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PENETRATION CONTINUERIBEB AND PLATFORMS CONTINUE

INNOVATE
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CHINA LEADS THE WORLD IN ECOMMERCE SCALE

In 2017, Chinese retail ecommerce scale
occupied49%.o0f the global market
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Steadily increasing contribution to
Chinese total retail salefom online shopping
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COMPARATIVEISERVICES SHEWENAIGHERSROWTH

ONLINE RETAIL SALESIONPHYSICAGOODS
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*Non-physical goods refer to
categories such as virtual
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ECOMMERCE GROWTH IS NOT DRIVEN BY ONLINE PENETR
GROWTH
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SO WHAT ARE THE NBRIVERS OF ECOMMERCE GROWTH?
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THE NINE SOURCES OF GROWTH ARE

STRONGER SPENDING POWER
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WITH STABLE DISPOSABLE INCOME GROWTH, ALM

OUT OF 5 CONSUMERS HAVE INCREASED ONLINE
EXPENDITURE
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DIGITAL CREDIT ENABLES CONSUMERS TO SPEND

INDULGENTLY
e S U AR g EHY
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which enables the financially unestablished young and student populations to binge buy; whereas for groups with highmacome a
online shopping frequency, thisan also encourage more spending.
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THE ENTRY OF MORE DIGITAL PLATFORMS IS ENH/
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OTHER DIGITAL PLATFORMS ARE
EXTENDING INTO ECOMMERCE
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BRANDS SHOULD NOT LIMIT THEMSELVES TO TRAL

ECOMMERCE PLATFORMS
Yo 'HRIHOezi gP €4 (BW
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SEAMLESS ONLINE & OFFLINE INTEGRATION ALLO

ECOMMERCE TO MEET ANY PURCHASE NEED
MsMi1ReYOUy, 0 r 41T WwiLsAY &% P

Online and offline shopping are both essential, 3

and | will choose accordindl Aa‘?,—%
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SPENDING GROWTH CONTINUES ACROSS MANY

DIFFERENT TYPES OF CATEGORY
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70% | Itis fast and easy for brands to enter the market through ecommerce channels. Therefore from clothes, spacks
and drinks to supplements, pet tools, ecommers&astlyexpanding on the number of categories. For
consumers, as long as they have bought the category before, they are willing to buy more. The expanding
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HIGHER INCOME CONSUMERS CONTINUE TO PLAY
IMPORTANT ROLE :
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SOCIAL COMMERCE IS MAINSTREAM, PLAYING AN
MORE IMPORTANT ROLE OUTSIDE OF TIER 1 CITIE

11 4
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Social commerce has come into follbomin recent years. Benefitting from the assistance of social media outlets such as Weibo,
WeChat, livestream and short video platforms, aonjunctionwith more interactive designs and UGC, tlesultingmarriage between
socialnetworksandecommerceNB F dzNb A &8 KSR (i K S imade (ThiShdXldapro@shgtrdrSfyrihed @ysliniption into a
much more entertaining and recreational pastime.
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Proportion of Sales Information in WeChat Moments
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9 6 % Nearly 1 in 3 WeChat Moments post is commercially related 6 6 %
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CASE
A

Using Mini programs for brand and produptomotion
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Momentsare packed with various advertisements and sales
details. This is common withif@o 5" Tier cities, and mainly
due to the fact that these people are more likely to run their
own small business fdiime or parttime. Many respondents
are managing their WeChat groups avidmentsconsciously.
Furthermore, they would add strangers as friends and share
advertisements and sales details.
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ECOMMERCE PLATFORMS ARE AGGRESSIVELY PU
OVERSEAS GROWTH
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CHINESE CONSUMPTION OVERSEA OVERSEA CONSUMERS

s Eeleey
. For Oversea Consumers
w Interms of delivery, Cainiao is connected2®1 warehouses and is able to deliver
packages to Russia, France, Spain, the Netherlands and manyEsstitAsia
countries within 72 hours. MARKET

5 in over 200 countries. They also accept payment in 18 oversea currencies.
Alipay marketing their online paying and tax | © On2017 B11, Tmall announced promotions of 100 domestic brands to over 200

reimbursement services oversea : : .
w NeteaseYanxuan also supports oversea delivery to over 28 diffevenntries

