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DIGITAL CHILDREN IN CHINA WHITEPAPER

TURNING INVISIBLE POWER INTO VISIBLE BRAND GROWTH
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1 ZERHNRDRE R 9 D AREE B RIFT—

target audience. What does this mean for the future of marketing?

‘ In 3-10 years, this age group are going to graduate from high school, step out into society and become core

A 17E3- 1 0FREIEE AN 2 (EHhE),

A UNIQUE GENERATION
fA IR BRI ERN—X

Most Chinese children are the only child
of the first “one child” generation. They
have a unique historical label because of
this - they are ‘one of a kind’.

PES THIZERFRERS —NRETFLHY
REFL, A "BmTRT, NeLEE
IR IRIT YD SEAREEAIRT LRI

INFLUENCED BY POST-80S PARENTING
£\ FERXBHEOHHNE )L TRK

The values and lifestyles of today’s children have
been shaped by the development of society, from
the consumption upgrade to the expansion of the
middle class. The comprehensively “scientific”
parenting values of post-80s parents have also
influenced their perspective.

BB ER S SRS SR F AR
(UEEFR. PFAEHRTZS0ER BRI A
R B

IFTV" BMARERRENZREE, XREMSERETA?

EARLY-MATURING, INDEPENDENT

THINKING, AND EXPERIENCED
fibfiIzspUER. Bk, WER

Exposed to so many physical and digital
experiences before they reach adulthood,
this new consumer group will be hard to win.
Brands need to start now if they want to
seize the opportunity and build brand
preference with this unique group.

S EE SR ARIEEL IR ENAYFTFT ARE,
fﬁgﬁtﬁ%iﬂwﬂ 1, ZAeEIE AT MR

WM
WAVEMAKER



2 ftf B AR NLAYSZIm T3

VISIBLE SPENDING POWER INVISIBLE INFLUENCERS MORE CATEGORIES THAN EVER
‘TSEE" BINAKA i1y "R 2 )L EERRI MR 2
Most of the time, parents’ buying decisions are Currently, marketers mostly pay attention
0 influenced by their children. to categories directly related to children,
/o REBAT, LELFEBIMYRIEHTFH  suchas snacks and drinks.
RN Ha, )LEH?@;E'—?)LEE?%*E?&%%?&
have their own pocket money. BR, WEH. IR
HzF8 8 ISRk

The “irrelevant” categories (including
fashion, electronics, skincare and travel)
are no longer irrelevant.

m "EE" mERRCXZEABERE, bl
BfiE. BBFrm. PBK. RS

of the elementary school students from Grade
4-6 and junior high school students buy online,
but most do NOT have their own accounts.

R/ NF4-6FRIFIFERHI TN, (Bftef]Z
$RBECHHRMYIKS
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i HZEZITRE. ZHIIRT I

THE CHALLENGE OF DIGITAL MEDIA
HFRENE N Sk

In China, children are a huge group of internet
users, but they are completely invisible. They
use digital devices but a lot of them do not
have their own digital ID. It is worth
considering how precisely we can identify
them via technical solutions in the future.

EFE, ZER— T EXIIISAEEAR R
i#. feiEmsFRE, EERALHIRET
BREFIDE Sy, EminTEgRiRF=R

(ANHEEF) ERERR L ERFERES
BEERITTE,

THE IMPORTANT ROLE OF

OUT-OF-HOME MEDIA (OOH)
FPINERRBREFER

Outdoor life is abundant for children of all
stages. This means that OOH plays just as
important a role as digital media in their life.
A combination of 00H and digital media is the
way to really optimize marketing efforts.

TCRMNER, HERHARIFIMNEEERIES
BfE%, MPINEAEIFE SRR,
PINRARNERMAT TEFEN, B

FENBEHG RN EHIER.

DIVERSIFIED CONTENT AND

FORMATS
ZRUHIRET S

Digital children have mature tastes and are
avid consumers of different types of content
beyond those aimed directly at children.

= MIZERH IR TR Z ZDHBERY
BaEE, MEEFRIETT, Milskaz
RIFFRIEZERARIRNE, EMIRETIE

EIEZES
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4 TIEEARAMENFRENRE, LIRS IXERKIEZEE

BRANDING IS IMPERATIVE
mRhEERIR TS EINEE

Digital children only know the abundance of information
and product choices that face today’s consumers.
Furthermore, they are growing up with a more global
outlook and higher expectations of quality and
convenience than their parents. These children treat
brands and products from all over the world objectively,
although they have more faith in Chinese local brands.

FREZEHEEEEIRIARIN, WINGHERRET TERIE
Bite, EIAEERRE. tIENETEREAEE
AR m, SWHREALmEEBIERE .

As a result, global and local brands alike face
unprecedented challenges in survival and growth.

MNTFATRIMmENS, TieREFTIUERIRET
SEEIFERIFTARE APk,

TO WIN SUCH FUTURE CONSUMERS, BRANDS NEED TO:
jﬂ?gm@fﬂ%ﬂ%ﬁ’ﬂ;ﬁ%%, '%Hg'g'%% : KIVOTE: Brands must always respect legal and\
ethical guidelines when advertising to children

at all development stages.

2R HXETDY, @5 %EEEEEAA
Qﬁfﬁfﬁuﬂ%ﬁ# )

1.Gain their awareness as early as possible

BRE# N hiIR9IREF
2.Build brand bias in the Priming Stage, a key stage for children. Seeding brand bias has a direct
impact on conversion potential

EHEERBIREOENMEITERE R, EMmEEERRERMFRIRE
3.Invite them to create and define the future with a timeless core brand. Forward thinking is essential:
you'll need to plan for human development in the future from Al technology to medical tech.

EisfiilS5HemEAE EIREKAFENZOET)  MIEZELT, EEEEIAMNARE
(BHNEERERSETRIRRIRE, A "Hee" A RiIFREKER)
4.As the child grows, the brand must continue to:

mhFEEIR R — KA EERRIREE :

*  Study their evolving changes in life ;¥ 2 ZE ARSI ER
» Stayrelevant to children’s different stages FT5iC 2XJHNNER, EBEBHERMEFIRNX
* Keep innovating to build brands inspiring and connecting with child of different stages

RIFEIFTD, FIENZEARMBRIANRARREE AT RERIRAE
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EXPLORING THE POTENTIAL OF MODERN CHILDREN IN CHINA
FREZERHIRYED

POST-80S PARENTING STYLE

fitfilpREB (iZ/\ER) HEILWR

3 TRENDS: MATURING EARLY, BALANCE, DIGITAL NATIVES
EFAMRSFRANPRERE: B4, FE. 8F

BRAND RECOGNITION STARTS YOUNG
BHlEERNmEER
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EXPLORING THE POTENTIAL OF
MODERN CHILDREN IN CHINA
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~/1 ~KIDS AGED 6-15 IN CHINA ARE TRULY ‘ONE CHILD POLICY’ FAMILIES;

- ) \“THElR PARENTS WERE THE FIRST ‘ONE CHILD’ GENERATION, THEY ARE THE LAST
R “M—" , ZHTRI6-155 )LEHﬂE?qJE%—{t?EE?ﬁﬁr FREEET
IR FIHRRIERES

Almost 80% of parents in this study were born after 1978. They form the first generation born into the
One-Child-Policy (OCP). Furthermore, their kids are the last generation born under the OCP.
HIRARF, 6-15% ) LEBNREHIE80%2E78FE. IERFERNS—IRETL. mitiIavZFNE
RaBCRCERIS IR EF L BER S INERE—.

2002 <<é§f§7z,«"
“One Child” families’ 2nd generation - 2015

—_
—_———
—
- -
-
-——
-—

1978 BHY T H&E ,-" Universal two-child policy
One-child Policy implemented % . ,_/: ____EET Z BRI
T LRI, I e 2%55> A Y .
_________ = T ] \
@ T2 2013 : !
P ‘ " \; / oS " _Selective two-child pollcy\ , ,’J
Pt '\ ! ; 6-15y.0. Child ﬁ?ﬂ_}?ﬁﬂzﬁ*ﬁﬁ T -
N ,’/ ‘\ 6- 15?".15 ’/l
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A\~ THIS IS A LARGE GROUP COMPRISING OVER 160 MILLION 6-15 YEAR OLDS

o

> ~XE— 1 ABHIRCIEE.6{C AR BEXEHE
FUTURE GENERATION KIDS AGED 6-15: 160 MILLION
RRHYJLE 6-15% )LE: 1.6/2

BIRTH POPULATION (UNIT: 10THOUSAND)
PREHEAD (B BA)

1687

1655
1635

1617
1604 1608 1585 1593 1599

YEAR 2017 2016 2015 2014 2013 2012 2011 2010 2008 2007 2006 2005 2004 2003
AGE 1% 25 3% 4% 5% 62 72 8% 9 10 112 123 132 145 1535

WM
WAVEMAKER



~ ’(,L, ~THEY ALREADY HAVE SIGNIFICANT BUYING POWER

g \\AS WELL AS STRONG INFLUENCE OVER THEIR PARENTS’ DECISIONS
fitfiJBER “WSSEHE" BNKA, EMPAER

9 60/ have their own pocket money
0 weFescHERs

Average pocket money per Average Chinese Lucky

month (RMB) money (RMB) of the time, parents’ buying decision
s /i> 1= %‘é‘“‘ = — s /i> o A — ’
LR bt (o 80/ will be influenced by their children
" z 0 wrr, comsamnTamms
T 80 3,727
. Categories include snacks & drinks, stationary, toys, apparel, shoes, skincare,
weens
INF(4-6) 103 3’233 toothpaste, digital device, sports products, books.

