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“There are lucrative opportunities for market players –
manufacturers, retailers and service operators – to cater to

Chinese consumers’ growing desire for expressing their
individualism, collecting new and exciting experiences and

creating balance and wellbeing in life.”
– Laurel Gu, Research Manager

This report looks at the following areas:

• Innovative solutions to help Mintropolitans further improve quality of life
• Brand personality matters
• Going for subscriptions
• Targeting young Mintropolitans

Ever-increasing disposable income and strong optimism about future changes is encouraging Chinese
consumers to spend more in almost every sector of life – from everyday staples to discretionary items
and activities.

In order to predict future consumer trends, Mintel identified a group of consumers called
‘Mintropolitans’ who not only have high spending potential but are also more sophisticated in terms of
knowledge and experience (see Meet the Mintropolitans for a detailed definition). There is clear
evidence that Mintropolitans are striving for a higher quality of living, reflected in their growing pursuit
of new and exciting experiences, products that are of better quality and brands that reflect their
individuality, and essentially, a healthy and balanced lifestyle.
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Figure 8: Demographic profile of Mintropolitans vs Non-Mintropolitans, March 2016
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Subscription model worked for gyms and beauty salons
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Exclusive membership activities can attract Mintropolitans in particular
Figure 21: Membership card usage, March 2016

Access to value-added services becomes a general need
Figure 22: Importance of customer services, March 2016

Mintropolitans are interested in interacting with brands
Figure 23: Importance of customer services – Percentage agreeing “Very important”, by consumer classification, March 2016

Mintropolitans are more willing to trade up

Willing to pay for aesthetic values
Figure 24: Factors for trading up, by consumer classification, March 2016

Young Mintropolitans are prone to celebrity influences while older ones are more practical
Figure 25: Factors for trading up by Mintropolitans, by age, March 2016

No big difference across city tiers
Figure 26: Factors for trading up by Mintropolitans, by city tier, March 2016
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