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Introduction
eMarketer is forecasting that e-commerce in Asia-Pacific (APAC) will reach  $3.5 trillion by 2021. This multi-trillion dollar e-commerce market is the 
world’s largest, and almost three times larger than North America, the second largest, who have yet to exceed a trillion dollars. Mobile device-commerce 
sales will account for a staggering 80% of transactions, just over $2.7 trillion dollars by 2021. 

In 2018, it is expected that the APAC e-commerce market will reach $1.8 trillion dollars, with 75% ($1.3 trillion) in mobile transactions. The scale of the 
APAC e-commerce market and the forecasted growth makes the region highly desirable for international brands. 

For brands to be successful in APAC, it is important for them to be familiar with the different devices, platforms and consumer preferences within the 
region. Data shows heavy usage of mobile devices for shopping, although in countries like China these transactions come from specific apps like 
WeChat and Weibo. APAC consumers also like to optimise their shopping experiences through concierge apps and freight forwarding services. 

This report is designed to provide brands with a comprehensive guide to APAC consumer behaviours, preferences, interests and concerns about 
digital shopping. Particularly focusing on seven key countries within the region – China, Hong Kong, Singapore, Australia, New Zealand, Malaysia and 
South Korea. After surveying 1000 consumers in each of the seven markets, the research findings in this report are divided into three sections: 1) where 
consumers are shopping, 2) what they’re shopping for, and 3) how they’re engaging with brands.
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AUSTRALIA

eMarketer anticipates Australia to exceed $300 billion in retail sales by the end of 2018, up 3% from 2017. Growth is steady and will 
continue, although with an interesting observation: Australian consumers largely prefer to shop offline.

20% of Australian shoppers said they shop exclusively offline, the most of any country within the APAC region studied for this 
report. 78% said they shop both online and offline, and only 2% said they shop exclusively online. The reason for such a high 
preference to shopping offline: shipping costs. 38% of consumers said high shipping costs are the main barrier preventing them 
from shopping online. Other reasons include concerns over the ability to return items (28%), lack of payment security (21%) and 
website legitimacy concerns (19%). Despite being a growing multi-hundred billion dollar economy, Australians are more wary of 
online shopping than any other APAC country.

When Australians do shop online, they prefer to do so with a desktop or laptop. 65% said they prefer these types of devices, 
compared to just 36% using a mobile device and 20% using a tablet. Despite the lower engagement on mobile, m-commerce is 
growing and is projected to hit $8.82 billion in 2018, with double-digit Year-on-Year (YoY) growth through 2021, where retail will fall 
just shy of $13 billion in annual m-commerce sales.

Few Australian consumers in older age brackets prefer mobile devices when shopping online. Just 9% of shoppers aged 35-44 
and above 55 use a mobile device for online shopping, compared to 63% using a laptop or desktop. Offline-exclusive shopping 
is prominently used by consumers over 55, with 31% saying they shop offline exclusively. Although other age brackets weren’t 
as high, they were notable with 17% of 18-24, 10% of 25-34, 9% of 35-44 and 21% of 45-54 all saying they shop offline exclusively. 
Mobile was most popular among shoppers age 25-34, which they use 67% of the time. 

KEY TAKEAWAYS:

• Mobile transactions have outpaced desktop within most markets in APAC, with China leading the way. China is expected to hit $2 trillion dollars 
in m-commerce sales by 2020.

• Although Australia and New Zealand have the highest offline shopping trends, e-commerce growth is steadily on the rise in both countries.

• Website authenticity, payment security and costs in shipping or returns are reasons why many offline shoppers are adverse to online shopping.

CHAPTER 1

Where are  
consumers  
shopping?
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CHINA

With over 543 million digital buyers, China leads the way among APAC countries for e-commerce. Chinese consumers account for 52% of total e-commerce sales in 
APAC and are on pace to exceed 60% by 2021. 95% of Chinese consumers are shopping both online and offline, and 4% shop exclusively online.

The device of preference among Chinese consumers is mobile with 92% of shoppers using a mobile app or browser to purchase, compared to 78% of shoppers using 
a desktop or laptop. China is projected to exceed $2 trillion in m-commerce retail sales alone by 2020 and will account for almost 90% of total e-commerce sales in 
China by 2021. 

