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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? REPORT NOW
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 VISIT:
three cities? _ o . store.mintel.com
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 CALL
vacations)? = Y/[=N
= What are the key differences in lifestyles between consumers living in different city tiers?
+44 (0) 20 7606 4533
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 Brazil
business implications for companies and brands when marketing to consumers in different city tiers. 0800 095 9094

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. Americas
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APAC
+61 (0) 2 8284 8100

EMAIL:
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?
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The Consumer — What are Most Interesting Leisure Activities?
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Figure 41: Leisure activity preferences, October 2014
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Figure 44: Weekend leisure activity preferences among high-income consumers, by city tier, October 2014

Long holidays: growing interest in travelling with an interesting theme
Figure 45: People who are interested in travelling/sightseeing during public holidays and paid vacations, by city tier, October 2014
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Appendix — The Consumer — What Stands for a High-quality Product?

Figure 65: Factors influencing quality perceptions, October 2014
Figure 66: Most popular factors influencing quality perceptions, by demographics, October 2014

Figure 67: Next most popular factors influencing quality perceptions, by demographics, October 2014
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Appendix — The Consumer — What are Consumers’ Shopping Habits?
Figure 68: Shopping attitudes, October 2014

Figure 69: Most popular shopping attitudes, by demographics, October 2014
Figure 70: Next most popular shopping attitudes, by demographics, October 2014
Figure 71: Other shopping attitudes, by demographics, October 2014

Appendix — The Consumer — What are Most Interesting Leisure Activities?

Figure 72: Leisure activity preferences, October 2014

Figure 73: Most popular leisure activity preferences — After work/school, by demographics, October 2014
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Figure 75: Most popular leisure activity preferences — Weekends, by demographics, October 2014
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Figure 77: Most popular leisure activity preferences — Public holidays, by demographics, October 2014

Figure 78: Next most popular leisure activity preferences — Public holidays, by demographics, October 2014
Figure 79: Most popular leisure activity preferences — Paid vacations, by demographics, October 2014

Figure 80: Next most popular leisure activity preferences — Paid vacations, by demographics, October 2014
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