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�THE DRAGON WANTS TO SPEND

Executive Summary

Consumer lending in China has taken off in recent 
years, with robust growth across mortgages, 
credit cards, and automobile loans. The trend 
crosses all strata of wealth and age, though the 
young and affluent residents of China’s largest 

cities have shown the greatest propensity to borrow. But the 
market is still nascent, and many lenders are still trying to 
develop sophisticated business models, service operations, or 
customer analytics. To ride the next wave of growth and seek 
out sustainable profitability, lenders will have to get smarter, 
more informed about customer priorities, and more selective 
in their target markets, segments, and product lines. 

The Boston Consulting Group’s new survey of Chinese con-
sumers (one of a series of China Consumer Insight surveys 
and reports) sheds light on the challenges and opportunities 
that lenders face. We analyze the borrowing behaviors and 
attitudes of Chinese consumers, the market landscape for 
each product line, and the outlook for both domestic and 
foreign competitors.

Economic growth and government policy are a big part 
of the lending story.   

◊ China’s strong economic growth has spurred a rise in 
income, wealth, and consumption. After many years 
of concentrating on exports and investment, the na-
tional government is actively encouraging consump-
tion as well. 

◊ From a low initial penetration – credit cards are barely 
a decade old in China – the nation’s consumer lending 
balance has grown at an average 29 percent annual rate 
from 2005 through 2010, and we expect annual growth 
of 24 percent over the next five years. 

◊ Mortgages will dominate in size, but consumer finance 
(short-term loans for personal consumption of durable 
goods or services such as education, health care, or house 
renovation, excluding mortgages, auto loans, and credit 
cards) and credit cards should outpace in rate of growth.  

Opportunities vary substantially by wealth and age.

◊ We clustered consumers into nine segments, and found 
that the affluent segments, especially the young afflu-
ent, have the strongest current and future demand 
across all products. They have the highest future 
penetration potential, based on their survey answers.

◊ Residents of the largest cities show higher demand for 
lending products now and in the near future.

◊ Opportunities abound in other segments as well, however. 
For instance, product innovation and bundling could be 
attractive for middle class, middle-age segments. 

Developing a successful lending business will hinge on 
understanding how consumers select lenders, obtain 
product information, and what their pain points are.

◊ Branding, simple applications processes, convenient re-
payment, and reasonable interest rates top the list of 
how consumers select lenders. 

◊ To seek out information, Chinese consumers rely most 
on bank consultation and word of mouth from acquain-
tances. Online channels matter most to young consumers, 
particularly for credit card information.

◊ There is widespread dissatisfaction on a number of 
fronts: cumbersome and long application processes, 
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low-quality service including lack of useful product in-
formation, perceived high interest costs, and, for mort-
gages, rigid repayment terms.

◊ Lenders that can improve their IT systems and business 
processes, and can inculcate a customer-centric culture 
into their staff, stand to differentiate themselves and 
attract many new customers. 

Different types of lender will have to choose their next 
moves carefully, prioritizing their resources for the 
right mix of segments, products, and geographies.

◊ The Big 5 banks command share of mind among our 
survey respondents in many product lines. Their main 
challenges to growth are aligning their vast organiza-
tions, managing the product portfolio, and improving 
service quality.

◊ Leading joint stock banks can compete selectively, if 
they can differentiate their services and leverage the 
credit card platform to enter consumer finance.

◊ Smaller and foreign banks, meanwhile, should seek out 
niche markets. They will have to rely on astute analysis 
of customer behavior to develop better niche products.
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A Nascent Market on the 
Verge of Explosive Growth

Exhibit 1. China’s Consumer Lending Market Has Seen Impressive Growth

CAGR
(2005 -10)

CAGR
(2010 -15)

27% 21%

29% 24%

Source: China Statistics Yearbook; PBoC data; various analyst reports; BCG analysis.
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Consumer lending in China has been rap-
idly expanding and shows every sign of 
enormous growth potential. Although this 
market is still nascent, China already rep-
resents the largest loan balance in Asia 

today, after Japan, with about RMB7.0 trillion in loan 
balances outstanding. 

The Chinese market for mortgages, credit cards, automo-
bile loans, and unsecured personal loans showed robust 

growth in recent years, even through the global financial 
crisis. From 2005 through 2010, China’s consumer lending 
balance grew at an average annual rate of 29 percent. We 
expect the rate to ease slightly to 24 percent over the next 
five years, to a total RMB21 trillion in 2015. (See Exhibit 1.)

An expanding market of such vast size offers unique 
opportunities not just to local incumbent banks, but 
also to foreign banks and to relatively small or new local 
players. But in order to seize these opportunities, banks 
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Exhibit 2. Consumer Lending in China Is Still Thin Compared to Many Other Countries

2009 retail loan penetration (% of GDP)
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Kong 
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Mortgage loan/GDP

Retail loan/GDP

Source: BCG analysis; CEIC; EIU; analyst reports.
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must select their chosen product and consumer segments 
carefully, and must adapt their business model according-
ly. Companies must tailor their strategy and execution 
to the particular behaviors and priorities of different 
groups of Chinese consumers. Doing business in China 
can be more complex in some respects than many other 
countries, so banks must also muster the patience and 
commitment to invest for the long run. 

Why Consumer Loans Are Growing 

The foundation of consumer lending is economic and per-
sonal income growth, and China has been strong on both 
counts of late. China’s economy was among the first to re-
cover from the financial crisis, and surpassed Japan to be-
come the second-largest economy in the world in the second 
quarter of 2010. GDP rose a stunning 10.3 percent in 2010. 

Along with a strong economy came rising levels of in-
come and consumption across the social strata, power-
ing a more than 18 percent rise in retail sales in 2010. 
China’s wealth has experienced a remarkable 20 per-
cent annual average growth in the past five years. BCG 
research shows that the wealth of affluent households 

(over RMB500,000 in investible financial assets) and 
middle-class households (RMB200,000 to RMB500,000 
in investible financial assets) are expanding rapidly – at 
roughly 15 percent in the past five years. These house-
holds typically have a high propensity to spend and also 
a great demand for consumer credit products, providing 
tremendous opportunities for banks.

Beyond the broad strength of the economy, several specific 
factors also account for the surge in consumer lending:  

Low initial penetration. Consumer lending in China 
started almost from scratch a decade or two ago. Credit 
cards were only broadly introduced to retail customers 
in the early 2000s, and mortgages were not that popular 
until recent years. As a result, consumer loans accounted 
for just 18 percent of GDP in 2009 (though up from 11 
percent in 2004). That’s far lower than other more devel-
oped markets, as well as other “Chinese ethnic” markets, 
where the comparable penetration reaches 40-50 percent. 
As the market matures, we expect the rate in China to rise 
to roughly 30 percent by 2015. (See Exhibit 2.) 

