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China’s retail sector sees modest growth in 2017; yet China-U.S. trade war is set to dampen
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Retailers strive to diversify their product and service offerings and deliver enriched lifestyle
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Use of smart technologies gains steam. China’s retail sector is being redefined by a new wave of technologies
Use
of smart
steam.
China’s retail
sector
is being redefined
by a of
new
wave of technologies
to facilitate
O2O technologies
integration whilegains
significantly
enhancing
customer
experience.
A multitude
technology-driven
to facilitate
O2O and
integration
significantly
enhancing
customer
experience.
A multitude
technology-driven
business
models
businesswhile
formats
has emerged
recently.
Digitized
experiential
stores andofAI-driven
pop-up stores,
business models
formats has emerged recently. Digitized experiential stores and AI-driven pop-up stores,
unmanned
storesand
arebusiness
examples.
unmanned stores are examples.
Pop-up retailing comes on the scene. Pop-up retailing has gained popularity in recent years, with brands and
Pop-up
retailing
comes
onbacked
the scene.
Pop-upmarketing
retailing has
gained
in recentand
years,
with
brands and
retailers opening
pop-up
stores
by innovative
content
topopularity
promote products
raise
awareness.

retailers
opening
backed
innovative
marketing
content
promote products
andmarket
raise awareness.
Some
also
use thepop-up
pop-upstores
format
to testbynew
technologies,
concepts
andto
collections,
and to gain
insights. One of
Some
also advantages
use the pop-up
formatretailing
to test new
technologies,
concepts
andlower
collections,
to gain market
One of
the major
of pop-up
is that
the set-up costs
are far
than forand
permanent
stores insights.
with long-term
the major advantages of pop-up retailing is that the set-up costs are far lower than for permanent stores with long-term
leases.
leases.

Executive Summary | 1

Executive Summary
Executive Summary

Contacts
Asia Distribution and Retail
Teresa Lam
Vice President
Email: teresalam@fung1937.com
Christy Li
Senior Research Manager
Email: christyli@fung1937.com
Lucia Leung
Research Manager
Email: lucialeung@fung1937.com
Renne Chan
Research Manager
Email: rennechan@fung1937.com
Tracy Chan
Research Manager
Email: tracychansy@fung1937.com

Fung Business Intelligence
10/F, LiFung Tower, 888 Cheung Sha Wan Road, Kowloon, Hong Kong
Phone: (852) 2300 2470 | Fax: (852) 2635 1598
Email: fbicgroup@fung1937.com | https://www.fbicgroup.com

© Copyright 2018 The Fung Business Intelligence. All rights reserved. The information contained herein is of a general nature and
is not intended to address the circumstances of any particular individual or entity. Though the Fung Business Intelligence
endeavours to ensure the information provided in this publication is accurate and updated, no legal liability can be attached as
to the contents hereof. Reproduction or redistribution of this material without prior written consent of the Fung Business
Intelligence is prohibited.

