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MasterCard Worldwide
A Global Knowledge Leader

MasterCard Worldwide is widely recognized as
a knowledge leader around the world. Over the
years, the global payment solutions company
has devoted extensive resources to developing a
deeper understanding of the payments card
markets and the business and economic envi-
ronment through surveys and independent
research studies. Some of these initiatives
include the MasterCard Worldwide Index of
Consumer Confidence, MasterCard Worldwide
Index of Retail, MasterCard Worldwide Index of
Travel & Asian Lifestyles, MasterCard Worldwide
Index of Women's Advancement, MasterCard
Worldwide Index of China Affluent and Master-
Card Worldwide Centers of Commerce. Today,
these MasterCard offerings are much sought
after by analysts, academics and decision mak-
ers in financial institutions, government agen-
cies and multi-national organizations.

Launched in 1993, the MasterCard World-
wide Index of Consumer Confidence has proven
to be an excellent barometer of the general
consumer pulse in Asia/Pacific. The twice annu-
al survey analyzes prevailing consumer percep-
tions of economic conditions for the next six-
months. Its insights into the dynamics of
consumer sentiment, and the market paradigm
deliver value to a variety of audiences, including
customers and business partners.

In 2003, MasterCard established the Master-
Intelligence Knowledge Panel comprising lead-
ing economists and business strategists from
China, Hong Kong, India, Japan, Korea and
South East Asia. In 2006, it was expanded to
become a global knowledge panel, which now
conducts research and provides insights on the
economic and business environment globally.
The panel is headed by Dr. Yuwa Hedrick-Wong,
Economic Advisor (Asia/Pacific), MasterCard
Worldwide.
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Today, MasterCard continues to demonstrate
its commitment by not only adding value with
cutting edge research but also through sharing
knowledge in new areas. Its knowledge leader-
ship is well recognized and unrivaled.
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Foreword

With the world as their oyster, China’s self-con-
fident, ambitious, fun loving young urbanites
have become powerful catalysts in transforming
its consumer market.

Residents of Beijing, Shanghai and
Guangzhou, they are highly educated, focused
on career advancement and reveling in new-
found personal freedom within a more permis-
sive social environment.

Marriage is increasingly less of a priority for
this higher income, higher spend group of
young singles, expected to grow at the rate of
12% per year for the next decade.

While this phenomenon is true in much of
developing Asia, in the context of the most
populous of these nations you can see how
potentially powerful a consumer force China’s
young singles will be in Asia. By 2017, the total
discretionary spending of this group is expected
to reach an impressive US$101.1 billion, a func-
tion of the growth in the group’s size and their
rising annual incomes.

As two established knowledge leaders, Mas-
terCard and HSBC undertook this joint piece of
research, driven by the common desire to exam-
ine and better understand the perceptions,
aspirations, consumption and lifestyle dynamics
of China’s young singles. This is the third report
in our collaboration that focuses on China con-
sumers.

We hope it presents thought-provoking
insights and offers your business vital informa-
tion to help with strategic planning and deci-
sion-making.

Andre Sekulic Peter Wong
President Executive Director
Asia/Pacific, Hong Kong & Mainland China

Middle East & Africa The Hongkong and Shanghai
MasterCard Worldwide  Banking Corporation Limited

« HSBC

MasterCard The world's local bank
Worldwide
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China’s Dynamic Consumers—
the Young Singles

Urban young singles, defined as those aged 20
to 34 years, with permanent residence in an
urban area and who have never been married;
are one of the most dynamic segments in Chi-
nese society today. They are certainly among the
best educated and upwardly mobile. Their sin-
gle’s lifestyle is also unique in the context of
China’s traditional culture where getting mar-
ried and having children early constitutes a core
component of the primary responsibility of
young people to their parents, that of filial piety.

The fact is that the urban young singles in
China have been a growing phenomenon for
some time. Personal career choices and
advancement opportunities that come with an
expanding market economy and higher educa-
tion in the last two decades have clearly re-shuf-
fled the priorities of the younger generations.
For them, getting married and having children
are to wait until they have completed their edu-
cation and secured better employment
prospects. Furthermore, marriage has been get-
ting more expensive, which today usually
requires the newlyweds to purchase a private
property. A more permissive social environment
in turn has encouraged the younger generation
to value their personal freedom in ways that
older generations would have never dreamed
of. Together, these factors have converged to
push back the time of marriage for China’s
young urbanites. This is borne out by the rising
average age of first marriages in China as
shown in Table 1.

