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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 ...

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 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 ...

X RKEFAERKESE - China

KRFAMEARKRNZMARIERE | E— DS ITTHE
1, FL KM ERAR R R S IR, (EE
BIBBALE , A TIZRT R AR , BRI TEL
SEK—AH , FRALARNAHEEER, RIFZ
T, 1T BER T ARPESRERE AR | FHRIE
MRIHREE.

MFRRIA ERE [ KPEEAT RAR , BENEER
TERAMMNEMLT RSB T, MIZERI0E ,
HEEMAEA L | RAREE ERINEF NG mAMR S
WAT. KRPEMEE , FRMAHSTER , XL ME
HAE BFRFPAFFORK. FRIENA , BRI
AR, DRHXIRSMAN A M= ankIk 5| SRR A E A%

August 2020

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 ...
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