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ADout the repo

KPMG China N
168,496 followers
v ®
KPMG China, GS1 Hong Kong and HSBC Greater Bay Area retailers need to focus on making the online experience user-
. . . friendly. engaging and easy to transact on, according to a joint report by KPMG, GS51
comm|SS|Oned YOUGOV to condUCt tWO surveys In Hong Kong and HSBC, The Standard reports: https://Inkd.in/gWmUmC ..z2e more

Hong Kong & nine mainland GBA cities

KPMIG

Data based on consumers in Hong Kong and
Nine Greater Bay Area cities in mainland China

(Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaogqing,
Zhongshan and Zhuhai)

400 top retail C-level executives in the same
regions

Greater Bay retailers urged to up online game

thestandard.com.hk = 2 min read
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Ine Ghinese retall market

B China B U.S. Canada

2017 2018 2019 2020 2021

Note: 2019-2022 are forecasts: figures for both countries exclude travel and event
tickets, while China data also excludes Hong Kong market
Source: eMarketer

Bloomberg
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ReldlS realgnment: Onine shopping continues to

W
r Figure 1.1 Consumer sentiment during the ongoing COVID-19 pandemic \
Hong Kong Mainland China GBA criies™
More conscious about the ongin of products 65'1IJ

68% [
E 67

‘=" More comfortable to use digital payments

b5 [ES
62

fr@ Better understand how to search for products
6 1 % Wt they need on online platforms

¢ BN More comfortable and confident to shop online

w21 Feel they can live without physical retail shops v

O

¥ Analysiz of nine mainiand Ching GBA cities: Dangguan, Foshan, Gusngzhou, Huizhou, Jisngmen, Shenzhen, Zhaoging, Zhongshan and Zhuhai

k Source: KPMG, G5T1 HK and HSBC Survey Analysis
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ReldlS realgnment: be prepared
esearch

{ Figure 4.2 How consumers find product information before purchasing

' Source: KPMG, G51 HK and HS5BC Survey Analysis

Look at product detail on the brand website —4%[36*
[ Use a price comparison website to find cheapest price 204 49+
Search for user reviews online 44%4%
Web search for the product o 465
[ Go to the physical shop to touch and feel it 26 425
Use websites to compare features across various models 38%41%
Ask friends/family members — 36
Search for relevant videos/posts on social media 30 35
Check for any influencer/celebrity endorsement el 19«
B Hong Kong B Mainland China GBA cities*
* Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoging, Zhongshan and Zhuhai

OUC
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elal s realgnment: information

( Figure 1.2 Changes in retailer use of e-commerce and physical retail channels in
Hong Kong and the rest of the Greater Bay Area amid the COVID-19 pandemic

Percentage of retailers changing how they use online and offline channels

Top five ways retailers

I ] are adapting their supply chains during
_EE Increasing use of direct e-commerce 55% the COVID-19 pandemic:
0 0 ’

ﬁ Reducing stock
[k

{) Increasing use of third party e-commerce platforms 55% E Deploying direct e-commerce channels

Diversifying product offerings
24% Decreasing use of physical retail stores "r'!.!:'-é‘ —
Deferrning product launches

Procuring from local suppliers
\ Source: KPMG, GE1 HK and HSBC Survey Analysis

N

J
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Al S redlignmen

Prioritising authenticity and product origin

Authenticity was the number one

\ Q\ v attribute attracting consumers to brands

= in the current environment, amon
- 0O ' g
consumers we surveyed.

rFigure 2.1 Leading qualities that attract consumers to brands

Eﬂnﬂ?:rf;ciw ] The importanee of online-to-offline (020)
[
lﬁ :ﬂ

Since the start of the COVID-19 pandemic,

68 percent and 65 percent of consumers
of mainland |! in Hong Kong and mainland China GBA
China GBA* ‘ : cities respectively are more conscious of