Mobile usage is highest amongst younger shoppers, with consumers aged 18-24 shopping on the device 98% of the time compared to just 61% of the time on a 
laptop or desktop. Usage remains high for 25-34-year-old consumers (95%) and 35-44 (94%), although it is almost as commonly used as laptops or desktops for 
online shoppers aged 45-54 (87% mobile, 78% laptop or desktop). Shoppers in the over 55 bracket prefer a desktop or laptop to a mobile device.

HONG KONG

Hong Kong retail sales are expected to slowly decline over the next few years, with eMarketer projecting just under $50 billion in retail sales by the end of 2018 and a 
decrease of approximately 3% year over year through 2021 to $45 billion. 

88% of shoppers are using both online and offline shopping options to purchase, interestingly offline-exclusive shopping doubles online-exclusive, 8% to 4%. 
Desktop or laptop devices are heavily preferred to mobile devices, 79% compared to 64%. Shopping on mobile devices almost doubles in shopping usage compared 
to tablets, which are used just 33% of the time. 

76% of shoppers aged 18-24 use a mobile device for shopping, the highest age bracket to do so. Mobile device usage declines rapidly as age brackets increase, down 
to 43% for shoppers aged 55 and above. Desktops and laptops, meanwhile, are the most commonly used device across all age brackets, with ages 25-34 using them 
the most frequently at 84% of the time. Consumers over 55 use laptops only 69% of the time and mobile devices 43%, the lowest of any age bracket for 
both categories.

Hong Kong shoppers are predominately concerned with a lack of payment security when shopping online, with 22% saying that’s their reason for not shopping online. 
19% said that they were worried about the ability to return a product and 15% said there was a lack of suitable online shopping websites. Less than 10% of consumers 
said that they didn’t shop online because of past negative experiences.

SINGAPORE

According to eMarketer in 2018 Singapore is expected to generate over $50 billion dollars in total retail sales, with a projected 2% growth every year through 2021. 
Singaporean shoppers will rarely shop exclusively online, with only 3% of consumers saying their spending is limited just to digital shopping. An 88% majority will 
shop both online and in-store, preferring to use a desktop or laptop 77% of the time when they are shopping online. 

Mobile devices are almost as popular as desktops themselves, with 64% of Singaporeans using a mobile app or browser to shop for items. Tablets are the least-used 
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device for online shopping, with only 24% of shoppers using them for digital shopping. M-commerce is quickly growing in Singapore, with 2018 mobile sales  
increasing 18% from the previous year. In Singapore, mobile consumers are setting the pace to clear $2 billion annually in purchases by 2020.

Singaporean shoppers from 18-44 tend to prefer both desktops or laptops and mobile devices equally, with a slight edge in preference to desktops or laptops. It isn’t  
until the 45-54 age bracket that a real gap between the two devices is observed, with a heavy preference for desktops or laptops (79%) over mobile devices (58%).  
Singaporeans over 55 utilised these devices the least, with 63% using a desktop or laptop and 37% using a mobile device. 

Offline shopping is a prominent practice among Singaporean consumers, with 9% saying they shop exclusively offline. 20% of shoppers said the driving reason for 
shopping offline was due to concern over returning items. Should an item arrive and isn’t as described or fits poorly, Singaporean shoppers are worried that returning 
may be cumbersome to the point where they’re left with the item. Other barriers to online shopping for Singaporeans included a lack of secure payment (14%), worry 
over whether a site is legitimate or not (14%), the cost of shipping fees (13%) and the requirement to register an account (13%).

SOUTH KOREA

South Korea did over $350 billion in retail sales in 2017, the second highest of any APAC country in this report. Though growth is slow in South Korea, it is steady and 
projected to continuously increase through 2021 where they will eventually exceed $400 billion in annual retail sales. Currently, South Korea is responsible for 2% of all 
APAC e-commerce sales. 

6% of South Koreans shop exclusively online, with a majority of consumers preferring in-store and online shopping (91%) and only 3% shopping exclusively offline. 
Laptops and desktops are the most popular device choice for online shopping, with 83% of South Korean shoppers using them, this is closely followed by mobile with 
75% usage. In 2018, m-commerce is projected to account for $43.25 billion of retail sales, a 22% increase from 2017. The continued growth in sales both for mobile and 
in total can be attributed to improving unemployment rates and exports. 

