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Summary：

• 90s generation has great connection with Internet. 90s are aborigines of Internet which 

presents their life style, social capability, thinking platform, expression channel, working mode 

and communication fashion etc. In one word, Internet is 90s generation’s past, present and 

future.

• 90s generation’s concept of love is actually not against with public traditional concept. Their 

love relationship can be conservative as 80s generation who are loyal to love. However, their 

concept of love can also be open and tolerable. Most of them are open and understanding 

towards homosexuality issue.

• The consumption attitude of 90s generation is generally practical and rational. Instead of 

advertisement and branding, they pay more attention to quality and practicality. They are eager 

to have unique personality. The consumption consciousness of 90s generation is more 

proactive and tend to follow their hearts. They are more willing to make an attempt on 

accepting new brands with creativeness and personalities.
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Summary：

• In terms of their occupation, 90s generation are more likely to be realists who are still chasing 

dreams. Most of 90s are insisting to be theirselves after choosing their future career. They 

value their interests. Salaries, future development and interests are three critical elements in 

90s choosing their career. 90s are prone to choose Internet-related job because of their 

connection with Internet.

• Over half of the 90s generation worship business elites, since being success is important to 

them. Leadership worship widely exists in 90s. Female 90s worship art pioneers, writers and 

entertaining stars, while male 90s are prone to worship sports idols.

• In 90s life, they cannot live without computers. To them, surfing online at home to listen to 

music and to watch videos is as important as sleep. In terms of mobile Internet, 90s like music 

APP and social APP, because music and friends are indispensable parts in their lives.
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Summary：

• The 00s generation is a herd of people who use Internet earlier than the 90s. More than 1/3 of 

00s children have already owned smart phones. The proportion of 00s generation who use 

smart phones grows with their ages. And 14-15 year-old is the watershed of smart phone using. 

About 40% of 14-year-old start to use their first mobile phone.

• The market segmentation of 00s generation’s use of smart phones is similar to that of adults’. 

The top3 brands are Apple, Samsung and MI. 00s smart phone users concentrate in tier1 cities 

and some major tier2 cities.

• In the light of age, 00s generation prefer social APP, entertainment APP and game APP. They 

not only proactively and independently collect information on APP, but acquire APP info. from 

their peer.

• Compare to other generations, 00s prefer to use QQ. Commonly, 00s first come into contact 

with QQ and later switch to WeChat when they are in their junior or senior high school years.
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Summary：

• 00s generation prefer to record their personal life when they are using QQ and WeChat. Hence, 

they value and wish to have privacy and independency. 

• Compare to other generation, 00s generation prefer ‘non-mainstream’. They tend to experiment 

and try new and niche APPs which are ranked TOP1000.

• Most of 80s have stepped into society, and they relatively have stronger career ambition. In 

contrast, 90s generation are in relatively easier living condition in which their working and living 

pressure are still weak.

• To 80s generation, they shop what they ‘like’. They will not necessarily shop famous brands or 

cheap stuff. However, 90s generation have international understanding to brands.
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Summary：

• Both 80s and 90s generations like to be homebodies who are fans of entertainment news. But 

80s generations also prefer to be informed of social, political and life news.

• Both 80s and 90s generations like to shop what they like. But 80s generations are more rational 

in brand’s price and reputation. In choosing career, 80s generation emphasizes on salaries and 

future development while 90s generation’s choices are mostly interest-driven.

• Generally, with increasing age and experience, every generation will more likely to be resemble 

to the last generation in interests and behavior. Comparatively speaking, younger people 

advocate freedom, independency and self-consciousness. 
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90s
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43.7%

40.3%

16.1%

Maintain Friendship

Never Contact Again

Others

90s’Preferred  Ways of Treating the Ex After Breaking up 
(2014)

89.1%

7.2%

3.7%

Take the Initiative to End the Relationship

Try to Earn the Other's Love Back

Try to Destroy Their Relationship

90s’ Countermeasures if They Find Lover Is Cheating 
(2014)

Source：Baidu Insight into 90s

90s view love in conservative attitude. No further romantic behaviors with the ex after breaking up.

They will directly end the relationship if finding the lover is cheating on them.
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75.5%

24.5%

Virgin Complex

No Virgin Complex

90s’Attitudes Towards Virgins(2014) 

Source：Baidu Insight into 90s

90s’ view of love: cherish virgins and show no discrimination against homosexuality.

Acceptable, 
87.5%

Unacceptable, 
12.5%

90s’Attitudes Towards Homosexuality(2014)
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Source：Baidu Insight into 90s

90s’ view of love: Ideal love never occurs in a real life.