- s ¥ y ) AT y 8 — U
HHHp s oXxp4 Hy MMon For Foreigners Livingp China I i R 9
i we e N w Baopals, a website created by 3 Americans in Shanghai, aims to help foreigners sholl sl L =
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STAGGERING POTENTIAL EXISTS FOR BOTH ONLIN

AND SELLING IN RURAL MARKETS

~
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RURAL ECOMMERCE IN THE MAKING
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Alibaba already cove00 counties 22 thousand villages
ttn’' 3e “bT S 450052 b

JD has built county service centers and JD assistant stq
in more than1700counties
XCPH 1700Mie 3 4NV~ 31 0na O=H)KCAv h

Suning operated770regular chairstoresand overl0

thousandcustomer service centers in approximatél§00

counties
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Coverage rate of rural delivery statioasceeds 80%and
Is capable of satisfying delivery demands8D million
rural population
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Total Rural Online Reta%ales
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+39.2%

2016 (100 million RMBY f ) 2017

12449

Number of Rural Onliné&tores
R e

816 +2o.7%

2016 (10 Thousand} ) 2017
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~ Jasmine Flower Grower from Guangxi Hengxian County
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Photo byWavemakernsightsTeam inFieldwork
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| can buy many things on Rural Taobao that otherwise | would have no where

to buy. Lots of decorations | use are also from Taobao, there are many
designs for lighting. | can alboowseour Rural Taobao station when | am

bored just to see what things other people buy, and whether there is
anything new.
- AJasmine Flower Grower from Guangxi Hengxian County

You all can buy my apples on Taobao. It is 8fyBper halt
Kilo, a much better deal compared to other markets. | 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
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Photo byWavemakeinsights Team in Fieldwork
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Billboard outsiderural Taobao
showing theirone-stop service
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Banner in front of Guangxi
Hengxian County government
promoting ecommerceusage In
fact, many low tier cities are
promoting ecommercecoverage
and growth
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Ecommerce service stations in Jingtai County and
Yongtalgw Cheng Gansu Province

TI'
on e

-

U T3CQ3IR‘:'T

Taobao service stations in Hengxian County,

Guangxi Province
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GLBELTL [ 95 T 9bLhw [IThtto
ACCOUNTS OR BUY THROUGH OTHERS, WILL

INCREASINGLY OPEN PERSONAL ACCOUNTS
LY MEHWY AWy Uem pd» w3j Hv

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

AOwW yMdb A OBJ)KO(O’Z’THH'OBJG'-'{JO’epl AR o NebaHO, KK!' @Hp B 3 v
NpZ1t Pp ébt ANh " Asvm> AT 2D

-A56y.0.4 b S gé®nliGe Shopper

=0=Total O’y 18-30 yrs. =0=31-40 yrs. =0=41-60 yrs. . Some seniors Haew
46% . A Share accounts Anp U |
. A Ask children to buy for them A dAHD i
. A Buy for each other Al a w W |
31% . A Group buy A |
284 O y daughter used to shop online for me. But now | can be
 uRirtte AyRSLISYyRSyiGo L ¥Sét
E——) offe toshop online in our dancing group. | start buying more
! ndmore onlineand | help the whole group tehoptoo!

Concerned about card thefConcerned about erronousConcerned about account: @ | W& CH Np&h™ Y /AEFHT 1| EAPI
I O TR payment input lock due to mistyping | @& f aC AT T wEA Dp di €GO b8l éU i

: ' 0 password | Er CO o B Ohwo 0B} ¢ i

N OL N Fsa - y56S @il AK ~Nd
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THE RISE OF CONSUMBKEONSUMER MARKETPLAC

FACILITATING THE SECBIKND ECONOMY
Uz BW! ¥ Ud £y &c

By the end of 2017, Xianyu has ™ really bought a lot of things online! Plus, we are all
A 200 million registered users nuying new things to replace the old ones all the time.
A 16 million active sellers #2YS 2F UKS a2t Re UKAy3da I N

A45,000 flsh pondg sell and buy secontand stuff online nowadays. | bought
A 41% user interaction rate SECONIBIAND
ou my baby cot there too.
o ECONOMY
hﬂ E= - A 29y.0. NewMom
WERERS 2017w z | T 06 GG A GO R ) T TR
A2k 1 A 2 SRS R o o LSk e LR W e
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A 45¢ TR e deele (R MORS B 440 G oosiH
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“ ~ Y 295 A
~
SOURCKianyuofficial statistics from the Internet, h A1 24 WA\{)EM‘AKER
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CONSUMERS REMAIN VERY OPEN TO TRYING DIFF