Mobile devices are most popular among shoppers in the 25-34 age bracket, with 89% of respondents claiming they shop using the device. Consumers in age brackets 
18-24 and 35-44 were close, using a mobile device for shopping 80% and 82% of the time, respectively. After 45, however, mobile usage begins to decrease. Shoppers 
aged 45-54 only use mobile devices 72% of the time. Shoppers 55 and above use mobile devices 59% of the time. Laptops and desktops are consistent across all age 
brackets, although used the least amount by younger shoppers (72% of the time ages 18-24). 

MALAYSIA

Malaysia is projected to exceed $140 billion in sales by the end of the year, a 4% growth from 2017’s total annual retail sales. According to eMarketer, retail sales in 
Malaysia will continue to grow, exceeding $157 billion in annual sales by 2021. 

Online and offline shopping is heavily preferred among Malaysian consumers, with 90% saying they use a mix of both digital and in-store shopping. Only 2% of  
Malaysian shoppers shop online exclusively and 8% don’t shop online at all. Of those who do shop online, the overall device preference is a desktop or laptop (80%), 
with mobile following closely behind (72%) and tablets in a distant third (31%). In 2018, m-commerce is projected to hit $1.6 billion in retail sales and will grow YoY 
through 2021, where it is believed m-commerce will exceed $2.7 billion.
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Malaysian shoppers 18-24 use a desktop or laptop and mobile device equally when shopping online at 84% and 25-34 were almost identical in their usage (83% and 
82%, respectively). Desktop and laptop usage stayed the same across all Malaysian age brackets (78%-77%), whilst mobile device usage dropped heavily from  
35-44 to 45-54, going from 72% to 55%. Mobile device usage for online shopping was lowest among shoppers 55 and over at 49%.

18% of Malaysian shoppers cited concerns about the legitimacy of digital storefronts as well as the ability to return items as key reasons for not shopping online.  
High shipping costs were not far behind, as 16% of shoppers said the cost of shipping deters them from shopping online. 

NEW ZEALAND

The New Zealand market continues to grow and will exceed $100 billion in annual retail sales for the first time by 2021. This year alone, New Zealand will exceed  
$90 billion, with $5 billion coming from m-commerce sales. 

78% of New Zealand shoppers shop online and offline, with 18% of New Zealanders shopping exclusively offline – more than four times the amount of online-exclusive 
shoppers (4%). When they are shopping online, New Zealand consumers mostly prefer a desktop or laptop, using one of these devices 69% of the time – almost twice 
as often as a mobile device (36%). Tablets are used only 17% of the time. 

Shoppers over 55 shop exclusively offline 31% of the time, the highest of any age bracket in New Zealand. Younger shoppers prefer purchasing offline only 6% of the 
time, mostly choosing to use a desktop or laptop (87%) or mobile device (55%). Shoppers between the age of 25 to 34 use laptops or desktops and mobile devices 
almost interchangeably, 70% and 65% of the time, respectively. They are also the age bracket that uses mobile devices the most and shop offline only 9% of the time. 
Shoppers 35-44 use desktops or laptops 77% of the time and mobile devices 55%. 45-54 year-olds use them 74% and 35% of the time, respectively. Over 55 use 
mobile devices the least - only 12% of the time - largely preferring desktops or laptops (61%) when they do shop online. 
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AUSTRALIA

Product categories are more varied among younger Australian 
shoppers than other APAC countries. For 18-24-year-olds, the most 
popular category for online expenditure is Media & Games, garnering 
11% of these young shopper’s wallet share. Women’s Fashion isn’t far 
behind at 10%, and Beauty Products comes in with 9%. Other age 
brackets tend to conform to more traditionally popular categories 
throughout APAC, with Women’s Fashion, Groceries & Household and 
Travel & Services taking the top spots in other age brackets. Media 
& Games was also very popular among Australian’s 35-44 – it was the 
second-highest category in online expenditure at 9% wallet share 
among that age bracket.  

9% of online expenditure over the past six months was in Women’s 
Fashion. Travel & Services and Media & Games were the second-
highest categories at 8% each. Intention to spend online over the next 
six months is growing for Australians, with Groceries & Household (64% intend to spend online), Beauty Products (64%) and 
Pet Supplies (62%) being the highest categories for spending intentions. Media & Games, Travel & Services, Women’s Fashion, 
Health Products and Men’s Fashion were not far behind at 60% each. This indicates that while digital shopping growth may come 
slower, it is still occurring. 

