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e The facts
* The implications
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Figure 12: Revenue of China games market, 2008-18
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High demand for social connection

Figure 19: Attitudes towards interest crossed by spending level
(top), January 2019

Figure 20: Attitudes towards interest crossed by spending
level (top), January 2019

ATTRACTIVE FEATURES OF INFORMATION CHANNELS

Keeping up with new hobby trends via videos

Figure 21: Information channels, January 2019

18-29s love Weibo

Figure 22: Information channels, by selected demographics,
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Figure 23: Information channels of different interests crossed
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Figure 24: Attitudes towards interest crossed by spending
level (top), January 2019

Enriching user engagement forms can be a key opportunity
Figure 25: Top three drivers for using the platform, January
2019

Figure 26: Drivers for using the platform, January 2019
Specialised information, more themes, and direct product
availability appeal to high spending fans

Figure 27: Drivers for using the platform crossed by spending
level (top), January 2019

EFFECTIVE BRANDING

Increase brand exposure by introducing limited-edition co-
branded products

Figure 28: Factors influencing brand image, January 2019
Figure 29: Factors influencing brand image - TURF Analysis -
January 2019
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Figure 30: 2018 House of Vans Shanghai

Celebrity/KOLs have the greatest impact on 18-24s

Figure 31: Factors influencing brand image, by ‘endorsed by
my favourite stars/KOLs', by selected demographic, January
2019

Figure 32: LINE friends x BTS

MEET THE MINTROPOLITANS

Mintropolitans usually stick to a hobby for a longer time
Figure 33: Years spent on being part of their subculture, by
selected demographics, January 2019
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« Seeking specialism and social interaction
Figure 34: Information channels, by selected demographics,
January 2019

« Crazy about limited-edition products
Figure 35: Gap of influencing factors of brand image
between MinTs and non-MinTs (as benchmark), January 2019

APPENDIX - METHODOLOGY AND ABBREVIATIONS

* Methodology
« Abbreviations
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competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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