Government support. Domestic consumption in China 
has been growing rapidly in recent years, spurred by the 
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national government’s active promotion. One key theme 
in the Twelfth Five-Year Plan, for example, is to rebal-
ance the economy from primarily export- and invest-
ment-driven to consumption-export-investment-driven. 
The plan targets a level of personal consumption relative 
to GDP at 42-45 percent by 2015, up from the current 36 
percent. Related government initiatives are stimulating 
consumption of cars, electrical appliances, and home 
furnishings. The China Banking Regulatory Commission 
(CBRC) and People’s Bank of China (PBoC), for example, 
now encourage local banks to develop their consumer fi-
nance business. Government policy will continue to spur 
consumption and financing in the near future.

Attractive economics. Consumer lending products offer 
a favorable risk-adjusted return compared to corporate 
lending. Mortgages in China, for instance, experienced 
nonperforming loans (NPL) of only 0.6 percent in 2009, 
versus an NPL rate of 1.6 percent for large corporate 
loans. Although mortgages are often priced at a discount 
(up to 30%) to benchmark rate, it still provides an attrac-
tive margin after deduction of expected loss.  

For credit card and consumer finance loans, although the 
NPL ratio is much higher (2.8 percent and 2.5 percent, 
respectively, in 2009), the potential interest rate reaches 
as high as double digits, effectively improving their risk-
adjusted yields. Auto loans, however, are less profitable 
because of the lower benchmark rates and higher NPL 
ratio (2.8 percent in 2009). 

With China’s regulations now allowing more flexibility in 
risk-based pricing, we expect the economics of consumer 
lending to become even more attractive to banks. PBoC 
has loosened the interest band control, setting no upper 
limit for a loan interest rate by financial institutions (ex-
cept for credit unions, which have a cap of 2.3 times of 
the benchmark rates). More banks will apply risk-based 
pricing, which is likely to improve profitability. 

The State of Consumer Demand: What the 
Survey Data Shows

To gain a deeper understanding of the current and fu-
ture landscape of demand for individual consumer lend-
ing products, BCG recently undertook a field survey of 
more than 1,600 Chinese residents of 15 cities, with a 
representative mix of age, assets, region, and city size. 

We surveyed them on which products they use, how 
they select them, and what channels they favor. 

Overall, the survey found, only 2 percent of the respon-
dents have ever used a consumer-lending product, com-
pared to 64 percent for credit card. However, 8 percent 
do plan to use a consumer finance product in the coming 
year, one of five non-users want to obtain a mortgage 
or auto loan, and one of ten plan to get a credit card. 
(See Exhibit 3.) Here’s what consumers said about the 
individual products.

Mortgages will still dominate. While mortgages came 
on the scene only recently, they now constitute 84 per-
cent of consumer lending market by balance. (See Ex-
hibit 4.) Given that many Chinese believe that owning 
their residence is essential to having a “stable family”, 
and that houses have a relatively high cost, we expect 
mortgages to dominate over the next five years. One 
limiting factor could be concern over rapidly rising prop-
erty prices, which has led the State Council tightly con-
trol housing credit through such measures as restricting 
the number of houses that one can buy. As credit cards 
and other products develop, the overall mortgage share 
should drop to around 75 percent, comparable to other 
Chinese ethnic markets, such as Hong Kong and Taiwan. 
We forecast the mortgage market to grow at an annual 
rate of 21 percent, from RMB6.0 trillion to RMB15.5 tril-
lion, during the period 2010 to 2015.

Auto loans will remain the smallest share of consumer 
lending. Auto loans have seen slower growth over the past 
five years, at a 17 percent average annual rate, causing its 
share of overall consumer lending market to drop from 
6 percent in 2005 to 3 percent in 2010. Although vehicle 
sales have been healthy, Chinese residents take a more 
conservative attitude towards auto loans. To stem the ris-
ing tide of NPLs in this category, banks have taken mea-
sures including higher down payments, shorter terms, high-
er interest rates, and restrictions on the type of vehicle. 

Conversely, since 2008 the Chinese government has im-
plemented new polices to promote development of the 
domestic auto industry. It has encouraged auto financing 
by strengthening risk management in the banking sys-
tem, as well as through support from the PBoC to estab-
lish more auto financing companies. These stimulus mea-
sures have boosted the growth rate by a couple of points 
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Exhibit 4. Mortgages Dominate but Should Experience Lower Growth Than Credit Cards 
and Consumer Finance

Source: PBoC; CEIC; BCG analysis.
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Source: 2010 BCG CCI survey.
Note: N=1,623.
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In May 200�, the PBoC launched a pilot program with 
four consumer finance companies in four cities: Bank of 
Beijing Consumer Finance Co. (BOBCF) in Beijing, BOC 
Consumer Finance Co. (BOCCF) in Shanghai, Jincheng 
Consumer Finance Co. in Chengdu, and Home Credit in 
Tianjin. (See the Exhibit.) Each has a different ownership 
structure. BOBCF is the wholly owned subsidiary of Bank 
of Beijing. BOCCF is a joint venture between Bank of 
China and a Chinese retailer. Jincheng is a joint venture 
between a local bank (Bank of Chengdu) and a foreign 
bank. Home Credit is wholly owned by PPF, a privately 
held international financial group based in the Czech 
Republic. 

Each of the four is collaborating with retailers to leverage 
their sales networks. Electric appliance retailers are 
especially popular. 

Consumer finance companies cannot take deposits or 
issue mortgages or auto loans, but they can issue bonds 

or sell credit assets. Objectives of the pilot program 
include boosting domestic consumption, developing 
more differentiated business models, and allowing 
more competition amongst different types of financial 
institutions. Here’s a summary of our key observations: 

Entry requirements and funding sources determine 
eligibility. The regulatory authorities allow major 
stakeholders to be financial institutions that demonstrate 
sound performance in the previous two years. Only 
major financial institutions both rich in capital and 
experienced in Chinese markets are permitted to set up 
finance companies. However, retailers, who benefit most 
from consumer finance products, were ruled out as key 
stakeholders.

Offering restrictions determine product types. PBoC 
regulations set the maximum credit amount at five times 
the borrowers’ monthly income. The interest cap is four 
times the benchmark lending rate. Target customers 

in the past few years, and we expect auto loans over the 
next five years to grow at around 30 percent annually. 

