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A BOOMING AND PROMISING MARKET WITH EVER-INCREASING ONLINE SHOPPERS VIA M-COMMERCE

DIGITAL OVERVIEW OF CHINA

VS. Internet Users

VS. Population61%

Population
1.40 Billion

Internet Users
854 Million

Mobile Terminal
847 Million

60%

99%

+1.6% of penetration rate

+0.4% of Urban users

2019 H1 vs. 2018 H2

2019 H1 2019 H1

Source: CIW
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CHINESE DIGITAL CONSUMERS SPEND THE MOST TIME ON SOCIAL APPLICATIONS

DIGITAL CONSUMERS’ ONLINE BEHAVIOR IN CHINA

Social (e.g. WeChat, 
Weibo), 

33%

Short video (e.g. Douyin), 

11%

Online video (e.g. iQiyi), 

8%

News, 9%

Online music, 3%

Gaming, 8%

Online shopping, 

4%

Others, 24%

Time spent by digital consumers on different channels
(2019)

Total time 
spent online
(per user per 

day)

358
minutes

Social Apps

Content Apps

Other Apps

Source: McKinsey, China digital consumer trends in  2019
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TOP CHANNELS FOR REACHING THE TARGET AUDIENCE 
MOBILE USERS SPEND ON AVG. 4.2 HOURS A DAY ON APPS, 55% OF THIS TIME IS ON SOCIAL MEDIA

Top Platforms Others

MAU - Monthly Active Users

SOCIAL MEDIA

E-COMMERCE

1083 M

30 M600 M 74 M

MAU 2018 MAU 2018

446 M

MAU 2018 MAU 2018 MAU 2018

VIDEO TYPE

493 M 231 M

70 M500 M20.2 M

503 M

MAU 2018 MAU 2019 MAU 2018

MAU 2018MAU 2018 MAU 2018

In million In million
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CHINA’S RETAIL ECOMMERCE WILL GROW FASTER THAN TOTAL RETAIL, AND A QUARTER OF DIGITAL BUYERS WILL PURCHASE 
FROM FOREIGN COUNTRIES

E-COMMERCE ACTIVITIES IN CHINA
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Retail Ecommerce sales in China
(trillion USD, 2018-2020E)

Retail Ecommerce sales % Change % of total retail sales

Note: Includes products of services ordered using the internet via any 
device; excludes travel and event tickets, payments such as bill pay, 
taxes or money transfers, food services and drinking place sales, 
gambling etc; excludes Hong Kong
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9.4%
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Cross-border retail Ecommerce buyers in China
(million, 2018-2020E)

Retail Ecommerce buyers % Change % of total digital buyers

Note: Ages 14+; internet users who have made at least one purchase from a 
foreign country via any digital channel during the calendar year, including 
desktop/laptop, mobile and tablet purchases; includes goods bought via 
Daigou; excludes B2B; excludes Hong Kong

Source: https://www.emarketer.com/content/china-ecommerce-2019
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CHINESE E-COMMERCE PLATFORMS ARE CROWDED & COMPETITIVE

Total number of brands 
on Tmall

Number of brands in 
Tmall’s luxury pavilion

Number of international 
brands on Tmall Global

~200,000 brands
Oct, 2019

~50 brands
Mar, 2018

~22,000 brands
Oct, 2019

Brands statistics on Tmall

Source: https://www.alibabagroup.com
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BY WORD-OF-MOUTH MARKETING, SOCIAL E-COMMERCE ACQUIRES AND RETAINS CONSUMERS WITH HIGH EFFICIENCY.

RAPID RISE OF SOCIAL ECOMMERCE IN CHINA
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Gross merchandise volume of social ecommerce in China
(in RMB billions, 2015-2019E)

GMV Growth

GMV transacted on Tmall in fiscal year 2018 was increased 36% 
compared to fiscal year 2017, which is much lower than the 
number on social ecommerce.
The sales revenue from social ecommerce platforms will account 
for 20% of the country's online retail market this year.