23.8%

72.1%

4.1%

Over 4 Times

2-4 Times

0-1 Time

Times of 90s’Being in Love(2014)

Acceptable, 
86.8%

Not Acceptable, 
13.2%

Whether 90s Are Willing to Fall in Love with Only One 
Person in the Life(2014)
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0.60%

1.30%

2.40%

4.30%

9.90%

17.10%

12.70%

16.00%

10.40%

14.40%

4.90%

3.80%

1.20%
0.80%

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

Under
11(Inclusive)

12 13 14 15 16 17 18 19 20 21 22 23 24

90s’ First Love Age(2015)

Source：Series Research on 90s, Media and Marketing Research Center, Peking University

Most of 90s first fall in love when they are 16-20 years old, and very few 90s has never been in

love before 20.
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56.8%

13.2%

8.0%

6.9%

4.5%

3.4%

3.2%

1.8%

0.9%

0.5%

0.5%

0.3%

Classmates or Schoolmates

Chating online

Colleges

Friends' Introduction

Group Activities

Elders' Introduction

Encourter

Childhood Friends

Social Network

Others

Social Platforms Online

Blind Date

How 90s Get to Know the Lover(2015)

Schools are the most common places where 90s encounter their love.

Source： Series Research on 90s, Media and Marketing Research Center, Peking University
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63.4%

59.0%

58.1%

31.0%

24.4%

23.7%

12.0%

8.4%

7.6%

4.0%

3.6%

3.6%

Movies

Dinners

Shopping

Traveling

Staying at Home

Library/Book Store

Sports

Hotels

Concerts

Concerts/Dramas

Bars

Others

How 90s Date with the Lover(2015)

90s’ love to date in the 3 traditional ways: movies, dinners and shopping.

Source： Series Research on 90s, Media and Marketing Research Center, Peking University
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Source：Baidu Insight into 90s

90s’consumption view: Practical and rational. Compared with ads and brands, they value quality

more. They highlight personality and refuse any copycat.

73.2%

16.7%

10.1%

No Longer Wear

Seldom Wear

Wear

90s’Attitudes if Their Outfits Clash with Someone 
Else’s(2014)

4.34 

3.50 

3.09 

2.62 

0.56 

0.25 

Quality

Price

Appearance

Practicality

Brand

Ad

What 90s Value Most when Purchasing Goods(2014)
(5 Mark)
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Clothing & 

Shoes
Books

Beauty

Products

Digital 

Products

Food & 

Beverage

Home

Furnishing 

& Textiles

Household

Appliances & 

Kitchenware

Jewel
Health

Care

Cases &     

Leather 

ware

Sports/

Outdoor
Cars Traveling Concerts

Sports

Events

Practical

Consumption
56.0% 53.6% 47.4% 56.5% 57.5% 55.9% 56.4%

44.3

%
36.4% 40.9% 50.9% 44.2% 55.7% 37.5% 23.8%

Scheduled

Consumption
33.9% 37.7% 35.8% 37.1% 37.1% 35.3% 41.0%

41.0

%
36.4% 38.6% 42.1% 27.9% 31.5% 34.4% 23.8%

Economical

Consumption
32.4% 46.4% 29.2% 33.4% 40.1% 41.2% 33.3%

32.8

%
42.4% 27.3% 42.1% 37.2% 27.5% 21.9% 14.3%

Unscheduled

Consumption
34.2% 26.5% 35.0% 27.5% 33.5% 32.4% 28.2%

31.1

%
27.3% 29.5% 26.3% 44.2% 45.0% 43.8% 42.9%

Hedonic 

Consumption
20.5% 15.2% 27.7% 27.0% 20.9% 14.7% 17.9%

31.1

%
24.2% 25.0% 21.1% 25.6% 24.2% 34.4% 42.9%

Impulsive

Consumption
19.1% 9.9% 23.7% 18.4% 14.6% 20.6% 12.8% 8.2% 33.3% 31.8% 14.0% 20.9% 12.8% 21.9% 14.3%

Conformable

Consumption
9.8% 6.0% 9.9% 9.3% 8.5% 14.7% 5.1%

13.1

%
9.1% 9.1% 3.5% 16.3% 10.1% 6.3% 19.0%

Excessive

Consumption
7.3% 4.0% 7.3% 7.1% 5.2% 11.8% 7.7%

16.4

%
6.1% 11.4% 5.3% 18.6% 4.7% 12.5% 14.3%

Source： Series Research on 90s, Media and Marketing Research Center, Peking University

Most 90s’ consumption can be classified as practical consumption. Items such as concerts, sports

events and cars, have the largest share in 90s’ unscheduled consumption, with consumption on

traveling, clothing and shoes ranking the second.
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Below 500 

