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Consumers' confidence will generally soar; 
consumption of daily necessities is falling; bank 
savings are decreasing, with investments in 
other fields increasing. At the same time, the 
consumption of entertainment and health-
related sectors sees significant growth. 

These conclusions are drawn from a 
survey of consumers from six major Chinese 
cities - Beijing, Shanghai, Guangzhou, Chengdu, 
Wuhan and Shenyang - by Ipsos, a global lead
er in survey-based market research. Although 
the shadow of the global financial crisis hasn't 
completely dissipated, domestic consumers in 
China have formed opinions on the develop
ment trends in 2010 of the overall economy 
and their personal consumption situations 
during the aftermath of the financial crisis. 

We believe that domestic consumption in 
2010 will be characterised by these ten major 
trends. In the current market, there are great 
differences in consumer confidence levels 
in different product categories and different 
consumer groups. Companies should conduct 
further studies of market segments and target 
consumers, aiming at consumer demands with 
higher profits. 

CONSUMERS' CONFIDENCE SOARS 

Due to the impact of the financial crisis in 
2008/09, domestic and overseas economic 
experts still have modest expectations for 
the economic situation in 2010. However, 
46% of consumers surveyed are bullish 

about the current economic situation and opti
mistic about the prospects for the year ahead, 
with 60% of consumers expressing genuine 
anticipation for the economy to develop.This is 
15% higher than consumer sentiment in 2009. A 
greater number of people surveyed expressed 
expectation of an improvement in household 
financial conditions in 2010. 

A CONSENSUS IS REACHED ON PRICE 
INFLATION 

Due to successive price rises in water, 
electricity, oil, vegetables and meat, 
around 90% of respondents believe 
commodity prices will continue 
to rise in 20IO.These inflationary 

changes are expected to derive from three 
specific areas: wages/bonuses, 41 %; basic living 
expenses (water/electricity/gas/coal), 36%; and 
grain and oil prices, 33%. 

BANK SAVINGS DECREASE WHILE 
INVESTMENTS IN OTHER FIELDS RISE 

Around 70% of consumers are wor
ried about the consequences of price 
inflation and think currency infla
tion is likely in 20IO.This will change 
consumer attitudes to investment and 

finance. Although bank savings are still the most 
popular form of investment, the number of 
savers has dropped by 10%, and a further 13% 
plan to reduce their bank savings. Meanwhile, 
financial projects, such as starting a business, 
conducting business, investing in real estate and 
gold, have aroused unprecedented attention. 

CONSUMPTION DIFFERENCES 
BECOME MORE AGE-SENSITIVE 

Although consumer confidence is 
at a high, in general, consumption of 
products varies by age group. Ipsos 
finds that consumers aged from 18 
to 25 pay attention to their employ

ment environment (47%) and the balance 

between work and life (29%); while 30% of 
26-to-30-year-olds pay attention to real estate; 
those aged over 31 are concerned with their 
children's education, stock investment and 
financing; while consumers over the age of 
36 have begun to attach more importance to 
health and disease prevention. 

INVESTMENT IN ENTERTAINMENT 
CONSUMPTION INCREASES 

* Expectations regarding the economic 
situation can directly affect consumer 

| behaviour. In 2009, the general public's 
\ c o n s u m e r confidence bounced back, 

which can be confirmed by their 
spending during the year. In 2010, a notable 
change in spending will occur in entertainment. 
One specific example is an anticipated 10% or 
more increase in spending on leisure activities: 
domestic and foreign holiday travel, entertain
ment and watching movies.This reflects a 
change in behaviour to out-of-home activity: the 
number of consumers who plan to frequently 
eat fast food and stay at home will decrease 
10%, with 15% cutting spend in these areas. 

Chinese con



C H I N E S E C O N S U M E R T R E N D S 

CONSUMPTION DEMAND FOR 
AUTOS. HOMES A N D HIGH-END 
BRANDS REMAINS CONSISTENT 

Ipsos' study shows that 65% of 
consumers surveyed spent more in 
2009, with 27% of consumer spending 
remaining unchanged and only 9% 
spending less. Among those who 

increased their consumer spend, 70% aged 
26 to 45 spent more on increasing family 
domestic living tastes in 2009, and this trend is 
expected to continue in 2010. 

