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I’d like to talk a little about the consumer market in China, which is the main growth story in China moving forward
If we take a look at China, together in 2010, the Affluent Class, which comprises of individuals who earn more than > USD34k year, and the Middle class, which are earners of between US16k to US34k a year, only make up 8% of the population.

However, moving forward, research indicates that by 2020, the affluent class will compose 6% of the total population, with the middle class expanding to 51%. The lower and poor classes combined will only form 43% in 2020, decreasing by more than half from 2010.

As you can see, domestic consumption will mainly be driven by the emerging middle class ranks in the future

Disposal income and purchasing power is also on the rise, with the average disposable income for urban residents increasing almost 10% in 2012 to reach $4,000 USD/yr
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– astute shopping, convenience, quest for quality, individuality
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