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China. A growing B2B eCommerce 

China’s booming digital economy is a testament to the success of the eCommerce market. It was worth 39.2 trillion CNY in 20201, accounting for 38.6% of the 
value of the country’s GDP,   

According to the "2020 China Industrial eCommerce Market Data Report” released in May 2021,  the value of China's B2B eCommerce market on the whole 
reached 27.5 trillion Chinese yuan (CNY) in 2020, a year-on-year increase of 10%. Among them, the value of the Raw material (Commodity) eCommerce market 
was 22 trillion CNY, accounting for 80% of the market. Additionally, the value of the Industrial product eCommerce market was 765 billion CNY, an increase of 
17.69% year-on-year; and the value of the Pharmaceutical B2B eCommerce market was 190 billion CNY, an increase of 58.33% year-on-year.  The market size of 
the online corporate procurement market was valued at 1,155 billion CNY, a year-on-year increase of 58.21%..
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B2B eCommerce category sales distribution
in bn RMB

Source: 2020 China Industrial eCommerce Market Data Report by 100ec.cn

@17.69% 
@58.33% 
@46.93% 

 

https://docs.google.com/document/d/1oR5_iEiQBosrWaYQxBAUzz7Mrhv1kDKWNOM4EKlVi74/edit#bookmark=id.3f72u0mi5135
http://100ec.cn
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Belief that the online sale model is equally as/more effective 
 than before the pandemic (%)
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2019 Enterprise Purchase Channel Survey 
Source: Analysis of changes in B2B brand supplier attitudes on  
online sales models 2020.4 - 2021.2 (in China)  by iiMedia Research 2020, 2

The changes in behavior and attitudes towards 
online purchasing in B2B
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Important Key Words

       Offline 
services

Favorable policies
  Rising costs

Online purchasing habits for B2B

New technologies

Industry standards

Younger working force

Distributor networks
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High Potential Industries and Subcategories 

4 Sub categories

The Compound annual growth rate of online transactions in the MRO 
(maintenance, repair and operations), Electrical engineering, Machinery 
Auto parts, and Chemical is projected to be around 40-50%

• MRO The penetration rate of MRO online transactions is expected to be 
the highest，products related security equipments and labor protection, 
industrial consumables, tools and meters will be the first to be driven 
online.

• Electrical engineering Growth is expected to be mainly driven by low-
voltage electrical equipment, cables and other products 

• Machinery Auto parts while products such as bearings, fastenings, 
valves and pumps are expected to drive growth in the mechanical parts 
sub industry

• Chemical industry will be driven by downstream products such as 
painting and plastics



China B2B eCommerce 
Channels

Branded B2B Generic B2B Vertical B2B

 

Social Commerce

H5

Mini Program

  

• Integrate with Distributor 
Network

• Integrate with 3rd party services 
• Adapt & Iterate to new business 

models
• Multi-Catalog Pricing / RFQ
• Own Customer Data 
• Need for creation own Private 

Traffic

• Large shopper base
• High Public traffic
• Limited Multi Pricing / 

RFQ options
• Compete on price
• Shop / supplier model
• Middle Brand Identity
• Limited Product Catalog

• Connect to social ecosystem
• Own Customer Data
• Impulsive Buying
• Excellent integration with 

content, video and LIVE 
stream methods

• 100% Mobile Commerce
• High Brand Identity 

• Targeted shopper base
• Relevant traffic
• Vertical Brand Eco 

system
• Higher Brand Identity
• Supplier model
• Limited Product Catalog
• Limited Multi Pricing / 

RFQ options
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Branded B2B - integration with Distribution 
Channels

B2B Platform

Hybrid Model

B2B Platform

B2B/B2b/B2C 
Customer

B2C/B2C 
Customer

Distributor

HQ Distribution Center

Regional Distribution 
Center

Brand/
Manufacturer

B2B/B2b/B2C 
Customer

Last Mile Delivery Last Mile Delivery

B2B Platform

B2B/B2b/B2C 
Customer

Regional Distribution 
Center

Distributor Store

Distributor 

Brand/
Manufacturer

Delivery

Last Mile DeliveryLast Mile Delivery

Order flow

Logistics flow

Distributor Model New Retail Model 

HQ Distribution Center

Distributor 
warehouse

Brand/
Manufacturer

HQ Distribution Center

B2B Customer Front 
Warehouse

Warehousing & 
Logistics system 
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Ecosystem of B2B brand eCommerce platforms

