
+ 

User Experiences of  
e-business in China 
Lene Leth Rasmussen 

Ye Wu 

 



+ 
Content 

ÂWho? 

ÂWho are the Chinese online shopper? 

ÂExamples from China of: 

Â Social media 

Â Shopping platforms 

Â Online shops 

Â Home pages 

Â Product detail pages 

Â UI elements and style 

ÂGuidelines: 

Â How to design for Chinese e-business 

 



+ 
Who are the 
Chinese Online Shoppers? 



+ 
Some Facts 

Á600 million Internet users 

Á250 million online shoppers 

Á60% is under 30 years old 

Á70% living in urban areas 

Á45% online shoppers are women 

Á80% purchase decisions made by women 

ÁPopular products: Fashion, cosmetics, electronics products, food, 
baby products 

 



+ 
Wang: Heavy online shopper 

Â 46, Female 

ÂMid-level employee, good salary 
of 180.000 RMB/year 

Â Family: Married, has 22 year old 
son, lives in big apartment 

 

Â Buys good quality upscale brand products 

Â Wants convenience and good service 

Â Buys almost everything online: Clothing, snacks, 
consumer electronics etc. 

Â Collects trustable online stores in her shopping 
account 

Â Follows social media accounts to get updates about 
promotions and new arrivals 

Â Chooses different online-shopping platforms for 
different needs 

Â Listens to recommendations and advertisements 
from friends and big companies 



+ 
Yuan: Light online shopper 

Â 34, Male 

ÂMaster degree, mid-level job 

Â Family: has a girlfriend, rents a 
small apartment. Mid level salary 
of 120.000 RMB/year 

Â Buys good quality products from 
overseas brands  

ÂWants a trustable, fast, convenient 
shopping experience 

ÂMainly buys consumer electronics 
and books online 

Â Considers reviews, rating, price 
and reputation when choosing 
products 

Â Often starts shopping by 
searching. He knows what he 
wants to buy  



+ 
Dong: Trendy heavy online shopper 

Â 26, Female 

Â Family: Married, 4 year-old son 

Â High school teacher, mid level 
salary of 120.000 RMB/year. 

 

 

Â Likes to bargain and search for cheap 
products and good deals 

Â Buys a lot of things online and sells things 
that she ŘƻŜǎƴΩǘ need anymore online 

Â Chooses different online-shopping platforms 
for different purposes 

Â Collects trustable stores in her shopping 
page and follows their updates 

Â Thinks product description, review and 
reputation are important. However, she 
never knows if they are real or fake 

 



+ 
Examples of user experiences 
of Chinese eBusiness 



+ 
Social media 
 



+ 
Social media 
China has a group oriented culture and buying decisions 
are influence by others, for example though social media. 



+ 
Commercial accounts in WeChat 
Newsfeeds 



+ 
Commercial accounts in WeChat 
Interactive conversation 

 

Seller says welcome and asks the 
customer to tell what they are 
interested in buying. 

Customer tells what they may be 
interested in buying. 

Seller shows images of selected 
ǇǊƻŘǳŎǘǎ ōŀǎŜŘ ƻƴ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ 
interest. 



+ 
Weibo post  
A celebrity recommends a product 

Likes Reposts Comments 

Recommendations 

Number of 
followers 



+ 
Weibo post 
A commercial account communicating with a customer 

Repost by a 
commercial 
Weibo account 

Question from 
customer 



+ 
Weibo post 
Promoting Á ÐÒÏÄÕÃÔ ÂÙ ÒÅÐÏÓÔÉÎÇ Á ÃÕÓÔÏÍÅÒȭÓ 
recommendation post 

/ǳǎǘƻƳŜǊΩǎ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴ 

Repost from the seller 

Links to products in the 
shopping platform 



+ 
Shopping platforms 
 



+ 
Shopping platforms 
Like big online shopping malls 



+ 
 Tmall tmall.com  



+ 
 Jingdong (JD.com) 



+ 
 Taobao taobao.com  



+ 
Elements of a platform homepage 

Big search field 

Banner carousel 

Product 
categories 

Personal 
login 

Shopping chart 



+ 
Tmall search result page 



+ 
Elements of a platform search result page 

Sort feature 

Price 

Brands 

Product categories 

Product name 

Shop name 

Number of sales 

Link to live chat 

Big search field 



+ 
Feature to save a shop as a favorite 

Press the button to save this shop as a favorite 


