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Apr. 22 — Our good friends at the China-based market research Vg Vs

and consulting firm DDMA released a new report yesterday .
illustrating the growing popularity of shopping for drinks, snacks,
grocery, and personal care items via online supermarkets. The .
study finds that the emerging trend is particularly prevalent among
younger white collar workers and affluent individuals.

The study also evaluates the performance of the key online
supermarkets in Shanghai, and identifies the key reasons .
consumers use online supermarkets, and the barriers to using

them. .

“There are six major players in Shanghai: No. 1 Store, Taobao
Supermarket, Lianhua OK Blemall, Auchan, Dahuozhan, Binggo,”
said DDMA Project Manager Jonathan Axup in a Q&A session
discussing the recent report. “For all of China, there is just one: No.
1 Store.”

According to Axup, No. 1 Store was the first online supermarket to
be launched in China when it was launched exclusively in Shanghai
in July of 2008 and it is still the most frequently used online bz Shiiran £ Mooz parmindes 31

supermarket in the city. TR T Sz S onnmgEiks,
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Roughly 89 percent of white collar Shanghai online supermarket A

users have shopped on No. 1 Store before,” Axup says. “The -
second most popular in Shanghai is Taobao Supermarket, with 39 L T ———
percent havmg used this before.” i T, ke oo anims oof s
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Axup describes the five main factors driving the adaption of online et Q" CAPRSE: BT
supermarkets in Shanghai to be convenience; good value for L L S -1
money; preferred shopping environment; product selection; and

increased product trust.

Key findings in the report include:

= 22 percent of white collar consumers in Shanghai that bought
fruit juice in the past two weeks did so via online supermarkets

= 40 percent of white collar consumers in Shanghai that bought
candy or chocolate in the past two weeks did so via online
supermarkets

= 25 percent of white collar consumers in Shanghai that bought
personal care or skincare products in the past two weeks did
so via online supermarkets

= 58 percent of white collar consumers in Shanghai have bought
a new brand of beverage, snack or personal care for the first
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