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1. Preface

History has much to teach us about the future. Before we gaze into our strategic “crystal 
ball” and attempt to envisage consumer trends in the next decade, it’s worth looking back 
to what happened in 2011. That was the year that the State Council announced its 10-year 
poverty alleviation program for China’s rural areas, paving the way for explosive growth in 
low tier market demand. It was also in 2011 that mobile social networks began to emerge 
in China; furthermore, that year saw the PBOC issue its first payment license, sparking the 
widespread adoption of mobile payments.

2011, therefore, was a year in which the clues to far-reaching trends were buried. The 
connection between these three trends was not apparent at the time, but they have since 
become so, and the resultant pivot to lower tier markets, mobile payments, and social 
e-commerce have interplayed to become the leading consumer market trends in the past 
decade.

History doesn’t repeat itself, but it often rhymes. Over the next 10 years, which consumer 
trends will be driven by the new policy environment? How will consumer demand and 
taste evolve? What new business opportunities will be created by the development and 
deployment of technology? In search of answers to these questions, BCG’s Center for Cus-
tomer Insight and Ocean Engine have teamed up, leveraging their data & analytics edge 
in order to help companies react to and fare better with these emerging trends.

This report focuses on the wider macro-environment and leverages consumer behavioral 
data from the Center for Customer Insight and social networks data from Ocean Engine to 
discover the most important industry development opportunities of the future. We hope 
that this report will offer readers a better sense of China’s consumer market and help pre-
dict future trends more accurately.

The Rise of New Lifestyles
Chinese Consumer Trends in the New Reality Series 2
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2. Chinese Consumers Redefining “A Better Life”

Despite the sudden shock of COVID-19, China’s economy has seen steady growth. In 2020, 
China’s GDP topped more than RMB 100 trillion, making it the only major economy to 
continue growing during the pandemic. Due to decisive government action and society- 
wide adherence to the control manners, China has seen production and consumption 
gradually return to normal. GDP and disposable income per capita quickly bounced back 
in the second quarter of 2020, before returning to normal growth levels. Residents’ spending 
gradually recovered and in the first quarter of 2021, once again became the primary  
contribution to growth. In fact, consumption was already the primary driver of Chinese 
economic growth for the previous 8 years running; the pandemic was just a brief interrup-
tion to an otherwise resilient and growing trend.

A resilient economic environment is key to improving ordinary people’s lives. Official data 
shows that, in the first half of 2021, employment figures were promising, and residents’ 
disposable income saw a steady increase. Employment grew by 6.98 million, while national  
disposable income per capita grew 12.6% compared to the previous year. Of this, rural  
residents’ disposable income grew 10% faster than urban residents. Overall, China’s  
economy grew steadily with rapid increases in income, stable spending, and a narrowing 
gap between rural and urban areas. All of these areas bolstered the foundations for  
continued consumption growth.

China’s macro policies have kept up with these changes. According to the report of the 19th 
CPC National Congress, what China now faces is the contradiction between unbalanced 
and inadequate development and the people’s ever-growing needs for a better life. At the 
celebration of the CPC’s centenary this year, Chinese President noted that “looking back 
on the Party’s 100-year history, we can see why we were successful in the past and how we 
can continue to succeed in the future” and “we must unite and lead the Chinese people in 
working ceaselessly for a better life.” It is clear that “needs for a better life” has become 
the core desire of Chinese people, rather than only “material and cultural needs”.  
In February this year, China announced it had totally eradicated poverty in the country. 
These changes all indicate that China’s economy is entering a new era of its history, and 
its consumer market is facing a new round of upgrading.

A natural question to ask would be: what is Chinese consumers’ idea of a better life? 
Our research indicates four key areas of focus: family happiness; national prosperity and 
strength; a better social environment and more civic-minded citizens; and better economic  
conditions. (See Exhibit 1.) It is clear that non-material needs have become part and parcel  
of ordinary people’s lives, and people’s idea of what constitutes a better life is increasingly  
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diverse. Material needs are gradually giving way in importance as non-material needs 
become an inseparable part of residents’ identity. In other words, people’s idea of a better 
life is moving away from the bare necessities and towards more spiritual pursuits.

What does “a better life” mean for Chinese people?

Material needs
Non-material needs

45%

43%

39%

35%

32%

25%

23%

23%

20%

19%

15%

14%

35%

Family happiness

National prosperity and strength

Better access to life’s necessities

Better social environment and
more civic-minded citizens

Self-actualization

Better economic conditions

Better IoT-enabled smart life

Better healthcare

Better education

Better natural environment

More freedom in life

Rich spiritual life

Better living conditions

% of respondents who consider each option important for a better life1（%）

People’s idea of what constitutes a better life is increasingly diverse, and 
material needs are gradually giving way in importance as non-material needs 

become an inseparable part in people’s daily life

Sources: Ocean Insight consumer survey; BCG analysis.
1Q: Which of the following is important for you to live a better life?

Exhibit 1 | Chinese People’s Idea of a Better Life Is Shifting from the Material Necessities 
Towards More Spiritual Pursuits



Boston Consulting Group & Ocean Engine January 2022

Chinese Consumer Trends in the New Reality Series 2: The Rise of New Lifestyles4

3. The Rise of Five Consumer Trends

Over the next decade, how will the needs of Chinese consumers level up? Which con-
sumption topics will become more popular? How will tech change industry? These key 
questions will be answered in this chapter.

