


CHINESE 
ZODIAC

The cycle of the Chinese zodiac expresses both continuity with 
the past and the reality of constant change. This yin and yang 
combination of opposites captures the Chinese view of the New 
Year as a time to find harmony in a blend of ancient traditions 
and modern life. 





























The Chunyun underscores 
the importance of the 
Chinese New Year and the 
enduring centrality of family. 
We followed two families 
as they journeyed home for 
their family reunions and we 
joined them for their New 
Year celebrations.



































Cooking is communal



























Some foods have 
symbolic significance

Traditionally, fish is eaten on 
the first day of the New Year 
and sometimes a portion 
is left over to symbolize 
abundance for the family in 
the coming year.



Other foods 
bring luck

Platters of dumplings often 
include one dumpling with 
a peanut cooked into the 
center. According to tradition, 
the lucky people who select 
the dumpling with the peanut 
center enjoy good fortune in 
the New Year.



People celebrate 
with liquor and wine



Alcoholic beverages, including 
Chinese liquor and increasingly 
wine, are consumed during the 
festive meal, mostly by men 
but also by women. With a 
5,000-year-old heritage, Baijiu, 
the Chinese white alcohol 
distilled from Sorghum, is firmly 
associated with all important 
celebrations and occasions.





RELAXING
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Ground fires 
continue the glow

Legend says that fireworks 
scare away evil spirits and 
assure good luck in the New 
Year. To prolong the power 
of the fireworks, people 
sometimes turn glowing 
sparks into small fires.
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Brand 
Spotlight

Ye Dao
Ye Dao is a well-priced wine 

positioned as a functional drink 
that provides health bene�ts like 
a traditional Chinese medicine. Ye 
Dao is a popular gift item during 

the Chinese New Year, particularly 
for a grandfather to receive. During 
the New Year, 41 percent of Ye Dao 
purchasers buy the brand as a gift 
compared with 33 percent during

the rest of the year. Its normally
high loyalty rating of 69 percent rises 
to 74 percent during the New Year.





Both the Zhang family from Weifang and the 
Liu family from Nanjing spent about RMB 
2000 (US$ 300) during the New Year period. 
The largest portion went for purchasing food 
and drink for consumption during the reunion 
feasts. They spent a smaller amount for gifts, 
such as traditional Chinese medicines and 
alcohol. Two conclusions emerge from the 
spending of these families and others like them:

First, af�uence is increasing in the large but 
less developed cities sometimes designated 
as Tier Two and below. While spending seems 
slight compared with some western countries, 
it’s much more than Chinese families spent 
in the past. And the year-on-year growth rate 
of af�uence and spending is now greater in 
these cities than in the urban centers along 
China’s coast.

Second, people spend their money somewhat 
differently today. They continue to make 
traditional purchases of food and drink and 
some gifts. But they’re spending more. The 
country’s compensation structure helps drive 
spending. Effectively, people in non-farming 
parts of the economy have extra cash during 
the New Year because annual salaries are 
divided into 13 increments with the extra 
payment timed for the Chinese New Year. It’s 
also important to remember that Chinese New 
Year is different from the Holiday Season in 
the West. 

Insights

This inaugural study into brand opportunities 
in the fastest-growing regions of China yielded 
many new and unique insights. 

1. People yearn to connect with traditions. 
They especially feel the impact of modern 
life on traditional values during the New 
Year when they have time to re�ect and 
reconnect with family.

2. Although gifting consistently has played a 
role in the Chinese New Year, until now it’s 
been limited to certain categories.

3. Brand importance during the New Year is 
likely to expand in those categories, such as 
food and drink, where it’s already a factor.

4. Brand importance can expand into certain 
other categories, such as ingredients, snack 
food and other treats that enhance the 
celebration of the New Year.

5. It’s a mistake to equate the Chinese New 
Year with Christmas and the holiday gift-
giving season in the West. It’s different and 
it will remain different.

6. The expansion of gift giving may develop 
in at least two directions: the traditional 
gifts to indicate status or show affection 
or respect to a family member; and the 
enabling gifts, probably of money, from 
parent or grandparent to child, to spend on 
technology, connectivity or other consumer 
products.

7. Traditional gift giving will drive sales in key 
categories such as alcohol and traditional 
Chinese medicine before the New Year. The 
enabling type of gift giving will drive post 
Chinese New Year purchasing.

8. B r a n d s  a n d  re t a i l e r s  h a v e  a  m a j o r 
opportunity to bond with customers by 
introducing packaging and design that help 
make the New Year feel special, evoke some 
of the traditions from the past, and connect 
brands more firmly with the holiday.

The most effective brand messages wil l 
sensitively depict the gap between how 
some older Chinese people recall the New 
Year of their past and how they celebrate 
the holiday today
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Recognizing that these 
three areas of opportunity- 
Essential, Upgrade and 
Gifting - exist for brands, it’s 
then critical to understand 
the factors that determine 
success. We studied 
alcohol and traditional 
Chinese medicine brands, 
already vital to the New 
Year celebration, to learn 
the qualities that brands 
generally must exhibit 
to become more closely 
identified with the holiday.

Success Factors
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We identi�ed Trust and Value as the two key 
prerequisites for brand success during the 
New Year celebration.

TRUST
When thinking about either of the two major 
gifting categories, alcohol and traditional 
Chinese medicine (TCM), the �rst �lter is trust:
Am I impressed with the heritage and promises 
of this brand? Does the brand continue to ful�ll 
its promises and would I recommend it?

VALUE
The second �lter is value. Do I strongly desire this 
brand? And does the price match desire in a way 
that I perceive strong value.

Trust is an extremely important factor in the TCM 
category. In both TCM and alcohol value is 
important as a way to show respect to the 
recipient of a gift. Especially in the alcohol 
category, the interpretation of value varies
depending on whether the purchase is for gifting 
or home consumption.

Achieving high levels of trust and value is 
particularly important in China. It’s true that many 
Chinese people are growing more af�uent. But 
that doesn’t mean they’re going to spend 
pro�igately or become any less value centric. 
Although self-evident, it’s worth repeating: China 
is not the West. Chinese people are inclined to 
demand a strong value proposition and save 
while people in developed western countries, at 
least until the recent economic downturn, are 
more likely to spend. The only exception in China 
may be luxury where people trade price for 
status. Successful luxury brands deliver a strong 
value proposition with the status they symbolize.

As Chinese people become more af�uent, their 
sense of value will become even more acute. 
Brands that gain in trust and perceived value will 
be more likely to be considered acceptable 
during the New Year. The alcoholic beverage and 
TCM brands exemplify the success that 
accompanies high levels of trust and value.

Some Baijiu is high priced. When gifting, 
consumers may view the brand as expensive but 
still buy it for the prestige it represents. For home 
consumption, however, consumers often select a 
brand that offers a combination of quality and 
affordability that equates to good value. During 
the New Year, Chinese consumers may trade up 
slightly even for home consumption, and select a 
more aspirational brand whose higher price they 
accept as a justi�ed premium.

These conclusions illustrate the premise of this 
study: that the celebration of the Chinese New 
Year offers enormous untapped potential for 
brands and retailers.





Year of the Rabbit




