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Top 3 Considerations on Retail Investors’ Investment Decision Making
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Ways of Purchasing Mutual Funds, by Age and by Wealth Tier
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Retail brand perception and local commitment are key to success
Chinese retail investors have developed a “Want It All” mentality, demanding high
yielding yet low risk investments. Coupled with limited product differentiation,
many investors frequently switch investment based on short term target returns. In
market as such, brand perception could be a powerful differentiator against
competitors. In fact, the popularity and scale of the fund company, which greatly
contribute to brand perception, are ranked consistently high across almost all top
three considerations, reflecting the importance of brand building in selling mutual
funds in China. With the growing importance of online distribution channels, firms
are increasingly dedicating precious marketing dollars towards popular social media
avenues like Weibo and Wechat.
Mobile app prevalence across gender, age, location and wealth tier
More than 90% of mobile payment market in China is occupied by Alipay and
WeChat Pay. Using mobile apps to purchase funds is the most popular channel
across all gender, age groups and wealth tier.. Younger populations (20-29 and 30-
39) have the highest percentage (60%) in using mobile apps but there is strong
usage even amongst those aged above 50. But it should be noted that face-fo-face
mode of purchasing funds is still fairly common amongst the wealthiest group
(financial assets > RMB 3M) as their needs tend to be more complicated.
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A powerful combination of data and insights to help global managers

unlock Chinese opportunities
Our customized insights and benchmarking service helps you
* Understand the true size of the Chinese asset management landscape
* Master the pulse of regulatory changes
* Hear the voice of end investors
* Learn what drives fund buyers’ selection criteria and how they rate you
* Benchmark against the industry and your closest peers via our China Power
Ranking
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