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This report looks at the following areas:

Spending changes on various mother and baby product categories
Where consumers source mother and baby-related information and
purchase products

How consumers perceive the mainstream information channels of mother
and baby products

Why consumers are attracted to purchase mother and baby products from
online channels

Consumers’ attitudes towards mother and baby products and brands

Under the continuous influence of the COVID-19 epidemic, consumers of
mother and baby products are changing their shopping habits, which has a
profound impact on the market. The continuous development of online
channels makes the mother and baby product brands and retailers relying on
offline stores face huge challenges.

Parents’ desire for their children’s health and comfort drives them to invest more
in mother and baby products, which would be opportunities for high-end
products. With the continuous consumption upgrading, people’s demand for
high-quality mother and baby products is increasing, and high-quality mother
and baby products are becoming an indispensable part of family life with
children.

In the future, China’s mother and baby products market will continue to develop
towards premiumisation. With their business scale expanding and brand
recognition improving, domestic mother and baby products brands will usher in
a new period of development. Af the same fime, as people’s demand for
quality products continues to grow and their channel preference diversifies,
there will be more opportunities for innovative retailers and brands.
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“Low fertility rates will
continue to pose a challenge
to China’s mother and baby
product market. However,
brands are presented with
growth opportunities through
product innovation and
premiumisation as the young
generation parents are
seeking quality products to
ensure the wellbeing of both
their children and
themselves.”

- Diana Shao, Category
Director
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EXECUTIVE SUMMARY

The market

Figure 1: Best- and worsf-case forecast of retail sales of
mother and baby products, China, 2017-27 (fore)

Despite challenges, market still sees opportunities for
growth under consumption upgrading trend

eCommerce becomes the main channel to drive sales of
mother/baby products

Companies and brands

Traditional offline mother and baby retailers
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Kidswant (3%FX)

Vertical online mother and baby retailers

BabyTree (EE#)

Mia (83)

Mother and baby product brands

Goodbaby (471%¥)
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Enhancing omnichannel shopping experience for consumers
Deliver transparency to earn consumers’ trust

Hegen incorporates sustainable concept into design of
feeding bottles

New Nanit Pro baby monitor facilitates caring for baby
Innovative car seats improve comfort and safety for
children

Camping stroller from Elittle makes family trips easy

The consumer

Most baby product categories see spending increase
Figure 2: Spending on mother and baby products by
category, 2022

Utilise online touchpoints to engage more parents

Figure 3: Information sources for mother and baby products,
2022

Engage consumers by leveraging the different advantages
of information channels

Figure 4: Evaluation of information channels of mother and
baby products, 2022
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= Online channels outperform offline in consumers’ shopping

for mother and baby products

Figure 5: Purchasing channels of mother and baby products,

2022

* Provide professional services alongside with wide coverage

of products and brands
Figure 6: Attractive features for buying mother and baby
products from online channels, 2022

» Opportunities exist for brands to premiumise and cultivate

brand loyalty and for emerging brands to develop
Figure 7: Atftitudes towards mother and baby products
shopping, 2022

* What we think

ISSUES AND INSIGHTS

+ Bringing more sustainability into mother/baby product
innovation

¢ The facts

e The implications
Figure 8: Britax Romer carbon-neutral baby car seat, 2022

» Considering the mum when caring for the baby

¢ The facts

e The implications
Figure 9: Boppy's ComfyHug baby carrier made with yoga
wear fabric, 2022

MARKET SIZE AND FORECAST

» Mother/baby product market expects bumpy growth under

declining fertility rate

Figure 10: Retail sales of mother and baby products in Ching,

2018-22 est
Figure 1I: Best- and worst-case forecast of retail sales of
mother and baby products, China, 2017-27 (fore)

MARKET FACTORS

* Low fertility rates present challenges and opportunities
Figure 12: Number of new births and growth rates, Ching,
2015-21

* Increasing disposable income could potentially drive the
adoption of high-end mother/baby products
Figure 13: China’s per capita disposable income, 2016-22

- eCommerce becomes the main channel to drive sales of

mother/baby products
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KEY PLAYERS PERFORMANCE

Traditional offline mother/baby products retailers
Babemax (B2 %E)

Kidswant (3 FE)

Online vertical mother/baby products retailers
BabyTree (EE#H)

Mia (&%)

Mother and baby product brands

Goodbaby (471%F)

Yeehoo (%K)

COMPETITIVE STRATEGIES

Enhance omnichannel shopping experience for consumers
Figure 14: Dada collaborated with brands and retailers on
instant delivery services for mother and baby products, 2022
Deliver transparency to earn consumers’ trust

Figure 15: Pinduoduo launched “Mothers’ Transparent Factory”
activity, 2022

WHO'S INNOVATING?