In contrast to traditional e-commerce, the 
essence of social ecommerce is to leverage the 
role of individuals in the sales process.

Purchase conversion rate comparison

Social 
ecommerce

Traditional 
ecommerce

6%-10% 0.37%

Regarding individual trust as intermediary, social 
ecommerce has better adapted to the challenges 
faced by traditional ecommerce channels.

Source: https://www.chinainternetwatch.com/29573/social-ecommerce-2021e/; 
https://www.alibabagroup.com
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BRAND STORES  OR CHANNELS ARE THE MOST IMPORTANT INFORMATION SOURCE FOR  CHINESE CONSUMERS

CONSIDERABLE INFLUENCE OF SOCIAL MEDIA AND CONTENT 

37%

26%

7%

50%
48%

25%

Aware Interested Purchased

Influence of social media and content on the 
consumer journey

(2017-2019)

2017 2019

+35%
YoY

Growth +85% 3.6x

90%

45%

28%

28%

16%

12%

8%

7%

5%

In-person experiences
at brand stores

E-commerce

Official brand
online channels

Word of mouth

KOLs

Media

Celebrity
endorsement

Digital ads

Traditional ads

The sources of information that most influence 
purchase (top 3 mentions)

Source: McKinsey, China digital consumer trends & China luxury report 2019
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CONVENIENCE AND EXTRA BENEFITS DRIVE CHINESE CONSUMERS TO ECOMMERCE MINI-PROGRAMS

SHOPPING ON WECHAT IS INCREASINGLY POPULAR IN CHINA

E-commerce, 
20%

Food delivery, 13%

Daily Life, 11%

Travel, 10%

Tools, 8%

Game related, 8%

Video related, 6%

Office management, 
5%

News, 4%

Financial management, 3%

Photo related, 3%

Social network, 2%

Communication, 2%

Automobile related, 2%
Reading, 

1%

Others, 
2%

Top types of active mini-programs
(no. of mini-program, April – June, 2019)

43%
40%

34%

27%

22% 21%

17%

Reasons for shopping on WeChat mini-programs
(Top 3 mentions)

Source: Iresearch database 2019
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ANOTHER PORT OF ENTRY TO CONNECT DIRECTLY WITH AUDIENCE ON WECHAT

WECHAT BRAND ZONE HELPS BUILD A CENTRALIZED BRAND IMAGE

In 2018, WeChat launched a new feature known as “Brand Zone”.
The “Brand Zone” is a specific section that shows up on the top in the search 
result page when users search a brand name on WeChat.
Brands can display brand information, official accounts, sales channels, and 
other customized content in one centralized section.
Therefore, brands can reach consumers directly through WeChat’s search engine.

Brands that use “Brand Zone”

Search “Luckin
Coffee” on WeChat

Public account

Brand Intro

Mini-program

Related service

Luckin’s “Brand Zone” in WeChat

Source: WeChatwiki
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NATIONAL COVERAGE OF LOCAL EXPERTISE

OUR CHINA NETWORK AT YOUR SERVICE

BEIJING 北京
Room 726, Building 1, 40 Dong 
Zhong Road,
Dongcheng District

SHANGHAI 上海
(HEAD OFFICE)
Room 504, 768 Xietu Road, 
Huangpu District

Foundation in Beijing Opening of Shanghai office

2012 2013 2014 2015 2016 2017 2018

2 people 8 people 16 people

40+ team members

COMPANY EXPANSION

Covered Tier-1 cities

Covered Tier-2 cities

Covered Tier-3 (and below) cities

OPERATION & COVERAGE

2019

Offices

OFFICES & RESEARCH TEAM
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6 KEY VALUES EMPHASIZED THROUGHOUT ALL PROJECTS

VALUES, PRINCIPLES, AND VISION OF DAXUE CONSULTING

CREATIVE创造
& 

LOCALIZED本土

INNOVATIVE
创新

ACTIONABLE 
RECOMMEN

DATIONS

可行建议

ALL IN-HOUSE
内部

PROFESSIONAL
专业

RESPONSIBLE负责
& 

FLEXIBLE灵活

✓ Working on each project making
exchange and challenges,
recruiting the brightest talents in
both local & international (1:1), to
ensure a comprehensive &
scientific logic thinking.