Table 1.
Average Age of First Marriage

23.4 25.7

Women 22.1

Men 23.8 25.2 27.4

Source: National Bureau of Statistics
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Those with a college education and above tend
to get married even later than the average. And
this trend is expected to continue, with Table 2
showing the estimated average age of first mar-
riage in 2007 and projected for 2017. By 2017,
young male singles would have been in the
mode of being ‘single’ for about ten years from
the age of 20 onward before getting married,;
and eight years for young female singles.

Table 2.
Average Age of First Marriage-
College Educated and Above

28.0

Women 26.8

Men 28.5 30.0

Source: MasterCard Asia/Pacific

A combination of the rising trends of later
marriage and better education also means that
the size of the young singles segment is increas-
ing rapidly in China. Table 3 shows the overall
urban population size of the 20 to 34 year olds
who have never been married in China versus
the population of the young singles (as defined
above). It clearly shows that the segment of
young singles is growing much faster.

Table 3.
Comparative Growth Projections

Average
2007 2017 Annual
Growth Rate

Urban Population 494 61.7

Age 20 to 34, Million | Million 2.5%

Never Married

Young Singles 53 1_1:7 12.0%
Million | Million

Source: MasterCard Asia/Pacific

Due to their higher education level and bet-
ter employment, young singles also tend to
have a relatively higher income compared to



Table 4.
Annual Income and Discretionary Spending

Average Annual Income US$ 9,130 | US$ 23,680
; ; ; Us$17.7 US$101.1
Total Discretionary Spending Billion Billion

Source: MasterCard Asia/Pacific

their counterparts of similar age levels. The
average per capita income of young singles in
the three large cities of Beijing, Shanghai and
Guangzhou is estimated at US$12,175 in 2007,
putting them solidly in the middle-class income
bracket. Assuming that the average per capita
income of young singles for the country as a
whole is 25% lower than the average for the
three big cities, which is US$9,130; this is still
considered very much a middle-class income.
Table 4 shows the estimated per capita annual
income as well as total discretionary spending
of the young singles for 2007 and 2017. Their
average annual income is projected to increase
by about 10% per year in real terms, rising to
US$23,680 in 2017. The truly astonishing
growth is, however, seen in their total discre-
tionary spending] which results from com-
pounding their rising average annual income
and growth of their size from 5.3 million in
2007 to 11.7 million in 2017. By 2017, there-

Chart 1. Value Perceptions

fore, the young singles’ total discretionary
spending is expected to reach an impressive
US$101.1billion.

From the perspective of the consumer mar-
ket, the young singles of China are of central
importance in understanding emerging trends.
Their singles lifestyle, higher education, and
being technologically savvy make them power-
ful catalysts in leading changes in consumption
trends. They are nothing short of being the
shock troops that will spearhead the transfor-
mation of China’s consumer market. In order to
gain deeper insights into these young and
dynamic consumers of China, a research study
was jointly designed by MasterCard Worldwide
(Asia/Pacific) and HSBC, with the field research
carried out by the School of Management,
Fudan University in 2007 ("HSBC Young Singles
Study’). Key findings from this HSBC Young Sin-
gles Study are summarized in this report.

Personal Values
and Family Orientation
of Young Singles

Young singles show an interesting mix of self-
confidence, ambition, and a fun loving attitude
toward life. Chart 1 shows that self-respect and
being able to have fun and enjoyment are
among the most important things in their lives.

The Most Important Things in Life
6 = Most Important
5.56
54 5.36 5'32 5.23 5.16 5.09 5.04 4.99
|| | || || || || II || || 4.20
Self Have Being Prior Financial ~ Sense Social Sense Self-  Excitement
Respect  Fun and Well-  Relationships Security of Security of Fulfillment
Enjoy  Respected with Accomplish- Belonging
Life Others ment
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Their ambitions are clearly indicated by the
importance they place on getting a promotion
at work (52.7%) and starting their own busi-
ness (44.2%). Getting married comes in only as
the third most important aspiration as shown in
Chart 2. Their entrepreneurial spirit is also evi-
dent.

