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THE CHINESE CONSUMER IS KING

With the whole world in pursuit,
what can you do you to engage them & their wallets
Consumer Trends in China –
Number One in Everything!
If you are in the market of targetting Chinese consumers
– whether it be wine, fashion, tourism, or anything else
for that matter, in Chinwags this issue we look at Chinese
purchasing trends. One of the take home messages is to
get online. The Chinese have money and the desire to
purchase and they like Aussie products, but they want to
buy in Chinese. China is the world’s second largest e-tail
market with estimates as high as $210 billion in revenues in
2012 (growth at 120% in the last 10 years) (McKinsey Global
Institute, March 2013).
The importance of communicating with Chinese buyers
in Chinese Language was underlined in March when
Chinese guests to both Food and Beverage Week and the
Melbourne Fashion Festival were lost as presentations
were rolled out in English. Chinese Language capacity
is essential when selling to China.
Get On Line or Lose Out
A snapshot of shopping preferences in our office pretty
much follows the trends in China. Our Chinese team of
translators and project managers all like online portals and
order online regularly, while only a few of us still head up
the street to make our purchases. But take note: by 2015
China is poised to become the largest online retail market
in the world, with close to 10 percent of all retail sales
occurring online. With over 190 million online shoppers,
China has more consumers buying on line than any other
market, including the USA (Source BCG Perspectives, online,
11 April 2012). McKinsey notes that most of the selling
takes place in digital marketplaces (like Tao Bao), rather
than direct between retailers and consumers and the
top categories are apparel, recreation, education, and
household products. By 2020 McKinsey estimates China
will ring up $420-$650 billion in sales. (McKinsey and Co, Click
By Click, August 2012)

China’s consumers are embracing online shopping faster
than anyone else in the world. According to PWC’s latest
global multi-channel retail survey, around 70% of the
survey respondents in mainland China shop online at least
once a week, making them four times more likely to shop
online than European shoppers and nearly twice as often
as online shoppers in the US.
The survey revealed that Chinese shoppers purchase 60-65%
of their clothing, footwear, books, music and films online
(comparable figures for the rest of the world markets are
around 35-45%).
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Mobile shopping is significantly more popular in mainland
China where mobile phone usage and network access have
outpaced broadband roll-out.
Social media also plays a big role in influencing online
shopping habits in mainland China. According to the survey
results, Chinese online shoppers use social media (90%)
far more than those in other countries, meaning that social
media will have a bigger impact on their purchasing decisions.
Chin is about to launch social media (Weibo) account
management for clients and we’d love to talk to you
about how we can help you reach buyers.
CHIN MARKS 20 YEARS IN THE TRANSLATION
BUSINESS WITH A STUDENT SCHOLARSHIP
Chin Communications has recognised the importance
of training capable translators and interpreters by
launching a student scholarship from 2013.
Mandarin Interpreters studying in the Master
Program at Monash University will be eligible
for the scholarship over the next 3 years. In the
program Monash is training interpreters in the
most demanding of all interpreting – simultaneous
conference interpreting.
Find out more:
http://www.monash.edu.au/students/
scholarships/chin-communications.html

The World’s Biggest Buyers of Luxury Goods –
Home and Away
Spending by Chinese consumers on luxury products now
exceeds that of any other country, having leapt past Japan’s
luxury market. Purchases by Chinese (both at home and
abroad) now account for over one-quarter of the global
total. China’s share of global luxury spending will continue
to soar, and by 2015 could reach one-third of the world
total, with US$27 billion in sales. (Source US Global Investors
website, 5 Amazing Global Consumer Trends, 16 Nov 2012),
(McKinsey and Co Luxury Without Borders report, Dec 2012)

Sales of luxury goods are growing 18 percent every year including designer handbags, clothes, jewellery, fine wine
and spirits.
Tiffany’s retail sales in China jumped 27 percent in the
second quarter of 2012 compared to the same period in
2011. In 2006, Gucci had six stores in China – by the end
of 2012 it had 39, while Hermes quadrupled its stores from
five in 2005 to 20. (Source CNBC website 10 Growing Trends
for the Chinese Consumer) French department store Galeries