ECOMMERCE PLATFORMS
Feb o Hel Lt eyl

ANActually | tried many (platforms), and

2YS L R2yQlU NBYSYO 9
Average number of n Y

Average number of

Iaw an ad, or someone recommended,

platforms known platforms used Iwould give it a try because all it takes is PASLQgHNI% .
wx 1 uvw!l A WX avy " w!' A to download an app
% ‘ 3 : - Manyrespondents NI AP 210
JOIN SHOPPIN(
& Th 5 o s j 6 FESTIVALS
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'
. v
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AS WELL AS DOUBLE ELEVEN, THERE ARE MANY C
IMPORTANT ONLINE SHOPPING FESTIVALS

e lp QUG I S P ]
fwafe ‘99%, <97%’ ‘94%’ ‘84%’ ‘73%' <64% ‘61% g
LASTING
PASSION TO TF
80%

NEW APPS &

61% JOIN SHOPPIN
: FESTIVALS
Expectant 0 wh o -
| E =20 23% !
. . 15% 15%

Chinese New

Double Elever Double Twelve Women's Day 618 Prime Day Black Friday

, Year = 3 e
2 2 'l ’ Aeal 618 b o I Ql U
W I : ‘
=z v
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CONSUMER ENGAGEMENT PATTERNS ARE DIFFER

BRAND MUST TAILOR STRATEGIES TO EVENTS
e si W el ol At e W
4 S5

PARTICIPATION OF ONLINE SHOPPING FESTIVAL M Prepare in advance 9
Ms =7 uv3j W s

M Participate that dayf 3 v /b
~ o~ LASTING

PASSION TO TF

Look around that dafg 3 X

NEW APPS &
JOIN SHOPPIN(
FESTIVALS

W"'f) j -
f

Double Elever Double Twelve Sl e Women's Day 618 Prime Day  Black Friday
] Year (4 r Ly =T 7
2 g=1] W ¢ A el 618 b oW I Ql U

'
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TRANSFORMATIVE ROLE OF ECOMMERCE:
INFORMATION ENTERTAlNI\/IENT & SOCIAL
g i dOyrb FWJ 0B} W

W
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ECOMMERCE IS DEEPLY EMBEDDED IN CONSUMER LI
PERFORMING MULTIPLE ROLES

INFORMATION
3 Y|
@ PURCHASE @
W 3
vsc;cw_

ENTERTAINMENT
Dv

LA |
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9/ haa9w/ 9 L|{
VARIETY, AND COERFECTIVENESS

CLiCLIELBD

FUNCTIONAL BENEFITS OF ECOMMERLCE |1en /

Home delivery service

[ [ S L
Order whenever and wherev
@S s Bt D
Easy to searck compare
products
AXM%=>1 B
9Fae G2 N
reviews
AXv O, K@i Ys &

U
TSN

thon

SOURCRISINE L 59Y ¢

90%
VARIETY

"HA I;

Versatile product range

| e U

Variety of brands

P W "Or

Locally inaccessible products

i C Es=®DECO

Norlocal and oversea products
' @QC =f > kK QR g OBl B
New products/shortupdate cycle
OWAB /F B A yO
Products only availablenline
QOPfBPEPDIi- o

Service (e.g. housekeeping)
e IS h Zone boke o€

b9z Chw/ 9{ C! GROWBH

80%
VALUEFOR
MONEY
H

Low price

YT Xh
Promotion &
discount
Wilq 071 I
ETy 2

35%
QUALITY
2

Trustworthy
platform/seller
©w6é 3 Gl
WJ /h K
Products with
guaranteed quality
L2 G0 P13

oeiF B

/1 Hixa @D DA/ Aard 9 wWAVEMAKER

I hb{!' a

Agree that online

shopping makes it easigr

for me to choose the
right product

mA  EQT KT S
O T osiF B

WM
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BROWSING FOR INSPIRATION HAS OFFICIALLY BECOME TH
LEADING PURPOSE OF ECOMMERCE PLATFORMS FOR COl

