
This report looks at the following areas:

•• The changes in sources of income over the past three years and the
information Gen Zers want

•• Gen Zers’ weekly eating and fitness routines and changes in interest in
leisure and entertainment

•• Information channels perceived to be able to bring valuable information
about activities of interest

•• The types of IP style that can help brands effectively attract Gen Zers
•• Style persistence across categories, ranging from brands of different

categories to entertainment
•• Attitudes towards consumption, views of marriage and attitudes towards

close relationships

Although Gen Zers’ financial confidence has been influenced by the outbreak
of COVID-19, it seems to have had little impact on their willingness to consume.
In terms of interest and hobbies, 76% of surveyed Gen Zers claim that they try to
purchase high-end professional equipment. This also signifies that China is far
from becoming a low-desire society, which might have been a concern for
many brands.

Now that all COVID restrictions have been lifted, young consumers’ desires for
offline activities are stronger than ever. Brands promoting innovative products,
services and interesting communication activities can effectively engage Gen
Zers with interest in exploring the outside world with friends and family.

Furthermore, Gen Zers are more sensitive to changes in the macro-
environment. They tend to develop their own way to search for stability and
trust in a world full of uncertainties. More Gen Zers having persistent
preferences in brands than older generations do is one evidence of this. This
opens a unique window of opportunity for brands to listen to their voices and
gain their loyalty.
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“Gen Zers are doing both
addition and subtraction to
find balance in life, instead of
‘wanting it all’. On the one
hand, they long for more high-
quality experience and
enriched social network and
interactions, while on the
other hand, they seek
solutions to free themselves
from unimportant things,
invalid socialisation and
‘information cocoons’.”
– Gloria Gan, Senior
Research Analyst
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In such a context, how to become the top-of-mind choice of Gen Zers would
be the key issue for every brand that wants to win over the youngest group of
consumers in the Chinese market. Besides eyeing Gen Zers’ demands for
physical activities, it’s imperative for brands to uncover the emotional value of
products or services they can offer to bring Gen Zers feelings of relief, being
healed, and uplifted.
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• Gen Zers make up 18% of the total population
Figure 7: Population age structure of China, 2021

• Socio-economic instability impacts on younger generation’s
sense of personal insecurity
Figure 8: Consumption level of urban residents and GDP
growth rate, 1996-2021
Figure 9: Financial confidence, 2021-23

• ‘Slow productivity’ triggers a ‘slowdown’ and flexible
attitude towards work and life
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Figure 10: Average monthly salary of undergraduates and
postgraduates and the growth rate, 2007-21

• Rise of consciousness of ‘information cocoon’ effect in the
age of algorithms

• Efforts to find fulfilment in everyday life
Figure 11: Satisfaction with selected aspects of life, 2023
Figure 12: Dissatisfaction with selected aspects of life, 2023

• Snack box reduces emotional distress as a mood-booster
Figure 13: Oreo collaboration with Chinese anime Fairies
Albums, 2022

• Scenic trips full of new exploration
Figure 14: Tongcheng Travel collaboration with National
Geographic to launch ‘A scenic trip (风物之旅)’, 2021

• Culture-themed hotel cards make heritage a long-term
companion
Figure 15: Hilton collaboration with Dunhuang Museum to
launch themed-hotel digital key cards, 2022

• ‘Value for happiness’ rather than ‘value for money’
Figure 16: Leader’s Genki air conditioner, 2023

• Meeting Gen Zers’ desire for nostalgia and slower pace of
life
Figure 17: Nikon Z series

• Cross-over menus delight in cooking
Figure 18: Peng Peng Dai collaborated with Tcross to launch
pasta cup, 2022

• Ratio of full-time job as the major income source continues
to drop, while income stays stable
Figure 19: Source of income, by employment, 2021-23
Figure 20: Personal monthly disposable income, by
employment, 2021-23

• About three in 10 working Gen Zers who are single have
pets as companions
Figure 21: Selected living status – living with pets, by
employment and relationships, 2023

• Few changes in interested information, with curiosity in
foods and travel still the highest
Figure 22: Fields of interest, 2021 vs 2023
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• Post-95s show stronger interest in enriching life and self-
development than post-00s
Figure 23: Fields of interest, by generation, 2023

• In pursuit of balancing healthy and indulgent lifestyles
Figure 24: Eating and fitness routines, 2023

• More post-00s in tier 1 cities undertake intermittent fasting
while post-95s in tier 1 cities take more dietary supplements
Figure 25: Selected lifestyle facts – at least three times per
week, by generation and city tier, 2023

• Use of prepared or convenience food widely accepted
Figure 26: Selected lifestyle facts – at least three times per
week, by marital status, 2023

• Emerging outdoor activities stimulates young people’s
desire for going outdoors
Figure 27: Interest in leisure and entertainment, 2023

• Nightlife economy in lower-tier cities worth attention
Figure 28: Interest in selected leisure and entertainment, by
city tier, 2023

• More triggers needed for singles to take outdoor activities
Figure 29: Interest in selected leisure and entertainment, by
marital status, 2023

• Content on short video platforms more valued than that on
social media
Figure 30: Valued information sources, 2023
Figure 31: TURF analysis – valued information sources, 2023

• Gen Zers in tier 3 or lower-tier cities appreciate a slow
method for gather information
Figure 32: Valued information sources, by city tier, 2023

• Information from social media and lifestyle platforms more
recognised by females
Figure 33: Valued information sources, by gender, 2023

• Guofeng/Guochao style are most effective for both genders
Figure 34: Attractive IP styles, by gender, 2023

• Literature and art IP style welcomed in tier 1 regardless of
educational background

EATING AND FITNESS ROUTINES

INTEREST IN LEISURE AND ENTERTAINMENT

VALUED INFORMATION SOURCES

ATTRACTIVE IP STYLES

Marketing to Gen Z - China - 2023

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2023 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Did you know?
This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/1155955/


Figure 35: Selected attractive IP styles – literature and art, by
education and city tier, 2023

• Increasingly seeking freshness in home living
Figure 36: Style and brand persistency, 2021 vs 2023

• Gen Zers more persistent in preferred dressing styles than
older generations
Figure 37: Style persistency – Frequently change preferences,
by generation, 2023

• No signs of low consumption desire among Gen Zers
Figure 38: Attitudes towards consumptions, 2023

• Visible value is more appreciated by young consumers in
tier 2 cities
Figure 39: Selected attitudes towards consumptions-selected
yes, by city tier and generation, 2023

• Appearances/design outweigh functions for high-earns in
tier 1 cities
Figure 40: Selected attitudes towards consumptions -
selected yes, by disposable income and city tier, 2023
Figure 41: Attitudes towards consumptions - selected yes, by
city tier, 2023

• Realism and idealism in relationships continue to conflict
Figure 42: Attitudes towards relationships, by marital status,
2023

• Gap between single and married women is much larger
than that between single and married men
Figure 43: Views of marriage, by marital status and gender,
2023

• Female post-00s become more independent in relationships
Figure 44: Attitudes towards relationships, by generation and
gender, 2023
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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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