Teens WREEANREN: TAE, YE/$IBR, e, RBEF, BT,
a7 211 3,383 @E@?—%ﬁ&ﬁam, EATR, PE (REOERHD)
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-é/’l’HEY ARE IMPORTANT ONLINE USERS WITH MANY
D \TNJOYING INTERNET ACCESS SINCE AN EARLY AGE

iR R RFInEREFEE,

4%
8%
80%
S1%
S8%
BS%

BEREERNTAREPET

Use A Smart Phone{iﬁi%’ﬁ‘é%?ﬂ

Use A Computer{EFRFRAR_]
Use A Tablet{:F<FiRe[ |

%‘ay Video GamesInEB Fiik O
Watch OTVEHiR f&

Online SNSRI L33 §B)

AGE ONLINE USAGE BEGAN

FrafERRISFL
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- ,‘} ~HOWEVER, THEY ARE ‘INVISIBLE USERS’ WITHOUT A CLEAR IDENTITY

- "\J!!éﬁ'ﬁ. fibfiJzD SAFEE G ZIRIEA R R

MANY DEVICES USED BY CHILDREN DO NOT
BELONG TO THE CHILD
A ERIEFREEREATETIES

84%

37%

30%
! ,

SMART PHONEESBEFH]L PCET\/EICAREN  TABLETAREBAX

B USE DIGITAL DEVICE{F FHRIEE FiR S
# OWN DIGITAL DEVICEE BB FigE

ONLY A FEW HAVE THEIR OWN ACCOUNTS
HBE CHERIKSLEHERIE

+H
Own online shopping

accounts
BHNWKS

32%

L]

Own OTV Account
BMEWIINKS

19%
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- ,(} ~~THEIR DIGITAL PROFILE ENABLES THEM TO DEVELOP INDEPENDENT THINKING

- ~FROM AYOUNG AGE

O\ IEEHFE, MMEMARXEMAPPHIMFERRE, SHBIINIFFRE

DIGITAL DEVICE PENETRATION
BTFIREEEE

STARTING AGE OF USING DIGITAL DEVICES
SEISFHAE R FIREHIFR

L]

Smart Phone
HREFH

7.3

[

Tablet
SR EE A

1.5

Desk/Laptop
ES/EICABEK

7.8
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- ,(} ~THEY ARE CATEGORIZED INTO 3 SEGMENTS FOR AGE & GRADES

~ U RRESEANZFRERNZFR, DA=AMHE

01 ~
Lol
=23 B
L [ [ | Sty | )
Kids Tweens
6-9Y.0.%5 10-12Y.0.

Elementary School 1-3 grades  Elementary School 4-6 grades
INF1-35% INF4-645

Teens
13-15Y.0. %
Middle School
#lh
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_MULTIPLE RESEARCH TECHNIQUES ENABLE US TO DIG DEEPER: QUALITATIVE
ﬁ?ﬁﬁ%ﬁ&*) LE, BA#T rREBHRFRRT - IREHER

EXPLORATION o
o Qualitative E 4 #f 3 :

CHILDREN MOMS j

Focus Group EEiXE In-depth Interview iFif5
Sample: 12 groups, 9 children per group, from Tier1-2 cities In order to develop deep understanding
BEAE: 124, 84H(, RKB——Z&NAEMNERARMEIINEZERFAR of Post-80s parenting styles, we did
further interviews with six moms who
INF(1-3) | /\=F(4-6
. Al Kicite) T ERNET RSOR R,
oys —
B ENISNARM ERFAERIIDIEFHT iR
an | , , NHIERIT,
*Children are split into different groups in terms of different stage and interests.
REZENINARRKMERFIKER, B0(i10 ARERYINEFH T, \ J
Note All the Interviews were conducted after getting the approval by children’s guardian. WM

S S B VI IEEIAE P A AT FIasT/k
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/MULTIPLE RESEARCH TECHNIQUES ENABLE US TO DIG DEEPER: QUANTITATIVE
BT

GAIN BROAD PICTURE
THRXB Quantitative FE=A5:

Pllot Test 320G 1%i5IE +  Pre-recruitIn-home survey iR2EHBEA ikl
| CHILDREN MOMS+CHILDREN

Two rounds of pilot F2F interview for  The interviews were conducted with the child and his/her mom
kids/tweens/teens to test and separately and simultaneously to ensure objectivity and accuracy.

optimize questionnaire design T HELENS T s IS IEREAfIER, ERAZAT, FAMEE

(including QNR length, expression, yzzy = (e s ERVESARIHDRGHE
wording, etc.) in order to ensure the

quality of pre-recruitin-home survey. Considering different level of understanding and concentration from
N T EAHAEREe T aM sz different stage children, moms were asked to answer some daily routine

PRy . = cnon questions on behalf of younger segments (esp. kids).
;ﬁﬁ;ﬁﬁ?@iﬁé@;ﬁ; E BRI BRI NSRS, WFIEE (RN
TSR A 3FR) , BEHBEEEEXNAREINLEEAAEE.

Sample: 2,076 6-15y.0. family from Tier 1-2 cities
HEARE: 20761 RBPERI-28%HaVNEVFR-FIF3FR (6-15%)
#9) LEF MR IR99895

Note: All the Interviews were conducted after getting the approval by children’s guardian.
i BRI TSR IE E MHA IRFIE WAV\ém cer
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~ "j ~POST-80S’ ARETHE 1ST ONE CHILD POLICY GENERATION, THEY AGGRESSIVELY
- p: \‘STRIVE TO COMPETE AND CATCH UP
iZ2\EE, RES—HREFZ, MIRPEECHZN—R, EXTFHSMOR
AMBITIOUS, HARD WORKING, LOOK FOR RETURNS
EOENE, 0wk, BEER
FACING INTENSE PRESSURE DUE TO INCREASING LIVING COSTS AND LIMITED OPPORTUNITIES
HIEBED, EERAZFITERNE, B%HR EF—RRU—ik
BOTH INDIVIDUAL & COLLECTIVE: INDIVIDUAL MIND VS. COLLECTIVELY “FOLLOW”
PAEMHERENHE, BREBERTA, BITA LEEEH NSRRIt SnE

i280f5: 78s~80s
m EARLY P. 90s POST 80s POST 70s POST 60s m
95/ 60/5 50/

0¥ 80/ ()=
1995-2005 1990-1994 1980-1989 1970-19r79 1960-1969 1950-1959
. =TS il \l ) \all
D[]\ A EK l l-ﬁ‘k\
@ENERATION 2 GENERATION Y § (DILLEMNMIALS GENERATION X
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\~POST-80S MOMS DEMAND THE MOST FROM THEMSELVES, BOTH IN THEIR PROFESSIONAL
\‘LIVES AND BY BEING A GREAT WIFE AND MOM
Hl, BAABNZEEEHDIHER: —HAEEXRIRZERNAIIMBREME, —F |
EXRERFBIFEFHEFRNAE

MODERN CHINESE WOMEN
P ERIRE

TRADITIONAL INSIDE
EHRRAE

Family comes first

RRESISS

Fulfill multiple roles in family

EXRTHEFAEAE (WEF. 8% WIF)

MODERN OUTSIDE
BARISME

Be confident, strong and independent
B, B&, M7
Desire to put their own needs ahead of family

BEmEBBRFK, MAEAZRETHE

Continuous self-improvement Must be a great mom

FEERIRT NG IS —NF 595

AN
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-~ ,‘} ~THEY SHOW STRONG COMMITMENT, CONTRIBUTING

i \‘THE MOST TIME TO RAISING THEIR CHILDREN
E5/LLE, #iEFELEZPBESEIR, IANECHREIRAESFHMKERS
WHO SPENDS THE MOST TIME WITH THE CHILDREN?
KPR E—ECAIRT AR IK?

Within the 4/2/1 family structure, even though other family members share responsibilities in taking care of
children, the busy multi-tasking moms are still taking the lead.

R4/ 2/ &z TR ER R B DB T, (BILTSMARRIEIEILNE)LEAREH, FEIFEN,

Weekdays Weekends Winter/Summer Break
FE—zIEHR AR EER

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Kids Tweens Teens Kids Tweens Teens Kids Tweens Teens
INF(1-3)  /N\EF(4-6) 1 INF(1-3)  /NF(4-6) ]k INF(1-3)  7\EF(4-6) ks

® Mom {215 Dad &% ™ Grandparents 3535/8083 /90 / FMNE Children being along ZF+BE WA
WAVEMAKER



‘} _ THEY EXPECT THEIR HUSBAND TO TAKE AN EQUAL ROLE LEADING

— -T0 MORE PARENTING RESPONSIBILITY FOR FATHERS
/ .\ WiIFESERESFHRE, HENRERITESHHASGFIIT

ni o O,

|
 INTHE EYES OF A MOTHER, IS HEA GOOD IN THE EYES OF A CHILD, IS SHE/HEA GOOD
FATHER ORNOT?

MOTHER/FATHER?
FRELREIR—NFEE? BF BT/ ERI RN FEE/FER?
Father’s overall performance is ok, but there is big space Along with child’s development, the satisfaction of the
for improvement

father gradually increases, getting closer to mother’s score
@%mmu, (BERAIEFZE

P F R ANBIRXTAEADARI IR LIRTT, SI818RIE
I GE/)\

AVG. SCORE(OUT OF 10) —*— For Mother 2545435153
THETS (E9109) o, —o— For Father {SEEITH
iﬂ 2l 9.1 9.0
—
® 8.4 8.5 .
7.9 79 j;” "i o 8.6
[ —=C—
Kids Tweens Teens Kids Tweens Teens
INF(1-3) INZF(4-6) ks INF(1-3) 1\F(4-6) ales
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-~ "L ~WHEN IT COMES TO CHILD-RAISING, THEY CLOSELY FOLLOW MODERN CONCEPTS,

D \‘ESPECIALLY THE TREND OF SCIENTIFIC PARENTING
E5/LEE, WlEREEHTSANIABEILR, ZEERFEILKE

As first-time moms, post-80s women are always newbies.
Facing various education concepts, they are constantly
exploring and learning. They learn to develop multifaceted
personas, embracing complexity through flexibility.

IHAAE" HZ80FIBEAS/LER "FA" . ENSEMARR
HEER, WIRZERENFS., 15 E, FIERTX

M. ZHE. ERMETE,

_ ),
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~/1 pd R
_(*) g siLm

7/ \
“TIGER” MUM
A C =

Comprehensive development, results-driven
LHIEH, KESH

Different KPls at different stages

A EMTERB AR ERAIKPI

Hands-on manager, give the best

FNFEN, AFREF

Scientific education, believe in professional
B=Es)L, BEEW

360° EDUTAINMENT
360° R

Seek ultimate edutainment at anytime,
anywhere

BERTRELE, EHHT R

Give freedom, encourage independent
decision-making

BFEH, SRER

Focus on experience, and always look in
the progress

BT, SERET

EASY PARENTING
RS

Busy & hands-on, seek

convenience/ efficiency solutions
ZHEILER, SKEERR

Hopes their child/children will have a
bright future and a happy life at the
same time

BEFE, FEREFREKR

Fast-paced parenting BUT flexible and
trying to balance

T=RR, BAKEE
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- "} ~THEY LOOK TO SCIENCE TO HELP INFORM THEIR HEALTH AND NUTRITION DECISIONS
~ U SiISREFNEILAR, XiSEESKHTERAIEED

7\
Moms intend to choose “specific and professional” products for children. Taking children's toothpaste

for instance, most mums in Tier 1 & 2 markets show high preference.
BB, BBiMamFEE ettt BEam. LULEFERA, [INFEFER)LETSHELHIHERES.

