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“In order to understand middle class needs and
aspirations, companies need to understand their
behaviour, demographic and socio-economic profile, and
how these impact on their lifestyles, social positions and
future plans.”

— Lui Meng Chow, Research Analyst
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In this report we answer the key questions:

BUY THIS

= What are the different middle class segments, what are their priorities and what are they REPO RT NOW
looking for?

= What is the best way of mixing Western and Chinese products and branding in order to
target the middle class? VISIT:

= How much of a role does status and conspicuous consumption play in middle class Store. minte| .com
spending habits?

= How can companies target those who are belt tightening but also who would like

products and services that offer a compromise with price, quality and brand? CALL:
= What are the Chinese middle classes doing to improve their living in terms of happier and EMEA
healthier lives? What are their key lifestyle aspirations?
+44 (0) 20 7606 4533
Mintel predicts that there will be 35 million middle class households in China by 2015. China’s cities are
already home to a huge market of increasingly affluent consumers. The market will continue to grow Brazil
over the coming years, meaning that it is essential to understand China’s new middle class and the 0800 095 9094

various transformations ongoing in China in terms of financial reform, global competitiveness, social
development and even environmental sustainability.
Chi t d diffi t levels of ional devel t al iddle cl IS

ina’s vast area and different levels of regional development also mean middle class consumers
cannot be regarded as a single segment. Instead, they represent multiple segments that think +1 (312) 943 5250
differently depending on their socio-economic and demographic profiles. China’s Eastern coastal region
for example is home to the most affluent consumers, while the Central and Western regions, which are
experiencing rapid GDP growth, have a rising number of less affluent but still important middle class
consumers. Many multinationals face difficulties in understanding the unique attributes of these
different middle class segments.
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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
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