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Abstract 
The scale of China's sleep economy industry has continued to expand in recent years, 
among which the development prospect of sleep supplements market is particularly 
promising. The paper takes sleep supplements market as the object, supported by 4P 
marketing theory, STP theory and the data collected from a questionnaire, and uses 
multiple correspondence analysis to study the shopping preferences of consumers in 
different age groups for sleep supplements. Finally, we provide optimized solutions for 
the future development of Chinese sleep supplements companies. 
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1. Introduction 

Since the 18th National Congress of the Communist Party of China, “Healthy China” has become 
an important development strategy for China, and ensuring the quality of sleep is an important 
aspect of maintaining human health. As March 21, 2021, “the 2021 White Paper on Exercise and 
Sleep” released by the China Sleep Research Association shows that the number of insomniacs 
in China continues to rise, with over 300 million people having sleep disorders. As consumers' 
demand for sleep quality becomes clearer, as well as the industrial upgrading of traditional 
home textiles, the cross-border integration of sleep medicine and intelligent technology, the 
sleep industry is expected to become a new economic growth point in China[1]. Data shows that 
the market size of China's sleep economy industry has exceeded 400 billion CNY in 2020, and 
the sleep supplements market shows a better development trend and considerable prospect. 
Currently, both domestic and international scholars have studied the sleep supplements market. 
Zhong Yuanyuan (2021) found that currently melatonin is the dominant product for improving 
sleep in China[2]. Nynke de Jong (2017) found that each sleep supplement has its own unique 
target customer group, and the customers' attitudes towards sleep supplements and their own 
physical conditions both influence the purchase of sleep supplements[3]. He Xu (2017) 
proposed that Chinese health care companies should conduct sufficient research on target 
consumer groups, improve R&D investment, and ultimately develop corporate strategic 
decisions which meet China's Market Demand[4]. Scholars are more mature in their theoretical 
studies of sleep supplements, while there are few consumer-specific market segment studies. 
Therefore, the paper will focus on Chinese consumers to explore the shopping preferences of 
consumers in different age groups for sleep supplements, as well as provide optimal solutions 
for the future development of Chinese sleep supplements companies. 
The possible contributions of the paper are twofold: 
Firstly, the paper will start from the characteristics of sleep supplements, and combine 4P 
marketing theory and STP theory to provide optimized solutions for the future development of 
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Chinese sleep supplements enterprises. It will develop the marketing strategy and management 
theory of sleep supplements companies. 
Secondly, the paper will explore the behavioral characteristics of different age groups’ 
consumers in the purchase of sleep supplements, and provide suggestions for the sleep 
supplements companies to expand their market share in the sleep economy market. This will 
help the sleep supplements companies to maximize their benefits, and promote the sleep 
industry towards better and faster development. 

2. Related Concept and Theoretical Foundations 

2.1. Definition of Sleep Supplements 
Sleep supplements refer to dietary supplements containing melatonin, date palm, 
sesquiterpene, valerian root and other sleep-promoting nutrients, which can be classified as 
melatonin sleep supplements and herbal sleep supplements according to different sleep-aiding 
ingredients. 

2.2. Theoretical Foundations 
(a) 4P marketing theory 
In 1967, Philip Kotler in the first edition of his book “Marketing Management: Analysis, 
Planning, and Control” confirmed the 4Ps as the core of the marketing mix approach, including 
product, price, promotion, and channel. 
(b) STP theory 
The STP theory is a central concept in marketing that is the absolute key to serving a market 
successfully. STP refers to three activities: segmentation, targeting, and positioning. Marketers 
segment markets and identify attractive segments to target, before developing suitable 
positioning strategies and allocating resources to prioritize marketing activities. 

3. Data Analysis 

3.1. Overview of Multiple Correspondence Analysise 
Multiple correspondence analysis is applied to analyze the relationships among multiple 
categorical variables with the following explanatory principles: From the origin (0,0), dense 
points in approximately the same area on the same orientation, if they are different 
classifications of the same variable, they have similar characteristics; if they are classifications 
of different variables, they are related to each other, and vice versa[5]. In the paper, we will use 
this method to segment the consumers of sleep supplements. 

3.2. Source of Data 
In this paper, we adopt quota sampling and simple random sampling method. We assigned the 
number of questionnaires to be distributed based on the weight of the number of permanent 
residents in the seven regions of China to the total number of residents. Based on the above 
results, the respondents were randomly selected to distribute the questionnaires. Finally, 729 
valid questionnaires were obtained, which passed the reliability test and validity test. The 
questionnaire was set up with a jumping question, those who had shopping experience for sleep 
supplements continued to fill in the questions, and those who had no shopping experience 
ended their answers. As a result, 177 questionnaires were returned for those who had shopping 
experience for sleep supplements. The empirical analysis data of the paper will use the 177 
returned questionnaires. 
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3.3. Selection of Variables 
The paper analyzes the basic characteristics and shopping preferences of sleep supplements 
consumers in each age group, with gender and income selected as basic characteristics and 
shopping preferences corresponding to the 4Ps. The analysis provides references for sleep 
supplements companies to locate a reasonable target market and develop a suitable marketing 
strategy. 

