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Agenda

 China Digital Market Landscape Assessment and Trends

 China Digital Shopper Understanding

 China eCommerce Market Landscape Assessment

 China eCommerce Platforms Introduction

 Practical Recommendations

 Q&A



 1.3 billion Population

 1.2 billion mobile subscribers

 Over 600 million internet users

 Over 500 million mobile social accounts

 Over 300 million online shoppers

 Over 4.1 Trillion GMV in 2015

China Digital Landscape



Digital Trends in China





Mobile is heart of everything 

APP oriented – 70% sales happen on mobile 



China Digital Shopper Understanding 
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65+ Very Young; born in the 70s, 80s & 90s
 Into Social Media
 Enjoy sharing brand/product experience
 Word of mouth
 Trust KOL recommendation



Source: continuous monitoring database based on millions of multi-source samples of IEcData and big data processing technology of Iresearch . Right share was total share of Top 6 platform in B2C 
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Rise of B2C; the trend will continue

China E-Commerce Landscape



C2C: Taobao has +80% share 

Example from Taobao

Karen Murrell & Royal Nectar on Taobao

Distribution in Taobao
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• Launched in Feb 2014, largest cross border e-commerce platform

• Popular shopping platform for Chinese consumers

• Important sales & marketing platform for brands

• Relative high cost to set up & gain traffic

Tmall Global



Tmall Flagship Store Success based on three partnership

Tmall Flagship Store

Brand / Retailer Tmall TP

• Product
• Branding 
• Marketing Strategy

• IT &Payment 
infrastructure

• Marketing tools & 
promotion 
opportunities

• Data analysis

• Store maintenance
• Product content 

editing
• Customer Service
• Order fulfilment & 

Warehousing
• Business Review
• Business 

recommendation



Tmall Global

Tmall Global Qualified TP 
(Tmall Partner)

Logistics Solutions
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CBEC New Star: Little Red Book App-Social Commerce 

One of the fastest growing & innovative M-commerce APP

Over 24 Million 
active users

Create 30,000 notes 
every day

Over 7,000 
international 

brands discussed

Enable high conversion rate through WOM marketing

Model: purchase directly from brands/distributors

Logistics: Bonded warehouse/3PL in HK



CBEC New Star: Little Red Book App-Social Commerce 

Brand Popularity & Notes



C2B Group Buy New Star: PinHaoHuo 拼好货

Accumulated over 15 
million fans within 
one year

Purchase directly from 
growers to have low cost

National key cities 
coverage through 
own warehousing 
facilities

One of the leading mobile based apps for selling fresh produce/Frozen food / 
Dairy/Snacks

Consumers are to share products with their families and friends, and then 
make a group-buying order at a lower price.



C2B Group Buy New Star: PinHaoHuo 拼好货



B2C New Star: Kaola

Direct purchase from 
brands/manufactures 
& mostly Self-operated

90% of the orders are 
supplied from bonded 
warehouse model

New emerging B2C player with support of  Netease (news, gaming, education, social media)

owns one of the 
largest bonded 
warehouse in China

Key Categories: Mum 
Baby, Skin Care & 
Cosmetics, Health & 
Wellness, Food



B2C New Star: Kaola



Operation pattern

Logistics 

Order placement

Custom Check

Cost 

General Trade

• General Trade

• By container/pallets

• From overseas

• 30+ days

• Brand

• Centralized check and 

verification

• Low logistics cost (domestic 

delivery)

• Import/Value added/consumption 

tax

Daigou

• Express mail

• Suitcase 

• By package

• From overseas

• + 14 days, unstable

• Wechat/ Taobao/ WebsIte

• purchased by buyers

• random check

• Approximate $6 per KG 

Direct mail

• Import B2C

• By package

• From overseas

• 10-15 days

• X-ray inspection

• High logistics cost (international 

delivery)

• Personal postal tax

Replenish model

• Import B2C

• E-tailers certificated by 

customs

• From FTZ

• Imported by patch, package in 

FTZ

• ≤5 days

• On Positive list

• Meet CIQ requirements

• Low logistics cost (domestic 

delivery)

• Subject to new cross border tax

New Zealand Brands Available Options to China Market 



Daigou Channel

Daigou" - literally translated as "buying on behalf of" mainland Chinese consumers

Daigou channel is 
a important 

channel for NZ 
SMEs

Estimate over 15,000-
20,000 Chinese are 

running Daigou 
business in NZ 

Word of Mouth & 
“Key Option Leaders” 

for your brand

Sell through 
Wechat/Taobao/etc

& promote the 
brand/products

Over 330,000 Chinese Tourists visited NZ in 2015Over 170,000 Chinese immigrants live in NZ 
according to 2013 Census



New Zealand Brands Effective Media Choice: KOL Economy

Pure Marketing KOL Sales Oriented KOL

 Build  brand awareness for TARGET consumer
 Promote brand and communicate with consumers 

by leveraging KOL influence/trust
 Demand Creation; pull consumption



New Zealand Brands Effective Media Choice: KOL Economy



NZ SME Overall Practical China Marketing Matrix Recommendation 

Brand / Product Positioning

- Premium, middle or value tier

- “import brand”, premium position is closer to consumers’ expectation 

Product Packaging & Portfolio

- Strong branding presence or related functional benefit to communicate with consumer

- Sufficient product portfolio with hero SKU

Product Promotion

- Effective promotion offer will be the key driver of online traffic building, esp. at beginning stage  

Pricing

- Acceptable price with premium brand image 



Mum&Baby

F&B

Beauty

Others

Partner with over 60 International Brands 

Q & A




