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Expect and prepare for outsized influence from
GenZ and youthful markets
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ZitHEDARBAFR A X
Research methodology of ‘GenZ Spending Power White Paper’
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Overview of GenZ Spending Power
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GenZ has become the consumption hERZiH A
powerhouse in China today 2 (15-23%)
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GenZ’s strong spending power is driven by wide range of income sources
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The consumption value & behavior of GenZ
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The top 3 motivations BRI

of GenZ consumption osle .
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ZIHCRYiEEDNL: BdiEEICEF “E" H¥E
GenZ’s consumption motivation #1: BUY FOR SOCIAL
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GenZ has a strong demand of socializing, yet facing a high level of social pressure
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GenZ has a strong demand of socializing, yet facing a high level of social pressure
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GenZ’s consumption becomes a shortcut to get into peer groups with similar interests

BRRYHZR S | IRBEEAMEF, SRIRNEEELE

e £ i S ERETARAER. RSN RaaR
*W*i&:l::l: : L . 1 [
onET. sEnAEwEEsEsy , ZANE R FAA—

60% b, BFtheR—#. * @
i &, g A

ZHAFR

#’I‘EEEQ?EI‘J HERENARR BTASERLR—= =
E = I n E E F T n _I\\\I\\\
RARAEF S —
T~ | SETETUETETA AN, REERRES , HEETED.
T i ?kﬂ]—ﬂ‘xﬂ’]&%?}nﬁﬁ WA, OFSHORERSEARAL. 3=
ST i i@ﬁ—ﬁ Xt IRttt A IEREI LA

* s SR :

%51 [F%F HW? 1, K G

| . QQrs FEAS | QQUOZIEHRAIF (n=2223) Q BHIBLEFAARIZELIT ? (75 , HTop3MAl) 13



ZitNETHZE "BART" | ILZIEHARRERIL GRS

GenZ maintains their social circle by purchasing those hot items circulated
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GenZ’s consumption motivation #2: | AM WHAT | BUY
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GenZ is at the life stage to explore “who am I” and “whom | want to be”
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GenZ is at the life stage to explore “who am I” and “whom | want to be”
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ZIHUF T RERTELD , BESR "REiH ? ENAIE? " BIRE

GenZ is at the life stage to explore “who am I” and “whom | want to be”
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ZiH A =Fh . FHENESFKRIStyle

GenZ keeps trying new things to find out the style that fits with ‘MFE’
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GenZ is willing to invest for their interests, with an aim to explore what fit the most
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GenZ’s consumption motivation #3: MY PLEASURE, RIGHT NOW
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GenZ craves for happiness and satisfaction ‘at the moment’
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GenZ craves for happiness and satisfaction ‘at the moment’
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Zit BT iHE RS EXIERRNNEE | RRERFEE—2

GenZ purchases to satisfy their instant gratification, in order to fully embrace their youth
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GenZ purchases to satisfy their instant gratification, in order to fully embrace their youth
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