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TRANSFORMATIVE ROLE OF ECOMMERCE: INFORMATION, ENTERTAINMENT & SOCIAL

ALWAYS EXPECTING MORE: CUSTOMIZATION, FUN & INTERACTION

IMPLICATIONS FOR BRANDS
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PENETRATION CONTINUES TO RISE AND PLATFORMS CONTINUE TO 
INNOVATE
ᴾ⸗ᵫẇᴵ╔ ♆ἵ εᾚ׳ ᶙṕ֦ї

69% 69%

49%
45%

37%
31%

21%

USAGE RATE OF PLATFORM | ᴾ ẇᴵӓⱴ♆

2014 2015 2016 2017

SOURCE: CNNIC

Online Shopping
◓

Online Payment
ѕᾀҤ

Travel Booking
ᾞ

Food Delivery
ѕ ᶸᴅ

Online Taxi-hailing
֦

Premium or 
Express Car-hailing

љ /Ồ

Ridesharing
ԉҔᴄ
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Steadily increasing contribution to
Chinese total retail sales from online shopping 

ḽ ҹ┌ ᵜ ᵨ ♅♆ ₉ѕ

Total Retail Sales of Consumer Goods Һ╦ ᵝ ᵩỞ

Online Retail Sales of Physical Goods іḫⱶᵬᵝ ᵩ

CHINA LEADS THE WORLD IN ECOMMERCE SCALE
Ѧᶁ ⁴ṯ ԄⱢ

11% 13% 15%

<

++1137 453 108 104

In 2017, Chinese retail ecommerce scale 
occupied 49%of the global market

2017ẈεѦᶁ ⁴ᴈὊԄⱢṳᶊ49%ү

(Billions USD|ײқ Ӻ) (100 million RMB|қӺ)

SOURCE:  eMarketer; China National Bureau of Statistics ѧᶂᶂḲ ṕ
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COMPARATIVELY, SERVICES SHOW EVEN HIGHER GROWTH
Ḫ◓ᵫᵜ כΉѬẵם

SOURCE: China National Bureau of Statistics ѧᶂᶂḲ ṕ

2015 2016 2017

ONLINE RETAIL SALES OF NON-PHYSICAL GOODS

Ḫ◓ᵫᵜ ѕ ᵨ

*Non-physical goods refer to 
categories such as virtual 
goods, catering services, etc.

* ḫⱶᵬᵝὝ Ὁᵬ
ᵝ Ὸח ᵬᵝ

+51%

+76%

(100 million RMB|қӺ)

Approx. 6,350

9,600

16,950
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ECOMMERCE GROWTH IS NOT DRIVEN BY ONLINE PENETRATION 
GROWTH
▒ ε Ԅ ε҉ ҙᴬ ֶ₇ ╓֞ẳ
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20%
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20,000

40,000

60,000

80,000

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

2000-2017 CHINESE NETIZEN | Ѧᶁ €ᾎ ᴢᶬẃ

Total Chinese Netizen Number (10 Thousand) ѧᶂ ↓ ₩εєҚζ Growth Rate ɰ Ẅ

SOURCE: CNNIC
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THROUGH COMPREHENSIVE RESEARCH| ᶺ ẙ￼

WE HAVE 
IDENTIFIED NINE 
SOURCES OF 
GROWTH
Ỡҩ ַ֦Ѻѥ

ΊΎ⸗ᵫở Ύ╟

EXPERT 
INTERVIEWS 

WITH EXPERTFROMIN-
HOUSE,AGENCY,AND

ECOMMERCE
PLATFORMS

IN-HOME  
VISITS 

IN CITIES/AREAS 

FROM TIER 1-5 

IN-DEPTH 
INTERVIEWS 

WITH RURAL 
TAOBAO/ECOMMERCE 

SERVICE STATIONS

QUANTITATIVE 
OFFLINE SURVEY 

IN 21 CITIES/AREAS 
FROM TIER 1-5 CROSS 

REGIONS

SO WHAT ARE THE NEW DRIVERS OF ECOMMERCE GROWTH?
ΊΎε⸗ᵫᴦṜַײ ᾚ ח ᶇᵣ ψ

љḱ
љ‎ Ά Ά כּ
ᵬẈᴶ￼ּכᵬњḲ

▄ẙ

Ḧ ԃỦḱ
љ‎ јᵃᶝṴἆᶊת
￼ᴩ ԄἋ

֓ῦ┬ḩ

ẕѭ

Ḧ і
ᶈ Ѡ ᴇרѧ ￼
21Ѧ1-5 ᶝṴ/ᶊת/ᴟ

ḧ ї

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER
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4 5 6

7 8 RISE OF THE SECOND-HAND 
ECONOMY

҇ἐ ╝ ⱡ

9

MARKET EXPANSION TO 
OVERSEAS & RURAL

ᶊᶟὂṝχ╤ᶹўחљ֔ ּכᵬ

SOCIAL COMMERCE HEATING UP

ҐּכᵬјᾸ״□

SURFACING OF INVISIBLE USERS

ẻּזἋɒא ɓ

LASTING PASSION TO TRY NEW 
APPS & JOIN SHOPPING FESTIVALS

Ẉᴶṍ љ ⱶ ♬ừ

CATEGORY EXPANSION & 
UPGRADE

ᵝ ἛắṾ‎￼ ₩ớᶭ ώ

2 3
STRONGER SPENDING POWER

╦ Ὑד ״

ECOMMERCE IS EVERYWHERE

▒ΆẪԅ╗וᵬẈᴶ╨Ԅιּכּ

ά{9!a[9{{ Lb¢9Dw!¢Lhbέ hC 
ONLINE AND OFFLINE

і ї ֳ־ιῊט ╦ ᶋ῟

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

THE NINE SOURCES OF GROWTH AREΧ
Ѻᶼᶬ ח ַ֪ᾴɖ

1

9
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26%

52%

19%

3%

PROPORTION OF ONLINE EXPENDITURE
IN TOTAL SPENDING

ѕᾀ֦ᴈԄ ┌ ᾀ֦₦Ӕᴩצ

Increased dramatically

ᶽẄẙᶭז
Increased to some degree

ῶҎᶭז
Almost unchanged

ᶢ ≡ᴪ
Decreased

֟Ṉ

78%2013 2014 2015 2016 2017

PER CAPITA DISPOSABLE INCOME

ԄᶁṖ€ҙᶍᴴᾀ ᾁԃ

(RMB | Ӻ)

Approx.
18,300

20,200
22,000

23,800
26,000

SOURCE: China National Bureau of Statistics ѧᶂᶂḲ ṕ;
RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

WITH STABLE DISPOSABLE INCOME GROWTH, ALMOST 4 
OUT OF 5 CONSUMERS HAVE INCREASED ONLINE 
EXPENDITURE 
ᴴᾀ ᾁԃ ӯᶬ ε ԅở┌ ᶬו҂ ѕᾀַ֦ײ₦Ӕ

1
STRONGER 
SPENDING 

POWER

┌ ἵג ׳
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DIGITAL CREDIT ENABLES CONSUMERS TO SPEND MORE 
INDULGENTLY
₈ᶸε⸗ḑӠ Ӌ ӓҙҩᴴҧΉҮ ᶉ┌

CƻƭƭƻǿƛƴƎ !ƴǘ CƛƴŀƴŎƛŀƭΩǎ Check LaterΣ ŀ ǾŀǊƛŜǘȅ ƻŦ ŎǊŜŘƛǘ ǇƭŀǘŦƻǊƳǎ ǇǊƻƭƛŦŜǊŀǘŜŘΣ ŜƴŎƻǳǊŀƎƛƴƎ ŎƻƴǎǳƳŜǊǎ ǘƻ άŎƻƴǎǳƳŜ ŦƛǊǎǘΣ Ǉŀȅ ƭŀǘŜǊέΣ 
which enables the financially unestablished young and student populations to binge buy; whereas for groups with high income and 
online shopping frequency, this can also encourage more spending.

Ὸ￼ɒ ɓѳᵅιјᵃӡ ẈᴶẔ ιוּ ╦ҚҪɒӾכ ιᵅҥ₲ɓ

ἐ᷃ẊјḴ ￼ẉ Қᵙḙּו ῀ῶ ҀҀҀψẊћιḾ҈ד ᾠԄҚ ᵙⱫ ￼╦ ιѼ ҤҪᴵҨҀ῭ᶺ

34%
39% 39%

29%

16%

34% 33%
38%

41%

24%

7%
7% 8%

6%

3%

6% 7%
8%

9%

5%

Total

Ởӌ

Student

ḙּו

18-30 yrs. 31-40 yrs. 41-60 yrs. MHI 3-8k MHI 8-15k MHI 15k+ Heavy user

ẙ

Light user

ẙ

DIGITAL CREDIT PLATFORM USAGE RATE | ⸗ḑӠ ӓⱴ♆

Ant Check Later Jingdong Baitiao ҖѠ︢‍

STRONGER 
SPENDING 

POWER

┌ ἵג ׳

11
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THE ENTRY OF MORE DIGITAL PLATFORMS IS ENHANCING 
¢I9 ¦.Lv¦L¢¸ hC 9/haa9w/9 Lb /hb{¦a9w{Ω [L±9{
⸗ᵫẇᴵ ῴἣṜ⸗ᵫѝזεו ҂⸗ᵫᶇⱳ∟ᾛẩַײ╔

Shopping
◓

Payment
ᾀҤ

Food delivery
ᶸᴅ

Beauty
ҙ

Tickets
╪֦ ז

Ridesharing
ԉҔᴄ

Ride-hailing
ữ

Flowers Cakes Coffee
ᵙ

Insurance
ӟ

ECOMMERCE PLATFOMRS ARE 
PROLIFERATING

⸗ᵫẇᴵїᾘѧḸᴢ ֪

OTHER DIGITAL PLATFORMS ARE
EXTENDING INTO ECOMMERCE
⸗ᵫẇᴵѻ ṴṔ⸗ᵫѝז

Music
Ѹ

Sports
ט

Knowledge
ᾨ

Social
Ґ

Travel booking
ᾞ

12

2
ECOMMERCE IS 
EVERYWHERE

⸗ᵫẇᴵ└
ԃεⱳ∟ᾛẩԄ

╔
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BRANDS SHOULD NOT LIMIT THEMSELVES TO TRADITIONAL 
ECOMMERCE PLATFORMS
ᵜ●ᶇ ἬᴿӏᾛᾩεẓїԛṔ ҇Ҽ ⸗ᵫẇᴵ

