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“The mother and baby products retail market has not only
grown quickly, but it has also quickly moved online.

However, it is a market where trust in quality and advice
are crucial. Consumers need to be convinced of product

quality in-store before they go on to buy online."
– Matthew Crabbe – Director of Research, Asia-

Pacific

This report looks at the following areas:

• Previous purchasing of baby products
• Important factors influencing retailer choice
• Planning and research prior to product purchase
• Factors influencing product purchase
• Health and safety factors influencing product purchase
• Attitudes towards mother and baby products

Building brand trust and confidence increasingly means companies must not only sell high quality
products, but also provide a high level of expertise and advice. This means developing new services
with the help of infant development experts and institutions, but also training staff to deliver that
expertise.

As the market quickly expands into lower tier cities, brands and retailers must see their business
expansion not just in terms of product delivery logistics, but also in terms of service and expertise
delivery. It also requires better provision of information and engagement with consumers, using all
retail channels (both online and in-store), as well as engaging with consumers through social networks.
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Baby King (孩子王)

Goodbaby (好孩子)

Other key mother & baby specialists

Aqin (爱亲母婴生活馆)

Baby Island (爱婴岛)

Qinqin Baby (亲亲宝贝)

Lijia Baby (丽家宝贝)
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Figure 33: Consumers’ attitudes towards purchasing mother and baby products, May 2015

Demand for knowledge rises with income level
Figure 34: Consumers’ attitudes to purchasing mother and baby products, by monthly household income group, May 2015

But consumer attitudes are very different by city
Figure 35: Consumers’ attitudes towards purchasing mother and baby products, by tier 1 city, May 2015

Figure 36: Consumers’ attitudes towards purchasing mother and baby products, by tier 2 & 3 city, May 2015

Figure 37: China – Total market value for mother and baby product retail sales, 2010-20

Methodology

Abbreviations

Factors Influencing Product Purchase

Health and Safety Factors Influencing Product Purchase

Attitudes towards Mother and Baby Products

Appendix – Market Size and Forecast

Appendix – Methodology and Abbreviations

Report Price: £2463.80 | $3990.00 | €3129.79

Mother and Baby Products Retailing - China - September 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/717860/
mailto:reports@mintel.com

	Mother and Baby Products Retailing - China - September 2015
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Size and Forecast
	Market Segmentation
	Market Drivers
	Key Players – What you need to know
	Format Share
	The Big Online Portals
	Key Mother and Baby Specialists’ Differentiation
	The Consumer – What You Need to Know
	Previous Purchasing of Baby Products
	Factors Influencing Choice of Retailer
	Planning and Research Prior to Product Purchase
	Factors Influencing Product Purchase
	Health and Safety Factors Influencing Product Purchase
	Attitudes towards Mother and Baby Products
	Appendix – Market Size and Forecast
	Appendix – Methodology and Abbreviations