Online

Offline

Traditional  
Shipping

Bulk Shipping

Bank Transfer, Credit Limit

Payment

Logistics

Financial
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天猫 京东

Source: 公司⾦融数据- 易观，招商证券

Marketplace Per user acquisition cost 
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User retention cost by yearly active user 

in RMB

User Acquisition Cost by yearly newly added active user 

in RMB

* User acquisition cost = Marketing and Sales cost/ Newly added 
yearly active user 


* Newly added yearly active user = Number of active user in this year - 
Number of active user last year


* User retention cost = Marketing and Sales cost/ yearly active user 


Source:Private traffic report by Everbright security 2021.6.18
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Key Take Aways  I
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๏ Importance of Online Purchase has increased after pandemic

๏ Especially MRO, Electrical engineering, Machinery, Auto Parts & Chemical expected to 
grow by 40-50%

๏ 4 key approaches on eCommerce Channels

๏ How to integrate your distributors?

๏ Choose the right providers - Payment - Logistics - Finance 

๏ Strategize your User Acquisition & Retention models
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China 
B2B eCommerce 

Marketing 
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60 or above
12%

50 - 59
16%

40 - 49
19%

30 - 39
20%
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12%
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3%

Internet 
User’s 
Age

1,440,000,000

   939,800,000

   727,405,200

   604,291,400

Mode of internet access - per device

       34.6%            30.8%           99.6%

CHINA INTERNET USERS

CHINA POPULATION

INTERNET USERS

ONLINE SHOPPERS

MOBILE SHOPPERS

   877,773,200
MOBILE INTERNET USERS

Source: China Internet Network Information Center Q2 2021 / We Are Social / Statista

93.4%

64.3%

77.4%

China Landscape | 2021 
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and others

China Digital Landcape 

Source: 2021China Marketing & Media trends by Totem
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First touch point - Search 

1.8%
2.8%
3.4%
3.5%

17.5%

71.1%

Baidu Sougou
Bing Haosou
google Others

2021 first half year China Search engine market shareThe platforms user choose to search in 2020

• The search behavior has changed from the original pure search engine 
platform to more diversified platforms such as knowledge and news, short 
video, and social media.

• The content platform is scattered and extended 

• Information flow and General search are equally used for reaching new 
audience  

0% 20% 40% 60% 80%

46.7%
53.7%

59%
62%

68.7%
71.5%Search engine

Short video

Social media

eCommerce 

News

Movie and Video
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Baidu APP WeChat search OceanEngine
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558

Active search user in Key platforms 2021.1 in Ml
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Livestream and Short Video

Source: 2021China Marketing & Media trends by Totem
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1. ANALYSIS & STRATEGY   2.  BRANDING AND DIGITAL 
MARKETING 3. SALES

MARKET POTENIAL SCAN

MARKET ENTRY STRATEGY & 
BUSINESS PLAN

AWARENESS INVOLVEMENT 

REACH LANDING

Brand Site

Brand Social

SEO

SEM

SOCIAL

KOL

ENGAGEMENT SALES LOYALTY

Product 
knowledge

CONTINUOUS 
COMMUNICATION

Promotion

Date base

Marketplace 
Sales channel

SALES 
CHANNEL 

PLATFORM
AFTER SALES

Membership 
& Lifetime 

value

Review & 
Recommendat

ion

Customer data base

From Public traffic to Private traffic with brand IP, Accessibility and Endurance

Build the Holistic Strategy

Branded 
Sales channel



Shanghai  | Chengdu | Hong Kong  |  Amsterdam
19

To start with…

• Ads(general search and Information 
flow ) for instant traffic

• SEO for long term organic traffic

• Baidu Zhidao, Baidu Baike (wiki) for 
Branding & knowledge base 

• Official account for Branding in the 
largest social media community

• Continuous knowledge Education and 
Campaign

• Follower engagement for community 
building

• Sales follow up

• Customer services

• Enabling Social commerce 

• Building Professional Branding and 
knowledge base for product/service 

• Questions and Answers (Quora)

• Interacting with industry professionals

• Content distribution channel

• Ads(general search and Information 
flow ) for lead generation 

Content platform

Content platformSearch engine

Social media

WeCom
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Concept,Design & Development | B2B | FiTT
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x

fittgroup.cn

x
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Fittgroup

FITTgroup

Italian company FITT is an expert manufacturer of PVC pipes 
and hoses came to TMO as its one-stop solution for Chinese 
B2B eCommerce. TMO centered its efforts around the official 
website of the brand, designing a clear, long-term digital 
marketing strategy and creating a reliable, timeless and 
artistic brand image. Through these efforts, TMO was able to 
help FITT China's B2B eCommerce localization take a strong 
first step.

