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Oversea shopping is becoming increasingly
popular among Chinese consumers. Nextport-
China is a China-focused digital marketing
agency in Amsterdam. The company is help-
ing some Dutch brands to market in China. It
wants to explore the possibility of selling Dutch
products to Chinese consumers online.

There are 11 chapters in this report. The image
on the next page shows the project process.

Chapter 1 is the introduction of the whole as-
signment. It contains the background of the
project, the problems that need to be solved,
the research question for the research phase,
and methods used in the whole process.

Chapter 2 is the literature review about brand
authenticity and Chinese consumers’ out-
bound shopping behavior. It functions as a
supplement to 4C’s analyses in chapter 3 to 6.

Chapter 3 is about the company. It starts from
the introduction to the company and follows
by products and services that are closely re-
lated to this project. The current e-commerce
business for the company and its potential cli-
ents are also discussed.

Chapter 4 is about the methods, process, and
outcomes of consumer research. Both quan-
titative methods and qualitative methods are

used in consumer research. The primary pur-
pose is to build the persona of potential cus-
tomers and find the key value of Dutch brands.

Chapter 5 is about the trends and potential in
the Chinese consumer marketplace. The goal
is to answer the question: what is going on in
the industry that the company wants to enter.

Chapter 6 is competitor analysis. The gaps
found in this chapter helps the company to de-
velop unigue positioning in the market.

Chapter 7 synthesizes the insights from the re-
search phase. It sets a design direction, target
users, and requirements for the design phase.

Chapter 8 is about the design concept based
on the brief discussed in the last chapter. It in-
cludes the design process, concept structure,
and three sprints of the consumer product. At
the end of this chapter, an MVP and user test
results are presented, which is the foundation
of the final design.

Chapter 9 presents the final design, including
the consumer product and the business pack-
ages.

Chapter 10 shows the implementation plan for
the final design. The plan includes two parts:
a vision in 5 years and a tactical roadmap to
achieve this vision.

Chapter 11 reflects the whole project. It also dis-
cusses the limitations and gives suggestions
for the next step.
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1.1 Background Introduction

Oversea shopping is becoming increasingly
popular among Chinese consumers. In 2018,
the Chinese government launched several
policies to support cross-border e-commerce
and suppress Daigou', which provides signifi-
cant opportunities for international brands to
enter the Chinese market legally.

NextportChina is a China-focused digital mar-
keting agency based in Amsterdam who aims
to introduce local brands to Chinese consum-
ers via cross-border e-commerce. Recently
they found an opportunity to facilitate the busi-
ness: setting up WeChat mini-program stores
for clients. WeChat mini-programs are mini
apps in the WeChat ecosystem? which can run
instantly on WeChat's interface. The company
has already launched the first mini store for
Dutch brand Antipoppe and plans to involve
more brands in the future. Now NextportChina
is using WeChat store templates provided by
Azoya®. And next, they want to explore the pos-

1 A form of cross-border smuggling in which an
individual or a group outside China purchases
commodities for customers in China.

2 A full explanation will be found in Chapter 5.1

3 An e-commerce solutions provider and retail
operator based in China.

sibility of developing an independent WeChat
e-commerce solution.

1.2 Problem definition

Currently, NextportChina highly depends on
third-party companies like Azoya and V2Future
to develop oversea e-commerce business on
WeChat. Those companies charge high fees
for providing mini program templates and
store management service. However, they only
provide ordinary store templates which are not
very competitive in the social e-commerce
boom. Also, the standard store templates
could not fully make use of NextportChina's
unique resources, such as its close relation
with Benelux brands and its large user base on
social media.

As a result, the goal for the 20-week project
is to create an independent and innovative
e-commerce solution based on the WeChat
ecosystem for NextportChina, enabling the
company to attract more clients, namely lux-
ury/premium Benelux brands/retailers who
target at Chinese consumers. To be specific, it
might be a WeChat mini program with e-com-
merce function, and corresponding branding
& marketing strategies. | will redesign the cus-
tomer experience of cross-border shopping,
trying to integrate the online and offline expe-
rience by employing other resources of Next-
portChina, such as the travel mini program
“Next Port Holland".



1.3 Research questions

There are three major research questions for
the project.

1. Persona of buyers

What is the persona of Chinese consumers

who are likely to buy Dutch products?

There are some researches about Chinese
cross-border shopping behavior, but few of
them focuses on Dutch or Western Europe
market. As a result, it remains unclear who are
the buyers of Dutch brands or products and
what are their preferences.

2. Key values of Dutch brands

What are the key values of Dutch brands

for Chinese consumers?

There must be extra value for Chinese con-
sumers to choose foreign brands when there
are rich domestic substitutes. But the key val-
ues of Dutch brands are vague at the moment.
It is a meaningful topic to investigate because
it helps to select brands and develop market-
ing strategies in the design phase.

3. Authenticity

How to convey authenticity in cross-border

online marketing to gain trust?

Authenticity is probably the most frequent vo-
cabulary on China’s cross-border shopping
platforms (Figure 1.x). For this project, it is an in-
evitable topic to research.
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Figure 1.x The authentic guarantee statement of
major cross-border shopping platforms in China. If
there are fake products found out, the total penal-

ties are 10 to 1 that the total price for fakes.



1.4 Methods

1. Literature study

As the project is an emerging practical busi-
ness challenge, there is no previous experi-
ence that are directly related to this topic. As a
result, the literature study was done while do-
ing the quantitative and qualitative research.
For example, after finishing the questionnaire, |
reviewed paper about brand authenticity, and
read paper about outbound shopping behav-
ior while doing the company analysis. Most
of the literature backgrounds will be shown in
Chapter 2 and some will be demonstrated in
Chapters about 4C’s analyses.

2. 4C’'s analyses

4C here refers to company, consumer, context,
and competitor. It is a common approach to

do research in branding and marketing proj-

ects. It helps to position the product/brand in
the market and develop its own identity. For
this project, 4C's analyses provided a lot of
useful knowledge and insights for later design.