USAGE % OF CHILDREN’S TOOTHPASTE USED FUNCTIONS OF CHILDREN’S TOOTHPASTE
JLEFEFERGLL BeIfsERH) LEF BT
87% 61% 11% “I'd like to choose the product that is specific for children.

S I 51%  37%  33%  28%  19%  13%
il

ﬁﬁ%‘l’ LMz 16 Zh H
A To:::v;::a AllIn One | Fresh Breath AL
. V1 sxa— | BF0s

AFE Saky -t Tian Qi
§UWE Lion ik Bamboo Salt
CONSIDERATION FACTORS

/SBRR Leng Suan Ling 2Z=Hfr Cnice

PR

—— S IETEE= 12
= =t BT EEERE
=E=ig Colgate
(e oo D
A Darlie B Heime Safe Ingredient Function Reliable Brand  Flavor With Fluoride or NOT
ZE/Ni% Maxam - DA I ARG FENKE RREEHE
— i 20% 18% 17% 12% 8%
Q%ﬁzf &/ Edible or Safe to swallow ;;;‘g;;%,\] o Texture Price Foreign Brand
ARA/ER % - Bt g ESMIERRE _

WAVEMAKER



e/

.} E

occasions.

I IR, R R AR S SRR T E BB BE AR R

USAGE OCCASIONS OF DAIRY PRODUCTS FOR CHILDREN
e ERA BT S

Usage Penetration%

BN EELLE

91%

JLESYS

55%

Kids’ Milk | Milk Power

23%

Cheese
Slices

priggpmg | VR

28%

59%

35%

SPECIALLY WHEN IT COMES TO DIETARY REQUIREMENTS
VHXFZFIZH AR, BREBSEBHEET

Te}king dairy products as an example, products fulfil different roles and nutritional needs across daily

93%

Breakfast Tim

E&

73%

58%

57%

46%

41%

34%

31%

After Breakfast, Before
Lunch

BERTER

Lunch Time

Fit

After Lunch, Before Dinner

FERRER

Dinner Time

s

After Dinner, Before Slee| 0
a%%é)anﬁuﬁ‘plau 34%

12%

10%

13%

14%

21%

15%

23%

15%

11%

20%

15%

24%

18%

20%

13%

13%

17%

22%

21%

21%

25%

24%

23%

23%

23%

19%

77%

27%

25%

19%

sepae o o | Milk Drink
e Y pepin

49%

24%

29%

33%

39%

23%

23%

28%

29%

43%

46%

49%

37%

44%

55%

44%

44%

52%

21%

11%

22%

20%

20%

17%

26%

35%

25%

29%

22%

16%

33%

40%

21%

19%
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_% _THEY HOLD CONTRADICTORY VIEWS: THEY WANT THEIR CHILD TO GROW UP HAPPILY,
: ~BUTTHEIR AMBITION TO MEET SOCIAL EXPECTATIONS MAY CONFLICT WITH THIS

7O\ sk, WMEIRBMFPECE: BEERFRINMK, Ut HTeSHE)LKP

CHASING VARIOUS PARENTING KPIS
EHZERIBJLKPIS

| don’t want my child working too hard and hope

he/she can live at ease.
BAFRERTFARFES, mE/itheed B —L%

| just want my child to be happy p
KRBT RFMIT '/.S.

“Our generation faces a tough living situation. | don’t want my
child to live like | do. | hope he/she will be at ease and happy.

BAIX—IHIRR, BABRNHER 1. HFREE
RENHER—R, FFORET. "
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~/ 1\~ THEY HAVE HIGH EXPECTATIONS FOR THEIR CHILDREN, ULTIMATELY WANTING

= ) ~THEM TO SUCCEED
\ MiNZRFSFEE, FERFAEERE, HIREHHR

MOMS PAY ATTENTION TO VARIOUS I hope my child can be successful as they grow up
ASPECTS OF CHILDREN’S DEVELOPMENT HHB B FIAKLASEEB TG
108K T2 RIS HHE, SHIST 5% 78%
ﬁ %’L\:\ Caring Bli& 77 Imagination
TIRARSR Experience & Vision | hope my child can be outstanding
AEZIABES] Communication Skills 20% A BT ReRIMEAR 67%
B1#E/17/9>)18 Self—Control
o X
J4137 B Independent
S Disagree INAARHES Neutral —fiz [ Agree I\ 1H%F&S
#1575 Manner ‘ :
RNl Study S Such hope or expectation has become a \\
Z={F =% Ownership 'OHEIEZE Mood common phenomenon regardless of region
SARRZSE Hobbies and income level
S W EFERHARBNEIER TR AT — Ao iteiE. y

WM
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- "i .~ WHILE ACHIEVING GOOD GRADES IS STILL FUNDAMENTAL, MOMS ALSO

- ) ~PAY ATTENTION TO COMPREHENSIVE DEVELOPMENT
\ B ESEEMEN, EEkUSNSEES

ASPECTS THAT MOMS PAY ATTENTION TO (TOP 5)
ISR THIBESE  (RERRISSH)
Mannert 5355+ I 50 W Mianners & Communication

Communication SkiliZ1ERET] I 32 A E R = "N |
Interpersonal Skills \f1>X /3200 E I 22 Independent
Being Independenti®17 5 &E 48 VA

Self-discipline 512/17 /918 35 Study

Study (scores) RRFLFMV 44 =]

TR E'_E| }ﬂ g mgm u
Responsibility=3 1% I 33 I Responsibility and Caring
Caring T I 25 SESEL
Mental health&Mood IEE4: I 28
N I Mental Health

Stress tolerance /UFEALT) G 21 IR

Interest Development>4EitE 7= 26

Personality Development M4 A& = 22 Nl AN A&
Creative Developmentfli& /] /285 22 O ;I\ - )
Appreciation of AtZ, K& FE 13 Hésglém
teion [711H
v|s|on)u,\_EEE? e 15 ! Financial Management
Frugal 1515 D 8 s EE

Investment senselE2 0N | 7

Interest, Personality, Creativity

WAVEMAKER



“I hope he can be happy, do what he’d like to do.”
"BHREMEITLUMEBE.

“l want him to be more extroverted, with high EQ and good social skills.”
"BHREME—INE. EQE. #HRiYEsEIEAIA.

“I let my daughter learn to play piano, so she can play it when she feels down or stressful.”

"B HE, BRAERIUSIOBITEEENARRIR, ATLABTSEERERE]. "

“l expect him to have morally sound values, as well as the courage to unswervingly pursue his own dream,
so when he is old, he has no regrets.”

"BHIGHPIE SRR ALAE R =M B EUIRERIERBE CHIBE, SEXR, TBEltE,

WM
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~J N OTHER THAN INTERNAL VIRTUES, PARENTS NOW ALSO PUTA LOT OF
g \‘*FOCUS ON THEIR CHILD'S APPEARANCE
REEEEAEE, (BUNSHRKEIEERESRERDIEARFIIEENSE

While appearance is valued more by moms with girls and in
Tier 1 cities, for those with boys and in Tier 2 cities, the
number is also high.

YENR, BEEDARER, —&EFE, B %A,

70%

MOMS OF | MOMS OF
T1 T2
CLAIM TO PAY ATTENTION TO POLISHING 75404 44D

THEIR CHILD’S APPEARANCE.
SRIEEEF T RIBEN SR

66% 4% 79% 67%

WM
WAVEMAKER



- ,‘} .~ DEVELOPING LIFE EXPERIENCE IS ALSO IMPORTANT
~ \~B$ltbl«‘l9l*. IRFFAEEZHBEAGED

Taking studying aboard as an example, the primary

| Education is undergoing a huge transformation. goals are broadening vision, gaining experience, and
Vision and experience have also become a major being independent.
focus for parents. DIHEBZAF, sZ2ENtEABREXREFNHERIR
BEENHEEKNEEAR, HFHIRFRFIEHETE e ———
. . E B FHIMmR
9T REBXFHN—KER.
| san | aow | aoh | 34§
Broaden children’s Enrich li . Increase children’s  Better educational
. . nrich life experience . .
vision == AEZT independent ability resources
“ B FITRRA IBRFEBMIEE  FERHRERR
27% 23%
| often take him to concerts, performances and exhibitions in order to | Bett‘f*’ for °"I“d’e“ to Own m‘:e c‘t’mpeti“"e Better “"i“gt Inesstudy prossure
improve his ability to appreciate arts. earm Tore’en ansuage _ advaniage . O onmen I EALERN
UEFEFHERINE LEEERFNE FFHATEIRME
KReBEBHEAFSRe, EXSEL. BRE, LUSSINSHEE 4%
%_.: Better school/better Hope the child will live Intend to immigrat There are relatives and
° ” degree abroad in the future %;:E;Z; ;g:;*gjra%e friends abroad
EIMNIER/ U mEERFLUURBEERI EIMEFERBRE
WM
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‘\ < ENABLING CHILDREN TO WIN FROM THE STARTING LINE IS DEEPLY ROOTED IN

~3

D \\PARENTS’ MINDS
T RVERIG" DR, Z/\SRERGEZRERR

“ My friends’ children all started early childhood education when VARIOUS POPULAR EARLY CHILDHOOD EDUCATION
. . , CLASSES IN MARKET
they were very little. So I let my child go to classes too. | don’t 7T AR K R4 ) LB

expect him to learn much, but at least he gets to have this

experience and interact with teachers and other children.
ARV ZFER RN R, AT R T,
B —ERZFENTA, BREEiIZFRERFRAR, & :

. My Music
Y% F B, Physical + Intelligence Artistic accomplishment Improvisation

LE%EI]L,

There are many choices, such as training to be hosts and models.

1 signed my child up for English classes given by foreign teachers,

and calligraphy classes.