RMB

500-1000

RMB

1000-1200

RMB

1200—

1500 RMB

1500-1800

RMB

1800-2000

RMB

2000-2500

RMB

2500-3000

RMB

3000-3500

RMB

3500-4000 

RMB

4000-4500

RMB

Over 4500 

RMB

Practical

Consumption
58.5% 53.6% 52.1% 46.5% 42.5% 41.4% 55.4% 41.9% 53.8% 18.8% 37.5% 38.1%

Scheduled

Consumption
36.2% 35.8% 35.3% 31.2% 39.7% 34.3% 28.6% 41.9% 34.6% 18.8% 56.3% 28.6%

Economical

Consumption
43.9% 31.5% 29.4% 24.2% 12.3% 18.6% 21.4% 9.7% 23.1% 6.3% 12.5% 14.3%

Unscheduled

Consumption
28.4% 36.0% 35.9% 33.1% 42.5% 40.0% 46.4% 54.8% 26.9% 50.0% 31.3% 33.3%

Hedonic 

Consumption
16.9% 22.0% 32.0% 24.2% 35.6% 40.0% 28.6% 61.3% 15.4% 25.0% 56.3% 47.6%

Impulsive

Consumption
14.0% 19.5% 18.8% 19.7% 30.1% 25.7% 23.2% 9.7% 26.9% 25.0% 25.0% 28.6%

Conformable

Consumption
6.8% 10.1% 9.1% 15.3% 9.6% 14.3% 14.3% 3.2% 7.7% 25.0% 31.3% 38.1%

Excessive

Consumption
3.3% 7.0% 9.1% 16.6% 16.4% 12.9% 17.9% 9.7% 11.5% 12.5% 37.5% 9.5%

Source： Series Research on 90s, Media and Marketing Research Center, Peking University

90s with a relative high consumption(over 2500 RMB per month) are hedonists while those with a

monthly consumption of below 2500 RMB would rather spend their money on practical goods.
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59.2%

43.1%

42.4%

27.7%

20.0%

19.0%

18.9%

16.9%

14.6%

10.9%

9.9%

8.4%

Digital Products

Beauty Products

Clothing & Shoes

Food & Beverage

Jewels

Cars

Home Appliances & Kitchenware

Cases & Leatherware

Sports/Outdoor

Health Care

Home Furnishing & Textiles

Books

Brand Influence to 90s’ Consumption Category(2015)

Source：Series Research on 90s, Media and Marketing Research Center, Peking University

90s have a preference for branded digital products, clothing, shoes and beauty products. Males

prefer brands of digital products, sports, outdoor, clothing and shoes, yet females are more fond of

beauty products and jewelry brands.

Male Female Difference

Digital Products 66.2% 52.7% 13.5%

Sports/Outdoor 18.9% 10.4% 8.6%

Clothing & Shoes 46.2% 39.0% 7.2%

Books 9.5% 7.3% 2.2%

Health Care 10.9% 11.1% -0.2%

Home Furnishing 

& Textiles
9.3% 10.6% -1.3%

Home Appliances 

& Kitchenware
18.0% 20.0% -2.0%

Cases & 

Leatherware
15.9% 18.2% -2.3%

Food & Beverage 26.7% 29.1% -2.3%

Jewels 16.4% 24.0% -7.7%

Beauty Products 24.5% 62.9% -38.4%
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Very Low, 2.8%
Low, 12.0%

Medium, 34.9%

High, 32.3%

Very High, 
17.9%

90s’Acceptability to New Products(2015)

Strongly 
Disagree, 6.4%Disagree, 16.9%

Neutral, 33.4%

Agree, 26.5%

Strongly Agree, 
16.8%

Whether 90s Agree They Have Impulsive Consumption 
Habits(2015)

Source： Series Research on 90s, Media and Marketing Research Center, Peking University

50.2% of 90s are willing to try new products; among them, two out of ten are very eager to try.

43.3% of 90s don’t have a rational consumption habit and 16.8% are particularly impulsive when

purchasing goods.
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Strongly 
Disagree, 20.3%

Disagree, 24.1%

Neutral, 30.9%

Agree, 16.6%

Strongly Agree, 
8.1%

Whether 90s Agree with the Brand-leading 
Consumption(2015)

Strongly 
Disagree, 19.4%

Disagree, 26.1%

Neutral, 28.8%

Agree, 17.3%

Strongly Agree, 
8.4%

Whether 90s Agree with Luxury Consumption(2015)

Source：Series Research on 90s, Media and Marketing Research Center, Peking University

24.7% of 90s will consider famous brands as first choices, and more males than females support

this opinion. 25.7% of 90s will purchase luxuries, yet 45.4% will not.
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A creative ad with unique brand style that cater to 90s’ tastes will be more likely to attract their

interests.