6320 I
529 I

What consumers do on ecommerce platforms
r 4nzww! 3 gV

Hang around for inspiration A by
Purposively search produi” %09 J b B

47% Place ordeii D
46% Check shipment statds ~ + L
44% I  Check discount & promotibn™ Y & 3
22% Write reviews
22% I Check new arrivals ~ G 1) A B
20% Consult seller for productinfs. » Kb B 3 U
: 16% I Compare pricés Y
Il Information relateds U™+ 14% I Share, recommend product, sellerp 1 0 f B 1 K
Purchase related +~ 12% Apply for postsale servicq ¢ @ ON
SOURCRISIN@ L59Y ¢1 9 b92 Chw/ 9{ C!GROWBH) /| Hix"®pP b/ Ad 9 wWA/EMAKER 31 WAV‘émgKER



CONSUMERS USE PLATFORMS NOT ONLY AS TOOLS BUT
INCREASINGLY AS TOYS

More versatile & fulfilling 5™ » = X h
More efficient 1 57 @
More freedom™ 5

Improve quality of lifed " 1 5 P
Sense of noveltA y
Gratification» vy
Destress @ ®OA&A a7
Up-to-date with fashion i L
More control over lifeM1 5™ &€ i
Surprises, delights Us n. x
More confidence€ s 3
Elevate personal tast® " B 4
Express care for othetd H K O
Sense of accomplishment, prideé y 1 sy
Spoilmyself Z,G s t
Inspiration and imagination y =y T

EMOTIONAL BENEF|TSO, >

26%
25%
24%
24%
22%
20%
17%
15%
12%
11%
10%

31%
29%

48%

52%

55%

LA |
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ECOMMERCE PLATFORMS ARE LEVERAGING ENTERTAININ

SOCIAL CONTENT TO BOOST SALES

: e DV T oni Hma

Games|L &

KEFTEEN

BRR of RMSH | @

FRRO1AE

HEDA %
BERKX ‘.‘
FEIGE

SOURCRISIN@ L 59 Y

uvpf

LivestreamingR i D

\ >

T4 455

DTS

it & NE  AIRIEE HNAES ekl

AMER? R\

Chw/ 9{

C ! GROWBHD

g

&

9 mehxg [EEFRRE

W R Zosn A HE (819 AR 4 1k TN
71207 EE 2078 2604 ) ) £ 8 AR 4T R

Social pDVz., B

1

EEEDER

. MACEF B A RS

/1 HixA @D DA/ HAE 9 WWAVEMAKER

-

£8(174)

ZAHEMAC See SheerB
We. ..

Lady Bug
macZ2ERERNIEF -

%"-F

¢ +tHEPKE < 0

—EHHFERmac t55
BRENILMANRERR...

L]

F -
7~ -
& 3

ZERENMacOI ), &

HangerlB, ..
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SOURCRISIN@ L 59 Y

¢ I

9

| really like finding interesting things online.
Every time | view ecommerce, | always feeling
like | am on a journey towards novelty.

- AGirl from Harbin

Gz. sFpAi B ®CO | WK

OIAN>=: T LQ'%J;QCI’
-d n 8 yakE

My folder for shoppingippsh & OF f f SR &G YA R:
For real, | check it everyday, just like checking on my
kids. | always buy too much, and now | started to sell
on 29hand platforms even though some of the
products have never been used.
- ANew Mom Fronhanghai

O F APREBIG T- I p” Hd b1 ~ GBI Np

VATV i el D | ey B = [TV ol

L af ARS (KNRdJAK 502YYSNDST%%%V'§®’§N5 LQ?‘S "%J\L%SFZ

especially when | am on the go or before
sleeping. | always find many things | would like to
buy. You can see | have more than 100 items in
my trolley. It has really enriched my life.

- ATeacher from GandBalyin

0 =250 R A R e gl 2
; 'oBJHowW'EAGD& v Cl
% s e "7 1000 ACO 1Yy 1 g
=, Xh

T T UBE yQu

-1 TLJ UAe

‘a4

WM
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ONLINE CONSUMERS ARE ON THEIR WAY TO
a! 55L/ ¢Lhbce



HIGH FREQUENCY | NEARLY 60% USE ECOMMERCE AT LEA
A WEEK
el b e A Y A EW]

