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国际房产搜索引擎	
�

Where Chinese find international property



Ju  -  Wai 
Mandarin for “Home Overseas”!

 BEHIND THE BRAND NAME: 
“Juwai” is a made up word in Mandarin, and came together in May 2011.  
 Born from two words, “wai” (meaning overseas/outside) and “ju” (meaning home/living) 
 Today, “Juwai” is increasingly being used in everyday online search terms for international in China.    



properties from Value of property enquires * Average budget for international 
investment 

US$  2.6 million US$  150  billion 4.8 million 

displayed on the site and 
 mobile app 

58 countries 
Chinese consumers coming to 

Juwai.com each month.  
 

2.5  million 

Juwai.com 
MATERIAL IMPACT ON GLOBAL PROPERTY MARKET 

* 2014 direct consumer enquiry based on property price through Juwai Call Centre and measured broker information provided online  



THREE CONSUMER SITES 
•  Juwai.com 
•  Juwai.com/Luxe 
•  Juwai.com/Newdevelopment 
 
 

Event services 
 

Data / Research 
 
	
  

Mobile  
 

TWO CUSTOMER SITES 
•  List.juwai.com 
•  JuwaiAdmin 

Online 

Juwai.com 
ONE PLATFORM, MULTIPLE CHANNELS, GLOBAL REACH 

B2C 
Consumer exhibitions 
•  Shanghai 
•  Beijing 
•  Shenzhen 
•  Dalian 
 
B2B  
Agent to Agent	
  

JUWAI APP 
•  LBS 
•  Multiple 

Communication 
Channels 

•  Luxury  
 
HTML5	
  

•  Global Property 
Market Report 

•  Individual property 
reports 

•  Consumer research 



China – All new experiences  





Chinese Internet Users 



Chinese Mobile Users 









Juwai most trusted brand by Chinese globally 



Market Leadership - China 
MOST INFLUENTIAL FOREIGN WEBSITE IN CHINA – CECA 2014 
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Business highlights 
GLOBAL AND CHINESE MEDIA 

Juwai.com global authority 
GLOBAL AND CHINESE MEDIA 



Market Overview US$220 billion���

Evolution of the Chinese Property Consumer	
  

US$37 billion���

US$52 billion���

US$25 billion���

US$12 billion���

US$5 billion���
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Where Chinese buyers are looking to buy 
TOP 15 COUNTRIES BY BUYER INTEREST – APRIL 2014 – JUWAI.COM  

OTHER: 
38 Countries 

INITIAL FOCUS: 
 

1.  United States 
2.  Australia 
3.  Canada 
4.  United Kingdom 
5.  Singapore 
6.  New Zealand 
7.  Thailand 
8.  Hong Kong 

DECIDED CHOICE - 
LEADS: 

1.  United States 
2.  Australia 
3.  Canada 
4.  New Zealand 
5.  Thailand 
6.  United Kingdom 
7.  Singapore 
8.  Germany 

Top 8 Countries 
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2011 to today 
FAST EVOLUTIONARY PATH – FORMIDABLE SOPHISTICATION 

2011	
  
•  Small	
  budgets	
  
•  Minimal	
  understanding	
  of	
  the	
  world	
  	
  
•  Mr	
  Zhang	
  –	
  Euro	
  350,000	
  –	
  “I	
  do	
  not	
  know	
  where,	
  it	
  cannot	
  be	
  hot”	
  

2012	
  
•  US$400,000	
  to	
  US$750,000	
  
•  Focus	
  on	
  top	
  5	
  countries	
  (USA,	
  Can,	
  UK,	
  Australia,	
  Singapore	
  (HK))	
  
•  ImmigraOon	
  +	
  Capital	
  Gains	
  

	
  
2013	
  

•  US$400,000	
  to	
  US$1.3	
  million	
  
•  Top	
  5	
  +	
  Europe	
  
•  Large	
  Chinese	
  property	
  developers	
  
•  EducaOon,	
  ImmigraOon,	
  Capital	
  Gains	
  +	
  Yield	
  (Investment)	
  