Lafayette is opening a huge department store in China in
September this year and Vuitton has its two biggest stores
in the world in China.
China’s own brands are also emerging. A chain of sports
stores under champion athlete Li Ning’s name number
6000; there is also a trend towards emerging labels which
young fashionable folk are choosing in order to be different.
Any way you look, it is consumer heaven.
Rising incomes and growing sophistication are seeing
Chinese consumers “trading up” – shifting to higher end
luxury goods, or looking for more expensive or better
quality versions of existing products, or the next big thing.
Sales of premium skin care products grew at more than 20
percent a year in the past decade – more than twice the
industry average of 10 percent. Annual sales growth rates
of more than 20 percent are expected for luxury SUV cars,
compared with around 10 percent for basic family cars.
(INSEAD Business School website,16 May 2012)

Going Green
Although China is the world’s biggest polluter, wealthy
Chinese consumers are becoming as environmentally
conscious as consumers in the West.
About 84 percent of consumers said they were prepared
to pay more money to buy products and services that were
certified as “green,” according to a survey by research
firm TUV SUD Asia Pacific. In the survey, about 74 percent
said they had purchased green products. “Perhaps it is
the Chinese, and not the US consumer, that really holds
the key to unlocking mass demand for the new lowcarbon products necessary to deliver an environmentally
sustainable economy,” says Carbon Trust Chief Executive
Tom Delay. (Are Chinese Consumers Greener than Westerners?
New Scientist website, 12 April 2012)

Sales of electric vehicles – hybrids, plug-ins, and batteryonly cars will grow to seven percent of China’s new lightvehicle sales by 2020, compared to just two percent for
North America, according to projections by management
consulting firm Boston Consulting Group.
One of the many signs of the growing awareness of green
trends (and price concerns) is the result of a 2012 survey
by Nielsen that one-third of Chinese consumers would
consider buying a hybrid vehicle if petrol prices were to
rise to 10RMB/litre and 28 percent of Chinese consumers
would switch to a smaller petrol car. (Source Nielsen website)

China’s Travel Frenzy – The Upside for Australia
China has just become the number one tourism source
market in the world, with 83 million outbound departures
in 2012. By 2020 the UN World Travel Organization
estimates this total will increase to 100 million outbound
trips by Chinese travellers. Their expenditure on travel
abroad got to US$102 billion in 2012 – number one and a
jump of 40% since 2011 and an eight-fold increase since
2000! Germany and the US are now relegated to second
and third place in the spending stakes.
International travel has become a priority spend for China’s
increasingly affluent citizens - it was not long ago that
international travel was tightly restricted and beyond the
reach of all but a select few.
As mentioned above, many of China’s luxury goods
shoppers do their purchasing abroad. Luxury goods are
generally cheaper overseas because of stiff taxes levied in
the Chinese market. (McKinsey and Co Luxury Without Borders
report Dec 2012)

Last year China became Australia’s second largest source
of tourists – bumping aside Great Britain. The total of
630,000 Chinese visitors was second only to New Zealand and marked an increase of 16%. Last year Chinese tourists
were also the biggest spenders, pumping some AUD$3.8
billion into the local economy. Australia’s tourism industry
has big plans for grabbing an even larger slice of China’s
booming travel market. Tourism Australia wants to more

))) BEHIND
THE SCENES )))

The Kingdom of Cars
China is now the biggest player in the global car market
and nothing displays the astonishing growth in consumer

spending power better than the explosion of cars and vehicles
on China’s roads.
Between 2005 and 2011 China’s automotive sector grew at
a compound average rate of 24 percent annually. In 2010
China overtook the United States as the largest singlecountry, new-car market.
McKinsey and Co forecasts that the growth of China’s
auto market will slow to an average of eight percent a year
between 2011 and 2020 – still very fast by developed-world
standards. Despite this slowing, sales are still predicted to
reach 22 million in 2020, bigger than either the European
or North American markets.
Some of the key changes that McKinsey expects to see
include: first, a tripling of sales in sport utility vehicles
(SUVs) - although sedans will remain the largest segment;
second, increased trading up, there will be more secondtime buyers, and they will buy more high-priced cars; high
volatility - the volatile growth rates for new cars observed
over the last two decades are likely to continue; finally
regional differences – Chinese car buying choices vary by
region and car model. (McKinsey and Co, Bigger Better, Jan 2013)
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than double the number of Chinese tourists coming to
Australia and to make them a $10 billion market inside a
decade. (News.com.au, 6 Feb 2013 / Sydney Morning Herald, 29
Dec 2012 and 26 Jan 2013)