CONSUMErS... product origin and authenticity

Convenience throughout @,m
the customer journey =

" =B Personalised
A [=4] and interactive experience

Self-service options ..@

of Hong Kong
consumers...

y Optimised _
®.. @ experience on mobile O ...say that retailers need to have a hetter
A deeper, more immersive Farnnk rxg:— connection hetween online channels
in-store experience ==y & é@_ and physical stores to create a seamless

® Corporate social customer journey

values and sustainability

Source: KPMG, GE1 HK and HSBC Survey Analysis

-

K.d.naﬂrm's of nine mainiand China GBA cities: Donggusn, Foshan, Guangzhou, Huizhou, Jisngmen, Shenzhen, Zhaoging. Zhongshan and Zhuhai

Source: 7Fresh Markets
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Relal S realignmen

ﬂ:igure 2.2 Growth strategies that retailers are currently adopting or plan to adopt
in the next two years

Leverage social media platforms for consumers to
search for product opinions and feedback

Re-evaluate company’s business continuity planning

Become more data-driven to generate more
real-time insights

Develop and apply innovative technologies to increase
competitive edge

Develop more mobile-first strategies and incorporate
e-commerce and digital payment options

Expand digital footprint to new markets

| Dovelopa now satoqyon Goneration 2 INNE S S TR

Set up contactless store features (e.g. self-service checkouts,
voice assistants in physical stores, interactive kiosks)

Invest in, partner with, or acquire start-up companies that
can help to fill service gaps

Others

M Currently adopting M Planning to adopt in next two years B Unsure
k Source: KPMG, G51 HK and HSBC Survey Analysis )
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According to e-marketer
inaugural forecast,
livestreaming social

commerce sales in China

will reach $131.52 billion
in 2021 and account for

37.4% of total social

commerce sales in the
country




Al S realignment: social comme

Order
Confirmation

Initiatie Group Wait for Others Express
v68. B v _— Buy to Join el
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Source: Pinduoduo Inc
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seneration / at the forefront of consumer expectation chande

KBy characLeristics of Generation Zconsumers — pasiepee Mainland China GBA cities™

Expect better connection 76% 86%

| BUY ] between online and
offline channels

Want to get a swift response to product 73% 86%
inquiries on online chat and use tech

and Al to help shortlist new products

based on purchase history and style

<

m Will boycott brands without good 71% 86%

ethical standards

Py Expect augmented reality (AR) to 61% 829,
<|§%[> help them make better purchases 0 0
online
360 =
2 Mobile-savvy 69% 88%

**Analysis of nine mainland GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoqing, Zhongshan and Zhuhai
Source: KPMG, GS1 HK, HSBC Survey Analysis

KPMG

BUSINESS Stratedies

Top strategies that retailers are adopting to
target Generation Z consumers

< m . . . .
Ia Optimise mobile experience

‘CI

!3 Provide personalised and
interactive experiences
Leverage micro influencers

I3
and user-generated content
<
q‘I’H‘I’H‘I’P Promote corporate social
values and sustainability
et
=) . o
Bl Use video communication

Prioritise authenticity

76% of retailers adopting at least one type

of Gen Z-specific strategy, but less alignment

on which strategies are the most critical

15



Retalsrealgnment: Generation /

AGE PYRAMID OF THE

CANADIAN POPULATION (2021)

neration Alp|
1 1 1 1 1 0
250,000 200,000 150,000 100,000

2021
300,000

100,000 150,000 200,000 250,000

Number

Source(s): Census of Population, 2021 (3901).

year of birth year of birth
Male age Female
kg Greatest Generation (born before 1928) " 100 9 Greatest Generation (born before 1928) B
1926 = L o5 o - 1926
1931 = = o9g = f- 1931
1936 = Interwar Generation (1928 to 1945) L 85 o Interwar Generation (1928 to 1945) L 1936
1941 = - 80 - |- 1941
1946 = 75 - 1945
1951 = - 0 - - 1951
1556 = Baby Boomers (1946t01965) | .. o  BabyBoomers (1946 to 1965) L 1956
1961 = - w0 o - 1961
1966 — ST - 1966
A7l Generation X (1966t01980) [ ° 7  Generation X (1966 to 1980) Bl
1976 = - 45 = j= 1976
1981 = L 40 - - 1981
i Millennials (1981 to 199%6) [ * 7] Millennials (1981 to 1996) [