Source：Series Research on 90s, Media and Marketing Research Center, Peking University

50.9%

44.9%

39.5%

37.2%

33.6%

30.3%

29.3%

19.3%

2.0%

Creative Content

Many Promotional Campaigns

Distinct Brand Attitude Which Conforms to My Opinion

More Interactive

Catchy Slogan

Impressive Logo

Interesting Marketing Campaigns，e.g., Unlimited Bullet Screen, 

Cosplay, etc.

Chance to Interact with Brand Stars

Not Care

90s’ Favorite Ad and Marketing Type(2015)
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IT, 28.5%

Marketing, 
13.6%

Architecture, 
10.2%

Communication, 
7.3%Real Estate 

Finance, 10.0%

Government, 
9.1%

Service, 8.6%

Media&Entertain
ment, 6.6%

Health Care, 
6.3%

90s’ Employment Structure(2014)

Source：Baidu Insight into 90s

52.7%

40.9%

6.4%

Hunt for Jobs

Start Own Business

Civil Servants

90s’ Career Planning & Employment Status(2014)

90s’employment view: less attention to positions in public institutions, more attention to pursue

ideals as a realist.
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41.5% 29.4% 19.1% 10.0%

Family Background Related Experience Personal Capability Expertise

Most Significant Factors for Employment in 
90s’Opinions(2014)

90s’employment view: “Daddy-is-the-key” is also influencing 90s, and they agree family

background is vital to employment. In their opinions, personal capabilities weigh more than

education background.

78.7% 17.0% 4.3%

Capability Education Appearance

Key Factors for Losers to Win Again in 90s’ 
Opinions(2014)

Source：Baidu Insight into 90s
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Stick to Their 
Own Will, 66.2%

Listen to 
Parents, 33.8%

When 90s’ Working Intentions Conflict with Their 
Parents’ Expectation(2014)

90s’employment view: what job to choose is up to themselves. They will choose the jobs that follow

their own wills and interests.

Source：Baidu Insight into 90s

4.41 

3.22 

3.09 

Personal Interests

Promotion Space

Salary Level

Factors 90s Value Most when Choosing Jobs(2014)(5
Mark)
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54.9% 31.2% 26.9% 24.4% 23.1% 15.9% 15.5% 14.2%
0%

10%

20%

30%

40%

50%

60%

Business Elites Leaders Scientists Entertainment Stars Writers Art Pioneers Strong Character
Individuals

Sports Stars

90s’ Favorite Idol Type(2015)

Source：Series Research on 90s, Media and Marketing Research Center, Peking University

More than half of the 90s admire business elites and regard success as a target. Leadership

worship still exists in 90s. Females admiring art pioneers, writers and celebrities while males

admiring sports idols.

54.6% 34.4% 29.8% 18.4% 19.5% 11.7% 14.9% 18.6%

55.2%

28.0%
23.9%

30.7%
26.7%

20.3%
16.1%

9.7%

0%

10%

20%

30%

40%

50%

60%

Business Elites Leaders Scientists Entertainment Stars Writers Art Pioneers Strong Character
Individual

Sports Stars

Male Female
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42%

31%

29%

24%

22%

18%

16%

15%

13%

13%

Jay Chou

Deng Ziqi

Mayday

Liu Shishi

Yang Mi

Joe Chen

Lee Minho

Taylor Swift

Kim Soo Hyun

Park Shin-hye

90s Males’ Favorite 

Entertainment Stars

32%

30%

28%

24%

22%

22%

21%

21%

18%

16%

Jay Chou

Liu Shishi

Yang Mi

Lee Minho

Park Shin-hye

Deng Ziqi

Joe Chen

Mayday

Kim Soo Hyun

Taylor Swift

90s Females’ Favorite 
Entertainment Stars

Source：Series Research on 90s, Media and Marketing Research Center, Peking University

Jay Chou, an entertainment star, is very popular among most 90s. Relatively speaking, females

like Liu Shishi, Yang Mi and Korean handsome guys while males prefer Deng Ziqi and Mayday.
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55%

49%

43%

43%

39%

35%

34%

30%

20%

17%

Yao Ming

Lin Dan

Li Na

Cristiano Ronaldo

Messi

Liu Xiang

LeBron James

Jeremy Lin

Sun Yang

Tian Liang

90s Males’ Favorite Sports Stars

53%

52%

50%

42%

40%

40%

33%

31%

26%

15%

Lin Dan

Li Na

Yao Ming

Liu Xiang

Tian Liang

Sun Yang

Messi

Cristiano Ronaldo

Jeremy Lin

Zhang Jike

90s Females’ Favorite Sports Stars

Source： Series Research on 90s, Media and Marketing Research Center, Peking University

