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By Wenzhuo Wu

Tofugear, a retail solutions provider with a focus on omnichannel commerce, recently released its Digital
Consumer in Asia 2020 Report, which is based on a survey it conducted with 6,000 respondents across 12 markets in
the region.

Among these targeted markets, China is often considered to be the most digital-savvy one, as nine out of 10
consumers prefer shopping via ecommerce to shopping offline.

To profile this sophisticated group, the report split its  Chinese respondents evenly between Gen-Zers, millennials
and Gen-Xers, while also splitting consumers evenly between upper-tier and lower-tier cities.

The overall differences between consumers living in the upper- and lower-tier cities turned out to be marginal, but
lower-tier city consumers showed a slightly higher preference for online shopping than the other group.

Consumer behavior, motivations and sentiments between the two also varied in certain aspects.

For brands eyeing lower-tier markets, understanding these nuances is crucial for shaping their China strategies in a
post-pandemic era.

Here, Jing Daily digs into three key takeaways from the report while sharing Tofugear's exclusive insights on
Chinese digital consumer trends as they relate to the luxury, fashion and beauty sectors.

Omnichannel strategies are the solution in China's market in the long term
During the COVID-19 crisis, online channels became a lifeline for brands and retailers that wanted to stay
connected to their consumers.

But as in-store traffic starts to recover in China, bricks-and-mortar stores will soon deserve more attention.

For Chinese shoppers, the top frustration when they shop in a physical store is that their desired product is out of
stock.

https://www.luxurydaily.com/category/news/research/
https://www.luxurydaily.com/how-chinese-shopping-habits-have-changed-after-covid-19/
https://jingdaily.com/author/wenzhuo-wu/
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.tofugear.com/
https://neo.tofugear.com/digital-consumer-in-asia-2020-report/?ref=jingdaily
https://jingdaily.com/why-are-lawmakers-punishing-us-e-commerce-sites/
https://jingdaily.com/generation-z/
https://jingdaily.com/millennials-ai/
https://jingdaily.com/in-luxury-leadership-is-crucial-in-a-crisis/
https://jingdaily.com/how-luxury-consumer-preferences-in-china-are-shifting-after-covid-19/


Therefore, "offering immediate gratification" is essential for satisfying this important consumer demand, according
to Philip Wiggenraad, Tofugear's head of research.

For this, omnichannel strategies can deliver a better shopping experience to local shoppers.

"Retailers that have invested in omnichannel capabilities have real-time visibility of their stock and can direct
customers to nearby stores or offer online fulfillment," Mr. Wiggenraad said.

But cross-channel marketing and retail strategies can also develop valued customer relationships, considering that
brand loyalty is now built through various touch points.

The report discloses how upper-tier city shoppers are noticeably more loyal to brands than lower-tier city
consumers, with 38 percent showing a strong commitment to certain brands.

These attachments are cemented primarily through individualized services, such as personal shopping and
consultations.

As this group has easier access to boutiques and offline stores, they often have chances to experience those
services.

Consumers own various expectations about online shopping fulfillment
With its quickly developing technologies and communication networks, China's consumers can access products
through digital channels on the same level, whether they are in higher- or lower-tier cities.

However, the two segments show different expectations regarding online shopping fulfillment.

The report unveils how shoppers in upper-tier cities care more about fast delivery services, while their lower-tier city
counterparts are less time-sensitive, and having access to certain products is more important for them.

Grasping this nuance is critical for brands that want to individualize their local strategies and reach targeted
consumers more precisely and effectively.

However, digital consumers' fulfillment preferences are becoming "more closely aligned" in lower- and upper-tier
cities, based on Mr. Wiggenraad's analysis.

That is because fulfillment services tend to be more unified as ecommerce giants such as Alibaba and JD.com
elevate their logistics to support their luxury businesses.

Consumers in upper-tier cities hold a more positive economic outlook than those in lower-tier cities
At the time Tofugear conducted its survey, mainland China was facing significant economic disruption from the
COVID-19 outbreak, which included city lockdowns, widespread travel restrictions and the adoption of strict home-
quarantine measures.

Despite various indications that the economy has slowed down from a massively struggling retail market to a jump
in factory shutdowns mainland China's consumer confidence is among the highest in Asia, with 59 percent of
consumers having a positive outlook about the economy over the next 12 months and 47 percent feeling secure
about their personal finances.

In comparison, only 11 percent of Hong Kong consumers currently have a positive outlook on the economy.

The survey also indicates that, among these relatively optimistic Chinese respondents, consumers from upper-tier
cities are slightly more positive than those from lower-tier cities in regards to the overall economic outlook and their
financial situations.

This could be attributed to the way the country's retail gradually resumed business after the pandemic was
controlled, while the recovery of the rest of the world lags behind China.

Yet, many shoppers in lower-tier cities have grown used to purchasing luxury goods while traveling abroad.

"With overseas travel restrictions set to remain in place for some time, demand for luxury from within lower-tier
cities could be quite firm once consumer confidence does return," Mr. Wiggenraad said about lower-tier city
markets in a post-pandemic China.

But, he adds, it will be critical for luxury players targeting these consumers to cater to their surging demand with
heightened digital retail strategies.
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