HHREIFAILAIRE, HAMEFA. IEIFEIIDE, FaZTR 3-4y.0. Class 4-6y.0. Class 7-9y.0. Class 10-12 y.0. Class
s . e Meet yourself in the play Language and Accumulation anduse  peyelop ways of
7 591557/‘% 1= 7_9/‘2_\':17‘?0 ” Creative Expression of language thinking

Source of picture: http://www.mygymchina.com.cn ; http://sh.dreamaker.com.cn/course.html

WM
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http://www.mygymchina.com.cn/
http://sh.dreamaker.com.cn/course.html

~ "L, ~AS CHILDREN MOVE UP GRADES, ADDITIONAL EDUCATION SPENDING RISES
T\ BARMIENEREEECISRSETN, BHEEEE—IRSEEEA

AVERAGE EDUCATION SPENDING PER YEAR ASIDE FROM Such spending is slightly higher in tier 1
SCHOOL (RMB) cities and on boys
I — P EFRIIIINEEEE (ARM) — I AR B K ERIBEIRNES
Kids Tweens Tgens
INZ(1-3) I\Z(4-6) ¥

T1 T2
12,111 8,643
o wa
= Z
10,051 9,277

Note: China implements nine-year compulsory education. Hence, the spending is mainly extra cost for extracurricular activities.

S BESL RN SHE, BT E Y WM
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-~ ,‘} ~EXTRA-CURRICULAR ACTIVITIES ARE CORE ESPECIALLY FOR KIDS IN

~ELEMENTARY SCHOOL GRADE 1-3.

\ N 3ERER RSNSOI, TR, M IRSEE

KIDS JOIN THE

INTEREST/AFTER-SCHOOL
CLASSES
INF1-3F
SSNNFGBY RS TT

INTEREST & AFTER-SCHOOL CLASSES ARE EQUALLY IMPORTANT
FOR KIDS GRADE 1-3 IN ELEMENTARY SCHOOL
INF1-3FRBNNATN T HRDE YT

M Interest Class ZHTT M After-school Class ¥*p>JTE
49
33 32
22
16 15 15
13 49 . 13
& / 5 y % %
RUA AN A A S L GO A
& g & & & F & AR ¢ 3 & &
c}‘& ‘&s‘o Q% & 9& (’90 X \ & &\\ Q&«\ Q,QQ <
& & ¢ N > & ¢ & & ¥
@ ¢ & & v
03 o & &
& » o
AR
,0\\0
&
AN WM
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-

,‘} -~ EARLY CHILDHOOD EDUCATION IS CRUCIAL, WHEN DEVELOPING GOOD HABITS
_J <AND ENGAGING IN HOBBIES TAKE PRIORITY

T\ PENEENEA, JEMNEEREEEE

REASONS FOR KIDS ATTENDING AFTER-SCHOOL/INTEREST CLASSES
INF-3EHSM B/ EBHR R E

Interest Class After-School Class
7T IS
eneoll [ Devsop sty s
ISR F RN pawetigil
Dev:;;;'gﬂ?;;ﬂg _ 36 Improve/Maintain study performance _ 42
Learn to appreciate art _ 35 Es/ RIS
Ex%%?ﬁﬁﬂ'ﬂ%fﬂ'%% Great atmosphere to study 36
ercise physical fitness _ =5 _
T RS AR 26 SUiestl
Develop 1Q _ 26 Worried about child’s studies _ 27
BEFRZFES HEFIRA EFIHE
Develop social skills _ 23 More efficient than studying at home
EFZ TR RRE = 5 _
Requfested by childbrelj _ 18 tb&?ﬂ?—gﬁﬁ 5&$ 23
Want child to learn what | jflit%r?s]t%ﬁs Have people to supervise _ 21
SomEEEET: N 12 RABHER =
Develop EQ Requested by children
fERpTaALE/Er N 12 pFraEs ] 19
Adding additional scores to some exams - 9 More assured about child’s studies
EERIEERMD N .
Other children al::e att::anding IEEREROZ T - 16
Teacfgﬁfﬁgﬁiﬁi - 6 Others are attending -
sk I 6 BIASBIZ T 1S 10
Find someone to look after child Teacher Recommendation
sipaEEzr M 5 s s e 7 WA
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~ "L, < ACADEMIC PERFORMANCE BECOMES THE KEY FOCUS AS CHILDREN MOVE UP GRADES

- \fﬁﬁﬁﬁﬂ&

SHENMEEIR, §ILELZFNEENIRSFEIFM

REASONS TO ATTEND AFTER-SCHOOL CLASS
S IERE

53 54
8 44
- 42 B _
1 36 :
4 34 -
3 33 0 31
21 / 24
20 20
19 19 16 19 16
I I I I I 1B
Develop study Improve or Good study Concernon More efficient Have study Request from Feel more Follow other Request or
habits maintain atmosphere children falling  than studying supervisor for children reassured about children recommendati
academic behind in class at home children children’s on from
performance performance teachers
BAFIIR  RBE/AEEY REFNFEISFE HEEFBEALE WERFIFEE BABRETFE ZFEHEK  UEREROEZF  IARZTF  EIRE/#EE
D5 SHE e 3 Ayl "=
B Kids /\3(1-3) Tweens /)\£(4-6) B Teens #]&

WM
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~ ,‘} ~UNDER THE PRESSURE OF ENTERING HIGH SCHOOL ACADEMIC PERFORMANCE BECOMES
i \‘“MORE AND MORE IMPORTANT
BFAZENDFE2HTVENS, KA "BHE" NFIRGHRIEE r S22V E

THE ATTENDANCE OF AFTER-SCHOOL CLASS AND INTEREST CLASS
ZF SIS VFIGE RIS

%of after-school class is gradually increasing

68%
64% 65% . *NIBEELHLZ AR
61 /o //%
~ 60%
60% 6

3%

55%

%of interest class is gradually decreasing
S ECFIZR BRI
25%

Grade 1 of Grade 2 of Grade 3 of Grade 4 of Grade 5 of Grade 6 of Grade 1 of Grade 1 of Grade 1 of
Elementary Elementary Elementary Elementary Elementary Elementary Middle School Elementary Elementary
School School School School School School 1R School School

INSAEER NP IR NPAFR  NESER  NEEER MIh2sE  WITh3EER

WM
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~ ’(i ~THE FOCUS ON SOFT SKILLS WEAKENS SLIGHTLY AS CHILDREN

p \‘ENTER NEW GRADES N
|IRAT “IRE" BN AEFEE, BEEFRMNAS, IR EBFTRES

HE H B )

41%

80% Top 1 box (completely agree)

—
e e
—

gradually drops as the grades

e 39% progress
BEIREEINSEIAR], B" 5T
Kids /\:(1-3) Tweens /)\%(4-6) Teens #]+ SO BaK A7
BELIEVE EQ IS EQUALLY IMPORTANT T S SRS BT S
AC ADEMI C PERFORM AN CE ® Completely disagree 2 A TR Disagree A~-1 5
1. N " . . ® Neutral —fi% Agree f5 S
IHIBRIESR S E ISR EE i K J
B Completely agree =2 fFS

WM
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THIS HIGHLIGHTS THE CENTRAL CONFLICT; MOMS FACE A TRADE-
OFF BETWEEN SOFT SKILLS AND ACADEMIC PERFORMANCE

BR S

\\ifﬁFETM¥W¥

K ERIERRZT |, (BRSNS

J

WM
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-~ ,‘} ~ HENCE, THEY SEIZE EVERY OPPORTUNITY TO ENABLE

D \““COMPREHENSIVE DEVELOPMENT”
BREHE "R NigE, AFEREENE, HESBESEERR2FRZ

EDUTAINMENT ANYWHERE, ANYTIME

HERETR, #HFrER ! Parents choose to educate their children through daily
activities and entertainments, letting their kids have fun
and enjoy the learning process.

EERNIAFE: WFZ/\TEHIKXEMS, EEiAKHEEE
AJLARIEF AT HIFR. Bk R BRIk B EEENER
RENFSHHEEN, ILZF NS S EEEFEIFAIER.

“ My daughter is 8 years old now. | will ask her to cook together with
me, to train her ability to live on her own in the future.
EZ) LIS, BN EIT—EAR, Tl
tLASRIBEEES.

Taking my son to supermarkets is also a good chance to develop
his confidence and communication skills. He can go talk to the
salesperson, consult on flavors.

™) L FEEMEERFIRNTS, ttESEIRTIEA
Rz, SEEAL, FILUEFHEE. ”

WM
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(A
i

81%

| ENCOURAGE MY CHILD TO HAVE HIS/HER OWN
OPINIONS AND MAKE MORE DECISIONS

HEZTEECHIE, FSmith/it
HCSMRE

_SHOPPING HAS BECOME A GREAT WAY TO ENCOURAGE CHILDREN'’S INDEPENDENCE
~ SR ARIEFRF IR B E R —HE

I shop a lot offline because I can bring my kid with me. So he
can have some shopping experience and learn through that.

FEZML Y, R79%6 AL 77 ik 24—l
Y, ibE—LRRse, K2 .

I let my kid pick his own daily commodities. Now he chooses
what he wants to buy whenever we go to supermarket.

S EERRR, #SaiftBCEiE. IEEE
HERRE ORI THkIERT,

WM
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~/ 1\~ THEIR PARTICIPATION IN BUYING HELPS THEM PRACTICE DECISION MAKING
- ‘thtEE HERE L, BZRFSEETRE, FEETAHRITIEX

In most scenarios, children have decision or influence power
Kb B+ 8 & e LA I SLRE

We just buy whatever we decided on ] We choose the product and ask for their opinion
B1EEE, A= rFER B8 mTisF, REEZFNRD

[ They will select what they want to buy, and we will check | We don’t care, they can buy whatever they want
BFIEFEHAIE—T H=2rE, HFEEAAMELA

9%
= o
37%
53%
: B |
.
7% 8%

Parents Dominate [ 6% |
=EREFEE

= B B
40%
Children Having Influences | 5172 : 43%
ZFaXms
0% [ >°" N 27%

23%

37%

° 5%
= !
7% BY
Toys Stationery Books Snacks & Shoes  Sports Products  Apparel Digital Device = Toothpaste Skincare
B XE/FEIRR B Drinks BF ErmAeaEs KR BFERrmARE O FE8 PRkER/
(FEELEH) Tatk i
*NOTE: decision making power based on all those who purchased selected categories to their child(ren) WM
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< 1" WATCHING MOVIES IS SEEN AS ‘EDUTAINMENT’, ESPECIALLY FOR KIDS AND TWEENS
P ~HBRZEILURRFESHEHAN, AEHEHINEMERS
Watching movies is not only the top choice for a family moment, but also a great form of edutainment.

Movie selections are also important as they will determine different educational benefits.
FAMUNBRARZH R EFFEF/RERERNIEE, FEiHEETEM IR SRISRIAE—ERIHER .