20%

80%

Have purchased 
on non-
ecommerce 
platform

ᶈ ᵬẈᴶіכּ

Ҁ

Have NOT 
purchased on 
non-ecommerce 
platform

≡ῶᶈ ᵬẈכּ

ᴶі Ҁ

1 IN 5 HAVE MADE PURCHASE ON NON-
ECOMMERCE/LIFESTYLE RELATED PLATFORMS
Ҋ֪Ѳ ҙᶇײַ ⸗ᵫ/ⱳ∟ᾛẩ ẇᴵѕѿ џ 10%

4%

4%

4%

4%

3%

2%

2%

Ѹ

Ԋҕ

Ӱ

Ґ

⅔

Ӱẞ

Ӣấ 

PLATFORM CATEGORIES | ẇᴵ ᶙ

Music

Knowledge

Fitness

Social

M&B

Health

Cuisine

Construction products

ECOMMERCE IS 
EVERYWHERE

⸗ᵫẇᴵ└
ԃεⱳ∟ᾛẩԄ

╔

Higher usage rate 
among Tier 1 cities 
(27%) & 15K+ MHI 
group (30%)

ᶝṴᴣḲẛ
ῴᾠԄ15KҨіҚ
Ӕּזꞌ῭

13
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SEAMLESS ONLINE & OFFLINE INTEGRATION ALLOWS 
ECOMMERCE TO MEET ANY PURCHASE NEED
ѕ і ᴿεɎᾢ ɏ ὓ┌ їᵂⱳ∟ᶊᾼַײ ѿ ₱

άSEAMLESS 
Lb¢9Dw!¢Lhbέ 
OF ONLINE AND 

OFFLINE

ѕ і
εᾩֲֽח
┌ ᶊᾼI like the shopping experience of combining 

online and offline shopping

ἅỄᵴ₮ḫӌẖљ і ⱶ ᵀ￼ ⱶӌ

Online and offline shopping are both essential, 
and I will choose accordindly

Ḿἅ ι ᵙḫӌẖ Ҁ ọјᴵṈι
ἅҺ⁞Ὧ Ὅ

61%

65%
Fresh IŜƳŀΣ !ƭƛōŀōŀΩǎ ƛƴǘŜƎǊŀǘŜŘ 
supermarket that provides both 

online ordering and offline buying  
services

ῗ Ṵιῗ ẖιѼῗ
ṴᶋιѼᴵҨᶈAppїᴅ

14
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SPENDING GROWTH CONTINUES ACROSS MANY 
DIFFERENT TYPES OF CATEGORY
┌ ῙΊΎҹᶬו ᵜײַ Ύ ᶹ

CATEGORY 
EXPANSION & 

UPGRADE

ᵜ ỴẮṽΎַײ
⁴ ᶬ Ὕ

F&B / ↨/ ᾳ/Ẃ□ⱴ

Fresh food ּו

Personal care ѦҚ║ἴ

Skincare & 

cosmetics ἴ /ɚ
Household care Ḳẛἴזּתᵝ

Sports זּטᵝ

Apparel Ὸ / ẃ/ ץ

Toys & 

stationeries ﬞ ԏ

/ѿ /ᾰԏᵙɚ

Pets ⱶּזᵝᴣ ᵝ

M&B ⅔ ғᵝ

Health ӠӰᵝ/ ᵝ

Kitchen 

supplies ɚ

Home appliances 

Ḳּכּזᵸᵙּכɚ
Furniture ḲԏᵙḲṗ

D2D services і

Ὸחιḅᶹᴆ

Travel services 

֧ ι▫ιḅ

ἔ ẖSharing 

economy Ԋҕ

╝ιḅԊɚ

Handy services ּו╗

ӝַιḅ ӼӪ

Online education 

ᶈ ᾨ

Information services 

ӡỤῸחιḅ ɚ

App memberships R

/ Ѹ/▫ἃΧ

0%

10%

20%

30%

40%

50%

60%

70%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

S
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E

 |
 
ᾀ
֦
ᴩ
ᶹ

EVER PURCHASED ONLINE | 

ONLINE PURCHASE CATEGORY | ᴥ

Product Ғᵜ

Service  ΐז

It is fast and easy for brands to enter the market through ecommerce channels. Therefore from clothes, snacks 
and drinks to supplements, pet tools, ecommerce is vastly expanding on the number of categories. For 
consumers, as long as they have bought the category before, they are willing to buy more. The expanding 
ŎŀǘŜƎƻǊƛŜǎ ŀƴŘ ǘƘŜ ƛƴŎǊŜŀǎŜ ƻƴ ǎǇŜƴŘƛƴƎ ǿƛƭƭ ōƻǘƘ ƎǊŜŀǘƭȅ ŎƻƴǘǊƛōǳǘŜ ǘƻ ŜŎƻƳƳŜǊŎŜΩǎ ŦǳǘǳǊŜ ƎǊƻǿǘƘΦ
▓ᵬכּ ᵝⱲ ԄṴᶋᴪệ῭זḳ῏ᵙồ ᵼ ιҡῸ ᾳֹӠӰᵝ ⱶּזᵝιּכᵬ￼
ᵝ ⃰јᾸảṝ Ḿ╦ ιᴱ ῗ ￼ᵝ ιҤҪ֡Ѷ ỶỴᶈ῾‎ Ҁ῭ᶺ ᵝ ￼
ὂṝҨᴣ ￼ᶭזι Ṅ‖ᶽᶊӞ ᵬ῾‎￼ᶭכּ

15
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HIGHER INCOME CONSUMERS CONTINUE TO PLAY MORE 
IMPORTANT ROLE
҆ ᴢ ᾁԃҙ ᾴᵜ ỴẮַײѭ֒ג

CATEGORY 
EXPANSION & 

UPGRADE

ᵜ ỴẮṽΎַײ
⁴ ᶬ Ὕ32%

11%

38%

16%

27%

8%

Ever purchased online Spend more online

ᾟ֧ᴪᶺ

Total Tier 1-2 Tier 3-5

TIER 1-2: STRONG POTENTIAL IN FRESH FOOD
҆ ᶜṳσⱳ ᵜ ג▄

THE HIGHER THE INCOME, 
THE MORE CATEGORIES YOU BUY
ᾁԃ ε ᵜ Ή ᶹ

Ever purchased online | 

Total 3k-8k 8k-15k 15k+

16

4
Sports

ᵝזּט

Furniture

ḲԏᵙḲṗ

Home appliances

ḲּכּזᵸᵙּכḒғᵝ

M&B

⅔ ғᵝ

Pets

ⱶּזᵝᴣ ᵝ

Health

ӠӰᵝ/ ᵝ
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SOCIAL COMMERCE IS MAINSTREAM, PLAYING AN EVEN 
MORE IMPORTANT ROLE OUTSIDE OF TIER 1 CITIES  
ҏ⸗ᵫấḉỸ╪Ήו ײַ εṍԍᾴᶇӈ ṳᶊ

SOCIAL 
COMMERCE 
HEATING UP

ҏ⸗ᵫїᾘ
╗׳

Social commerce has come into full bloom in recent years. Benefitting from the assistance of social media outlets such as Weibo, 
WeChat, live-stream and short video platforms, in conjunction with more interactive designs and UGC, the resulting marriage between 
social networks and ecommerce ǊŜŦǳǊōƛǎƘŜŘ ǘƘŜ ƭŀǘǘŜǊΩǎ ŎƻƴǾŜƴǘƛƻƴŀƭ image. This has improved and transformed consumption into a 
much more entertaining and recreational pastime.

Ґּכᵬᶈ Ҏẉ ᷃⃰ Ԏᶢ҈Қ ԋ ιӨיỉᴈ ỉӡ ᾘ ҐḐӌ￼ҽᾘẬ╙ι ҐҊט
Ἃזּ ԓḳוּ ἐⅎ‎ ᵙי ק Ҁιћᵙҽ ᵬכּ ⅝ι῭ԏ╦ Ѹ

Those who have product 
or sales information in 

WeChat Moments

ỈӠῒᴣᶄ ῑ ᵨỡ
ẌᵒӠ

96%

30.6% 24.6% 31.5% 31.1% 30.2% 35.6%

Proportion of Sales Information in WeChat Moments

ỈӠῒᴣᶄԒε ᵨӠ ẇᶍᴈ₦

Total
Ӌ

T1 T2 T3 T4 T5

Nearly 1 in 3 WeChat Moments post is commercially related
₤3ῪῒᴣᶄѦεṃ ῑ1ῪᾴẌᵒ ᵨӠ

66%

Trust sales information 
posted on WeChat by 

acquaintances

Ӡגּ ῒᴣᶇỈӠײַ
ѦᴦṴַײ ᵨӠ

More prevalent among non-tier1 cities
ᶜṳΉΆ

17
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SOCIAL 
COMMERCE 
HEATING UP

ҏ⸗ᵫїᾘ
╗׳

Luxury brands using Mini 
programs as sales 
channel on 2018 Chinese 
±ŀƭŜƴǘƛƴŜΩǎ 5ŀȅ
2018ẉѓᶸ ṇ ẑ

￼ ᵝᵝⱲ

/ŀƭǾƛƴ YƭŜƛƴΩǎ ŎŀƳǇŀƛƎƴ ƻƴ
нлму /ƘƛƴŜǎŜ ±ŀƭŜƴǘƛƴŜΩǎ 5ŀȅ
/Yάѓᶸ ḧιᵪⱫ έ
ԓ ιᾙ־њṞⱫừḮ

Using Mini programs for brand and product promotion
Ύ ᶹַײᵜ●ấḉֶⱴṆ Ẑ ᵜ●ὕẌᴢҒᵜᵨᴅ

CASE
’Ӕ

hǳǊ ƛƴǾŜǎǘƛƎŀǘƛƻƴ ǎƘƻǿŜŘ ǘƘŀǘ ǘƘŜ ǊŜǎǇƻƴŘŜƴǘǎΩ ²Ŝ/Ƙŀǘ 
Moments are packed with various advertisements and sales 
details. This is common within 2nd to 5th Tier cities, and mainly 
due to the fact that these people are more likely to run their 
own small business full-time or part-time. Many respondents 
are managing their WeChat groups and Moments consciously. 
Furthermore, they would add strangers as friends and share 
advertisements and sales details.
ᴠ҈ ￼ᴩ ῷᴤᶅѧ ◑҃ᴿẪᴿ‾￼ẍᵓᵙ ᵩ
ӡỤ ᶈ҇ ѕ ᵺ ҋ ᶝṴ/ᴟת῭ѭ῞ ιỄᶽ
ẙіῗᶢ҈אўἆѦӌ ╝￼ᴝᵼιỄᶺᴩ Һῶ

Ỵ ᶊᴞ ᵬў￼ɒῷᴤᶅɓᵙɒ ɓιּה јⱦủἆ
ј ￼Қѳ ιѼҺҊזḄᴤι֫ҕẍᵓἆ ᵩӡỤ
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RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

ECOMMERCE PLATFORMS ARE AGGRESSIVELY PURSUING 
OVERSEAS GROWTH 
ᾄּכ─ᶸε ῴἣṜᶪᶸѝזởѬᴯ ᶼᶬ

MARKET 
EXPANSION TO 
OVERSEAS & 

RURAL

ᶉᶞἣṜσ─ᶸ
ѝזј֓ῦ⸗ᵫ

Dianping promoting oversea hotel, restaurants 
and tourism tickets
ᶽҷ♇ ὸ ╤ᶹ ẖ ᴖ ῟♇ ўח

Alipay marketing their online paying and tax 
reimbursement services oversea
ᾟҥḪᶈ╤ᶹὸẍᶈ ᾟҥ Ὸח

CHINESE CONSUMPTION OVERSEA
ᶁҙַײ─ᶸ┌

OVERSEA CONSUMERS
─ᶸ┌
For Oversea Consumers
ωIn terms of delivery, Cainiao is connected to 231 warehouses and is able to deliver 

packages to Russia, France, Spain, the Netherlands and many South-East Asia 
countries within 72 hours.