2014	
  
•  US$	
  2.6	
  million	
  budgets	
  (average	
  US$940,000	
  first	
  property	
  purchase)	
  
•  Truly	
  GLOBAL	
  search/exploraOon	
  
•  Investment	
  (Capital	
  Gains,	
  Yield,	
  TaxaOon),	
  Ed,	
  MigraOon,	
  GeneraOonal	
  
•  Tier	
  2	
  and	
  3	
  ciOes	
  
•  Smaller	
  entrepreneurial	
  developers	
  

	
  
	
  
US$17	
  b	
  
	
  
	
  
	
  
US$28	
  b	
  
	
  
	
  
	
  
US$50	
  b	
  
	
  
	
  
	
  
US$150	
  b	
  



Core - Generational, family units (Guanxi) 

LIFESTYLE / TRAVEL 

•  International property purchases increases as overseas travel 
increases. 

•  A key activity for Chinese tourists is shopping, particularly for luxury 
goods (price, authenticity, range). Pollution and food safety concerns 
also contribute to the decision to purchase overseas. 

INVESTMENT 

•  The ability to own freehold property is attractive to Chinese buyers 

•  International property is often seen as good value for money relative to 
domestic property purchases 

EMIGRATION 

•  In 2012, some 40,000 people immigrated to the UK from China, with 
China the top country of last residence for the first time 

•  Special Investment Visas now exist in many countries and are attracting 
Chinese applicants in record numbers 

•  64% of wealthy Chinese have emigrated or plan to move (Source: 
Hurun) 

CHILDREN’S EDUCATION 

•  In 2012/13 there were 236,000 International Chinese students in the US 
(29% of the total) up from 194,000 (+21%) in 2011/12. Similar 20%+ pa 
growth over the last 6 years. (Source: IIE) 

•  In 2011/12 there were 79,000 Chinese students in UK higher education 
the largest source of overseas students  (Source: UKCISA) 

•  In 2011 there were 31m students enrolled in tertiary education in China 
compared to 6.4m in 1999 (Source: UNESCO) 

 

Lifestyle / Travel 

Children’s Education 
 
Investment 
 
 Emigration 

THE FOUR MAIN MOTIVATIONS 
CHINESE  PURCHASE 

INTERNATIONAL PROPERTY 

Many of the motivations behind international property 
purchases, stem from generational attitudes, 
specifically those focusing on current and immediate 
future generations. 
 
Chinese buyers are becoming increasingly 
sophisticated, focusing on yields, capital gains, and 
property rights. 

Chinese view the���
world as an emerging 
opportunity.���
���

Whilst the world thinks of China  
as an emerging market, 	
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Are Chinese buyers all the same? 
INSIGHT FROM over 26,000 INDIVIDUAL / UNIQUE JUWAI CONSUMERS 
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Meet “Chinese Buyers” 
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Meet “Chinese Buyers” 
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Meet “Chinese Buyers” 
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Meet “Chinese Buyers” 
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Meet “Chinese Buyers” 
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Meet “Chinese Buyers” 
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Meet “Chinese Buyers” 
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Meet “Chinese Buyers” 
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Meet “Chinese Buyers” 
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Attractive market, similar needs, powerful  

CommunicaOon	
  
Culture	
  
Knowledge	
  
Trust	
  (familiarity)	
  
Confidence	
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General profile 
POWERFUL, SOPHISTICATED, GUANXI 

	
  
	
  
•  Entrepreneurial	
  –	
  less	
  than	
  2%	
  inherited	
  wealth	
  

	
  
•  Strong	
  approach	
  to	
  business	
  (CN	
  style)	
  

	
  
•  Seasoned	
  property	
  buyers	
  (at	
  home)	
  

	
  
•  Behave	
  like	
  First	
  Home	
  Buyers	
  (internaOonally)	
  
	
  