Our research data shows that over the past few years, the Chinese consumer market’s 14 
areas have significantly changed, with a clear impact on consumers’ lives. In future, people  
will be willing to trade up in these areas. (See Exhibit 2.) These 14 areas are the most hotly 
discussed on social media, far more so than all other topics, which reflects the depth of 
interest. (See Exhibit 3.)

14 areas with real change over the past 5 years1

37

20

36

20

34

26
22

10

28 27

19 20
17

6

Enter-
tainment

Travel &
vacation

Household
& personal

care

Quality
content &
education

Food &
beverage

Financial
services

Health &
wellness

Sports &
fitness

Real
estate

Other sectors
(~5%)

Auto Furniture &
furnishing

Skincare &
cosmetics

Fashion &
apparel

Luxury &
jewelry

Net 
trading-up2 

( % )

% of respondents

66 21 19 19 31

Knowledge 
& skills Personal image Entertainment Health & wellness Home & mobility

Sources: Ocean Insight consumer trend survey; BCG China consumer survey; BCG analysis.
Note: Trading-up means spending more for better products, while trading-down means spending less and switching to lower-priced options.
1Q: Among the following areas, where do you see obvious changes over the past 3 to 5 years? 
2The difference between the percentage of people willing to spend more and the percentage of those who want to spend less. Q: for the 
following categories, will you trade up or trade down over the next year? 

Exhibit 2 | Over the Past Five Years, Changes in 14 Areas Have Had a Clear Impact on Con-
sumers’ Lives and We Have Observed Consumers’ Strong Trade-up
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We have identified 5 core consumer trends, namely health first, self-improvement, proactive  
self-presentation, smart home & mobility, and shared entertainment. (See Exhibit 4.) 
These trends in the consumer experience transcend product and industry. Brands can 
therefore think about whether their products and services fulfill the need of consumers 
for a better life.

Quality
content &
education

Financial
services 

Enter-
tainment 

Health &
wellness

Food &
beverage

Real
estateAuto

Skincare &
cosmetics

Travel &
vacation

Household
& personal

care
Sports &
fitness

Furniture &
furnishing

Fashion &
apparel

Luxury &
jewelry

Views

Likes

Comments

Reposts 

2020
vs. 

2019 

Much higher 
than average

Close to 
average

Slightly higher
than average

Growth of topics by segment vs. Tik Tok average1

Knowledge
& skills Personal imageEntertainment Home & mobility Health & wellness

Sources: Ocean Insight; BCG analysis.
1Compared topic growth by segment to average topic growth on Tik Tok.

Exhibit 3 | These 14 Topic Themes Won the Most Voices on Social Media, Far More than 
the Average of All Topics

Younger people are 
becoming increasing-
ly health-conscious 
and they, together 
with the elderly, are 
all seeking a healthy 
lifestyle    

A burning desire for 
skills & knowledge has 
boosted the 
development of quality 
content; the pursuit 
for a better life has 
unleashed the demand 
for financial services 
and knowledge

Consumers’ 
understanding of 
personal image is 
going beyond the 
skin-deep; they have 
personalized aesthetic 
needs embedded into 
their life

Technology has 
transformed people’s 
lives; smart 
connectivity expedite 
the widespread 
adoption of smart 
tech products, with 
autonomous driving 
as the next wave

As a feast for the 
senses, immersive 
entertainment 
appeals to both old 
and young 
generations

Self-
improvementHealth first

Proactive 
self-presentation

Smart home & 
mobility

Shared
entertainment

Exhibit 4 | Five Emerging Trends Among Chinese Consumers
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An analysis of the different consumer segments shows that the younger generation (aged 
18-25) have different focus than the older generation. They are more interested in proactive 
self-presentation and self-improvement and show less interest for health and family life. 
Interest in shared entertainment remains similar across different age groups. Businesses 
therefore need to be mindful of the generational differences in consumers’ needs. (See 
Exhibit 5.)

• Health and self-improvement are deemed the most important
• Those under the age of 25 are more interested in proactive self-presentation and self-improvement 

than the general average
• Those older than 25 care more about health and convenience of daily life, indicating that people’s 

needs vary according to their life stages
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Level of importance in consumers’ lives
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Health first Self-
improvement

Proactive self-
presentation

Smart home &
mobility

Shared
entertainment

Sources: Ocean Insight consumer trend survey; BCG analysis.

Exhibit 5 | There Are Generational Differences in Consumers’ Needs and Interests

These 5 trends reflect that consumers are interested in trading up, and they have the de-
mand for a better life. There are different levels of need, and consumers are continually 
leveling-up. After their most basic needs are met, consumers progress up the pyramid 
of needs, through love and belonging, esteem and individual expression, to the need for 
self-actualization. (See Exhibit 6.) For instance, consumption of quality products is an  
expression of the need for respect, while personalized consumption represents the need 
for self-expression. For brands, meeting people’s continually progressing needs and helping 
them pursue better lives should be the key focus for the next decade. We will deep dive 
into the 5 trends in the following sections.
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3.1 Health First

Stepping into 2021, people are much more conscious about their health management. 
There has been a marked increase in interest in health topics on social platforms; indeed, 
health has become a hot topic of discussion across China. In terms of sub-segments, articles  
about healthy foods were the most widely shared, demonstrating consumers’ attitude  
towards healthy living in their daily lives. Household & personal care and healthcare & 
wellness exploded due to the pandemic; though growth fell later, it is still far above pre- 
epidemic levels. COVID-19 has had a far-reaching impact on people’s ideas about health.

