


主辦機辦

香港電子商務業協會



工業貿易署



過往講座

Introduction to Omnichannel Sales & Commerce

Applications of Platform and Enterprise Data Analytics

Lane Crawford







合作機構



香港利程坊

馮氏集團



演講者

Rex Cheuk
Business Development Director

Doris Chung
Manager, Programme

Michelle Leung
Senior Vice President



拍照



天貓國際

Rex Cheuk
Business Development Director





Boosting your brands in China



Source: 1 Chinadaily, & 3 eMarketer 2016, 2 PWC, 4 Oliver Wyman 2016

The China Opportunity Today

2017 – China is the
the world’s largest retail

market at

US$5.69 trillion

Retail Market  
Size

Online penetration of China’s
overall retail market

will reach

25% by 2020

Retail Market Online  
Penetration

The proportion of online  
consumers in China who buy  

foreign/imported goods

40% of online  
consumers

Taste for  
Imported Goods



The China Opportunity Tomorrow

400 Million
Middle-class consumers

The middle-class population is set to reach  
400M by 2020. Which is the economic  

equivalent of adding an economy the size  
of Germany.

Europe (739 M) US (326 M) ANZ (25M)

Source: China Internet Network Information Center - 39th “China Internet Development StatisticsReport”

731 Million
Internet Users in China

Compared to



Alibaba China Retail Marketplaces Milestones

Taobao Mall

2003 Nov 2009

Tmall (B2C)

Feb 2014

Tmall Global
Direct Import

Tmall Global
Taobao (C2C) 1st Double 11 (Cross-border B2C)

2008 Nov 2011 May 2016

Nov 2018

10th Double 11

699m mobile monthly
active users

60%+ consumers

are under 30  
years old

90%+ of total  
transactions are  

conducted on mobile

20m+ comments and  
times of sharing on  

mobile everyday

*China retail marketplace mobile MAUs for the month ended December 31,2018



The Alibaba Ecosystem

LOGISTICS

PAYMENT  & FINANCIAL SERVICES

CLOUD SERVICES

RETAIL COMMERCE CONSUMER

SERVICES

WHOLESALE

COMMERCE

------------------------------------ CORE COMMERCE ------------------------------------

DIGITAL MEDIA &

ENTERTAINMENT

INNOVATION

INITIATIVES
China

Cross-border & global
Cross-border

& global

China

(Ele.me)
(Rural Taobao)

(Freshippo) (Ling Shou Tong)



One “Super ID”

Personalized User  
Experience  
Across all  
platforms

UC Web

2nd largest mobile web browser

and newsfeed

Youku Tudou (“Chinese YouTube”)  

Largest video site inChina

Weibo (“ChineseTwitter”)

Largest microblogging site

Entertainment

Alibaba Pictures, Alibaba Sports,  

Alibaba Music, Tmall TV

Integrated Marketing Channels

At Alibaba, digital media and entertainment are completely integrated into themarketplaces

Taobao & Tmall Apps

Shopping, marketing,

and entertainment platforms



In Mainland China
(subsidiary ordistributor)

In Mainland China

In CNY

In Mainland China

In Mainland China  

From within Mainland China

Outside of China  

In home country  

In home currency  

In home country  

Outside of China  

From overseas

Legal entity  

Bank account  

Payment

Trademark registered  

Warehouse

Shipping to Chinese consumers

Products&  

brand  

already in  

China

SEA

consumers

In Mainland China
(subsidiary ordistributor)

In Mainland China

In CNY

In Mainland China

In Mainland China  

From within Mainland China

India  

consumers

Various Platform Solutions to Suit Brands’ Needs



NO.1 B2C PLATFORM IN CHINA

699m
Mobile MAUs

60.9%
B2C market share

29%
Physical Goods GMV

Growth

TMALL OVERVIEW
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Source: Analysys：Based on Tmall’s 2019GM



2018 11.11 Global Shopping Festival

~ 180,000 participating brands and merchants

RMB213.5 billion (approx. US$30.8 billion)
in total GMV

27% YoY growth in GMV

>1 billion delivery orders processed by Cainiao

Top 5 Countries for Import

No. 1

Japan

No. 2  

USA

No. 4

Australia

No. 5

Germany
No. 3

S. Korea

11.11 2009: RMB 52million

11.11 2010: RMB 936million

11.11 2011: RMB 5billion

11.11 2012:  RMB 19billion

11.11 2013:  RMB 36billion

11.11 2014:  RMB 57billion

11.11 2015:  RMB 91billion

11.11 2016:  RMB 120.7billion

11.11 2017:  RMB 168.2billion





Suppliermodel

Sold through Tmall Global TDIstore  

Fees (Deposit)

