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What is a  
Cultural Snapshot?
Culture is notoriously difficult to define. 
You might know culture when you see it, but could you describe it? 
For us, culture means the behavioural norms shared by a group of people – the 
things that are learned socially rather than inherited genetically. So, culture doesn’t 
drive the desire to eat, but it plays a big part in determining what food you choose.

It’s also constantly on the move. 
Some aspects of it move faster than others. Anthropologist Grant McCracken divides 
it into ‘fast’ and ‘slow’. Slow culture shifts over centuries, while fast culture can change 
in just a few years. Together, they create cultural landscapes too enormous and 
complex to capture in a short document. 

This snapshot offers exactly that – a snapshot.
It’s a slice of Chinese culture in 2022. We’ve combined datasets from internationally 
recognised measures of culture – like the National Institute of Statistics and Economic 
Studies – with local statistics and case studies that explore areas where culture is 
moving particularly fast and which we think will be the building blocks of the cultural 
landscape in the future.

The 2021 Cultural Snapshot of China
looks at how conflicting attitudes towards immigration and racial diversity might impact 
values-based marketing, how a feeling of insecurity is creating new opportunities for 
home-grown products, and why young urbanites are challenging the nation’s established 
food culture.



At a key economic meeting last December, top leaders from the Chinese Communist Party chose ‘stability’ as the 
country’s top priority for 2022 – a stark contrast from 2021 when ‘curbing the disorderly expansion of capital’ topped 
the agenda of Xi Jinping’s administration. Kerry Brown believes the desire for a more stable economy is driven by the 
expanding middle classes, who have not only been hard-hit by the pandemic but also by the decline of the Evergrande 
Group, once China’s leading real estate developer. “For the middle classes that are emerging and who are so 
important for China’s political and economic future, they want to have things improved and get better – for the wages 
to go up and lifestyle to improve. And that depends on the economy being okay,” says Brown. “At the moment, with 
property prices in China and its [economic] growth falling, [the country] is becoming more problematic.” 

Declining home prices in China are largely due to the crisis experienced by Evergrande in 2021, wherein it failed to 
meet interest payments to international investors, with liabilities exceeding $300 billion. Brown points out that as 
a great portion of China’s economy is wrapped up in the property market, the issue could possibly lead to a global 
economic downturn similar to the one in 2008 when the bankruptcy of financial services firm Lehman Brothers 
caused the US housing bubble to burst. “Property is one of the most important drivers of growth in the world,” he 
explains. “The amount of the economy wrapped up into the property market in China is colossal. So, this collapse 
of the property market would be probably like America’s collapse in 2008, which triggered a global recession. That’s 
how important it is. So much of the middle class have got their wealth tied up in properties… It’s one of the few kinds 
of areas that the middle class can invest in... [The bursting of China’s property bubble] has been talked about for 15 
years and it’s never actually happened. But with Evergrande, it’s becoming much more possible. It’s quite worrying.” 

Does that mean Chinese consumers will be spending less going forward? “Usually if there is an economic headwind, 
people do become more cautious. I think dual circulation, trying to encourage people to consume more, is having 
limited impact,” says Brown. “With the kind of lockdowns and various things, the consumption has increased less 
since last year. That’s not the government’s policy. The government wants to improve consumption, not to see it 
decline. That’s the problem.” Beyond the domestic economy, Brown suggests that 2022 in China will be dominated 
by its relations with the US, which the professor describes as “pretty bad” and in a “perpetual stalemate.” Tensions 
between the world’s two biggest economies have been growing throughout both Donald Trump and Joe Biden’s 
administrations over trade and other issues such as human rights. Brown says the two nations can “never get rid of 
each other” as China’s nuclear power deters the US from attacking, while the military power of the former is decades 
behind that of the latter. “For all the talk about a new cold war, the cold war is a war at the end that could be won,” he 
says. “I don’t think this is a war that can be won.