Furthermore, the proportion of different 
population groups who will be affected by 
commodity price rises will decrease based on 
age increment. As entertainment consump
tion continues to rise, 30% of consumers also 
plan to purchase housing, automobiles and 
luxury goods. 

Of these, 60% will increase their spend
ing on housing and automobiles; and approx
imately 50% will increase their spending 
on luxury goods. For the 41 -to-45-year-old 
consumer group, 45% are inclined to purchase 
more expensive brands and products. 

HEALTH A N D DISEASE PREVENTION 
ARE THE UP-AND-COMING FOCUS 
FOR SPENDING 

Thanks to improvements in the 
quality of life and standards of 
living, and especially now that issues 
surrounding housing, transportation 
and children's education are 

becoming more manageable for Chinese 
citizens, personal health is starting to become 
a main focus.The survey results show that 
domestic consumers aged 36 years and older 
have dramatically improved their consumption 
of, and concern with, health improvement and 
disease prevention. 

CONSUMPTION OF DAILY 
NECESSITIES DROPS 

With regard to consumption 
expectations in 2010, there will be 
an overall optimistic trend, but the 
consumption situation will vary in 
different categories. According to the 

Ipsos study, over 30% of those surveyed plan to 
purchase housing, luxury goods or automobiles; 
among these, 60% will increase expenditure on 
housing and automobiles, and nearly 50% will 
increase expenditure on luxury goods. 

The remaining 70% of the surveyed 
consumers plan to buy digital products; among 
them, 89% will either increase expenditures or 
keep their spend unchanged. 

For companies specialising in daily 
necessities, such as food/beverages, apparel/ 
footwear and headwear/ornamental articles, the 
news is not good. Although more than 70% of 
those surveyed expressed intent to purchase 
goods, only a little over 50% said they will 
keep consumption expenditures at the same 
level as 2009, while 10% said they will decrease 
spending on apparel/footwear and headwear/ 
ornamental articles. 

ONLINE SHOPPING IS THE GROWING 
BIG TREND 

Economical and convenient online 
shopping is becoming more and more 
popular among consumers in China. 
The Ipsos survey shows that, in 2009, 
60% of consumers increased their 

spending through online shopping, and in three 
main categories: clothing and accessories; 
electronic/digital products; and popular daily 
necessities. In addition, the number of consum
ers who plan to increase their consumption 
via online shopping is 12% greater than the 
amount who will increase their visits to retail 
shops.This is mainly because, during the 
economic crisis, consumer demand for daily 
necessities did not fall too much due to rigid 
demand, although consumers will look for 
ways to decrease spending. Companies should 
pay more attention to this trend. Currently, 
Lenovo, P&G, Uniqlo and others have opened 
outlets on retail siteTaobao, mainly to cater to 
such consumer demands. 

PROMOTION IS NO LONGER THE 
MAINSTREAM 

Generally, the economic 
crisis will make consumers 
pay more attention to prices 
when shopping, resulting in 
companies facing the challenge 

of expanding market share, while maintain
ing brand image.There is no unified solution 
because consumer brand loyalty varies a lot 
and they are sensitive to promotion campaigns. 
Based on the Ipsos survey, we found that 
establishing brand image is especially important 
for automotive enterprises, because 53% of the 
surveyed consumers said they will continue 
to purchase their favourite vehicle brands, 
whether or not there are promotion cam
paigns conducted by other brands. 

However, for companies focusing 
on digital products, promotion is more 
significant, with 37% of consumers surveyed 
saying that they may continue to purchase 
their favourite brands, but that they intend 
to buy them during promotion campaigns. 
Daily necessities are more affected by 
promotion campaigns, with 43% of those 
surveyed saying that, although they prefer 
their own favourite brands, they will buy 
others if they hold promotion campaigns. 
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