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As part of WPP, the world’s largest marketing
communications services group, and part of
GroupM, WPP's consolidated media investment
management arm, we have access fo the
richest data sets and most robust benchmarks
in the business, enabling us fo identify the best
avenues for growth and unlock the potential

in every brand.

MediaCom is one of the world’s leading

media communications specialists, with

billings of US$13.5 billion (Source: COMvergence,
March 2019), employing 8,000 people in 125
offices across 100 countries. Its global client
roster includes adidas, Alibaba Group, Air
China, Dell, Mars, P&G, PSA, Richemont,

and Shell.
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Is Late Night The New Prime Time

Internet usage of Chinese consumers peaks post 9PM and sleeping hours have reduced by 26%
since 2013. So, if China is sleeping less, what else are they doing in the late hours of the night and
how does it affect therir lifestyle and consumption behavioure

MediaCom commissioned a national research program and uncovered 7 key areas where there
is a growing demand for new services and information, providing clear recommendations and
inspiration for effective use of media after dark.

This paper challenges advertisers to reflect on whether their brands are ready to grow in the after

dark economy and helps marketers unlock growth in this increasingly important segment of the
day.
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CHINA AFTER DARK

TIMING IS EVERYTHING

It's a well-known fact that consumer behaviour is changing fast—digital first habits are growing
rapidly in every sector. Most of those habits such as video streaming, for example, didn't even exist

20 years ago.

But even within these new frends, patterns are
emerging and changing just as rapidly as they
are forming. Fine grained thinking about what
consumers are doing where and how helps
advertisers see further than the main trends
and become better acquainted with their
consumers.

The GroupM consumer household data tool,
ShanHaildin, showed that consumer internet
usage peaks post 9pm. Further exploration
of this timing led us to the realization that the
total number of sleeping hours per night had
reduced by 26% since 2013. An incredible
decline by any standards. The question was, if
China is sleeping less, what else are they doing
in the late hours of the nighte
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On the basis of these observations, there
is an urgent need to uncover the business
growth opportunities and thus MediaCom
commissioned Foresight Factory, a leading
data-led trends agency to deploy 12 insight
frend scouts across the seven cities of Shanghai,
Guangzhou, Beijing, Xian, Taiyuan, Wuhan
and Haikou over a period of thirty-seven days

Ruina Guo
Age: 29

to delve into the behaviours, actions and
opportunities within the “after dark” economy.
What you will see in this report is only the
tipping point to help marketers unlock growth
in this increasingly important segment of the
day. The question is “Is your brand ready to
grow in the after dark economy?2” Because
timing is everything.

=\ Vicky Dou
- __l!' ' Age: 31

Luckas Huang

Age: 30

Taiyuan

MissWei
Age: 30

Matilda
Age: 23

Shanghai

Guangzhou

Binny Yuan
Age: 28

Haikou,Hainan
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Ever-Increasing Working Hours Impacting Sleep

Time In China

The average urban Chinese is reported fo manage only 6.5 hours of sleep per night, a steep 26%
drop from the 2013 average of 8.8 hours per night (Source: Caijing, CNRS 2016-2019).

The intense Chinese working culture is a
significant contributor to this, with many
Chinese workers developing a 996 routine,
working from 9 to 9, for 6 days a week - either
because it is demanded by their company

(prolonged working hours are standard for the
technology industry for instance) or because of
a wider culture of self-devotion that sees many
work late in order to demonstrate their worth
and to be considered for a promotion.

“My job is very important to my sense of identity”

Total China

58% ||\ 55%

BLINK 26



CHINA AFTER DARK

“996: Origins”
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Who Are Driving The After Dark Economy?

China’s GDP is expected to grow by 48% between 2019-2023 (Source: Euromonitor) with major
growth expected in technology industries specifically, as such, we can expect that the habit of
working long hours will not change anytime soon. According fo the Meituan research institute, 14
million young people ordered takeout to office areas after 8pm in the year 2018, indicating longer

working hours.

The After Dark Consumer

Who is our typical after dark audience?