First 
  thoughts
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Government in Melbourne, and the co-editor of 
the Journal of Current Chinese Affairs, run from the 
German Institute for Global Affairs in Hamburg. 
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China at a glance
EconomyDemographics Technology Pop culture

Religious make-up
74% unaffiliated/Chinese folk religion, 
18% Buddhist, 5% Christian, 3% other

 (Paw Research Centre, 2020)

Mobile commerce
98% of Chinese consumers says mobile 

payments are their most frequently 
used transaction method 

(China UnionPay, 2021)

Most popular word
Tang ping (‘lying flat’)

 (Weibo, 2021)

Population
 1.4 billion

(National Bureau of Statistics, 2021)

Screen time
People in China spend an average of 

six hours every day online
(QuestMobile, 2021)

Average salary
¥97,379 for those employed by state-owned 

enterprises in 2020, ¥57,727 for private 
companies

(National Bureau of Statistics, 2021)

Most searched celebrity  
on Weibo in 2021
Chinese actor Gong Jun, 

also known as Simon Gong
 (Weibo, 2021)

Economic trends
GDP reached over ¥114 trillion in 2021,

up by 8.1% from 2020
(National Bureau of Statistics, 2021)

Online shopping
Over 812 million Chinese consumers 

shopped online as of June 2021
(CNNIC, 2021)

Unemployment rate
4.9% in November 2021, down from 

5.3% in November 2020
(National Bureau of Statistics, 2021)

Most streamed 
TV series

Crime Crackdown
 (Tencent, 2021)

Age breakdown
18% aged under 14, 63% aged 15-59, 

19% aged 60 or above
(National Bureau of Statistics, 2021)
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http://www.globalreligiousfutures.org/countries/china/religious_demography#/?affiliations_religion_id=0&affiliations_year=2020
https://www.nfcw.com/2021/02/05/370545/chinese-consumers-now-make-three-mobile-payments-every-day/
https://data.weibo.com/report/reportDetail?id=458
https://asia.nikkei.com/Politics/China-s-population-grows-0.034-in-2021-slowest-in-six-decades#:~:text=In%202021%2C%20China's%20population%20reached,from%201.4121%20billion%20in%202020.
https://www.scmp.com/tech/apps-social/article/3044344/chinese-mobile-users-now-spend-over-6-hours-every-day-online-thats
http://www.xinhuanet.com/fortune/2021-07/08/c_1127632901.htm
https://data.weibo.com/report/reportDetail?id=458
https://edition.cnn.com/2022/01/16/economy/china-q4-gdp-2021-intl-hnk/index.html
https://www.chinanewsweb.com/index.php/2021/11/15/the-report-shows-that-domestic-brands-lead-the-trend-of-new-consumer-confidence-index-trend/
https://hk.investing.com/economic-calendar/chinese-unemployment-rate-1793
https://new.qq.com/omn/20211015/20211015A04QGQ00.html
http://www.stats.gov.cn/tjsj/ndsj/2021/indexch.htm


Patriotic spending 
76% of Chinese Gen Yers and Zers 
have increased consumption of locally 
branded products, with 90% feeling 
good about local brands.

(Euromonitor, 2020)

Values at a glance

Data leak scare 
80% of Chinese people are concerned 
about possible leaks of their personal 
data, and 73% prefer alternatives to 
sharing their facial data to prevent 
financial fraud and ‘deepfakes’. 

(Nandu Personal Information Protection Research 
Centre, 2019)

Redefining democracy 
Only 18.5% of 18- to 33-year-olds 
think that Western political systems 
are the only correct answer and 
standard for democracy.

(Global Times, 2021)

Go green 
89% of Chinese consumers say 
corporate emission commitments 
influence their willingness to buy, 
and 10% planned to purchase electric 
vehicles in 2021.