ECOMMERCE USAGE FREQUEN®@¥g v ¢

X M KY%v egI1E] m<1/weekN: Yo 1K

Total &'y 57 % xu A vseiai [ 4%
T1/2 6506 I |
i 36 times/weekvs+ 3-6¢ |GGG 19%
T3/4/5 5100 I |
18-30 vrs. 30 [ — 1-2 times/weekYsv 1-2K _35°/c
y 63@ Tier 1&2, younger and i ]
31-40 yrs. 51%_ higher income . ,
i P 2-3 times/month ¥ o 2-3K _ 32%
41-60 yrs. 37%— ecommerce more often. i
MHI 3-8K 53%- - zla (/;)T%i ’\E/)v 1 time/month Ys o 1K - 9%
MHI 8-15K 59%_ < 1 time/monthN’z %@ 1K F 2%
MHI 15K+ 6506 I

WM
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RICH EXPERIENCES | AVERAGE NUMBER OF PLATFORMS U

EXCEEDS 7

AVERAGE NUMBER BEFOMMERCH_ATFORMS EVER USED
wWx av vzww! A

A Highertiers, higher income and younger population are more experienced in oplirghase

A 4. eyl P w "~ yMidi CT&d
7.7 9 6.9 7.1 8.2 9.3 8.2 7.3
TO;a' T2  T3/4/5  3-8K 815k  >15k 1830  31-40

e

41-60

Most consumers cannot
remember all the

LI FGF2NY¥a GKS
other words, the actual
number of platforms
used is likely tdoe larger.

LA |
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67%

Whenever free

Yy MG ©BBIHG6

Ow Cw99d hx9o9w [ ![] C ¢w9!

IMMERSION | CONSUMERS BROWSE ECOMMERCE
9 +
!

OCCASIONS FOR USING ECOMMERCE PLATFORMS
av=w'gR

54%

27% 0 0
0 26% 26% 2204

15% 13%

Before sleeping During meals  During traveling Window-shopping Get-togethers During commutingMorning wake up
R Rzl = radll H [ h@HG i Z'H

LA |
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GROWING ATTACHMENT | CONSUMERS SHOW INCREASING
PREFERENCE OVER ECOMMERCE, AND HALF SEE IT AS AN
INDISPENSABLE PART OF LIFE

oo
| like shopping online | can't imagine living

more and more without online shopping
(@ Bl i I g -t » Bk O A AT A v w L

piii
)

WM
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¢19 ahw9 t9ht[9 '{9> ¢19 ahwo

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

"QTQT | WwWiQoBW T 5 4 @M/ d B yh
User Frequencyl 8 Choice for product and platform continuously Proportion of Online
_ 5 expands as online shopping experience prolongs Expenditurein Total Spending
<l time/week N’z v 1K A 3 € U Feu\Ww!l [ syl 'Hn R Ns 3 3 (:]” N /Ep N
"4 wl phZszan N DK =
Decreaseddo A N
# of categories ever Almost unchanged = w
45% 36% purchased online 6.3 7.8 9.2 Increased to some degreég P W 1
61% A o8 1 "Q Increased dramatically Wy w
19% 16%
o # of platforms ever S1%
55% | used 59% HE
39% £ EW 0 5.9 7.2 8.3 51%
14% 21% S
Years of using ecommerce
<3yrs. 3-5 yrs. > 5 yrs. av - e/ <3yrs. 3-5yrs. >5yrs. <3yrs. 3-5yrs. >5yrs.

WM
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MEMBERSHIB PROMOTED BY ECOMMERCE PLAYERS TO G
USER LOYALTY

(Y4 . o y o e =t L4
Bz 2P O, w2 Wwe H+W H»Y»T v U
Alibaba 88 VIP JD Plus NeteaseKaolaVIP
884 ° b I Plusd AZEES]

~Y

| Bought Ali 88, JD Plus, aKkdolaVIP. | can
cfleck how much money | saved by having these

memberships. There are attractive promotions
too. | think they all worth buying
- AnExperienced Online Shopper

J XKCPplust C7 1 i

z~,'|
hwd Vwaéa =~ 71 88 yi =
e TE e
: Ay e

g 7

WM
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ALWAYS EXPECTING MORE:
CUSTOI\/IIZATIQIFFUN & INTER_AGT}.N

~

e a M3 b BIQ) =ldls

ey :r..,-:-::r.x:-*.,_-.i.-_:-.:.. R P T
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BEING MORE & MORXPERIENCHWBOST ONLINE SHOPPERS

BELIEVE THEY ARE GETTING MORE RATIONAL THAN BEFOI
i oA Sl Sherg L e N P

| am a more rational online shopper

6 6 %than before

WNIE e O As. =0l P ¢

1% 7% 55% 11%

Strongly disagree Wj { T Disagreg 1 T  ® Neutral] h ®Agreel T mStrongly agree Wy T

