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10 Changes That You Need To Know



Introduction 
In 2008, Chinese youth were confronted with an abundance of big, never-before-seen events that rocked their world. 
Conflicts with foreigners over Tibetan freedom, Edison Chen’s sex scandal, new recycling measures, the Sichuan earthquake 
and Olympics mania challenged how youth perceived the world and their place in it. Personal issues like sex, nationalism, 
exclusion and community were re-evaluated and are being redefined. 
 
The purpose of this Change Bite is to investigate how these events and consequences are being experienced by youth in 
China. By studying how trendsetters and tastemakers are evolving in two key cities, Shanghai and Shenzhen, we can plot the 
course of how youth’s changing attitudes and ideals will drive the future. We aim to forecast how they will perceive 
themselves ultimately, how they will want to be communicated with, created for and known. 

 



From Faking It 
To Being Truthful 1 



Don’t fake it 
 
74% of young Chinese are against buying fake branded products. Broken down by location, there is some difference in 
tolerance - the number against (75%) is higher in Shanghai than in Shenzhen (70%). Youth in Shenzhen are very familiar 
with the business side of the issue and, while empathetic to people making a living from fakes, they are against themselves 
or their friends consuming copies. 
 
“Fakes are actually an affirmation of popularity for the original brands because no one would copy an unpopular brand.  
I, personally, don’t buy fakes. I used to be a designer so I respect original design.” – Jason, 24, male, Shenzhen 
 
 



In 2008, poisonous melamine was found spiked in milk products, causing illness and even death. If something as innocuous 

as milk can be poisoned, what can young people trust?  
 



How can brands protect youth? 
 
Converse has detailed how consumers can spot (and protect themselves against) knock-off’s on their web site. Unfortunately, 
the distinguishing marks are in the packaging, not the shoes. The next defensive action against fakes will have to go further – 
in the credibility and desirability of its brand message and in the product itself. 



SITE SAMPLE: CONVERSE  



Re-thinking celebrity endorsements 
  
Youth are accustomed to seeing big celebrities like Jay Chou promoting a bevy of products but, with so many endorsements, 
can these idols be trustworthy? In Shanghai, 50% of trendy youth aren’t impressed by celebrity endorsements while only 18% 
are as dismissive of celebs in Shenzhen. 
 
To reach trendsetting youth disenchanted with big celebrities, some brands are taking a less mainstream approach, using 
indie artists to broadcast their message to a targeted audience. One example is Converse’s choice to use alternative bands, 
including Joyside and Queen Sea Big Shark, in its advertising. This may seem like a risky approach as only 19% of this 
report’s sample finds this appealing, but the number is sure to rise as sub-cultures pick up momentum and brands become 
more versed in these influential segments.  



Lifu Zhou aka Rfu  
20, hip hop dancer, teacher and co-owner of dance studio, Speed Control Studio 

Entrepreneur I’m low profile off-stage but I want the attention on-stage. I want to make Speed Control 
famous. I hope we can win more prizes at competitions in Guangdong Province and around China. We are 
now designing merchandise like t-shirts and towels using a funky hip hop style logo, to appeal to youth. We 
will sell them on Taobao and at some competitions and will launch this summer. 
 
Local fashion There are two kinds of people in Shenzhen; one group chases fashion closely. They read 
magazines like Milk and YOHO. They like to follow brands and see what cool stars are wearing, especially 
Hong Kong stars. The other group is doing their own thing. They start companies and make everything 
original. I am part of the second group. 
 
Anti-foreign My favorite restaurant is called Big Wolf. It has a sign outside the restaurant saying “NO 
JAPANESE.”  

tastemaker profile 



 ChangePoint Opportunity: Be Truthful
 

 •  How does your brand stack up as youth are questioning and filtering fake vs. original notions? 
Is there true alignment between your core value and the image you are projecting? 
  

•  Who really benefits from your brand and products? (Sorry, you can NOT be equally relevant  
to everyone). 
  
•  Are your representatives delivering your messages accurately and having the desired influence  
on your consumer? 

•  What assurance do you have in place to show youth that your brand and products are 
trustworthy? How can they measure your quality? 

•  How are you allowing youth to have a voice and inspire your products, messages and actions? 
Not just hear what you are saying?  


