
This report looks at the following areas:

•• Housing status and concerns
•• Ownership and interest in home equipment
•• Household spending intentions
•• Value-added features for home products
•• Impressive marketing campaigns
•• Attitudes towards home design

The home has always had great meaning attached to it in the Chinese
tradition, accommodating and uniting the whole family. In the modern context,
with living conditions improving remarkably during the past few decades,
people are shifting their attention to home design, longing to create delightful
private spaces. The outbreak of COVID-19 has further strengthened people’s
emotional attachments to their homes. New concepts like the smart home,
home ambience and holistic wellbeing at home are the key industry driving
forces today.

This Report investigates Chinese consumers’ attitudes towards home design,
starting with current housing status and concerns, and covering preferred home
design style and whether they do home design themselves. In addition, this
Report discusses product-related topics such as ownership and interest in
home equipment and value-added features of home products, as well as
impressive marketing campaigns from a promotion perspective.
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“Along with improving housing
conditions, Chinese
consumers’ desire to achieve
and express their ‘lifestyle’
through home design has
never been higher. Beyond
basic functionalities, holistic
wellbeing at home has
become a priority, especially
in the wake of COVID-19.”
– Yuxi Shao, Research Analyst
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• The smart home trend is redefining what is essential for
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• Fashion and luxury brands expand to homeware market
driving creativity and inspirations
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• Natural home design style remains the mainstream choice
in China

• Home design is perceived as the top issue for improvement
Figure 22: Concerns about current home, November 2020

• Higher demand for home design style among the younger
group
Figure 23: Concerns about current home, by age group,
November 2020

• Environmental quality concerns stand out in lower tier cities
Figure 24: Concerns about current home, by city tier,
November 2020

• Health and smart concepts are the driving powers
Figure 25: Ownership and interest in home equipment,
November 2020

• Awareness of environmental problems drive health-related
products ownership in tier one cities
Figure 26: Ownership and interest in home equipment, by city
tier, November 2020

• True innovation is key for smart home appliances to win
over Gen Z
Figure 27: Ownership and interest in home equipment, by age
group, November 2020

• Upgrades of daily-use home products are perceived as
most worthwhile
Figure 28: Household spending intentions, November 2020

• Family men show equal interest in daily-use home products
as women do
Figure 29: Household spending intentions, by selected
demographics, November 2020

• Demand for sensory pleasure is high among the younger
generation
Figure 30: Household spending intentions, by age group,
November 2020

• Consumers with higher incomes are keener on elevating the
sense of ritual in their daily routines
Figure 31: Household spending intentions, by monthly personal
income, November 2020
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• Half of consumers are willing to pay over 50% extra for
sustainable materials
Figure 32: Spending willingness towards value-added
features, November 2020

• Willingness to pay extra for sustainable materials is high
regardless of income level
Figure 33: Spending willingness towards value-added
features, by monthly personal income, November 2020

• “Peace of mind” offered by established brands resonate
more with tier one consumers
Figure 34: Spending willingness towards value-added
features, by city tier, November 2020

• Design and uniqueness are more important for young
consumers
Figure 35: Spending willingness towards value-added
features, by age group, November 2020

• Diversified campaign channels is necessary for strong
impression
Figure 36: Impressive marketing campaigns, November 2020
Figure 37: Impressive marketing campaigns - TURF analysis,
November 2020

• High earners show intention to explore home design ideas
in comprehensive ways
Figure 38: Impressive marketing campaigns, by monthly
personal income, November 2020

• Different touching points by city tier suggest the guidance
consumers need most
Figure 39: Impressive marketing campaigns, by city tier,
November 2020

• Social-related topics more effectively involve Gen Z
Figure 40: Impressive marketing campaigns, by age group,
November 2020

• Natural home design style remains the mainstream choice
in China
Figure 41: Attitudes towards home design, November 2020

• Making a statement via home design is prevalent for young
people
Figure 42: Attitudes towards home design, by age group,
November 2020

VALUE-ADDED FEATURES FOR HOME PRODUCTS

IMPRESSIVE MARKETING CAMPAIGNS

ATTITUDES TOWARDS HOME DESIGN
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• Interior finishings and decorations are prioritised by
married consumers and single females respectively
Figure 43: Attitudes towards home design, by selected
demographics, November 2020

• Methodology
• Abbreviations

APPENDIX – METHODOLOGY AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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