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awn OVERVIEW oF
E-cOMMERCE TRENDS n CHINA

BASIC ELEMENTS TO CONSIDER FOR SMALL-AND MEDIUM-SIZED ENTERPRISES (SMEs)
DOING BUSINESS IN CHINA VIA E-COMMERCE CHANNELS

QUICK STATS
; Internet Population All Online Purchases
Population 80% = US $2%1050.7B
3 632M use the web to shop 5 (2015)
Internet users Online expenditure with alcompohund
per-capita is on average 4 sl el o
rate of 34.3%

US $69.41 per month (2011 - 2015)
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Online Grocery Purchases
Women aged

represent of China’s US $1 .4B

female internet users (2015)

with a compound
annual growth
rate of 92%
(2011 - 2015)

Women aged
spend the most, on average

per month

online shoppers
are likely to

Mobile phone purchase groceries
via their mobiles
in the future

CHINA’S TOP INTERNET E-GROCERS uss wmitiions

19,656 @ JD.COM LEADS THE E-GROCERS
and is also the largest computer,

.‘ communications, consumers (3C) business.

10.245 While ALIBABA is the second-top

’ E-Grocer, it is by far the LARGEST 56%
E-COMMERCE BUSINESS in China
with 56% of all transactions.
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THE E-COMMERCE MARKET

a variety of options;

SMEs can benefit from the . . .
R CH IN ES = extensive product information;

in China because Chinese S H O P P E RS flexible delivery times;

consumers are better able to easy return access to the closest location;

compare prices and have more Ve for momey: and
options to reach quality goods. . WANT } y:

multiple price ranges.

4X Chinese consumers are used to fast service and quick delivery
:  of their online purchases. Holding inventory inside the country
LESS . can help to expedite transactions and meet consumer expecta-
" tions.

UNDERSTANDING CHINA’S ONLINE MARKETPLACE

SETT| NG U P A “Digital First”' strategy can help SMEs "chat are unsure of
A PHY |CAL demand to avoid the upfront costs of going the physical route.
S SMEs can promote their brand in China online and measure
SU PPLY CH AlN demand by leads, requests for information about the products
and gauge interest through analytics.
AN BE VERY
C Building and hosting your web site in China can significantly

EXPENSIVE reduce import risks.

N . stand-alone processes, which assist with brand-building
to 40% of transaction values. and maintaining control of all stages of distribution.

Typical E-Grocers will take 30% O SMEs can avoid paying transaction fees by setting up

COMPANY SPOTLIGHT ON YIHAODIAN (YHD)

: : :  Actively seeks to
Highlights . expand their selection

of Canadian products.

compound annual growth rate of 94 /0

7 distribution centres
5 major cities 138 distribution stations : \

creating brand

awareness
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