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Current status of E-commerce market in China and implication
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Abstract The economic growth in China takes the step of the Internet/Mobile revolution together. The high
internet penetration provided the opportunity to increase the e-commerce market with fast speed. However, due
to imbalance of the growth speed and preparation, the problems on various infrastructures and regulations were
generated. Therefore, this study investigateed the current status of e-commerce market and sub-categories. This
study also discussed about the problem of e-commerce logistics system, consumer protection, R&D investment,
and human resources and provided the considerations for the future improvement. Finally, this study diagnosed
the mobile payment and internet finance market and new e-commerce tax regulation, and then suggested
institutional implications for the international standardization. This study is meaningful to provide the first
implication to the Korean exporters after Chinese government had announced market open strategy for the 5
year e-commerce development plan.
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Chinese e-commerce”. China Electronic commercce research
center, “2013 (a) Chinese e-commerce market data monitoring
report”.

[Fig. 1] Market volume and user growth
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[Fig.2] e-commerce market share
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[Fig 3.1 Mobile commerce
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[Fig. 4] Delivery service market status in China
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2) Status of Chinese e—commerce

Status

commerce
type

-B2B
-B2C
B2C, C2C
(including group buying & m-commerce)

logistics

Characteristics

-integrated logistics information system
-individual firm's delivery model

-020 delivery model application
—cooperation with third logistic party

payment

Type

-internet banking

-3rd party payment

-payment after delivery(cash)
—transfer

—app and barcode applied payment

Participants

-HP manufacturer

-OS platform opertor
~telecommunication firms

—finance institution

-online payment firms(Alipay, Paypal)

online
finance

Type
~finance loan : B2B loan, P2P loan
—fund sales

consumer
protection

Problem
—fraud, A/S deficit, delay of refund,
identity theft, false sales

Solution

~built-up business credit platform

-strengthen investigation

-internationally ~ standardized new regulation]
application
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Status

R&D

New technology

—price analysis tech

—consumer analysis via big data

-SCM path optimization

—automatic CS system

—search and recommendation engine system

Trend
-increas R&D budget(55% of sales)

human
resource

Problem

~high ratio of low value-added resources
logistics: less educated

marketing, payment, IT : more educated
—low labor productivity

Solution

—apply diverse working type

(flexible time, part-time, homeworking)
-increase wage

taxation

Problem

~difficulty of e-commerce tax collection
—undeveloped legal system

~difficulty in measurement of tax base
—uncertainty of tax payer

Solution

—-improve legal system

—adapt the system of EC
—participate in making standards of
international EC Internet
-informationize tax collection and
administration system in China

regional
difference

-regional development gap

-low infra of central area

~high development of east area
(Guangdong, Zhejian, Bejing, Shanghai)
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