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PREFACE
WebshopinChina assists companies to enter the
Chinese online market or to improve the current
business results in China. We do this by offering a
cost-effective package tailored to the clients’ China ecommerce strategy. We serve our European clients
from Amsterdam, Shanghai and Los Angeles. This way
we communicate with our clients in the same time
zone and eliminate any cultural or linguistic barriers.

"Organisations that manage to overcome obstacles with
ease while becoming increasingly successful, all share the
same characteristic. They make the right decisions based
on a mixture of data, knowledge and experience."
This white paper has been written on the basis of
years of online business in China. It is published so we
can help steer your company to the right decisions and
online success in the Chinese e-commerce market.
Kind regards,
Angela Tabak
Managing partner
WebshopinChina
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1. STORE DESIGN
Within the e-commerce platforms Tmall and JD, you
can design and develop a webshop yourself. However,
the design style must be in line with the brand's
positioning, product aesthetics, as well as Chinese eshopper behaviour. For most e-tailers, the homepage,
product pages, and brand page are often what is
needed for an accepted store design. However, pages
can be customized to individual demands.

1.1 HOMEPAGE AND
ADDITIONAL PAGES

The black row, as seen above, is called navigation bar.
The first red frame is the clickable entrance to the
homepage and all the additional pages are highlighted
by the second red frame.
The homepage is the main page of a webshop. Below
the navigation bar, you can place several hero slider
banners. These banners can be used for promotional
campaigns or any other kind of product displays.
Based on our experience, most e-tailors would choose
to promote their star products by making use of the
hero slider banners. The star products are sometimes
selected without analyzing the actual sales figures.
Different from the homepage, the additional pages are
more function-based such as category pages and a
brand page. Most of the additional pages are created
with the information provided on the product pages.
For the brand page, a text of maximum 500 words is
required describing the history of the brand, including
milestones and important events with the specific date
of occurrence. Storytelling and brand history is highly
important for the Chinese consumers. Not only
because it makes your brand more trustworthy, but it
also allows the Chinese consumer to be more engaged
with the product. Establishing a prominent customer
experience.

1.2 MAIN PRODUCT
INFORMATION &
PICTURES
The general product information at the top of every
page is a standard template for every shop, depicting
the following information:
Product title
Price
Shipment information
Available sizes
Maximum five product pictures. The pictures may
contain one video clip.

Regarding different sizing options for one product,
there are two options:
Option 1: upload one product, with different size
options in the main product information, where the
customer can select the preferred size.
Option 2: Create different product pages for every
size. The same item with different sizes will be
displayed on the right side of the main product
information. If the customer is interested in a different
size, the other product will open in a new browser
window.

Picture requirements:
A) Size: the size of the main pictures should be at least
800px*800px.
B) At least one picture is required, this is the cover
picture which will also appear in the search results on
Tmall/JD. The size of this cover picture should be
bigger than 500k.
C) The maximum number of pictures is five and we
recommend to at least include:
- Product front
- Product back
- Product side
The file size of these pictures (except the cover
picture) should be smaller than 500k.
D) The pictures may contain one video clip. The video
clip should be less than 9 seconds. The rate of width
and height must be 1:1 and the size is suggested to be
800*800, if it is less than 800, the video clip will appear
vague.
It is prohibited to add any additional information such
as watermark, trademark and promotion to the main
pictures. Companies who do include such items will
get punished by Alibaba/JD and will temporarily
appear lower in the search results. The brand logo can
be depicted in the upper left corner and the
corresponding size can take up 1/10 of the entire main
picture.

1.3 VIDEO CLIP
Below the general product information, a video clip
can be embedded in the product page. The platforms
charge a minor fee to include a video on the product
page, which depends on the number of video clips and
the length of the video subscription.

1.4 SPECIAL
PROMOTIONS
Below the general product information and video clip
(if applicable), the special promotions can be inserted.
This is not part of the regular product design and will
change depending on the seasonal or festive
promotions, with banners designed accordingly.
However, take note that these designs have to be
custom made for your store.

1.5 DETAILED PRODUCT
INFORMATION
For each product category, you will have to provide an
overview of the specific required information. The
product page design should include the following:
general information.
Title of the product
Brand & name of the product
Product type, size, etc.
Ingredients
Products pictures, the ingredients label, etc.
Functionalities
Product specification
Logistics information
After-sales service (incl. return of the product,
procedure in case of damaged product, etc.)
General information related to your company and
the brand of the product
Refer to Appendix 1 for an example of a product page
design.
The product information as stated in the detailed
product information (except colour and size) should be
consistent with the pictures. For each taste or colour,
at least one front view picture is required.
Picture requirements:
Size: 800px*1200px
The file size of these pictures should be smaller than
500k.

