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“Despite their strong self-confidence and positive attitude
towards future, Mintropolitans are more emotionally

stressed than the rest of consumers. They acknowledge the
importance of purchasing ethical brands, but the

underlying reason is less of an altruistic act but more about
self-protection from increasing pollutions.”
– Alina Ma, Senior Research Analyst

This report looks at the following areas:

• Time for promoting “no waste”
• The notion of transparency needs to kick in
• Desire to enhance personal productivity
• The growing power and potential of Chinese brands

Mintropolitans have stronger spending power and a greater willingness to upgrade their lives. This is
reflected in their stronger desire for trying new and exciting experiences. Moreover, since
Mintropolitans are more likely to be trendsetters representing how the future Chinese consumers would
think and behave and their demand for material possessions are different from that of other consumers
(ie Non-Mintropolitans), it is of great importance for brands to explore Mintropolitans’ purchase
mindsets, preferences and behaviours.
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Electrics and home appliances: multi-functional but portable

Mintropolitans have higher expectation on brand ethics

Provenance information and eco-friendly gestures are more desirable due to increasing pollution
Figure 18: Very important factors to an ethical company/brand, March 2017

Brand ethics are more associated with safety

Sceptical consumers need brands to prove themselves

Mintropolitan men seem to be more outraged regarding ethical issues
Figure 19: Very important factors to an ethical company/brand, by gender, March 2017

About half of Mintropolitans are serious about ethics
Figure 20: Agreement with the statements on purchase preferences, March 2017

Mintropolitans aged 30-39 are more ethically-driven
Figure 21: Agreement with the statements on purchase preferences, by age, March 2017

Knowledge about brand ethics is believed to be high, but not really
Figure 22: Agreement with the statements on perception on ethical brands, March 2017

The rise of ethical branding still needs time
Figure 23: Agreement with the statements on attention to information about brand ethics, March 2017

Online grows to be the main information channel
Figure 24: Channels in which consumers have watched adverts in the last three months, March 2017

On-site advertising is playing an important role

Role of gender and age in consumer choice of information channels
Figure 25: Selected channels in which Mintropolitans have watched adverts in the last three months, by age, March 2017
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