3. Iterative design

The design phase follows a typical iterative
design process, which are several loops from
ideation to prototyping to testing. This will be
further explained in Chapter 8.1.

4. Design Roadmapping

Design roadmapping is a strategic method for
the company to form a long-term vision and
a way to reach the vision. After the iterative
design, a roadmap will be created to demon-
strate how to realize the design and what are
the further steps.
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2.1 Brand authenticity

= Whatis brand authenticity

There is no universally agreed-upon defini-
tion for the term “authenticity” in marketing
(Beverland, 2005). Commonly, it refers to gen-
uineness, reality or truth of the object (Ken-
nick, 1985). Some researchers also defined it
in terms of sincerity, innocence and originali-
ty (Fine, 2003) and natural, honest, simple and
unspun (Boyle, 2003).

The literature posits that there are three ways
to understand authenticity:

1. Indexical authenticity

It is something intrinsic to the object which
cannot involve alterations against history,
quality or art (Postrel, 2003).

2. Existential authenticity

It is something given by consumers and cre-
ators (Holt, 1998), reflecting their pursuit of
pleasure, homoney, or balance (Postrel, 2003).

3. Iconic authenticity

It refers to "authentic reproduction” (Burner,
1994) and assumes previous experience af-
fect perceptions on authenticity (Grayson and

Martinec, 2004).

Practioners in marketing usually conbine these
tree understandings. For example, in Bever-
land’s research on the authenticity of luxury
wines (2003), brands convey authenticity using
both ture information and rhetorical descrip-
tions.

= The importance of brand authen-
ticity

Sephen (2003) identified that authenticity is
central to postmodern marketing. Consumers
want to use brands to create an authentic self
and to reconnect to place, time, culture and
others. But technological development and
global commercialism has weakened their
ability to distinguish between the real and the
fake (Orvell, 2014). Postmodern consumers are
unhappy with the commercial market with ev-
erything seems to be contrived (Napolia, Dick-
insona, Beverland & Farrellyd, 2013). Searching
for authenticity is a real consumer attempt to
change the social order (Penaloza, 2000).

= Authenticity in Chinese market

Authenticity is only meaningful in a cultural
context (Rose and Wood, 2005). Most research
about authenticity is under the background
of modern western culture (Jacknis, 1990). But
Chinese consumers perceive authenticity very
differently because China'’s culture and indus-
tries produce copies and counterfeits (Bian
and Veloutsou, 2017).

According to research about authenticity in



Chinese market (Liu, Yannopoulou, Bian and El-
liott, 2014), Chinese consumers don't evaluate
products using a binary relationship (authentic
vs. inauthentic). There are two additional types
of authenticity to evaluate market offerings,
namely domesticated authenticity and mim-
icked authenticity.

1. Domesticated authenticity

Chinese consumers believe foreign brands
with products producedin China or other coun-
tries that are different from the brand'’s country
of origin are less authentic. They largely regard
them as domesticated foreign brands instead
of real foreign brands. Domesticated authen-
ticity also implies lower perceived functional
value, although brands claim the manufactur-
ing locations wouldn't affect quality.

Different from western consumers who value
uniqueness, Chinese consumers prefer to be
the same as everyone else (Schmitt, 1997). Do-
mesticated authenticity prevents them from
obtaining the feeling of being the same as
people who possess the same thing in more
developed countries.

Domesticated authenticity has strong icon-
ic cues because products look the same as
those produced in original countries. However,
it has weaker indexical cues because people
believe the products are not as good as the
authentic products functionally (Figure 2.1).

Domesticated authenticity
Indexical
authenticity _

Iconic
authentioity IR

Figure 2.1 Assess domesticated authenticity from

indexical and iconic perspectives.

2. Mimicked authenticity

Mimicked authenticity is represented by mimic
goods (Vann, 2006). They are similar to origi-
nal products both in appearance and function,
but with a cheaper price. They typically have
own brand names and logos. In China, they are
called “Shanzhai”.

Although “Shanzhai” products are considered
inferior to authentic products, Chinese con-
sumers still think they are sincere and honest.
Because they don't intend to fool consumers
and the price is lower than authentic products.

Mimicked Authenticity
Indexical
authenticity _
Iconic
authenticity _

Figure 2.2 Assess mimicked authenticity from in-

dexical and iconic perspectives.

In addition, Chinese consumers draw a clear
distinction between mimicked products and
counterfeits. Counterfeits copy the brand
names and sell in the same price with the in-
tention to fool people. They have poor indexical
and iconic cues.

Counterfeits

Indexical
authenticity l

Iconic I
authenticity

Figure 2.3 Assess counterfeits from indexical and

iconic perspectives.

Figure 2.4 presents four forms of authenticity
and their interrelationships. Country of produc-
tion, knowledge-based know-how and brand
name are three main factors when consumers
judge the authenticity.



Authentic
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Authentic (Genuine)

Domesticated Authentic

Mimic Authentic

Inauthentic (or Fake)

v

Inauthentic R
Own brand Identical brand

Figure 2.4 The interrelationships between four forms

of Authenticity

2.2 Outbound shopping be-
havior

The persona of consumers for this project is
not defined yet. But the company suggested
a group to start with, which is Chinese tourists
to the Netherlands. This group is the target for
other projects of the company, and is relative-
ly easier to reach. For this reason, | did litera-
ture research about Chinese tourists and thier
shopping behavior.

® Young Chinese travelers to West-
ern Europe

China is an important outbound tourism mar-
ket for many Western countries (Li, Harrill, Uysal,
Burnett and Zhan, 2010). Many Chinese tourists
consider Europe as a “dream destination” for
international travel (ETC, 201).