WM
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THEY CLAIM THAT IMPULSIVE PURCHASE ONLY ACCOUNTS
LESS THAN 30% OF TOTAL ONLINE PURCHASE

NHaaT YE N WU NAI 30%
IMPULSIVE VS. PLANNED IN ONLINE PURCHASE
= ~yY
A T e B e w3~
m lam more rational than before. After
I, Iave bought for so many years, | now
0 RS s G SR R LR PR G e T o B TR R e
28 /O having more control over impulsive buying. |
| si ® believe most of my shopping are planned
mpulisive
n w a é&%CQ“AZ_,n(z’ B 106
L e NAS AL B s T Ca)
iy i e | Lt s e g i
Planned 8; F Z T~ O e
W ~Y
WM
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ONLY ABOUT ONE THIRD OF CONSUMERS AGREE THAT TH|
WOULD BUY MORE THAN THEY NEED

26% ‘ 30%

I 3 NB S | alwiyls buy arlot of things I 3 NI S | afteé buy todmuch when
0KIF G | NBE dzaSf Saa ¢KSY &K?2LILAK2AIINWYET y256f Ay S €
aYpapAdi CO AT i ®CODb a YpAdWWhpAdijnOCerhp

LA |
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ACTUALLY IMPLUSIVE PURCHASES ARE THE BIGGEST TRIC

SR Ry itz LBl i Py
These triggers are all common cross different
ecommerce platforms

Seesomethingllil ? S S R e [ e O I i
~ s F@ICO T ,/

Triggers for Impulsive Purchage N Wit A

Appealing promotions or discout
O Kosyi=iE
Flash sales or limited purche S
Ha !
v
bR =0ONYT %nh
Everyone around is buyi _WW
BiK p C
Try new progluct
0. AR UQO
See attractive ac Postpurchase rationalization: A type of cognitive blas_ where
~ o A G G o consumers overlooks_,_ any fal;lltS in order to Jystlfy their purchage.
: : e WS Ry RENG o Rl e ol elc’Y Oa 4wl
: Add—onltemsforfreeshlppw Sy B S e e g e e
DY ©GBIHO ™ j 083CO By OWS n Jiv E
WM
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BUYING EXTRA ITEMS TO GET FREE SHIPPING & GROUP St
DEALS ARE ALSO COMMON

On average,

consumers would buy adan item online purchases trigger or are
triggered by groupbuying

for free shipping e
Wz a 1| %58 DAl LQQJJ"J L2 UD e
heoldw Y a° D S e i

LA |
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HENCE, CONSUMERS ONLY TF
THEY ARE BECOMING MORE

RATIONAL. IN REALITY, THEY A '“,
BUYING MORE THAN PLANNELS =
e - Ibane = B T, |

- U : = I
HP 56 € ﬂ I:I S € Hl @ rl e s A male from Shanghai bought too many products. To

A | Y W 1 N: H i U organize, he replaced some of his furniture to storage
= racks. He could naememberbuying some of the

products.Until now, some of the products still
remained untouched.

[ s i =<8 U'Dé”rrx 21 ns N
B KT orQo="-a k= Q=<PbhFE=2y
P e BT (e A Ml o U VR s RSy 3

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

OSOPHISTICATE
WINNING CONSUMERS IS GETTING MORE DIFFICULT

LA |
WAVEMAKER



CONSUMERS ARE NOT AS EASILY CONVINCED AS BEFORE

NOW EVALUATE PRODUCTS AGAINST MANY CRITERIA
Um| AaNe r 4lve EH i #eHeWw, v H 41 W'Y
b e

61% 53% 49% 45% 43%
Product sales Detailedreasons of  Store credibility Additional reviews Number of positive
FB negative reviews hgeysa bl 0 FB OB T reviews
FBRT 3 5y S FRB ©BQ =1 %
38% 36% 31% 29% 27%
WOM from other If it is flagship store  Reliability of positive If the product Past purchase (B A e s
buyers | know {Eei bV sh reviews introduction is detailec experience of the stor Claim that m ea.poor
Kar &o "B @l 39eby enough fefa@ ¢ @ @ purchase online, | will
n 2z 41 gAwd (FBRATE 47 b K summarise experiences to
W geB | 3y ¢ improve the chance of good
13% 13% 13% online purchase in the
- - future
Business scale of the  Recommendation fron Waysto demonstrate SR e
store professional buyers  products - B S ¢
T W hK T AKDA by CE DB FBRKJAONAAT ¢ 2 R e O (5 W © e IR Sy
B A= oy 3D¢ RS o 7 [ 1.0 e

