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 Italy ≈ Hu Bei 

61.11 million vs 59.80 million 

 France ≈ Hu Nan 

64.64 million vs 71.2 million 

 Germany ≈ Guang Dong 

82.60 million vs 78.59 million 

China: Population Size in Perspective 
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Internet users concentrated among urbanites but more potential for growth in rural areas. 
Chinese internet population are also among the most active social media users in the world.  

China’s online population is growing rapidly and reached 649 million as of Dec 2014 

Source: CNNIC, December 2014 

China: Internet User Landscape  
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GMV of online shopping (bn RMB) 
% growth rate 

Source: iResearch  March 2015 

China: Largest E-Retail Market in the World 
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China’s online shopper reached 320 million which drove GMV RMB 2.8 trillion in 2014 
10.7% of total retail market in China  
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China has world’s largest mobile Internet user base with 557 million users as of Dec 2014 
 

This convenience in Internet access is expected to drive higher online shopper engagement. 
 

Mobile commerce is growing rapidly in China. 

Source: iResearch March 2015, CNNIC January 2015 

China Mobile EC Market Share  
by GMV in 2014   

China: Rising of Mobile Shopping 
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Shares of China B2C online shopping websites by GMV in 2014  

Source: iResearch January 2015 

China B2C Market Penetration 
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Tmall is Asia’s largest B2C site, with 61.4% market share in China 
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Tmall.com is the online shopping destination for Chinese consumers and the premier retail 
marketplace platform enabling businesses to connect and sell to millions of consumers across China.  
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Italian Brand Examples on Tmall 
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Tmall Success Case: Delonghi 

Store Open:  March, 2013 
Over 400% increase - 2014 VS. 2013 
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Tmall Success Case: O.X.S 

• Store Open:  July, 2014 
• Average Basket: over 2000rmb 
• Introduce the brands and products through video, 

editorial contents to increase conversion 
• Very postive review on services and consumer 

experiences 
• Exclusive, limited edition products (Tattoo boots) 
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Tmall Success Case: LA PERLA 

LA PERLA Flagship on Tmall.com 
June, 2014 

LA PERLA Flagship on Tmall Global 
May, 2015 

Loyalty Program Brand Story & Look book Crossover Products  &  
Co-branding 

Men’s  collection Launch 
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Popular Italian Products on Tmall 
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Italian Week Campaign-”Italian, Born Artist” 

• 30+ Italian brands participated  

• More than 2.6 million consumers visited 
campaign page  

• Participated merchants average increased 
60% of GMV and UV  

• Create phenomenon of Social Media 
Weibo, and hundreds of PR coverage 
across mainstream media  

 

The Government of Italy and Alibaba Group signed a MOU in June 2014. 
Tmall.com initiated an online promotion to highlight Italian brands with 
flagship stores on the platform. 
The week-long campaign, showcased Italian lifestyle and culture to Chinese 
consumers through exclusive product launches and specialty limited-
edition items from the featured Italian brands. 
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Consumer Activities on Social Media 

 A series of topics introduced Italian food/wine, art, 
and culture. One topic “The color of Italy” was 
specifically created on the social campaign page to 
enable consumers to upload photos and interact.  

 Total exposure over 32 million with nearly 7000 
comments/reposts. 
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Milan Expo 2015 Campaign 

Date：May 1st – 10th, 2015 
• Around 30 Imported Food products consistent with Country pavilion 

theme (Italy, US, France, Germany, Spain, China)  
• Around 100 Authentic International Brands with products related to 

green, earth friendly, organic, new tech etc. from main categories of 
food, beauty, fashion & home 

Social Media Campaign: 
Interaction with consumers and Italy Tourists Bureau to 

introduce Milan Expo and Tmall campaign 

Limited Edition Products offered by  
Official Partners: Cruciani Bracelets 
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but bear in mind how different they are from western shoppers in online 
world… 

Engage Chinese Shoppers  

• It’s a lifestyle, an enjoyable pastime  

• They love a bargain, but price is no longer paramount 

• They demand authenticity, especially originality 

• They lead the world in mobile shopping 

• They rely heavily on word-of-mouth online for brand and product 

information 

• They are into brands, but they aren’t very loyal (yet) 
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