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E-commerce giants strive to increase offline presence and expand their ecosystems. With the rise of
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Social commerce becomes increasingly popular; short video platforms facilitate digital marketing.
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products via these channels.
E-commerce players and Internet giants launch their own private labels. Some e-commerce companies
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companies have even set up physical stores to sell their own private labels.

Rural e-commerce continues to thrive. The rural online retail market has become a new growth engine for ecommerce
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potential of the rural e-commerce market, leading retailers and e-commerce
companies have adopted “going rural” strategies.

China’s first E-commerce Law launches. The E-commerce Law, which is to take effect on 1 January 2019, is
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Executive Summary | 2

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

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.