ωIn terms of payment, up to April 2017, Alipay has gained access to financing channels 
in over 200 countries. They also accept payment in 18 oversea currencies.

ωOn 2017 D-11, Tmall announced promotions of 100 domestic brands to over 200 
countries.

ωNeteaseYanxuan also supports oversea delivery to over 28 different countries.

For Foreigners Living in China
ωBaopals, a website created by 3 Americans in Shanghai, aims to help foreigners shop 

on Taobao

ḽ─ᶸ┌
ωⱶ╙Ά ι Ṱ ὶԅ231רѦҢẓιӟ Ᾱ │ᶂ ⱳם ԉ ᶂᵙѠᴇҍᶊ
ת ḫ72҃אṇῊ

ωᾟҥΆ ιἈ₿2017ẉ4ῴιᾟҥḪṰἔ ԅ200רʌ ѦᶂḲᵙᶊת￼ ▓ ιᾟὙ18
ᶫᶹ ṳ

ω 2017ẉᴥ11ιᶾ ₭Ḯṵ ♇ὸ ︣Ѧᶂ ᵝⱲι ֹ200ʌ ѦᶂḲᵙᶊת
ω ῏Ѥ ṰẦᵏ╤ᶹ ῸחιᾟὙԅ28רѦᶂḲ￼

ḽ♪ṖѦᶁַײᶸᶁҙ
ω BaopalsχּיѕѦ ᶂҚᶈі╤ֳה￼ ιῈᶈẁיẂӊѧᶂ￼ ᶹᶈ╬Ḫі " ἐ "
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20SOURCE: 2017 China Ecommerce Development Report |2017ѧᶂּכᵬẉẙᴧṝἵᵓ , ᷁ ; China Ministry of Commerce ѧᶂᵬח
RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

STAGGERING POTENTIAL EXISTS FOR BOTH ONLINE BUYING 
AND SELLING IN RURAL MARKETS
ᾢ ɎѿɏỡɎᴅɏε֓ῦ⸗ᵫַג▄ײ ѵ

MARKET 
EXPANSION TO 
OVERSEAS & 

RURAL

ᶉᶞἣṜσ─ᶸ
ѝזј֓ῦ⸗ᵫ

RURAL ECOMMERCE IN THE MAKING
֓ῦ⸗ᵫΉԎ ⁴

Alibaba already covers 500 counties, 22 thousand villages
ṱṱɒ׳ᴟє  ֮ɓṰ 500ѥᴞ2.2ѓѥῦ

JD has built county service centers and JD assistant stores 
in more than 1700counties
ҖѠᶈ1700Ӎѥᴟấ ҃ᴟ ῸחѧỌᵙҖѠẁ ẖ

Suning operates 1770regular chain stores and over 10 
thousand customer service centers in approximately 1000
counties
ḛᶈ1000Ӎѥᴟấ ҃1770ḱ ẖᵙ 1ѓḱά
 Ὸח♇

Coverage rate of rural delivery stations exceeds 80%, and 
is capable of satisfying delivery demand of 590 million 
rural population
ồ Ѿ ♇ ꞌ 80%ι ᶼ◑ 5.9Қ֔ Қ
ᴭ￼ồ Ὸח ∂

8945 
12449 

2016 2017

Total Rural Online Retail Sales

֓ῦ ᵨ

816
986

2016 2017

Number of Rural Online Stores

֓ῦ ᾎ

(10 Thousand|є)

(100 million RMB|қӺ)

+39.2%

+20.7%

20
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21SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

MARKET 
EXPANSION TO 
OVERSEAS & 

RURAL

ᶉᶞἣṜσ─ᶸ
ѝזј֓ῦ⸗ᵫ

I can buy many things on Rural Taobao that otherwise I would have no where 
to buy. Lots of decorations I use are also from Taobao, there are many 
designs for lighting. I can also browse our Rural Taobao station when I am 
bored just to see what things other people buy, and whether there is 
anything new.
- A Jasmine Flower Grower from Guangxi Hengxian County

֔ ╬ḪιᴵҨҀֹỄᶺἅҪ ≡ῶᴆ￼Ѡ ἅ Ӣ￼ỄᶺѠ
ῗᶈ╬ḪҀ￼ι♂ԏῶỄᶺ‾Ẫ ≡҆ ᴵҨᴞ֔ ╬Ḫ￼ẖ
ԎҤҚҀ҃ҜѱιῶҜѱᾺ ￼Ѡ

-ẍ ₪ᴟ ₔ ֔

You all can buy my apples on Taobao. It is only 3 RMB per half-
Kilo, a much better deal compared to other markets. I used to 
worry a lot about not being able to sell all my apples, but now it 
is rarely the case.
- An Apple Farmer from Gansu Longwan Cun 

ӑҪ ᴵҨᶈ╬ḪіҀἅ￼ ‛ι ῗ ֔ ╬Ḫ ᴆ֧
ᴞ￼ι3ᶒ ι⅝ ᵬ‎ᾠ￼Ү⁪ Ḅ Ҏ ҨׁῶῊ
Һ ֹ ‛◐ ￼ ιאᶈἻỌṈ Ҏ҃
דּ- ▲  ‛ ₔἋ

Longwan Cun, Located in Stone Forest in Gansu Province
ᶃѭᶊᶴ ≤ ’ דּ￼ ▲ 

A Jasmine Flower Grower from Guangxi Hengxian County 
ᶃѭẍ ₪ᴟ ᾎѧ￼ ֔

Photo by WavemakerInsights Team in Fieldwork
ᶃⱭᶎ‎ Wavemakerּכᵬ ṇ֫ ᶈḫᶊ ḻῊ￼ὀᾋ

ñ
ñ
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22SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

MARKET 
EXPANSION TO 
OVERSEAS & 

RURAL

ᶉᶞἣṜσ─ᶸ
ѝזј֓ῦ⸗ᵫ

Ecommerce service stations in Jingtai County and 
Yongtaigui Cheng, Gansu Province
דּ ︢ Ṵ῟┬ᴟҨᴣїṞ⇔┬ ᶝ￼ּכᵬ
Ὸח♇

Taobao service stations in Hengxian County, 
Guangxi Province
ẍ ₪ᴟ￼֔ ╬ḪῸח♇

Billboard outside rural Taobao 
showing their one-stop service
֔ ╬ḪῸח♇ᶹ￼ẍᵓⱲιṝ
҃Ԏѭ֔ ╦ ώӗ￼
ẪῸח

Banner in front of Guangxi 
Hengxian County government 
promoting ecommerce usage. In 
fact, many low tier cities are 
promoting ecommercecoverage 
and growth.
ẍ ₪ᴟᴟᾤẗ ᴭ￼ᶽẄẍᵓ
Ḯҽιᶽדᴧṝּכᵬ￼‰ ҆
ḫіιỄᶺӉ ᶟ￼Ẹᶊᾤẗת
ᶈᶽדὸכּטᵬ￼ᴧṝ

22

Photo by WavemakerInsights Team in Fieldwork
ᶃⱭᶎ‎ Wavemakerּכᵬ ṇ֫ ᶈḫᶊ ḻῊ￼ὀᾋ
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23SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

άLb±L{L.[9έ {9bLhw {Ihtt9w{ ²Ih ¢9b595 ¢h {I!w9 
ACCOUNTS OR BUY THROUGH OTHERS, WILL 
INCREASINGLY OPEN PERSONAL ACCOUNTS 

ԉⱴ ᴹỡҥѿַײѦ ẈⱴỦεṃ ╓♪ ẉᴟјΉᶹ

SURFACING 
OF INVISIBLE 

USERS

ẺⱴỦ
Ɏ♪ ɏ

Senior shoppers have been most concerned with the complexity of ecommerce usage and payment security. In the future, with easier & 
safer usage experiences (e.g. Taobaofamily account), this group is likely to get more and more involved in ecommerce.

ѧ ẉ ӌḾּכᵬӔּז￼ӝὰớᵙᾟҥ￼ḠԅớḕᶈἻ ῾‎ι Ҏ ￼֟Ṉεḅ╬Ḫὸ֧ḲҚᴵҨԊҕ￼ɒҙừ
ᴺɓζι Ҏɒ ẻɓּזἋṄҺ῭ᶺᶊᴠљᵙӔּכּזᵬ

46%

28%
31%

Concerned about card theft                                                            

ἻỌ ᴊ ֻ

Concerned about erronous 
payment input                                  

ἻỌ

Concerned about account 
lock due to mistyping 

password                                   

ἻỌḸ Ἃ ḧ

Total Ởӌ 18-30 yrs. 31-40 yrs. 41-60 yrs. ңҩҹ
ÅԉҔ Ủ
Å ḑḀҥѿ
Å҉ּגҥѿ
Å Ӌ ѿ

Some seniors
ÅShare accounts
ÅAsk children to buy for them
ÅBuy for each other
ÅGroup buy

My daughter used to shop online for me. But now I can be 
ǘƻǘŀƭƭȅ ƛƴŘŜǇŜƴŘŜƴǘΦ L ŦŜŜƭ ǾŜǊȅ ƘŀǇǇȅ ŀōƻǳǘ ƛǘ ŀƴŘ LΩƳ ǘƘŜ ŦƛǊǎǘ 
one to shop online in our dancing group. I start buying more 

and more online and I help the whole group to shop too!