Hegen redefines feeding bottles

Figure 16: Hegen feeding bofttles and lids, 2022

New Nanit Pro baby monitor facilitates caring for baby
Figure 17: Nanit Pro’s baby monitor, 2022

Innovative car seats improve comfort and safety for
children

Figure 18: Osann’s child seat with ventilation and CYBEX's child
car seat with full body airbag, 2022

Camping stroller from Elittle makes family trips easy
Figure 19: Elittle launched camping baby stroller for family
frips, 2022

SPENDING ON MOTHER AND BABY PRODUCTS

Most baby product categories see spending increase
Figure 20: Spending on mother and baby products by
category, 2022

Mums continue to be the primary decision-makers in baby
products consumption

Figure 21: Spent more on baby products, by gender, 2022
Parents planning to have more children drive consumption
Figure 22: Spent more on mother and baby products, by plan
tfo have more children, 2022
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SOURCE OF INFORMATION

Utilise online tfouchpoints to engage more parents

Figure 23: Information sources for mother and baby products,
2022

Leverage short video platforms to reach the post-90s
Figure 24: Information sources of mother and baby products,
by generation, 2022

Mid/high household income consumers use more diverse
information sources

Figure 25: Information sources of mother and baby products,
by monthly household income, 2022

EVALUATION OF SELECTED INFORMATION CHANNELS

Social media impresses parents with rich content and timely
information

Figure 26: Evaluation of social media as information source of
mother and baby products, 2022

Short video platforms excel at displaying rich and timely
content and information

Figure 27: Evaluation of short video platforms as information
source of mother and baby products, 2022

Figure 28: Evaluation of short video platforms as information
source of mother and baby products, by gender, 2022
Mother and baby online community/app differentiates by
latest information and professional content

Figure 29: Evaluation of mother and baby online community/

app as information source of mother and baby products,
2022

PURCHASING CHANNELS

Online channels outperform offline in consumers’ shopping
for mother and baby products

Figure 30: Purchasing channels of mother and baby products,
2022

Strengthen brand loyalty to drive repeat purchases from
consumers planning to have more children

Figure 31: Purchasing channels of mother and baby products,
by plan to have more children, 2022

High-income consumers prefer brands’ DTC channels

Figure 32: Purchasing channels of mother and baby products,
by monthly personal income, 2022

reports.mintel.com

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentatfion

Interactive Databook

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China  +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

© 2023 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1100685/

Mother and Baby Products Retailing - China - 2022 MINTEL

Report Price: £3695 | $4995 | €4400

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

ATTRACTIVE FEATURES OF ONLINE PURCHASING

* Provide professional services alongside wide coverage of

products and brands What's included

Figure 33: Attractive features for buying mother and baby c fve S
xecutive Summary

products from online channels, 2022

* Leverage smoother shopping experience and new products Full Report PDF

to attract mid/high-income consumers

Figure 34: Attractive features for buying mother and baby Infographic Overview

products from online channels, by monthly household income, Powerpoint Presentation
2022

* Well-developed ecommerce blurs boundaries among city

Interactive Databook

tiers, while consumers in tier 1 cities expect more imported
goods
Figure 35: Attractive features for buying mother and baby

products from online channels, by city tier, 2022 Did you knOW?

ATTITUDES TOWARDS MOTHER/BABY PRODUCTS SHOPPING . . .
This report is part of a series

» Drive consumption with high-end mother/baby products of reports, produced to
Figure 36: Selected afttitudes towards mother and baby provide you with a more
products shopping, 2022 holistic view of this market.

« There are chances for brands to cultivate loyalty among

All Mintel 2020 reports

sophisticated consumers

contain specific COVID-19
related research and
forecasts. The world’s

Figure 37: Selected positive atftitudes towards mother and

baby products shopping, 2022

+ Opportunities exist for emerging mother/baby product leading brands rely on
brands Mintel reports for the most
Figure 38: Selected positive attitudes towards mother and complete, objective and

baby products shopping, 2022 actionable market
intelligence.

APPENDIX - MARKET SIZE AND FORECAST

Figure 39: Best- and worst-case forecast of value sales of
mother and baby products retailing, China, 2017-27 (fore)
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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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