KEY TAKEAWAYS:

• Fashion is the most popular category for consumers in APAC. Travel & Services, Media & Games and Groceries & Household categories  
are also prominent.

• There is an increased intent to spend in digital shopping over the next six months.

CHAPTER 2

What are 
consumers 

buying?
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CHINA

Chinese shoppers, regardless of age, spend the most on Groceries & Household items when shopping 
digitally. Younger consumers in the 18-24 age bracket are the highest spenders in Groceries & Household 
items at 14% of their total online spending. This is juxtaposed with the 25-34-year-olds, the lowest of the 
five age brackets for Groceries & Household spending at 9% of their online expenditure. Fashion was also 
highly popular, with the second highest category by age bracket being Women’s Fashion for ages 18-44 and 
Men’s Fashion for 45 and above. The third-most popular category was Beauty Products for 18-24-year-olds, 
Men’s Fashion for 25-44-year-olds and Women’s Fashion for those 45 and above. 

Wine, Beers & Spirits will be one of the fastest-growing categories for Chinese consumers in the next six 
months, with 83% planning to shop online in that category. Beauty Products (88%) will see the highest 
increase in consumer intention to spend and Men’s Fashion (81%) will be the third-highest category. Almost 
all beauty and fashion products see a huge increase on the horizon, as well as categories pertaining to 
electronics. Health Products and Sports & Outdoor categories will be growing slightly less, still achieving 
68% and 67% increased spend, respectively. 

HONG KONG

Travel Services, Women’s Fashion and Groceries & Household items are some of the most popular  
categories, for Hong Kong consumers regardless of age. Travel & Services are the most popular category 
in every age bracket among Hong Kong shoppers, ranging from 10-15% of total online expenditure per age 
bracket. Women’s Fashion is the second most popular category for ages ranging from 18-34 and 45-54, 
with a 10-13% range for online expenditure per bracket. This same category was third-most popular with 
shoppers aged 35-44 and those over 55 with 9% and 10% of total expenditure, respectively shoppers 35-44 
and above 55 identified Groceries & Household as their second-highest expenditure for online shopping 
(9% and 10%, respectively) and third-highest for 45-54 shoppers at 9%. 

Travel & Services is the top category with 12% of total online shopping expenditure. Women’s Fashion 
wasn’t far behind as the second-highest overall category with 10%, and Groceries & Household rounded 
out the top three for all Hong Kong-based shoppers with 8%. The top three categories with the highest 
intended spending increases are Travel & Services (86% increase), Beauty Products (83% increase) and 
Electronic Accessories (80% increase). All categories are growing strongly outside of these three,  
providing plenty of opportunity for brands in most verticals to reach Hong Kong shoppers.

One category of note is Media & Games, which currently has a 6% share of total online expenditure among 
Hong Kong consumers. Online spending intent is expected to grow 68% with 49% planning on spending 
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up to 100% more in the next six months. 24% plan on spending less in this category during that same period. There is 
still opportunity in this category - brands will need to be more aware of the challenges they’ll face reaching Hong Kong 
consumers, should they pursue this category. 

SINGAPORE

Travel & Services are the most popular category for online expenditure for Singaporeans across almost every age 
bracket. Only one age group, 18-24-year-olds, did not identify Travel & Services as the category they spend the most 
money in, although it still ranked among the top three categories. Ages 25-34 and 35-44 spent 12% of their total online 
spending on these services, while ages 45 and above spent 13%. Shoppers 18-24 spent 8% of their total budget in 
online travel.

Young Singaporean shoppers favour Women’s Fashion, which was the top overall category for ages 18-24 at 16%. 
Women’s Fashion was also popular among shoppers aged 25-34 and was the second highest category for their 
spending at 11%. Groceries & Household was, overall, the second-most popular category for Singaporean online 
shoppers. This category was third-highest among ages 25-34 (10%) and second-highest after Travel & Services 
among every age bracket above them, at about 10% or 11% of total online spending for each age bracket. Other 
popular categories for Singaporean shoppers included Beauty Products, Electronic Accessories and Health Products.

The top digital shopping categories for all Singaporean shoppers are Travel & Services (11% of total online expenditure), 
Groceries & Household (9%) and Women’s Fashion (9%). Women’s Fashion is growing with 81% of Singaporean  
shoppers saying they intend to spend in this category. Other categories that Singaporeans plan to purchase in over 
the next six months include Groceries & Household (77% intend to spend) and Health Products (75%).