- A 56 y.o. άbŜǿōƛŜέ Online Shopper 

Ҩׁῗ ẁἅҀ￼ιאᶈἅҺ꜠ Ӕ╬Ḫ҃ιỄẦỌι
ἅῗἅҪ Ѧ ῳΈẦḊᶈ іҀѠ ￼ ἅאᶈ

ỄᶺѠ ᶈ і ιѼҺẁ ￼ Ҁ
- ӈ56Ṡ￼ ᾺҚ

ñ ñ

23

7



24SOURCE: Xianyuofficial statistics from the Internet, ḥΆ ; 
RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

THE RISE OF CONSUMER-TO-CONSUMER MARKETPLACES IS 
FACILITATING THE SECOND-HAND ECONOMY
ӧט⸗ᵫẇᴵεɎ҆ừ ≢ɏấḉ

RISE OF THE 
SECOND-HAND 

ECONOMY

҆ừ ≢ ▒

By the end of 2017, Xianyu has 
Å200 million registered users
Å16 million active sellers
Å45,000 fish ponds
Å41% user interaction rate

Ἀ 2017ẉẕι ṰὊῶ
Å2қּזἋ
Å1600є╗ ᴆḲ
Å45є
Å41%ּזἋҊטꞌ

I really bought a lot of things online! Plus, we are all 
buying new things to replace the old ones all the time. 
{ƻƳŜ ƻŦ ǘƘŜ άƻƭŘέ ǘƘƛƴƎǎ ŀǊŜ ǎǘƛƭƭ ƴŜǿ ŀŎǘǳŀƭƭȅ ŀƴŘ 
ǎƻƳŜǘƛƳŜǎ ŜǾŜƴ ƴƻǘ ōŜŜƴ ǳǎŜŘΦ LǘΩǎ ǉǳƛǘŜ ŎƻƴǾŜƴƛŜƴǘ ǘƻ 
sell and buy second-hand stuff online nowadays.  I bought 
my baby cot there too.
- A 29 y.o. New Mom

ἅ ￼Ҁ҃ỄᶺѠ ι ћאᶈјῗ ὭᾺ ή
ῶҎѠ ỄᾺιּה ≡ῶּז ι ὶἕὲҺ⅝
ᴵ ᶈא іᴆ҇ἐỄΆӝιἅỄΆӝṏᴵҨᾣ
ᶈі ᴆ ћῶҎѠ ᶈі ҀѼỄ ╝ιἅ￼Ḫ
Ḫ￼ ӸẐṏῗᶈ іҀ￼
- ӈ29Ṡ￼Ὰ

ñ
ñ
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25SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

CONSUMERS REMAIN VERY OPEN TO TRYING DIFFERENT 
ECOMMERCE PLATFORMS
┌ Ṍ ᾚẇᴵַײ ї֞εּר ײַ ᵹở ⱴ

LASTING 
PASSION TO TRY 

NEW APPS & 
JOIN SHOPPING 

FESTIVALS

ẇᴵṌ ј ◓

Average number of 
platforms known

ẇᶍּר ẇᴵᾎײַ

Average number of 
platforms used

ẇᶍӓⱴ ẇᴵᾎײַ

18.6 7.7

ñ
ñ

Actually, I tried many (platforms), and 
ǎƻƳŜ L ŘƻƴΩǘ ǊŜƳŜƳōŜǊ ƴƻǿΦ ²ƘŜƴŜǾŜǊ 
I saw an ad, or someone recommended, 
I would give it a try because all it takes is 
to download an app.
- Many respondents

ἅԎḫṍ ỄᶺιῶҎ јệ
҃ι ֹẍᵓιἆῶҚὸ ι Һṍ
ιᴦ⃰ỄΆӝιᴱ ї APPṏᴵ
Ҩ҃
-Ễᶺᴩ ώᴣ
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26SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

AS WELL AS DOUBLE ELEVEN, THERE ARE MANY OTHER 
IMPORTANT ONLINE SHOPPING FESTIVALS
ᴤױ Ѳᶸεԍңַײ ◓ ѻᴩỆ ᴦ

LASTING 
PASSION TO TRY 

NEW APPS & 
JOIN SHOPPING 

FESTIVALS

ẇᴵṌ ј ◓

99% 97% 94% 84% 73% 64% 61%Aware
רּ

Expectant
ῙỂ

80%

61%

44%

29%
23%

15% 15%

Double Eleven

ᴤױ
Double Twelve

ᴤ҆ױ

Chinese New 
Year

Ẉ

Women's Day

Ḁ♠
618
618

Prime Day

Ҍ ҹᵓᾤ
Black Friday

ᾯῙҊ

26
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18%
30% 37% 40% 49% 41% 40%

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

CONSUMER ENGAGEMENT PATTERNS ARE DIFFERENT. 
BRAND MUST TAILOR STRATEGIES TO EVENTS
ḽ┌ ᴟјїᵂ ◓ ײַ ѬṭẦεᵜ● Ḧֹїᵂַײ

ꜝ

LASTING 
PASSION TO TRY 

NEW APPS & 
JOIN SHOPPING 

FESTIVALS

ẇᴵṌ ј ◓31% 38% 30% 24% 22% 16% 19%

49%
25%

19%
10% 6%

4% 5%

PARTICIPATION OF ONLINE SHOPPING FESTIVAL
ѕ ◓ ᴟјײַ ẘ

Participate that day Ẹᶾᴠљ

Prepare in advance ώׁ֝ᶵ

Look around that day Ẹᶾ ӝ

Double Eleven

ᴤױ
Double Twelve

ᴤ҆ױ

Chinese New 
Year

Ẉ

Women's Day

Ḁ♠
618
618

Prime Day

Ҍ ҹᵓᾤ
Black Friday

ᾯῙҊ

27
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TRANSFORMATIVE ROLE OF ECOMMERCE: 
INFORMATION, ENTERTAINMENT & SOCIAL
ᵬכּ ᴪχ
ҡ ᵩ▓ ֹӡỤ ḏѸљ ҐẈᴶ￼ ᴪ

28
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ECOMMERCE IS DEEPLY EMBEDDED IN CONSUMER LIFE, 
PERFORMING MULTIPLE ROLES
⸗ᵫ┼Ṧ҇Ѧᶁ┌ ∟ⱳײַ

₇ẩ ᴩ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

PURCHASE

ѿ╕

INFORMATION

Ӡ Ύ╟

ENTERTAINMENT

Ḏѷ

SOCIAL

ҏ

Originally for

Ҡ

Now expanding into

₇ẩ ᴩởѬ

Platforms

ẇᴵ
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9/haa9w/9 L{ C¦[CL[LbD /hb{¦a9w{Ω b995{ hC /hb±9bL9b/9Σ 
VARIETY, AND COST-EFFECTIVENESS
⸗ᵫỨ╤ ┌їҜᾴײַ ḽӜֶ ᶹ‒ᵘ ҭ₦ַײ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

FUNCTIONAL BENEFITS OF ECOMMERCE | ӓⱴ⸗ᵫה כֶ

93%
CONVENIENCE

ӜὋ

90%
VARIETY

ἬѧḸ

80%
VALUE-FOR-

MONEY

Ḫ

35%
QUALITY

ᵜ ӟ

Home delivery service

і ιᴵҨ ј֧Ἃ
72%

Order whenever and wherever

ᴵҨ Ὴ ᶊ╞ їᴅ
41%

Easy to search & compare 
products

ΆӝḾ⅝ᵙ‬ ғᵝӡỤ
35%

9ŀǎȅ ǘƻ ǊŜŦŜǊ ǘƻ ƻǘƘŜǊΩǎ 
reviews

Άӝᴠ ָҚ￼ Үᵙᴭ
28%

Versatile product range

ғᵝ ָ ԅ
56%

Variety of brands

ᵝⱲ Ὅᶺ
54%

Locally inaccessible products

ҀֹẸᶊ≡ῶ￼Ѡ
32%

Non-local and oversea products

ᴵҨҀֹԅᶂᵙќּףᴿᶊ￼ғᵝ
26%

New products/short update cycle

ῶᾺᵝ/ғᵝ῭Ὰ ẙồ
23%

Products only available online

ῶҎғᵝᴱᶈ і ᵩ
16%

Service (e.g. housekeeping)

ᶈ іᴵҨ ḧῸחεḅḲᾤζ
10%

Low price

Ү⁪ӝḩ
62%

Promotion & 
discount

Ҹữ╗טᶺιἱ
Ἑדẙᶽ

57%

Trustworthy 
platform/seller

ῶӪệӡ ￼
Ẉᴶ/ẖḲ

24%

Products with 
guaranteed quality

ᴵҨҀֹῶᵝ Ӡ
￼ғᵝ

16%

59%
Agree that online 

shopping makes it easier 
for me to choose the 

right product
ѭ Ӕἅ῭ḳ῏ᶊ
Ὅֹᵀ ￼ғᵝ
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BROWSING FOR INSPIRATION HAS OFFICIALLY BECOME THE 
LEADING PURPOSE OF ECOMMERCE PLATFORMS FOR CONSUMERS
њṯ ởѬ Ӡײַ Ύ╟ᵘɎ ῡɏσ Ӝ ἄ Ỗᾴ┌ ӓⱴ
⸗ᵫẇᴵַײ ײַאָ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

63%

52%

47%

46%

44%

22%

22%

20%

16%

14%

12%

Hang around for inspiration ӝ ἧ♄ỵ

Purposively search product ῶ ‰￼ᾆ ᵬᵝ

Place order їᴅ

Check shipment status ‬ ⱶ╙

Check discount & promotion‬ ҸữӞ

Write reviews ֒

Check new arrivals ‬ ῶῂᾺᵝ

Consult seller for product info. v ᴆḲᵬᵝӡỤ

Compare price ⅝Ү

Share, recommend product, seller ֫ҕιὸ ғᵝιᴆḲ

Apply for post-sale service ּך ᵩᵅῸח

What consumers do on ecommerce platforms
┌ ᶇ⸗ᵫẇᴵӭқѰ

Purchase related ⱶ ԋ

Information related ӡỤ ԋ
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CONSUMERS USE PLATFORMS NOT ONLY AS TOOLS BUT 
INCREASINGLY AS TOYS
ᵂᾩε ṽΎểᶹ Ỗṕ ╤ịⱣײַ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

