
CHINA MARKET SEGMENTATION

Market Segmentation Strategy in China proved to be necessary to understand the market. Daxue provides valuable
market insights and.

A confirmation email will be sent to you! The Passionate Trend Seeker. The Single Person. The first one is
demographic and social-economic variables which essentially refer to personal statistics such as income,
gender, education, marital status and family structure. Quest Mobile researchers estimate that China has a
staggering million active mobile internet users. In response, Tsingtao is becoming increasingly cognizant of its
branding and its corporate image. We are looking at a change in consumption patterns where cheap and high
volume is being replaced by expensive and higher quality. Alternatively, it may be the coastal area, which is
largely developed, and any other areas. It will largely depend on the nature of products. Industry Transition
and Trending China's beer sector is trending towards high-end products. While some consumers want to
outstand from the crowd, others want to be as similar to others. Shrinking middle class and rising income are
also the subjects of this particular market study. Market segmentation strategy in China helps to identify,
evaluate and target potential consumers. From their experience, it becomes apparent that tastes and preference
of Chinese consumers differ from the Europeans. Instead, everyone in China is a potential consumer. The
Eco-conscious Consumer. Chinese shoppers are increasingly aware of environmental issues and sustainability;
they want their products to be good for them and good for the planet. On top of this, AB InBev's localization
strategy is excellent, it is able to gain considerable traction and capture the minds of China's younger
generation by leveraging popular KOLs and celebrities. Here, Daxue Consulting make efforts to bring you
largest benefits started from market segmentation in China. We provide you better matching of customer
needs, which helps to enhance profitability, create opportunities for growth, enhance the effectiveness of
targeting communication, improve customer retention for your product and enlarge market share. Although the
production volume of beer products went down, the market share of middle and high-end beer grows rapidly.
Generically, there are three approaches to marketing. This is because the taste of potential consumers in China
is different from that of the Europeans due to its unique culture. This means consumer companies need to
leverage digital technologies to the fullest, to reach more consumers and to better understand their needs by
utilizing the data streams their online activities generate. Chinese consumers tend to drink a lot of their beer in
their own houses watching TV or some sporting events. Rather than targeting large, homogenous demographic
groups, companies need more detailed knowledge of these emerging buyer sub-classes and their distinct
preferences and needs, according to BCG and AliResearch. More specific, it can be a cosmetics market for
ageing skin. In China, demographic and geographic segmentation are particularly used. Brand building and
product differentiation are increasingly important. However, the strategy may also target low-income groups.
Buyers are keen on smart devices and services and are open-minded about the early adoption of new products
and technologies such as smart refrigerators. This trend means growing demand for different types of
products, such as furniture designed for one-person apartments, smaller appliances, and food sold in smaller
sizes and convenient packaging. Also, there are psychological variables. Rising income levels and greater
exposure to the world are the driving forces for this trend, which includes travel to more exotic locales such as
Africa, the Middle East, and the North and South poles. Chinese consumers are willing to pay a premium for
experience. Some consumers are frequent users of a product while others are not. For example, if it is a
make-up market for luxury cosmetics, then high-income consumers are identified. Also, even branded
cosmetics companies follow the differentiated strategy: they offer normal expensive products for mid-to
high-end consumers as well as a supreme luxury brand for the supreme group of the pyramid.