41.4%
Monthly income
RMB8k-15k
43.1% below RMB8k

TIER 1
citizens due
to pressure

Gen Z (15-25y0)

Stay up the latest

(but with high quality sleep) /

Tier 3,4
citizens due to
going out or irregular
sleeping schedule

71.4% with
bachelor
degree

This high-pressure 996 or 007 working culture
depends on outlets that allow hard workers to
alleviate pressure and fake advantage of their
growing wealth. But fime-poor consumers will
often find themselves pushing their activities
later into the evening, with many not even out
of work until 9 or 10pm and dinner being eaten
closer to midnight.

Young people (26-35y0)
Stay up late with compromised
quality sleep

Men tend to
sleep late

SINGLE

sleeps later less sleep
suffers insomnia

Chinese consumers want to put this long day at
work behind them, joining friends at late-night
restaurants, bars and other nightlife venues.
They are willing fo spend money to live it. Topics
like # NEEE LK EH "life is short and full of
vitality™ is gefting so much fraction on social
media, proof that living it up is aspirational to
many.
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CHINA AFTER DARK

Living It Up At Night

Across the country, new bars and restaurants alongside other activities such as board game
cafés, night markets, 24-hour bookstores and VR/gaming destinations continue to pop up,
providing an enormous array of options for those looking to unwind affer many hours in the office.
The research showed that consumers confinuously seek more varied forms of indulgence and
only the most unique and novel experiences stand out to them.

1

CDicfyou know?

Beijing Sanlian Taofen is the first 24-hour bookstore in Beijing. More
than books, it sells stationery as well as cultural and creative products
with the sapce divided up into author signing spaces, sales cashiers,
a cafe and a casual dining area. A night in this bookstore is a
wonderful experience! You buy a book, order a cup of coffee, read
your brand new book, and buy some beautiful bookmarks

— Vicky, Beijing

1

Did you know?

Now, you can find breakfast af night. These new breakfast stores
open only at (?pm to 9am). Why it’s still called breakfast? Because
they serve the local breakfast favourites!. For those who get off
work late and get up late it is really convenient

— Matilda, Shanghai

1

@ia[you know?

Chimian (Eafingnoodle) is a unique business that, at night, turns
regular office buildings intfo innovative cafés, offering noodles,
BBQ & beer. Concepts like these attract many young people as
they go wild and want to have fun after work

— Wei, Guangzhou
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The Need To Blow Off Steam

The after dark activities meet a wide array of
different needs and should tune in fo specific
demands from different audiences. While
younger generations have always been key
players in the after dark economy, there are
serious opportunifies to connect with others

as well. Marketers should take advantage of
the vast array of after dark motivations in their
product and service offerings, making the
nights of their consumers more fun, convenient,
and productive.

1. “Play” For Adults Seeking Escapism On The Rise

There is a growing interest from adults seeking
leisure options traditionally associated with
children’s activities, such as tframpolining or
thematic swimming parks. This is driven by the
need for pure enjoyment after stressful office
days.

‘ ‘ @ia[you know?

Retro indoor arcade games have returned
along with retro food, fashion, music and
so on. People find that such places offer
happiness and excitement if you are looking
for stress relief in the night

— Vicky, Beijing
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2. Self-Improvement Underpins Late-Night Leisure

———

For as much as 75% of all Chinese consumers,
activities sought out in the previous late
evening hours are underpinned by a desire
for self-improvement. That number increases
if we look at female consumers specifically,
with 78% saying that entertainment
should be about learning new things as
much as simply having fun. Both in and
out of the home, many choose to pursue
leisure options that are entertaining, yet
still contribute towards a greater purpose
such as the learning of a new skill or simply
becoming more cultured.

n-
%

-

Activities Focused On Upskilling &
Cultural Refinement
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3. Meanwhile Others Prefer To Go On “Night Tours”

The night consumer is already a staple in the tourismm market with sightseeing cruises, lantern
events and culfural experiences taking place at night. 2018 saw a 9% increase year-on-year
of the number of orders for “Night Tours” on Cirip and other travel platforms (Source: China

Tourism Academy 2019).

A recent CNBC press report in September
2019 entitled “Light shows and live bands:
China wants to boost its nightlife fo spur
the economy”, consistently referred to a
“night economy” and examined how even
hospitals had extended their operating
hours to give people an opportunity fo
use their primetime hours to get elective
medical appointments that they had fallen
behind on. The effort was motivated by
the government’s interest to give people
more fime to spend their money, outside of
standard business hours.