To meet these ambitious targets – and meet the increasing
sophistication of Chinese travellers – Australia’s tourism
operators will have to be in step with world competition
on securing more air routes and having the language and
cultural infrastructure needed – ranging from more Chinese
speaking staff and guides, more Chinese language signage
and information and menus and travel experiences tailored
to meet the needs of Chinese visitors.
World Wine Drinking HQ
By 2015 China is poised to overtake the USA as the world’s
largest consumer of wine, according to Euromonitor. About
126 million cases of wine were sold in China in 2009.
China is currently the world’s fastest growing market for
wine consumption, with annual growth rates of around 20
percent during the last decade and although the domestic
wine industry is growing, sales of imported wines are
growing faster than domestic brands. Wine drinking is
considered a healthier alternative to spirits, and an increase
in the number of women who drink alcohol has also
boosted demand for wine. (Source CNBC website 10 Growing
Trends for the Chinese Consumer)

All of this is good news for Australia – especially if Australian
winemakers can capitalise on the demand for higher
priced, premium foreign wines. Wine Australia’s quarterly
Wine Export Approvals Report September 2012 showed
that bottled wine exports to China grew by 16.3 percent
in volume and 23.1 percent in value, for the year ending
September 2012. This made China the biggest customer
for Australian bottled wine exports above $7.50 per litre,
putting it ahead of long-standing and loyal customers in
the US and Canada. (SMH, 12 Oct 2012)

largest portion of international students in Australia at
29.6 per cent. (Source ABS Trends 2011, AEI Website)
But Australia’s competitors – in Europe, North America and
the Asia Pacific are vying for a bigger share. The high value
of the Australian Dollar has made study in countries such
as the USA and Britain comparatively cheaper. For Chinese
students, where the RMB is effectively tied to the US dollar,
this is estimated to have caused up to a 50 per cent rise in
the cost of an Australian education. Changes to the skilled
visa regime have also knocked out many potential students.
And Australia’s ability to attract Chinese – and
international students generally has been declining
A report from the Federal Government’s Australian
Education International Department reveals that from 2011
to 2012 the number of international student enrolments in
Australia fell by 4.3 per cent, continuing the downward trend
of recent years. The report found that the number of students
from China studying in Australia fell 7.1 per cent. In contrast,
in 2011 China reported a record 339,000 students studying
abroad – an increase of 19%. (AEI website, 9 March 2012)
For a look at consumer profiles and their purchasing power,
please see the Chin blog: China’s Consumer Revolution
Is Underway (http://chincommunications.com.au/blog/chinasconsumer-revolution-is-underway/)
To discuss how to get online or on Weibo in
Chinese, give us a call on 1300 792 446.

Who is Xi Jinping? A profile of
China’s new leader

China’s Insatiable Hunger for Education –
But is Australia Missing Out?
Few things rank as highly on Chinese parents’ shopping lists
as education for their children. Securing the best possible
education – starting from preschool and kindergarten – is a
major priority for all households.
Increased affluence and ease of international travel have
combined to make China one of the world’s biggest sources
of international students.
As in tourism, Australia has been a major beneficiary of this
trend. In 2010–11, one-fifth of all student visa applications
lodged and granted were from China, followed by India
and South Korea. In 2012 Chinese students made up the

He visited Australia in 2011 and now Julia Gillard has met
China’s new president at the Bo’Ao Forum, but who is
China’s new Party Secretary, President, and Chairman of
the Central Military Commission?
Xi Jinping (pronounced she gin ping) is well educated, has
impeccable revolutionary and Party family connections,
personally endured the hardships of the Cultural Revolution,
and has been at the forefront of implementing the post1978 economic reform agenda. He is – by reputation –
plain spoken, pragmatic and enjoys a public reputation for
honesty and a strong anti-corruption stance.
Born in 1953, Xi Jinping has experienced the highs and lows
of Chinese politics. He is the son of Xi Zhongxun, one of
the founders of the Communist Party guerrilla movement
in Shanxi Province in the 1930s. Xi senior was Vice-Premier
of China between 1959 and 1962. Then came a falling
out with Mao and he was purged, arrested and spent the
next sixteen years in prison or doing menial labour. In 1978
Deng Xiaoping turned to his old revolutionary comrade Xi
Zhongxun to implement the new economic reform agenda.
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Xi Zhongxun was appointed Governor of Guangdong
between 1979 and 1981. He helped set up China’s first
Special Economic Zone in Shenzhen - the laboratory for the
market reforms that have shaped China for the past two
decades. This family background qualifies Xi Jinping as one
of China’s so called “Princelings” - current leaders from
families with high level Party backgrounds.
In 1969 Xi junior was “sent down to the countryside” - like
millions of China’s educated urban youth. Between 1969
and 1975 Xi Jinping lived in the remote Shaanxi countryside
and shared the simple, difficult life of the farmers. The Los
Angeles Times writes that Xi was “sent down” to a remote
village called Liangjiahe where he lived in a cave house and
“ate bitterness” with the farmers. In recent times Xi Jinping
has referred to himself in the Chinese media as a “son of
the yellow earth”, in reference to the formative years he
spent in one of China’s least developed areas.
After his return to Beijing in the mid-1970s, Xi Jinping
attended the prestigious Tsinghua University and he joined
the Communist Party. A rapid rise followed.
In his early Party career Xi Jinping worked mainly in Fujian
Province, especially in the provincial capital, Fuzhou.
Between 1979 and 1982 he served in the People’s
Liberation Army. Xi’s only extended period outside China
occurred during the 1980s when he undertook a trip to the
United States in 1985 to study agricultural techniques and
stayed with a farming family in Iowa.