Recent studies suggest an emerging segment
among Chinese outbound tourists which is in-
dependent young travelers (Bui, Wilkins and
Lee, 2013). According to Tourism Review (2012),
about 65% of Chinese outbound tourists are
young or middle aged individuals between

25 and 44 years old and well educated. Lim
(2009) described this group as “highly edu-
cated, largely urban-based, upwardly mobile
professional adults”. This trend is predicted as
“the next big thing” by The Economist (2010, np).
This group is not the only main Chinese tour-
ism market, but it is worth special attention
because people in the group perform very dif-
ferently from older generations (Prayag, Diseg-
na, Allen and Yan, 2015). For example, they are
more adventurous and seek more autonomy
during their travel (Sparks and Pan, 2009).

Research suggests that shopping is an im-
portant activity for this group (Visit Scotland
2012), but the language can be a barrier (Visit
Britain 2012). However, for some subgroups in
this segment, such as students or unemployed
people who earn less than RMB 3,000 a month,
shopping is not their interest (Prayag, Disegna,
Allen and Yan, 2015), hence they are not the tar-
get of the project.

m Motives for shopping

Outdoor shoppers are people who identify
shopping as a motive for going abroad (Tan-
suhaj, Ong and McCullough, 1989). In recent
years, there are more and more Chinese out-
door shoppers found in Western countries
(Wang, Doss, Guo and Li, 2010). Three positive
motives that affect their shopping propensity
are discussed by Wang, et al, (2010):

1. Perceived expressiveness of using foreign
products

In Chinese consumers’ minds, the quality of
foreign-made products is generally better
than that of domestic products (Klein, Ettenson
and Morris, 1998). The mind is not only shaped
by objective reasons, but also by Chinese
modern history before the start of “Reform and
Opening”. Consumers tend to consider foreign
products with high price and high symbolic



value as something to convey or enhance their
social status.

2. Perceived reliability of foreign retail service

Chinese consumers have high expectations
for authentic western-made products. Howev-
er, there are a lot of counterfeits in the domes-
tic market. The service of newly established
retailers is also unsatisfactory. As a result, Chi-
nese consumers tend to choose reliable retail
experience in developed countries.

3. Perceived enjoyment of shopping abroad

Shopping in developed countries, consumers
are able to find a wide range of top brands,
pleasant shopping environment, and excel-
lent service which couldn’t be found in China. It
provides them with a lot of enjoyment.

® What tourists buy in Europe

Different from the mainstream western tour-
ists in Europe who prefer to buy handicrafts at
small local shops, Chinese tourists are more
into buying commodities in modern shop-
ping malls, duty-free shops and boutiques in
European countries (Zhu, Xu and Jiang, 2015).
Researchers suggest to sort the things they
bought in Europe into three categories:

1. Funtional goods

They are things used in daily life which contain
practice value, and are not bought as gifts.
This is the most popular category for Chinese
tourists to buy in Europe. People buy them

10

generally becuase they are of higher quality
and lower price than counterparts in domestic
market.

2. Adornment goods

They are things used for decoration or adorn-
ment which contain symbolic value, such as
jewelry, watches, and cosmetics. Chinese tour-
ists buy them for their aesthetic value, price
advantage and the symbolic value of the
brands. In addition, these products can also
carry the memory of the trip.

3. Social gifts

They are things bought as gifts to others. But
buying gifts is not obligatory activity for tour-
ists, soitis always considered as incidental act.
Chinese consumers like to buy products that
are easily recognized as coming from Europe
for this category. Products in this category is
not as popular as those in previous two cat-
egories.

m Social media use in shopping

Chinese outbound consumers are very ad-
dicted to use social media before and during
shopping (Clark, 2014). Many western brands
target at Chinese tourists have already set up
official Weibo and WeChat accounts, enabling
Chinese consumers to access shopping infor-
mation even before the trip.

Chinese shoppers also like to share informa-
tion and experience with friends in real time via
social media, and sometimes take orders on
behalf of friends in China.
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Company analysis is the first thing | did in the
research phase. This chapter starts from the
introduction to the company, and follows by
products and services that are closely related
to this project. The current e-commerce busi-
ness for the company and its potential clients
will also be discussed in this chapter.

3.1 Introduction

NextportChina BV. is a start-up company
based in Amsterdam. It was founded by Quint-
en Kemp and Thijs van der Toom in 2014. It is the
first full service China-focused digital market-
ing agency in the Netherlands. The company
holds a leading position in the Benelux and
work with top brands across a wide range of
industries.

There are both Dutch and Chinese profession-
als in the company with different expertise,
including marketing, branding, design, etc. By
working together, they develop creative digital
solutions to help Dutch brands to connect with
right Chinese target audience.

The clients of the company come from a wide
variety of fields, including toursim, education,

agriculture, and retail trade.

The main service of the company is shown in

Figure 3.I:
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Online Marketing Branding & Design Research & Consultant
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E-commerce Payment

Figure 3.1 Main service of NextportChina

3.2 Products and services

Apart from the service to clients, the company
alsodevelpeditsownproductsandservicestar-
geting at Chinese market. They are the unique
resources of NextportChina, and could play an
important role in developing the company’s
e-commerce business.

= “Next Port Holland” WeChat Offi-
cial Account

WeChat'is one of the most popular mobile ap-
plicationin China with 1.08 billion users. WeChat
Official Account (OA) is a service embeded in
WeChat by which an organization could push
articles in a daily basis to its subscribers.

NextportChina has a WeChat OA named “F—
7 =" (Next Port Holland, NPH). It is created and
operated by Chinese employees in the com-
pany. NPH already has more than 24 thousand
subscribers in July of 2019 and the number is
still increasing. The QR code of NPH is provided
in Figure 3.2.

NPH publishes four articles every week with dif-

1 More information about WeChat will be provided
in Chapter 5.1

1



Figure 3.2 Scan the QR code
on the left to check NPH

by =™
I .E WeChat OA.

ferent themes and target audience:

Tuesday: Inspiration for weekend (B R R &)
The article on Tuesday listed interesting events
on weekend in the Netherlands. It mainly tar-
gets at Chinese youngsters living in the Neth-
erlands.

