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“Cross-border online retail is already a significant part of
the total online retail market. As more consumers go
online and, travel overseas more will become interested in
buying foreign products online. This is being helped by
government policies promoting online sales, uptake of m-
commerce and spread of online payment systems.”

— Matthew Crabbe, Director of Research, Asia-
Pacific

This report looks at the following areas:
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This report explains how cross-border online retail has become a significant segment within total online
retail, as well as how this is creating new opportunities for sectors that have yet to make significant
growth in online retailing, and particularly for more specialist niche products and brands. The report CALL
also explores how consumers have, or have not, embraced cross-border online retail, what their EMEA

attitudes to buying foreign goods are, as well as what the key influences are on how and why they shop +44 (0) 20 7606 4533
for foreign products online. This report also explains what the key market drivers are, and how
companies are adapting their strategies in order to take best advantage of the rapidly changing market
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Purchasing of Foreign Products

Overseas still lags domestic online shopping
Figure 28: Consumer purchasing of foreign products by location of retail channel type, November 2015
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Country significance varies greatly by sector
Figure 31: Type of imported products bought online by country of origin, November 2015

Food and drinks

Figure 32: Food and drinks products bought online by country of origin, November 2015

Figure 33: Consumers who had bought food and drinks products online by country of origin, November 2015
Clothing and footwear

Figure 34: Clothing and footwear products bought online by country of origin, November 2015

Figure 35: Consumers who had bought clothing and footwear products online by country of origin, November 2015
Beauty and personal care products
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Personal electronics

Figure 38: Personal electronics products bought online by country of origin, November 2015
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Household electronic appliances
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Baby food and products
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Quality and price dominate channel choice
Figure 44: Factors influencing consumers when choosing which website to buy imported products from, November 2015
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Figure 45: Factors influencing consumers when choosing which website to buy imported products from, by gender and age group,
November 2015

What this section should include

Figure 46: Factors influencing consumers when choosing which website to buy imported products from, by monthly personal income
aroup, November 2015

Overseas versus Domestic Websites

Narrowing differences of perception between foreign/domestic websites
Figure 47: Channel choice factors compared between overseas and domestic shopping websites, November 2015

Demographic differences in foreign/domestic websites
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Figure 48: Channel choice factors compared between overseas and domestic shopping websites, by age group, November 2015

Figure 49: Channel choice factors compared between overseas and domestic shopping websites, by monthly personal income group,
November 2015

Influences on Haitao behaviour

Trust through familiarity helps lure consumers
Figure 50: Influences on consumer thinking when shopping for foreign products online, November 2015
Familiarity
The excitement of the exotic
The foreign experience factor

Overseas travel a key influencing factor
Figure 51: Influences on consumer thinking when shopping for foreign products online, by gender and age group, November 2015

Figure 52: Influences on consumer thinking when shopping for foreign products online, by monthly personal income group, November
2015

Attitudes to Haitao shopping

The importance of the ‘3 Rs’: reputation, reviews and recommendation
Figure 53: Consumer attitudes to shopping for foreign products online, November 2015
Reputation
Reviews
Recommendation
The excitement of the foreign

Income shapes consumer attitudes
Figure 54: Consumer attitudes to shopping for foreign products online, by monthly personal income group, November 2015

Appendix — Market Size and Forecast

Figure 55: China — Total historical and forecast cross-border online retail sales, 2010-20

Appendix — Methodology and Definitions

Methodology
Fan chart forecast
Mintropolitans
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