(Oliver Wyman, 2021)

Clean plate
65% of Chinese people intend to follow 
the government’s Clean Your Plan 
initiative, which sees restaurants reward 
diners for finishing their food, thereby 
reducing waste.

(China Youth Daily, 2021)

Sexist myths 
Almost 50% of people of China 
associate leadership with males 
more than females. A third believe 
confidence is more of a masculine 
trait than feminine.

(Ipsos, 2020)
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https://go.euromonitor.com/rs/805-KOK-719/images/wpChineseMillennialsGenZ-v0.5.pdf
http://epaper.oeeee.com/epaper/A/html/2019-12/06/content_52097.htm
http://epaper.oeeee.com/epaper/A/html/2019-12/06/content_52097.htm
https://www.globaltimes.cn/page/202112/1241303.shtml
https://www.oliverwymanforum.com/climate-sustainability/2021/jun/chinese-consumers-are-serious-about-cutting-carbon.html
http://www.china.org.cn/china/2021-06/07/content_77552291.htm
https://www.ipsos.com/sites/default/files/ct/news/documents/2020-01/global-advisor-gender-2020.pdf


Lying flat 
In 2021, the movement of tang ping, also known as ‘lying flat’, emerged as young 
Chinese workers and professionals shared their views online about the meaningless 
competition at work and the desire to strive for nothing more than what’s absolutely 
essential for one’s survival. One poll of 241,000 Chinese internet users showed 
that 43% of people firmly agreed with the concept of lying flat, while 31% said 
they somewhat agreed. However, 18% said as much as they wanted to do the bare 
minimum, they had too many responsibilities. 

What does it mean for brands? 

One result of the tang ping movement is a 
rising number of urbanities finding escape in 
the countryside. In March 2021, rural tourism-
related orders on Ctrip were 349% higher than 
pre-pandemic levels in 2019. For many HNWIs, 
rural living is a status symbol, and brands may find 
success with these simplicity-seeking consumers 
by evolving their communication strategies to be 
more authentic and natural. They could convey 
messages relating to urban escapes, caring for 
nature, and spiritual exploration. For example, 
Prada promoted its outdoor collection inside 
its Rong Zhai villa in Shanghai, turning it into a 
camping spot. 

Why is this important? 

The tang ping movement came amid China’s 
ambition to foster a hardworking and productive 
populace, with President Xi Jinping unveiling 
his plan to help all citizens become prosperous. 
To discourage the shift to a laidback lifestyle, 
hashtags relating to tang ping have been 
banned on Weibo, and products linking to the 
movement are also being taken off the shelves of 
e-commerce platforms. Despite this censorship, 
a passive approach to life is likely to stay given 
China’s skyrocketing home prices and competitive 
workforce in urban areas. 

43%
of Weibo users agree with the concept of ‘lying flat’ 

Weibo, 2021
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Young people in China are tired of the oppressive culture of hard work 
and want to do the minimum

https://www.voanews.com/a/east-asia-pacific_china-youth-lie-flat-good-life-seems-unattainable/6207063.html
https://radiichina.com/china-sustainable-rural-tourism/
https://www.pradagroup.com/en/perspectives/stories/sezione-progetti-speciali/prada-rong-zhai.html
https://www.voanews.com/a/east-asia-pacific_china-youth-lie-flat-good-life-seems-unattainable/6207063.html


National pride 
The average national pride rating among 
18- to 35-year-olds hit 9.57 out of ten 
in 2020, up from 9.18 in 2019, hinting 
at how the pandemic reinforced young 
people’s sense of patriotism.

(Xinhua, 2020) 

Power at a glance

Xenophobic folk?
25% of Chinese people feel the number 
of foreign migrants in the country 
should decrease by a little or lot. 
Additionally, 55% say that controlling 
immigration is a higher priority than it 
was a decade ago.

(East China University of Science and Technology, 2020)

Trust in a crisis 
98% of people in China trust the 
national government, and 49% say 
they’ve become more trusting since 
the pandemic started.  