55%

52%

48%

31%

29%

26%

25%

24%

24%

22%

20%

17%

15%

12%

11%

10%

More versatile & fulfilling ּו╗῭ᶺ‾Ӽḫ
More efficient ּו╗῭ ᾦ

More freedom ̈̀ יּ
Improve quality of life ώוּ״╗ᵝ

Sense of novelty Ὰ ỵ
Gratification ◑ ỵ

De-stress I Ҩ ᾣἆ ᴙד
Up-to-date with fashion і ╙

More control over life Ḿּו╗῭ῶέίỵ
Surprises, delights ṇỬᵴ ṇ ẋ

More confidence ̈̀ ӡ
Elevate personal taste ώ״ᵝӈ

Express care for others ḾҤҚ ԋỌ
Sense of accomplishment, pride ἄṏỵι ẙ

Spoil myself Ⱬ, Ḡ ṯ
Inspiration and imagination ♄ỵᵙỳ ד

EMOTIONAL BENEFITS | Ỗֶכ
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ECOMMERCE PLATFORMS ARE LEVERAGING ENTERTAINING AND 
SOCIAL CONTENT TO BOOST SALES
⸗ᵫַײḎѷṝ ᵘ ҏṝ ѻᶇїᾘᶬẵ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

Games|╙Ở Livestreaming|ּבίᴅ Social| ҏḎѷᴢ֪Ҕ
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ñ
ñ

I really like finding interesting things online. 
Every time I view ecommerce, I always feeling 
like I am on a journey towards novelty.
- A Girl from Harbin 

ἅ⸗ָᵴ₮ᶈ іἧḄﬞ￼Ѡ ι⅛₭
ῶ ᴧאᵙ꞉᷈￼Ọừ

-ᵟṉ◔￼ ӈḁḚ

L ǎƭƛŘŜ ǘƘǊƻǳƎƘ ŜŎƻƳƳŜǊŎŜ ǿƘŜƴŜǾŜǊ LΩƳ ŦǊŜŜΣ 
especially when I am on the go or before 
sleeping. I always find many things I would like to 
buy. You can see I have more than 100 items in 
my trolley. It has really enriched my life.
- A Teacher from Gansu Baiyin

ἅ≡҆ṏҺᶈ і ӝ ι⸗ָῗᶈ іᵙ
ׁ￼Ὴӧι Ẃ ֹỄᶺѠ ἅ ỳҀι

ӑ ἅ ⱶ ῗ100ʌ ѦѠ ιỵ ╗וּ
⸗ָӼḫ
דּ- ︢ Ṵ￼ ӈᾨṷ

My folder for shopping apps ƛǎ ŎŀƭƭŜŘ άYƛŘǎ ƻƴ !ƭŜǊǘέΦ 
For real, I check it everyday, just like checking on my 
kids. I always buy too much, and now I started to sell 

on 2nd hand platforms even though some of the 
products have never been used. 

- A New Mom From Shanghai

ἅ￼ ⱶAPP￼ᾰҭ᷆ᴲɒ Ḥᵭɓι ￼ιאᶈ
ỵ ⅛ᶾ Һ ιӵṇ Ḥ ‾ ẂҀᶿ
ᶺιṰ ẦḊјᾸᶴ҇תἐ҃ιּה ῶҎҀᵻ‎

זּ≡ ￼ ᶈᴆ҇ἐ҃
-і╤Ṵ ӈᾺἐ



35SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

ONLINE CONSUMERS ARE ON THEIR WAY TO 
ά!55L/¢Lhbέ
╓Ɏѕ ɏַײ⸗ᵫ┌
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HIGH FREQUENCY | NEARLY 60% USE ECOMMERCE AT LEAST ONCE 
A WEEK
♆ | 6ở┌ ₤ᵔ ҹữấ⸗ᵫẇᴵ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

57%
65%

51%

63%

51%

37%

53%

59%

65%

Total Ởӌ

T1/2

T3/4/5

18-30 yrs.

31-40 yrs.

41-60 yrs.

MHI 3-8K

MHI 8-15K

MHI 15K+

ECOMMERCE USAGE FREQUENCY | ⸗ᵫӓⱴ ♆

җ м κ  ǿŜŜƪ ⅛ᵕ Ṉ1₭ < 1 / week Ṉ҈⅛ᵕ1₭

Tier 1&2, younger and 
higher income 
consumers use 
ecommerce more often.
҇ ᾠԄᴣẉ

╦ ῭ ᵬכּזּ

4%

19%

35%

32%

9%

2%

җм ǘƛƳŜκŘŀȅ ⅛ᶾ1₭ᴣҨі

3-6 times/week ⅛ᵕ3-6₭

1-2 times/week ⅛ᵕ1-2₭

2-3 times/month ⅛ῴ2-3₭

1 time/month ⅛ῴ1₭

< 1 time/month Ṉ҈⅛ῴ1₭
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7.7 9 6.9 7.1 8.2 9.3 8.2 7.3 6.3

RICH EXPERIENCES | AVERAGE NUMBER OF PLATFORMS USED 
EXCEEDS 7
ᶹ | ₤ҙẇᶍⱴ 7-8ѥїᵂẇᴵ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

Total
Ӌ

T1/2 T3/4/5 3-8k 8-15k >15k 18-30 31-40 41-60

AVERAGE NUMBER OF ECOMMERCE PLATFORMS EVER USED

ẇᶍӓⱴ ᵫẇᴵᾎ⸗ײַ

ÅHigher tiers, higher income and younger population are more experienced in online purchase
Å ָᶝṴι ᾠԄᵙẉ ӌḾ҈ і Ҁ῭ῶ

Most consumers cannot 
remember all the 
ǇƭŀǘŦƻǊƳǎ ǘƘŜȅΩǾŜ ǳǎŜŘΦ Lƴ 
other words, the actual 
number of platforms 
used is likely to be larger.

ỄᶺҚῂ│ ệἍῶӔ
זּ ￼ẈᴶιὭ ѳι
╦ ḫ ￼Ӕּז
ᴵ ῭ᶺ
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DEEP IMMERSION | CONSUMERS BROWSE ECOMMERCE 
²I9b9±9w Cw99Φ h±9w I![C ¢w9!¢ L¢ !{ !b ά![¢9wb!¢L±9 
[¦[[!.¸έ
┼╔ | ᾩῑ ᾩ ε ᴀᾎṃԍӏѬɎּח∟׀מɏ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

67%

54%

27% 26% 26%
22%

15% 13%

Whenever free Before sleeping During meals During traveling Window-shopping Get-togethers During commutingMorning wake up

OCCASIONS FOR USING ECOMMERCE PLATFORMS

ӓⱴ⸗ᵫַײᶊᴿ

үӍῶ ￼Ὴӧ Ѫ ׁ ᴾ Ὴ ι ѧ Ὴ Һ￼Ὴӧ і ẐῊ
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GROWING ATTACHMENT | CONSUMERS SHOW INCREASING 
PREFERENCE OVER ECOMMERCE, AND HALF SEE IT AS AN 
INDISPENSABLE PART OF LIFE
ẵӗ | ҙҩ ᴦᵳ◄⸗ᵫεṃԍ Ѭⱳ∟їᴴ ײַ᷁ ֪

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

50%
I can't imagine living 
without online shopping
♪ḄҝỠїᾋ ⅍ῑ ∟ⱳײַ

60%
I like shopping online 
more and more
Ỡ Ύ ᵳ⁹ᶇ ѕ ◓҂
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¢I9 ahw9 t9ht[9 ¦{9Σ ¢I9 ahw9 ά!55L/¢95έ ¢I9¸ D9¢ 
εӗ ε ᾴҹɎѕ ɏַײ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

Evidently, reliance on online shopping increases as online shopping experience accumulates.

ᾭὯῘ ι ẉᾭ￼ᶭזᵙ ￼ ι ￼Ә ẙҺ ‎

39%
55%

64%

61%
45%

36%

< 3 yrs. 3-5 yrs. > 5 yrs.

User Frequency ⁸

<1 time/week Ṉ҈⅛ᵕ1₭

ˆ4 wlph2zhhn ⅛ᵕ Ṉ1₭

< 3 yrs. 3-5 yrs. > 5 yrs.

# of categories ever 
purchased online

￼ᵝ ᾭ

# of platforms ever 
used
Ӕּז ￼Ẉᴶᾭ

Choice for product and platform continuously 
expands as online shopping experience prolongs

ѯε Ғᵜᵘẇᴵײַ ᵿҹїᾘἣṜ

14% 21% 33%

51%
59% 48%

31%
19% 16%

< 3 yrs. 3-5 yrs. > 5 yrs.

Proportion of Online 
Expenditure in Total Spending

ѕᴈԄ ᾀ֦₦Ӕᴩצ

Decreased ῶἍ֟Ṉ

Almost unchanged ɡ ≡ᴪ

Increased to some degree ῶҎᶭז

Increased dramatically ʑẄẙᶭז

Years of using ecommerce
ӓⱴ⸗ᵫ

5.9 7.2 8.3

6.3 7.8 9.2
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MEMBERSHIP IS PROMOTED BY ECOMMERCE PLAYERS TO GROW 
USER LOYALTY
ᴾᶼ⸗ᵫ ὕ֦ҹᵓֹẘεΉ┼ẘ Ḧ♪ῑⱴỦ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

Alibaba 88 VIP
88ҹᵓ

JD Plus
ҕџPlusҹᵓ

NeteaseKaolaVIP
Ἕ ᴉ

ñ
ñ

I bought Ali 88, JD Plus, and KaolaVIP. I can 
check how much money I saved by having these 
memberships. There are attractive promotions 
too. I think they all worth buying.
- An Experienced Online Shopper

88Һᵔ Ἶ ᴊ ҖѠplusἅ Ҁ҃ιі
Һẁἅ ẁἅ ї‎￼ ẙι ҃
ⱡ ῶỄᶺҸữ╗טι ḫỄӪ
- ӈּכᵬ╦ Қ



ALWAYS EXPECTING MORE: 
CUSTOMIZATION, FUN & INTERACTION
╦ Ḿּכᵬ￼ῼể״ χ
ḧֺ ᵖᴣҊטớ

42
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BEING MORE & MORE EXPERIENCED, MOST ONLINE SHOPPERS 
BELIEVE THEY ARE GETTING MORE RATIONAL THAN BEFORE
לּ ᶬײַ εᶼ ֪ Ѭ ṮΉⱣ ҂

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

1% 7% 26% 55% 11%

Strongly disagree Ẃј ᵀ Disagree ј ᵀ Neutral ј ḧ Agree ᵀ Strongly agree Ẃ ᵀ

I am a more rational online shopper 
than before
εỠ♪ᶇ׀ҧ₦גּ ѕ ◓ΉוⱣ ҂

66%
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THEY CLAIM THAT IMPULSIVE PURCHASE ONLY ACCOUNTS FOR 
LESS THAN 30% OF TOTAL ONLINE PURCHASE
ᶇңҩּזΎε֖ח ѿַײ₦Ӕї 30%

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

IMPULSIVE VS. PLANNED IN ONLINE PURCHASE

Ѧ֖חᵘ ֭ ѿᴈ₦

28%
Impulsive

ח֖ ѿ
72%
Planned

֭ ѿ

ñ
ñ

I think I am more rational than before. After 
all, I have bought for so many years, I now 
ƪƴƻǿ Ƙƻǿ ǘƻ ŀǾƻƛŘ άǘǊŀǇǎέΣ ŀƴŘ L ŀƳ ŀƭǎƻ 
having more control over impulsive buying. I 
believe most of my shopping are planned.