WHICH RELATIVE TAKES CHILDREN TO THE CINEMA?
M F—ReEBE

Kids /\(1-3) Tweens /)\¥(4-6) Teens #]

mE (FBEE) Mom B ¥ Dad B 12555/ 05405/ /92 Grandparents
IR EEEL{th=E ) Other Relatives Z | Teacher ® [5]= Classmates

m BA/Z Friends %+ 5 5B 98k Brothers/Sisters B % F—" AZE Alone

EARARFKE /M Never watch movies WM
WAVEMAKER



-~ ,‘} ~ TRAVELLING IS ANOTHER OPPORTUNITY FOR ‘EDUTAINMENT
~\U JkiFEREHT RSN
/

Travelling does not only represent spending time with family, but also a good opportunity to train and

educate children to broaden their vision while having a unique experience.
TRIFAMYUNARE RTINS, FRSESHRIRN. BREEEERIZRENYE. Xl LUS K IEFIfRG,
IRBES TT (A2 F i TR IS 7 .
MOM’S PERCEPTION OF THE BENEFITS OF TRAVELLING
i FIKIFRIR =R
Gain Knowledge iﬁaﬁt/tmi,l:\l —éo
Embrace Nature 2k 355 —344
Release Stress KT IET] —— 35
Experience Different Culture (fIGANEINH  m—— 3 24
Develop independent skills IZFRFZ FIEVEFEES] m—t 1
Develop Social skills SR/EIBHIITALS] —— e 73
Entertainment (RAANFH  p——ge 20
Create memories SlI&3E4F[EI1Z =ui8
Invigorate child’s health IHIR8 FIKf m—t 15
Build up courage SRIHIER/ BS —"t—s
Kill Times $T/2 018 mda

® Kids/|\(1-3) Tweens /J\¥(4-6) B Teens #]F WM
WAVEMAKER




] N REWARDS AND PUNISHMENTS ARE USED EQUALLY BY PARENTS
~ U -BMEERMSED, eIl ERHMHHEE
7\ Most moms choose verbal praise and education as their top choice. Rewards that are considered

edutainment such as travelling are also highly favored. Physical punishments are now less favored by moms.
FRBVE AN ZI R IREE R 2 8B 2 RR0EE., Kt B ERnE e LIRS EHR T RGN, MATIE &SR
EABEERXEE)BIE—IERE.

TOP ACTIONS TAKEN TO REWARD AND PUNISH

RESERRIRFNETIEHE

2.6
Average no. of methods
used to reward g Reward
£ d)} =i

NPy PAS 042 FhiE e ET =
:Fi’/]zzfﬁﬁﬁ EI,J"JE}HE' Bﬁ?’k&i Verbal Praise Outdoor Activities Traveling Buy Snacks/Drinks Less Restrictions On
OSLRERD (Exclude Traveling) G i IER/IRE Playing Games
Wi FHER (REE RFSIT—=) Lk
i)
g Punish
2.1 18% ST
Average no. of methods
T4 :sed t0£El::I.:IItSth = Educate Verbally Self-Reflection Restrict Phone/Tablet Physical Punishment Restrict TV Usage
FIRERIETIREEE O IEFECRE Usage BT B
WM

FEHIFEHL/ PR ER AN {E AR
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g PARENTS ENCOURAGE THE USAGE OF DIGITAL DEVICES
_( . ~AS THEY SUPPORT THEIR CHILD’S DEVELOPMENT
7\ BFEEENERFENSTERS. MAMSFHINZ/\SERE, MLSEIFERIR

Most of the devices used by children are specifically MOMS THINK THEIR CHILDREN USE DIGITAL DEVICES FOR:
bought for them by their parents. B AT ERER IR BRI AE

RIS BFHBFREERKE IR

ZEFEF4R Electronic newspaper
ZE5i8 Anime 5% Chat/Socia
65%) (67%) (86%) (76%
ZE 17 Online videos
W EB TR Email

W7~ #&/FE & Radio
Smart Phone Child Phone Tablet Desk/Laptop m’%ﬁmjﬂﬁﬁ;ﬁa/ Blog
FEEFH JLEF WIREBIN STV/EICABN

SINMLZIEFZ Online classes
< > < ) < ) ) L%k Games
9 1% 9 4% 9 1 % 53 % EE1%/E B4 Live Broadcast
EEE&%:E E-Zii%/iﬂj e

&8 News

71 Payment l]E:E: /E_F\ M u si c

Watch Phone  E-Reader Learning Device Gaming Device
FRABF HBFREESE FI8RE HEXIR =

WM
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~) 1\~ MANY PARENTS EMPLOY CONTROLS ON WEEKDAYS, FEWER DO SO ON WEEKENDS
~\_ -3, AFERFNEASE—ESEEERN

Restrictions on device usage are more frequent during weekdays and less on weekends and breaks
WEHEFIRENNEEZEFE, ERRABRANE 95N

= Kids /\3(1-3) Tweens /)\:(4-6) = Teens /]
No Restrictions EANAHE . mm I |
I — I
Less than 5 or 6hrs K AKBIT 5/ 6/ /) A ! . I
] [
Less than 3 or 4hrs B KAHBIT3 /4~ )\A » I e
'_ I I
Less than 2hrs T R ASERIT FE/N/)\AT ] I
. —— I
[
Less than 1hrBXASEIT—N\ES ] I
N
] I
I
Less than 30minB X AER1T /) \B . [
A—— I I
Weekdays Weekend Winter/Summer Break
SRS EEN E=2R

WM
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\

How do moms monitor children’s digital behaviors?

Bz AHEREFRENERTA

A‘m
, W&NN&NQ

\

PAY ATTENTION TO AND
RESTRICTS CHILDREN’S

DIGITAL BEHAVIORS
SERHRHBET
R T REAT

However, nearly 30% of the moms claim that
they do not monitor digital behaviors at all

B3 ARSI RENS e BUEE B

MAINLY ON OVERALL BEHAVIORS

| I/--'%ﬁiﬂg

.~ HOWEVER, MOST PARENTS SUPERVISE THEIR CHILD’S DIGITAL DEVICE BEHAVIOR
_MER{TALE—ENRE

Check what games
they are playing
SEFIT AT

RARELY ON SOCIAL SPACE
A= EERD TS

Check what videos

they are watching
SERTFEN AR

they are viewing

Check what websites

SEHTEH AL

Check what Apps

they are using
=& AAPP

Check their online shopping
site records

SEHTEWYIRUERICR

Check their conversation

records
SEZRIPIRIER

Check their Blogs/Zone
SEZFHIIEE/T

WM
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e

"% _ WITH POST-80S UNIQUE PARENT
& (O —A WIDE RANGE OF INTERESTS Al
(O EINBERBWEILGRZT, fi

‘EVEN THOUGH THEY ARE YOUNG IN AGE, THESE

Bamxi T8 Sl S HEE
S8 LVISION IRER ] LCULTURE Sz@

EXPERIENCE 25‘%@ (ﬂ‘PEARANcE féﬁ{%

Lsru DY %ﬁg}

v ﬂ*@ KNOWLEDGE J'_d,iFD

SOCIAL 711)




~ ’(i ~ THEY HAVE THEIR OWN DREAMS

i3

~\ ~ I RFEE—ENER

Likely influenced by modern social/parents’ expectations, boys tend to mention “specialist” jobs more. However

despite girls largely mentioning “art” and “teaching” related jobs, many girls mentioned “specialist” jobs too.
ggﬁiggﬁi@ﬁﬂﬁﬁ%ﬂﬁ, BARERETHIRREWSEEN, MIZART B FEEZAFOEImIL, XFEAl4ER
TRZRIREN.

5% 19%
# % Coach ’ 16%

?i”ﬂi Lawyer EJHL Driver
%{TR Air Pilot

3%

yE 5 Actor

ﬂﬂm""' D) HHREIM Music Teacher (1)
G 238 Dancer
Fl=3% Scientist 0 , R || 4 Racer 2%
1211+ Designer e
=4 Doctor S Dance Instructor EEEHNR
~ |82 Painter | Baskethall Player S
%Zgg Police =8 Cabin Crew —rhgi Si )ﬂi Teacher jéij]lgl Athlete Entrepreneur
— o . =F Singer 2 gy [yal
ZEN/FERZE Soldier E% £ Star *K%gg‘éﬁgeamer BRGNS Z 4% Boss
T#2IMEngineer IREE I English Teacher Football Player
g5ATArchitect Dress Designer (AEZ | PE Teacher Entrepreneur
A Host Athlete AN FEFAEI E
o Art Teacher G (MaleEB: 3%, FemaleZZ: 1%)
Specialist R U (MaleE: 6%, Femaleil: 1%)
HZW AR (MaleB: 10%. Fomaledz: 28%) (MaleSS: 7%, FemaleZz: 24%)
(Male5E: 46%, Femaleiz: 24%) WM
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~/1\~" OUTSIDE SCHOOL, THEY LIVE A FULL AND BUSY LIFE

- \‘ﬂﬂﬁ].‘ IBEFESENRRER

/

WEEKLY OUTDOOR ACTIVITIES : 11 times
FREIMNEIIRELLR11K

2.2)% 1.4)% 1.4)% 1.1R

CONVENIENT/GROCERY STORE | STATIONERY SHOP |  PARK LIBRARY
{EFIIE/ B35 MEJE yNEE BB

D/ 0.8’X 0.7R 0.6)K

MALL
[E27

SUPER/HYPERMARKET| BOOK SHOP | YOUTH ACTIVITY CENTRE
i AE HI5 DEE/BLFEENHFO
0.6;x 0.4'% 0.4)% 0.3’k 0.2}k

SPORTS GROUNE AMﬁﬂENT MUSEUM | ARCADEHALL |  THEATRE
AEmE S Ll S BT/ R
[ARRARS

TRAVEL TIMES PER YEAR : 3 times
FEFhR/ RETEIT 3R

2.3)%
DOMESTIC (SHORT TRIP)