Singapore consumers are highly motivated to continue online shopping, with a projected range of 64-81% overall 
average increase in spending within each category. The categories projected to experience the highest increase  
were Women’s Fashion (81% spending increase), Groceries & Household (77%) and Health Products (75%).  
Electronic Accessories and Home Improvement were the two lowest at 64% increase each, indicating opportunity  
for brands looking to reach Singaporean consumers in those categories. 

SOUTH KOREA

South Korean shoppers 18-24 have different priorities than other age brackets, opting to put the bulk of their online  
expenditure into Beauty Products and Women’s Fashion (14% apiece), Media & Games (11%), Electronics Accessories 
and Men’s Fashion (7%). Other age brackets do prioritise fashion and beauty categories in their own shopping, 
although not above Groceries & Household products, which was the top category for every age bracket beyond 
18-24-year-olds. Health Products become incrementally more important to South Koreans based on the continued rise 
in spending for that category with each age bracket, starting as the fifth-highest category in consumers 25-34 (8%) 
and going up to the second-highest category for ages 55 and over (11%). 

18-24 25-34 35-44 45-54 55+

Top Shopping Categories By 
Online Expenditure By Age

Women’s 
Fashion

16%

Travel & 
Services

12%

Travel & 
Services

12%

Travel & 
Services

13%

Travel & 
Services

13%

Beauty
Products

13%

Women’s
Fashion

11%

Groceries &
Household

11%

Groceries &
Household

10%

Groceries &
Household

10%

Travel & 
Services

8%

Groceries &
Household

10%

Beauty
Products

8%

Electronics & 
Accessories

10%

Health
Products

10%

SINGAPORE

18-24 25-34 35-44 45-54 55+

Top Shopping Categories By 
Online Expenditure By Age

Beauty 
Products

14%

Groceries & 
Household

11%

Household
& Groceries

12%

Women’s 
Fashion

12%

Travel & 
Services

14%

Women’s 
Fashion

14%

Beauty 
Products

10%

Women’s 
Fashion

9%

Beauty 
Products

10%

Health
Products

11%

Media &
Games

11%

Women’s 
Fashion

10%

Beauty 
Products

9%

Health
Products

10%

Women’s 
Fashion

11%

Electronics & 
Accessories

7%

Men’s
Fashion

7%

Men’s
Fashion

8%

Health
Products

8%

Health
Products

8%

Beauty 
Products

7%

Men’s
Fashion

9%

Women’s 
Fashion

9%

Beauty 
Products

10%

Men’s
Fashion

10%

SOUTH KOREA



RAKUTEN MARKETING ECOMMERCE REPORT

Groceries (12% of online expenditure), Women’s Fashion (10%), Beauty Products (10%), Men’s Fashion (9%)  
and Health Products (9%) are the five most popular categories for South Korean online expenditure. Groceries, 
Beauty and Men’s Fashion are three of the fastest growing categories for consumers, with Groceries and 
Beauty both projecting a 79% increase spending, and Men’s Fashion expected to see a 77% bump. 

MALAYSIA

Following similar trends to most other APAC countries, Malaysian shoppers gravitate primarily to Women’s 
Fashion and Travel & Services categories. These two categories were in the top three of every age bracket 
among Malaysian consumers, with Beauty Products, Electronics and Groceries & Household also reaching  
the top three in various brackets.

Women’s Fashion and Travel & Services were tied at 10% apiece for online expenditure among all Malaysian 
shoppers, with Beauty Products not far behind at 9%. More consumers are planning on purchasing within 
all categories, with Women’s Fashion (86% increased intent to spend), Travel & Services (81%) and Beauty  
Products (80%) leading. 

NEW ZEALAND

New Zealand shoppers are spending heavily in technology, with tech-based product categories being 
among the most popular across different age brackets. Younger shoppers 18-34 put the highest amount of 
their online spending towards Media & Games (10% ages 18-24, 9% ages 25-34), with Electronic Accessories 
coming in as the fourth-most and fifth-most prominent categories for online expenditure, respectively.  
Electronics remain highly popular as New Zealand consumers age, with 35-44 and 45-54-year-olds 
spending 8% of their online shopping towards Media & Games (fifth highest and fourth highest in each 
bracket, respectively) and ages 45-54 spending an equal amount on Consumer Electronics. Even those in 
the over 55 age group are spending 6% of their online budget on Consumer Electronics (fifth highest in that 
bracket). Travel categories, fashion and beauty and groceries are all prominent among all age brackets, and 
Wines, Beers & Spirits was the fourth-most popular category for ages 55 and above to shop online in.