✓ Using 50+ tools.
✓ Leveraging alternative data and

open source intelligence.
✓ Social listening.

✓ We care about results, ensure
the outputs are down-to-earth &
operational.

✓ Daxue Consulting does not outsource its
services. Deep understanding on the
fieldwork and the context within which
data was collected.

✓ Transparency of sources and information.

✓ Taking information from the best practices
of the filed.

✓ Demanding on the results, detail-oriented,
respectful towards our commitments.

✓ Corporate presentation.

✓ Regular reports with our clients to
make sure we align the expected
objective.

✓ Teams & proposal are tailor-made
depending on the project.

✓ One client = one team.
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EXPERIENCED IN ANSWERING TO A WIDE VARIETY OF STRATEGIC BUSINESS QUESTIONS

OUR SERVICES

ACTION
PLAN

执行方案

SENTIMENT ANALYSIS
情绪分析

TARGET AUDIENCE 
PROFILING

目标人群画像

DECISION-MAKING 
PROCESS
决策路径

BRAND
BENCHMARKING

品牌基准

PERFORMANCE 
EVALUATION
绩效评估

PRODUCT INNOVATION
产品创新

BUSINESS INTELLIGENCE
商务智能

OMNI-CHANNEL 
STRATEGY
全渠道策略

BRAND (RE)POSITIONING
品牌（重新）定位

VALUE 
PROPOSITION
价值主张

ASSESSMENT
评估

STRATEGY
策略

INSIGHTS
洞见

INNOVATION
创新

MARKET ENTRY
市场准入
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EXAMPLES OF REFERENCES – OVER 30% CLIENTS FROM THE B2B INDUSTRY 

350+ CLIENTS FOR THE PAST 7 YEARS
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REGULARLY FEATURED AND QUOTED IN PUBLICATIONS ALL OVER THE WORLD

AN EXPERIENCED ORGANIZATION WITH THE CHINESE MARKET

Daxue’s latest quotes in recent publications

https://www.nytimes.com/2017/08/23/world/asia/china-museums-virtual-tour-live-streaming.html?smid=tw-nytimesworld&smtyp=cur%20on%20est%20cites%20dedans
https://www.sbs.com.au/news/smashing-the-butter-fruit-australia-looks-to-feed-china-s-growing-avocado-demand
http://asiaweekly.com/the-digital-jigsaw/?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.francebleu.fr/infos/agriculture-peche/la-viande-bovine-francaise-repart-a-l-assaut-du-marche-chinois-1516185759
https://www.letemps.ch/economie/2018/01/25/un-roi-textile-chinois-convoite-bally?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.techinasia.com/wechat-mini-programs-ecommerce?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==#comments-454065
https://www.channelnewsasia.com/news/video-on-demand/correspondents-diary/16-february-2019-11251838
https://www.nytimes.com/2017/08/23/world/asia/china-museums-virtual-tour-live-streaming.html?smid=tw-nytimesworld&smtyp=cur%20on%20est%20cites%20dedans
https://www.sbs.com.au/news/smashing-the-butter-fruit-australia-looks-to-feed-china-s-growing-avocado-demand
http://asiaweekly.com/the-digital-jigsaw/?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.francebleu.fr/infos/agriculture-peche/la-viande-bovine-francaise-repart-a-l-assaut-du-marche-chinois-1516185759
https://www.letemps.ch/economie/2018/01/25/un-roi-textile-chinois-convoite-bally?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==