IR}

0.8’R

DOMESTIC (LONG TRIP)
ERKIE

0.3’X

OVERSEA
iR

WM
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.~ THEY SPEND MORE TIME OUT OF THE HOME AS THEY GROW UP
~BE AR B AN IR 3E S

e/

o
7\
= Kids /\2(1-3) = Tweens /N52(4-6) = Teens #J=
o -o Avg. visit times/per month 95 B oM HIXE
Frequency (times) 10.9
TR
SR (OREY o
A ) 8.38.4 5.98-05.9
4.44.14.1 ; °
. ¢ 323 23.8 15 1.0 1.0 s o v 11 12 20 18
100% 1 5, 1'3 * o= 0——0
s 0.4 0.8 0.8 0.6 05 05 04 04 04
80%
60%
40%
20% I
0%
Visit dEU»E % Hyper/Super Grocery Store Stationary Book Store Park(P12M) Amusement  Youth Activity Sports Arace Museum  Theatre(P1 Cmema Cmema
sited =11, market (P6M) (P6M) Shop(P6M)  (P6M) FJ5(P6M) NG Park(P12M) Centre(P12M) Ground(P12  Hall(P12M) (P12M) 2M)EFERT B Bz
#Brh/AsEly  (ERE/ZRIE XEE R LEE/BFLY MEEFE EBTTi e/ /Bl Normal Wmter/ Su
FFENFL RH%E TimessZAT  mmer Break
E=ER/
*NOTE: Avg. visit times based on all visitors WM
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- ,‘} ~ AS STUDENTS, THEY ARE CONSCIENTIOUS AND POSITIVE ABOUT STUDYING

| AM POSITIVE AND HARDWORKING
NTFEY, IANRBCRRSES

0/ |like studying
72 /0 BIEE/REWREFS]
760 | am working hard

0 mxades/tush

| AM PROACTIVE EVEN OUTSIDE SCHOOL
IRAR NS EoRREF SR

“1 like to attend a few after-school classes and

learn stuff outside school”
BCENLIMNEIIRATIE, B BRI =S —LE
Bp9z7,

\sﬁﬂ"a‘?iﬂﬂﬁ. FIRENFEINTRESE, LARHENRIFSH

HOWEVER, | AM NOT THAT HAPPY ABOUT MY SCORE
{BXIE RIS A i

6 40 | am satisfied about my score
0 sECHmRSREIER/ RS

MOM THINKS 1 AM DOING WELL, BUT THERE IS STILL ROOM
TO IMPROVE
MEFEETEZTERRNRE, BEREEFHIZE
HOW DOES MOM FEEL ABOUT THEIR CHILD?
B S T EAR?

Kids Tweens Teens
INF(1-3) | /]\EF(4-6) ¥k

8.4 8.4 8.4

WM
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~ ’(L, -~ ALTHOUGH STUDYING REQUIRES MORE TIME AND IS STARTING TO CREATE STRESS
- \‘Eﬁﬁﬂiﬁﬁﬂgﬂﬂlﬁl*ﬂﬁﬁﬁlﬁﬂgﬁﬁ'—i BiRE

/
TIME SPENT ON HOMEWORK GROWS PRESSURE GROWS OVER TIME
1’EikH9‘I‘lﬂBﬁ$é&J:ﬂﬁ'ﬁﬁt’t F 3 EAARTIEIN
Unit: mins/per day ] %
B oH/8X ™ Not stressful5c ;%5 [/ W A bit stressfulig /= /£ /]

ﬁ: u Stressful = ELHK m Very stressful £/J3EE X

104 I | I I

Mon-FrifE—Z2FH WeekendE& Winter/Summer BreakEZ(E

m Kids/)\3£(1-3) Tweens /|\%(4-6) ® Teens %] Kids /\(1-3)  Tweens /J\¥(4-6) Teens ]
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- N TIME SPENT ON ENTERTAINMENT GROWS PROPORTIONALLY TO STRESS LEVELS,
—~\_/ ~HIGHLIGHTING ITS ROLE AS A STRESS RELIEVER

7\ (BIREEEHE @K, REBERHSM, #ME—ErEKtEE

TIME SPENT ON ENTERTAINMENT PER DAY
IS HRARIE

Mon-Fri 287 Winter/ Summer Break 222

Unit: mins/per day
B oH/8X

89
105
67 96
81
79
80
67 74
59 62
50
2 ' x . I . I
20
11 12 15
Kids Tweens Teens Kids Tweens Teens Kids Tweens Teens
INF(13)  NE(4-6) ¥k INF(13)  NE(4-6) ¥k INF(13)  NE(4-6) ¥
H Video Games FE 755X OTV MIZE SR TVEEZR
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~/1\~" HOBBIES REMAIN VERY IMPORTANT, ESPECIALLY FOR TEENS

—\ ~HBEFEHISEENE

,\/\

HOBBIES >&Z47

® Kids /\3(1-3) Tweens /)\(4-6)
32
25 26
19 18
6
P B o F &
% 4 & % & &
& & & HF & &
é‘& «\@\ é’\% & & \}(gy &\
¢ S < & N S
¥ Q}Q & S ) ®
N € A »
> S &
o\l
Kids Tweens
INF(1-3) /NF(4-6)
Average No. of Hobbies 1.72

YRR BIROREZTT 1NN

® Teens ]

F T Handcraft 18 Eating
. ZE 1570 Watch Online Videos gk Swimming

ZFEHE41 WatchTV EUHEE Games

1 o Kr=h ExE s Watch Cartoon

S po A AZ51E Taekwondo
Bk48 Skipping x; ‘ : rt ZFE% Watch Movie

Bk Ski LTESF =54 Play Digital Devices
H b - .
T#H Chess 3¥tH% Chinese Zither EEH Ping-Pong

IZZE Ride
FER i A \d— m
Zewne |58J13E Reading

ENiE//EE Watch Anime JJZEEK Batminton
ZI5E Learning English

fylﬁ%; Dance IiiiF Travel

5Tk Basketball a4 cuitar
225 Running
3% Calligraphy
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5

WHAT TRAVELLING BRINGS TO THEM

IR SR B F HIR 5 =

Embrace natureiZfii K H 54

Expand my visiontZ4< iR

Release stress/i{11/ & fiEF > 1

Train myself§}&E 2

Have fun/feeling of freshnessEIk / F itk

Be with my familyn] LAF1Z% ATE—i#C

Experience different culture{R 3G A< E 34K

Go exploring/ go on an adventureiR[E/ &

Go to more places that never been to beforeR] LAEFI A IS HB KIS IS
Share the travel experience with othersB] LAFNEI A D EhRiH7E

Promote friendship/Make new friendstZif A28 /IR AR

More conversation topics with others o] LAFN B A B B ZIHIIE R

Contents to post in moments/QQ zone/weibo o] LA AR B/ QQZS |8/ (HiiESE

" Kids/)\¥(1-3) Tweens /)\#(4-6)

¥ Teens ¢

,‘) ~ THEY LIKE TRAVELLING AND ARE ENGAGED BY THE BENEFITS IT BRINGS
\\ﬂ!’.ﬁ]éiﬂ ¥, BERGNMKIFAYSHEHIHE

benefits it brings.

BEfRTIRS A EE

_

As they grow by age, children start to have a

fuller understanding of travelling and the

PSRRI R IRIFAN AR B iS5,

~

J

WM
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!

@" e J IFET

o

Many children show interest in living
overseas due to their unique education
background, living environment and

childhood experiences.
TEIRVHRIMEIET, 1‘@5@‘9—‘#55&1’9532
KIMNEHIFEZERIIKEH SIS
FEFEZENIR RS ”G'IEEI’J

W

,'} ~ THEY ALSO FORM THEIR OWN OPINIONS ABOUT STUDYING ABROAD
\#EH'EETRTEEI FHIRRAAIL

STUDYING ABROAD MEANS...%
H E BRI RIS E. %

Improving language skillsiiiE=rE0 I 54
Broaden myvisionFFER5Y N 52

28

Change living environment/83—Fh 4 EIRE

Like foreign culture = XX [EYNIHL

Less pressure[E 5N [ES7/)\
FreedomESMNYRBH/IKBAERK

Bad living environment in ChinaE A4 EINEE
Better school/ degree[E 7ML / F B IF

Just prefer foreign countriesFfi. 2 BT EY MV

My friends are studying abroad 505 [E% /BB B
Wanna stay abroad in future?s 22 S BBEESI

Dislike the study environment in China ~=IRERAIZES]...

Have family members/friends abroad EYME FEE IR TE

31%

Show interest to
studying abroad
2 F X B R
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~ "L ~ YOUNG AS THEY ARE, THESE CHILDREN START PAYING ATTENTION TO APPEARANCES
Pt ~FErfl R e LA IR EEINREE

o Does not disagree with the statement
60 /o ‘| think external appearance is more important than inner ability’
AR “BwSEEC— T ARNRTEEER"

“ I watch clothing, beauty and make-up videos on / use my pocket money to buy things that are beautiful
Weibo. I don’t actively use these products now, but —— 12 year old female
eventually | will., BRI FRL R, "~ — — 1225 %E
——14 year old female
T LTI | F— LI IAT GRS, 1 like ## brand, because many classmates like it and | think it is cool
K, EFZ, RAIFEFHITEFRSMESR, BERK —— 9year old male
ATH=MT, "~ ——145K5%E BELH I, IREFZEEN, MEWLEH" - —(/9ZH9EE ”
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~ THEY GAIN MORE FINANCIAL POWER AS THEY GROW OLDER
\\Bﬁéﬁﬁéﬂgitﬁ. WSS DZF R

HOW CHILDREN SPEND THEIR MONEY
ZF 3T EERAIFR

I55I

<
(A
=]

%

/ -
Declining Parent control —

AR ESIREZ T

IZGI l32

Rising percentage of individual spending
IRS7 R BERILL BT S

20
8 I T

Give to parents Save as education fund Buy daily foods/goods Save money for expensive things Wealth management
FREFREK (including saved by parents ZTEHCEXHESHA/MZAERA ZTFECHFERRIVREMNARA  and investment
and myself) AR
FRKEAMEREE (8L
KIKFREE S

= Kids /)\3(1-3) Tweens /\3(4-6) ™ Teens #/J WM
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~ ’(i ~ AND THEY START TO FORM THEIR OWN PERCEPTIONS ABOUT BUYING

i3

P ~FHIHGEARAZR T B CRYEZEE:

Children from Tier 1 cities have stronger opinions on
| spend my money carefully, | only buy things that are worth buying  their spending.