We project that in the next five years, the main segments under “Health” will grow steadily,  
at a CAGR of approximately 6%. We also project that three major market trends will 
emerge, namely popularization, younger consumers, and daily necessity. (See Exhibit 7.)

• Popularization

China’s GDP per capita has surpassed USD 10,000 for two years in a row, making  
China a middle-income country. In China’s top 20 cities, GDP per capita has reached 
USD 20,000, the level defined by the UN as a developed country. Compared to devel-
oped markets, there is ample room for growth of penetration in health supplements 
and high-end healthcare services.

Secure supply and 
availability of daily 
necessities

The rise of better 
options and 
discretionary items 

The growth of value-
added services and 
premium pricing

Consumption as a 
means of individual 
expression and social 
networking

Food, clothing, sleep, 
etc.

Personal security, 
health, employment 
etc.

Intimacy, sense of 
connection

Respected by 
others, 
self-esteem

Aesthetics, 
knowledge, inner 
self, impact

Health first

Self-
improvement

Proactive self-
preservation 

Smart home & 
mobility

Shared 
entertainment

Consumers in the past

Next-generation consumers

IndividualityEsteemLove &
belongingSafety needsPhysiological

needs

Trading up for
personalization

Trading up for
quality

Trading up for
experience

Trading up for
necessities

Exhibit 6 | As the New Generation of Consumers Have More Spiritual Pursuits and Diversi-
fied Preferences, Brands Should Focus on Meeting Higher-level Needs
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Health topics garnered an unprecedented following online in 2020, with a surge in 
views of “health concepts” and other high-frequency talked-about topics. As a result, 
high-end healthcare, household care, and health & wellness have also become house-
hold topics. In the first half of 2021, discussions of pandemic-related topics dropped, 
but health-related topics were still more popular than in 2019, demonstrating that the 
pandemic has had a deeper impact. Lower market penetration, coupled with stronger 
health awareness, has quickly driven the spread of health management.

• Younger consumers

Traditionally, it was older consumers aged over 50 who spent the most on their 
health, but now, young and middle-aged people are interested. Health supplements, 
relief from work stress and insomnia, and enhanced immunity and other preventative 
care demand have grown, and health supplements are increasingly being purchased 
by the younger generation.

The data shows that 30 to 50-year-olds, who are shouldering the weight of familial  
responsibilities, have the highest health awareness, and their spending is driving 
stronger health consumption. This age group’s diversity of lifestyles also means that 
the way they spend on healthcare products depends very much on the specific use 

• Segments including health & 
wellness, household & 
personal care, and healthy 
food have been growing at a 
CAGR of 5%+ in the past 5 
years.

• Among people aged 26-35, 
30%+ have purchased health & 
wellness products in the past 
12 months. This percentage is 
continuously growing and 
currently on a par with the 
56-70 age group.

• People consider keeping 
healthy a daily necessity 
across all daily activities. 
Healthy diets are taking off 
much faster than before.

China is currently the 2nd 
largest market for health & 
wellness products, but sales 
per person is only 1/6 of the 
largest market, the US, 
indicating huge room for 
improvement.

—— By-Health

Given the fast-paced environ-
ment, the post-80s & post-90s 
generation have gradually 
replaced the elderly as the 
largest consumer base for 
healthcare products.

—— By-Health

An increasing number of 
products are repositioned as 
health-focused; healthy food 
and drink will become a solid 
subsegment in the future. 

—— Chaojiling

Popularization Younger consumers Daily necessity

Sources: Ocean Insight expert interview; BCG consumer trend survey; desktop research; BCG analysis.

Exhibit 7 | Health First: As Chinese Are Becoming More Health-conscious, Health Concept 
Has Penetrated Deeply into Daily Life and Activities
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cases, such as immune modulation, health maintenance, sleep improvement and 
prevention and care for hair loss. How to fulfill the needs of the over-30s for “no-fuss 
health” should be a key focus for brands.

• Daily necessity

Health supplements, which often used to be purchased as a substitute for medicine, 
now serve a greater diversity of functions that are better defined, from sports supple-
ments to orally administered sleep aids.

Data from Trend Insight shows that the desire for health and wellness is influencing 
everyday dietary choice: “low-calorie”, “low-fat”, “meal replacement” and “vegetable 
protein” -related content saw a 200% increase in views in 2020. At the industry level, 
healthy snacks are moving from a niche product to the mass market. Upgrading de-
mand and health awareness mean that consumers are willing to fork out for healthier 
products, while market expansion and maturing technology have driven down costs 
ever lower, creating a virtuous cycle. Meanwhile, quality content sharing on social 
networks has accelerated this process and driven the popularity of healthy snacks.

Looking forward. As health awareness grows and spreads, low-calorie foods may  
become an ordinary part of Chinese consumers’ diet. Food technology and preservation 
technology are continually evolving, and a “staple revolution” for some consumer 
segments is just around the corner.

“Low-calorie diets will gradually penetrate into everyday lives of Chinese consumers; in the 
not-too-distant future, low-calorie foods will no longer be a niche concept.”

— Wang Ke, Founder of Chaojiling

Secondly, the diversity of segments and application scenarios will make consumer-centric-
ity the focus of Chinese people’s health experience, while high-end healthcare services, 
health check-ups and wellness products market penetration will continue to catch up  
with developed markets, and together with public hospitals, these will form a much more  
advanced healthcare system for Chinese consumers.

