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“Consumers in tier one to three cities make up for more
than 70% of the total urban population in China, making
them the target of the majority of leading companies that

have been trying to increase their product user base –
especially in the lower tier cities – for further growth."

– Laurel Gu, Senior Research Analyst

This report looks at the following areas:

• How do consumers in tier one to three cities plan to allocate their spare money?
• In which categories are consumers in tier one to three cities willing to spend more on

premium products?
• How can companies and brands prove high-quality products to consumers in tier one to

three cities?
• What are consumers’ shopping habits in tier one to three cities?
• What leisure activities are consumers in tier one to three cities most interested in after

work/ over the weekend and during longer vacations (eg, public holidays and paid
vacations)?

• What are the key differences in lifestyles between consumers living in different city tiers?

Chinese consumers are diverse; people living in different city tiers have different spending power, live
in different retail environments, with their interests and needs varying as well, which can all have
business implications for companies and brands when marketing to consumers in different city tiers.

This report focuses on the following aspects when studying the differences across city tiers: consumers’
spending priorities, shopping needs and habits as well as leisure preferences.
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