Multiple Chinese cities are investing in the
development of night-time light shows.
According to the International Business Times
(“China Nighttime Economy: Beijing Boosts
'‘Night Life' To Push State Growth” September
2019) efforts to spur night-time economies
even include expanding local landscape
lighting, with some localities planning fo
spend more than 100 million yuan (approx.
US$14 million) in urban beautification and
LED lighting.

Popular Light Show Combined With Cultural Attraction
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4. Late Night Living Can Be A Barrier To Health

With a steep drop from 8.8 hours of sleep in 2013 to just 6.5 hours in 2018 and a bigger
appetite for late night dinners, consumers show an increasing interest in using their night

hours to improve their health and wellness as well.

Concern About Late Night Living’s
Impact On Health

Gym subscriptions in China are on the rise
year-on-year, especially among Millennials
and wealthier consumers. This is linked to
a broader focus on health trends, but is
further boosted by the flexible opening
hours offered by more and more fitness

establishments (e.g. a 24-hour gym in
Chengdu which is unstaffed but allows
customers to use the facilities by scanning a
QR code with their phones). A busy working
life no longer condemns consumers to being
out of shape.

‘ ‘ @ia[you know?

“Late nights sleep encourages bad behaviours
(snacking, lack of proper rest, etc)”

- Daniel, Shanghai

“Night life spent on overtime and much
needed pressure release can cause health
problems” -Wei, Guangzhou

“| often feel guilty for sleeping late, because
sleeping late is very unhealthy, | always feel
headache, and eyesight loss when | slept late™
- Godfrey, Guangzhou
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Gyms are taking steps to increase their traffic by exploring innovative concepts such as
fitness classes in a club-style atmosphere with loud music, or multi-purpose locations.
SpaceCycle in Shanghai offers a premium gym experience which includes a healthy
food shop and a holistic “chill” area happily co-existing alongside the free weights and
treadmills. This invites patrons to return even if not for a workout but a chance to unwind or
have a healthy snack.

% who own a paid gym subscription

Total China\ Millennials | ¥22400+

36% ) \42% ) \| 54%

‘ ‘ @ia[you know?

Some universities hold fluorescent-night- P & TN w—
running activities fo stimulate healthy lifestyles n s - o i
especially at night. Students wear fluorescent L 1k

lights on their hands or on their heads. Here's
an example of Shanxi University’s fluorescent
night run. Ifs slogan was “the brightest

5km race on the planet”. This fluorescent
night run was a combination of running ) &£

and an exciting game, letting the students v ; ‘ ‘ ‘
feel healthy at night by running and also »

challenging them with small games ‘

— Lukas, Taiyuan
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Late Nights Home And Alone Remain Popular

Despite the huge amount of nightlife options available, 45% of Chinese consumers say they prefer
to spend their leisure time at home instead of going out. Inferestingly, this is not driven by older
consumers — who, if anything, are now spending more time outside, nicely demonstrated through
the popularity of square dancing in many public spaces across cities — but rather by the youngest
generations.

| perfer to spend my leisure time at home rather than going out
% agree/agree strongly

Total China Millennials

45% | N 257
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Lifestyle Shifts Impacting Media Consumption

And Behaviour

Top activities before sleep

78.8%

50.5%

48.9%

Top app used before sleep: communication (62.7%), video (52.5%). informatWion (48.9%)

TV viewing mainly happens before 10pm and switches to mobile

phone usage from 11pm onwards

59.0%
56.6%
42.6%
23.2% 23.9%
9.0%
1.2%
18-19 19-20 20-21 21-22 22-23 23-24 24-6
v H Radio B Newspape r/Electronic Newspap
B Paper Magazine /Electronic Magazine Desktop/Laptop/Intergrated Computer Mobile
Tablet | Qutdoor Others

Dafa Source: CMMS 2018

Typically, content is consumed through mobile
devices. With WeChat and Douyin dominating
China’s social media platforms, preference
for IM apps and video apps are showing
significantly higher penetration - 62.7% use
messaging and chat while 52.5% consume
video. While 52.5% consume video.

Viewers happily switch between munching
a bag of snacks to instant noodles, watching
short-form videos on apps like Douyin, and
longer-form TV dramas or live broadcast talent
shows depending on their mood.
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Short video users get the highest activity other than digital reading,
online music and online video.