Credit card will continue strong growth, but at a lower 
rate. Credit card receivables have been growing at close 
to triple-digit rates in the past five years, driven by rising 
consumption and the market penetration, and are now 
the second-largest market for consumer lending products. 
Cardholders now often have more than one card, in order 
to take advantage of different promotional campaigns. 
Merchant-bank cooperation is on the rise to whet consum-
er appetites. And with the emergence of installment loans, 
combined with innovations such as co-branded cards and 
debit cards, we expect credit card receivables to grow at an 
average annual rate of around 40 percent over the next five 
years, or from RMB450 billion in 2010 to RMB2.5 trillion 
in 2015. Despite government support for auto loans, some 
consumers prefer to use credit cards to finance vehicle pur-
chases, because of the convenience and flexibility. 

Consumer finance should outpace the other catego-
ries. Current penetration of consumer finance – short-

term loans for personal consumption of durable goods 
or services such as education, health care, or house reno-
vation is quite low, accounting for only about 4 percent 
of the total consumer lending balance, compared with 
up to 10 percent in more developed markets like Hong 
Kong. Our consumer research revealed substantial up-
side potential, with 8 percent of respondents planning to 
apply for consumer finance in the next year, while only 
2 percent are current users. 

Consumer finance is a key component of the govern-
ment’s plan to stimulate overall domestic consumption. 
In 2009, CBRC launched a pilot program and approved 
four consumer finance companies in four major cities, 
and will likely continue to support this area. (See the 
sidebar “China Cracks the Door to Consumer Finance.”)  
In addition, many local banks have selected consumer 
finance as a growth platform. We expect consumer fi-
nance to ride the wave of expanding domestic consump-
tion, growing at 45 percent over the next five years, the 
highest rate of all consumer-lending markets.
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China Cracks the Door to Consumer Finance (continued)

Source: 2010 BCG CCI survey; literature search.
1A privately held international financial group based in Czech.

Beijing Bank of Beijing (100%) 
Registered capital 0.3 bn

◊ Low NPL ratio 0.06%; interest rates 6.96% - 8% 
◊ Issued CNY 65 million in first year
◊ Integrate with banking services: sell loans through cards and bank branches
◊ Partner with merchant groups, especially electric appliance sellers

Company and City Partners/Owners Highlights

Shanghai
◊ Target local consumers with stable jobs, focus on POS consumption 
◊ Low NPL ratio <0.5%; Daily interest 0.03 - 0.04%, no specific period 
◊ Issue 5 million renminbi in the first half year
◊ Large retail group (SH Bailian) as minority shareholder
◊ Partner with Bailian retail group (department stores and supermarkets)

Chengdu Bank of Chengdu (51%)
Hong Leong Bank  (49%) 
Registered capital 0.32 bn

◊ Only sino-foreign joint venture in consumer finance
◊ Very low NPL 0.046% in the first year
◊ Partner with retailers, esp. electric appliance and auto sellers
◊ Build local call center, do business inbound (phone enquiry and booking) 

and outbound

Bank of China (51%)
Bailian Group  (30%)
Lujiazui Financial  
Development (19%)
Registered capital 0.5 bn

Tianjin PPF1 100% 
Registered capital 0.3 bn

◊ Only consumer finance company wholly-owned by foreign firms 
◊ NPL ratio 5%; issued CNY 1.9 bn loan in 29 cities in 3 years
◊ Flexible assessment: decide interest and fee on loan amount
◊ Build national call center and service center in Shenzhen

consist primarily of young residents lacking high enough 
or stable enough incomes to apply for credit cards or 
traditional loans. To mitigate risks and comply with the 
regulations, finance companies cannot guarantee big-
ticket loans to individuals. 

Risk-return tradeoffs were shaded to the conservative 
end of the spectrum. The three domestic consumer 
finance companies maintained a very low level of NPLs 
in the beginning (BOBCF at � basis points; BOCCF at 
less than �0 basis points; Jincheng at � basis points). 
This raised the question whether they might be too 
conservative, given that many successful consumer 
finance companies in more developed markets are 
comfortable with a higher loan-loss ratio, at around 
� percent; they aim to capture 20+ percent interest 
margin at acceptable risk levels in order to maximize 

profitability, rather than aiming for low risk and low 
margin. Home Credit, the foreign-owned company, 
appears to be adopting this business model.  However, it 
is too early to compare the performance of the four firms, 
which are still refining their business models.

Possible Openings for Foreign Entrants

While it is uncertain when additional consumer finance 
company licenses will be distributed, that stage will provide 
foreign lenders an attractive route to entering China, given 
the much higher bar of obtaining a banking license. Foreign 
companies would presumably be able to leverage their 
established platforms and experience in other markets. A 
partnership between a foreign and local player could combine 
global and local expertise, adapting an established business 
model to serve the unique needs of Chinese consumers.
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Segmenting Consumers to 
Identify the Opportunities

Given the vast size of China’s population, 
it’s essential to narrow one’s focus on a 
select group of customers, especially for 
smaller players with limited resources. 
This requires having a robust segmenta-

tion technique and deep insights into customer. BCG’s 
analysis of the survey results has identified opportuni-
ties among various consumer segments in urban China, 

particularly the segment of young, affluent city dwellers. 
First, though, let’s review how we segmented the popu-
lation.

We divided consumers into nine segments along the two 
dimensions of wealth and age (for stages of life), with 
three tiers in each dimension for analysis of needs and 
business potential.  

Customer Segments Descriptions

Young affluent ◊ Age below �� with current assets over RMB�00K
◊ High consumption demand and high purchasing power

Middle-age affluent
◊ Age �� to �� with current assets over RMB�00K
◊ Strong purchasing power but lower needs for necessities (e.g., first house)
◊ Purchase mainly for entertainment, children and family members

Retiring affluent

◊ Age over �0 with current assets over RMB�00K 
◊ High purchasing power but lack of future income
◊ Little interest in pure lending products
◊ Experienced in banking products and cautious in spending

Young middle class ◊ Age below �� with current assets between RMB200K and RMB�00K
◊ Expanding group, potential to emerge into affluent and trade up

Middle-age middle class
◊ Age �� to �� with current assets between RMB200K and RMB�00K
◊ High consumption demand but relatively low purchasing power
◊ Main breadwinners, purchase mainly for children and family

Retiring middle class
◊ Age over �0 with current assets between RMB200K and RMB�00K
◊ Substantial demand only in health care and home renovation
◊ Frequent bank visitors

Young aspirant
◊ Age below �� with current assets below RMB200K
◊ Potential to upgrade to middle class, eager to trade up
◊ High consumption demand but low purchasing power

Middle-age aspirant
◊ Age �� to �� with current assets below RMB200K
◊ High demand for necessities (e.g., house and health care) 
◊ Under great pressure, strong financial reliance on acquaintances

Retiring aspirant ◊ Age over �0 with current assets below RMB200K
◊ Low demand and low purchasing power
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Wealth has a direct bearing on a household’s purchasing 
power and financing needs. We categorized consumers 
into three wealth groups: affluent (total household 
assets of over RMB500,000), middle class (RMB200,000 
to RMB500,000), and aspirant (less than RMB200,000). 