Males of 90s prefer basketball and football stars, yet females are not into particular type, and stars

they like are from various sports.
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79%

59%

47%

35%

30%

27%

25%

19%

14%

13%

Jack Ma

Bill Gates

Ma Huateng

Michael Yu

Lee Kaifu

Robin Lee

Lei Jun

Richard Liu

Chen Ou

Charles Zhang

90s Males’ Favorite Business Elites

72%

64%

41%

35%

34%

22%

20%

13%

13%

10%

Jack Ma

Bill Gates

Michael Yu

Ma Huateng

Lee Kaifu

Chen Ou

Robin Lee

Lei Jun

Richard Liu

Charles Zhang

90s Females’ Favorite Business Elites

Source： Series Research on 90s, Media and Marketing Research Center, Peking University

Males of 90s like Jack Ma, Ma Huateng, Robin Lee and other Internet leaders, yet females prefer

energetic elites with good affinity, such as Michael Yu, Chen Ou, etc.
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16.2%

14.1%

10.0%

8.6%

7.8%

6.7%

5.6%

5.6%

4.1%

3.6%

3.6%

3.2%

3.0%

2.3%

IT/Communication/Electronics/Internet

Production/Processing/Manufacturing

Service Industry

Real Estate/Construction

Trade/Wholesale/Retail/Leasing

Finance

Culture/Sport/Education/Arts and Crafts

Health Care/Beauty

Culture/Media/Entertainment/Sport

Traffic/Transportation/Logistics/Storage

Government Organization

Energy/Mineral/Environmental Protection

Business Service

Agriculture/Forestry/Animal Husbandry/Fishery

90s’ Occupation Structure(2015)

90s prefer Internet-related jobs and occupations rather than agroforestry, animal husbandry,

energy or other traditional industries.

Source： Series Research on 90s, Media and Marketing Research Center, Peking University

© 2016 Beyond Summits

29



22.0%

18.3%

12.9%

12.4%

10.4%

9.6%

7.1%

Self-employed

State-owned Enterprise

Freelance

Foreign Enterprise

Administrative Institution

Research Institute & College

Private Enterprise

Ideal Occupations for 90s’Student Group(2015)

25.9%

25.1%

21.9%

5.7%

5.6%

4.6%

4.0%

2.1%

1.9%

1.4%

Salary & Benefits

Future Outlook

Interests

Occupational Stability

Parents Expectation

Professianl Background

Workplace

Working Pressure

Social Status

Working Hours

90s’ Employment Drivers(2015)

Source： Series Research on 90s, Media and Marketing Research Center, Peking University

The 3 key factors for 90s when choosing jobs are salary, future development and interests. For

student groups, they would rather start their own business after graduation.
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62.0%

54.2%

52.5%

48.3%

44.3%

39.2%

38.9%

37.7%

36.3%

34.2%

23.3%

21.7%

20.8%

20.8%

20.8%

19.2%

4.7%

3.4%

Surf at Home

Listen to Music

Watch Videos

Sleep

Watch TV

Have Party

Play Games

Read Books

Go Shopping

Go to the Cinema

Watch Anime

KTV

Travel

Library/Book Store

Exercise

Go for Outing

Play Cards/Mahjong

Bar

90s’ Leisure and Entertainment(2015)

90s are addicted to computer, and surfing at home is their favorite. Listening to music and watching

videos via computer rank second and third favorite places respectively. Besides, they also like

sleeping.

Source：Series Research on 90s, Media and Marketing Research Center, Peking University
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1.9% 6.9% 28.9% 37.4% 16.9% 5.3% 2.0%

18:00-21:00 21:00-22:00 22:00-23:00 23:00-24:00 0:00-01:00 01:00-02:00 02:00-04:00

90s’ Time for Bed(2015)

1.4% 14.4% 39.4% 25.1% 11.7% 4.8% 2.5%

03:00-06:00 06:00-07:00 07:00-08:00 08:00-09:00 09:00-10:00 10:00-11:00 11:00-12:00

90s’ Time for Getting up(2015)

Source：Series Research on 90s, Media and Marketing Research Center, Peking University

90s stay up late and get up late. A quarter of 90s go to bed after midnight. 19% of 90s get up after

9:00 a.m.
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59.2%

59.1%

52.1%

51.5%

46.9%

43.6%

39.1%

32.8%

31.9%

29.9%

24.2%

22.4%

20.8%

20.1%

12.5%

Music

Social

Shopping

Video

Reading

Game

Entertainment

News

Life

Tool

Security

Picture Processing

Photography

System

Desktop Beautifying

90s’ Favorite APP Type(2015)

90s like music APP and social APP best. Therefore, music and friends are indispensable parts of

their life.

