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General Market Situation
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China ðBasic Country Facts

ÅPopulation: 1,328.02 Mn

ÅUrban population as 46% of total population : 606.67 Mn

ÅArea total: 9,596,960 Km, rank 4 th in the world

ÅNumber of cities with a population over 10 million: 8

ÅNumber of cities with a population over 1 million: 265

ÅNumber of households: 374 Mn

ÅAverage household size: 3.55
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China ðEconomy (200 8)

ÅGDP: 4,389.3 Bn (US$)

ÅGDP per capita: 3,313 (US$)

ÅGrowth in GDP, 2008 Vs 2007 : 9%

ÅForeign Reserve at the end of 2008: 1.9460 Trillion (US$)

ÅAmount of FDI inward: 92,400 Mn (US$)

ÅSaving rate (as percentage of income): 51.3%

ÅInternet access: 22.6% (average. 75% at urban home   

and office)
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Changes in Lifestyle

Item                                  

̂Per Capita, RMB) 
1997 2004 2006 2008

% Change 

over 2006
Annual Disposable Income of 

urban residents   
5,160 9,422 11,759 15,781 34 

Annual Disposable Income of 

rural residents   
2,090 2,936 3,587 4,761 33 

Spending by urban residents on 

consumer goods (Annual) 
4,186 7,182 8,697 11,243 29 

Spending by rural residents on 

consumer goods (Annual)  
1,617 2,185 2,829 3,661 29 

Living Space per capita  17.8 sq meter 26 sq meter 30.1 sq meter NA NA
Number of family vehicles per

100 city household 
0 2.18 4 NA NA

Mobile phones set per 100

persons 
1 26 35 NA NA

TV set per 100 city household 111 130 137 133 -3 

PC set per 100 city household 10 40.5 47 59 26 
Spending on Domestic leisure 

Trip 
600 732 766 NA NA

Average Saving Account Balance 3,744 9,641 12,293 16,407 33 
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The China Factor!
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Why China is Important?

ÅFastest growing major economy by a wide margin in the past 20 

years (average growth since 1990: 9.5%/year vs. 3% for the world).

ÅAfter many years of growth it has now reached critical mass on a 

global scale. In past two years, Chinaõs economic influence has 

grown dramatically

ÅEconomic reforms with more liberal economic policy (following 

accession to WTO) and the sheer size of its population ð1.28 

billion - and resources suggest strong growth over the next decade

ÅNew reform policy to boost rural economy with 800 million 

population with the aim to double average rural income by year 

2020, was promulgated at the 3nd Central Committee of 17th 

China Communist Party Congress on Oct. 12, 2008

ÅòIncreasing wealthó will lead to higher jewellery consumption



8

Demand
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China - Total Gold/PT/PD Consumption
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China - All Jewellery Categories Consumption

Source: China Jewellery Association/ (GFMS) 

Jewellery Consumption in China

Unit: tonnes

2002 2003 2004 2005 2006 2007

Gold Total (tonnes) 199.6 201.1 224.1 241.4 244.7 302.2

Pure Gold (increase 

in absolute tonnage)
195.6 191.0 198.3 205.2 200.7 248.7

K-gold  (increase in 

both absolute 

tonnage and  market 

share)

4.0 10.1 25.8 36.2 44.1 54

Platinum Total (tonnes) 45.7 37.3 29.0 28.0 25.2 25.7

Palladium Total (tonnes) 7.62 7.8 15.9 38.6 21.1 20.6

*Silver Total (tonnes) 250 (443) 320 (530) 400 (637) 450 (702) 460 (816) 917

Diamond Total in value (US$) 2.13 billion 1.24 billion 1.37 billion 1.3 billion 1.56 billion 1.23billion

Chinese 

GDP 

Growth

Y-on-Y (%) 10.2% 9.0% 9.5% 9.9% 10.70% 11.40%

Gold Split

* Source (GFMS)
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World Gold Council

Global Segmentation 

Study
China

Proprietary and Strictly Confidential WGC 2008
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2008 vs. 2005: Sampling Considerations

ÅThe sample covered in China is 

the top 75% by income of the 

urban population. In previous 

studies, this included only Tier 1 

& 2 cities. 

ÅIn 2008 we have included Tier 3 

cities as well.

ÅSample size: 1875 base of women 

aged 16-65 in 2008. Focused on 

key sector-PI and CS.

ÅShanghai

ÅBeijing

ÅGuangzhou

ÅChengdu

ÅShenyang

ÅWuhan

ÅXiôan

ÅHangzhou

ÅQingdao

ÅShijiazhuang

ÅShantou
ÅFuzhou

China

Key: = Existing Tier 1 & 2 Cities

= New Tier 3 cities
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Penetration: Items Consumers Likes to Buy
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Summary: Attitudes Towards Gold

Passion for Gold

Passionate Indulgents - High

Ostentatious Traditionalist - Medium High

Chic Stylists - Medium High

Essentials Focussed - Medium

Young Hedonists - Very Low

Groups Most Positive 

Towards Gold

1. Passionate Indulgents

2. Ostentatious Traditionalists

3. Chic Stylists

Key Feelings About 

Gold

Gold that I wear reflects my taste and personality

Gold is as much an investment as a fashion item

Trends

Passion for gold is increasing overall, mainly driven by the 

Core segments. All segments are more likely to say theyõd 

buy gold jewellery as a gift. If anything Young Hedonists 

have become less positive towards gold .  

http://www.myjewelrysource.com/mainproductpages/gold_necklaces_2.htm
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Buy for Others Who?

Wedding EF

Birthday CS & PI

Motherõs DayYH& CS

Engagement EF

Top Reasons for Buying

As a Gift

Most Positive Attitudes

Towards Gold as a Gift

Appropriate Situations For Buying Gold

Summary: Buying gold jewellery

1. Because it is ever lasting

2. Is a symbol of love

Passionate Indulgentsand Ostentatious Traditionalists

Trends

Enthusiasm for gifting gold has if anything reduced slightly since 2005. 

The reason for gifting that has increased most is to strengthen family ties.  

Amount spent reflects how valued a person is has increased. 

Like to Receive Who?

Birthday CS & PI

Wedding YH

Wedding Anniversary PI & CS

Motherõs DayEF

Buy for Self Who?

Birthday PI

Wedding anniv. OT& CS

Wedding YH

Love design CS
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Gold in China is still in Development Phase
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Goldõs òbrand equityó in China starts from 

lower base than other WGC markets, but is 

improving and the potential is very strong.

Source: Ipsos Brand Equity tracking surveys 2005 (Dubai and KSA = 2004)
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Key Jewellery Trends in China
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Key Jewellery Trends in China

1. A more òliberalizedó gold market

2. A faster growing economy 

3. A more consolidated manufacturing base

4. A keener competitive operating retail scene 

5. A very competitive media scene

6. A more individualistic, younger and affluence 

consumers base emerged at major urban centres

7. An increase in demand of 24K gold jewellery 

after the current financial crisis reinforcing the 

role of gold as òstore of wealthó.  
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Key Jewellery Trends in China - ONE

1. A more òliberalizedó gold market

i. Set up on Oct 30, 2002

ii. 162 members (2009): 

- 25 financial members

- 126 general members 

- 7 principal members

- 4 foreign financial members

iii. Among them there are 

- 20 local commercial banks 

- 39 gold producers, jewellery        

manufacturers / retailers

- 95 other legal entities             

ð4 foreign commercial banks    

ð32 appointed bullion                                                                                                         

suppliers               