Age influences one’s purchase habits and attitude about 
financing, because of typical changes in purchasing pow-
er and stability of income. We clustered consumers into 
three groups: young (below 35 years old), middle age 
(35-49), and retiring (over 50).  

Combining these two dimensions, we then clustered customers 
into nine segments, as shown in the table below, which in-
cludes qualitative descriptions based on our analysis.

How Opportunities Vary by Wealth and Age 

To evaluate the growth opportunities provided by each 
of the nine segments, we compared their current pen-

etration (the average percentage of respondents who 
have used each of the four consumer lending products) 
and their future penetration (average of additional per-
centage of respondents who plan to use the consumer 
lending products in the next year, plus current penetra-
tion). As shown in Exhibit 5, around one-quarter of con-
sumers across all segments already use consumer-lend-
ing products, and future demand is even higher, with 
variation depending on the segment.

Along the dimension of wealth, the affluent segments in 
China have the strongest current and future demand across 
all products, especially the young affluent. Affluent Chinese 
typically desire a better lifestyle, have greater confidence in 
their income growth, and spend more on big-ticket items 
such as houses, cars, education and luxury goods. They are 
more sophisticated in managing their wealth and more apt 
to use a bank loan or installment plan to fund a purchase. 

From the perspective of age, our survey shows that the 
young segments have the highest future demand, while 

Exhibit 5. Young and Affluent Segments Show the Strongest Demand for Consumer 
Lending Products

Source: 2010 BCG CCI survey.
Note: N=1,623; future demands reflect the existing demands which will continue to use the product, plus additional future demands.
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Exhibit 6. Affluent Young Consumers Show High Growth Potential, Because of Higher 
Future Demand and Lower Penetration Across Most Products

Source: 2010 BCG CCI survey.
Note: N=1,623; future demands reflect the existing demands which will continue to use the product, plus additional future demands. Questions asked: 
Which products have you used currently (current penetration)? Which products do you plan to use in the next year (future demand)?
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the retiring segment has the lowest growth potential, 
largely because of their relative lack of future income. 
Although the young (across all wealth segments) have 
the lowest current penetration rate, their future penetra-
tion is highest. Consumer finance and mortgages will be 
in especially high demand, with mortgage penetration 
rising from roughly 25 percent to 45 percent.

Young, Affluent, and Primed to Borrow

Of all nine segments, the young affluent segment holds 
the greatest growth potential. (See Exhibit 6.) Consumer 
lending penetration should rise from 27 percent to 43 
percent among these Chinese, representing the highest 
future penetration and increase that we found. They 
are particularly enamored of credit cards, which have a 
roughly 80 percent current penetration rate and close to 
a 90 percent future penetration. 

Most of that growth will derive from in the increase in num-
ber of cards and in spending levels. Although the young af-
fluent segment already holds the highest number of cards 
among all cardholders, with 2.6 cards on average, there’s 
plenty of room for more, as the  average number of cards 
among China cardholders is relatively low compared to 
Hong Kong (four to five) or Singapore (six to seven). More 
cards would mean more intense competition for share of 
wallet, to be sure. Banks thus need to find ways to avoid be-
coming the inactive card. Indeed, with such frequent usage 
among the young affluents, the credit card could become 
an anchor product with which to cross-sell other products. 

Our survey shows that the young affluent segment spend, 
on average, RMB4,400 per month, which is lower than 
the other segments (less than half that of the middle-age 
affluent and middle-age middle class). However, spend-
ing by the young affluents has potential to rise, as they 
currently don’t bump up against their credit limit, and 
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their income is expected to grow quickly. Young affluents 
use about 28 percent of their credit limit, lower than the 
average of over 30 percent and well below the middle-
age affluent and middle-age middle class, who use about 
40 percent and over 50 percent of their credit limit, 
respectively. As they move into middle age, young afflu-
ents will further increase their income and accumulated 
assets, and thus their spending levels. Financial services 
players should invest in and cultivate this segment now 
in order to win them over as their spending rises. 

Mortgages and consumer finance, driven by greater 
penetration, also will provide attractive opportunities 
with this segment. Mortgage penetration among young 
affluents is expected to almost double, from 26 percent 
to 48 percent while that of consumer finance will rise 
almost fivefold from 3 percent to 14 percent.

Young affluents borrow, on average, RMB560,000 in 
a mortgage, the highest among all segments (average 
RMB360,000), but also have a higher down payment 
ratio of over 60 percent, compared to the average 56 
percent. The high loan amount, combined with a lower 
loan-to-value ratio, suggests that young affluents will 
offer both attractive growth potential and high-quality 
assets.

When it comes to consumer finance, the current pen-
etration among the young affluent segment is only 2.8 
percent, while future penetration should rise to 14%. 
The leap in acceptance level opens the door to many 
cross-selling opportunities.

Other Segments, Other Geographies

Opportunities also lie in other segments, of course. For 
example, product innovation and bundling could be 
attractive for middle class middle-age segment, such 
as lending products bundled with wealth management 
products. In the aspirant segment, risks are higher, but 
the thin penetration could make it attractive for players 
with advanced pricing and risk management capabili-
ties. 

Our research covered 15 cities ranging including top tier 
(Shanghai, Beijing, and Guangzhou), tier 1, tier 2, and tier 
3 cities. The top and tier 1 cities have much higher im-
mediate demand compared to the lower-tier cities, and 
will continue to be the key geographies over the next five 
years. (See Exhibit 7.) Yet wealth distribution in China is 
spreading from the coastal cities to the inland provinces 
and rural areas, in part because of government reforms. 
Along with the streams of wealth, geographical coverage 
of the consumer lending market will gradually extend to 
tier 2 or lower cities. Large players will probably need 
to follow this trend. By contrast, smaller banks or new 
entrants with limited resources to expand will want to 
focus on certain segments in the top and tier 1 cities.



