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“According to the National Bureau of Statistics, there are
more than 15 million women giving birth to babies in

China every year, with the majority of them (about 65%)
being first-time mums."

– Laurel Gu, Senior Research Analyst

This report looks at the following areas:

• What are mums’ key roles and responsibilities within the family?
• What do mums miss the most after giving birth to their babies?
• What are mums’ plans and priorities for the future?
• What are mums’ most desired achievements in life?
• What are mums’ main concerns for their babies?
• Mums’ attitude towards parenting?

The fact that mums have experienced radical changes in their life over the past a few years – from
being a little empress to their own parents to becoming responsible for their own family and kids –
requires them to gain new physical skills (eg, cooking, baby care), setting up new goals in life (both for
themselves and for other family members) as well as making more efficient use of their time and effort
to be able to accomplish their goals.

It is undoubted that mums will be looking for support – both physical and emotional – from companies
and society to aid them through the process.
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