3.4. Analysis of Results 
(a) 18-25 years old: according to Figure 1, female consumers with a monthly income of less 
than 3,000 CNY, aged 18-25 years old, are associated with e-commerce platform and gummy-
type sleep supplements. It can be seen that between the ages of 18-25 and with a monthly 
income of less than 3,000 CNY, these consumers prefer to buy gummy-type sleep supplements 
online. 
 

 
Figure 1. Consumer segmentation of sleep supplements (18-25 years old) 

 
(b) 26-30 years old: according to Figure 2, male consumers are associated with a monthly 
income of 3001-5000 CNY, pharmacies, supermarkets/stores, tablet, and high pricing. It can be 
seen that male consumers aged between 26-30 years old with a monthly income of 3001-5000 
CNY consider the pricing of sleep supplements to be high and usually choose to shop in physical 
stores, preferring to buy sleep supplements in tablets. 
 

 
Figure 2. Consumer segmentation of sleep supplements (26-30 years old) 
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(c) 31-40 years old: according to Figure 3, oral liquid, vitamins, tablets, foreign purchases, e-
commerce platform, advertising, and reasonable pricing are closely related. It can be seen that 
consumers aged between 31-40 years old most often buy vitamins, oral liquid, and tablet-type 
sleep supplements, and consider sleep supplements reasonably priced, preferring foreign 
purchases and online purchases of sleep supplements, while the purchase intention is 
influenced by advertising. 
 

 
Figure 3. Consumer segmentation of sleep supplements (31-40 years old) 

 
(d) 41-50 years old: according to Figure 4, it can be obtained that there is a close correlation 
between females, monthly income of 1001-3000 CNY and 5001-10000 CNY, price reduction 
promotion, foreign purchases, and low pricing; males, monthly income of 3001-5000 CNY, 
melatonin type, drugstore, advertising and reasonable pricing. It can be seen that female 
consumers aged 41-50, with a monthly income between 1001-3000 CNY and 5001-10,000 CNY, 
consider sleep supplements to be underpriced, prefer price reduction promotions, and often 
choose to buy sleep supplements through foreign purchases; male consumers aged 41-50, with 
a monthly income between 3001-5000 CNY, prefer to buy melatonin-based sleep supplements, 
and consider sleep supplements to be reasonably priced, and often choose to buy sleep 
supplements in pharmacies, while the willingness to buy is influenced by the advertising 
campaign. 
 

 
Figure 4. Consumer segmentation of sleep supplements (41-50 years old) 



Volume 3 Issue 6, 2022 

DOI: 10.6981/FEM.202206_3(6).0027 

217 

Frontiers in Economics and Management 

ISSN: 2692-7608 

 
(e) Over 50 years old: according to Figure 5, consumers with a monthly income between 1001-
3000 CNY have a strong association with the melatonin category, capsules, pharmacies; 
consumers with a monthly income between 3001-5000 CNY have a certain association with 
advertising, foreign purchases, vitamin category; consumers with a monthly income between 
5001-10000 CNY have a strong association with tablets, herbal extracts. It shows that people 
over 50 years old have different channels of access to information and the differences between 
incomes, which lead to differences in consumption preferences. 
 

 
Figure 5. Consumer segmentation of sleep supplements (over 50 years old) 

 
In summary, different age groups of consumers have their characteristics, melatonin 
composition, tablets, oral liquid forms of sleep health care products are more popular with 
consumers; pricing reasonableness and income is a positive relationship; young groups prefer 
online shopping for sleep health care products, middle-aged groups more often choose to store 
in physical stores, while overseas shopping is the primary choice of some consumers; most 
groups prefer price reduction promotions, and advertising has a non-negligible impact on 
consumers' willingness to buy. 

4. Recommendations 

4.1. Launching New Products Or Product Portfolios 
Rich and diversified product categories can meet the differentiated needs of different consumer 
groups. According to the questionnaire and data analysis results, the most purchased sleep 
supplements are melatonin-related products, which shows the credibility of them, but it also 
reflects the relative scarcity of sleep supplements in the market, so it is necessary to expand the 
research and development of product categories. In addition, it can be bundled with other 
functional products, such as sleep aids, sleep foods, teas, etc. 

4.2. Adopting Differential Pricing 
Product price is a very sensitive factor in the marketing mix, so the pricing strategy should be 
reasonably customized. In the pricing strategy, sleep supplements can use differential pricing 
methods according to the acceptability of different consumers, and continuously improve the 
cost performance of sleep supplements. 
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4.3. Expanding Sales Channels 
The survey found that the main channels for consumers to purchase sleep supplements are 
through e-commerce platforms, followed by supermarkets and stores. Companies can rely on 
Taobao, Jingdong, and other e-commerce platforms, through the enterprise's store direct sales, 
Tianmao supermarket, Jingdong self-operated, and other official stores, increasing the channels 
for consumers to buy products. At the same time, it is important to strengthen the operation of 
physical stores by reasonably dividing the areas of different products in physical stores and 
improving the service level of sale staff to recommend and guide on demand. 

4.4. Strengthening Precision Marketing 
Sale staff should have sufficient professional ability to help consumers choose the right 
products. Consumers using sleep supplements without guidance may make it less effective and 
reduce the sense of consumer experience, so it is important to strengthen the training of service 
personnel. At the same time, enterprises can reach effective cooperation with celebrities and 
bloggers to enhance product awareness, exposure, and credibility, so that sleep supplements 
can reach consumers and enhance the sense of product experience. 
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