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The Study
A single case study aiming to identify the factors of 
successful E-tailing in China’s retail industry,  was 
undertaken in one of the top retailers in China. 
Both qualitative and quantitative data were collected, 
including 16 in-depth interviews and 3 focus group 
studies with key personnel in the organisation, and 
questionnaire survey with 200 randomly selected 
customers of the retailer. 
A comprehensive combined model of success factors of 
E-tailing was developed and is presented in detail
This paper reports and summarizes the important 
findings of a study into the success factors of e-tailing in 
China



3

E C  s y s t e m  m e a s u r e m e n t  
S y s t e m  q u a l i t y  
•  W e b s i t e  s p e e d  
•  N a v i g a t i o n  
•  2 4 - h o u r  a v a i l a b i l i t y  
•  E a s e - o f - u s e  
•  A c c e s s i b i l i t y  
C o n t e n t  q u a l i t y  
•  A c c u r a c y  o f  c o n t e n t  
•  U p - t o - d a t e d n e s s  
•  C o m p r e h e n s i v e n e s s  
•  U n d e r s t a n d a b i l i t y  
•  C o m p l e t e n e s s  
•  N e w  a n d  s p e c i a l  o f f e r s  
•  C o n t a c t  i n f o r m a t i o n   
•  M u l t i - m e d i a  p r e s e n t a t i o n  
•  L a n g u a g e  o p t i o n s  
T r u s t  
•  S e c u r i t y  
•  P r i v a c y  
•  P r o d u c t  q u a l i t y  
•  E s c r o w  s e r v i c e  
•  I n s u r a n c e  
S u p p o r t  a n d  s e r v i c e  
•  F A Q s  
•  H u m a n  a s s i s t a n c e  
•  2 4 - h o u r  s e r v i c e  
•  D e l i v e r y  
•  A f t e r - s a l e s  s e r v i c e  
•  F e e d b a c k  
•  C o m m u n i t y  
•  S e a r c h  e n g i n e  
• C u s t o m i s a t i o n

C o n s u m e r  f a c t o r  
•  A g e  
•  E d u c a t i o n  
•  I n c o m e  
•  E x p e r i e n c e  
•  I n n o v a t i v e n e s s  
•  W o r k  a n d  l i f e s t y l e  
•  P h y s i c a l  s h o p p i n g  e x p e r i e n c e  
•  M e m b e r s h i p   
•  G e n d e r  

E x t e r n a l  f a c t o r  
•  P o l i c y  
•  C o m p e t i t i v e  p r e s s u r e  
•  C o s t  o f  c o m p u t e r  a n d  i n t e r n e t  
•  P a y m e n t  f a c i l i t i e s  a n d  b a n k i n g  

s e r v i c e s  
•  A d v a n c e d  r e t a i l  n e t w o r k s  
•  N a t i o n a l  c u l t u r e  
•  C r e d i t  s y s t e m  

O r g a n i s a t i o n a l  f a c t o r  
•  I n f o r m a t i o n  s y s t e m  

i n f r a s t r u c t u r e  
•  I T / I S  e x p e r t i s e  
•  C e n t r a l i s e d  s t r u c t u r e  
•  B r a n d  n a m e  a n d  b r a n d  

r e p u t a t i o n  
•  O r g a n i s a t i o n a l  c u l t u r e  
•  S t r a t e g i c  d i r e c t i o n  
•  B u s i n e s s  p r o c e s s e s  
•  M i s s i o n  
•  P r o f i t  o b j e c t i v e s  
•  S i z e  

S e n i o r  m a n a g e m e n t  f a c t o r  
•  S e n i o r  m a n a g e m e n t  

c o m m i t m e n t  
•  E - c o m m e r c e  k n o w l e d g e  o f  

s e n i o r  m a n a g e m e n t  
•  I n v e s t m e n t  

E - c o m m e r c e  s t r a t e g y  
•  E - c o m m e r c e  r e t u r n  

c o n s i d e r a t i o n  
•  I n t e g r a t i o n   
•  S t r a t e g i c  a l l i a n c e s  
•  C o s t  c o n s i d e r a t i o n s  
•  P r o d u c t  c a t e g o r i e s  a n d  

p r i c e  
•  P r o m o t i o n  c a m p a i g n  
•  F i r s t  m o v e r  a d v a n t a g e  

 
 
E - t a i l i n g  

s u c c e s s  

The Final
Model 
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Strategies for successful e-tailing in 
China’s retail industry

Retailers in China need to: 
Put in place of favourite organizational environment 
facilitating the implementation of e-tailing
Have serious commitment from senior management
Develop effective and tailored strategies for e-tailing
Comply with relevant regulations and seek active 
cooperation and collaboration with parties involved in the 
e-tailing process 
Provide interactive, customized and personalized online 
services
Design user-friendly, useful, safe, and trusted e-tailing 
sites 
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Factor Variables Strategies 