Source： Series Research on 90s, Media and Marketing Research Center, Peking University
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41.3%

33.8%

25.5%

21.0%

12.9%

10.1%

10.1%

7.1%

5.8%

5.0%

4.1%

2.7%

2.6%

2.0%

1.8%

1.7%

0.9%

Singing

Jokes

Handwork

Drawing

Handwrting

Playing Instruments

Dance

Improvisation

Hosting Events

Extreme Sports

Shooting

Magic

Talk Show

Oral Stunts

Cross Talk

Patented Invention

Acrobatics

90s’ Skills and Specialty (2015)

90s enjoy listening to music and singing. Moreover, they also have features of amusing the others

and making handcrafts.

Source：Series Research on 90s, Media and Marketing Research Center, Peking University
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00s
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Own a 
Cellphone, 

30.0%

Without a 
Cellphone, 

70.0%

00s’Cellphone Users(2015)

Source：Tencent The Rise of  00s 2014

Male, 55.0%

Female, 45.0%

00s’ Male & Female Cellphone Users(2015)

Compared with 90s, 00s have early access to Internet, and over one third of the children own a

smartphone, with male users slightly more than females’ due to their preference for electronics.
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Source：Tencent The Rise of  00s 2014

2% 2%
3% 3%

6%

9%

15%

20%

38%

0%

5%

10%

15%

20%

25%

30%

35%

40%

6 7 8 9 10 11 12 13 14

2015 00s’ Cellphone User’s Age Structure(Years Old)

Middle school students are the largest smartphone user group among children, and they

increasingly have this rigid demand as they grow up.

Primary School | Junior High School
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18.3% 17.9% 13.0% 9.7% 9.5% 6.7% 5.9%

iPhone/iPad Samsumg Mi Huawei Lenovo Coolpad OPPO

00s’ Favorite Smartphone Brands(2014)

19.5% 17.4% 15.3% 10.3% 10.0% 9.3%

5" 4.5" 4" 4.3" 4.7" 5.5"

00s’ Favorite Smartphone Display Size(2014)

Source：Tencent The Rise of  00s 2014

Smartphones for Children, similar as smartphone for adults, iPhone, Samsung and Xiaomi are the

top 3 brands. Smartphones with 4.5" and 5" displays are the most popular choices.
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3.66% 3.41% 2.93% 2.54% 2.44% 2.39% 2.33% 2.29% 2.04% 1.79% 1.71% 1.63% 1.58% 1.48% 1.41%
0%

1%

1%

2%

2%

3%

3%

4%

4%

Beijing Guangzhou Hangzhou Shanghai Chengdu Shenzhen Zhengzhou Changsha Xi'an Kunming Tianjin Fuzhou Shenyang Harbin Dongguan

Where 00s with Mobile Devices Live (2014)

Source：Tencent The Rise of  00s 2014

00s’ mobile netizens are widely distributed in 1st tier cities, and meanwhile lots of young netizens

gather in 2nd tier cities, such as Hangzhou, Chengdu, Zhengzhou, etc.
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Because of their young age, 00s who use APP are particularly in favor of socializing,

entertainments and games, and they tend to obtain messages by themselves or recommended by

friends.

Source：Meitu 00s’ APP Habits Research 2014

Rank APP

1 QQ

2 WeChat

3 Microblog

4 QQ Music

5 WeRun

6 iQIYI

7 Bilibili

8 Meipai

9 Minecraft

10 Taobao

45.5%

41.2%

37.2%

27.5%

7.0%

Discover by Themselves

Follow Classmates Who Use It

Follow Users from Social Network

APP Store Recommendation

Parents/Teachers' Recommendation

How 00s Get to Know APP(2015)
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WeChat, 27.4%

QQ, 72.6%

WeChat vs QQ Based on 00s Users’ Preference(2015)

00s prefer to choose QQ because users are accustomed to it. Besides, their peers are all using

QQ, which prompts a conformable psychology.

Source：Meitu 00s’ APP Habits Research 2014

79.7%

69.2%

39.0%

35.6%

26.0%

5.1%

Habits

Friends All Use It

Qzone

QQ Group Chat

QQ Show, Skin & Emoticon

Others

Why QQ Is Popular Among 00s(2015)
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Source：Meitu 00s’ APP Habits Research 2014

44.8%

28.9%

21.3%

Grade 1-2

Grade 3-4

Grade 5-6

00s’ First Time to Use QQ(2015)

19.6%

26.3%

17.5%

7.7%

28.9%

Primary School

Grade 1 in Middle School

Grade 2 in Middle School

Grade 3 in Middle School

Never Use It

00s’ First Time to Use WeChat(2015)    