Activity period distribution of big entertainment App users

20% /_\ short video
A —

15% /_\ digital reading
]O% online music
5% I

O% online video

V24

~ O ™y L vANoa QN2 YHLOANDANQSG

* Big enferfainment APP includes online music, mobile games, digifal reading, online video, live sfream, E-sporfs

broadcasfts and movies and shows.
SOURCE: Source: QuestMobile, the new frend of entfertainment behavior ;Z12 % /5 7T 9552

In terms of the traffic volume of short videos, there are 3 short video peaks: Before work, lunch fime,
after work and before sleep. The trends are indicating that people are staying up later and that

peak time is as late as 10pm.

Using time distribution of short video app users

Source: Trendsbigger.com, 2019 Shorf video markelting whife paper «2019 ZZ#[ 47 & H E B>

‘ ‘ CDic[you know?

Cats are the most popular pet among young people.
Cloud Cat is an APP for cat owners to share their own cats
on the social network and watch cats' content for hours.
Some KOL like Maoka can have video viewed 1.7million+
fimes on Bilibili

— Godfrey, Guangzhou

I g 2000
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Virtual Socialising Is Real

Virtual gaming and e-sports are increasingly accepted as “real sports” in China. Gaming allows
socialising from a distance after dark. It is a hugely popular late-night activity for those who prefer
tfo stay at home. While gaming might have the reputation of being an isolating activity, it is often
in fact a rather social one. 1 in 2 GenZ consumers in China play games online with other people
at least on a daily basis.

Any stigma that used fo be associated with
gaming as an activity is rapidly disappearing,
as e-sports and gaming overall are increasingly
recognised as a “real sport” and definitely as
a valuable enough activity for consumers to
spend their late-night leisure time on.
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Night Time Is Also Filled With Responsibilities

Being at home late at night doesn't always
mean a relaxing night. For many, especially
parents with kids, night time can be
consumed with chores — Based on China’s
National Residents’ Survey (CNRS) data,
chores after 9om has a much higher index
amongst the Tier 1 working crowd when
compared to the national average. People
run errands and do chores at night which
is demonstrated in their most active mobile
functions during late evening hours.

For example, after 9pm is when micro-
lending peaks. According fo statistics,
the proportion of micro-lending of online
commercial banks between 7pm and é6am
is as high as 26% . From 10pm onwards, living
expenses, provident fund and medical
health are the most inquired public services
in the country. Environmental protection is
the fastest growing concern, and as a result,
information about garbage classification,
public welfare and other public services
become more and more consumed.
(Source: Alibaba City Night Report 2018)

A similar sense of responsibility is also felt by
the growing number of pet owners in China,
who feel guilty about leaving their pets at
home and want to make up for lost time
once they get home in the evenings. Luckily
for them, pet ownership also comes with a

|IE_ : “‘w.-*_,__| ‘

e AT PR — —_—

lot of benefits, beyond the companionship
of their loved animal, such as new interests
(e.g. learning about dog grooming) and
reasons for socialising (e.g. showing off pets
in video chats).
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Convenience Culture 2.0 With Ever More Demands
In The After Dark

China’s convenience culture is ever-intensifying with delivery services bringing any product
or service to consumers within ever-shrinking fime spans.

The on-demand sector is, understandably, ‘ ‘ CDia[you brnow? =

increasingly catering to life after dark, with more food
delivery services staying open untfil later, promising
delivery within 30mins or less — a very welcome
evolution for those who want to maximise their short
section of downtime without having to focus on
doing groceries or cooking themselves.

These days, some delivery
apps also provide a
service where you can
pay 15 Chinese yuan and
the delivery man will buy
anything you demand to
your home in an hour

— Binny, Haikou

According to a recent China Daily report, the volume
of China's online food ordering and delivery market
hit 441.5 billion yuan ($65.8 billion) in 2018, up 112.5%
year-on-year.

As the offer is growing, consumers are getting more demanding, and the delivery economy
players will have to up their game to stay relevant by offering higher quality products and
by creating an experience around their service.

There are over 30% of night dining consumptions spent after 9om, which is the golden
time for favorite mid-night snacks. According to JD.com's sales data from May to July 2019,
overnight orders increased by 60% year-on-year. On top of this, online convenience stores
overnight sales were 40 % up compared to previous years.