(York University, 2021)

Social credit
Eight in ten people nationwide approve 
of the social credit system, which was 
developed by the government to reward 
and penalise citizens based on their 
social behaviours.

(SAGE Journals, 2019) 

Declining corruption
Almost two-thirds of Chinese citizens 
believe that corruption declined in the 
country in 2020, and over 80% feel 
the government is doing a good job in 
tackling this issue. 

(Transparency International, 2020) 

Rigid gender ideals 
As the state-controlled media regulator 
bans ‘sissy men’ from TV appearances, 
53.5% of people in China want to see 
children’s gender non-conforming 
behaviour corrected.

 (Phoenix News Network, 2021)
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http://www.xinhuanet.com/english/2020-05/04/c_139029095.htm
https://thediplomat.com/2020/12/chinese-attitudes-toward-immigrants-emerging-divided-views/
http://www.odoxa.fr/sondage/les-reseaux-sociaux-un-espace-politise-pollue-par-les-fake-news-et-le-complotisme/
https://www.washingtonpost.com/politics/2021/05/05/did-pandemic-shake-chinese-citizens-trust-their-government/
https://journals.sagepub.com/doi/full/10.1177/1461444819826402
https://www.theguardian.com/world/2020/nov/24/most-people-in-china-believe-corruption-falling-says-transparency-international
https://pandaily.com/education-ministrys-proposal-to-man-up-boys-draws-severe-backlash/


Inward-looking   
Most people in China think domestic issues should take precedence 

What does it mean for brands? 

This inward turn has seen many Chinese 
consumers focus on local brands. Since 2016, 
home-grown brands across 26 categories of 
consumer goods have grown their collective 
sales by 15%, while foreign brands have 
recorded just 9% growth. Sportswear brand 
Li Ning and down jacket giant Bosideng have 
become mass-market fashion labels and will 
likely be boosted by the 2022 Winter Olympics 
in Beijing. For Western brands, it’s becoming 
increasingly important to understand China’s 
growing nationalism and political sensitivity. For 
example, Nike and H&M faced backlash in 2021 
for banning the use of Xinjiang cotton, which 
human rights groups say involves the use of 
Uighur forced labour.

Why is this important? 

China’s strict pandemic controls have shifted 
the country inward. But that doesn’t mean 
citizens don’t care about the outside world 
at all. As the aforementioned survey points 
out, anti-war sentiments should not be taken 
at face value and do not mean that people 
wouldn’t support the use of force to defend 
their territorial interests, including Taiwan. 
Many who oppose war also support military 
spending, though their support diminishes 
when they perceive a domestic trade-off. Anti-
war sentiment is important to the government, 
allowing it to mobilise these feelings to de-
escalate crises and reduce the public opinion 
cost of backing down.

56%
of people favour increased military spending, though this support 

declines when considering domestic priorities (e.g. welfare, education)
The China Quarterly, 2020
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Although research has found that 56% of people in China favour an increase in 
military spending, they’d prefer the government to prioritise domestic problems. 
They believe that expanding social welfare, increasing education investment, and 
reducing income disparity are all more important than showing military strength. 
Amid tensions with the self-ruled Taiwan, seven out of ten people say the avoidance 
of war should be the most important principle in Chinese foreign policy, while 12% 
think the option of war should be on the table.  

https://www.businessoffashion.com/briefings/china/patriotic-consumers-are-changing-the-chinese-market-heres-how/
https://www.bbc.co.uk/news/world-asia-china-56519411
https://www.washingtonpost.com/politics/2020/06/01/nationalism-china-is-running-high-heres-how-beijing-reins-it/
https://www.washingtonpost.com/politics/2020/06/01/nationalism-china-is-running-high-heres-how-beijing-reins-it/


Older gamers 
In 2021, up to 57 million senior citizens 
in China played video games, with that 
number doubling from mid-2020.  