Considering the content and social mechanism of WeChat, many 00s don’t use it or start to install it

until they enter into middle schools.
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Source： Meitu 00s’ APP Habits Research 2014

31.0%

28.9%

23.7%

20.9%

Don't Care About Their Following but Will Group and
Block Them

Don't Like Their Following and Feel Privacy
Unprotected

Never Mind and Often Interact with Them

Do Not Care

00s’ Attitudes on Seniors Following Their Moments & 
Albums(2015)

52.8%

47.1%

17.8%

7.2%

17.5%

Record Life Stories

Follow Their Own Inclinations

Show off and Collect "Like"

Attract the Opposite Sex

Others

Reason for Posting Photos on Moments and 
Albums(2015)

Messages posted on 00s’ Moments and Albums are mainly about personal life. 00s’ motivation is

simple and self-centered, hence attention from seniors is not what they want, so as to keep some

private space.
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168 135 
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Weekend Weekday

00s’ Time Spent on Mobile Internet During Weekdays and 
Weekends(2014)

Time(min/day)

37% 29%

63%
71%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

00s Users of All Ages

APP Download by Smartphone Users(2014)

TOP1000

Other APPs

Source：Baidu 00s’ Mobile Internet Habits Report 2014

00s have their own tastes and are more willing to try some new special APPs which are not listed

in APP TOP1000. Meanwhile, their time spent on Mobile Internet will peak at the weekend with

entertainment as the main online activity.

© 2016 Beyond Summits

44



Generation Gap Study
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63.0%

42.0%

58.0%

35.0%

45.0%

63.0%

42.0%

49.0%

35.0%

45.0%

0%

10%

20%

30%

40%

50%

60%

70%

80s’ Sense of Achievement vs 90s’ Sense of Achievement

80s 90s

I Have High Expectation

to My Achievement

I Am Satisfied with 

My Current Life

I Regard My Work 

as Career

I Don't Want to Take 

Responsibility and Would 

Like to Follow Others' 

Instructions

I Enjoy the Current Moment 

and Are Not Concerned with 

Future's LifeSource：CMMS & GroupM 80s and 90s Analysis Report

80s：They have already graduated to fit in the society with strong ambition for career.

90s：They live an easy life and are not aware of pressure from outside world.
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72.0%

61.0%

48.0%

36.0%

49.0%

72.0%

61.0%

50.0%

34.0%

47.0%

0%

10%

20%

30%

40%

50%

60%

70%

80%

80s’ Brand View vs 90s’ Brand View

80s 90s

I Am a Loyal Fan to My 

Favourite Brand

A Famous Brand Can 

Elevate One's Status

I Like Trying New Brands Despite the Higher Price, I 

Still Prefer to Buy Foreign 

Brands

Joint-venture’s Products Are

Not as Good as Original 

Import Goods
Source：CMMS & GroupM 80s and 90s Analysis Report

For 80s, they purchase something because they like it not because its brand or low price. Yet 90s

prefer global brands, they are clear about brands they want and reject any copycat.
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44.5%

40.1%

27.4%

22.4%

45.7%

42.4%

28.3%
29.9%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

80s’ Ad View vs 90s’ Ad View

80s 90s

I Am a Loyal Fan to My 

Favorite Brand

A Famous Brand Can Elevate 

One's Status

I Like Trying New Brands Despite the Higher Price, I Still 

Prefer to Buy Foreign Brands

Source：CMMS & GroupM 80s and 90s Analysis Report

90s give more attention to ad style. They will be impressed by and feel resonated with a creative

and stylish ad.
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Source：EnfoDesk 90s Mobile Shopping Behavior Report 2015

46.7%

30.5%

18.0%

17.7%

14.0%

12.9%

11.3%

10.6%

10.5%

9.1%

7.7%

7.3%

7.3%

4.6%

4.6%

2.4%

2.4%

40.3%

24.5%

22.3%

9.1%

7.0%

11.3%

12.0%

10.1%

7.7%

3.4%

3.3%

17.1%

3.1%

3.3%

5.6%

0.5%

2.9%

Homebody

Loser

Poor Second Generation

Geeks

Loose-principled

Tough Girl

囧

Helpful

Kidding You

Cute

ACG

Salaryman

Frenemy

Tall Rich Shine

Parvenu

Loli

Mature Lady

How 80s & 90s Label Themselves Online(2014)

90s 80s

56.1%

40.2%

32.4%

27.0%

24.5%

22.5%

18.7%

12.8%

10.1%

37.4%

29.5%

55.3%

29.5%

17.8%

17.5%

30.3%

14.4%

18.3%

Entertainment

Science & Technology

Livelihood

Current Affairs

Culture

Sports

Legal System

Comment

Finance & Economics

80s & 90s’Most Concerned News(2014)

90s 80s

80s and 90s define themselves as “Homebody” 

and they particularly prefer entertainment news. 