HAEL e, —RASHEBWIRIRA M— R FHYH MBS E A —E
53] 12564
x _ 1
Q 57% 52%

| disagree that foreign products are better than domestic products
AR ESMYRFELLFEREF

27% 44% T T2
x ]

46% 43%

WM
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é THEY ALSO START TO ACCUMULATE “BRAND SMARTS”

.
—

7\

- )

14.6

Average no. of snack
brands aware
SEEYRIERY

TRmMEEE

N

QgimﬁwHXEMﬁMEﬁum

)

11.8

Average no. of drink
brands aware
MY RIERY
IXEHmhEEE

N

)

9.9

Average no. of apparel

brands aware
SEISF0ERY

8.1

Average no. of dairy

brands aware
SEISF0ERY

ALl AR e E

N
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~ "L ~ DIGITAL DEVICES/MEDIA GRADUALLY BECOME MORE INFLUENTIAL
= \%ii&%ﬂ%@ﬂgﬁ?ﬂﬁlﬁﬁﬁﬁﬁﬁﬂ%

DIGITAL MEDIA - DAILY REACH

B - AElAE

TRADITIONAL MEDIA - DAILY REACH
ERIRINRIE - HEIAS

6%
L ] =
Mobile Tablet PC

31% FH SEHRFR AN EXE/EICA
28% = Kids /\32(1-3) ™ Tweens /J\(4-6) Teens #J

0,
.12% 8% 7% ¥ 8% 10% 8% T 2T L5
- |

TV - During the Semester TV - Winter/Summer Break Newspaper Magazine Radio

FRIEE ESHEEM BB ERE IFT 35
Kids 7\ (1-3) ® Tweens /)\5(4-6) Teens #J40
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-~ ,‘} ~ USAGE FREQUENCY INCREASES ACROSS ALL DIGITAL DEVICES

3

\%?ﬁﬁngﬁm*agm%z%@%

TRADITIONAL MEDIA - FREQUENCY | DIGITAL MEDIA - FREQUENCY

SRR RIE - (ERIER

Unit: Times/per week
Bf: REYER

TV
FEAI

5.95.9

4.8
4.4
4.3
| 3.4
During the Winter/Summer

semester Break
SR E2ER

R R EYAETES

Unit: Times/per day
Bf: REUBXR

Mobile Tablet PC
FH SRR AN B/FEICAREX

-

1.5
1. 41 4 13 1.5
I I o 8 o 9 I I

Mon. to Fr| Weekend Wmter/Summer Mon to Fri Weekend Wmter/Summer Mon to Fr| Weekend Wmter/Summer
A—2ER Break A—2IEA Break FA—EIEA 5B Break
=2=2R =22/ =ER

= Kids /\3(1-3) ~ Tweens /\5(4-6) = Teens #J-F

WM
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-~ ,‘} -~ THEY ARE FULLY SURROUNDED BY DIGITAL DEVICES

3

DIGITAL DEVICES PENETRATION

BEREFIRFSER

Smart Phone
EREF

PC
aI/EICER

Tablet
SR EE AN

Kids
INE(1-3)

17%

25%

33%

Tweens
/\N¥:(4-8)

82%

34%

30%

~fEREEFREEEEEnNEF—N

Teens
s

92%

52%

25%

AVERAGE DAILY TIME SPENT ON DIGITAL DEVICES
Y HRREFIRE R

Unit: mins/per day

B SE/ER 127
108 26
22
27
23
47
9
10

B—ZEF Weekday JEI7K Weekend ZEZ/F Winter/Summer
Break
® Smart phone ZEEFAL PC 5T0/EICARBK  Tablet LHREEAX

*NOTE: Time spent based on device users. WM
(BT EERE T (EFZR S HIN WAVEMAKER



, 1\\** DIGITAL DEVICE USE PERMEATES EVERY ASPECT OF THEIR LIVES, ESPECIALLY

D \"‘ENTERTAINMENT, EDUCATION AND SOCIAL

RFISESEEMIEEFNALERE, AEBIRE. F3. 132

80% PURPOSE OF USING DIGITAL DEVICES DURING THE SEMESTER
:IZET_I-EE:¥'LXEEI E’J}Eﬁ
. I i i l I
. L e Bm B = m = B - e
¥ Q 2> H p % % S % Vv
g{%?* & & & & AN S SN Y N A G G R
&0& Qé\g R 08}\ R b?P% &QQ \’@/\ Q‘bs\o o Q}‘{’ @ \@ ®®N (ﬁ\ )@ &Qeo % > %&) %&) \)@‘&)
< ~z~°&0 9°é’& \04\ v ‘&;’% oQQ\Q @'@ *@\r 8\§ e,fﬁ ¢ \&Q & x\&‘ \\&'
& S A S
< & R & & &
(OQ R ‘Q‘Q N QQ\\ Q>
&
m Smart phone mTablet PC
HeeFN N2 ==Y = = WA T N2 WM
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~ ,‘} -~ USAGE PENETRATION OF DIGITAL DEVICES INCREASES ALONG WITH AGING,

- ~ESP. SMART PHONE
\ EFSSMERERGNE, AEEEETH, MESERHIH

MOST RECENT USE OF DIGITAL DEVICES Sif— /R =Tk &I E]

100% Longer time ago/never use before
90% BEALRI/iZAE
i Within 1 year

o . 1A
70% m Within 6 months
60% 6 NAH
50% Within 1 month

- 1I™NBW
40% Within 2 weeks
30% — . AN
20% ] m Within 1 week
10% LA

3 m Yesterday
0% FER
Kids Tweens Tgens Kids Tweens Teens Kids Tweens Teens
INF(1-3) /NF(4-6) ¥k INFE(1-3)  /NF(4-6) ks INF(1-3) /NF(4-6) ¥
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~ ’(L. -~ USAGE BEHAVIOR APPEARS IN EVERY MOMENT OF SPARE TIME

= \\%?riﬁﬁﬂ?l{iﬁiﬁ?ﬂﬁ*ﬁ&i%%ﬂgﬁ’l\ﬂﬂlﬁlﬁi

Smart phone is mainly used in the evening on weekdays, throughout the whole
day at weekends and off-school The general usage curve is similar

(EFT HRR I FeA 2 T2 HHO R Bk, BRSO RIR TR LA L E, £ £
BRI S fmEEX across grades as students in China

share similar school routines.

However, middle high school
students spend more time on their
| smart phones than elementary

school students.
o W, | FREmsEmsEnTES),
- IR AR PR R N1 -3

0 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24

_ RREBZERATMG—LL,
—e—Weekdays —o— Weekends Winter/Summer breaks
BA—2ER IEES EER
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WAVEMAKER




-~ "i ~ THEY ARE VERY SOCIAL, ENJOYING CHECKING AND UPDATING THEIR STATUS

- ~ON SOCIAL PLATFORMS

TN s, EHETEA RS EMIME

THE SOCIAL PLATFORM CURRENTLY USED | CHECKING/SHARING INFO ON
BHeIfERrtTFa

SOCIAL PLATFORMS
(ERHRZFEERMAHIIE

Kids Tweens Teens
N#(1-3) | /INF(4-6) s 47%

WeChat £24(=  49% 68% 82% Klds ZIA(1:3) - 39%
00 927% 59% 83%
59%

USAGE FREQUENCY ON SOCIAL PLATFORM ™ *=* D -
(TIMES /PER DAY)
RSP ESRE (R/F) .

Teens #/JF
NE(13) | J(4-6) | e

check the status B &5
WeChat (5
BB M share the status £ &S
Q0Q 0.9 1.2 1.5

THE INFORMATION THAT THEY PAY
ATTENTION TO OR SHARE ON SOCIAL

PLATFORMS
FHRFE L, BEXISATHAS
— Itihg Food

s I'MBRYSE Feeling
— l R 1&] Fashion
5 Stu dy $#0 Discount

HHZ Celebrity B33 Selfie
)‘jRI}j? Travel j—ElH—_I News T2 -K1E Anime

j:ﬂ Funn =R Music

=41 Movie ,ﬁ’?idz Game EEM Jﬁiiﬁl:ance

A Opinion  {ABIEDN Sport
E2[FE Constellation

FRSRIF; Digital-Tech

WM
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~ "L ~ THEY ARE GROWING UP IN THE AGE OF ONLINE SHOPPING, CONVENIENCE HAS ALWAYS

D \"“BEEN AVAILABLE TO THEM
fifiJERTF A, ADARZERET RIERIEF

With age, more and more children have their own online shopping account
BEFRRISIKE 2 iRE B CRINIGIK S

50% Sometimes | ask my parents to transfer part of my pocket money

40% via WeChat for online shopping.

a0 RAERQBE— S B S O AR AT N
20% Online shopping is very convenient. | don’t need to queue up to

buy movie tickets, and there is a home delivery service for

10%
0% snacks that | want to buy.
Kids /\3(1-3)  Tweens /J\’¥(4-6) Teens ¥]7H P_EIGILEETTE, T2 R, LERET LT
Do online shopping={& FHXI ’ ’

= Use parents' account to do online shopping= (X BMNEKS
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~ ,'} ~ AND THEY ARE GETTING USED TO WATCHING ONLINE VIDEOS FOR ENTERTAINMENT

o

—\_/ ~TMMERSRIETE R A AR ARNIRFRF

WATCH ONLINE VIDEO
B MZSANST

83%

HAVE OWN ONLINE VIDEO ACCOUNT
B E SRS

Kids Tweens Teens
INF(1-3) 1\F(4-6) ks
8% 25%

TIME SPENT WATCHING ONLINE VIDEO
WAL AN STNIL A H 6]

Unit: mins/per day
B of/8x

80
74
67
50
20
: : .

Mon-Fri Weekends Winter/Summer Break
BE—zIER IEEN EER
" Kids /\(1-3) ' Tweens /)\(4-6) HTeens #J

*NOTE: Time spent based on online video users. WM
I BT RBE TS EZS
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"i ~ THE CONTENT THEY WATCH BECOMES MORE SOPHISTICATED AS THEY GET OLDER

/" \
|TV SERIES EE11

NET-Cartoon zfiE )/
Chinese Ef=zE

Japan BAFEH

Western RSERIE
NET-Drama JEziEH
Comedy Ef2l/E5E|
Costume %/ H %R

Idol {5

Time Travel X%]/ ]
Urban (/B3]

Spy iREL/FUEKE

Detective FHfil/ ZHE/#RER]
Romance =15/ =15
Historical /552
Platform-produced [{ZZEI/ B %E!

m Kids /\3(1-3)

~FFRIMERIRLEI SRR S e RS U= R

Tweens /J\¥(4-6) m Teens ]

| FILM e/

Cartoon T/JH]

Mainland it

Western RiZE

Japan and South Korea H&
Micro Films f{EB5/ M4EERE,

HongKong or Taiwan /55

Children Program|.Z&//>) 158

Children/Parent-Child) | E/EFREEHH

Celebrity Reality ShowBIEEAF
Funny Video 5554150

Talk Show fi[155

Science and Education®ElZ{ 5 B
Game JFEXAINST

Music ERT5E

Talent Show i%£55

Documentary {05

News 778

Concert JEIES

Sports (ABETH

| TV PROGRAMS OR VARIETY SHOWS 5 EHEGZ
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~ ’(i ~VIDEO GAMES ARE BECOMING THE 15T CHOICE FOR THEIR ENTERTAINMENT

