively catch consumers’ attention

when marketing leisure events? How can they further drive people into participation?

Leisure time refers to time outside of work or study (for students only), doing household chores (eg
childcare) and sleep. This includes leisure time spent both in home and out of home.
Travel and holidays are not included in this report. They are covered in a separate report: Marketing to
Chinese Tourists – China, May 2015.
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Leverage different pricing tactics to lure budget spenders
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demographics, May 2015

Creating online buzz to engage high earners and those living in tier one cities
Figure 34: Selected triggers for taking part in new leisure activities, by income and city tier, May 2015
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Three types of consumers
Figure 35: Consumer segmentation based on their attitudes towards leisure time, May 2015

Stressed homebodies (宅家操劳型)
Figure 36: Consumer attitudes towards leisure time (% of “agree strongly” or “agree somewhat”), by consumer segmentation, May
2015
Figure 37: Consumer segmentation, by gender, age and region, May 2015

Simple fun chasers (消遣娱乐型) and Achievement hunters (解锁成就型)

The Simple fun chasers
Figure 38: Consumer segmentation, by demographics, May 2015

The Achievement hunters
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The Consumer – Information Source for Leisure Activities
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The Consumer – Different Attitudes towards Leisure Time
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Who are they?
Figure 39: Demographic profile of Mintropolitans versus Non-Mintropolitans, by gender, age and personal income

Figure 40: Demographic profile of Mintropolitans versus Non-Mintropolitans, by marital status, city tier and education level

Mintropolitans are embracing the idea of “work hard, play harder”
Figure 41: Percentage of consumers who have spent more time working/studying and leisure on working days and during weekends,
by consumer classification, May 2015
Figure 42: Percentage of consumers who have spent less time sleeping on working days and during weekends, by consumer
classification, May 2015

Mintropolitans are eager to see a wide variety of leisure choices
Figure 43: Channels used to obtain information about leisure activities, by consumer segmentation, May 2015

Positive online reviews can effectively attract the Mintropolitans
Figure 44: Triggers for taking part in new leisure activities, by consumer classification, May 2015

Mintropolitans are driven by a healthier lifestyle and look for new and exciting sensory experiences
Figure 45: Percentage of consumers who are very interested in different paid leisure activities, by consumer classification, May 2015

Household chores can be “enjoyable” to Mintropolitans
Figure 46: Percentage of consumers who are interested in leisure activities, by consumer classification, May 2015
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