From the point of view of self-perception, the

Chart 2. Aspirations

young singles’ views of themselves are extreme-
ly positive. The first and foremost self-percep-
tion is one of open-mindedness; followed by
being financially savvy, and confidence; as
shown in Chart 3.

The maijority of them (68.6%) are saving in
preparation for marriage. The need for saving in
advance, even if marriage is not imminent, is

Most Desired Personal Goals in the Next 5 Years
52.7%
44.2%
32.6%
LRt 13.4%
l l ' ' 8.5%
Get Start Get Married Earn More Buy a Buy a
Promoted One's Own From Good Home Good Car
Business Investments
Source: HSBC Young Singles Study
Chart 3. Self-Perception
4.66 How They See Themselves
4.44 6 = Agree Completely
' 413
‘ | ‘ | 3.67
Open-Minded Financially Savvy Confident Independent Traditional
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Chart 4. Marriage Planning

Expected
-~ Marriage Expenditure
. (]

Total US$ 115,000
Home
Purchase

31.4%

US$ 84,000

Saving No Plans
for for
Marriage  Marriage

Source: HSBC Young Singles Study

Chart 5. Family Orientation

tradition of getting married and having children
early, but this does not mean that they are any
less family oriented. It turns out that they are
fulfilling their ‘filial piety’ in a different way;
many of them give their parents a significant
portion of their monthly income on a regular
basis. As Chart 5 shows, 23.3% of the young
singles give 20% of their monthly income to
their parents; and 14% of them give as much as
half of their monthly income.

Personal Background
and Daily Lifestyles

Only 11.5% of the young singles have worked,
studied or lived overseas. Among those who
have had such overseas experiences, nearly one-
third had gained such experiences in Europe as
shown in Chart 6.

Chart 6. Overseas Experience

52.1%

- Amount of Monthly
|| 47.9% Income Given to Parents

< 10% 2.6%
10-19%

20%

21-39%

40 - 49%

50%

20.2%

19.4%

8.4%

14.0%,

Give Do Not
a Fixed Regularly
Percentage Give Income
of Monthly  to Parents
Income to
Parents

Have Worked, Studied,
or Lived Overseas

Countries in Which
They Have Worked,

3850 Studied, or Lived
. (]

North America
Europe
Asia
Australia and
New Zealand
()
Yes No

10.3%

32.5%

26.6%

11.8%

11.5%

Source: HSBC Young Singles Study

because of the expenses involved, which on
average are expected to be about US$115,000,
of which US$84,000 is set aside for the pur-
chase of a new home. By Chinese standards,
these are major expenses.

The young singles may not be following the

Q1 2008

Source: HSBC Young Singles Study

Consumption accounts for 36.5% of their
income; with 30% saved. Over two-thirds of
the savings are held in current deposit accounts.
Some 17.8% of their income is invested, and
another 6% goes to paying their mortgage. This
suggests that in spite of their higher education



Chart 7. Personal Savings and Spending

Chart 9. Involvement in Sports

Percentage of Income

Allocation of Savings

Current Deposit 69.9%

36.5%

Term Deposit 18.6%
30.0%
1718%
l | 6.9%
0
Consumption  Saving Investment Mortgage

Involved in Sports on a Regular Basis

Favorite Sports

Sy Badminton 53.2%
Jogging/Walking  40.7%
Swimming 35.1%
Ball Games 29.6%

Mountain Climbing 22.4%

Aerobic/Dancing  21.0%

Yoga 19.7%

‘I 1.1%
Yes No

Source: HSBC Young Singles Study

and being well informed, the young singles are
no more sophisticated than the average Chi-
nese in ‘wealth management.’

Young singles are very busy people. Chart 8
shows that they have on average about 28
hours a week of leisure time, of which they
spend an average of nearly 12 hours a week

Chart 8. Leisure Time

Average Number of Hours
of Leisure Time Available per Week

Number of Times per Week

on Average 35
Number of Times per Week 14
for Business Reasons :

11.9

ll 10.5

Total Time Time
Spent With  Spent With
Families Boy/Girl Friends

Source: HSBC Young Singles Study
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Source: HSBC Young Singles Study

with families and 10.5 hours a week with their
boy/qgirlfriends. They dine out frequently; 3.5
times a week on average, of which 1.4 times a
week are for business reasons.