= TR = 1590

4 L 20 4 L 2001

i Generation Z (1997 to 2012) L & Generation Z (1997 to 2012) | 2006

The number of people in Generation Z, aged 9 to 24, rose 6.4% from 2016 to 6.7 million in 2021. This is the second-fastest
population growth of all generations.

KPMG

Generation Z accounts for
approximately 20% of
Canada’s population
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Retal s realgnment: socialinfluencers

AKA: Key Opinion Leaders

$2 billion sold
on 2021
Singles Day

Sold 15,000
Lipsticks in
5 minutes

Projected worth
$15 billion by
2023 [Time]

Austin Li
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Retal S realgnment: SouUrces of frus

Figure 4.1 Consumer trust in product information sources Higher
ﬁ
ﬁ

Lower
What Brand Sales person Product User Brand Comments
influencers/ | advertisement | Live blogging at the related videos/ reviews website from friends/
celebrities are physical store posts on online family

saying about soclal media members
the products _ ) B
\ / M Hong Kong B Mainland China GBA cities*

*Analysis of nine mainiand China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoging, Zhongshan and Zhuhai
Source: KPMG, G51 HK and H5BC Survey Analysis
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Relal S realignmen

( Figure 3.2 Types of products consumers are more likely to have purchased online \
during the COVID-19 pandemic, by age segment

Hong Kong Mainland China GBA Cities*
Aged Aged Aged Aged = Aged Aged Aged Aged Aged | Aged
18-24 25-34 35h-44 45-54 hh+ 18-24 25-34 35-44 45-54 hh+
Syt pr—
“i7 Supermarket food v A A A v v A
“=: Sanitising products (e.g. surgical
! ?jlr- masks, sanitising gels, gloves, etc) v A A A v A v
/ﬁl” Food delivery A A A v A A v v v
:\__ Household goods (non-food) A 4 v A A v A v v
Apparel A A A v v A v v v
f]g Skin care or cosmetics products A v A v v A A v v v
Digital devices/gadgets A v A A A v v
Home electrical appliances v v A v A v A A \ 4 A
%Spurtswear and sporting goods A A v v v
@ Handbags/accessories A A A v v A v \4
/7% Insurance or banking products/
" services v A A v v A A
T
) Furnit v A v A v
E’_E} urniture
A More likely to purchase (% of purchasers = consumer average + 2%) * Analysis of nine mainfand China GBA cities: Dongguan,
. . - 0 Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoging,
Average chance of purchasing (% of purchasers is within 0-1% of Zhongshan and Zhuhai
consumer average) . Source: KPMG, G51 HK and HSBC Survey Analysis
W Lower chance of purchasing (% of purchasers < consumer average - 2%)

© 2022 KPMG LLP, an Ontario limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International Limited, a private
English company limited by guarantee. All rights reserved. The KPMG name and logo are trademarks used under license by the independent member firms of the KPMG global organization



dl S realignment: Mobie paymen

CASH USAGE
7000 1106
=3 - _ 1048 o
Figure 3.3 Digital payment services used in the Hong Kong and mainland China GBA* \ g~ 921 .
markets | E 5000 s517 ;
2 4909
Hong Kong Mainland China GBA Ciies*® £ 4000 A 633
é 3000 3394
ipay Aipey | ——— 6 P :
E 96% “ 2 2000
S b 1% WeChat = om0
I
Faster Payment Pay 96+ o
a;yesrteﬁ_ly{nl;lsg’ 2015 2016 2017 2018 2019 2020 2021
Apple 11% mm\/olume of transactions (millions) -=-\/alue of transactions ($ billions)
PayMe Pay h 245
_gég_ PAYMENTS
WeChat Pa 8 e
€ v PayPal "’9'2%
Apple Pay MOBILE PAYMENTS USAGE
Samsung 2*6% 800
Tap & Go Pay & 700
Samsung Pay g Tap & Go 231“ E ey
i 2 500
:
@ 400
W 2021 study M 2019 study & Change in number of users among those surveyed in 2021 vs. 2019 IS .
* Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoging, Zhongshan and Zhuhai ' ;
Source: KPMG, G51 HK and HSBC Survey Analysis = 20
o

