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Despite people generally feeling optimistic about the state of 

their personal finances over the next twelve months (56%), 

they are less so about job prospects (41%), a slight decrease 

from the first half of 2008.

CHINESE STILL SPENDING BUT SAVING ALSO 
PRIORITY

Consumers are also clearly nervous about spending their 

money, with only one third (33%) anticipating the next twelve 

months being a good time to buy and 57 percent putting spare 

cash into savings, an increase of five percent since May 2008. 

For those who are willing to spend their spare cash, non-

essential items such as holidays, out-of-home entertainment, 

new technology appear to be popular.

Holidays/vacations are still important for more than half of 

Chinese consumers (53%), the highest globally (global average 

of 34%). This was closely followed by purchasing new clothes 

(51%), out-of-home entertainment and new technology (both 

41%).

“The findings from our survey show that consumers in China 

remain confident and are positive about the future and are still 

willing to spend their spare cash but are growing more cautious 

as the economic downturn starts to impact the local economy 

and their own personal lives, with consumers increasingly 

saving their spare cash“, said Chris Morley, Managing Director, 

The Nielsen Company, China.

WITH RISING COSTS WHAT GETS CUT FROM 
BUDGET?

This cautiousness in spending is particularly true when asked at 

times when the cost of living is rising rapidly what action they 

would take to stay within their budget.

Those same items consumers claimed they would spend their 

spare cash on would be the first to go if they needed to cut 

down on spending.

Consumers that are feeling the pinch indicate they will look to 

cut down spending on holidays/short breaks (44%), out-of-

home entertainment (41%), technology (40%), and new 

clothes (37%). 

And despite the on-set of winter in China, nearly one in three 

consumers will look to reduce their gas and electricity bills 

(30%). A quarter of consumers (25%) will look to switch to 

cheaper grocery brands, with the same amount planning to cut 

down on takeaway meals. 

Consumers in China remain confident 
and positive about the future and are 
still willing to spend their cash - but 
are growing more cautious as the 
downturn starts to impact the local 
economy.
    Chris Morley, Managing Director,
    The Nielsen Company, China
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MAJOR CONCERNS IN THE NEXT SIX 
MONTHS

Globally and not surprisingly, one third of consumers are most 

concerned about the Economy (32%) over the next six months, 

with Chinese sharing the same level of concern.

But unlike consumers from other countries, Chinese consumers 

are also concerned about personal issues such as Work/Life 

Balance and Health (29% each) ranking second and third, 

followed closely by Increasing Food Prices (28%). 

SUMMARY

Despite the global economic downturn, China still remains one 

of the most dynamic markets globally with consumer 

confidence remaining stable over the last year.

Consumers are generally feeling optimistic about the state of 

their Personal Finances over the next twelve months but less so 

about Job Prospects and Readiness to Spend.

Over half are now planning on putting spare cash into Savings 

but for those who are willing to spend their spare cash, non-

essential items such as Holidays, Out-of-home Entertainment, 

and New Technology appear to be popular.

Not surprisingly, the Economy is the biggest concern for 

Chinese consumers over the next six months, but contrary to 

global opinion, Chinese consumers are also concerned about 

personal issues such as Work/Life Balance and Health, as well 

as Increasing Food Prices (28%). 

Chinese consumers have a very different budget focus to the globChinese consumers have a very different budget focus to the globChinese consumers have a very different budget focus to the globChinese consumers have a very different budget focus to the global averageal averageal averageal average
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