1�THE DRAGON WANTS TO SPEND

Exhibit 7. Top 3 & Tier 1 Cities Have the Highest Immediate Demand, Driven by Higher 
Product Penetration and Income

Source: 2010 BCG CCI survey.
Note: N=1,623; future demands reflect the existing demands which will continue to use the product, plus additional future demands. Questions asked: 
Which products have you used currently (current penetration)? Which products do you plan to use in the next year (future demand)?
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Insights into Behavior and 
Attitudes

Exhibit 8. Borrowing Needs Center on Housing and Autos, But Respondents Will Consider 
Consumer Finance for a Broad Range of Other Purposes 

Source: 2010 BCG CCI survey.
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Each of the nine customer segments exhibits 
some unique characteristics and behaviors. 
Most interesting, however, are certain simi-
larities we found among the segments that 
have received little attention by financial 

services players. Understanding these consumer traits is 
prerequisite to building any sustainable business model. 
Our analysis addresses several questions related to con-
sumer demand:

◊ How do China’s consumers use financing?

◊ How do consumers select banks when shopping for 
lending products?

◊ Which channels do consumers use to gather information?

◊ What are the greatest unmet needs – areas for im-
provement in consumers’ minds and thus potential 
points of differentiation for banks?

Consumers’ Key Financing Priorities

The top two reasons that Chinese consumers consider bor-
rowing are to buy a residence, and purchase of a car, with 
more than half of survey respondents naming one of those 
two. (See Exhibit 8.) As discussed earlier, mortgage growth 
will likely slow down, given uncertainties of the property 
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market and a series of new regulatory limits on housing 
purchases in large cities. Many banks may want to consider 
the emerging consumer finance business instead.

Consumers seek consumer finance or installment loans 
for many reasons, the top three categories being are fam-
ily building (including house renovation and appliances), 
health care, and travel, which rank first for more than 30 
percent of respondents. (See Exhibit 8.) The prominence of 
travel as entertainment and luxury item is perhaps a bit sur-
prising, and centers mainly in the middle-class and affluent 
segments, which have seen incomes rising in recent years. 

Strong demand for auto financing is also worth not-
ing, especially among young and middle-age segments; 
more than 60 percent of consumers will seek financing 
to buy a car. Yet the product has been slow to evolve, 
leading many buyers to finance the purchase through 
credit cards instead. Banks may prefer auto financing to 
a credit card, but to address customer priorities they will 
have to make the application process much easier.

How Consumers Select Lenders

Banks in China long enjoyed a protected net interest 
margin and thus almost guaranteed profitability. This 
situation will change with the liberalization of interest 
rates, which is likely to occur over the next few years. 
And with increasing competition from new market en-
trants and smaller players, the major incumbents will 
need to become more fluent in consumer decision mak-
ing – in particular, how consumers choose a lender.

Our survey analysis shows that China’s consumers have 
relatively similar selection criteria across most loan prod-
ucts and customer segments. Branding, simple applica-
tion processes and convenient repayment, and reasonable 
rates are the top criteria. (See Exhibit 9.) For credit cards, 
the branch network is another important consideration 
factor. More established institutions have an advantage 
over smaller ones in branding and the branch network, 
while some smaller players are differentiating themselves 
through efficient process and services, thereby gaining 
market share. Let’s review each criterion in turn.

Brand. Brand is the primary selection criterion for mort-
gages, auto loans and credit cards, with more than half 

of respondents citing brand as affecting their choices, re-
gardless of segment or city tier. This finding differs from 
more developed markets, where consumers often weigh 
interest rate and efficiency more heavily than brand and 
reputation. For consumer finance, brand is insignificant, 
with only 0.1 percent of respondents considering it im-
portant – probably because consumer finance is a new 
market in China with no established players. Conve-
nience matters more, given the impulse factor for pur-
chases of smaller items, so an existing relationship with 
or reputation of a loan provider carries little weight.

Simple application and convenient repayment. China’s 
consumers value convenience when they need money. 
They seek out efficient processes allowing them to obtain 
a loan quickly, and avoid complicated document require-
ments and tedious applications. This finding is consis-
tent with similar research conducted in more developed 
markets, where shorter application time also ranks high. 
Moreover, even after receiving a loan, China’s consum-
ers also value flexibility. They would appreciate banks 
with advanced infrastructure and efficient repayment 
mechanisms such as automatic transfer, online banking, 
convenient physical outlets, and dedicated counters. 

Reasonable interest rates. Price ranks among the top 
three selection criteria for all products except credit 
cards, where it ranks fourth. Banks have limited flexibil-
ity in this regard for mortgages and auto loans, because 
of regulatory spread control in China. But a competitive 
interest rate remains critical for consumer finance, as 
market rates vary widely; more than half of the consum-
ers consider it a significant factor. 

Branch networks. When choosing a credit card provider, 
China’s consumers give careful consideration to the branch 
network. The retiring segment, for example, strongly favors 
a good branch network, because they rely on branches con-
duct transactions including payment of their credit card bal-
ance. For the moment, then, established institutions with 
larger branch networks have an edge over smaller rivals.  

Information Channel Preferences

China consumers gather information from a wide range 
of channels ranging from traditional word of mouth and 
advertising to Internet search engines. Among China 
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Exhibit 9. Branding, Simple Processes and Reasonable Interest Rates Matter Most to 
Consumers When Choosing a Lender

Source: 2010 BCG CCI survey.
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consumers, our survey shows that the two most common 
channels are bank consultation and word of mouth from 
acquaintances and friends. (See Exhibit 10.) For individ-
ual products, other channels also thrive, such as agency 
referrals for mortgages and auto loans, and online chan-
nels for credit cards and consumer finance.  

Bank consultation. The bank itself tends to be the first 
touch point for consumers to learn about consumer 
lending. They often perceive the bank’s information to 
be reliable and accurate, even when they consult oth-
er sources. Their experience during the consultation 
will have a big influence on the final decision, so clear 
product information and well-trained front-line staff are 
critical for banks’ success in acquiring customers. Smart 
cross selling could also deepen customers’ relationship 
and generate new revenue streams.

Word-of-mouth. Referrals from acquaintances also in-
fluence consumers’ decisions, though it is not the deter-

mining factor. Word-of-mouth might, for instance, raise 
or lower an existing brand preference, especially for 
newer, less familiar products like consumer finance. Re-
ferrals also become valuable once an institution’s repu-
tation has been established.

Agency referral (for mortgages and auto loans). Be-
sides these two channels, consumers seeking mortgages 
or auto loans also depend on referrals of agencies or car 
dealers. Banks often partner with selected agencies to 
provide one-stop service and gain market share. Similar 
partnerships are cropping up in consumer finance, where 
loan providers now collaborate with major retailers to 
provide consumer finance loans or installment loans.