100

2015 2016 2017 2018 2019 2020 2021

mm\/olume of transactions (millions) ===\/alue of transactions ($ billions)

PAYMENTS
CANADA
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Retal S realignment: fechnolodical infiuence

- Barcodes/OR codes 63%

—a-

”:W Data analytics
‘lt Cloud computing
ElrFID
_'@" . .
" Robotics/Automation
LM |

) _ Prioritising authenticity and product origin
@ Internet of things (loT)/sensory devices g \ P g

% Artificial intelligence (Al) o
— Authenticity was the number one
17 vl attribute attracting consumers to brands
" O 0 in the current environment, among

% consumers we surveyed.

iﬁ Chatbots
m; GPS tracking
—rlu[— Facial recognition
N Virtual reality (VR)/Augmented reality (AR) Since the start of the COVID-19 pandemic,
68 percent and 65 percent of consumers
in Hong Kong and mainland China GBA

cities respectively are more conscious of
product origin and authenticity

{2 Biometric authentication, e.g. finger print

(tgn) .
C_)iq_ 5G connection

%7 Blockchain

[Je.) Voice recognition

k Source: KPMG, GS1 HK and HSBC Survey Analysis J

Source: Hema supermarket - Alibaba

m 21



Relal S realignmen

{ Figure 6.2 Development of technology solutions for retail operations

@g GPS tracking 17% 1%
Q Virtual reality (VR)/Augmented reality (AR) 26% 67%
]
71 Artificial intelligence (Al) 36% A7
% Robotics/Automation 13%
bl |
cFi Chatbots 67%
T@? Facial recognition - 61%
[J¢(.) Voice recognition T1%
F\?\@ Biometric authentication [ &S 67% 20%
43 48 B
Internet of things (loT)/sensory devices 30% (Y. 6%
é}"t} Cloud computing 21% 68% 1%
Blockchain 3% 62% Bx
(tg) 5G :
56 21% 68% 1%
M Proprietary/developed in-house M Licensed from/outsourced to a third-party provider W Don’t know/unsure

Top considerations for retailers when partnering with
third-party providers

2. Ability to integrate with g :
T . 3. Industry expertise

HSBC Survey Analysis

‘ Source: KPMG, GS1 HK and 1. Cost

J
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4 ABOUT US

// HOW IT WORKS

unspun is a robotics and digital apparel company buildigg custom
jeans for each consumer, on demand. Our mission is to Féduce global
carbon emissions by 1% through automated, localiz intentio

manufacturing. 03.LOVE YOUR JEANS

O1. DESIGN YOUR PAIR 02. sCAN AT HOME

We also happen to make the best fitting jeans on t

Source: unspun

23
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Source: Rice Robotics; KEENON Robotics
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\FT {rends globally

NFT Sales Volume totaled $24.9 bi"ion in 2021 , Quarterly non-fungible token sales volumes across multiple blockchains, in U.S. dollars
compared to just $94.9 million the year before as per
DappRadar

11.68

Q1 Q2 Q3 Q4
A1

Note: Data excludes “off-chain” sales.
Source: DappRadar

Collectible NFTs are most popular

Number of non-fungible token sales in popular categories in past month

Mote: Data for the month up to January 10, 2022. Data only shows transactions on the ethereum blockchain and excledes "aff
chain® sales.
Source: HonFungible.com