WM
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MANYCONSUMERSLAIM TO BEATIEN ANDWAITFORA

BETTEREAL
o~

Vo

bEre - gdcs0 A0z BNEY [ —

The product | like is expensive and | want to

get better deals during sales
U e iR i AE O W

~

54% 2

(S0 T B (N 518 [ (I 5l b AR V9 o A ]+ E L 2

here are promotions now and then. So if it is not urgent, esp. when
ere are shopping festivals coming, | will put what I like in the
opping trolley first, and wait to see if | can get better deals.
- A Consumer in Shanghai

NpOEMFgq0 wriL b jTE OBl = {06 F‘EQ'{J]‘Hdl |
AGOHORhX® F 1| MM~ G= 6B i3
el T

WM
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IN ADDITION, CONSUMERS ARE GETTING MORE
DEMANDING, LOOKIN®RBETTER, MORE FUN,
& CUSTOMIZED SHOPPING EXPERIENCES

LA |
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CONSUMERS HAVE MUCH HIGHER EXPECTATIONS OF ECC
EXPERIENCES; CUSTOMIZATION, INTERACTION & ENTERT/
ARE KEY

More personalizedghopping/browsingnterface
CUSTOMIZED PROD "y T ds t T Sy T AGPEE r/FE 7
& SERVIC Recommend the suitable goods intelligently based on my preference

- T 0BJ
Vi i T G@is Bt 0T =47 50 .LQEJ?bB
Customized products and services
B P PR W) A i ©)
Better shopping guidance (e.g. wearing recommendation, home decoration design)
YA F b OBFYMAG A £byxMAO K Z

I NTERACTIVE & ENTERTA [l rsni Al S tad igdar e e

More interactive shopplng experience (e.g. livestreaming, demo, etc.)

“"TALEE Fy ebyx  H »7 M
Make shopping process more interesting (e.g. game, lottery, etc.)

R PR Vo ) Pl i 0 D B o 1 o Lhandl Lty B 8
Enhance the social nature of shopping (e.g. browse virtual online store together with friends)
pd Hm3ei " BsWoe by OAdhM

WM
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MEANWHILE, THEY EXPECT CONTINUOUS IMPROVEMENT |
BASICS SUCH AS CONVENIENCE &-VERMEONEY

CONVENIEN
X0

More simplified product search and comparison pro«
“AKGEF B AWM M

Faster deliver
“owmy L H

Easiereturn and exchang

0 e o s e @ | B Y P 7 S g ' v

Flexibility tochoose or change delivetyme and plac:

l @"s 15 O~ @O0 ©EgeEesm H
Watch and buy at any time anywhe
IO R PR s o o IR e e ST | 7

Accessibility of products & services in trend off
1 5AHGL @cO 1T pgpdif Mz B >0n

{h!'w/9Y wL{LbD ¢L59Y ¢19 b92 Chw/ 9{

F e

I QUALITY & VALUE FOR MC(

e os Offer more discounts and promotions
24% e
Weé" " A Wi 3
38%
34% 21% Better s_‘e_zlectioTn of suppliers and products
W P o 0 | e RESe o B (G R
29%
27%
21%
, WM
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THERE ARE STILL MANY HYGIENE FACTORS WHICH CAN LE
CONSUMER DISSATISFACTION

PRODUCT SERVICE LOGISTICS EASY & SAFE TO USE
F= e - | W= Oy TR
ROl C Inconvenient returns and Slow logistics Concern on privacy
exchanges process
No quality guarantee T F
Inconvenient to consult andloss during g Concern on account safety
Inaccurate size customer service online delivery | . |
nconvenient to register new
Concern oroverclaimof Inappropriate account
products recommendation
Complicated to operate
Cannot see or touch products Customer service not in time
or not friendly
Too many choices No recommendation