(BIM, 2021)

Pleasure at a glance

Health-conscious  
72% of Chinese urbanites are actively 
seeking a healthier lifestyle, and 
60% of those in large cities say they 
always check the ingredient labels for 
packaged food.

(McKinsey & Company, 2020)

Love luxury
By 2025, Chinese consumers will 
account for nearly half of all luxury 
spending globally. 

(Bain & Company, 2020)

Micro trips
Seven out of ten East Asian consumers 
(China, Japan, and South Korea) prefer 
shorter two- or three-day domestic 
trips over longer holidays to reduce the 
spread of COVID-19.

 (Lufthansa Innovation Hub, 2020)

Personalised service 
85% of Chinese consumers would 
provide their data to brands in 
exchange for more personalised service, 
compared to just 42% of Americans.

(Luxury Institute, 2020)

Happiness leader 
In 2020, 93% of people in China said 
they were happy, up 11 points from 
2019, despite the unrest caused by the 
COVID-19 pandemic.

(Ipsos, 2020)
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https://www.sixthtone.com/news/1009111/chinas-elderly-have-a-new-obsession-video-games
https://www.mckinsey.com/~/media/mckinsey/featured%20insights/china/china%20consumer%20report%202020%20the%20many%20faces%20of%20the%20chinese%20consumer/china-consumer-report-2020-vf.ashx
https://www.cnbc.com/2020/11/18/china-to-become-the-worlds-biggest-luxury-market-by-2025-bain-says.html
https://www.webintravel.com/survey60-of-asian-travellers-still-plan-to-travel-in-2020-but-travel-companies-should-not-wait-for-return-to-pre-covid-norms/
https://www.globenewswire.com/en/news-release/2020/06/23/2051920/20215/en/Luxury-Institute-The-Wide-Divide-Between-U-S-And-Chinese-Affluent-Consumers-On-Privacy-Concerns-And-Data-Sharing.html
https://www.ipsos.com/en/global-happiness-study-2020


China’s urban population has increased by about 35% in the past decade, from nearly 
670 million to 902 million. But for many young people, life in the countryside is the dream. 
Whether they’re growing vegetables or creating balcony gardens, young urbanites are 
taking comfort in domestic projects to deal with the pressures of fast-paced city life. While 
job opportunities and the promise of a better quality of life keep many bound to urban hubs, 
the hashtag ‘I’m growing vegetables on the balcony’ has clocked up over 8.6 million views 
on Chinese social platform Douban as younger generations look for ways to integrate more 
green-fingered leisure into their lives. For high-income individuals, meanwhile, the pursuit of 
a country life is on the rise, and rural living is even considered a status symbol.

Gardening for 
pleasure
Young Chinese urbanites are dreaming of country life

What does it mean for brands? 

Brands don’t need to sell plants to capitalise 
on this growing appreciation for gardening. 
The love for greenery shows that people 
are increasingly focusing on sustainability 
and adopting a more eco-minded approach 
to consumption, be it transport, groceries, 
or clothes. In other words, many Chinese 
consumers are staying away from fast fashion 
and are following the concept of ‘less is 
more’. The China Chain Store and Franchise 
Association has found that those aged 20-
29 are the most interested in and aware of 
the importance of sustainable consumption. 
Overall, 83% of consumers say they choose 
eco-friendly fabrics when buying clothes, and 
more than 90% claim they’d be open to buying 
or renting clothes through second-hand stores 
and rental platforms. 

Why is this important? 

The enthusiasm for gardening and a slower-
paced life among young Chinese people stems 
from the growing awareness of mental health. 
According to data released by Chinese search 
engine Baidu, searches for mental health-
related keywords such as ‘psychological help’ 
reached a ten-year high at the beginning of 
the pandemic. A separate study conducted 
by China’s leading online counselling platform 
found that people living in areas most hard-hit 
by the pandemic tended to have the worst 
mental health. As a result, many are turning to 
green spaces to reduce the risk of developing 
mental health problems.