“We built a team of 300+ dietitians, aiming to develop products more suited to Chinese 
consumers. We are also introducing the latest wellness product technology and concepts 
from abroad, to give Chinese consumers a world-class experience: this is what we mean by 
consumer-centricity, and this will be the future approach for the whole healthcare sector.”

— Yin Xin, Chief E-commerce Officer of By-Health
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3.2 Self-improvement

In recent years, phrases like neijuan (“rat race”) and tangping (“lying flat”) have entered 
the Chinese vocabulary. This reflects the mounting pressure on everyone to outrun others 
and consumers’ longing to improve themselves both intellectually and spiritually after 
Chinese society was catapulted into a new phase of development. Forced to work at home 
during the pandemic, people have more time at their disposal, and have become more 
interested in wealth management. Fueled by such strong demand, quality content and 
financial services related industries have captured ever more market attention in the past 
year. (See Exhibit 9.) 

• Going online

As technology platforms and content ecosystems mature, more people are going online  
to explore new knowledge. Social media data reports a steady increase in views of 
finance and education content as people enthusiastically embrace online learning, 
with content on programming, civil service exams and judicial exams seeing the fastest  

• High-end and private 
healthcare providers are 
continuously scaling up, and 
high-tier city residents are 
gradually using high-end 
healthcare services

• Some high-end providers also 
offer more affordable services 
to expand customized service 
reach among Chinese 
consumers

• High-end health insurance is 
growing rapidly, which in turn 
gives more Chinese consum-
ers access to high-end 
healthcare services

• Health check-up institutions 
also continue to provide more 
professional services with 
check-up results acknowl-
edged & accepted by public 
hospitals

• Diversified check-up options 
with wider coverage to allow 
screening tests for common 
diseases under non-medical 
scenarios

• Health check-up institutions 
continue to expand their 
service offerings to one-stop, 
basic healthcare service for 
consumers

• Increased use of vegetable 
ingredients in wellbeing 
products to reduce side effects 
and improve safety

• More products that are more 
suited to Chinese consumers 
and developed based on the 
needs of Chinese consumers

• Customized vitamin products 
already available in medical 
treatment use cases; Chinese 
consumers are likely to enjoy 
personalized wellness 
products in the future

Wellness productsHigh-end healthcare services Health check-ups

Sources: Ocean Insight expert interviews; literature search; BCG analysis.

Exhibit 8 | Given Extensive Customer Base and Use Cases, “Consumer Centricity” Has Be-
come the Core of Health Experience in China
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growth. Moreover, the integration of traditional finance with social platforms has 
given rise to completely new content ecosystems. Financial literary, trust, wealth man-
agement and other related content have grown rapidly in the last year.

• Demand-centric

Thanks to technological advances, finance, wealth management and vocational train-
ing products can better cater to consumers based on end-to-end user needs. While 
surfing the Internet, people can choose to upskill themselves with the right products 
at the right time and in a way that suits them.

• Dual age groups focus

Workplace newbies aged 18-25 and people aged 51-60 demonstrate the strongest 
demand for self-improvement. Young people just starting out in their careers urgently 
need to build their experience and skills, so “workplace tips” and “professional cer-
tificates” are the top topics they care about. Retired middle-aged and elderly people, 
having overcome the digital divide, are opting for social platforms to fill the gaps in 

• The share of sales of online-ex-
clusive wealth management 
products increased from 5% to 
10%

• Twice of the consumers claim 
they will leverage emerging 
digital channels to purchase 
knowledge products in the 
coming year

• Push notifications tailored to 
different life scenarios

• Provide exclusive products/ser-
vices for different user groups, 
enabled by more personalized 
user operations

• Workplace newbies and the 
mid-aged & elderly value 
knowledge & skills more than 
other age groups

• Young people pay more 
attention to upskilling while the 
mid-aged & elderly focus more 
on hobbies

Learn through
digital

Demand-centric Dual age
groups focus

Sources: Ocean Insight expert interviews; BCG analysis. 

Exhibit 9 | Self-improvement: Driven by Growing Digital Platforms, Quality Content Showed 
3 Trends in Recent Years to Meet Consumer Needs
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their knowledge. And with more leisure time, they are most interested in “hobbies” 
and “wealth management”.

Looking forward. Online knowledge products will mature into more diverse, standard-
ized, and easier-to-use offerings. For example, more vocational training products will offer 
professionals a more diverse range of choice for self-improvement. In the financial sector, 
lower wealth management thresholds, more personalization and greater standardization 
will empower consumers to make wiser product decisions.

“For consumers with substantial funds to invest, we will provide a better plan for reasonable 
asset allocation based on their personal needs with real-time optimization by robo-advisors, 
so that they can re-allocate their funds to prepare for major life events like job changes, 
marriage, childbirth, or changes in the economic environment. ”

— Chen Wei, Deputy General Manager of Wealth Platform  
Department of China Merchants Bank

As China ages, elderly-friendly products remain an untapped blue ocean, but some com-
panies have cleverly seized the moment to launch offerings (e.g., in education, insurance) 
for the middle-aged and elderly segments. As the market matures, Chinese consumers can 
expect better elder care and more enjoyable later years as they get older.

“Those insured can move into our retirement communities, and what we want to provide is 
a concept of lifelong service. ”

— China Pacific Insurance (Group) Co., Ltd. (CPIC)

“What the elderly education industry has experienced is not a change from 0 to 1, but from 0 
to 10, or even from 0 to 100. Chinese consumers can be said to have realized their pursuit of 
lifelong learning.”