Much like Australia, New Zealand will be slower than other APAC countries in terms of growth. Although  
50-60% of consumers intend to spend in each category, a strong majority will spend less or the same 
amount throughout the next six months. The most popular categories include Beauty Products and  
Groceries with 60% and 64% of consumers intending to spend – with 39% and 36% (respectively)  
planning to spend less or the same as before. Travel & Services is currently the highest category for  
online expenditure among all New Zealand shoppers with 12% of their online spending going towards  
this. 50% said they will spend less or the same. 
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AUSTRALIA

Discovering new websites to purchase from comes prominently from online searches, with 35% of Australians indicating this is 
how they find new sites. 17% rely on recommendations from friends and family, while 10% say they found a new site via social 
media. Social media discovery is one of the best ways to compel Australians to purchase, with 85% indicating they purchased 
from a site after learning about it on a social platform. Deal and coupon sites also helped convert shoppers, with 81% indicating 
that they purchased from a site after seeing it on a deal and coupon platform. However, only 7% of Australians discover new 
websites from these platforms. 

A majority of international shopping for Australians focuses on luxury items and electronics. Luxury Goods is the most common 
category for Australians to purchase internationally with 70% of this category being purchased from outside Australia rather than 
locally. Watches & Accessories are also purchased internationally 67% of the time. Media & Electronics are purchased outside 
of Australia 62% of the time, and Electronic Accessories are purchased 59% of the time. Oddities and other products are also 
heavily purchased from international stores for Australians, with 58% of “other” purchases coming from international shops. When 
Australians do shop internationally they shop primarily from US-based sites 17% of the time, Chinese sites 16%, and UK sites 12%. 
46% of shopping is done on local, Australian-based sites.

Most Australians don’t engage with brands at all. 34% of Australians do not engage with local brands, and 43% do not 
engage with international brands. When they do engage with brands, it’s usually through email subscriptions (22% local, 17% 
international) or following the brand on Facebook (21% local, 19% international).

Less than half of Australians (49%) think that international brands can provide a better selection of products compared to local 
brands, and just 42% believe that international brands have more innovative products. Only 19% of Australian shoppers prefer 
international brands to local ones.

KEY TAKEAWAYS:

• Fashion, media, electronics and luxury are just some of the many categories that consumers in APAC countries shop internationally.

• Consumers who choose to engage with brands tend to do so by subscribing to email newsletters or following brands on Facebook.  
Some consumers choose not to engage with brands at all.

• When consumers shop internationally it’s because they believe that international brands offer a better product selection and a more  
innovative product line. 

CHAPTER 3

How are 
Asia-Pacific  
consumers 

engaging 
with  

brands?
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CHINA

19% of Chinese consumers find new shopping sites through search engine inquiries, just slightly edging out recommendations from friends and family (18%). 9% of 
shoppers in China discover new websites through a cashback or rewards site. However, when they do discover through these avenues they frequently purchase – 
converting 92% of the time. They use deal and coupon sites 11% of the time for brand and product discovery, and convert 90% of the time when they do.

International purchases are critical for Chinese consumers, with 13% of shoppers purchasing from Japan and 10% from the US. 52% of Chinese consumers shop 
locally online. The top categories for international purchases made by Chinese consumers include Luxury Goods (69% of purchases come internationally), Watches & 
Accessories (55%), Health Products (52%), Wines, Beers & Spirits (51%) and Beauty Products (50%). 

WeChat and Weibo are two critical platforms for Chinese consumers – and brands looking to engage with them. Brands looking to reach Chinese shoppers need to 
adopt these preferred platforms, as 23% of Chinese consumers engage with local brands on WeChat and 14% on Weibo. For international brands, Chinese shoppers 
will engage with them on these platforms 17% and 13% of the time, respectively. 24% of Chinese shoppers say they don’t engage with international brands at all.

Payment options are key for Chinese consumers. 33% want to be able to pay with a mobile or digital wallet, and 25% want to use a credit card. When choosing a 
website to shop with, 16% said product pricing was the most important thing for shopping, 14% said variety of products, 9% said delivery times and updates, and 8% 
said availability of local payment options. 