Online channel (for credit card and consumer finance). 
Consumers, especially younger segments, are using bank 
websites and Internet search engines to collect informa-
tion on credit cards and consumer finance. As interest 
rates and promotions vary substantially, consumers of-
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Exhibit 10. Bank Consultation and Word-of-mouth Are the Leading Sources of Information 

Source: 2010 BCG CCI survey.
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ten prefer to conduct independent research to look for 
the most suitable provider. Institutions that can differ-
entiate their online marketing and rise above the crowd 
stand to grow market share and improve their econom-
ics.

Information channels preferences do vary across cus-
tomer segments and city tiers. The affluent segments 
place a higher value on convenience and make faster de-
cisions; they will more readily follow the recommenda-
tion of merchants than will the middle class and aspirant 
segments. Some 29 percent of affluent respondents said 
that a merchant recommendation is the most important 
information channel, compared to 23 percent among the 
middle class and aspirant segments. 

Word-of-mouth, meanwhile, is much more important in 
the lower-tier cities. Over 20 percent of respondents in 
lower-tier cities cited word-of-mouth as the most impor-
tant information channel, compared to 14 percent in the 
higher-tier cities. In addition, the younger segments tend 
to conduct more Internet research than the middle-age 

and retiring segments. Financial services players need to 
be aware of these differences and tailor their marketing 
and promotion strategies accordingly. 

The channel preference findings hold lessons for banks, 
notably in the area of consumer finance. The dedicated 
centers or product brands that some banks have estab-
lished to burnish their image might be helpful, but are 
certainly not essential.  Simple, efficient application pro-
cesses are far more important. When it comes to brand, 
consumers care more about a bank’s overall brand than 
that for the consumer finance business, a finding consis-
tent with our experience in other industries in China. The 
key for promoting consumer finance is to establish an ef-
ficient process and a trustworthy, convenient network.

Consumers’ Unmet Needs

Consumer lending is still developing in China, and most 
institutions have not yet optimized their business and 
service model. That’s led to widespread dissatisfaction 
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Exhibit 11. Complex Processes, Poor Services, and the Perception of High Interest 
Rates Rank as the Leading Complaints

Source: 2010 BCG CCI survey.
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in three areas: complex processes, poor service quality, 
and perceived high interest rates.  (See Exhibit 11.)

Complex processes. For every consumer-lending prod-
uct, a complex process leads the list of improvement areas 
among survey respondents. More than half of mortgage 
and auto loan customers complained about inefficient 
processes, especially at the Big Five banks, where it often 
takes more than a month to process a loan application. 
Best-practice players in China, by contrast, have honed 
their approval process down to about one week.  

Poor service. Customers’ own experiences clearly affect 
their perception of service quality. Unclear guidance and 
weak product knowledge contribute to a poor customer 
experience. We have observed that staff in some banks 
do lack a thorough understanding of product features 
and process, and hence cannot respond quickly and 
succinctly to customer inquiries. Some institutions also 
struggle to build a customer-oriented culture; staff rarely 
take the lead in contacting customers when a problem 
arises, preferring to handle the issue after customers 

contact them with  complaints. Many banks have a long 
way to go in improving customer-centric training, incen-
tives, and processes.

Perceived high interest cost. This perception stems in 
part from unclear fee structures. Some consumers said 
that they don’t fully understand the various fees charged, 
or were not told in advance about the fees. In addition, 
many banks charge different customers a similar interest 
rate, with only limited review of the individual’s risk pro-
file. To address concern about high interest costs, one 
potential tactic is to implement a smart pricing scheme, 
such as a lower interest rate with an added processing 
fee and early prepayment fee, along with solid risk man-
agement controls. 

Besides these common unmet needs, other issues were 
mentioned by respondents about specific products. For 
example, rigid repayment terms for mortgages, limited 
promotion offers for auto loans, and a lack of merchant 
offers for credit cards all could stand improvement or 
revision by lenders. 
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Exhibit 12. Spending Levels and Repayment Behavior Are Critical to Credit Card 
Revenues, While Consumers Value Convenience

Source: 2010 BCG CCI survey.
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Rigid repayment terms (for mortgages). Mortgages 
typically involve large sums, which raises the value for 
consumers of more flexible repayment schemes and 
reduction of interest with prepayment. Few lenders ac-
commodate these preferences, so banks that move first 
to become more flexible in repayment and clearly com-
municate potential extra charges for prepayment may be 
able to set themselves apart from the rest of the pack.

Limited offers (for auto loans and credit cards). Al-
though not an important selection factor, more promotion-
al offers would be appreciated by consumers. The more 
established lenders, with their scalable customer base and 
network, could easily differentiate themselves in this area.

Consumer Attitudes Open Up New Credit Card 
Opportunities

Credit cards constitute the second-largest consumer lend-
ing market by balance. But it’s a market that requires huge 

investments in order to find profitable growth. Here’s why. 
Our research finds that more than 85 percent of China’s 
credit card users fully repay their monthly balance. As a 
result, lenders’ interest income from revolving balances is 
relatively low. For consumers who pay off their balance 
each month, credit cost naturally matters less than ease of 
repayment and the branch network. (See Exhibit 12.) The 
high investment and operating costs associated with card 
issuing, processing infrastructure, marketing to acquire 
customers, and the branch network, make it difficult for 
smaller players to compete effectively.

Large lenders, however, can win in credit cards and also 
can leverage their credit card platform and customer 
base to penetrate into consumer finance product lines. 
Our survey finds that more than half of respondents are 
interested in arranging consumer finance loans or install-
ments loans through their credit cards, mainly because 
of the simple application process and convenient repay-
ment. (See Exhibit 13.) The survey also reveals other be-
haviors that can inform credit card strategies.
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Exhibit 13. Credit Cards Can Be a Solid Platform from Which to Penetrate 
Consumer Finance

Source: 2010 BCG CCI survey.
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Consider spending habits. Middle-age users tell us they 
often spend more through credit cards than other seg-
ments, with an average of around RMB6,700 per month. 
They tend to spend up to the credit limit more often. 
However, there may be less room for growth for middle-
age segments, because their income is relatively stable 
and they would potentially turn more conservative as 
they approach retirement. On the other hand, affluent 
and middle-class young segments today spend only half 
the level of the middle-aged and show less propensity 
to bump up against their credit limit. But we expect the 
young to be the central driver of growth for credit cards, 
as they increase their monthly spending and their in-
comes rise.  Young customers also tend to be willing to 
divulge more personal information to lenders and mer-
chants, which facilitates cross selling of other products 
such as consumer finance.

Chinese consumers typically use just one or two cards, 
even if they own many. To become their card of choice, 
lenders will have to do a better job of matching card pro-
gram to individual user, building a solid foundation for 
their loyalty program. 