Wednesday: Biaojie's experience' (K 4Hijt)

The article on Wednesday is written from the
perspective of a Chinese who has lived in the
Netherlands for many years. It shares expe-
rience of living in this country, and also talks
about Dutch culture and history. The target
audience are both Chinese living in the Neth-
erlands and travelers.

Thursday: Visiting restaurants (RfE$1E)

The article on Thursday is about dining expe-
rience in resaurants. The team always searchs
for good resturants in the Netherlands and
tries to establish cooperation. It targets at both
Chinese living here and travelers.

Friday: Have fun in Holland (3t#&f=)
The article on Wednesday is target at Chinese
tourists in the Netherlands. The topic is not lim-
ited to travel guide, but also about interesting
cultural backgrounds of this country.

Because of the diverse topics, the subcrib-
ers are also belong to different groups, such
as Chinese people studying and living in the
Netherlands, tourists, students who want to
apply for Dutch universities, etc.

1 Biaojie means cousin in Chinese. The NPH
WeChat OA is initially established by a Chinese

team member with the nickname “Big Cousin”.
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Figure 3.3 shows the regional distribution of
subscribes based on the location data collect-
ed by WeChat backend.

1/3

People in
the Netherlands

1/2

People in
China

1/6

People in
other countries

Figure 3.3 The regional distribution of subscribers.

NPH also has a Weibo? account with 40 thou-
sand followers and a Zhihu® account with 1.7
thousand followers.

Among all these channels, the WeChat OA is
the most powerful touchpoint for company to
reach Chinese audience. It could be a great
resource for the e-commerce business in the
future.

m “Next Port Holland” Travel WeChat
mini-program

WeChat mini-program# is a “sub-application”
within the WeChat ecosystem. It functions like
a mobile application, but can be loaded in
seconds without downloading it.

NextportChina built a travel mini-program
(MP)also called “Next Port Holland” in 2018 with
the purpose to attract more Chinese tourists.
In NPH MP, people can find travel information

2 A popular Chinese social media platform sim-
ilar to Twitter

3 A Chinese question-and-answer website like
Quora

4 More information about WeChat mini-program

will be provided in Chapter 5.1



like hotels, restaurants, attractions, shopping
stores, and well-organized travel itineraries.

Figure 3.4 Use WeChat to scan
the code on the left to check

the NPH mini-program.
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Figure 3.5 Profile of an offline store

inside the MP.

NPH is a good platform to collect Chinese
tourists’ preference. However, the team didn't
communicate this need with outsourced de-

The MP code of NPH is provided in Figure 3.4.
There are over 1,000 destinations all over the
Netherlands in NPH MP, including offline stores
in big cities (Amsterdom, Rotterdam, The
Hague, and Utrecht). Figure 3.5 shows a profile
of one offline store. There are photos, brief in-
troduction, basic information of that store, and
an area for customers to read and leave re-
views.

The team also partners with retailers like De
Bijenkorf and Royal Delft. The profile of these
stores will be put at the top of the list. Some
stores also provide customers with coupons

{RRILND? HFDIE

——@ Area to leave
reviews

velopers in China. As a result, currently it is im-
possible for the team to get the traffic data for
a specific destination profile.

Another problem is how to monetize the MP.
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Currently, the revenue mainly comes from
selling banners and top positions in the MP to
clients. But the income cannot offset against
the huge investment in program maintenance
and new feature development. The team is
searching for other ways to make money.

Creating travel itineraries is the team’'s new
attempt. The itinerary provides tourists with a
detailed day plan including attractions, travel
tips, and restaurants. All itineraries are care-
fully investigated and personally tried by team
members. Now the itinerary is fully free of
charge, but later, the team hopes to sell them
as packages containing attractions tickets
and transportation.

3.3 E-commerce business

m Current service

E-commerce is the new business for Nextport-
China, and the whole thing is still at the explor-
atory stage. The current service provided by
NextportChina includes:

1. Set up and operate WeChat OA

As mentioned in literature review, WeChat OA
is an effective channel for brands to engage
with Chinese consumers. NextportChina has
helped many Dutch companies set up their
own WeChat OA. There are marketing spe-
cialists in the team to operate these accounts.
Figure 3.6 (a) shows the WeChat OA for current
client Artipoppe.

2. Set up WeChat MP store

WeChat MP store is basically an online store
in WeChat. Consumers could visit the store by
clicking “Buy now” button in the OA (Figure 3.6)
or search the name in WeChat. Artipoppe' MP

1 A Dutch baby carrier brand
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Figure 3.6 () The WeChat OA of Artipoppe; (b) The
WeChat MP store of Artipoppe
store is the company’s first attempt. It is based
on atemplate provided by V2Future?.

3. Advertisements and KOL® promotions

The company also helps clients to do market-
ing promotions. For Artipoppe, the team did
WeChat Moments* advertisements (Figure 3.7)
and KOL promotions on Instagram and Weibo.
Currently, marketing promotion is the major
way to lead traffic to the MP store. But it is very
expensive, and sometimes not that effective in
regard to sales conversion.

0 Artipoppe ra
T —REEAL. TIANMEE)LET.

- m

Figure 3.7 WeChat Moments advertisement for Ar-

tipoppe

2 A business consultancy company focusing on
Chinese market. It is based in Amsterdam.

3 Key Opinion Leader, also known as an “influenc-
er” is a person or organization who has expert
product knowledge and influence in a respective
field.

4 WeChat Moments is a forum in WeChat where
users can share information with the users’
choice of close friends.



= The challenges

There are two major problems in the current
e-commerce business:

1. How to set up the online store?

Except for WeChat MP store, there are also
options like setting up official stores at major
marketplaces in China, such as TMall Global
and JD Worldwide'. But these platforms charge
a large amount of deposit and service fee. In
addition, there needs to be a registered sales
agent in China. According to the interview with
Lenny who operates an agent company for
several foreign brands, setting up such a store
requires at least €50,000 as start-up capital. It
is too risky for NextportChina and its clients.