C Punk Source: Nike Acquires Fashion and Collectible NFTs are most popular
rypto unks Sneaker NFT Site RTFKT NFT sales hit $25 billion in 2021, but growth shows signs of slowing, January 11, 2022
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N-1S: DIgital COIeCTiDIes are Status Sympols for the new generation
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Among Chinese consumers, the
ownership of an NFT is not to make
money, but a status symbol for the
new generation of Chinese who are
well-versed in technology with an
appreciation for the arts — valuing
experiences and intangibles over
the materialistic goods they are
known for.
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RELal S realignment

( Figure 5.1: Consumer views on how brands meet their expectations

Product quality 1s as expected 40+ Hhu

Delivery is on time 49y, 46+
56% %

Convenient time and delivery/pickup location h0s 44,

Able to track the delivery status

Check-out process and payment process 604

After-sales customer service 42+

Pre-sales customer service A4, H2s,
I Customise the product | bought 38e h2y,
Obtain adequate product information 43 H1%

B Meet my expectations M Somewhat meet my expectations M Do not meet my expectations
k Source: KPMG, GS1 HK and HSBC Survey Analysis

© 2022 KPMG LLP, an Ontario limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International Limited, a private
English company limited by guarantee. All rights reserved. The KPMG name and logo are trademarks used under license by the independent member firms of the KPMG global organization.
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Relal S realignmen

r Figure 5.2 Current retailer actions to enhance customer experience .\_

Integration between physical stores and online

39y

Investing in technology to create a seamless 20
purchasing journey %

Real-time interfaces — 27w

Being more open to showcase corporate culture to drive an
emotional connection with customers

Customising the shown items based on the consumer's
browsing and purchase history I

J——

Enabling automated communication functions (e.g. chatbots,

voice recognition) across the customer journey — 20%
Creating end-to-end supply-chain transparency —
and ethical product sourcing 195
Using virtual reality (VR)/augmented reality (AR) to enhance — 13
%

the customer experience

Instant refunds and cash back payments p————— 17,

Adopting drone delivery or other innovations to support the

logistics and delivery process 8%

Installment plans/consumer financing options peEEE——EE————————— (-

\ i e s _ #supplychain

© 2022 KPMG LLP, an Ontario limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International Limited, a private 28
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RELal S realignment

{ Figure 5.3 Services consumers are willing to pay a premium for \

Ability to refund or exchange products that are usually non-refundable — A E™
Express or expedited delivery — g
More comprehensive after-sales customer service and support — 384
Priority ordering of newly available products 295
Special payment plans or mg
Enhanced order tracking _ 245

Weekend delivery —19%
None of the above [m— 12

\ Source: KPMG, G51 HK and H5BC Survey Analysis )

#supplychain
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lalS realgnment: Give data a Sea

Trove of microdata increasingly helping
influence retailer decisions

r Figure 5.5: Consumer data retailers are collecting

Brand/ shopping preferences or spending habits 46
Loyalty programme 445
Age 43
Gender

Living location/ district
Payment method/ preferred modes of payment
Online browsing histary {on devices)

Income level

Location tracking records

The Real

Economy

URL: https://bit.ly/3t7Aalr

Employment status and job nature

Marital status/ number of kids
MNone of the above

Other

k Source: KPMG, G51 HK and HSBC Survey Analysis

‘ Source: KPMG, GS1 HK and HSBC Survey Analysis

Getting data from third parties with the consent of customers

{ Figure 5.6: How retailers capture customer data

Making record of transaction

Through membership registration

Social media platforms

Customer survey

Referring to browsing behaviour on our website

Pop-up ads

Bundling products
Through video analytics
None of the above
Other

h8%
hhe%

&

KPMG
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Jala deja v

Retailers’ top five reasons for not ...And it continued in 2021 after waging against the

implementing comprehensive
data analytics

_30
_30

1. Lack of available talent

pandemic for more than two years

Retailers’ current data analytics capabilities

2. High investment cost

W 3. Cannot see significant benefits

é

m Data collectlon

and analytics

4. Only a small amount of data available Capabiitios

m%‘*

5. Don't know how to make use of
the data

Currently have comprehensive
data analytics capabilities

Collect data and plan to
implement data analytics in the
future

Collect data but do not currently
analyse it

Do not collect or maintain
customer data

Source: KPMG and GS1 HK survey analysis, Retail’s Realignment, 2021
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‘0WINg demand for taient amid digitalization

