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“The disposable income of Chinese consumers has grown
by 10.1% in 2014, leading to even higher savings amongst
the Chinese people. This creates an environment
favourable for financial investments: the deposit rate is
becoming less appealing.”

— LindalLli, Senior Research Analyst

This report looks at the following areas:

BUY THIS

= What is the current development stage of the personal finance market in China? How REPORT NOW
sophisticated are the individual investors in China?
= What are the preferences of Chinese consumers when choosing investment products?

= What are the important consideration factors when Chinese consumers choose V I S | T:
investments? store.mintel.com

= What are the main types of investors in China?

The disposable income of Chinese consumers has grown by 10.1% in 2014, leading to even higher CALL

savings amongst the Chinese people. In addition, the People’s Bank of China has been continuously EMEA

lowering the interest rate and required reserve ratio to stimulate manufacturing and property
investment. This creates an environment favourable for financial investments: the deposit rate is
becoming less appealing. Consumers are no longer satisfied with the return if leaving their money in a
savings account, and will seek investments that would bring them more benefits. Brazil
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Within this report Mintel investigates consumers' purchase behaviour of investment products as well as
their general attitudes towards investment products. The report also investigates the different sources
that consumers refer to when choosing investment products. Americas

+1 (312) 943 5250

Definition
The report discusses personal financial investment products that consumers use to manage their APAC
financial wellbeing, including commonly seen bonds, stocks, funds, wealth management products sold +61 (0) 2 8284 8100

by banks, precious metal, futures and options, insurances, etc., and emerging innovative financial
investments, such as online financial products (such as YU’E Bao and Ling Qian Bao) and peer-to-peer

investments. EMAIL:
reports@mintel.com

Investments in properties, antiques or partnership of a company are not discussed in detail but they
have been referenced as a comparison with financial investment products.

Mintel also divides consumers into three groups based on their monthly household income (MHI). The
table below shows the definitions of low income, middle income and high income consumer groups.

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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Background — Current Macroeconomic Conditions and Popular Investment Products
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Consumers seek higher return from financial investment products
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The demand for insurance goes up as people get older
Figure 20: Ownership of insurance products, “I own it currently”, by age and income, April 2015

The Consumer — Reasons for Not Buying Financial Investment Products
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Lack of knowledge is the biggest barrier

Figure 21: Reasons for not buying financial investment products, April 2015
People are most worried about the high risk of investing in stocks

Help people to start small by innovating wealth management products

The Consumer — Important Consideration Factors When Choosing Financial Investment Products
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Figure 22: Important consideration factors in choosing investment products, April 2015

Women and younger consumers are more suitable for regular investment plans
Figure 23: Important consideration factors in choosing investment products, by gender and age, April 2015

High earners are more likely to look beyond the surface
Figure 24: Important consideration factors in choosing investment products, by monthly household income, April 2015

The Consumer — Opinions on the Credibility of Information Sources
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Consumers mostly rely on recommendations from others
Figure 25: Opinions on the credibility of information sources for choosing investment products, April 2015

Compared to men, women are less active investors
Figure 26: Opinions on the credibility of information sources for choosing investment products, by gender, April 2015

Consumers from tier two/three cities rely much more on bank staff/wealth managers
Figure 27: Opinions on the credibility of information sources for choosing investment products, by city and tier, April 2015

The Consumer — Attitudes towards Personal Investment Products

Key points
Most consumers agree it’s better not putting all your eggs in one basket

Figure 28: Selected attitudes towards personal investment products, April 2015
In general, Chinese investors are still quite conservative

Figure 29: Selected attitudes towards personal investment products, April 2015

Figure 30: Agreement with selected attitudes towards personal investment products, by age and monthly household income, April 2015

The Consumer — Segmentation

Key points

Mapping out the different consumer clusters
Figure 31: Target groups, April 2015

Knowledgeable optimists (23%)

“Hard-working” self-believers (25%)

Conservative savers (25%)
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The unconcerned (27%)

The Consumer — Meet the Mintropolitans

Why Mintropolitans?

Who are they?
Figure 32: Demographic profile of Mintropolitans versus Non-Mintropolitans, by gender, age and personal income

Figure 33: Demographic profile of Mintropolitans versus Non-Mintropolitans, by marital status, city tier and education level
Mintropolitans are active and sophisticated investors

Figure 34: Ways of managing household disposable income, by consumer classification, April 2015

Figure 35: Important consideration factors in choosing investment products, by consumer classification, April 2015

Figure 36: Opinions on the credibility of information sources for choosing investment products, by consumer classification, April 2015

Mintropolitans adopt a sound investment strategy
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