— Sunlands

3.3 Proactive Self-presentation

Proactive self-presentation has broader implications now, in addition to cosmetics and 
skincare, for fashion and apparel, sports and fitness, and similar areas. Now that consum-
ers’ basic needs have been met, their need for self-image management is going beyond 
the skin-deep. They value experiences more and want to express cultural confidence and 
share their lifestyle.
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Interactive social media data shows steady growth in comments and re-posting of content 
in these categories, indicating that self-image management is now a part of consumers’ 
lives, and it is fast becoming a social habit. This is particularly true in sports & fitness; con-
tent browsing, commentary and sharing growth are all high compared to 2019. Consumers 
are looking for more from material purchases than the chance to look good or show off; 
they are paying more attention to their healthy posture and lifestyles — “with a good 
figure, any clothing looks good” and similar ideas are becoming mainstream; and our con-
sumer behavioral data and industry expert interviews show that self-image management 
is driving three key trends. (See Exhibit 10.)

62%
of consumers 

will shop around before 
making a purchase

59%
of consumers 

value the connection 
with local culture

60%
of consumers 

have shared purchase 
links on social media

Chinese consumers no longer 
make simple purchases; they 
now have more requirements 
and a much more nuanced 
understanding of beauty.

— L'Oréal

Omni-channel coverage provides 
better consumer experience; 
social media sharing has 
become an indispensable part 
of the shopping journey.

— LVMH

We embed the spirit of 
perseverance in our products; 
“Made in China” will lead the 
market in the future.

— Bosideng

Personalized 
aesthetic

needs

Social fission 
as the

new norm
Rise of 

Chinese fashion

Sources: desktop research; expert interviews; BCG China Social Retail Playbook; BCG China consumer trend survey; BCG analysis.

Exhibit 10 | Proactive Self-presentation: Self-image Management Is No Longer Solely About 
Appearance, but a Process to Demonstrate Cultural Confidence and Lifestyle
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• Personalized aesthetic needs

Modern consumers are fed up with generic products; they don’t want to be pigeon- 
holed and instead they are becoming increasingly individualized in their brand  
selection; exclusive loyally to one brand is rare. In BCG’s recent “2020 China Social 
Retail Playbook”, 62% of consumers stated that they would shop around multiple 
brands before making a purchase. Furthermore, young consumers are rarely motivated  
to improve their image for the benefit of others; they are more driven by self-expression  
and a desire to combat stereotypes and prejudices in society, and their choice of 
clothing is a primary way to achieve this.

• Social fission as the new norm

In the age of social retail, research online and purchase offline (ROPO) is increasingly 
popular; consumers’ purchase decisions are made upfront more than ever, and this 
trend is particularly clear in image improvement. The data shows that over 80% of 
consumers had already done their homework before purchasing beauty & cosmetics 
products (especially on social networks). Furthermore, over 70% of consumers recom-
mended products to others via social fission and shared their purchase experience on 
their own initiative. It was this content that became an important factor influencing 
consumption decisions. Brands need to think about how to spark consumer interest 
at each step of the decision-making process, and about how to encourage more WoM 
from consumers.

• Rise of Chinese fashion

With the rise of the Chinese economy and its international political status, Chinese 
consumers are becoming much more confident in their own culture. Chinese style 
and fashion are consistently trending on social media platforms, while new Chinese 
products in beauty & cosmetics and apparel are giving imported brands stiff competi-
tion.

Looking forward. Products originally orientated towards the mass market will find it 
increasingly difficult to satisfy personalized and diverse needs. Brands that rely on new 
product categories alone will not fare well in the face of consumers’ increasingly granular 
demand and discerning taste. Therefore, brands must create more personalized products. 
In future, more efficient supply chains will meet consumer demand more quickly; better 
industry standards will lower the cost of choice; and new technologies and concepts, when 
deployed, will transform the user experience. These are all new trends that businesses 
need to consider.
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3.4 Smart Home & Mobility

Pandemic lockdowns have cooped up people in their homes, and many have suddenly 
found it increasingly hard to reconcile where they live with their modern taste for finer 
things. The containment of the pandemic in China has not dampened the demand for 
higher quality of life at home. Instead, as fewer activities take place in public spaces, and 
people spend more time inside homes that double as offices and more, there is growing 
demand for a more convenient home environment.

Meanwhile, technological advances have upended mobility in the past few years. New 
energy vehicles, autonomous driving and some other smart technologies have seen steady 
development. The following are some home and mobility trends to watch. (See Exhibit 11.)

The age of product customization may be here. 
Taking beauty & cosmetics as an example, 
concept products with customized formulas 
already exist and are being brought to market.

For Chinese consumers who have extensive 
experience in self-image management, 
personalized beauty offerings are the future. 

On Nov 5, 2020, L’Oréal unveiled Perso, 
the world’s first at-home personalized 
skincare formula concept product, at the 
third China International Import Expo. The 
product is expecting its first global launch 
in China and the US by 2021, marking the 
new era of personalized beauty offerings.

Case Study: L’Oréal

• Photo-taking with 
camera

• ModiFace 
technology

• AI-enabled skin 
condition analysis

• Breezometer 
geo-location data

• Weather, 
temperature, UV 
index analysis

• User to enter 
customized 
skincare preference

• Prepare one-dose 
product with 
customized formula 
to fit specific 
occasion

We hope to provide more 
convenient beauty experience for 
consumers through products like 
this, to help them understand their 
personalized needs while 
experiencing fascinating technolo-
gy, to bring beauty to the next 
level.