Relalers key challenges \

@' Key challenges {@ Key talent shortage areas

Seamless data integration across
multiple channels and platforms &= IT systems and support

51 Training and upskilling existing staff . .
to buildga futur%-read?/ WOI‘ka?‘CE pi%rQSales, marketing and communications

)@ Developing an omnichannel digital

B i strateqy 1 Data analytics

= Lack of clarity about which technologies
= will deliver the greatest return

A%
=4
=
[=
=

ITI - - -
v%: Business innovation
u¥m

(@ Digital capital expenditure R&D and product development

Source: KPMG, GS1 HK and HSBC Survey Analysis

As more complex digital channels and new technologies are
deployed, retailers see an increasing need to source more

tech talents and upskill + reskill staff
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Brands are waking up
and starting to make
an effort in the quest
for sustainability



rol Megatrends Inthe retall ndustry

Circular Economy Supply Chain Decarbonization Engaging the

Transparency workforce in
climate action

Businesses adopting Supply chain transparency . .
circular models benefit nurtures consumers’ trust by P ki et pon_neutrallty g Harnessing the goodwill of your
from less waste, responding to growing some organisations are workforce through social norms
innovation, and stronger expectations for sustainable going even further by aiming to support net zero ambitions
customer relationships and fair products and to be climate positive

Increasing standards for Social License to Operate (SLO)
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What are executives teling us?

Tailor products, services and marketing for Gen Z and other age groups

Carsten Brenker Jessie Qian
‘ Managing Director of x Country Sector Head,
Jebsen Consumer, Consumer & Retail,
Jebsen Group KPMG China
Everything is tribal now...you have to find a Generation Z consumers are the
specific way to reach each group of people, influencers for other generations, including
whether offline or online. millennials who want to feel young and

active, and parents and grandparents
who will make purchases for their Gen Z
children and grandchildren.



What are executives teling us?

Adapt 020 strategy to reflect the changing roles of physical and online retail

channels

Thomas Woo
President,
city’super

it is hard to replicate an instore experience
online, | see online and offline complementing
each other. Customers can experience our
products digitally, which can encourage them
to come to get the full experience at our
physical stores.

Plato Wai
General Manager,
SHOPLINE

We think physical retail will come back and
it will be much better than what we see
now, but at the same time consumers now
realise how easy it is to shop online.

The role of the physical shop will shift more
towards experience and engagement.
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What are executives teling us?

Harness technology to meet consumer expectations for experience and product

é@ authenticity
d
5

Keen Yim Anson Bailey Anna Lin
VP of Brand & Community, 1 Head of Consumer Markets, ASPAC 1 Chief Executive
Lululemon Asia Pacific Head of Technology, Media & GS1 Hong Kong
Telecoms, Hong Kong,
KPMG
We are building out an ecommerce presence We are seeing a perfect storm emerge with Pandemic induced supply chain
in all of our key markets including Hong Kong investors, bankers, regulators and disruptions
and also setting up the foundations of our consumers all calling out for brands and have triggered businesses to enhance
data platform so that we have an ongoing retail groups to become more purpose-led supply chain transparency and flexibility.
understanding of our guests’ behavior and and demonstrate both their societal and Companies that have digitised their
can actively build a relationship with them. green credentials in the communities supply chains and invested in
If you look at where brands and digital culture that we live and work in. ecommerce capabilities are better able
are heading, there is increasing transparency. to serve the

needs of their customers.

ki o



Wnat are executives [eling us?

