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This report looks at the following areas:

* How consumer spending on the home has changed and the growth
potential over the next five years

» Key drivers of home-living spending and changes in the marketplace

« Competitive landscape of the home furniture market

 Key trends in brands’ marketing activities and product innovation

« Consumer living status, their desired home feeling and current key
concerns

« How home brands can better engage with consumers through content
marketing and product placement

« Key attributes associated with selected brands in the home market

Consumer spending in the home sector had already recovered to pre-
COVID-19 levels by 2021 and is set for steady yet moderate growth over the
next five years. However, the market remains highly competitive and
fragmented. This puts pressure on brands to find a balance between quality
products and good value, while they also need to account for an increasingly
aesthetically demanding consumer group with good design.

To achieve success in the long term, brands need to respond to changing
demographics in Chinese households. A rising senior population, smaller
families, and a growing number of pet owners and gamers are providing new
opportunities for home brands to target specific home-living needs among
today’s modern families. This modern family does not only reflect demographic
change, but is also embracing new family values and lifestyles.

The proliferation of content marketing on social media has provided new ways
for brands to target consumers and paved the way for new players. To
succeed in the market, brands should not only offer products that have an
appealing design, but should also be bolder in establishing themselves as new
frendsetters in design aesthetics and lifestyle values.
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“It is important for home

brands to strike a balance

between quality, design and

value to win in a very

fragmented market. At the

same time, they need to be

more vocal in promoting

themselves as design or

lifestyle trendsetters, as in the

fashion or beauty industry.”

- Gloria Gan, Research

Analyst
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Gamifying the offline retail experience
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Go eco-ethical
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Go gamers!
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ROG, 2021
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common
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25-49 year olds have the highest call for a sense of design
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Figure 50: Selected interest in content marketing, by age,
2021
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Figure 51: Examples of bloggers sharing DIY home products
on Xiaohongshu, 2022
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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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