—— Lan Zhenzhen, Vice President of 
Communications and Corporate Affairs, 

L’Oréal China & North Asia

Four-step skincare

Three
product lines Foundation Lips Skincare

Personal skin
analysis

Environment
analysis

Personal
preference

Customized
formulation

Sources: Ocean Insight expert interviews; literature search; BCG analysis.

For Chinese Consumers Who Have Extensive Experience in Self-image Management, 
Personalized Beauty Offerings Are the Future
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• Smart home products

Thanks to rapid advances in the Internet and sensor technology, smart home devices 
(e.g., smart speakers, smart thermostats) have taken off in recent years as they cater 
well to the next-gen consumer demand for a convenient and comfortable life. Many 
brands are racing to invest in their own loT ecosystems in pursuit of new growth  
opportunities. But as 5G technology and loT become more ubiquitous, home hubs 
that work across use cases will become a reality.

• More sophisticated needs

As consumers trade up, they demand far more from home categories beyond the 
mere basics, and gravitate towards customization, attractive design, and advanced 
functionality. For example, customized furniture had a penetration rate of only 30-35% 
in China compared to 55%-60% in developed nations (e.g., the US, South Korea) in 
2020, but it is expected to grow at close to 10% CAGR, crossing the RMB 100 billion 
mark in 2030.

• Smart home market is 
experiencing explosive growth 
driven by tech advances and 
consumer needs

• Future home furnishings 
market will be shaped by 
consumer needs for customi-
zation, advanced functionality 
and aesthetic appeal

• ~50% of consumers expect changes in home products as well as in vehicles
• As smart technology develops, home & mobility solutions are likely to become more user-centric and connected

• Autonomous driving is rapidly 
gaining popularity in China 
driven by tech innovation and 
consumer needs

• Smart EVs have captured a 
market share of 10%+ in 2021

Smart home products

More sophisticated needs Rise of autonomous driving

Home and beyond

Widespread adoption of 
electric vehicles

Home Mobility

Sources: Ocean Insight expert interviews; BCG analysis.

Exhibit 11 | Smart Home & Mobility: Technology for the “Lazy” Brings Convenient Home 
and Mobility Solutions that Save More Time and Effort
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• Widespread adoption of electric vehicles

As an extension of home life scenarios and a way to get around, cars are undergoing  
a new round of upgrading. Data shows that new energy vehicle (NEV)-related  
content has garnered significantly far more views than in 2019. Driven by fast-maturing  
technologies and robust policy incentives, NEVs are moving from catering to niche, 
foresighted consumers to the mass market, and fast growth may be just around the 
corner.

“Our general consensus is that smart EVs will emerge as the next major category. NEVs 
sustained a market share of 10%+ from March through May this year. Accelerated growth 
can be expected for a new category that captures such a share. In Europe, NEV adoption is 
already very high. In Norway, for example, smart EVs represent a 50%+ share. The same is 
happening in the Chinese market.”

— NIO

• Rise of autonomous driving

As NEVs gain in popularity, autonomous driving is also coming under the spotlight 
and is poised to further liberate humans from the steering wheel. On the supply side, 
the maturing of autonomous driving technologies has lured many brands to come off 
the sidelines and join the fray. Meanwhile, younger Chinese consumers craving the 
newest techy thing have driven demand for self-driving cars on the cusp of explosive 
growth.

Looking forward. “Home” will be redefined to cover a broader range of scenarios, includ-
ing the residential community, commercial facilities, and attractions. When it comes to res-
idential experience, concierge services will become more popular to create safer, healthier, 
and more convenient living environments for consumers.

In the mobility sector, true point-to-point autonomous driving is expected to happen in 5 
years, marking a key milestone. By then, car use cases will truly become part of the con-
sumers’ lives. And cars will serve as a smart space that allows the convenience of work 
and entertainment on the move.
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“Smart home is already a mature concept with applicable functions. What we can expect 
for the future is the smart community and life circle. In addition to necessary smart devices, 
the smart community accommodates a more convenient living experience we create for 
consumers, with a well-established service system and a diverse range of daily-life service 
facilities.”

— Wang Jun, CEO of Central China Real Estate

More real estate players will offer 
concierge services, creating safer, 
healthier, and more convenient living 
environments for Chinese consumers.

In the future, “home” will be redefined to cover 
a broader range of scenarios, including the 
community, commercial facilities and attractions.

Case Study: From Smart Home to Smart Community

• VIP services at 
community-accessible 
cultural and tourist 
attractions

• Premium treatment at 
community-accessible 
commercial facilities

• Happy weekends spent at 
community-accessible 
family recreation facilities 
(kid-friendly farms, etc.)

• Smart tracks, 
smart screens

• Standardized community-
based repair & cleaning 
services

• Human + machine-en-
abled safety & security 
services across all 
scenarios

Future life circle of Chinese consumers

Community service system Daily-life service facilities

Property
manage- 

ment 
services

Commer-
 cial 
areas

Attractions

    Family 
  recreation 
facilities

Infra-
structure  

Safety &    
security  
services

Smart home

Smart
community

Source: Ocean Insight expert interview; literature search; BCG analysis

More Real Estate Players Will Offer Concierge Services, Creating Safer, Healthier and 
More Convenient Living Environments for Chinese Residents
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3.5 Shared Entertainment

Out-of-home experiential products and services have been the hardest hit by the pandemic 
but also the first to benefit from “retaliatory” consumption. Generally, Chinese consumers  
pay greater attention to travel and vacation than entertainment services, but the fast-grow-
ing volume of immersive entertainment content signifies a strong growth potential. And 
we can see that the growing need to socialize and interact is pushing traditional sightseeing 
to integrate with immersive experiential entertainment.