=Q Align data collection practices with analytics capabilities while recognising
| | I | m consumer preferences

Ricky Wong

Randy Lai
CEO, Vice Chairman and Group Chief
McDonald’s Hong Kong Executive Officer,
HKTVmall

Digitalisation not only allows us to expand
our customer touchpoints and provides
enhanced services such as mobile ordering
and delivery, but it also helps us better
understand customer purchase behaviour
through machine learning, to keep
customers informed of our new product
developments and personalised offers.

Every company thinks differently and you
cannot use the same formula for every
product. That's why | open up this data for
the public to use.
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Relal S realignmen 20 8-Commerce platrorms

b 2

KPMG

| *“Generation 2" sample is defined as consumers aged 18 to 24 st the time of the survey

r Appendix 1: Consumers’ preferred e-commerce platforms Appendix 2: Consumers’ preferred e-commerce platforms
(Apparel and fashion sector) (Food and beverage sector)
Hong Kong— all consumers | Hong Kong —Generationz+ | Mainiand China GBA®=— Mainland China GBA™ — Hong Kong — all consumers | Hong Kong —Generation z+ || Mainland China GBA==— Mainland China GBA**—
all consumers Generation Z all consumers Generation Z
o Taobao o Taobao o Taobao o Taobao o HKTVmall 50+ o HKTVmall o Taobao o Taobao
© sxvmal 134 o HKTVmal 38s @ Tman 51« @ Tmal 13« © websice/platiom o 195 @) Taobao 19 @ Tmall 50« @) Tmal 4%
- - - supermarket which
o Tmall 2% ° Large online retailer(, e JD.com 485 o JD.com 405 r.;m_ﬁng physical retail o Large online retailer 145 e JD.com 4% (@ JDcom 33
chain
o Large online retailer16s o Tmall 17% ° Pinduoduo 26% o Pinduoduo 33% —— o Website/platform of 125 Pinduoduo 20% o Pinduoduo 28+
o Taohao 17% supermarket also
o }l}":’?jhespr;eﬂztxm 145 o Zalora 14% o WeChat 18% o WeChat 20% W n;'nljlng physical retail o WeChat 13, e \WeChat 12
B ebsite/platform chain i
store also running @ website/platiorm of 114 © bowin 9 () Alibaba.com 9% of department store £ e )
physical retail chain department store also B o iHerb 10% o Freshippo 10% o Website/platform  11=
- running physical retail o Alibaba.com 9% o Xiaohongshu B retail chain —_— - of supermarket also
o Zalora M chain o o e e Tmall 10% ° Website/platform Oy running physical retail
Xiaohongshu Ts Douyin B . —_— of supermarket also chain
° WeChat 8% o oD\.nv'r‘: :\'r:hcsogfa”\'ls Ts - o iHerb B Website/platform 8% running physical retail ]
Jatf o Large online retailer 5 o Website/platform B o 7t of department store chain Website/platform B
o eBay Tx fatorm o e of department store LR also running physical - rfdepariment stre
o Rak . o SHEIN 5 o mjhsm:{plaﬂ?n? 4% a;so_lruEm_ng physical o Tmall 8% retail chain o Sunning 8% also running physical
akuten % i epartment store retail chain L i _——— retail chain
O EE—— also running physical _ . . - - -
o Only via company’s 4 o eBay L retail chain ] ) . o Large online retailer 7% o Ztore B o Website/platform Ts ] .
own website/ @ e — Large online retailer 3 o - ; ° - of department store o Freshippo B
platform WeChat Ay o Kuaishou 2 - eBay 9% eBay B alsu_ running physical )
_— - i Kuaish . retail chain Sunning by
© 2sos 1 @ Rakuten 4y O rishos 2 © wechat 5 @) wechat A i O swming 5
- SHEIN 1% SHEIN . - ] . . . . )
e SHEIN . 0 AS0S 3 Q —_— @ g = o Onl\r\rlahcomfanys 3% Dnly\nahcqm}nan',r’s 3s o Large online retailer 5% @ [EarasionlinsiieteliSHEF
: own website own website, - - -
9 Yoox Net-a-Porter 2% Yoox Net-a-Porter 24 e Shopbop 1s @ Goxip 1% platform platform o Yihaodian As o Yihaodian 25
YNAP YNAP e — T
e ( ) 0 ( ) 0 Yoox Net-a-Porter 1% ° Shopbop 1% o Foodwise 1% @ Foodwise 2% @ iHerb 2% @ iHerb 1
Goxi 1% Shopbo, 2% (YNAP}
e P @ pooe e @ Yoox Net-a-Porter 1
Shopbop 1% Goxip 2% Goxip 1% [YNAP)
qm”se e-commerce 10x DlmtI;t use e-commerce  Ts Dlo';t use e-commerce 1% Dlmt‘frt use e-commerce 1 Don't use e-commerce 18x Don‘tuse e-commerce 25y Don‘tusee-commerce 2y Don'tusee-commerce 7y
platiorms: platrorms: platrorms: platiorms: platforms: platforms: platforms: platforms:
*“Generation Z” sample is defined as consumers aged 18 to 24 at the time of the survey
L **Analysis of nine mainiand China GBA cities: D\ Foshan, hou, Huizhou, Jisngmen, Shenzhen, Zhaoging, Zhongshan and Zhuhai J ¥ Analysis of nine mainlsnd Chins GBA cities: D Foshan, hou, Huizhou, Jiangmen, Sh