In spite of their busy schedules, young sin-
gles are active in sports. Almost all of them do
some sports on a regular basis as seen in Chart
9. Over half of them play badminton, and
40.7% jog or walk for exercise regularly. Swim-
ming is also popular, involving 35.1% of young
singles. Ball games and mountain climbing fol-
low in fourth and fifth place. Aerobics and
dancing, and yoga are also popular with 21%
and 19.7% respectively of the young singles
who participate in these activities regularly.

Business and

Personal Travel

Young singles’ experience in outbound business
travel still appears to be limited. Chart 10 shows
that only 36.1% of them have traveled overseas
for business reasons in the past two years. This
may have to do with their relatively junior status
in the companies in which they work simply
because they are young. For those who have
traveled overseas on business, on average they



Chart 10. Business Outbound Travel

Have Traveled Overseas for Business in the Past 2 Years

Average Overseas Travel 2.7
per Year for Business Times

Manage Own

0,
Travel Arrangement IS

63.9%
36.1%

Yes No

Source: HSBC Young Singles Study

traveled 2.7 times a year in the past two years;
and 72.6% of them managed their own travel
arrangements.

In terms of personal outbound travel, only
34.6% of the young singles have traveled over-
seas for personal reasons. This is significantly
lower than the affluent segment, for example,

Chart 11. Personal Outbound Travel

Have Traveled Overseas for for Personal Reasons
in the Past 2 Years

Average Overseas Travel
for Personal Reasons
per Year

1.94
Times

65.4%

No

34.6%

Yes

where over 70% of have traveled overseas for
personal reasons in the previous 12 months;
and some 30% of the affluent traveled overseas
more than twice in the previous 12 months?
The relatively low level of outbound travel expe-
rience is clearly due to lack of funds and not
lack of interest. Young singles’ income is under-
standably lower than the affluent; and, as
described earlier, they tend to give a significant
portion of their income to their parents; in addi-
tion to having high savings. For young singles
that have traveled overseas, the average fre-
quency is 1.94 times in the past year, as shown
in Chart 11.

For personal outbound travel, the most com-
mon destinations are still in Asia. Europe is the
second most popular, followed by North Amer-
ica; then Australia and New Zealand. As seen in
Chart 12, equal proportions of the young sin-
gles traveled with friends/colleagues and with
boy/qgirlfriends. Their favorite overseas activity is
sightseeing, followed by experiencing foreign
cultures, and entertainment. Only 4.3% of the
young singles reported shopping as a major
activity when traveling overseas.

Chart 12. Personal Outbound Travel

Destination of the Last Trip

Asia 64.2%
Europe 25.1%
North America 3.9%
Australia/NewZealand 6.8%

Travel Companions

Friends/Colleagues 35.5%

Boyfriend/Girlfriend 37.9%

Activities Overseas

Sightseeing 62.0%
Experience Foreign Cultures 44.6%
Entertainment 37.0%
Shopping 4.3%

Source: HSBC Young Singles Study

Q1 2008
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Chart 13. Personal Outbound Travel

Most Visited Asian Destinations

Hong Kong and Macau 48.9%
Thailand 18.1%
Japan 6.8%
Singapore 5.3%
Korea 4.5%
Malaysia 3.8%

Source: HSBC Young Singles Study

Within Asia , Hong Kong and Macau are the
most commonly visited destinations, followed
by Thailand, Japan, Singapore, Korea, and
Malaysia.

In contrast to overseas travel, 89.1% of the
young singles have traveled within China for
personal reasons, as Chart 14 shows. Sightsee-
ing and entertainment are the key activities for
them. Experiencing culture is reported by
18.1% of the young singles as a key activity
when they travel within China, a testimony to
China’s cultural diversity and the fact that such
diversity is appreciated among young singles.

Chart 14. Personal Domestic Travel

Media Usage

From the point of view of media usage, young
singles spend most time surfing the Internet (5
hours a day), compared with watching TV (1.6
hours) and reading (1.5 hours). When they surf
the Internet, the key purposes are to seek infor-
mation, followed by entertainment, pursuing
professional and business interests, and for per-
sonal communications.