3

86%

PLAY VIDEO GAMES
TN = i 9
Kids Tweens Teens
INF(1-3) INF(4-6) Il
85% 89%

. ~HF kB EZ Rk IR HiE

TIME SPENT ON VIDEO GAMES ARE INCREASING BY AGE
PSRN S N Sy

30 ynit: mins/per day I

-~

g0 =i HpH/EX -
70
60
50
40
30
20 11 19 15
- m B

0

Mon-Fri Weekends Winter/Summer Break
FE—ZIER IEES EER
= Kids /)\32(1-3)  Tweens /\*#(4-6) HTeens #]H
*NOTE: Time spent based on gamers. WM

2 BIRETITIEHIN WAVEMAKER



~ ’(L < AS THE ONLY CHILD IN THE FAMILY, VIDEO GAMES ARE ENTERTAINMENT JUST FOR THEM

USUALLY PLAY VIDEO GAMES WITH:
RSB F A E— Tk - B & F
0% 10% 20% 30% 40% 50% 60%
Me Alone M
E— 1A
Schoolmates
[E% ——
Friends mamm
AR —
Dad pumm
BEg

Cousins

RSB

Other Relatives.
%Eﬁﬂﬂ%‘%@il
® Kids/)\5(1-3) Tweens/)\¥(4-6) mTeens #J0

*NOTE: based on gamers.
i BFILEEHIAN

C‘ﬂ(%?ﬂ?!l!?..?itﬂﬁﬂﬂﬁ] , SHIERT, MEFEERT—1 ARNMER

CHILDREN PLAY VIDEO GAMES MORE
FREQUENTLY THAN THEIR PARENTS REALISE
ZE( s R HISIER K T 448 R /AN

Unit: Times/per day
B SR/ EXR

Kids Tweens Teens

INF(1-3) IN\F(4-6) lles

Mon-Fri MOMEZ 4L 0.3 04

BE—2IER Child7%F / 0.5

Weekend MOMEZ 4L 1.2 1.5

B=R ChildZZF / 1.6

Winter/Summer momygyg 1.4 1.8
Break

BREMR  Chdxy 2t

WM
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~ WITH AGE, THE TYPES OF VIDEO GAMES THEY PLAY BECOME MORE DIVERSE
~PEEFRIEIK, MiFkRBRSIRtET SRS

TYPES OF VIDEO GAMES THEY USUALLY PLAY
BT

A,

Kids Tweens Teens
No. of Menti INF(1-3) INF(4-6) ks
0.0 entions
SRR 1.9 2.8

Puzzle Game (e.g. Candy Crush) (AR E e (40, HiIEARE)

Racing Game (e.g. Need for Speed)ZEZFEX% (40, hem C&EF)

Simulation Game(e.g. SIM)F=RFXY (40, BHAALES)

Board Game (e.g. Monopoly) HRESEFRY (41, KESH. SHHF)

Action/ FPS(First-Person Shooting) Game (e.g. Call of Duty) zf{E/5Ih/4&3HiFxk (U0, B IR%E)

Music Game(e.g. Taiko No Tatsujin, Audition ) S, (W, KS0EA. ERAS)

RTS(Real-Time Strategy) Game (e.g. Warcraft) BRSEkSF% (W1, BERHE
Adventure Game (e.g. Resident Evil) B[&E/ NSk (0, £HBHIE)
Role Play Game (e.g. Skyrim, Final Fantasy) f 30 &k (U0 LGt/ R 4018%)

Sports Game(e.g. NBA 2K, FIFA)Y(ABEiiFxk (20, HEK. BESF)

0% 10% 20% 30% 40% 50% 60%

m Kids/J\F(1-3) Tweens/\%(4-6) ™ Teens{/]

70%
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, 1\~ FREQUENCY OF GAME STREAMING DECLINES WITH AGE BUT CONTENT TYPE DIVERSIFIES
B ~MLEins B IREREF

TYPE OF STREAMING BECOMES MORE DIVERSE
WMEEERE R LS

43% 48% 48% 44% m Contest
339 36% b/ ES
26% 26% Tutorial
TREER-HF
13%
m Funny
FEEB-RERER
Kids/)\3(1-3) Tweens/)\¥(4-6) Teens#/]+
Children that view game streaming 239 25%

2 AR ERERIECS

Frequency of viewing game
streaming E153.4)% /8 Y152.2)K%/E

MEFREERBUR (BETHAF)
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BRAND RECOGNITION
COMES EARLY

B AlE I mE =R




~ '(L, ~ RISING BRAND CONSCIOUSNESS COMES WITH CONTROL OVER THEIR OWN SPENDING
~ )\ HEEREDMRRDAET, ARSI, FHflEEmEER

/
AVG. ANNUAL INCOME (RMB) CHILDREN’S DECISION-MAKING POWER (SELECTED CATEGORIES)
SIHFEBUWA () ZFHIESLREE S
Books (excl.
Snacks & Drinks Stationary textbooks/reference books)
FRxe X E/FIFHm BE FEEHHED)
Kids Tweens Teens . - N B Parents just buy whatever they

NF(1-3) /N\F(4-6) et decided on
FIKHEE, FoaRED

Pocket Mone
B Y o956 Y. : 534 Parents choose the product and
FlEk ask for my opinion
Lucky M REKEFELF, ARTERNEL

e oncy | will select, and parents will check

EZ%% 3,127 3,383 Y Rrami KR T
56% 56% P91 I | can buy whatever | want
’ REKZEAE, BELH2AMIHA
27% " 22%
16% e 13%

Kids Tweens Teens Kids Tweens Teens Kids Tweens Teens
INF(1-3) /NF(4-6) ¥ /NEF(1-3) /NF(4-6) I INF(1-3) /NF(4-6) ¥R

*Pocket Money=monthly Pocket Money*12 *NOTE: decision making power based on all those who purchased selected categories to their child(ren)
FE—EFWA (7T) =BG FEHEX 127 H 2 BFIILT 12555509 WM
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&
"\ BEBRGEARRAFHARHRZRMAN, AEERSESNR

In this study, we broadly explore selected child-related categories

NIRRT, BATEERER T HHERRERSRIMSE
. ﬁ @ ©

SNACKS DRINKS DAIRY PRODUCTS APPAREL TOYS
FR YN ALl am iFES 7=t

AN
LA J
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~ /‘; < AMONG ALL THESE CATEGORIES, CHILDREN ARE MOST FAMILIAR WITH SNACKS

3

- \%ﬁ%ﬁ?ﬂ%ﬂﬂﬂ%ﬂ%ﬁ%ﬂgﬁﬁ

/
They are aware of many brands from a young age SNACK BRANDS THAT CHILDREN EAT MOST OFTEN
MW INFHER AR Z R Arhs ZFRRIZHNERME
£2E5 Nestle

EI57 Pocky
g 14 m 6 KF A% Orion

FaJ/RE2Hf Alpenl iebe
Avg. number of brands that BHERE Bugles
children are aware of . igﬁmshi §i¥ZEB
. oL B = = St N oli
}Z¥SF1/>]%DJEE{J|%H$§&E JAFI | Dali Ik %77 Pol
A Tue HEHE Want' want

I = =
B 7fES Master Kong IF! 1% Oh! Gamja

{¥2Z £ Goraebab {53 Dove
222 Chi T == -
mmm HEE cs BR 71|58 Orio

Kids Twee ns Teens j:jj 173'5 Snic_kers SN} Hers.h.ey's
/_] \%"_( 1-3) /J \?(4.6) %}J |:|:| /L.T_\E_g Lays K3F Pacific
BAJEL5E Copico
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~ ,‘; < SOFT DRINKS ARE THE 2"° MOST FAMILIAR CATEGORY

3

- ‘tAﬂ'lﬂzEV FEAABAImSE

/
They are also aware of many drinks brands DRINKS BRANDS CONSUMED MOST OFTEN
XHRFHRERRBREAL TR mhE ZF B BRI RS

7822 = Haizhiyan
LEABFTIRES Vita

11-8 JNZZ= JDB

L —

Avg. No. of brands that SNl Scream
children are aware of fkz/1 Mizone *E{E:)“;‘:“‘_‘ya
N7 4 S = KRgE A jL_I/5 Hulyuan
k ZF I ER R E /] \Elﬁ—?— Classmate Xiaoming o

=51/ Minute Maid B] 7] 5 Coca-Cola

EE50] 5 Pepsi-Cola

: E I8 Sprite
Kids Tweens Teens SIS T2 Wahaha
INF(1-3) 1)\=¥(4-6) ks 731X Fanta
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WAVEMAKER



~ /'L, < THEY ARE ALSO HIGHLY AWARE OF THE DIARY CATEGORY
) AR RISAIME R - fINANRRX ARSI

DAIRY BRANDS CONSUMED MOST OFTEN
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~/ 1\~" TEENS ARE AWARE OF ALMOST TWICE AS MANY APPAREL BRANDS

TOP 10 AWARE BRANDS
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-~ ’(L -~ TOY CATEGORY IS LESS RECOGNIZED BY CHILDREN
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WAVEMAKER

MEDIA. CONTENT. TECHNOLOGY.

FOLLOW WAVEMAKER IN WECHATTO
GET OUR LATEST NEWS AND INSIGHTS

X;F WAVEMAKER (SR SIFE5%
BENOMESREN

ABOUT US | 3£F (i)

Wavemaker is a next-generation agency that sits at the intersection of media, content and technology. We are obsessed with the
customer’s Purchase Journey and this is what connects our mission directly to our client’s business challenges. We invented WM
Momentum, the world's most comprehensive study into how people make purchase decisions and have conducted over 500,000
surveys in 40 markets and across more than 80 categories. We are a business that is powered by the creativity and curiosity of our
8,500 people in 90 countries, united by our PACED values. We are a part of GroupM, WPP’s global media investment management
company. For more information, go to wvw.wavemakerglobal.com

Wavemaker China has a team of 800 people across four offices in Beijing, Shanghai, Guangzhou and Nanjing. Clients in the
agency’s portfolio include CHANEL, Danone, Daimler, Meituan, Huawei and Pfizer.
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ERINLSERE. BIRETHESHE, HEEWPPIE FTHEIKENIRZEELE.

NETHIFMHER, B0 www.wavemakerglobal.com
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©2019 WAVEMAKER ALL RIGHTS RESERVED.

CONTACT BXZ A: Lucy.Hong@wmglobal.com
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