ἅ ệἅ⅝ҨׁẔ ớת Ҏ҃ι⅞ Ҁ
҃ ѱᶺẉιẦḊἀệỘѱ ҃ιѼᶈ
ṓ ίֺј ѱ֗҃ט ἅ ѭἅᶽ ֫
￼ ⱶẔ ῗ ֮ớ￼
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ONLY ABOUT ONE THIRD OF CONSUMERS AGREE THAT THEY 
WOULD BUY MORE THAN THEY NEED
Ҝῑ 1/3 ┌ײַ Ѭε Ṯҹѿ⅍ⱴַײџ εỡѿᶾᶹ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

!ƎǊŜŜ ǘƘŀǘ άI always buy a lot of things 
ǘƘŀǘ ŀǊŜ ǳǎŜƭŜǎǎ ǿƘŜƴ ǎƘƻǇǇƛƴƎ ƻƴƭƛƴŜέ

ᵃỴɒἅᶈ іҀ҃ ᶺּזјі￼Ѡ ɓ

!ƎǊŜŜ ǘƘŀǘ άI often buy too much when 
ǎƘƻǇǇƛƴƎ ƻƴƭƛƴŜ έ

ᵃỴɒἅẂẂҺᶈ іјṇỌҀᶿᶺɓ

26% 30%
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ACTUALLY IMPLUSIVE PURCHASES ARE THE BIGGEST TRIGGERS 
ӆḪ ѕε֖ח┌ ᾴ⸗ᵫᶬ ѭײַ ᵻח

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

See something I like
ֹᵴ₮￼Ѡ ҃

Appealing promotions or discounts
ῶ Қ￼ҸữᵙἱἙ

Flash sales or limited purchase
Ὴἆ ἳ

Low price
ᵬᵝᵙῸחҮ⁪ӝḩ

Everyone around is buying
￼Қ ᶈҀ

Try new products
ὸ֧ᾺᵝṸῺṍ

See attractive ads
ֹῶ Ậἅ￼ẍᵓ

Add-on items for free shipping
֠ᴅץ ￼Ὴӧ ֹ ј ￼Ѡ

65%

54%

41%

37%

29%

24%

23%

21%

Triggers for Impulsive Purchase |֖ח ѿᵻ These triggers are all common cross different 
ecommerce platforms

ҍ֖ח ѿַײᵻ ε ᾩ ᶉ ָזּ

Post-purchase rationalization: A type of cognitive bias where 
consumers overlooks any faults in order to justify their purchase.
ѿᵄᴿⱣצσ ײӬṭַרּ ε ᴄΎ Ṏᾴ┌ ҹḽ
Ṯַײ ѿ Ѭ ᴿⱣצεᴎӓ Ṯѿ҂їỌ ỡ ᾫ
џײַ ѻҹӭ֦ ҧ֞ Ԓịַײ Ἒ
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BUYING EXTRA ITEMS TO GET FREE SHIPPING & GROUP SHOPPING 
DEALS ARE ALSO COMMON
ẉњεѬפ ֟ᴄᵘἱᴄַײ ֘ѻ Ḕᶇ

SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

On average, 

1 OUT OF EVERY 5 ORDERS, 

consumers would buy add-on item 
for free shipping
Ẉᶎ ι⅛5ắ ᴅѧι

Һῶ1ắѭ҃ץ ֠ᴅ

17%
online purchases trigger or are 
triggered by group-buying
￼ Ṟ҈ὔᴅ

εὸ ָҚ Ҁἆ ῷᴤ Ҁζ



48SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

HENCE, CONSUMERS ONLY THINK 
THEY ARE BECOMING MORE 
RATIONAL. IN REALITY, THEY ARE 
BUYING MORE THAN PLANNED.
ᴴ ε┌ ᴰᾴᶇổ ѕ Ѭ Ṯ
ΉⱣ ҂εӆḪ ѕεңҩᶇểᶹᶊ
ᾼі ҹѿַײ₦Ḫ ᶹײַ

A male from Shanghai bought too many products. To 
organize, he replaced some of his furniture to storage 
racks. He could not remember buying some of the 
products. Until now, some of the products still 
remained untouched.
‎ і╤￼ ӈּלớᵼѭ ᶽιּה Ṅ
ҎḲԏῲὭἄ ‟‎ặ ῶ Ҏᵬᵝ ץ
ј`Ἴ ιּה ῶ￼ᵬᵝỳј ‎` Ҁ



49SOURCE: RISING ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 GROWTH | ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER

YET, THEY ARE BECOMING MORE FAMILIAR WITH 
DIFFERENT MARKETING APPROACHES, AND MORE 
άSOPHISTICATEDέΦ

WINNING CONSUMERS IS GETTING MORE DIFFICULT.

ӆᾴε לּ ײַ ε
ᶇḄӌ Ѭѕεңҩַ︢ײᶹ҂ ү ᾭᵘ
ΊΎε Ệ┌ εẉ ᾮ҅
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61% 53% 49% 45% 43%

Product sales 
ғᵝ

Detailedreasons of 
negative reviews 
ғᵝṮ ￼Ѯ ᴝᵼ

Store credibility
ẖ ӡ ẙεḅ ι
֫ ζ

Additional reviews
ғᵝ￼ ז

Number of positive 
reviews 
ғᵝḄ ￼ᾭ ᵙᴉ⅝

38% 36% 31% 29% 27%

WOM from other
buyers I know
Қ￼ᴦ ἆὸ

If it is flagship store
ῗᵋῗᵝⱲ῁ ẖ

Reliability of positive 
reviews 
֫‘Ḅ ￼ᴵӡẙεḅχ

תּ ҈ ιᶃⱭᴡӵ

₩⸗ᶃ￼Ḅ ᴵӡẙζ

If the product 
introduction is detailed 
enough
ғᵝҟ ῗᵋ

Past purchase 
experience of the store 
ῗᵋῗҨׁҀ ￼ᴵ ￼

ᵬḲ

13% 13% 13%

Business scale of the
store
ῗẈᴶẖḲ ῗѦҚᵬἋ

Recommendation from 
professional buyers
њўҀἐ￼ὸ

Waysto demonstrate 
products
ғᵝҟ ᵒאΆẪῗᵋᶼ

Ḅ (ḅᶺ ẙ 3Dζ

Claim that if I makea poor 
purchase online, I will 
summarise experiences to 
improve the chance of good 
online purchase in the 
future

ḅ‛ἅᶈ іṍ Ҁ•Ѧᵝ

᷂ ҃ιἅҺỞ ιώ

῾‎ ᵝ ￼ἄוꞌ

41%

CONSUMERS ARE NOT AS EASILY CONVINCED AS BEFORE, THEY 
NOW EVALUATE PRODUCTS AGAINST MANY CRITERIA
ᵘҧגּ׀₦ε┌ ӅѵᴩỆΉ ΐ҂εңҩҹֶⱴΉᶹ ẘΎֵ
ᾘҒᵜḃᶏε ₆
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54%
There are promotions now and then. So if it is not urgent, esp. when 

there are shopping festivals coming, I will put what I like in the 

shopping trolley first, and wait to see if I can get better deals.

- A Consumer in Shanghai

ט╗ᶈ￼Ҹữא ѱᶺιḅ‛јῗỄ Ớ￼ι⸗ָῗồֹ ⱶ ￼Ὴӧι

ἅῶῊӧҺӾᾣ ⱶ ι ῶ≡ῶḄ￼Ӟ

-і╤ ӈ╦

{h¦w/9Υ wL{LbD ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 

MANY CONSUMERS CLAIM TO BEPATIENTANDWAITFORA
BETTERDEAL
ḽ҇ ҍҒᵜε ֪ҙấḉӄῡ εҧח Ệҷ ҭ―

ñ

ñ
The product I like is expensive and I want to 
get better deals during sales
ᵳ⁹ַײҒᵜҭ― εṷῗ ָữἎḖᾩӦ ѿ
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IN ADDITION, CONSUMERS ARE GETTING MORE 
DEMANDING, LOOKING FORBETTER, MORE FUN, 
& CUSTOMIZED SHOPPING EXPERIENCES

ẉњε┌ ѻᶇᴩỆɎἹ ɏε

ῙỂΉḃ Ήῑ ΉḦֹײַצ ◓Ӌ

{h¦w/9Υ wL{LbD ¢L59Υ ¢I9 b9² Chw/9{ C¦9[LbD /ILb!Ω{ 9/haa9w/9 Dwh²¢I μ╡χѧᶂּכᵬᴧṝᾺט ,WAVEMAKER 
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CONSUMERS HAVE MUCH HIGHER EXPECTATIONS OF ECOMMERCE 
EXPERIENCES; CUSTOMIZATION, INTERACTION & ENTERTAINMENT 
ARE KEY
┌ ḽΊΎ⸗ᵫӋ ᵑ♪֦ ẁ :ῙỂεṍԍᾴײַ

More personalized shopping/browsing interface
῭ ᵀἅ ṯ￼Ӕּזѽự ῭Ѧớק￼ ⱶ/╞ ףּ

30%

Recommend the suitable goods intelligently based on my preference
ἅ￼ᵴḄιΰ ᵙ ֝ᶊὸ ᵀ￼ᵬᵝ