Chart 15. Media Usage

Have Traveled Domestically in the Past 2 Years

Key Activities When
Traveling Domestically

89.1%

Yes

Sightseeing 72.0%
Entertainment 64.2%
Relax and Rest 25.1%

Cultural Experience 18.1%

8.2%

Shopping

10.9%

No

Time Spent Per Day (Hours)

5.0
15 1.6 ‘I

Reading Watching Surfing
v Internet
Seek Information 70.3%
Recreation/Entertainment 59.8%
Business/Professional Interests 53.4%
Personal Communications 50.6%
Study/Research 28.3%
Personal Investment/Finance 23.3%
Online Shopping 13.5%

Source: HSBC Young Singles Study
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Chart 16. Media Usage

Types of Magazine Read on a Regular Basis

Chart 18. Purchase of Luxury Goods
Top 5 Fashion Brands

Preferred Purchased in
the Past 5 Years

Fashion 54.6%
Louis Louis
: 23.0% : 17.3%
Current Affairs 46.1% Vuitton ° Vuitton °
E i 40.69 . .
ntertainment 0-6% Gucci 12.4% Gucci 7.0%
Automobile 25.6%
. ) Chanel 6.9% Nike 3.3%
Business and Economics 25.3%
0 L
Computer and IT 24.7% 2;(:;2:1? 5.5% Chanel 22%
Sports 20.1%
Prada 3.7% Prada 2.1%
Literature 17.8%

Source: HSBC Young Singles Study

In terms of magazine readership, fashion
magazines are the most popular, followed by
current affairs and entertainment. Magazines
on automobiles rank fourth, reflecting the
young singles’ aspiration for car ownership.

Luxury Goods Purchase

Chart 17. Purchase of Luxury Goods
Top 5 Watch Brands

Preferred Purchased in
the Past 5 Years

Rolex 17.6% Swatch 12.0%
Omega 15.7% Omega 11.1%
Longines 8.8% Casio 10.2%
Yacheron 499 Tissot 8.0%
Swatch 4.7% Citizen 7.8%

Source: HSBC Young Singles Study
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Young singles certainly aspire to buy luxury
branded goods. The most preferred luxury
watch brands are Rolex and Omega; but most
young singles bought Swatch over the past five
years, reflecting a gap between aspiration and
the means available, as shown in Chart 17. The
surprise finding is that Omega which is the sec-
ond most preferred watch brand (15.7%) is also
the second highest in terms of actually being
purchased by the young singles in the past five
years (11.1%).

The most preferred fashion brand is Louis
Vuitton, followed by Gucci, Chanel, Giorgio
Armani, and Prada. Louis Vuitton is also the
number one brand in terms of having been pur-
chased by the highest percentage of young sin-
gles (17.3%) in the past five years; similarly for
Gucci in the second place. Chanel drops to
fourth place, having been purchased by only
2.2% of the young singles; and with Prada in
the same fifth place, having been purchased by
2.1% of the young singles.

Chart 19 outlines their reasons for purchas-
ing luxury branded goods and how they source
information on what to buy. It turns out that
luxury brands are most frequently associated
with high quality (36%). An equal proportion
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Chart 19. Purchase of Luxury Goods

]
. 1
Source of Information I Reasons for Purchase
1
1
73.2% :
1
1
1
1
1
49.7% :
1
1
36.9% ! 36.0%
0, ] -
322% 2999 i
1
1 22.8% 22.8%
. h )
1
X 11.1%
| ‘ '
1
1
Fashion v In-store  Business  Word of | High Self Fashion Status
Magazine Visit Magazine  Mouth 1 Quality Reward Trend Symbol
1
1
1

(22.8%) of young singles see the purchase of
luxury branded goods as a reward for them-
selves and as being fashionable. Only 11.1% of
them see luxury branded goods as status sym-
bols.

Online Shopping

Over two-thirds of young singles have tried
online shopping, which is consistent with the

Chart 20. Online Shopping

Source: HSBC Young Singles Study

amount of time they spend a day surfing the
Internet (5 hours) as reported earlier. As Chart
20 shows, they see the lack of a guarantee for
products purchased online as the biggest barri-
er to online shopping. Other barriers include
poor after-sales service, concern about unse-
cured payment methods, and online fraud.