349%
rise in rural tourism-related orders in March 2021 

compared to pre-pandemic levels
Trip.com, 2021

Trip.com’s Ctrip platform saw a
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https://daxueconsulting.com/sustainable-consumption-china/#:~:text=Sustainability%2Dconscious%20Chinese%20consumers%20are,friendly%20fabrics%20when%20buying%20clothes.
https://daxueconsulting.com/sustainable-consumption-china/#:~:text=Sustainability%2Dconscious%20Chinese%20consumers%20are,friendly%20fabrics%20when%20buying%20clothes.
http://ex.chinadaily.com.cn/exchange/partners/82/rss/channel/cn/columns/sz8srm/stories/WS5f817972a3101e7ce97287ce.html
https://www.eurekalert.org/news-releases/472168
https://radiichina.com/china-sustainable-rural-tourism/?&utm_source=newsletter&utm_medium=email&utm_campaign=ashley_s_china_digest_for_name_issue_47&utm_term=2021-09-14


Piggy bank 
More than half of Chinese households  
surveyed in 2020 planned to save more 
than they consumed post-pandemic, while 
40% said they’d shop as much as they did 
beforehand. 

(Southwestern University of Finance and Economics, 2020)

Money at a glance

HNWI capital
Beijing is the richest city in the world 
and was home to 100 billionaires in 
2021, up from 67 in 2020 and slightly 
ahead of New York City’s 99.

(Forbes, 2021)

Wealth gap
China has a growing middle class of 340 
million people earning up to ¥475,000 per 
year. Yet 600 million others live on a yearly 
income of ¥12,000, prompting President Xi 
Jinping’s call for ‘common prosperity’. 

(INSEAD, 2021)

Planning ahead 
Among young people writing wills,  
80% do so to deal with savings, while 
70% address real estate. Between 2019 
and 2020, the number of those born after 
1990 who’d written a will grew by 60%.

(China Will Registration Centre, 2021)

Powerful Gen Zers 
Gen Zers in China spend an average of 
¥51,360 on fashion, accounting for 30% 
of the global fashion market in 2020. 

(Bilibili, 2021)

Digital yuan
As of October 2021, over 140 million 
personal wallets have been opened to 
access China’s digital yuan, known as 
the e-CNY. 

(People’s Bank of China, 2022)
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https://www.scmp.com/economy/china-economy/article/3081685/coronavirus-chinese-consumer-sentiment-still-reeling-pandemic
https://www.bbc.co.uk/news/business-56671638
https://knowledge.insead.edu/economics-finance/chinas-urban-rich-and-the-quest-for-common-prosperity-17891
https://www.dnaindia.com/world/report-covid-19-fearing-death-more-young-people-in-china-pushed-to-write-wills-2885845
https://www.luxurydaily.com/gen-z-fashion-trends-china-report-bilibili-alibaba/
http://global.chinadaily.com.cn/a/202201/03/WS61d29cf7a310cdd39bc7ec84.html


What does it mean for brands? 

China’s ageing population could present 
an unmissable opportunity for brands, with 
investment bank UBS even claiming that 
‘greying China is a goldmine’. To cater to 
the needs of older users and their families, 
Alibaba’s e-commerce site Taobao released 
a channel featuring simplified functions to 
help older people register for an account and 
browse products. It also includes a peer-to-
peer chat function, allowing family members 
to share products and consult or help one 
another in one click, as well as a ‘pay-for-me’ 
option. JD.com also launched several initiatives 
to boost online confidence among older users, 
including classes to help them learn how to 
make digital payments and book medical 
consultations online.

Why is this important? 