26%

Customized products and services
ῶ῭ḧֺק￼ғᵝᵙῸח Ὅ

20%

Better shopping guidance (e.g. wearing recommendation, home decoration design)
῭ᶺ￼ ⱶљ Ὅ￼ὝṀἆấ εḅχ ᾉὸ Ḳ ζ

18%

INTERACTIVE & ENTERTAINING
ҏ҉ ј ᵕ

More vivid display (e.g. video, 3D, VR, etc.)
ԅטוּ῭ ￼ғᵝṝ ΆẪεḅχ 3D VR ᵒאΆẪζ

18%

More interactive shopping experience (e.g. livestreaming, demo, etc.)
῭ԏҊטớ￼ ⱶӌ εḅχ ᾘ ◗ ζ

14%

Make shopping process more interesting (e.g. game, lottery, etc.)
ⱶ ῭ԏῶ ᵖớεḅχṇ▫ἃ Ἲ᷾ ζ

14%

Enhance the social nature of shopping (e.g. browse virtual online store together with friends)
ᶈ Ὴљҙᴤ ῭ḄᶊҊטεḅχ Ὁ ẖ ζ

13%

CUSTOMIZED PRODUCTS 
& SERVICES
ḦֹצҒᵜᵘΐז
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MEANWHILE, THEY EXPECT CONTINUOUS IMPROVEMENT IN THE 
BASICS SUCH AS CONVENIENCE & VALUE-FOR-MONEY
ј₈ᵂᾩεңҩῙỂ⸗ᵫ ᶇᾛӜ ҷ ᶡ︠ᾛ ῑἵ ׳Ὕײַ

CONVENIENCE
ӜὋ

QUALITY & VALUE FOR MONEY
Ғᵜᵜ ј ҭ₦
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46%

38%

34%

29%

27%

21%

54% Offer more discounts and promotions
ώӗ῭ᶺҸữᵙӞ

21% Better selection of suppliers and products
ⱶẈᴶ῭ ἆѤ⁪ ẖḲᴣғᵝ

More simplified product search and comparison process
῭Άӝ￼ғᵝᾆ ᵙḾ⅝

Faster delivery
῭ồ￼ⱶ╙ Ὴ

Easierreturn and exchange
῭ӝὰ￼ Ὥ ε Ὥ ╙ ᴅι ₲ ֹ ζ

Flexibility to choose or change deliverytime and place
ᴵҨ῭ ᶊיּ Ὅἆ῭ᾡồ ￼ᶊ♇љ Ὴ

Watch and buy at any time anywhere
ῂ і ῗּו╗ѧ ᴵҨ Ҁι῭ΆӝҀֹүӍғᵝ

Accessibility of products & services in trend offline
╙ѧῊԌ╗וּ ￼Ѡ ᶈ іἧֹḾẔ￼ғᵝᵙῸח
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Fakeproducts
Ӭ א Ҡḕᶈ

56%

No quality guarantee
ғᵝ ᴠṮј

51%

Inaccurate size
і￼ṑ ј֝

48%

Concern on overclaimof 
products
ἻỌғᵝᵙ іḮҽј

30%

Cannot see or touch products
ῂ│ ᾑἆ ֹғᵝι Ҩҙ ҃
ḫ ừ֙

30%

Too many choices
Ὅᶿᶺι Ҩὠ

30%

Inconvenient returns and 
exchanges process
Ὥ ♩

59%

Inconvenient to consult 
customer service online
ᵛ іḭῸјΆӝ

11%

Inappropriate 
recommendation
іὸ ἅ￼ғᵝјᵀ

9%

Customer service not in time 
or not friendly
Ṁ ῸחјᶼᴣῊᴤḄ

9%

No recommendation
і ⱶῊј ệὸ

7%

Slow logistics
ⱶ╙ᶿỹ 39%

Concerns on damage 
and loss during 
delivery
ἻỌⱶ╙ ѧⱶ
ᵝὫᶐἆ Ѣ᷂

29%

Concern on privacy
ἻỌѦҚ 38%

Concern on account safety
ἻỌ іṹἋ￼Ḡԅ 27%

Inconvenient to register new 
account
├ԛṹᴺỄ ♩

8%

Complicated to operate
ᾛӐ ‎ῶ♇ᶶ  6%

EASY & SAFE TO USE
ẇᴵᾮⱴ ᵘḟԄ

LOGISTICS
◓∫

SERVICE
ΐז

PRODUCT
Ғᵜ

THERE ARE STILL MANY HYGIENE FACTORS WHICH CAN LEAD TO 
CONSUMER DISSATISFACTION 
₈ᶸεҟῑ ҍҼ ổѱַײἚ ỡї╤ổ ῑỂᾂᵰ
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╦ ֘ ỂῗWavemaker ￼ Ọι⁄צּ Wavemaker MOMENTUM ֘

ᵕῼ ᾭὯẓιἅҪᴧאԅר ᶀԓῶ50%￼╦ ᶈ ט ⅎṰ ῶ҃ Ặ￼

ᵝⱲӭḄε ט ⅎῗὝῄẂּו╗ѧι╦ ℅ῊẊ῾ғּו ҀỴᵇζ 50%￼

ῶ ẶӭḄẙ￼Қ ᶈѮט ⅎεѮט ⅎὝ╦ ῶ Ҁỳ│ιẊ ‖ᾠ ӡ

Ụ ⱶҨᴣẦḊӮ Ҁ֘ ￼ ⅎζғּ҃וḫ ￼ Ҁ ק Ԏ ᴵ￼ק ớῗ

≡ῶᵝⱲӭḄ￼Қ ￼6Ӥ

Lock in opportunities during 
consumer decision making process

Ỳ֗ ềᴾ ₡ѕַײῡҹ

Make full use of 
ŜŎƻƳƳŜǊŎŜΩǎ  ƳǳƭǘƛǇƭŜ ǊƻƭŜǎ

ӻ֪ᴦἽ⸗ᵫַײᶹ ү

INFORMATION

Ӡ Ύ╟

ENTERTAINMENT

Ḏѷ
SOCIAL

ҏ

PURCHASE

◓

ᵬᶈ῾‎ṄҨכּ ⱶ ӡỤ‎◊ ḏѸ Ґ ᶺ Ұᶈ ѧἡ◗῭ז ᵀ

ớ￼ ιḅẁיấ ᵝⱲ/ғᵝ Ṵᶋᾨ ấ ῭ Ḹ￼ּזἋԋ /CRM

ᾦ ᶭẄ Ґẽᵠד

ᵝⱲẔ῭ẦᾣẊ ỷᶊḾể╦ ֘ Ể￼ ט ⅎᵙѮט ⅎ ᵬᴵҨכֹּ

ᴧὤ￼јᵃ ι ῭ ᵀ֘ Ể￼ᾯᵀớ ᵬכιṏᴵҨ῭Ḅᴧὤּצּ

￼ᾦ

Through being used as a buying, information channel, entertainment and 
social platform, ecommerce performs a comprehensive role in driving 
brand growth. Ecommerce is used to fulfill multiple purposes including 
building brand/product awareness, market education, creating close user 
relations/CRM, performance marketing and magnifying social influences.
Since ecommerce is capable of performing multiple roles, understanding 
the whole consumer purchase journey through the lens of ecommerce is 
critical in designing successful marketing strategies in China.  

Wavemaker is dedicated to understanding consumer purchase journey. 
Through Wavemaker's proprietary Study, Wavemaker MOMENTUM, we find 
that 50% of consumers globally have strong bias towards brands in the Priming 
Stage (The Priming Stage is daily life, when consumers are not actively in the 
market to buy.), 50% of those with strong bias will convert to purchase in the 
Active Stage (The Active Stage is when consumers are actively looking to make 
a purchase, gathering information, shopping, making a decision.) Purchase 
conversion is 6 times higher than for people without strong brand bias. 

ECOMMERCE IS THE KEY TO WINNING AROUND THE WHOLE 
CONSUMER PURCHASE JOURNEY

ѭח ₡

ח ₡

ACTIVESTAGE

PRIMINGSTAGE

01
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ӻ֪ᴦἽ⸗ᵫַײᶹ ε Ἂ┌ ֗ ềѕַײῡҹ
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јᵃ ᶚ￼ּכᵬẈᴶᶈјᵃᵝ ѧ￼ỴѲῗјᵃ￼ Ṵᶋ￼ ק֫ ᵬẈכּ
ᴶ￼ᴠљ ᶽẈᴶ ‎ ᵀớ іљ ї￼῭ Ḹ ᵀ Ҩᴣ Ґּכᵬ￼ᴧṝ
ιјᵃ▓ ѳ҈ᴿᵝ ￼ỴѲṄҺᴪệ  ᶶז
Ḿ҈ẍᵓѮ ι ▐ῠӾḧѲּכᵬẈᴶḾ҈ᵝⱲᵙўחᴧṝ￼ҮӪ ᵃῊι
Ḿјᵃ ᶚ￼ּכᵬẈᴶι ▐Ԏ Ҩᴣ ṯᴠљ￼ỴѲιḅ֫תᵝⱲấ Ẉᴶ
ṝ љӡỤẈᴶ ᾨ Ẉᴶ ᾦẈᴶ קᶫ￼ᴪעᵬכֹּ ẙι
ҚᵔӠὙ♄ᾧ￼ ḻדιҨᴣљῊ ￼ ╜ᵙ ‎ Ὴ￼ צּ ᾯ

HORIZONTAL 
ECOMMERCE 
PLATFORMS

ᴿ ⸗ᵫẇᴵ

VERTICALS/SPECIALIZED 
ECOMMERCE
PLATFORMS

ᶗּבỡ ֪

OUTSIDER & 
SOCIAL

⸗ᵫẇᴵᴢ ҏ

Different ecommerce platforms perform different roles for different 
categories. The dynamics of different channels for each category is getting 
complicated with ongoing market segmentation, entry of non-ecommerce 
players, growing comprehensiveness of large platforms, integration of online 
& offline, and the expanding social commerce.
For advertisers, clearly defining the values behind ecommerce platforms for 
brand and business development is a must. At the same time, it is necessary 
to have a comprehensive understanding of different ecommerce platforms 
and the roles they play relative to your category. Considering the vast 
changing ecommerce environment, marketers not only need to stay 
sensitive and observant, but also adjust their strategies with regards to new 
observations and tracking.