Lenders also should heed consumers’ desires for differ-
ent types of card. Our survey found strong interest in 
innovations that improve convenience, especially for 
transport-linked or debit-linked cards, which are favored 
by over 60 percent of respondents. These two types of 
innovation alone could significantly increase frequency 
of usage, as many consumers would use the card every 
day for transport buying necessities. In Hong Kong, both 
types of card, offered by HSBC and Citi, have been well 
received by consumers.

To build a successful credit card business clearly re-
quires close attention to many activities, from acquir-
ing customers and promoting card use to encouraging 
revolving balances and managing risk. Lenders will have 
to master loyalty programs, merchant partnerships, data 
mining and analysis, and risk scoring. Additional value 
can come from leveraging the credit card platform to 
cross-sell consumer finance products, but that business 
also involves a whole new set of skills and investments. 
Lenders that can bridge the gap and execute effectively 
stand to create enormous value.
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Lenders Consider Their Next 
Moves on the Chessboard 

Despite the phenomenal growth of con-
sumer lending in China, not every finan-
cial institution is well-suited to compete 
in every product line or geographic mar-
ket. Only a thorough understanding of 

the market characteristics of each lending business will 
allow a lender to build a sustainable business model in 
the chosen market. To that end, we will review the char-
acteristics of the competitive market as well as the differ-
ent challenges faced by different types of lender.

Key Market Characteristics

BCG’s survey findings, along with our ongoing analysis 
and experience with China’s financial service players, 
suggests that several characteristics stand out: 

Consumer lending is a scale business. Brand is the 
most important selection criteria for most loan products, 
and brands take time and resources to build. Substantial 
fixed investment in information technology (IT) systems 
is also required to build a business, including a customer 
relationship management (CRM) system, credit manage-
ment system, and business process management (BPM). 
In addition, a broad product offering could help lenders 
cross-sell products and increase share of wallet. As a re-
sult, larger competitors stand to reap the most benefits 
from broad brand recognition, scale economies, and 
breadth of product portfolio.

But all players can find attractive growth opportu-
nities. Despite the importance of brand for selecting a 
lender, consumers are more willing to start a new rela-

tionship for lending products than for savings accounts. 
The current low penetration of and high future demand 
for consumer finance in China offers attractive spaces 
for new entrants and smaller players. Several Chinese 
city commercial banks (CCBs), for instance, have recent-
ly gone public and expanded beyond their initial geo-
graphic coverage.

Credit cards make a solid platform on which to pen-
etrate consumer finance. The mass appeal of credit 
cards and their simple, fast processes make them a logi-
cal channel for consumers to arrange consumer finance. 
Lenders with a strong credit card business could use this 
platform to offer such products as installment loans. Es-
tablished players thus have an advantage over those that 
would have to start from scratch.

Customer-friendly processes and good service are 
the key differentiators. Consumers in every segment 
complain most about cumbersome processes and poor 
service. Lenders that fix these problems stand to win 
over new customers, because word-of-mouth referral 
carries great importance in lender selection. 

Three urban segments form the bulk of the market. 
The slower growth segment consists of lower-tier cities, 
where immediate demand for financing is relatively low. 
The high-growth segment consists of top-tier and tier-1 
cities in coastal provinces, typically served by large local 
and foreign banks with established networks, plus niche 
players competing for fast-growing opportunities. The 
specific segment consists of those home cities for smaller 
players that are trying to tap certain high-growth cus-
tomer groups, like young affluents. 



2�

Exhibit 14. The Big 5 Banks Dominate Mindshare in Traditional Products, While the 
Gaps Are Narrower for JSBs in Credit Cards and Consumer Finance

Source: 2010 BCG CCI survey.
1Big 5 banks: ICBC, ABC, BOC, CCB, BoComm.
2JSBs: CMB, CIB, CITIC Bank, Everbright, GDB, Huaxia, Minsheng, SDB, SPDB, Zheshang.
3Others: CCBs, foreign banks, China Post, credit cooperative and credit union.
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Auto loan
% of share of minds

Mortgage
% of share of minds

The Current Competitive Lineup

The salient market characteristics apply to any institution 
that wants to compete in China. But lenders also have 
a track record and a legacy that will shape their current 
market position and future possibilities. Therefore, it is 
useful to review the state of the competitive landscape.

The largest consumer lending business, mortgages, was 
traditionally dominated by the “Big 5” banks – Indus-
trial and Commercial Bank of China, China Construc-
tion Bank, Agricultural Bank of China, Bank of China, 
and Bank of Communications. In recent years, more 
joint-stock banks (JSBs, which are publicly traded) and 
CCBs became active in mortgages and expanded to oth-
er products. For instance, one joint-stock bank, China 
Merchants Bank, built a leading position in credit cards 
through a strong strategic focus, innovative co-branding 
initiatives with travel partners and retailers, and a strong 
IT platform underpinning its online banking. Other JSBs 
and CCBs have entered consumer finance markets to 
give stiff competition to the Big 5.

Our survey shows that the Big 5 still command 82 per-
cent of share of mind in the mortgage market and over 
70 percent in auto loans. (See Exhibit 14.) These giants 
also exert a strong influence on sales channels such as 
property developers and car dealers, allowing them to 
partner with these merchants to provide credit prod-
ucts. 

The JSBs and smaller banks, while finding it difficult to 
compete in mortgages and auto loans, have narrowed 
the gap in credit cards and consumer finance. JSBs cap-
tured 24 percent and 26 percent share of minds, respec-
tively, in credit card and consumer finance, compared 
to 69 percent and 67 percent for the Big 5. In addition, 
the consumer finance companies being piloted by the 
CBRC offer an alternative platform for new entrants to 
consider. 

The Big 5 also dominate consumer lending across all cus-
tomer segments and cities, according to the BCG survey. 
(See Exhibit 15.) Note, though, the mindshare gap be-
tween the Big 5 and JSBs is smallest among the affluent 
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Exhibit 15. The Big 5 Banks Dominate All Segments, But Smaller Banks Are Strong  
Among Young and Affluent Segments, and in Higher Tier Cities

Source: 2010 BCG CCI survey.
1Big 5 banks: ICBC, ABC, BOC, CCB, BoComm.
2JSBs: CMB, CIB, CITIC Bank, Everbright, GDB, Huaxia, Minsheng, SDB, SPDB, Zheshang.
3Others: CCBs, foreign banks, China Post, credit cooperative and credit union.
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and the young. These segments tend to be more open 
to trying new products, innovative features, and new 
providers, and they are also more heavily targeted by 
JSBs and smaller banks. The Big 5 have a commanding 
lead in tier-3 cities, with 81 percent mindshare, but other 
players have stronger standing in larger cities.