HONG KONG

Hong Kong shoppers discover new e-commerce sites via online search 22% of the time. 20% of the time they seek recommendations from friends and family about 
where to shop. However, advertising on social media – which drives Hong Kong consumers to site check out 13% of the time – has a strong impact on purchase 
conversion. 91% of the time, Hong Kong consumers have made purchases from a site after finding the site through social media. This is equal to Hong Kong 
consumers purchasing from a site after learning about it from a cashback or rewards site, which they use the least amount to discover a new brand (8%). Coupon and 
deal sites are the highest conversion driver for sites from a Hong Kong customer, with 92% saying they made a purchase from a site after finding it on a coupon or deal 
site. Hong Kong consumers use coupon and deal sites to find new websites 13% of the time.

Automotive & Motorbike products are the most common products purchased internationally, with 77% of online purchases in this category coming from international 
brands for Hong Kong consumers. Luxury Goods were a close second at 76%, followed by Women’s Fashion (74%), Watches & Accessories (74%), and 
Media & Games (71%). 

A majority of Hong Kong consumers interact with brands on Facebook, whether they be international (34%) or local (35%). Only 16% of Hong Kong shoppers don’t 
engage with local brands at all, and 17% don’t engage with international brands. 63% of Hong Kong shoppers say that international brands have a better product 
selection than local brands, 60% say international brands offer more innovative products, and 51% believe international brands have better quality. 
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SINGAPORE

When Singaporean shoppers look to learn more about e-commerce sites they rely on search engines and friends. 23% of Singaporean shoppers used search 
engines and 18% relied on friends or family to discover shopping sites for both local and international brands. Although only 10% rely on deal and coupon sites, and 
another 10% use cashback and reward sites to find new websites to shop on, these are two of the highest-converting methods for Singaporeans to purchase. 86% of 
Singaporean shoppers said they made a purchase from an online shopping site after seeing a deal on a coupon or deal site, as well as on a cashback or rewards site. 

When Singaporeans shop internationally, they’re mostly shopping for Men’s Fashion. 81% of Men’s Fashion products followed closely by Media & Games at 79%. 
Travel & Services was the third most popular category for international shopping at 74%, followed by Watches & Accessories (71%) and Luxury Goods (66%). 
Additionally, Singaporean shoppers are most likely to shop from Chinese sites 19% of the time, US sites 12% of the time, and South Korean sites 9% of the time. They 
do shop from local sites 37% of the time. 

One in four Singaporean consumers don’t create a relationship with a local brand, and 23% say they don’t form one with an international brand either. When 
Singapore-based shoppers do connect, it’s most common for them to do so through Facebook (23% local brands, 25% international brands) or email (17% both local 
and international). 

61% of Singaporeans believe that international brands make better products compared to their local counterparts, and 60% believe that international brands are more 
innovative. 49% believe international brands offer more “bang for their buck” and are better value than local products. 

SOUTH KOREA

32% of new shopping sites are discovered through online search, compared to just 16% coming from family and friend recommendations. South Koreans do discover 
new sites through social media platforms, as well as deal and coupon sites, 10% of the time for each one. When South Koreans do find new shopping sites through a 
deal and coupon site they’ll make a purchase 82% of the time, compared to social media discovery which results in a 75% purchase conversion rate.

Most South Koreans shop on sites based in South Korea, with 61% of shoppers shopping locally. When they shop internationally, South Koreans will shop from US 
sites 15% of the time, Japanese sites 9%, and Chinese sites 8%. Health Products are the most common category to shop internationally for, however, only 37% of 
Health Products are purchased internationally. Women’s Fashion is a close second with 33% of purchases being made from international websites, followed by Baby & 
Children Products (29%), Luxury Goods (28%) and Consumer Electronics (27%).