• Travel and vacation

Booming domestic travel. The tourism industry has experienced structural shifts 
in recent years due to changing consumer mindsets. First, consumers are no longer 
content with visiting famous tourist attractions but want to savor their vacations; they 
no longer want a homogeneous package but rather a range of fulfilling experiences.  
Second, the pandemic has driven outbound tourists to travel within the country instead, 
so domestic travel content and interactions dwarf those of overseas travel. According 
to China’s Ministry of Culture and Tourism, the domestic travel market recovered 
strongly during the May Day Holiday in 2021 to 103 percent of the pre-pandemic level,  
with a total of 230 million trips; tourism revenue totaled RMB 113.2 billion, about 
80% of the pre-COVID level.

Increasing consumer preference for nearby getaways. “Short suburban trips” are 
increasingly favored by young urbanites who wish to relax and unwind but find it hard 
to set aside extended periods. As a result, suburban destinations have mushroomed 
around Shanghai, Beijing and other Super Tier 1 cities. Rather than simply ticking 
tourist spots off a bucket list, people now prefer to take in nature at their leisure and 
refresh both their bodies and minds (e.g., horseback riding, hiking, meditation).

Burgeoning photo hotspots. Driven by rising social needs in a more networked 
world, photogenic hotspots are becoming the destination of choice for younger  
consumers on shorter trips. Prime examples include the bow balcony on Shanghai’s 
Wukang Road and Changsha’s super IP Wenheyou — both have recently made a big 
splash online. (See Exhibit 12.) 

• Entertainment

Smart connected devices become vital. As consumers spend more time at home in 
the post-COVID era, demand has surged for various home entertainment use cases, 
particularly activities involving smart interactive devices.
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Experience is at the core of out-of-home entertainment. Experiential out-of-home 
entertainment is capturing ever more eyeballs, as sensory stimulation alone is unlikely 
to wow next-gen consumers. As a feast for the senses (and the whole family), experi-
ential location-based entertainment (LBE) will dominate the market. (See Exhibit 13.) 

Interest in immersive entertainment grows stronger vs. traditional entertainment, as sensory 
stimulation alone is unlikely to wow young groups.

“Immersive entertainment brings not only sensory but also cultural stimulation. You can 
still feel the emotions and feelings and the cultural elements days after you play a themed 
game.”

— Zheng Nan, founder of You Yu Entertainment

Looking forward. As the hub of home entertainment content, TV possibly will become 
the control center of the smart home, helping to better inform and entertain, with upgrades  
in multi-screen interaction, content formats and audio-visual experience. Driven by this, 
TV audiences are likely to re-align with the main customer base.

Seems all my 
friends have been 
here! The photos 
and videos they 
shared on WeChat 
are awesome! I'm 
gonna shoot as 
many as I can 
today!

——Woman aged 21

people queuing
during Labor
Day Holiday

video likes in
Tiktok in just
one month

I came from Hangzhou just to see 
this lovely grandma, and I was 
lucky enough to meet her today! 
Couldn't wait to post this on Tik 
Tok!

— Woman aged 25

Continued 
partnerships on 
visual and values 
impact to 
regenerate traffic

Telling stories 
about stores to 
spiritually 
appeal to 
consumers

RMB100M invested 
to create immersive 
retro environment 
that stuns and 
transports visitors

Novel and interesting 
experience quickly 

attracted a myriad of 
likes on social media

Giant pink bow 
awakened the sense 

of romance in modern 
souls

Homeowner 
interacting with 
visitors, a lovely 

scene

Example 1: Bow balcony in Shanghai
became a popular landmark in Tik Tok

Example 2: Changsha’s super IP
Wenheyou became an internet hit

50K+

Young people were attracted by the air of romance 
on a grandma’s balcony

Vintage meets art, and cultural IP and retail F&B 
combined to target new experiential consumers

Initial 
traffic 
generation

Increased 
user 
loyalty

Repeat 
con-
sumption

Voice of 
consumers

Voice of 
consumers

2M+

Exhibit 12 | Travel & Vacation: Photogenic Hotspots Offering Novel Experiences Become 
Younger Consumers’ Preferred Short-trip Destinations
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“We can envision a smart home ecosystem where every device is interconnected; at the core 
is a big screen in the living room through which the consumer can effortlessly access a range 
of content and information.”

— Wang Dong, Deputy General Manager of Xiaomi Internet Business Department

Travel and vacation offerings will become more personalized. If the LBE industry wants 
to increase penetration into more age groups, brands need to focus on creating more 
thought-provoking cultural associations. Terror- and excitement-filled elements will persist 
but fade from the mainstream. In addition, travel and LBE activities much sought-after by 
consumers are likely to become more integrated.

[Traditional ENT]
Cinemas

2019
H1

[Immersive ENT]
Performance game

2019
H2

2020
H1

2020
H2

2021
H1

[Traditional ENT]
Concerts

2021
Q3

(Jan. 2019=1)

Influence others by 
sharing ways of 
entertainment with family 
and friends

Sensory stimulation

Shared entertainment

Spiritual need

Focus on experiencing 
new sensual pleasures 
through direct 
stimulation

Seek memorable 
spiritual content with 

cultural resonance

40+%
of consumers 

prefer new 
immersive

ENT4

[Immersive ENT]
LARP3

Immersive entertainment brings not only sensory but also cultural stimulation.  You can still feel 
the emotions and feelings and the cultural elements days after you play a themed game.