http://fittgroup.cn
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Case study - FITT - Product Catalog - Lead generation / 
Distributor recruitment x

fittgroup.cn
x

�
Fittgroup

http://fittgroup.cn
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Content Calendar

Search Ads

Official account

x
fittgroup.cn

x
�

Fittgroup

Moment Ads

Brand website with online 
catalog and Lead form CRM and customer 


data platform

Case study - Italian PVC pipes and hoses Manufacturer - 
Product Catalog - Lead generation / Distributor recruitment

http://fittgroup.cn
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Design & Development | B2B | WilsonArt
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x

wilsonart.com.cn

x

�

wilsonart.com.cn

Wilsonart  

Wilsonart, a world-leading manufacturer and distributor 
of High Pressure Laminate, Quartz, Solid Surface, 
Coordinated TFL…who wanted to expand their digital 
capability to thrive into B2B eCommerce in China, Thai 
and Australia.  For the first phase, the website will focus 
on the comprehensive catalog for more than 10k SKUs 
and Sample ordering.   

To provide the excellent user experience for their 
product catalog, TMO used headless eCommerce 
setup for fast loading and smooth interaction. 

http://wilsonart.com.cn
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Case study - High Pressure Laminate Manufacturer - Product catalog - Knowledge - Sample 
ordering - Marketplace store

JD store

Search Ads

Official account WeChat video

Brand website with online 
catalog and Sample ordering

CRM and customer 

data platform

x
wilsonart.com.cn

x

�

wilsonart.com.cn

http://wilsonart.com.cn
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Consultancy Design & Development | B2B | Henry Schein
Henry Schein (in Dev process)

Henry Schein is a FORTUNE 500 Company and 
provides dental and medical solution for health care 
professionals globally. TMO helped the client to establish 
the B2B eCommerce Channel in China and Thai 
following the needs of Digitalization, and regional roll our 
to other SEA countries. 

Common requirements gathered from each market and 
we defined them into a central eCommerce system 
covering UI design & workflow, core platform features 
and country localization. Moreover, defining and 
developing country specific localizations & custom 
market features for each market.
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Case study - Dental and medical solution provider - B2B 
eCommerce - Digital Transformation  

Official account Mini Program

Brand website with full B2B  
functionality

Platform video
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๏ Highly Mobile Internet User & Shopper - Mobile is key - +65%

๏ Fragmentation between BAT-B - Social - Video News - eCom

๏ Consumer high search behavior - new trend Social / Video search

๏ B2B Brands should focus on “High Equity” Strategies

๏ Start with Large User Channels - Wechat / Baidu + Targeted Interaction Channels - 
Zhihu / Toutiao

๏ High Equity gathered around Content & Search-ability and Lead  Scoring & Fast 
Response (linked to Wechat work)
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Legal issues

Company's level of digital maturity

Logistics

Lack of cultural understanding

Fallout from COVID-19

Technology

Other

0% 20% 40% 60% 80% 100%

78.8%

75.5%

75.5%

64.2%

60.2%

54.1%

38.0%

21%

24%

24%

36%

40%

46%

62%

Source: TMO B2B user survey 2021. Aug

B2B survey：Factors affecting company's expansion in China



TMO Group is a Digital Commerce Agency based in Shanghai, Hong Kong and Amsterdam, providing brands 
with the full range of services in Mobile Commerce, Social Commerce, Cross-border eCommerce and Global 

Commerce.


We provide integrated solutions for the entire eCommerce value chain and strongly advocate data-driven and 
user-centric experiences building & operating true omni-channel solutions.


Our recipe of success is to guide our clients every step of the way: from gathering market intelligence, business 
conceptualization and  planning – to developing the solution and driving their business.


facebook.com/tmogroup

   twitter.com/Tmogroup_SH

linkedin.com/company/
tmo-group

JING ZHOU, Business Director is an expert in eCommerce 
strategy and digitalization. She has more than 10 years of 
professional experience in international marketing and B2B and 
B2C eCommerce. Her expertise specifically lies in eCommerce 
planning and strategic consulting for companies in the field. 

Contact: jing.zhou@tmogroup.asia
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