In contrast, using WeChat MP store template
seems much cheaper. The V2Future template

1 TMall (R3#) and JD(3RZR) are major online shop-
ping platforms in China with cross-border busi-
ness.

only costs €500 per year. However, V2Future
template is very rigid. It is inpossible to cus-
tomize the interface in the CMS2 Adding any
little change to the template requires pro-
gramming work. As the company outsources
all development work, it is actually inefficient
and uneconomic to use V2Future template in
the long run.

Another MP store template for cross-border
e-commerce is provided by Azoya®. Azoya
has two packages to cater for the varying de-
gree of need. The lite version costs €220 per
month while the standard version costs €350
per month. Azoya has a graphic user interface
shown in Figure 3.8. The user can drag Ul com-
ponents in the left column to the interface, and
adjust the parameters in the right column.

2 Content management system, a system for
managing content and providing it in various for-
mats.

3 An Chinese Internet company that helps inter-
national retailers enter China via cross-border
e-commerce.
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Figure 3.5 The Azoya CMS to customize the MP store.
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However, the cost of Azoya solution still ex-
ceeds most clients’ budget. It is rather diffi-
cult for NextportChina to earn money from the
business.

As a result, the company wants to develop its
own MP store template and provide it to clients
within reasonable price. But it is still unknown
how to do that because different clients may
have different requirements for the store inter-
face. And it is too costly for NextportChina to
build a fancy customizable Ul interface in CMS
like what Azoya did.

2. How to get traffic to the MP store?

Online stores in TMall and JD can get a lot of
traffic from the platform. However, WeChat MP
store is in a closed WeChat ecosystem. Sub-
scribers of WeChat OA can be easily guided to
the MP store. But it is much more difficult to at-
tract new users.

For Artipoppe, the team did some advertise-
ments and KOL promotions. But not all clients
have the budget to do the same. It is a chal-
lenge for the team to get traffic with low ex-
pense.

3.4 Clients for e-commerce

There are three types of target customers for
e-commerce business:

1. Premium (niche) brands which are popular
in home country, such as Atipoppe, Costes,
Donsje, Love stories, Ellis Faas etc.

2. Online retailers selling international luxury
brands.

3. Retailers/brands with offline stores in tour-
istic areas, such as Shoebaloo, Patta, BALR, De
Bijenkorf, etc.

However, according to the interview with Lenny
(Chinese agent for Dutch brand “Property Of")
and employees at NextportChing, it is very dif-
ficult to attract new customers (Dutch brands/
retailers) into the China-focused e-commerce
business. | have identified two major reasons
in below.

1. Too much uncertainty

For most of brands in the scope, China is a
brand new market with too much uncertain-
ty. And at present, the company doesn't have
successful examples to convince them that
going to Chinais a good idea.

“l did my graduation with Dutch brand
Property Of. After the graduation, | asked
if they want to market in China. At first
they didn’t agree, because they didn’t
know Chinese market. They were not sure
whether it would work or not.”

-Lenny

“We are at an awkward position. For big
names like Nutritia, they already have
mature collaborations with other agents.
For small brands, they never think about
the Chinese market, it’s like I'm asking you
to buy a house tommorrow. It’s a too big
thing for them.”

-An employee at NextportChina

2. Difficult to understand Chinese business
rules

The e-commerce business rules in China are
very different from those in western countries.
But it is difficult for Dutch clients to understand
and follow them. As a result, they are likely to
refuse the provided solution and stick to things
that don't fit in with the the new market.



“l don't think western brands can quickly

adapt to Chinese business rules. It takes “Clients always have a lot of requirements.

time. For example, Property Of didn’t want LAl e ) s |2 e i e s

to offer discounts at first because they age, and maks the Chiness online stores

want to keep the premium brand image. look the same as the European online

Then I said if you stick to that, no one would stores. It is difficult to change their minds.”

buy your products.”

-Lenny

-An employee at NextportChina

3.5 Key take aways of company analysis

1. NextportChina is a digital marketing
agency in the Netherlands. The team
consists both Chinese and Dutch profes-
sionals in fields related to China-focused
marketing.

2.”"Next Port Holland” WeChat Official Ac-
count and travel mini-program are the
most important channels for the com-
pany to reach Chinese customers. They
are good resources to faciliate e-com-
merce business in the future.

3. Creating WeChat mini-program store
is the main service provided by Next-
portChina in e-commerce. Currently,
the company relies on mini-program
templates from other parties. It is not a
sustainable solution, and too expensive
for many clients to afford. As a result,
the company wants to develop its own
mini-program store template.

4. At present, it is very difficult and costly
for mini-program stores to get new cus-
tomers. A economic new solution needs
to be explored.

5. There are three kinds of target cus-
tomers (clients) for e-commerce busi-
ness. But it is quite difficult to convince
these clients to market in China be-
cause most of them are not familiar
with Chinese market. They can be either
skeptical to start the new business, or
reluctant to follow the business rules in
the new market.
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This chapter is about the methods, process,
and outcomes of consumer research. | consid-
ered consumer analysis as the most important
part in 4Cs because the company hasn’t done
it before. And there is no known literature about
Chinese consumers behavior regarding buy-
ing Dutch products. Both quantitative methods
and qualitative methods are used in consumer
research. The main purpose is to build the per-
sona of potential customers, and find the key
value of Dutch brands.

4.1 The questionnaire

The goal of the company’s e-commerce strat-
egy is selling local brands to consumers in Chi-
na. It is important to investigate their shopping
behaviors and preferences regarding buying
Dutch brands. However, it is difficult to find Chi-
nese consumers who are addicted to buying
Dutch brands as they are not that well-known
in China. As a result, the first research mainly
targets at Chinese consumers who buy over-

seas products online instead.