hen, Zhaoging. Zhongshan and Zhuhai J
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RELal S redlignment 20 8-commerce piatiorms (contd

r Appendix 3: Consumers’ preferred e-commerce platforms ‘
(Beauty and wellness sector)

Hong Kong —all consumers | Hong Kong — Generationz* | Mainiand China GBA™ — Mainland China GBA™—
all consumers Generation Z

o HKTVmall s, o HKTVmall Ds, o Taobao o Taobao

o' Website/platform of 19 o Taohao 20% o Tmall &7 o Tmall 3%
department store also
running physical retail e Website/platform  15% o JD.com 39 o JD.com 29
chain of department store ] ]
also running physical Pinduoduo 13% Xiaohongshu 15%
o' Taobao 15% retail chain o o
WeChat 1% WeChat 12%
Only via company's 7% o Only via company'’s 12 o o
own website/ own website/ o Xiaohongshu 10 o Pinduoduo 12%
platform platform
- - Website/platform Bx Website/platform 8w
o Tmall Ta o Large online retailerq 1y o of department store o of department
also running physical store also running
o Large online retailer 7s o Gmarket . retail chain physical retail chain

o Sunning 8 o Douyin B
o- eBay T o Tmall 9 o Douyin . o _— .

o Gmarket B o Strawberrynet b o Kuaishou B @ Kuaishou =
o WeChat b o eBay B o Large online retailer g o Large online retailer s
Only via company's 75, @ Only via company’s s
@ Strawberrynet LEs o JD.com 5% @ own website/platform own website/platform
o- JD.com P o WeChat y.L 9 Strawberrynet 1% @ Strawberrynet 1%
Don'tuse e-commerce 26x Don'tusee-commerce 22« Don'tusee-commerce 3% Don'tuse e-commerce 3sx
platforms: platforms: platforms: platforms:
*“Generation Z" sample is defined a5 consumers aged 18 to 24 st the time of the survey
*¥Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jisngmen, Shenzhen, Zhaoging., Zhangshan and Zhuhai
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The information contained herein is of a general nature and is not intended to address the circumstances of any particular individual or entity. Although we endeavour
to provide accurate and timely information, there can be no guarantee that such information is accurate as of the date it is received or that it will continue to be
accurate in the future. No one should act on such information without appropriate professional advice after a thorough examination of the particular situation.
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