Based on the respective strengths and coverage of the 
various types of bank, we would argue that they should 
adopt differentiated approaches in developing their con-
sumer lending businesses. (See Exhibit 16.)

The Big 5 and other large players could push a com-
prehensive product line. But they will have to ad-
dress challenges in organizational alignment, prod-
uct portfolio management, and service quality. 

With extensive geographical networks and substantial 
resources, large banks can use their scale to look for 
opportunities across all major consumer segments, geo-
graphic markets, and product categories. At the same 
time, they will have to fix three sets of problems.

First, the Big 5 large organizations are saddled with a 
complex branch structure. Their many departments, 
branches, and informal units don’t always coordinate 
closely or align their processes. All the parts will have 
to work together more seamlessly in order to attain the 
same goals in a certain business line. 

The second issue concerns the many fields on which 
the Big 5 compete, stretching resources. Large banks 
need to prioritize sales and marketing resources and 
emphasize those areas with the highest potential re-
turn. They will also have to winnow their over-broad 
geographical coverage and products offerings, culling 
the marginal performers and expanding those with the 
greatest value.

Third, improving service quality should be high on the 
Big 5 agenda. According to our research and interviews, 
consumers cite more dissatisfaction with the Big 5 than 
with  JSBs and smaller banks with respect to staff prod-
uct knowledge, service levels, loan approval time, and 
process inefficiencies. 
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Exhibit 16. A Strategic Framework for Consumer Lending in China

Source: 2010 BCG CCI survey; BCG analysis.
1Smaller banks in China defined as banks with total asset size below CNY 1,500 bn (including some smaller JSBs and all city commercial banks).
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home market)
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high growth segments
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foreign banks in 
consumer finance)

Leading JSBs should compete very selectively against 
large banks. Their challenges lie in service differen-
tiation, market and segment selection, and better 
leverage of the credit card platform. 

JSBs should identify and target select market segments 
where they can excel and create differentiated services. 
For those with an established credit card business, they 
should consider leveraging this base to penetrate into 
consumer finance and attain scale economies. Most JSBs 
face a different set of issues than the Big 5, as they have 
smaller networks and fewer resources.

JSBs must first of all differentiate their service. This entails a 
deeper understanding of customer priorities and a systemat-
ic approach to capturing insights about customer behavior.

Being smaller than the Big 5, JSBs will want to identify 
specific target markets and customer segments. This will 
allow them to focus resources on the best opportunities 
and muster sufficient strength to compete in those areas. 

Leading JSBs with the capabilities to compete effectively 
against the Big 5 in credit cards should strive to attract 
more revolvers and improve usage of dedicated facili-
ties, so that they can cross-sell installment loans and oth-
er consumer finance products. 

Smaller and foreign banks should seek out niche 
markets. Their major challenges are to select the 
right markets and segments, leverage customer in-
sights, and develop better niche products. 

With resources more limited than the Big 5 or JSBs, 
some smaller CCBs that have undertaken geographical 
expansion in areas where they lack knowledge and expe-
rience. Small banks that were more cautious, expanding 
only where they developed expertise, often demonstrate 
a higher profitability and higher market share. 

Smaller players thus have to make trade-offs in defining 
their niches. They should carefully choose target markets 
and segments, so that their brand does not become diluted.  



Exhibit 17. A Framework for Building a Successful Consumer Lending Business

Source: BCG analysis.
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They also need to develop a systematic approach to captur-
ing and understanding the needs of target segments. Each 
customer insight must be translated to concrete measures 
to develop a tailored solution and go to market.

The most attractive niches will be those where the bar-
rier to entry is relatively low and the potential to build 
competitive advantage is high. One lending product will 
likely serve as an anchor for other products, and the 
lender must excel at service delivery for that anchor.

Regardless of which strategic approach a lender will 
take, all players in consumer lending face a basic set of 
challenges, as shown in Exhibit 17: 

◊ Explore the needs and behaviors of customers. A thorough 
understanding of customer priorities should underpin 
sales and marketing campaigns and development of tai-
lored product and services.

◊ Align the strategy with resource allocation to maximize po-
tential opportunities. Smart choices around which cus-

tomer segment to target, which products to offer, and 
what cities or regions to compete in all bear on how 
resources will be allocated. 

◊ Establish core internal capabilities. Great strategy will fall 
flat without great execution. Banks need to determine 
which are the critical capabilities to build internally, 
and which to outsource, ranging from sales and chan-
nel management to risk management.

___________________

Although the largest banks have already estab-
lished a strong presence in products like mort-
gages and credit cards, attractive opportunities 

abound for smaller and foreign as well. As competition 
increases, no incumbent bank can rest on its laurels. In-
deed, any lending institution that aspires to sustainable, 
profitable growth in this market must build a business 
model that’s premised on a deep understanding of con-
sumer priorities and a differentiated product offering for 
the chosen segment.
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Appendix
Methodology for BCG’s China Consumer Lending Survey

Exhibit 18. BCG’s China Consumer Lending Survey Covered 1,623 Respondents in 
All City Sizes 

Overview of consumer survey

Methodology: 
Conduct “central location test (CLT), CAPI”, targeting  
local residents, owner of credit card or auto loan or 
house loan/mortgage in 15 cities

Topics covered:
◊ Penetration level and demand for products, 

especially more value added products
◊ Product selection criteria
◊ Channel usage pattern
◊ Most popular banks by products

Target sample size: 1,623 samples, covering top 3 and 
tier 1-3 cities; special emphasis on MAC population

Locations selected

Beijing

Shijiazhuang

Shenyang

Dalian

Shanghai

Wenzhou

Xuzhou

Guangzhou
Huizhou

Zhongshan

Wuhan

Changsha

Chengdu

Kunming

Tier 1 city
Tier 2 city
Tier 3 city

Top 3



Exhibit 19. Sample Distribution of BCG China Consumer Lending Survey

Income distribution of survey samples
(% of total, monthly household income in RMB)

Family total current assets distribution of 
survey samples (% of total)

Age distribution of 
survey samples (% of total)

City tier distribution of 
survey samples (% of total)

36

23

100

41

0

50

100

>16,0007,000-16,000 <7,000

54.1

26.3
100.0

13.3
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50

100

TotalTotal

6.3
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100
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0
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100

Tier 3

19
10

Top 3

30

Tier 2

41

Tier 1

55

35

100

10

0

50

100
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Source: 2010 BCG CCI survey.
Note: N=1,623.
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