LA |
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%

ACTIVESTAGH® N

Lock in opportunities during

consumer decision making proce

A

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

{h!'w/9Y wL{LbD ¢L59Y ¢19 b92 Chw/ 9{

CI9kbbDDBAT AbT Q{WAVEMAKERI W/ 9

ECOMMERCE IS TKEYTO WINNING AROUND THE WHOLE
CONSUMER PURCHASE JOURNEY

*

U

e s

Make full use o PURCHASE |NFORR¢?EION
SO2YYSNODSQa
2 ENTERTAINME SOCIAL
Dv

Through being used as a buying, information channel, entertainment and
d social platform, ecommerce performs a comprehensive role in driving
imimigand growth. Ecommerce is used to fulfill multiple purposes including
théyuilding brand/product awareness, market education, creating close user
e relations/CRM, performance marketing and magnifying social influences.
m&dace ecommerce is capable of performing multiple roles, understanding
e the whole consumer purchase journey through the lens of ecommerce is

critical in designing successful marketing strategies in China.

h W

LE“ U

WM
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PLATFORNMTRATEGYEEDIS OBECLEARLYEFINE@NTHE
CATEGORY & BRANBVEL

114

F,H\IJIW=| 1 Tgrbzx.l_lng\p

Different ecommerce platforms perform different roles for different
categories. The dynamics of different channels for each category is getting

0

HORIZONTAL complicated with ongoing market segmentation, entry of FeEsommerce
ECOMMERCE players, growing comprehensiveness of large platforms, integration of online
PLATFORMS & 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

ARz ew!

IZED changing ecommerce environment, marketers not only need to stay
OUTSIDER & sensitive and observant, but also adjust their strategies with regards to new
SOCIAL observations and tracking.
: ew! z 7 p jad4 3z bW pjabiabyol jam -~ Uf o4 p >h W
J@ive 2W) | O ATG dimdi®@ JL T @3~ T >bOEAT
@ 2RB 4 BYONhweE 71 v
e e s e Joxhe>bpw? M2B WsynafdEyd a'Hi
Mjad4z@Ebw 1 T “ @ss tvmEEyer bn' 8 wa w?
I~ b3 UWI QO W OWI M a  I2bVLByp VY
K~ 3'Ys@b | 71 @3 mH o 4s i HEEM X Q
WM
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GETTING THE BAS

Hpoa ™~ 3

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).

M22bt 3 apfB + L ‘Onv
A Kéepg A7 ajr» Q el
R~ Ji1 KZ T W w OB, |
P 1 v Vvt 53

{h!w/9Y wL{LbD

rew! Y

B S o) SO IO 2 e WG

Sl\lr J|¢LE?6\?V

"N P

GETTING THE FUN & C
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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.
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BRANDS MUST CONTINUE TO OPTIMIZE ECOMMERCE PLATFORM
EXPERIENCES TO IMPROVE CONSUMER SATISFACTION
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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 provideLJS NR 2 y | §
experiences and services. Examples may include
personalized product recommendations, VIP
membership, exclusive products & services, etc.
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DEVELOP PRECISION TARGETING ACROSS AUDIENCE SEGMENTS IN
ORDER TO OPEN UP NEW SOURCES OF GROWTH

0

To overcome the declining demographic dividend, it is hecessary to search and expand brand penetration
with new user groups.
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Make use of oversea growing demographic dividend to convert oversea users including
OVERSEA oversea local and Chinesensumers
— "HH=v KAN Qi n~rW=vj” | eebp =Y WeK3s EsF a

Helpa NB @itelinfisible users, such as senior shoppers and students, through providir
easy to use platforms or systems, safer payment methods, or assist in creating indepen

alLbzxl UBERE 9 ¢ accounts and personal buyiegperiences
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LOW TIER CITIBRRURAL AREAS Take advantage of existing logistic networks and mass population to
develop market for low tier cities and rurateas
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TEST NEW MARKETS

0

Be open to localizing brand positioning
to succeed in different markets
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Bringing Oversea Brands into China
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Bringing Local Brands Oversea
mP W . =
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A BRIDGE BETWEEN CHINA AND WQRINECOMMERCE TO

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, thg vast growth of ecommerce makes it easy to be deceivedis@asy
business planning (especially important is understanding brand positioning for ne
brands). One of | @S Y | hafpNdRds 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.
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ABOUT US; Ge

WM Wavemaker is a billion dollaevenue next generation agency that sits at the intersection of media, conten
WAVEMAKER and technologyWe are obsessed with the customer's purchase journey and is what connects our missior
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study into how people make purchase decisions and have conducted over 400,000 surveys in 35 marke
= across more than 72 categories. We are a business that is powered by the creativity and curiosity of our
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