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Express delivery volume

surges to record high

China’s express delivery volume
reached a record high during the
“Singles Day” online shopping festi-
val, which lasted from late October
to mid-November, the State Post
Bureau said.

From November 1 to 11, express
delivery enterprises collected a

total of 5.26 billion
packages, surging

23.22 percent from a year
earlier, according to the
bureau.

On Saturday, a total of 639
million express packages were
collected, the bureau said, add-
ing that the figure is 1.87 times the
usual business volume, up 15.76
percent year on year.

The surging express delivery busi-
ness contributes to the recovery and
expansion of the consumer market
and fully demonstrates the resilience
and vitality of the Chinese economy,
the bureau added.

(Xinhua)
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eading e-commerce players

reported upbeat performance

without giving the exact sales

figure for the past weekend,
which closed the blockbuster shopping
event Singles Day, or 11.11 (November
11), where hundreds of thousand of
brands reported sales spike with new
offerings.

Both Alibaba and JD said they wit-
nessed a big increase in consumer
spending on a wide range of products,
with emerging channels such as lives-
treaming grabbing the limelight.

The blockbuster shopping event,
which wrapped up on Saturday night,
serves as an important gauge for
consumer sentiment and this year af-
fordable products but with high quality
and functionality gained momentum.

The campaign started in late Octo-
ber, turning the 24-hour event into a
monthlong festival for not only online
vendors but physical stores as well as
supermarket chains.

100EC.cn, a local e-commerce portal,
revealed that Tmall and Taobao con-
tributed to 60 percent of total online
retail spending during the promotion,
followed by JD and Pinduoduo.

Merchants targeted specific shop-
pers’ groups through digital tools and
vendors were also advised to better
engage amid consumers’ shifting de-
mands with new designs products and
service models as Singles Day returned
to being a normal promotional event.

Alibaba’s retail sales units Taobao
and Tmall Group said their direct dis-
count venue offering 15 percent price
reduction recorded 210 million orders
during the sales period, while the venue
featuring value-for-money products
from manufacturers generated nearly
90 million orders.

Taobao and Tmall recorded positive
year-on-year growth in the total value
of products and services sold, the order
number, and the number of participat-
ing merchants compared to the same
period last year.

“Our competitive pricing, diverse
content offerings, and Al-driven tech-
nologies further optimized consumer
and merchant experiences during the
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Singles Day gala yields
rich sales for online giants

campaign,” commented Trudy Dai,
chief executive officer of Taobao and
Tmall Group.

This year is the second time Alibaba
has not revealed the actual transaction
value of its sales for the promotion pe-
riod, with JD following suit.

JD also said transaction volume,
order volume, and user engagement
reached all-time highs without giving
the exact amount.

Order volume of new merchants on
JD also saw a fivefold surge in order
volume compared to a month ago.

It also saw a 3.4-fold increase in new
shop registrations during this Singles
Day, and the number of established
merchants participating in the grand
promotion increased 1.5 times com-
pared to last year’s grand promotion.

Procurement and sales managers
were much sought after during lives-
treaming sessions as they offered a
wide range of recommendations on
affordable and high-quality products
amid the latest efforts to streamline
supply chain operations.

JD drew more than 380 million
viewers, and transaction volume for 60-
plus brands surpassed 1 billion yuan
(US$137.2 million), with nearly 20,000
brands witnessing a threefold increase
in transaction volume compared to the
previous year.

Pinduoduo stressed that it will main-
tain its advantage in selling lower-cost
and discounted items all-year-round
by allowing more high quality offer-
ings and agricultural produce to enter
domestic households.

During its promotional period, the
number of shoppers from first-tier cit-
ies at its discount venue jumped 113
percent from a year earlier, and the
amount of spending from fourth- and
fifth-tier cities surged 167 percent.

Seafood, lamb and fresh fruits record-
ed 110 percent gain in sales as small
and medium merchants fully leveraged
the platform to reach shoppers.

361 Degrees was one of the sports-
wear brands riding the wave of fitness
and sports enthusiasm to offer latest
products. On Pinduoduo, its sales more
than doubled, with sales of carbon plate
running shoes also jumping five times
in lower-tier cities.





