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This report looks at the following areas:

« Digital device ownership development and changes

< Online activities throughout various digital devices eg smartphones,
desktop/laptop, tablets and Smart TVs

« Key digital platforms usage and frequency

« Why consumers use short video apps?

» Various occasions that consumers watch short video apps in their daily life

- Different video content preference by consumers between short video and
medium video

Consumers’ digital lives are ever-changing. The COVID-19 outbreak has
presented opportunities in non-essential digital devices, while consumers’
renewed inferest in wearables creates new points of innovation for its
ecosystem. Distance learning and healthcare, which have become important
since the COVID-19 outbreak, will drive the demand for smart speakers and
other smart household accessories.

Video content has become an important resource for consumers’ leisure and
entertainment, as well as ecommerce, life skills, travel inspiration and more.
Interest in the virtual world has also escalated beyond animation and virtual
idols, starting to take over mainstream platforms. Other developments,
including digital RMB, cryptocurrencies and NFTs, further pique consumers’
interest and participation in virtual acftivities.

Digital native Gen Z consumers pivot towards interest-based communities to
bond with creators and other users who share similar values, mindsets and
interests. Through conversations and content on these platforms, brands can
integrate into their growth and identity exploration journey.
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“The COVID-19 outbreak has
presented opportunities in
other devices, such as
wearables, smart speakers,
and smart household
accessories. Video-based
content in various formats and
duration are now important
resources for consumers’
leisure and entertainment,
eCommerce, skills and
knowledge, travel inspiration,
and more.”

- Hui Tse Gan, Research
Analyst
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Cryptocurrency and NFTs redefine the value of digital
assets
Figure 17: Crypto art exhibition in Beijing, 2021

WHO'S INNOVATING?

Huawei 1+2+N Whole House Smart Host

Figure 18: Huawei’s 1+2+N Whole House Smart Host’
Ecosystem, 2021

Arcfox x Huawei Hl solution for self-driving cars

Figure 19: Arcfox Alpha S HBT, 2021

iQiyi’s Suike ‘Super Fans’ supports creator monetisation
Figure 20: iQiyi Suike’s Super Fans, 2021

Digital innovation for remote education and healthcare
Figure 21: Bytedance’s Dali smart lamp, 2020

Figure 22: 1D Health's Family Doctor, 2021

Al-powered tools for content creators

Figure 23: Launch of Al-powered tools for Baidu Haokan,
2021

Figure 24: Kaold's live captioning via a sign language

recognition system, 2020

DIGITAL DEVICE OWNERSHIP

Device ownership normalises after the COVID-19 outbreak
Figure 25: Ownership of selected household digital products,
2019 to 2021

Figure 26: Ownership of selected household digital products,
2019 to 2021

Figure 27: Ownership of selected household digital products,
2019-21

New digital innovation to target female users

Figure 28: Ownership of selected household digital products
by gender, 2021

Evolving smart accessories ecosystem: digital health and

’

education
Figure 29: Ownership of smart speakers, by family structure,
2021

ACTIVITIES ON DIGITAL DEVICES

Mobile-first convenience for leisure and entertainment
Figure 30: Activities on digital devices, 2021

The young and single also use smartphones for long videos
Figure 31: Watch film/TV series on smartphone, by age and
family structure, 2021
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* Emotional engagement in social commerce for high income
earners
Figure 32: Selected activities on smartphone, by monthly
personal income, 2021

* Gaming activity reaches new territories
Figure 33: Selected activities on laptop/desktop, by
generation, 2021
Figure 34: Gaming on laptop/desktop, by gender and age,
2021

DIGITAL PLATFORMS USAGE

» Social media is indispensable to consumers
Figure 35: Usage of digital platforms, 2021
* Creator-driven communities engage young social media
users
Figure 36: Usage of social media and community platforms,
by generation, 2021
* The rise of KOCs to engage consumers in lower-tier cities
Figure 37: Usage of selected video apps and platforms, 2021
¢ ACG and virtual idols crossover
Figure 38: Usage of ACG platforms, by gender and age, 2021
* Smart silver opportunity
Figure 39: Usage of selected video platforms, by Age, 2021

REASONS FOR USING SHORT VIDEO APPS

» Diversification of short video content
Figure 40: Reasons for using short video Apps, 2021

* Young people watch for fun; older respondents watch with
purpose
Figure 41: Reasons for using short video Apps, by family
structure, 2021

» Male consumers value bite-sized content for knowledge
and skills
Figure 42: Reasons for using short video apps, by gender and
age, 2021

« Celebrity pull for female consumers
Figure 43: Reasons for using short video apps, by gender and
age, 2021

OCCASIONS FOR WATCHING SHORT VIDEOS

« Tool for relaxation with others or by themselves
Figure 44: Occasions for watching short videos, 2021

* Older respondents use slices of time for personal interests
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Figure 45: Occasions for watching short videos, by age and
family structure, 2021

Short videos fill ‘idle time’, creating a bubble for de-
stressing

Figure 46: Occasions for watching short videos, by

generation, 2021

TYPES OF SHORT AND MEDIUM VIDEO CONTENT

Preferred length of content depends on level of
engagement required

Figure 47: Preferred video type for relevant content, 2021
Short or medium length videos work for food-related
content

Figure 48: Foodie Noftes, a food recommendation platform by
Alibaba, 2021

Older males prefer medium length online gaming videos
Figure 49: Preferred video type for online gaming or esports,
by gender and age, 2021

Beauty and personal care videos under-serve males

Figure 50: Preferred video type for beauty and personal
care, by gender and age, 2021

APPENDIX - METHODOLOGY AND ABBREVIATIONS

Methodology

Abbreviations
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
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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