Senior 

management 

factor 

Senior management commitment 

Investment 

Senior management knowledge of 
E-commerce  

Leadership 
initiatives  

EC training and
education 

Allocate sufficient 
resources  

 
Factor Variables Strategies 

Organisational 

factor 

Information system infrastructure 

IT/IS expertise 

Centralisation 

Brand name and reputation 

Organisational culture 

Strategic direction 

Business processes Adjust the 
business process 

Strategic planning 
& alignment 

Investment; More 
professional staff 

Integration and 
investment  

Motivation & 
reward policy 

Form a dedicated 
EC team  

Use existing 
famous brands  

Mission Include E-tailing 
in the mission 

Profit objectives A balanced set of 
profit objectives 

Size of organisation Initiatives from 
the top; 

Integration within 
the group 

 
Factor Variables Strategies 

E-commerce 

strategy 

Return considerations 

Integration  

Strategic alliances 

Long-term focus  

Cooperation with 
famous EC sites 

Build effective 
supply chains 

Cost of e-commerce system 
Strategic 

alliances; Cost 
control 

Product categories and price Suitable products 
and Competitive 

prices 

E-commerce promotional 
campaigns 

Effective Online & 
Offline marketing  

First mover advantage Be the first & be 
the Best 
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Factor  Variables  Strategies 

External factor 

Policy and legal frameworks 

Competitive pressure 

Cost of PCs &  
internet access 

Payment facilities &  
 banking services 

Existing advanced  
retail network 

Culture 

Credit/Repuatation system 

Design User-friendly and 
Cheap System 

Have more coopeation &  
collaration with banking 

services providers   

Personalization, Customization, 
Convenience, and good support 

& services  

Brand reputation & 
referral marketing 

E-tailing adoption 
and education 

Comply with 
relevant policies  

Online review & 
feedback system  

 
Factor Variables Strategies 

Gender 

Education 

Income 

Experience 

Innovativeness 

Work and lifestyle 

Membership 

Customization & 
personalization 

Physical shopping 
 experience 

Interaction; Online support and 
services; Customization; 

Convenience; Good EC system; 
Online review & feed systems; 

Online communities 

Effective EC 
campaigns; Online 

facilities and 
services for 
members

Enhance the 
convenience of EC 

Customization & 
personalization, 

good E-commerce 
system 

Interesting website 
design 

Customization & 
personalization 

Customization & 
personalization 

Age Customization & 
personalization 

Consumer factor 
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Sub-factor  Variables  Strategies 

Website speed 

Navigation 

24-hour availability 

Ease-of-use 

Accessibility 

Good E-commerce 
system design and 
maintenance  

E-commerce 
system 

measurements 
/system quality 

 
Sub-factor Variables  Strategies 

Up-to-dateness

Comprehensivenes 

Understandability 

Completeness

Accuracy

New and special offers

Contact information 

Multimedia presentations

Language options

Good E-commerce 
system design and 
maintenance  

E-commerce 
system 

measurements 
/Content quality 
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Factor Variables Strategies 

Security  

Privacy  

Product quality 

Escrow services 

Insurances  

Systematic approach 
for managing 

security: Privacy 
policy 

Support & Services  

Offer insurance and 
escrow services 

E-commerce 
system 

measurement 
/Trust 

 
Factor Variables Strategies 

Search engines 

Human assistance 

24-hour service 

Delivery  

After-sales service 

Customisation   

Feedback systems 

Communities  

FAQs 

Effective supply 
chain; Strategic 

alliances 

Comprehensive FAQs 
section  

Quality customer 
service staff 

Effective supply 
chain; Quality 

customer services  

Online feedback 
Systems & Online 

Communities  

E-commerce 
system 

measurement 
/Service 

Good search functions

Online Customization 
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Conclusions
This study contributes to the E-commerce literature by 
developing a comprehensive model of e-tailing success in China
The results of this research can assist retailers that are 
implementing E-tailing or are trying to launch E-tailing by 
providing them with a checklist of the important factors and 
variables in the E-tailing implementation and presenting some 
strategies and suggestions to address those factors and 
variables. 
The combined model can be used to undertake further 
research and it can also be used for practical applications in 
companies  that are embarking on e-tailing or any businesses 
that are embarking on e-tailing in China or/and planning to 
enter the Chinese retail market
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Future Research Directions
This research can be seen as a starting point in the 
development of the body of knowledge in the field of e-
tailing in China
Future research could test the final model via a 
quantitative approach 
Future research could study pure e-tailers practices
Future research could concentrate on one specific retail 
format, such as the supermarket or the shopping centre
In the future research could be conducted in other 
developing Asian countries, such as Vietnam, India or 
Thailand, to examine the influence of macro-
environments and customer behaviours on the success of 
e-tailing.
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