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Agent

Distributors

Wholesalers

Retailers

Customers

National

Regional

Provincial

Local

2. Marketing Channels
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� Local retailers:
� Location is no longer an advantage, 
� Floor size relatively smaller on 

average
� Improve retail management know-

how gradually
� Difficult to change mindset,
� Product and service quality relatively 

low



� Recent changes that have 
profound impact on retail 
strategy and retail operations: 

� Shopping malls and chain stores
� consumers’ consumption patterns, 

choice criteria, and expectations
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GDP growth rate
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Forecast of Economic Growth



Urbanization
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%

Year Total Urban Rural Urban 

2000 1,268.2       457.5          810.7          36%

2008 1,328.0       627.1          700.9          47%

2020 1,406.8       809.0          597.8          58%

Persons (Mns)
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How to segment the China market?
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Curiosity and Advocacy Characteristics

Uninfluential
Laggards

New Consumers
(Informed and Active)

(Uninformed, Passive)

Old Consumers

Future Shapers

Future Makers

Today Consumers

Yesterday Consumers

Yesteryear Consumers

Influential          
Early Adopters

Understanding how 
these leading 
consumers are different 
to the rest gives us a 
glimpse of future 
opportunities

Source: TNS
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