TOOLS OF THE TRADE
#1: STENOGRAPHY (SHORTHAND)
Interview with Charles Qin, Chief Interpreter
1. 
When do you use shorthand writing? For all
interpreting work or just for some jobs?
A shorthand notepad of some sort is an interpreter’s best
friend! For work involving consecutive interpreting I will
always get out the notebook – or these days iPad. If you
have an interpreter who doesn’t use a notebook, be wary!
The issue is retention and detail. Interpreters might have
good memories, but after hours of interpreting the memory
is going to fade a bit, isn’t it. There are certain items that are
more difficult and more important – numbers, dates, names.
For Simultaneous Interpreting, however, there is no time for
notes - it is into your headphones and translated out of your
mouth immediately.

In 2002 Xi was appointed Party chief of Zhejiang Province
and was also elevated to the Party Central Committee. While
in Zhejiang he pursued successful economic reforms and
earned a national reputation for fighting official corruption.
Xi made regular visits to the remote rural village of Xiajiang,
which he used to see first hand the impact of economic
reforms on local people’s lives. In 2007 Xi was appointed
Shanghai’s Party chief following the dismissal of Chen
Liangyu for a corruption scandal. Xi joined the Standing
Committee of the Politburo at the 17th Party Congress in
2007 and became Vice-President of China in 2008.
Until his appointment as China’s most senior leader, Xi was
probably better known in China as the husband of the
glamorous and famous Chinese folk singer, Peng Liyuan.
Peng was regularly seen by hundreds of millions during
annual appearances on Chinese state television’s New
Year’s Eve shows. Since Xi’s elevation to national leadership
Peng has reportedly reduced her public appearances.
Sources – The Economist 27 October 2012: US China Economic
and Security Review Commission Research Report March 2012;
China Rising Leadership Report by John Dotson; The Australian 17
November 2012; The Los Angeles Times 11 February 2012.

Find out more about how the Party works (http://
chincommunications.com.au/blog/chinas-partyhow-does-the-system-work/) and what we might
expect from China’s new team of leaders (http://
chincommunications.com.au/blog/what-can-weexpect-from-chinas-new-leadership/)
units of 10,000 versus one thousand in English. You have to
be a mathematician too!
Many interpreters fall into the trap of relying on the printed speech
given by the speaker – all well and good you think! Not so, most
Aussie speakers do not stick to the script. I’ve even seen interpreters
who get ahead of the speaker. By all means use the speech to help
guide, but note taking on the day is a MUST.
3. Do you use a standard shorthand form or have you
created your own system?
I always advise students and young interpreters NOT to
learn a standard system - if you think about it, this would be
another language - yet another link in the chain requiring
conversion - a Chinese whisper might result.
So the lady who rang up requesting a ‘walking dictionary’ may well
have meant a Chin Interpreter
with notebook in hand!
A full version of our interview
with Charles can be found at
http://chincommunications.
com.au/blog/tools-of-thetrade-interview-withaustralias-top-mandarininterpreter-charles-qin/

How does using shorthand help you work as a
2. 
professional interpreter?
It is the only way to be accurate. Your obligation is to fully and
accurately render the speaker’s words, not to be selective.
The only way to do this is to write it all down. Much of my
work involves big numbers – converting these to Chinese (or
English) is fraught as the numbering systems differ. Chinese

Kevin Rudd made headlines with his Weibo account and more and more
companies around the world are targeting Weibo to reach out to buyers.
Chin Communications is about to launch a Weibo Marketing and
Communications Service. To reserve your consultation,
contact Ms Yao Cheng on 1300 792 446.
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facebook
Chin Communications

Twitter
@chincomms
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