An online questionnaire was made to gather
information in two aspects. The first ten ques-
tion are about their overall cross-border shop-
ping preferences, and the following questions
shift the focus to Dutch brands.

6/_ The full questionnaire can be
c?=|, found in Appendix 2.

Two pilot tests were done before handing out
the questionnaire online with the purpose to
enhance readability (Figure 4.1).

Figure 4.1 One participant is doing the pilot test.

During one week, 196 valid responses were
collected. Among them, 122 are from “Chinese
consumers who buy overseas products on-
line”. Another filter criterion is that “they have
never lived in the Netherlands for more than
one month” with the purpose to eliminate se-
lection bias'. In the end, there are 98 partici-
pants in the target group, accounting for more
than 50% of all respondents.

1 People who have lived in the Netherlands for
more than one month are potential customers
for this project. But due to the selection bias, they
accounted for 12% of all respondents. This num-
ber should be much smaller if randomization is
achieved when recruiting participants.



= Demographic analysis

Gender

Among all 196 participants, the sex ratio is ap-
proximately 1:l. However, in the target group, the
percentage of females (62.2%) is significant-
ly higher than that of males (37.8%). It means
overseas shopping is more widely accepted
among females than males. But there is no ev-
idence showing that female buyers also buy
more frequently than male buyers.

Age

After leaving out people younger than 18!, there
are four age groups in total, which are 18-25,
26-35, 36-45, and above 45. Figure 4.2 shows
the age distribution of participants in the tar-
get group and in total.

Target Group

Target Grou|
37(58.7%) g ?

43(65.2%)

Age 18-25 Age 26-35
63 in total 66 in total

‘arget Group
6(24%)

Target Group
12(66.7%)

Age 36-45 Age 46 and above
18 in total 25 in total

Figure 4.2 Age disribution of participants in target

group and in total

In the first three age groups, namely people
aged from 18 to 45, more than half of them
once bought overseas products. However, for
people aged 46 and above, the proportion of
target group drops sharply to 24%. It can be ex-
plained by several reasons.

1 There are only 2 participants younger than 18,
which is meaningless to include in.

People in the first three groups were mostly
born from the mid-1970s to late 1990s. More or
less, they are influenced by the Internet and
the accompanying foreign culture. Therefore,
they are more likely to be the early adopters
of overseas products and lifestyle than older
generations. Besides, for people aged 26 to
35, many have had the experience of raising
young children in recent years. In China, due to
the poor product safety controls, many fam-
ilies regard overseas maternal products (e.g.
infant formula, diopers) as necessities.

Summary

From the demographic information, we could
tell that consumers who are driving much of
the overseas-product markets in China are
mostly young people aged 18-45. In the future,
we could focus on Generation Y2 and Gener-
ation 7® who are more tech-savvy. Although
females in the target group outnumber males,
their purchasing power is equally strong.

= Shopping Platforms/Channels

Figure 4.3 shows the five most popular over-
seas shopping platforms and channels
among all options provided in the question-
naire (Question 5). There is no significant differ-
ence between the two genders. Tmall Global,
Kaola.com, and JD Worldwide are represen-
tatives of major marketplaces selling various
types of products. Daigou remains the main-
stream way to buy overseas products, sec-
ond only to Tmall Global. The official websites
usually represents a niche market because it
only sells products from one brand or several
brands from the same corporation.

2 Generation Y: Also known as millennials, born in
the early 1980s to the mid 1990s.

3 Generation Z: The generation of people after
Gen Y, born in the late 1990s and early 2000s.
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Tmall Global Daigou Kaola.com JD Worldwide Official websites

Male Female

Figure 4.3 The top 5 major platforms/channels for Chinese consumers to buy overseas products.

To figure out why people choose to buy overseas products on these platforms, | did a crosstabs analy-
sis between Question 5 (plotforms/chonnels) and Question 6 (reasons to choose these plotforms). The
result is shown in Table 4.1.

. Recomme Detailed Recomme
) Wide range i
Genuine High nded by Many product X | nded by
x\v ) of products| Cheap . N . | Direct mail | Others In total
security popularity | familiar | reviews | descriptio influencer
and brands
people n s
Tmall
Sloba 45(73.77%) | 18(2951%) |17(27.87%) | 8(1311%) | 6(9.84%) | 5(8.20%) | 3(4.92%) | 7(1.48%) | 0(0.00%) | 0(0.00%) 61
Kaolacom| 21(76%) | 9(3214%) |10(35.71%) | 4(14.29%) | 2(714%) | 2(714%) | 1(357%) 2(714%) | 0(0.00%) | 1(357%) 28
Amazon | 13(68.42%) | 4(21.05%) | 7(36.84%) | 4(21.05%) | 1(5.26%) | 2(1053%) | 0(0.00%) | 2(10.63%) | 0(0.00%) | 0(0.00%) 19
JD
) 12(60%) 8(40%) 4(20%) 3(15%) 2(10%) 3(15%) 1(5%) 3(15%) 0(0.00%) | 0(0.00%) 20
Worldwide
Haitao tax
froo APP 4(80%) 1(20%) 2(40%) 2(40%) | 0(0.00%) | 0(0.00%) | 0(0.00%) 1(20%) 0(0.00%) | 0(0.00%) 5
r
Little Red
Book 4(50%) 3(37.5%) 2(25%) 10028%) | 1025%) | 1025%) | 0(0.00%) 2(25%) 0(0.00%) | 0(0.00%) 8
Daigou | 35(77.78%) | 11(24.44%) | 14(31n%) | 3(6.67%) | 8(17.78%) | 2(4.44%) | 0(0.00%) | 6(1333%) | 0(0.00%) | 0(0.00%) 45
Brands'
official | 12(85.71%) | 3(21.43%) | 5(35.71%) | 2(14.29%) | 2(14.29%) | 1(714%) | 0(0.00%) 1(714%) | 0(0.00%) | 0(0.00%) 14
welbstore
Others 3(75%) 0(0.00%) 2(50%) | 0(0.00%) | 1(25%) | 0(0.00%) | 0(0.00%) 1(25%) 0(0.00%) | 0(0.00%) 4

Table 4.1 Crosstab analysis between Question 5 (platforms/channels) and Question6 (reasons)

No matter where people buy overseas products, "lis always the most important con-
cern for them. In the target group, 67 out of 96 people (69.8%) regard “Genuine Security” as the reason
to choose the shopping platforms. For people who buy things from brands’ official websites and Dai-
govu, the proportion is even higher (85.7% and 77.8%).