A digital divide is not a challenge unique to 
China, but it is particularly pressing for the 
nation due to its massive population. Estimates 
from the World Economic Forum suggest 
that by 2050, the number of older people in 
the country will reach 380 million, equating 
to nearly 30% of the population. Rui Zhong, 
a programme assistant for the Kissinger 
Institute on China and the United States at the 
Wilson Center, states that “mobile payments 
are carving out lines between young and old, 
and between the prosperous urban middle 
class and those left behind by the boom times. 
Mismanaged moves to mobile payments by 
municipalities could also lock the elderly and 
the poor out of the consumption economy – 
just when the Chinese government needs as 
many spenders as possible.”

People aged 65 and over aged

account for 13.5% of China’s population
 

South China Morning Post, 2021
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Cashless backlash
As China goes cashless, older people are paying the price

China is home to 264 million people aged 60 or older, which means a majority of them 
may face issues when they want to travel, go to the hospital, or simply buy groceries 
– all of which increasingly involve the use of smartphones. China’s State Council 
recognises that while the country is going increasingly digital, older cohorts might 
not be able to keep up. “While younger Chinese have embraced the convenience 
of mobile payments, the country’s elderly are at risk of being left behind by such 
increasingly pervasive technologies,” noted a policy statement in 2020. 

https://www.ubs.com/global/en/assetmanagement/insights/thematic-viewpoints/apac-and-emerging/articles/silver-economy.html
https://www.alizila.com/alibaba-targets-chinas-aging-population-with-taobao-for-elders/
https://jdcorporateblog.com/too-old-is-simply-a-myth-tech-companies-narrow-the-digital-gap-for-the-elderly/
https://www.weforum.org/agenda/2021/01/too-old-is-simply-a-myth-tech-companies-narrow-the-digital-gap-for-the-elderly/
https://foreignpolicy.com/2018/09/11/china-cant-afford-a-cashless-society/
https://www.scmp.com/economy/china-economy/article/3157385/chinas-ageing-population-long-term-reality-and-its-silver
http://www.gov.cn/zhengce/content/2020-11/24/content_5563804.htm


Fewer babies 
Only 7.5 births per 1,000 people were 
recorded in 2021 – the lowest rate since 
the founding of Communist China in 
1949. 

(National Bureau of Statistics, 2021) 

Relationships at a glance

Love nest 
81% of Chinese residents believe that 
couples should buy a home before 
getting married, and 82% think the 
bride and groom should both contribute 
to the cost of getting a home. 

 (Anjuke, 2020)

Pets over kids 
More households are seemingly choosing 
puppies and kittens over kids – in 2020, an 
estimated 63 million people nationwide 
had dogs and cats as pets. 

 (CBNData, 2021)

Left-behind children  
There are roughly 31 million ‘left-
behind children’ in China, who are 
in the care of relatives in their home 
towns or villages while their parents 
work in cities.

 (The Economist, 2021)

Stay-at-home dads
More Chinese husbands are open 
to staying at home, with their wives 
becoming the breadwinners – 52.4% of 
men support the idea of men being full-
time carers.

(China Youth Daily, 2019)

Swiping right 
Over 622 million people in China used 
dating apps or websites in 2019. Momo, 
Tantan, and Soul topped the list as most 
popular dating services.

 (iiMEdia Research, 2021)
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https://edition.cnn.com/2022/01/17/economy/china-population-data-2021-intl-hnk/index.html
https://www.mingtiandi.com/real-estate/china-real-estate-research-policy/mainland-couples-marry-later-as-home-ownership-customs-delay-weddings/
https://supchina.com/2021/06/10/puppies-and-kittens-reign-supreme-for-childless-young-chinese/
https://www.economist.com/china/2021/04/08/the-plight-of-chinas-left-behind-children
https://www.asiaone.com/china/more-chinese-men-open-becoming-stay-home-fathers
https://harris-interactive.fr/opinion_polls/le-coeur-des-francais/
https://news.cgtn.com/news/2021-08-13/China-s-online-dating-apps-prevail-among-younger-generation--12HtIu7qtOg/index.html#:~:text=The%20social%20networking%20and%20dating,reached%20622%20million%20in%202019.