02
PLATFORMSTRATEGYNEEDSTOBECLEARLYDEFINEDONTHE
CATEGORY & BRANDLEVEL

╒᾽Ḧѱїᵂ╕ ײַ εҧᴢᵜ●ַײᴟјổѱ
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ᶡ︠ ₱

GETTING THE BASICS

Ḣᵱᶢ Ӡ

׳ ₱

GETTING THE FUN & COOL

ᶭẶҊטớљѸ ớ

ѥ ₱

GETTING άt9w{hb![έ

῭ᶺњҕљḧֺ

03
BRANDS MUST CONTINUE TO OPTIMIZE ECOMMERCE PLATFORM 
EXPERIENCES TO IMPROVE CONSUMER SATISFACTION

ἵ ҷצ⸗ᵫẇᴵӋ ε׳ ┌ ⸗ᵫ╤ổẘ

Consumers have concerns about using 
ecommerce platforms with regards to 
product, delivery, service, etc. In other 
words, these fundamental aspects should 
still be the focus of the platforms. (view P53 
for details).

Ḿ҈ּכᵬι╦ ᶈғᵝ ⱶ╙ Ὸח
Ά Ҡḕᶈ ᶺἻ ἆј◑ Ὥ ѳι
Ҏᶢ ιҠẔ ῗẈᴶῳ ￼ԋ├
♇ι ừ ᴠⱢ53

Other than the fundamentals, consumers 
are raising their expectations, especially 
on creating interactions and being fun. 
These aspects will act as a solid foundation 
to strengthen and further improve brand 
success in ecommerce.

҃ᶢ  ∂ѳᶹι╦ Ḿּכᵬӌ
ώ֧҃῭ ￼ῼểιṎԎῗᶈҊטớᵙ
Ѹ ớ￼Ά Ṅѭּכᵬᶈּו╗ΆẪ
ѧ￼῭Ặ▒ ᶛ῭ᶓḫ￼ᶢ

Demand for personal customization is not only limited 
to the product, but also includes user and system 
interface. Platform owners and sellers may use 
multiple ways to customize and provide άǇŜǊǎƻƴŀƭέ 
experiences and services. Examples may include 
personalized product recommendations, VIP 
membership, exclusive products & services, etc.

Ѧớק￼ ∂јҝӌאᶈᵬᵝṖ ιᶈӔּףּז ᵙ
Ṗ Ѽ Ẃ ֧ ẈᴶᵙᵬḲᴵ ᶺΆ ￼

ḧֺ‎ώӗњҕ￼ӌ ᵙῸחιӕḅּף ￼ḧֺק
εӕḅɒ׳Қ׳ ɓζ Ѧớקὸ ҺᵔἆVIP
ӌ ιњҕ￼ғᵝᵙῸח ι‎ώ״Ӕּזӌ
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02

LOW TIER CITIES & RURAL AREAS
ӈ ᴢ֓ῦṳᶊ

Take advantage of existing logistic networks and mass population to 
develop market for low tier cities and rural areas

Ṱזַּ Ḅ￼ⱶ╙ ιẦᴧҚᴭ ᶽ￼Ӊ ᴣ֔ Ṵᶋ

Make use of oversea growing demographic dividend to convert oversea users including 
oversea local and Chinese consumers

Ἥӊ╤ᶹҚᴭ ַῼι ᴨ῭ᶺ￼╤ᶹḭ ιӕḅᶈ╤ᶹ￼ᴂҚᴣẸᶊ╦

Help άǊŜǾŜŀƭέ the invisible users, such as senior shoppers and students, through providing 
easy to use platforms or systems, safer payment methods, or assist in creating independent 
accounts and personal buying experiences

῭Ḅẁי ẻּזἋάא έιḅ ҦҀἆԊҕ Ἃ￼ѧ ẉᵙ Ṉẉ ӌιѭҤҪώӗ῭῏Ӕ
Ẉᴶἆ￼זּ ῭ḳ῏ᴣᾣỌӔּז￼ᾟҥΆẪ ιẁיԎấ ꜠ ￼ Ἃљ ⱶӌ

01

03

άLb±L{L.[9έ USERS
Ɏ ẺɏⱴỦ

OVERSEA
─ᶸ

04
DEVELOP PRECISION TARGETING ACROSS AUDIENCE SEGMENTS IN 
ORDER TO OPEN UP NEW SOURCES OF GROWTH

֜ ỴṜⱴỦ Ӌεấᴦᾚַײ∫ Ύ╟

To overcome the declining demographic dividend, it is necessary to search and expand brand penetration 
with new user groups.
ѭ҃ Қᴭ גּ￼᷂░ַ ι Ἃזּ￼ὂṝᾺד ӌ‎ Ὰ￼╙ ◊
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Be open to localizing brand positioning 
to succeed in different markets 

ᵝⱲ ḧֺ ᶆק￼ḧӈ ιצּ јᵃṴᶋ

Bringing Oversea Brands into China

╤ᶹᵝⱲ ‎

Bringing Local Brands Oversea

 ᶆᵝⱲ ֧ᴞ

Regional expansion is always one of the core issues for brand and business 
development. Ecommerce is becoming a popular way to test new markets.
However, the vast growth of ecommerce makes it easy to be deceived as άƛǘ is easy 
to ǎǳŎŎŜŜŘέΦ Entering new markets requires rigorous market communication and 
business planning (especially important is understanding brand positioning for new 
brands). One of ²ŀǾŜƳŀƪŜǊΩǎmajor focus is to assist local brands to expand 
overseas and importing oversea brands into China. We are dedicated in using 
scientific marketing methodologies to drive brand growth.

ᶊᶟὂṝ⇔ ῗᵝⱲᵙўחᴧṝ￼⁄Ọ ѳ ιῂ Ḿ҈ ᶆᵝⱲ￼ᶫᶹἛắ ‎צּ
ι ῗ╤ᶹᵝⱲ ᶃ Ԅѧᶂ ιּכᵬṰ ẦḊἄѭ ẙ ￼ ↨ᾺṴᶋ￼Ά

Ẫ

ⱡ ιּכᵬ￼ ᴧṝѼḳ῏ ἄɒ῏ἄו￼Ӭ ɓι ԄᾺṴᶋ ẂѤ ￼Ṵᶋ
ᵙўחᴧṝ εṎԎῗᾺᵝⱲᶈצּ Ṵᶋ￼ḧӈ ζצּ Wavemaker￼ ♇ўח ♯

ᶟѳ ӝῗדי ᶆᵝⱲ￼ᶫᶹἛắҨᴣ╤ᶹᵝⱲ ԄѧᶂιῼểҨ ḙ￼ Ά│ ‎
ᾟὙ῭ᶺᵝⱲ￼ўחᴧṝ

05
A BRIDGE BETWEEN CHINA AND WORLD, USING ECOMMERCE TO 
TEST NEW MARKETS

ṫⱴ⸗ᵫ ֦ᴝ Ύε Ộ ₯ᾚṳᶊ
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ABOUT US | Ԋ҇Ỡҩ

Wavemaker ῗ Ḳ Ḑҟҽᾘ ԓḳ ᵙ Ἡ Ὰ҈ ￼ᾺᶚҦתԇᴻι ў қײ Ӻ ἅҪ ҈ד
╦ ￼ Ҁ֘ ỂιẊᶢ҈ Ά│ ιṄἅҪ￼ӔᵘљḭἋ Ѫ￼ўחὠἇ ὶ ἅҪֳ ҃WM 

Momentum ιḜῗԅר ᶀԓḾ╦ Ҁ֘ Ểῳԅ ￼ ἅҪ￼ 400000₭ι 35ѦṴᶋι
72Ѧᵝ ἅҪᶈԅרὊῶ8500ᵄᵔṪι֫ṵ҈90ѦᶂḲ ἅҪ￼ᵔṪ ὙPACED￼ ѭҮӪ ιј ￼

ֳ ᵙḄ᷈Ọד ט ἅҪ￼ўחᴧṝ ἅҪ Ṟ҈ ᵽι ῗWPP῁ї￼ԅרḐҟҽᾘἮ ԇᴻת ḅ
҃ ӡỤι www.wavemakerglobal.com

Wavemaker ѧᶂᶈרҖ і╤ ẍṩᵙᴇҖ ῶᵺѦהԇḯιὊῶ800ᵄᵔṪιῸ҈חᶂԓᶹҷᶺ ᵄᵝⱲιץὐ
᷉Ӹ Ἂḉן ᴂѭ ᵽ ᵙשּׁ Ṓ

Wavemaker is a billion dollar-revenue next generation agency that sits at the intersection of media, content 
and technology.We are obsessed with the customer's purchase journey and is what connects our mission 
ŘƛǊŜŎǘƭȅ ǘƻ ƻǳǊ ŎƭƛŜƴǘΩǎ ōǳǎƛƴŜǎǎ ŎƘŀƭƭŜƴƎŜǎΦ ²Ŝ ƛƴǾŜƴǘŜŘ ²a aƻƳŜƴǘǳƳΣ ǘƘŜ ǿƻǊƭŘϥǎ Ƴƻǎǘ ŎƻƳǇǊŜƘŜƴǎƛǾŜ 
study into how people make purchase decisions and have conducted over 400,000 surveys in 35 markets and 
across more than 72 categories. We are a business that is powered by the creativity and curiosity of our 8,500 
ǇŜƻǇƭŜ ƛƴ фл ŎƻǳƴǘǊƛŜǎΣ ǳƴƛǘŜŘ ōȅ ƻǳǊ t!/95 ǾŀƭǳŜǎΦ ²Ŝ ŀǊŜ ŀ ǇŀǊǘ ƻŦ DǊƻǳǇaΣ ²ttΩǎ Ǝƭƻōŀƭ media
investment management company. For more information, go to www.wavemakerglobal.com
Wavemaker China has a team of 800 people across four offices in Beijing, Shanghai, Guangzhou and Nanjing. 
/ƭƛŜƴǘǎ ƛƴ ǘƘŜ ŀƎŜƴŎȅΩǎ ǇƻǊǘŦƻƭƛƻ ƛƴŎƭǳŘŜǎ /I!b9[Σ 5ŀƴƻƴŜΣ 5ŀƛƳƭŜǊΣ IǳŀǿŜƛΣ aŜƛǘǳŀƴΣ tŦƛȊŜǊ ŀƴŘ ¢ƛŦŦŀƴȅΦ

FOLLOW WAVEMAKER IN 
WECHAT TO GET OUR LATEST 

NEWS AND INSIGHTS
ԋ├WAVEMAKERỉӡԇҷᴺ
Ὑ ệἅҪ￼ ḻљ╓
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THANK YOU!
Ỗ Ϊ
Contact ҙσlucy.hong@wmglobal.com