The other two important factors in choosing shopping platforms are * " and ”
". People who chose these two factors each accounted for nearly 30% of the totall

1Sellers promise that their products are not counterfeits. Also see chapter 1.3.
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respondents in the target group. Although they seem like the advantages of horizontal marketplaces',
people who choose Daigou and official websites also show equal interest in them.

Surprisingly, although many influencer advertisements appeared on TV and social media, no respon-
dents thought that they chose a platform because it was recommended by influencers. It doesn't
mean influencer campaigns have no effect. It does promote the reputation and attract new buyers,
but rational reasons like “Genuine Security” and “Cheap” are more vital for consumers to develop loy-
alty to a platform.

Besides, neither of “Many reviews” nor “Detailed product description” is the main reason for people to
choose an overseas shopping platform.

Although males and females don’t have much difference in choosing platforms, the given reasons are
not identical (Figure 4.4). Apart from the top three factors mentioned before (“Genuine Security”, “Wide
range of products and brands’, and “Cheap”), males are also fond of platforms with “high popularity”
(24.4%), while only 2.9% of females selected this factor. Females, on the contrary, pay more attention to

the platform’s authenticity guarantee than males.

Male Female
80%
60%
40%
20%
0% . o -
i t ap rity d oY ieWs uct ail ged
o secuitY nge © che opuld ende e g prod ot en
auine ide 107 rands igh P o™ gs  wany ail pire com (s
Ge w nd ©¥ W ecom_\\_‘o‘ grien 0et” prion Rz " infuenc®

P‘oducts

Figure 4.4 The reasons to choose shopping platforms given by male and female consuemrs

® Where to get shopping information

"Zhongcao™ is a buzzword for Chinese youngsters. Literally, the word means planting grass, but the
“grass” is actually products people want to own after they find some attractive information about it.
There are many “Zhongcao” communities in China, such as Red (a1 HB).

Question 7 is about where to find the information that “plants the grass”. There are two types of infor-
mation sources: offline sources and online sources. The result is shown in figure 4.5.

The most accepted way to get offline information is word-of-mouth. Half of the people in the target
group tend to get information from people they know. Visiting the offline store is another popular way

1 A marketplaces in which products meet the need of a wide range of buyers across different sectors.

2 #E, also see Chapter 5.2 - From the hard sell to the soft sell.
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Figure 4.5 Where do male and females consumers get products/brands related information

to get information (18.8%). Printed media like
magazines are having a hard time with the rise
of online media platforms - only 7.3% of partic-
ipants in the target group tend to get informa-
tion from it.

Online information includes official informa-
tion published by the brand, KOL promotional
contents, media advertisements, etc. Getting
information online is more widely accepted by
participants in the target group: 81.2% of them
choose at least one online platform. For peo-
ple aged 28-35, this proportion is even higher
(86.3%).

As mentioned before, the influencer campaign
doesn’t affect consumers’ decisions when they
choose shopping platforms. However, when
people, especially females, try to find brands/
products information before purchase, they
rely on contents created by influencers. 44.3%
of females in in the target group read posts on
Red; 34.4% of them look influencers’ posts on
Weibo; 32.8% of them look at reviews on online

stores.

The situation of males is different from that
of females. Zhihu is the most popular online
platform for males to get information from
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(24.3%). The second and third places are me-
dia advertisements (21.6%) and reviews on on-
line stores (16.1%). Reading influencers’ Weibo
posts only accounts for 8.1%. Comparing with
females, males generally don't spend much
time looking for information. They prefer things
that come to them directly like advertisements,
while females enjoy searching for information
from multiple channels.

It is worth mentioning that, regarding arti-
cles published on WeChat official accounts,
both males and females prefer to look at the
brand’s official account than influencer’s offi-
cial account. Nearly a quarter of females tend
to getinformation from the brand’s OA. Howev-
er, for unrecognized brands and niche brands,
it is difficult to get the first batch of followers.
Then it is necessary to get awareness first by
collaborating with influencers or advertising.

m Online store information

In Question 4, we asked people to choose
categories that they often buy when they do
overseas shopping. The options are Beauty &
Skincare, Maternal products, Clothing & Shoes
& Bags, Nutrition, Food, Watches & Accesso-
ries, and Digital products & Home applianc-
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Figure 4.6 Attractiveness value of nine types of information and their 95% confidence intervals

es. These categories’ hames are commonly
accepted by Chinese shopping platforms and
buyers. In the following analysis, | will compare
the behaviors of different category buyers.

In Question 8, nine types of common informa-
tion on Chinese online stores are listed (see the
x-axis in figure 4.6). Respondents are asked to
rate each one according to its attractiveness.

According to the attractiveness value shown in
figure 4.6, we can divide information types into
three levels.

Level 1: “Product quality information” and
“Genuine guarantee”

Similar to the responses for choosing shop-
ping platforms, authenticity is still the most
important thing to look at before making pur-
chase decisions, especially for people who buy
Beauty & Skincare products. “Product quality
information” also gets a very high score and
it can be explained by their intention to buy
high-quality overseas products.

