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Shopping Malls - China - 2023

This report looks at the following areas:

• Changes in frequency of shopping mall visits in
the post-epidemic era
• Important factors to consider when selecting a
shopping mall to visit
• Companions and activities when consumers visit
shopping malls
• Reasons for buying products in shopping malls
• Interest in special services/activities in
shopping malls
• Consumers' attitudes towards shopping malls.

Overview

In recent years, shopping malls have encountered
growth challenges due to the shift of consumer
shopping habits to online platforms and the
impact of the three-year epidemic. This is evident in the significant decline in total
merchandise sales in department stores in 2020 and 2022, according to NBS data. Entering
2023, with the receding impact of the pandemic, policies and shopping mall initiatives to
promote offline consumption, and the surge of outdoor activities, foot traffic to shopping malls
has seen an increase. 95% of respondents (vs 91% in 2020) have visited shopping malls at least
once a month in the past six months.

The key question to address is how effectively shopping malls can attract and retain
consumers in a market where consumers have various shopping channels to choose from.
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Shopping malls should recognise and meet the emotional and experiential needs of
consumers, going beyond merely a place for shopping. In addition, providing shared
experiences for adults and children and meeting the unmet experience needs of consumers in
non-first-tier cities will also help shopping malls to compete for consumer attention and foot
traffic.
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Report Content

EXECUTIVE SUMMARY

Key issues covered in this Report

• Definitions

• Overview

The market

• Market overview

• Market factors

• Market highlights

The consumer

• Shopping mall footfall increases post-pandemic

- Graph 1: frequency of shopping mall visits, 2020 vs 2023

• Service takes priority, environment and diversified business formats also matter

- Graph 2: consideration factors when selecting a shopping mall to visit, 2023

• Shopping mall is a preferred one-stop destination for couples and families with kids

- Graph 3: companions when visiting shopping malls, 2023

• Shopping malls have a chance to fight their corners with one-stop holistic experiences

- Graph 4: activities in shopping malls, 2023

• A comfortable and enjoyable experience is the foremost reason for purchasing

- Graph 5: reasons for buying products in shopping malls, 2023

• Consumers have positive feedback on emerging business formats in shopping malls

- Graph 6: special services/activities in shopping malls, 2023

• Fulfil consumers' relaxation and experiential needs in shopping malls

- Graph 7: attitudes towards shopping malls, 2023

Issues and Insights

What We Think

THE MARKET

Market overview

• Department store retail sales recover slowly, but challenges remain

- Graph 8: total sales of commodities of department stores, 2017-23 (est)
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Market factors

• Government and shopping malls join forces to boost offline consumption

• Surge of out-of-home demand brings more footfall to shopping malls

- Graph 9: sectors that consumers have spent more money on compared to last months, 2022-23

• Shopping offline provides stress relief and escape from worries

- Graph 10: ways used to relieve stress - shopping offline, 2020-23

• Consumer confidence has levelled off since mid-year, further consumption growth remains challenging

- Graph 11: confidence about improving financial situation in the next three months, by select confidence level, 2020-23

Market highlights

• Offering diverse experiences using rooftops

• Allow consumers to experience nature in shopping malls

• Let consumers discover local culture and life while shopping

THE CONSUMER

Frequency of shopping mall visits

• Shopping mall footfall increases post-pandemic

- Graph 12: frequency of shopping mall visits, 2020 vs 2023

• Capture a large consumer base in non-first-tier cities

- Graph 13: frequency of shopping mall visits, by city tier, 2023

• Target higher-income households with younger children to boost foot traffic

- Graph 14: visiting shopping malls once a week or more, by monthly household income and by age of children in

household, 2023

Consideration factors when selecting a shopping mall to visit

• Service takes priority, environment and diversified business formats also matter

- Graph 15: consideration factors when selecting a shopping mall to visit, 2023

• Meet the overall experience expectations of frequent visitors and address overcrowding for non-frequent visitors

- Graph 16: consideration factors when selecting a shopping mall to visit, frequent visitors vs non-frequent visitors, 2023

Companions when visiting shopping malls

• Shopping mall is a preferred one-stop destination for couples and families with kids

- Graph 17: companions when visiting shopping malls, 2023

• Younger consumers prefer to go to shopping malls with friends or explore alone

- Graph 18: visiting shopping malls with spouses, friends or by themselves, by age, 2023

• Shopping malls should pay more attention to young fathers

- Graph 19: visiting shopping malls with children, by gender and age, 2023

• Multi-generational families tend to visit malls together
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- Graph 20: visiting shopping malls with spouses, children and parents, multi-generation family vs all, 2023

Activities in shopping malls

• Shopping malls have a chance to fight their corners with one-stop holistic experiences

- Graph 21: activities in shopping malls, 2023

• A wider range of activities to do when visiting malls with children

- Graph 22: activities in shopping malls, visiting with children vs visiting without children, 2023

• Relaxing experience leads to more shopping

- Graph 23: activities in shopping malls, by consumers' attitudes towards wandering around shopping malls, 2023

Reasons for buying products in shopping malls

• A comfortable and enjoyable experience is the foremost reason for purchasing

- Graph 24: reasons for buying products in shopping malls, 2023

• Attractive membership programs help expand consumer reach...

• ...and membership programs tailored for large families show potential

- Graph 25: reasons for buying products in shopping malls, multi-generation family vs all respondents, 2023

• Frequent shopping mall visitors purchase because of experience, while non-frequent visitors like discounts

- Graph 26: reasons for buying products at shopping malls, frequent visitors vs non-frequent visitors, 2023

Interest in special services/activities in shopping malls

• Consumers have positive feedback on emerging business formats in shopping malls

- Graph 27: special services/activities in shopping malls - have tried, 2023

• Experience of animals and virtual space is much expected

- Graph 28: special services/activities in shopping malls - have not tried but are interested in trying, 2023

• Leverage emerging business formats to increase visiting frequency

- Graph 29: special services/activities in shopping malls - have not tried but are interested in trying, frequent visitors vs

non-frequent visitors , 2023

• Attract a broader customer base in non-first-tier cities with emerging business formats

- Graph 30: special services/activities in shopping malls - have not tried but are interested in trying, by city tier, 2023

Attitudes towards shopping malls

• Fulfil consumers' relaxation needs

- Graph 31: attitudes towards wandering around shopping malls, by frequency of visits, 2023

• Established shopping malls have the advantage of maintaining customer base

- Graph 32: attitudes towards visiting familiar or new shopping malls, by gender and age, 2023

• Diverse family activities are more appealing to families with children

- Graph 33: attitudes towards family activities in shopping malls, by age of children in household, 2023

• Balance consumer preferences and practical considerations for pet-friendly malls

- Graph 34: attitudes towards pet-friendly shopping malls, 2023
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ISSUES AND INSIGHTS

• Unleash the synergy of experience and shopping

• Let parents and children have a good time together

• Provide more experiential business formats in non-first-tier cities

APPENDIX – METHODOLOGY AND ABBREVIATIONS

• Methodology

• Abbreviations
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Disclaimer
This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a Chinese licensed
market survey agent (See Research Methodology
for more information).

Terms and Conditions of use
Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com

Help desk

UK +44 (0)20 7778 7155

US +1 (312) 932 0600

Australia +61 (0)2 8284 8100

China +86 (21) 6386 6609

India +91 22 4090 7217

Japan +81 (3) 6228 6595

Singapore +65 (0)6 818 9850
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