For those who have tried online shopping,
30.2% have shopped two to three times in the
past six months; while 10.6% shopped more than

Have Tried Online Shopping
68.7%

31.3%

Perceived Barriers to Online Shopping

No Guarantee of Product 70.1%
Poor After-sales Service 40.4%
Worry About Unsecured Payment 39.2%
Worry About Online Fraud 35.2%

Yes

No

MasterCard Worldwide Insights

Source: HSBC Young Singles Study



Chart 21. Online Shopping

Number of Online Shopping Experiences
in the Past 6 Months

Spending on Online Shopping
in the Past 6 Months

30.2%
1-100 RMB 21.6%
101 - 500 RMB 29.2%
19.6%
501 - 1,000 RMB 20.2%
14.2%
12.6% :

10.6%
! 1,001 - 5,000 RMB 21.1%
l l > 5,000 RMB 7.9%

1 2-3 4-5 6-10 > 10

10 times. Most purchases are under 1,000 RMB.

Given their familiarity with technology, it is
not surprising that young singles are well
informed about online shopping using mobile
phones (59.8%); and that 8.2% have actually
done so; while 34.7% plan to do so soon.

Chart 22.
New Shopping Channels

Online Shopping Have Plan To

Mobile Phone 59.8% 8.2% 34.7%
Mail Catalogue 93.1% 45.0% 53.0%
TV Shopping 95.0% 16.2% 36.3%

Source: HSBC Young Singles Study

Shopping by mail order catalogue is very well
known (93.1%) with the highest percentage of
young singles having done so (45%). TV shopping
is better known (95.0%), but only 16.2% have
tried it.

Q1 2008

Source: HSBC Young Singles Study

Mobile Phone Usage

Just over half of the young singles have mobile
phone subscriptions; and they use their mobile
phones to access information on a regular basis.
As Chart 23 shows, the types of information most
frequently sought are weather forecasts; news
and current affairs, financial services, entertain-
ment news, and commercial information.

Chart 23. Mobile Phone Usage

Have Mobile Phone
Information Subscription

Types of Information
Accessed Using the

50.5% Mobile Phone
49.5%

Weather Forecast 51.4%
News and 31.4%
Current Affairs e
Financial Services 9.3%
Entertainment

News 4.5%
Commercial

Information 0.7%

Yes No

Source: HSBC Young Singles Study
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Real Estate Ownership

ning to do so in two to five years time. For those
who have no plans to buy a property, the most

Just over 40% of the young singles own their ~ commonly cited reason is the lack of means to
homes. Among them, 60.5% co-purchased the  do so. About one-third, however, reported that

property with their parents.

73.8% of young singles plan to purchase

they do not feel the need to purchase property
because they are living with their parents.

property in future, with the vast majority plan-

Chart 24. Real Estate Ownership

Own Real Estate
59.5%

40.5% ‘ |
Yes No

For Those Who Own Real Estate

Co-purchased the Property
With Parents A
Average Purchase Price US$ 86,000

Chart 25. Real Estate Ownership

Source: HSBC Young Singles Study

Plan to Purchase Real Estate in Future

73.8%

‘ | 26.2%
Yes No

Within 1 Year 0.3%
In 1 Year 6.8%
2 - 3 Years 35.6%
4 -5 Years 40.7%
Lack Money 40.3%
Living With Parents 30.0%
Prices Too High 15.2%
Staying in City Temporarily 6.5%
Future Spouse Has Property 4.9%

MasterCard Worldwide Insights

Source: HSBC Young Singles Study



Automobile Ownership

Only 18% of the young singles own a car. But,
based on the popularity of automotive maga-
zines, it is reasonable to surmise that the aspira-

Chart 26. Automobile Ownership

tion to own a car is high. The most preferred
automobile brand is Honda; followed by Buick,
then Volkswagen, Mazda, and Nissan. It is worth
noting that among these top five most preferred
automobile brands, three are Japanese.

Car Ownership
82.0%

Top 5 Automobile Brands Owned

180% ‘l

Honda 14.3%
Buick 10.2%
VW 9.2%
Mazda 8.2%
Nissan 7.1%

Consumer Electronic Ownership

The young singles are a digital generation. As
Chart 27 shows, on average they have 2.2
mobile phones each; 1.1 digital camera, 0.9
PC/laptop computer and 0.3 PDA or Palm Pilot.

