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This report looks at the following areas:

= Is ‘peak internet’ around the corner?
< It's all just retail!
= Tailoring the shopping journey to individual tastes

Online-to-offline (020) retailing (also known as Internet+, or omni-channel retailing) can be defined
most simply as the integration of online retailing to traditional bricks-and-mortar retailing.

However, it covers a wide range of commercial and consumer activities, and aims to focus those online
and offline activities into coordinated strategies as an integrated, multi-channel business plan designed
to utilise online assets to re-establish in-store value, with a view to increasing overall retail revenue
(both online and offline). This multi-channel approach is more two-way, from online-to-offline, and
from offline-to-online.

It can also be seen as a business strategy that simply draws potential customers from online channels
into physical stores, by identifying customers in the online space, via email, social media, online
gaming, online retail channels and internet advertising, using a variety of marketing tools (both online
and offline) to guide customers from those online spaces into the physical retail spaces. This approach
is more one-way, from online-to-offline only.

DID YOU KNOW?

more holistic view of this market

“The online retail market is slowing, becoming more
competitive and has to become more integrated with

offline retailing. Retailing has to include a combination of
both, requiring redefining what the role of physical stores
should be and using more mobile technology.”

I — Matthew Crabbe — Director of Research, Asia
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Figure 22: Alibaba China commerce retail GMV total and mobile, Q1-4, 2015

Figure 23: Alibaba China commercial retail division major operational metrics, March 31, 2015-March 31, 2016

JD.com
Figure 24: JD.com key financial data, 2012-15

Suning
Figure 25: Suning key financial data, 2012-15

VIPShop revenue grows 65%
Figure 26: VIPShop Holdings key financial data, 2012-15

Competitive Strategies

The national flag as retail banner
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Products Bought

Mobile persists, shops resist
Figure 27: Consumer purchasing of products by type of online or offline channel, April 2016

Are we reaching ‘peak online shopping’?
Figure 28: CHINA — Online retail sales by broad product category, 2011-15

Figure 29: Consumers’ online and offline shopping incidence in the last 6 months, April 2016

Better engage the 40s
Figure 30: Consumers’ online and offline shopping incidence in the last 6 months, by age group, April 2016

Targeting the harder-to-reach shoppers
Figure 31: Consumer purchasing of products by type of online or offline channel, by key consumer groups, April 2016

Targeting the young shoppers
Figure 32: Consumer purchasing of products by type of online or offline channel, by gender and age group, April 2016

Targeting the lower income shoppers
Figure 33: Consumer purchasing of products by type of online or offline channel, by monthly personal income group, April 2016
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Shoppers still like shops
Figure 34: Consumer motives for shopping either online or offline, April 2016

Older men trust stores, young men trust online
Figure 35: Male consumer motives for shopping either online or offline, by age group, April 2016

The omni-channel approach as a tailored service
Figure 36: Female consumer motives for shopping either online or offline, by age group, April 2016

Lower income shoppers not persuaded either way
Figure 37: Consumer motives for shopping either online or offline, by personal monthly income group, April 2016
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Seeing is believing?
Figure 38: Consumer influences for shopping either online or offline, April 2016

Youngsters online, oldsters offline
Figure 39: Consumer influences for shopping either online or offline, by gender and age group, April 2016

Shopping influences versus retailer performance
Figure 40: Consumer influences for shopping either online or offline, by aspects online retailers perform better than physical stores (A),
April 2016
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stores (B), April 2016
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Consistency of performance, quality of experience
Figure 42: Key motivators for consumers to shop either online or offline, April 2016

Consumer motivation versus retailer perceptions
Figure 43: Key motivators for consumers to shop either online or offline, by consumer perceptions of shopping online or in-store (A),
April 2016

Figure 44: Key motivators for consumers to shop either online or offline, by consumer perceptions of shopping online or in-store (B),
April 2016
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Online still holds practical advantage
Figure 45: Key motivators for consumers to shop either online or offline, April 2016

Older men prefer shopping online
Figure 46: Key motivators for male consumers to shop either online or offline, by age group, April 2016

Women'’s shopping habits shift with age
Figure 47: Key motivators for female consumers to shop either online or offline, by age group, April 2016

Channel perceptions versus consumer attitudes
Figure 48: Key motivators for consumers to shop either online or offline, by consumer attitudes towards shopping online and in-store
(A), April 2016

Figure 49: Key motivators for consumers to shop either online or offline, by consumer attitudes towards shopping online and in-store
(B), April 2016

The Consumer — Consumer Attitudes

Ratings, reviews and recommendations
Figure 50: Key motivators for consumers to shop either online or offline, April 2016

Figure 51: Consumer attitudes to online/offline shopping, April 2015

Give men an incentive to go shopping
Figure 52: Key motivators for male consumers to shop either online or offline, by gender and age group, April 2016
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Emphasise social shopping to women
Figure 53: Key motivators for female consumers to shop either online or offline, by gender and age group, April 2016

The Consumer — Key Consumer Groups

The core consumer groups
Figure 54: Key consumer groups according to attitudes towards shopping online and in-store, April 2016

Shopping haters

Who they are

What they like

How to market to them

Word-of-mouth (WOM)-shoppers

Who they are

What they like

How to market to them

020 shoppers

Who they are

What they like

How to market to them

Reticent shoppers

Who they are

What they like

How to market to them
Figure 55: Key consumer groups according to attitudes towards shopping online and in-store, by demographics, April 2016

Appendix — Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

Appendix — Market Size and Forecast

Total market size and forecast
Figure 56: China — Value sales of Online to Offline Retailing by segment, 2011-21

Forecast methodology
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