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Two wvears ago, Li Yuhua's daughter taught her how, to shop online Since then, the >1-vear-old
farmer in Wushan has been a regular online shopper. Shoppers like L1 Yuhuwa are the new target for
China’s ecommerce giants, mcluding Alibaba Group, which operates the Tacbao platfonm.  and JID com.
Rural China added 3 mullion more Internet users in the first half takKing the total mumberto 225 milhon,
or 26.3%, of the country’s total Internet population of 834 million, according fo a report on rural
ecommerce development released last week by the China International Electronic Commerce Center.
That helped improve rural online sales i the first half of the vear by 21% to 777.1 billion yuan
(US%$109.6 billion), outpacing the national growth rate by 3.2 percentage points.

“However, it is a little bat early to say that China’s ecommerce battlefield 1s moving to rural China ™
said Chen Tao, a senior analvst at consultancy Analyvsys. Unlike urban residents, most rural Chinese
haven't experienced ecommerce shopping While that provides online platforms with one of the last
undeveloped markets for ecommerce, progress has been slow due to the lack of infrastructure { E 1%
WE> and logistics C(ERifi) support.

To address that problem, China’s second-largest ecommerce operator, D .com hired more
deliverymen and tested drone (2 A #L) delivery services to improve service in rural China  Alibaba
Group, China’s largest ecommerce plaver, announced in April last yvear that it had invested US$717
million in Huitongda Network Co., which helps to boost sales m 15,000 towns across 18 provinces.

Another inhibiting factor in the development of rural ecommerce 1s the income gap. In 2018, annual
per capita disposable income (A 98] B4 A ) in rural areas was 14 600 yuan (US%2,065) compared
with 39 300 yvuan (US55.559) 1in cities. “"Lower disposable incomes in rural areas limit the consumption.™
said analyst Chen. “It also takes time to educate rural residents to accept ecommmerce services as most of
them are new to online. There 1s still a long way to go to popularize online shopping in rural China ™
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rural online shopping increases quickly / sharply
the number of rural online shoppers/ users is increasing/ rising
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»China's ecommerce giants, JD and Alibaba, are
competing for rural market, as the growing rural Internet
population boosts online sales.

»The growth of rural Internet users boosts online sales,
causing the ecommerce giants' fierce competition.

»The number of Internet users in rural China has
increased sharply, which contributes to boosting rural
online sales.

» Currently, China's ecommerce giants set foot on the rural
areas, which makes the online sales there delevop rapidly.
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“However, it is a litke bit carly to say that Chisa's ccommerce battlefiekd s moving o rural China,”

said Chen Tao, a senior analyst at consultancy Analysys. Unlike urban residents, most rural Chinese
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nevertheless ; whereas
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owing to, as a result of
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lacking
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slow ...down; develop slowly

stop/ prevent ...from doing...quickly...
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»However, lacking necessary infrastructure and logistic
support, rural China market develops slowly.

»The lack of online shopping experience, infrastructure
and logistic supports lead to the slow progress of rural
ecommerce marketing.

»Nevertheless, the shortage of infrastructure and logistic
support contibutes to slowing down the rural online sales.

»For lack of infrastructure and logistic support, rural
China ecommerce market develops slowly.

»However, insufficient infrastructure and logistic support
stops/ prevents rural China ecommerce market
developing quickly.
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To address that pmblcm L‘hina's SL‘L'und-hlr;_.!:sl ecommerce” operator, JD.co” hired” more

$“‘re ﬁlu: in rural China. Alibaba
Group, Chmna's largest ecommerce plaur annotnee sl al 1t had mvested USSTI7

million in Huitongda Network Co., which helps'to boost sales in 15,000 towns across I?m\'inu:s.
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» To tackle that problem, relevant measures are taken to
promote rural online sales, including more deliverymen,
tested drones and investment.

» The giants adopt various measures to solve the problem,
including more financial investment, deliverymen
involvement, and drone delivery tests.

deliverymen dnd tested drone ll
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per capita isposable ncome (A 157 @A was 14&0 -0}5})’50@3

with 39,300 yuan (US$3,559) in cities. “Lower disposable meomes in rural areas limit the consumption,”

said analyst Chen. “It also takes time to educate rural residents to accept ecommerce services as most of

them an:. There 1s 5 populanze online shoppmg 1n rural China.”
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»The future remains uncertain due to the comparatively.
low income and unpopular online shopping in rural area.

» Another barrier is the income gap and people's insufficient

knowledge of 1t. Thus, 1t's still challenging to boost rural
online shopping.

» Still, there remains much to be done, considering the low
income and the time needed to generalize online shopping
in rural areas.

»Besides, low income and unpopular online shopping in
rural area are also barriers. Therefore, popularizing online

sales still needs more endeavours.
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China's ecommerce giants, JD and Alibaba, are
competing for rural market, as the growing rural
Internet population boosts online sales.(& £ (D)
However, lacking necessary infrastructure and
logistic support, rural China market develops slowly.
(£ 5.(@) To handle that problem, relevant measures
are taken to promote service and sales, including
more deliverymen, tested drones and investment. (£
=.@) Still, there remains much to be done,
considering the low income and the time needed to
generalize online shopping in rural areas. (2 (1)
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