The young singles rely mostly on TV advertis-

Chart 27. Consumer Electronics Ownership

* A Digital Generation

Source: HSBC Young Singles Study

ing to get information on consumer electronic
items. Word-of-mouth is the second most
important source of information, followed by in-
store visits, fashion magazines, and newspapers.
Only 17.4% of them visit the companies’ web-
sites to seek information.

m-——m

Mobile Phone 1.4% 40.0% 27.9% 27.7%

Digital Camera 14.3% 64.7% 17.4% 3.6% 1.1
PC/Laptop 28.1% 59.4% 8.3% 4.2% 0.9
PDA/Palm Pilot 73.2% 25.1% 1.1% 0.6% 0.3

Q1 2008

Source: HSBC Young Singles Study
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Chart 28. Consumer Electronics Ownership

74.2%

Channels for Accessing Information to Make Purchase Decision

33.1%

26.4%
l l 17.4%

36.3%
| | 33.5%
TV

Word In-store

Advertising of Mouth Visit

Fashion
Magazine

Newspaper Company
Website

Concluding Observations

Young singles are likely to be a permanent
social phenomenon in China. Improved educa-
tion, rising income and rapid urbanization are
key factors behind the growth of the young sin-
gles segment; and none of these factors are
likely to disappear any time soon. As shown ear-
lier in this report, the young singles’ collective
discretionary spending power is set to grow
considerably in the coming decade. They are
unguestionably a powerful driving force in set-
ting trends in China’s vibrant and fast growing
consumer markets.

As the findings of the HSBC Young Singles
Study show, young singles exhibit an interesting
mixture of apparently conflicting behavioral pat-
terns; being simultaneously avant garde and
traditional; driven by vaulting ambitions and yet
anchored with realistic expectations; self-cen-
tered but also strongly family oriented. These
seemingly conflicting patterns reflect the cur-
rent rapid social and economic transformation
of Chinese society, in which the young singles
themselves are very much an integral part. But

14 MasterCard Worldwide Insights

Source: HSBC Young Singles Study

these patterns are also important guideposts
that businesses seeking to capture the young
singles as loyal customers should examine in
detail and leverage accordingly.

Appendix A.
HSBC Young Singles Study
Research Methodology

In this study, young singles are defined as those
20 to 34 years old, urban based, who have
never been married. Within this broad demo-
graphic group, only those who have at least a
college level education are considered young
singles.

The research methodology combines qualita-
tive and quantitative approaches. Focus group
analysis was used as a qualitative tool in finaliz-
ing the design of the questionnaire. The quanti-
tative tool used is random survey, after the final
design of the questionnaire. The random survey
was conducted in the second half of 2007 in
Beijing, Shanghai, and Guangzhou by the
research team of the School of Management,



Fudan University. A total of 1,164 question-

Table A6. Employment Sector

naires were collected in these three cities, of L o
) ) ) Financial 16.3%
which 56.8% of them are considered valid.
Details of the survey sample are summarized IT and Telecom 14.0%
as follows.
Manufacturing 9.3%
Table A1. Gender Distribution
Consulting and Advertising 8.6%
Male 50%
Media/Science/Education 7.4%
Female 50%
Retail/Wholesale 7.1%
Table A2. Education Infrastructure/Real Estate 6.9%
College Graduate 27.7% International and Domestic Trade 6.4%
University Graduate 59.2%
Post-graduate Degrees 13.1% Table A7. Positions Held
Upper Management 5.7%
Table A3. Age Distribution Mid Management 26.3%
20-24 15% Technical Professional 25.1%
25-29 60% Senior Technical Staff 8.3%
30-34 25% Clerical Staff 19.4%
Business Owners 2.4%

Table A4. Residence Status

Living in a City Different From Parents 45.9%
Living in the Same City as Parents 54.1%
Living With Parents 46.3%
Table A5. Annual Personal Income
< US$4,900 15%
US$4,901 - 13,700 60%
US$13,701 - 27,400 20%
> US$27,000 5%

Exchange rate 7.3 RMB = US$1.00

Q1 2008

1. Which is estimated at about 36% of their income.

2. Insights Report: ‘MasterCard Worldwide Index of China’s Affluent.’
Q3 2007.

3. This is not to be confused with mobile phone ownership, which is ubig-
uitous (see Chart 27 on page 13). Many mobile phone owners in China do
not have a reqular monthly subscription, but use prepaid phone cards
instead.
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