Import Lifestyle Supermarket

• Platform to sell high-volume products

• Channel to introduce mature products

• Dedicated effort for new products on flagship store

Tmall Global – Educate/ Sell/ Engage

Direct Collaboration with a powerful distribution Channel:

Supply Chain Depth / Risk Control

Tmall Global Ecosystem
An Overseas Brand’s Ultimate Destination to  

Invest in Brand Building / Product Introduction & Sales

FLAGSHIP MODEL TMALL DIRECT IMPORT

B2BB2C

Self-managed Tmall Global flagshipstore  

Partner with TP to run store operations

Fees (Deposit, Annual, Commission,Service)

Flagship Store:

Build Branding and Marketing Billboard

Discover New Lifestyle

Introduce brands, product variety •  

A channel to educate, customer lock-in •  

One stop hub to introduce a lifestyle •



➢ Beauty & Personal Care

➢ Health Supplements

➢ Mother & Baby

Others

Daily Consumption

Apparel & Shoes

Beauty &

Personal Care

Mother & Baby

Food & Groceries

(incl. Health Supplements)

Source: Tmall Global & CBNData. 2016 Cross-border consumption report

Popular categories on Tmall Global



Alibaba: To Make It Easy to do Business Anywhere

2 BILLION
CONSUMERS

TENS OF MILLIONS
OF MERCHANTS

GLOBAL

BUY

GLOBAL

SELL

GLOBAL

PAY

GLOBAL

DELIVERY

GLOBAL

FUN



SECRET FORMULA ON TMG

x x =

Traffic Conversion  
Rate

Average  
OrderValue Sales

In order for any brand to grow sales, they must understand how to grow traffic effectively.



Local Partners

Consumer  
Insights

Price Control

- Engage local partners to quickly adapt to

fast-paced market developments

- Utilize social media for brand building

- Leverage on the inherently data-rich nature of e-

commerce to gather actionable insights

- Act on consumer insights for enhancement of

consumer experience and product development

- Cross-border vs local channels

3 Tips on Standing Out in the China Market



馮氏全渠道服務

Michelle Leung
Senior Vice President



FOM E-Commerce Service Introduction

Cross-border Partner to China Market



Introduction of LF Fung Omni Services
• Fung Omni Services (FOM) is an acquisition of Fireswirl Technologies Inc’s 

e-commerce team and technology by the Fung Group (Li & Fung). The 
acquisition was completed as of April, 2015.

• The team has served a number of major international clients with their 
marketplace store or their branded online store in Asia. These brands 
include Toys R Us, Hugo Boss, Dyson, BMW, etc. before the acquisition.

• As a subsidiary of the Fung Group, FOM complies to high standard of 
corporate governance and service quality. FOM differentiates itself from 
its local China/SEA competitors in terms of its overall business integrity 
and its appreciation of its clients’ brand value.

Marketplace 
Store, e.g. Tmall 
Store, Lazada 
Store etc.

Branded Store, e.g. “.cn” storeMobile Store

FOM provides technologies and operation services to brands and 
executes their omni-channel commerce strategy

19 August 2019 Page 30



Fashion Sports LifestyleChildren wearBags & Accessories WeChat & Brand site

19 August 2019 Page 31

FOM Clients



19 August 2019 Page 32

General Service Overview



19 August 2019

FOM Fully Automated PDP Generation

Page 33

Fill All 
Attributes Of 
Product

2
Create A 
Product On 
Tmall

1
Add Each 
Color/Size 
(SKU) To 
Product

3
Collect & 
Organize 
Images From 
Brand

4
Manually Edit 
Images & Add 
Captions

5
Manually 
Upload Images 
To Tmall

6

Typical PDP Creation Process of Most TP’s (87 mins manual work per PDP)

2 mins 20 mins20 mins 5 mins 30 mins 10 mins

VS

FOM CMS – Fully Automated PDP Generation (a few seconds per PDP, automated)

Meta Data Engine

Graphics Engine

FOM CMS

Fung Omni designers can further enrich content and generate PDP’s for hero products on Tmall