Engagement with brands is low for South Koreans, even more so internationally. 36% of South Koreans don’t engage with local brands at all, while 45% don’t engage 
with international brands. Facebook is the most common point of interaction, with only 13% interacting with local brands on Facebook and just 12% doing so 
with international brands. Attitudes among South Koreans is that international brands don’t offer much more than local counterparts. Just 39% said that they think 
international brands offer better product selection and 38% said they feel international brands offer better value. Product price point, variety and delivery times are 
some of the most important factors for South Korean shoppers. 
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MALAYSIA

Malaysian shoppers primarily rely on search engines to discover new shopping websites, using them 19% of the time to find a new place to check out products. 16% 
of Malaysian consumers find websites from advertising on social media, and 89% said they made a purchase from a site after seeing a social media ad for it. 14% of 
the time Malaysian shoppers have learned about a site by seeing an ad for it on another website, and 82% of shoppers said they have purchased from a new site after 
seeing the ad. 91% of Malaysians have bought from a site after seeing it on a coupon or deal site, and 92% said the same after seeing a site on a cashback or rewards 
site. However, Malaysian shoppers only discover new sites from these two types of deal sites 10% and 9% of the time, respectively.

Luxury Goods are the most commonly purchased product category for Malaysian shoppers purchasing internationally, with 71% of products in this category 
purchased from overseas. Media & Games were purchased internationally 63% of the time, followed by Wines, Beers & Spirits (62%), Watches & Accessories (60%) 
and Women’s Fashion (60%). Malaysian shoppers shop locally 43% of the time. When they shop internationally they tend to shop from China (25%), South Korea (8%), 
Singapore (7%) and Japan (6%). 

The highest engagement rates for Malaysian shoppers comes via Facebook, where they follow both local and international brands 38% of the time. When not 
following them on Facebook, almost one in every five subscribe to a brands email newsletter. Only 13% of Malaysian shoppers don’t interact at all with local brands, 
and 14% with international.

59% say that international brands offer better product selections, 62% think they offer more innovative products and 49% say international brands offer better quality. 

NEW ZEALAND

More than 50% of New Zealand shoppers find new shopping sites through online search – the highest among any APAC country. Recommendations from family and 
friends (32%), seeing an advertisement on a website (21%) or on social media (20%) also have a strong influence on website discovery. Social media advertising is 
one of the strongest converters for New Zealand shoppers, with 79% saying they purchased from a site after seeing an ad on a social platform. Deal and coupon sites 
were slightly stronger in conversions at 81% saying they purchased from a site after seeing it on a deal or coupon platform, however, discovery was lower on these 
outlets at just 10%.

New Zealand shoppers tend to shop from international sites more often than local sites. US and Australian shopping sites each account for 20% of sites used by New 
Zealand shoppers, followed closely by Chinese sites at 18%, New Zealand shopping sites at 17%, followed by the UK at 12%. New Zealand shoppers are primarily 
shopping for Women’s Fashion, Travel & Services, Media & Games and Electronic Accessories when they purchase international products. 

56% of New Zealand shoppers think international brands offer a better product selection, while 50% believe that they offer better value. 88% of New Zealand shoppers 
said the price of products is the most critical criteria when choosing a shopping site, and 63% said the variety of products. Delivery times are also important, with 60% 
saying that getting a product in a timely manner with updates is the most important aspect of choosing a site to shop on.

48% of New Zealand consumers don’t interact with any international brands, and 40% don’t interact with local ones. When they do, 37% subscribe to emails from local 
brands and 28% subscribe to international brand emails. Facebook interaction is key for New Zealand shoppers, with just over one in four shoppers (26%) saying they 
follow local brands on Facebook, 22% saying they follow international brands. 
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About Rakuten Insight 
Rakuten Insight possesses consumer market research panels focusing on 15 countries and regions in Asia, North America and Europe, and boasts a 
panel network covering 60 countries and regions. With offices in 11 countries, Rakuten Insight provides marketing research and related services for over 
400 clients globally.

Rakuten Insight is a wholly owned subsidiary of Rakuten.
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About Rakuten Marketing
Rakuten Marketing uses innovative, data-driven technology to help brands reach consumers with timely and authentic digital advertising experiences. 
Pioneering AI and machine learning, paired with unique data and inventory from the Rakuten ecosystem, enables brands to identify new audiences and 
re-engage existing ones. This predictive technology allows Rakuten Marketing to deliver valuable experiences people love, resulting in cost-effective 
performance across its integrated marketing solutions: affiliate, display and search. 

Rakuten Marketing is a division of Rakuten Inc. (4755: TOKYO), one of the world’s leading Internet service companies. With Asia-Pacific offices in Sydney, 
Melbourne and Singapore, the company is headquartered in San Mateo, California, with additional offices in Brazil, Japan, France, Germany, the United 
Kingdom, and throughout the United States. Follow us on Twitter or learn more at https://rakutenmarketing.com.
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