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“Although China is getting more tolerant of different ways
of living, this is still a collectivistic society – valuing family

cohesion and conformity. This means dating, wedding
planning and marriage counselling businesses will not

become sunset industries. In fact, young couples are more
likely to share wedding-related tasks with each other (and

not with their parents).”
– Alina Ma, Associate Director

This report looks at the following areas:

• New business opportunities in gifts for wedding guests
• How to create buzz for wedding travel products?
• How to persuade people to buy wedding-related products and services?

With the continuously falling marriage rate, China seems to be experiencing an issue with marriage,
perhaps because more people have come to doubt marriage and their future partner as the majority of
them tend to get married in the first three years of knowing each other. This in fact offers a good
opportunity for matchmaking companies, insurance companies or law firms to tap into. Although people
do like to stay single for longer period of time, they are largely influenced by traditional family values.
When they get married, a wedding ceremony is usually a must-have and the bride and groom, instead
of their parents, tend to be the main decision-makers for various wedding products.
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