•  Profoundly	
  impacOng	
  global	
  property	
  markets	
  and	
  property	
  professionals	
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Sneak peak  
GLOBAL CHINESE PROPERTY REPORT – DUE Q1 2015 	
  

	
  
•  2014	
  enquiry	
  US$150	
  b	
  	
  
	
  
•  Global	
  Chinese	
  profiles:	
  

A.  China:	
  
•  US$2.6m	
  budget	
  
•  US$940,000	
  average	
  property	
  purchase	
  
•  71%	
  cash	
  	
  
•  Purchase	
  ability	
  4	
  months	
  

B.  Global:	
  
•  US$1.6m	
  budget	
  
•  US$840K	
  to	
  US$1.1	
  average	
  property	
  purchase	
  
•  68%	
  cash	
  (but	
  open	
  to	
  financial	
  products)	
  
•  Purchase	
  ability	
  6+	
  months	
  

C.  DomesOc	
  /	
  resident	
  Chinese	
  (e.g.:	
  US	
  ciOzens	
  of	
  Chinese	
  Heritage)	
  
•  US$800,000	
  budget	
  
•  US$500,000	
  average	
  property	
  purchase	
  
•  50%	
  requiring	
  a	
  financial	
  product	
  
•  Purchase	
  ability	
  9	
  months	
  

	
  
•  Seasoned	
  property	
  buyers	
  (at	
  home)	
  

	
  
•  Behave	
  like	
  First	
  Home	
  Buyers	
  (internaOonally)	
  
	
  

•  Profoundly	
  impacOng	
  global	
  property	
  markets	
  and	
  property	
  professionals	
  

	
  
	
   	
   	
   	
   	
   	
   	
  	
  



The Juwai Platform 
THE LEADING GLOBAL PLATFORM FOR CROSS BOARDER PROPERTY TRANSACTIONS 



How buyers make contact 
THE LEADING GLOBAL PLATFORM FOR CROSS BOARDER PROPERTY TRANSACTIONS 



Customer Journey to International 

InformaOon	
  
Country	
  /	
  Purpose	
  

Property	
  
Brand	
  
You	
  



Information 



Information 



Information 



Location / Purpose 



Location / Purpose 



Location / Purpose 



Importance of Brand 



Brand 



Brand 



Trust / Individual 



Brand 



Juwai Products 

Juwai	
  Products	
  2015	
  







New Products 2015 



Luxury Portfolio Exclusive Special 

For	
  Luxury	
  Por6olio	
  Members	
  only	
  
	
  
Any	
  Brokerage	
  or	
  Agent	
  that	
  takes	
  out	
  
our	
  China	
  Professional	
  Package	
  may	
  
have	
  all	
  eligible	
  lisOngs	
  upgraded	
  to	
  
our	
  exclusive	
  Luxury	
  Channel	
  for	
  Free	
  
**	
  	
  
normally	
  USD$1,888	
  PER	
  PROPERTY

	
  **	
  subject	
  to	
  editorial	
  approval.	
  
	
  
To	
  qualify	
  for	
  free	
  upgrade	
  to	
  Juwai	
  Luxury,	
  
Property	
  must	
  be:	
  
•  More	
  than	
  USD$2.5	
  million	
  
•  Must	
  be	
  of	
  a	
  quality	
  with	
  excepFonal	
  

photos	
  
•  Suitable	
  for	
  our	
  very	
  high	
  end	
  luxury	
  

Channel	
  	
  
•  Juwai	
  Chief	
  Editor	
  will	
  have	
  full	
  

discreFon	
  for	
  approval	
  



Key	
  Contact:	
  
Jimmy	
  Wong	
  (Hong	
  Kong)	
  	
  
Luxury	
  Porlolio	
  Account	
  Manager	
  
jimmy@juwai.com	
  
luxuryporlolio@juwai.com	
  
	
  
hnp://list.juwai.com	
  
www.juwai.com	
  



XIE XIE – THANK YOU 
	
  