2. CUSTOMER
SERVICE
Chinese customer service plays an important role in
the success of an online store. Chinese customers are
distrustful and like to ask questions about the
products before they purchase them. Moreover, they
like to bargain and get the best price. In 60-70% of the
purchases, the customer has engaged with the
merchant. Therefore, a customer service operator
should be available to answer any questions and
bargain on the live chat. It is important to set up a
training module for the customer service employee.
Besides answering questions from customers, this job
encompasses client review management. Client
reviews heavily influence the purchase decision of a
potential customer. Satisfied customers are
encouraged to leave a positive review and any
dissatisfied customer should be contacted to solve the
complaint.
The customer service should preferably start with an
occupation of 7 days a week, from 9 AM till midnight
to provide pre- and aftersales service predominantly
via live chat.

3. SHOP MANAGEMENT,
REPORTING AND
PLATFORM PROMOTION
It is advisable to find an experienced agency to be
responsible for the operational management of the
online store. The continuity of the store and the SLA of
the customer service has to be closely monitored.
Additionally, the shop should be frequently updated,
like product updates or banners on the homepages
related to seasonal promotions and Chinese holidays.
The design of the banners and promotion material is
normally included in the operational management of
the store.
It is important to work with an agency that is in close
contact with the team of JD/Tmall to participate in
promotional activities on the platform.
An agency simply must have established good
relationships with key employees within leading
platforms such as Tmall Global, JD Worldwide and
Amazon China in order to be successful.

4. LOGISTICS
It is also advisable to partner with logistics companies
to ensure prompt customs clearance and timely
delivery of the products to the Chinese consumer. In
2016 China introduced a new tax policy relating to ecommerce imports. Nowadays, there are two
shipment routes applicable; 1. Personal parcel
shipping (C2C) and 2. Formal B2C import.
With regard to the C2C shipment route, China offers a
personal parcel exemption (PPE), meaning that if a
personal parcel is below a determined threshold of
duty and VAT, the PPE can be leveraged to get
products to the consumer as quickly and inexpensively
as possible. Mail for personal use having customs duty
payable on RMB 50 or less can be imported free of
duty. The import duty rate for nutrition and health
supplements is 15%. Therefore, the value of imported
health products until RMB 333 is duty-free.
Furthermore, individuals are exempted from paying
VAT for imported products.
Under the formal B2C import route all parcels are
charged with 11,9% import tax. Yet, the maximum
value per parcel is raised to 2000 RMB, while under
the C2C route the allowed value is 1000RMB. In
addition, the lead time from door-to-door will be
lowered to an average of 7-10 days, while the average
lead time for C2C is anywhere between 10 – 14 days.
The most important aspect when you want to
collaborate with a logistics company is that they can
ensure timely, trustworthy and affordable delivery.

5. MARKETING PLAN
The success of an online store highly depends on the
marketing and promotion. It is import to increase
brand awareness amongst the target customer and to
establish a solid digital presence. Besides the onplatform promotions (part 1 in the picture below), We
recommend several digital marketing tools outside the
platform:

The initial marketing focus should be on creating
content and an online buzz about the brand. After the
initial brand awareness is established, more expensive
tools like Baidu SEM can be used to drive traffic to the
online store/website.

APPENDIX 1

ABOUT
WEBSHOPINCHINA
WebshopinChina assist companies to enter the
Chinese online market or to improve the current
business results in China. We do this by offering a
cost-effective package tailored to the clients’ China ecommerce strategy. We serve our European clients
from Amsterdam, Shanghai and Los Angeles. This way
we communicate with our clients in the same time
zone and eliminate any cultural or linguistic barriers.
We also established good relationships with key
employees within leading platforms such as Tmall
Global, JD Worldwide and Amazon China. Moreover,
we have partnered with logistics companies to ensure
prompt custom clearance and timely delivery of the
products to the Chinese consumer.
Over the past years China has developed into the
largest e-commerce market in the world, and
therefore offers huge potential for foreign companies.
Doing business in China can be rewarding, but it is also
often complex and challenging.
The Chinese e-commerce landscape looks different
than e-commerce in Europe. Western consumers are
used to online purchases directly made at the online
store of a certain brand or company. The e-commerce
landscape in China is dominated by online market
places such as Tmall (Alibaba) and JD.com, where
almost 90% of the online purchases take place. We
understand the importance of comprehending the
surrounding Chinese online landscape in order to
successfully analyze and overcome the challenges of
these digital ecosystems.