On-Demand Food Services
Available Until Late
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Capitalising On This Growth Opportunity

Working hours in China are longer than ever, and the time consumers can devote to
the activities they are eager to invest in is more precious than ever. To help brands
secure growth in this window of opportunity, MediaCom explored what the core
behaviours and expectations are from Chinese consumers at night.

Late night living often creates unhealthy lifestyle patterns, which is a cause of
concern for many consumers - but not something they feel equipped to change
themselves.

Brands have an opportunity to act as a partner in helping consumers obtain
healthier habits and lifestyles after dark — guiding them in their quest to obtain
better sleep patterns through advice and product solutions, offering them more
nutritious on-demand food opfions late at night, and encouraging them to take
part in fitness activities both in- and out-of-home.

As consumers work until late and are expected back in the office in the morning,
nightlife starts later and lasts shorter than it used to.

This, combined with more extensive in-home leisure opfions, means that brands

targeting the outdoor space need to really focus on ensuring their offering stands
out from the ever-growing competition and is clearly worth leaving the home for.
The focus should be on experiences that are unique, surprising and also tap into
underlying consumer needs for light relief on the one hand or self-improvement
on the ofher.

Prolonged working hours drive two seemingly contradictory consumer types - the
homebody who wants to switch off entirely once they get to leave the office, and
the curious urbanite who sets out to make the most of the expanded range of
night-time leisure options.

Understand which of these two audiences your brand is catering to and make
sure you optimise your products / services for their core occasion, allowing them
to enjoy either their night in an entirely guilt-free way, whether in or out of home.
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As Chinese consumers leave the office later than before, many activities which
were previously associated with daytime or the early evening have now shifted to
9PM or even much later. Any assumptions based on when activities should take
place are under scrutiny.

As previously “daytime” activities are now making their way intfo the night-time
segment, think about which other verticals you might want to explore as a brand.
If people go to the gym more often during the night-fime, can you offer them
any relevant ancillary services e.g. late-night hair wash or wellness? And what
could be the next “daytime” activity that consumers might want to enjoy after
dark?

The expanding offer of night-time activities is not just attracting young people, but
also speaks to older consumers who are increasingly taking advantage of late-
night experiences.

However, brands should not zero in on just one audience with their offering.
Square dancing is a great example of how young people are now finding this
originally ‘grandma hobby’ appealing as an after dark activity as well.

Chinese consumers with families feel a high amount of pressure as they want to
spend time with their children, which further limits the time they have for personal
pursuits.

Brands can appeal to this audience by creating products, services and activities
that can be enjoyed by all family members rather than being focused on just
parents/adults or just children — meaning those with families can spend time with
their spouse and children, while doing something that also confributes to their
personal enjoyment. Similarly, brands can cater to pet owners, by offering them
night-fime options that are relevant to the owner and the pet alike.

The convenience culture thrives at night as people are exhausted yet want to
maximise the hours before bedtime. However, as more companies enter this
space, the competitive landscape intensifies and consumer demands soar.

The on-demand culture is rapidly maturing in China — in order for companies to
remain on people’s radar, being present in the on-demand space is no longer
enough. Consumers are becoming more demanding when using services as
such: wanting better quality products and seeking experiences rather than
just solutions. This is especially applicable to on-demand food delivery, which
consumers will look to for a wider and healthier selection of products, as well as
an overall experience that goes above and beyond.and the pet alike.
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China's After Dark by MediaCom China
inspires and helps brand owners find new
growth opportunities in unexpected occasions,
segments and business models in a refreshingly
new look at the marketplace.

Is your brand ready to grow in the after dark
economy¢

To learn more about finding growth, sign up fo
our monthly newsletter:

If you are looking to uncover business growth
opportunities in the after dark economy or
interested in a full presentation of China After
Dark, please contact:

HOWARD THOMPSON

Chief Strategy Office, MediaCom China
21F, WPP Campus, 399 Hengfeng Road,
Nglelgle]glel!
Howard.Thompson@mediacom.com

SAW GIN TOH

Head of Insights, MediaCom China
21F, WPP Campus, 399 Hengfeng Road,
Shanghai
SawGin.Toh@mediacom.com
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