—— Zheng Nan, founder of You Yu Entertainment

Index of views of relevant content on Tik Tok

Interest in immersive ENT2 grows stronger vs. 
traditional ENT, sensory stimulation alone 

unlikely to impress young groups

Three stages of immersive 
entertainment development

~15 yrs 
before

Stage 3

Stage 1

Stage 2

Future

Present

Exhibit 13 | Immersive entertainment: Family Immersive LBE1 Expected to Dominate the 
Market, Providing both Cultural and Sensual Satisfaction

Sources: Ocean Insight consumer survey; desktop research; BCG analysis.
1LBE = Location Based Entertainment. 
2ENT = Entertainment. 
3LARP = Live Action Role Playing. 
4Question: How much do you agree with the following statement? - Compared with traditional entertainment, I prefer immersive 
entertainment activities with the whole family, e.g., LARP and escape rooms.
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Travel and LBE activities, much sought-after by consumers, are likely to see more integration.

Travel
• Significantly lowered threshold for 

personalized travel products

• Well-established domestic tourism 
infrastructure, especially rapid development 
of less popular tourist attractions with 
growth in short trippers

• Weekend and routine travel products 
expected to increase significantly

“OTAs have been developing 
personalized travel products these 
years despite the high threshold. There 
will be customized products for more 
consumers. And we also plan to offer 
products and services to meet the need 
for less energy-consuming short trips.”

— Huang Xiaojie, CMO of Qunar

LBE
• Horror-themed products will fade from the 

mainstream, more culturally and spiritually 
appealing products emerging

• Clearer trend towards the function of 
socializing with strangers

• Shifting towards an older consumer base, no 
longer only limited to the young 

At the core of LBE is excitement, which 
can be delivered in various ways, and 
horror is merely the most direct way. 
We hope to allow consumers feel 
excitement in a more sophisticated 
fashion, which is probably what the 
industry is moving towards. ”

— Zheng Nan, Founder of  
You Yu Entertainment

Integration of travel and LBE
After successful trial, travel and LBE will become further integrated. We will see that more famous 
scenic spots are expected to introduce diverse LBE activities with more cultural elements.

Case Study: Travel plus Location Based Entertainment (LBE)

Sources: Trend Insight expert interview; literature search; BCG analysis.
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4. Implications for Businesses

Bearing in mind the consumer trends that are likely to take off in the next decade, compa-
nies still need to build their own capabilities in order to capture these opportunities.

• Provide one-stop solutions

The advent of mobile Internet and social networks allows today’s companies and 
consumers to directly connect and interact in a frequent, sustained way like never 
before. Given the extremely low marginal costs of digital services, there is a new trend 
to leverage vertical integration and inter-industry partnerships to provide as many 
consumers as possible with one-stop services. In today’s market, the inter-industry 
fight for consumers’ share of wallet and time is getting more cut-throat as traditional 
industry boundaries blur further. In the future, companies that can provide consumers 
with convenient, one-stop services will prevail, for example by integrating housing 
with property services, insurance with finance and pensions, and integration of  
various smart home solutions.

• Build a customer-centric culture

If mass-produced, standardized products are the hallmark of the industrial age, then 
the Internet era is undoubtedly characterized by personalization and customization. 
The loT has brought companies and consumers ever closer, while 3D printing has 
greatly reduced the number of parts needed in manufacturing, making it possible to 
customize at scale, especially for consumer durables, and popularizing the user-centric 
mindset of product development. In addition, big data analytics enable companies to 
cater to user needs so much that personalizing services for consumers will become 
“table stakes” to outperform competition. To make such transitions, traditional  
companies need to change and adapt their organizational model accordingly.

• Apply new technologies to create new experiences

In the past two years, more technologies have been launched and applied at a faster 
pace than ever. For example, there is broad cross-industry consensus that Al will likely 
become the bedrock of third-gen technologies, just like the steam engine and electricity  
before it, to greatly increase human productivity and living standards. Already, some 
visionary companies are making bets in this area to deliver a new consumer expe-
rience and boost satisfaction, from autonomous driving and Al customer services to 
robo-advisors.
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The economic dynamics and technological advances are reshaping China’s consumer  
market in turbulent ways. These consumer trends will impact every phase of Chinese  
consumers’ lives. (See Exhibit 14.) Companies that can help consumers to live a better life 
in every possible way will be well-positioned to capture enormous opportunities.

Kindergarten

Primary
school

University
High

school

On-job Home
purchase Has

children
Start
own

business Take
care of
parents

Elder life
in nursing

home

RetirementMarriage
Health

maintenance
Educate

next
generation

Continuing
education

Smart color cosmetics customization services

Staple revolution

Autonomous driving with more use cases

More diversified knowledge & skill improvement products

Customized travel and vacation product

Financial butler and smart robo-advisor

Pension insurance and elder care services

 Advanced LBE and immersive entertainment

Higher qualify apparel and more diversified options

Better established real state and community facilitations

Big-screen TV centric smart home system continues to evovle

Born Elder

Exhibit 14 | These Changes, Set to Affect Almost All Age Groups, Are Highly Relevant to the 
Daily Life of Every Chinese Consumer
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