What does it mean for brands? 

There is a long-standing perception that women 
who do not get married will end up being ‘leftover’, 
but this is something younger women are 
beginning to reclaim to signal their independence. 
As feminism is normalised across China, brands 
have a new opportunity to engage with female 
consumers on a deeper level. For example, a  
2019 campaign by skincare brand Olay rolled 
out with the tagline ‘fearless of age’ and invited 
celebrities to share their inspiring stories about 
getting older. Another example is Chinese beauty 
brand HELIUS, which partnered with Hunan 
Television to launch the nation’s first TV show on 
women’s mental health. 

Why is this important? 

China’s efforts to lower the cost of marriage 
and allow three children in a family have failed 
to lead to more weddings. New marriage 
licences fell to a 13-year low of 5.9 million in 
the first quarter of 2021. This adds to China’s 
demographic crisis as the world’s most 
populous country faces an ageing population 
with record low birth rates. According to 2020 
data, 264 million people are aged 60 or older, 
comprising nearly 19% of the total population. 
A senior official at the Ministry of Civil Affairs 
says the situation is worrying: “A drop in 
marriage will affect birth rates and, in turn, 
economic and social development.”  

of young urban Chinese women don’t plan on  
ever getting married

 

Communist Youth League, 2021
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Unwedded 
bliss
Young people in China don’t necessarily want to get married

Marriage is traditionally a strong element of Chinese culture, but an increasing number 
of young people are reluctant to tie the knot. A survey of nearly 3,000 unmarried 18- to 
26-year-olds found that a quarter are not sure if they will get married in the future, while 
8.9% said no. President Xi Jinping’s marriage to singer Peng Liyuan is often cited by 
state media as an example to follow, but the number of marriages has declined for seven 
consecutive years. In 2020, only 8.1 million couples got hitched, down 12% from 2019. 

44%

https://www.ft.com/content/f0fe5b5e-6a0f-4b39-b457-db07294c696f
https://news.cgtn.com/news/2021-05-14/China-s-aging-population-Trends-and-policy-response-10fOOVvGufC/index.html#:~:text=The%20newly%20released%20results%20of,of%20the%20total%20population%2C%20respectively.
https://news.cgtn.com/news/2021-05-14/China-s-aging-population-Trends-and-policy-response-10fOOVvGufC/index.html#:~:text=The%20newly%20released%20results%20of,of%20the%20total%20population%2C%20respectively.
https://www.ft.com/content/f0fe5b5e-6a0f-4b39-b457-db07294c696f
https://news.yahoo.com/survey-found-almost-half-chinas-061516907.html
https://www.scmp.com/news/china/article/3152606/are-young-chinese-falling-out-love-marriage


How ‘made in China’ became a 
mark of luxury? 
With the pandemic forcing people to spend closer to home and 
heightened geopolitical tensions shining a spotlight on national 
identity, it’s no surprise that local brands are thriving in China. 
But how exactly are companies playing up their heritage? And 
what does ‘made in China’ now imply? 

Want to know more?

Why are Gen Zers embracing 
live-streamed commerce? 
Live-streamed shopping has experienced huge success in 
China among young consumers, prompting brands around 
the world to pay attention. But why exactly is this mode of 
browsing and buying so appealing? And how can businesses 
use this medium for more than just marketing products?
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Explore the Library
The Canvas8 Library is an unrivalled resource of 31,000+ articles on global consumer 
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Bespoke solutions 
From ethnographic research to strategic planning workshops, we offer a range  
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Contact
Chinese workers trade  
mega-cities for quiet lifestyle
A growing number of well-educated Chinese professionals 
are abandoning metropolises like Beijing and Hong Kong for 
quieter lives in more peripheral areas of the country. From 
long working hours to stressful expectations, young HNWIs are 
redefining the way they want to live.
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