Yet 80s are interested in political news, society 

news and life news. 
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4.3%

15.9%
15.7%

4.1%

14.4%

4.2%

10.2%

3.9%

5.3%
4.7%

2.7%

19.9%

18.1%

3.6%

14.6%

3.6%

10.3%

4.8%
5.4%

4.9%

0%

5%

10%

15%

20%

25%

Nokia Samsung Apple Lenovo Mi Meizu Huawei Coolpad OPPO Vivo

90s’ Favorite Cellphone Brand

Before-95s Post-95s

Source：Series Research on 90s, Media and Marketing Research Center, Peking University

Post-95s prefer Samsung smartphones and iPhones more than those born before 1995, and they

have become one of the mainstream consumer groups in current mobile market.
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83.0% 86.0%

15.9%

21.0%

75.0% 76.0%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

00s 95s

Smartphone Penetration Rate in 90s(2014)

Smartphone iPhone Android

83% of 00s’ cellphone users choose smartphones, with an approximate penetration rate to 95s.

Among all cellphone brands, Samsung and Mi are selected by most 00s’ groups.

20.0%

13.0%

12.0%

10.0%

8.0%

16.0%

17.0%

7.0%

7.0%

8.0%

Mi

Samsung

BBK

OPPO

Huawei

Top 5 Cellphone Brands for 90s(2014)

95s 00s

Source：Tencent QQ Mobile Social Behavior Report 2014
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22.6%

34.0%

44.1%

53.2%

57.8%

13.8%

23.7%

38.0%

47.9%

59.1%

00s 95s 90s 80s 80s

Evaluations They Want to Get from the Others(2015)

Source：MUX User Research 95s’ Lifestyle Research 2015 

As 95s grow up, they tend to pursue general social values, such as being a reliable and mature

person.

27.5%

35.8% 36.6% 37.4% 38.1%

18.7%

23.3%
25.4%

26.3%

30.2%

Middle School High School Technical Secondary/Vocational
School

Junior College/University Non-students

Evaluations They Want to Get from the Others(2015)
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77.3%

40.5%

31.9%

30.5%

25.5%

21.7%

19.0%

9.4%

5.5%

5.1%

6.1%

73.8%

40.2%

24.1%

34.6%

8.5%

12.4%

24.0%

12.8%

6.2%

2.4%

5.3%

Personal Preference

Price

Friends'
Recommendation

Brand Reputation

Parents' Advice

New Trend

Commodity Brand

Advertising Promotion

Shopping Guide Info

Same Style as
Celebrity

Others

Purchase Influencing Factors for 80s & 90s(2014)

90s

80s 23% 24%

12%

21%

26%

18%

19% 15%

8% 9%

5% 6%
3% 3%
4% 3%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

80s 90s

Employment Influencing Factors for 80s & 90s(2014)

Others

Related to Speciaty

Never Consider About
It

Personal Development

Job Stabilization

Salary & Benefits

Interests

Prospects

Source：EnfoDesk 90s’  Mobile Shopping Behavior Report 2015

Most 80s and 90s will purchase goods which they truly like, but 80s pay more attention on price,

reputation and brand. In terms of jobs, 80s will choose their career with good prospect and salary

while 90s tend to do what draw their interests.
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Official WeChat Account：BSL思为跨境营销Contact Beyond Summits

Add: RM.701, Jing’An Modern Industrial Park, No. 68 Changping

Rd., Shanghai, China

Tel: +86 021 - 6199 2660

Fax: +86 021 - 3100 1328

Email: info@beyondsummits.com

Add: 1st Floor East Side, Building 8, Andingmen East Binhe

Road No. 1, Hangxing Industrial Park, Dongcheng District, 

Beijing, China

Tel: +86 010 - 5619 2032

Fax: +86 010 - 5166 7658

Email: info@beyondsummits.com

Beijing Office

Shanghai Office

2015 China Overview, covering Chinese economy, media and markets, is a set of yearly research report conducted and

published by Beyond Summits Ltd, a leading all-media total solution provider focused on cross-border brand building &

destination marketing in China. This report aims to summarize domestic industries’ status in 2015, introduce Chinese market

knowledge to overseas stakeholders, and propose Chinese market insights. The whole set of China Overview includes 20 sub-

topics including economy, city, people, the rich, luxury, investment, auto, tourism, immigration and cross-border business, as well

as Chinese all media, internet, mobile internet, social media, TV, radio, print, OOH, movie and airport.

This report is the full version of 2014-2015 China Overview People Research. More reports can be downloaded from Beyond

Summits’ official website link: http://www.beyondsummits.com/reports_downloading
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