Brand’s Ecom

ONLINE PRODUCTS

Brand’s DAM

IMAGE STORAGE



19 August 2019

Mobile App To Monitor Your Business 

Page 34

FOM provides a proprietary FOMetrics Mobile App to our brand clients to check their store performance 
and various metrics ANYTIME, ANYWHERE. (Both English & Chinese interfaces are available)



19 August 2019

Foot Locker Tmall Global Store

Page 35

Foot Locker, Inc. (NYSE: FL) is a leading global retailer of athletically inspired shoes and 
apparel. Headquartered in New York City, the Company operates 3,276 athletic retail stores 
in 24 countries in North America, Europe, Australia, and New Zealand under the brand 
names Foot Locker, Champs Sports, Kids Foot Locker, Footaction, SIX:02, Lady Foot Locker, 
Runners Point, and Sidestep.

Store Type : Tmall Global Official Flagship Store
Launched : Sep, 2018
Category : Sneakers
URL: https://footlocker.tmall.hk



19 August 2019

Success case: over 5000 sold for Hero Item

Page 36

FOM initiated Foot Locker’s first Asia eCommerce store in 2018.  For the first D11, FOM supported FOM to sell 

Vans boots – over 5000 sold putting Foot Locker as one of the most successful new Tmall Global stores in 2018



19 August 2019

Foot Locker O2O Live Stream Event – D11 
Preheat

Page 37

Event Overview: FOM conducted a Live Stream in Foot Locker’s first offline flagship store in Hong Kong

In-store UV: Increased by 300%;

Page View: Increased by 400%;

Conversion Rate: Increased by 370%.

- Customer can purchase the same style directly from the Foot 
Locker Tmall Flagship Store

- Videos can be saved and used in store’s product description 
page



TMG – Rising Star Award of FY 2019 for Foot 
Locker

Page 38

19 March 2019
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A Unique WeChat eStore Solution: Highlights

Page 39

Fung Omni (FOM) is one of the few e-com service providers in Hong Kong that has a 
WeChat eStore technology fully integrated with China customs and complies with 
the new China e-commerce law enforced since Jan 1, 2019

• Full WeChat shopping experience

• Peer-to-peer referral and marketing features (via Mini-Program)

• ”Under-sunlight” shipping solution, pays 9.1% e-commerce tax

• System fully integrated with China customs

• Same day customs clearance

• Storage & pick-pack solution available

Pack stations in our B2C bonded warehouse in Shenzhen

System integrated with China customs

WeChat eStore



19 August 2019

WeChat eStore – Webstore

Page 40

WeChat eStore Technology and Store Operations To Generate Sales Target Chinese Tourist Via “Retail + Celebrity”

Leading tourist / 
customers to follow 
brand’s WeChat OA, 
then conduct CRM to 
generate cross-border 
online sales



WeChat eStore Showcases

19 August 2019 Page 41



Customs Clearance System Flow in QHW Bonded 
Warehouse

19 August 2019 Page 42

FOM OMS China 
Customs

LFL Logistics 
API

Branded
WeChat

Mini-
Program

Store
FOM

LFL
WMS

FOM Customer Service

Payment
Data

Order
Data

Logistics
Data

Order

Payment

Customs
Cleared
Orders

Failed
Orders

Pick, 
Pack & 

Ship

Place
Order

Order

Refund
Fung Group Systems
and OperationsFailure reasons include incorrect 

personal ID number or personal 
annual tax quota is exceed

FOM’s Bonded Warehouse CBEC System Integrations

Chinese
Consumer

Order
Dispatch



LF OMS
(Order Management System)

LF WMS
(Warehouse Management System)

LF TMS
(Transportation Management System)

China DC
Japan DC
Korea DC

India DC
Hong Kong DC
Singapore DC

Philippines DC
Malaysia DC
Taiwan DC

Indonesia DC
Thailand DC
Vietnam DC

Strategic & 
Marketplace 

Optimized 
Logistics
Network

HONG KONG

SINGAPORE

19 August 2019 Page 43

Major eCommerce Platform in China & SEA



Doris Chung
Manager, Programme香港零售管理協會



























https://www.whois.com/


https://www.whois.com/


https://www.watsons.com.hk/termsConditions




https://www.pcisecuritystandards.org/pci_security/


https://www.pcisecuritystandards.org/pci_security/










https://www.youtube.com/watch?v=09ylaxFwqzk&feature=youtu.be