Level 2: “Reviews from other buyers”

The second level only contains “Reviews from
other buyers”. Different from most western on-
line stores that only allow text review, many
shopping platforms in China encourage re-
views with images or even short videos (figure
47). Some social e-commerce platforms like
Red also link posts to the product page. These
reviews provide Chinese buyers with rich infor-
mation. It is not surprising that Beauty & Skin-
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®
ER—BEEZ TN, FERON, AT EEEN,
TERGRFE, HFLERD, IR, RFHER..

BR%5%7(95) REF(77)
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Figure 4.7 Various forms (key words, text, images &

videos) of customer reviews on Tmall.
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care buyers who always use social e-com-
merce platforms will depend on reviews more
than others.

Answers to Question 6 tells that “Many reviews”
is not the main reason for people to choose a
platform, but the review does play an import-
ant role when they look at the product before
making the purchase decision. However, the
review is a double-edged sword. Products
with many positive reviews and few negative
reviews can be successful. It doesn’t look au-
thentic if all reviews are perfect, while too many
negative reviews would hinder the conversion
rate.

Level 3: “Brand introduction”, “Discount infor-
mation”, “Country of origin”, “Logistics infor-
mation”, “Monthly sales”, “Change and refund
information”

These types of information all got the mean
value between 3 and 4 (out of 5). They can be
regarded as the second priority in design.

Country of origin (COO) got the lowest score
among all types of information in Question 8.
A reason gained from the pilot test is that to
many Chinese consumers, “overseas prod-
ucts” is just a general concept to distinguish
from domestic products. They don’t know the
unique advantages of brands from a specific
country.

m Attitudes to WeChat MP stores

From figure 4.7, we could tell that nearly 40% of
participants in the target group don't have a
clear attitude toward buying overseas prod-
ucts on WeChat MP stores. It is actually a good
finding because MP store is a new thing. We
can't expect people to accept it immediately.
Even better, participants who hold positive at-
titudes are nearly as many as those who are
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neutral, regarding buying overseas products
in “brand’s official MP stores” and “MPs recom-
mended by my friends” (Figure 4.7 (a) and (b)).

“I will consider buying overseas products

at the brands’ official MP stores.”
50 —

40 —
30 —
20 —
e e

Totally disagree  Disagree Neatral Agree Totally agree

(a)

Percent

“I will consider buying overseas products

at the MP stores recommended by friends.”
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20 —
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“I will consider buying overseas products

at MPs owned by the OAs | followed.”
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(©)

Figure 4.7 People’s attitudes toward buying over-

seas products on WeChat MP stores.



But when it comes to buying “at the mini pro-
grams owned by the WeChat OA | followed”,
people are not that optimistic compared to
the previous two situations as only 29.6% par-
ticipants hold positive attitudes (Figure 4.7 (c)).
This result reinforces the previous conclusion
that people are not strongly affected by influ-
encers’ opinion when they choose the shop-
ping platform.

Figure 4.8 shows people’s attitudes towards
“Currently, | won't buy overseas products on
WeChat MP stores”. Only 27.6% (=9.18%+18.37%)of
them tend to buy products on MP currently. This
number is not competitive compared to the
proportions in figure 4.7(a) and 4.7(b). But still,
it is better than my estimation before. Together
with people who stay neutral, there are enough
potential buyers if we can create reasons for
them to buy on MP stores. Reasons like “brands’
official MP store” and “MPs recommended by
my friends” are both directions that we could
consider.

“Currently, | won't buy overseas products
on WeChat MP stores.”
20

N IIII
o—.

Totally disagree  Disagree Neatral Agree Totally agree
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Figure 4.8 People’s attitudes toward “Currently, |

won’t buy overseas products on WeChat MP stores.”

Besides, some people are worried about the
security of buying on mini programs (Figure
4.9). 24.5% (=17.35%+714%) of participants in the
target group think it's more likely to get coun-
terfeits on MP stores, which is twice that of peo-
ple who have the opposite opinion.

“It is more likely to get counterfeits on
WeChat MP stores.”
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Figure 4.9 People’s attitudes toward “It is more likely

to get counterfeits on WeChat MP stores.”

® Product category

Question 4 and 13 are about product catego-
ries for overseas shopping. Firstly, Respondents
are asked to choose categories that they of-
ten buy when they do overseas shopping (Q4).
Then | added the condition “when you are trav-
eling in the Netherlands” (Q13) and asked them
again to choose the product categories they
are likely to buy. The options of the two ques-
tions are the same: Beauty & Skincare, Mater-
nal products, Clothing & Shoes & Bags, Nutri-
tion, Food, Watches & Accessories, and Digital
products & home appliances.

The answers to these two questions are shown
in table 4.2. Among the 98 respondents in the
target group, 61 people (62.2%) are buyers of
Beauty & Skincare products when they do
overseds shopping. However, when it comes
to buying things in the Netherlands while trav-
eling, only 37 of them (37.8%) still buy Beauty
& skincare products, which discloses a 40%
decrease. The same situation applies to Dig-
ital products & home appliances (-37.5%). For
Clothing & Shoes & Bags and Nutrition, there is
a slight drop after adding the travel condition,
but overall, there is no significant difference.
The categories with the most obvious growth
are Maternal products and Watches & Acces-
sories, both have 100% increase.
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Category name Overseas online shopping (1) Travel in the Netherlands (2) Change

()
Beauty & Skincare 61 37 -39.3%
Maternal products 17 34 +100%
Clothing & Shoes & Bags 40 36 -37.5%
Nutrition 26 25 -3.9%
Food 24 34 +41.7%
Watches & Accessories 9 18 +100%
Digital products & Home appliances 16 10 -37.5%

Table 4.2 Compare the purchase desire for different product categories between overseas online shopping and

offline shopping when traveling in the Netherlands.

m Characteristics of Dutch bands

In Question 12, | asked participants to choose the descriptions that correspond to their impression for
Dutch brands. These descriptions are: Stylish, healthy, good design, cost effective, safe, unique, high
quality, and others. They are derived from conversations with people living in the Netherlands about
their shopping experience. One participant can choose multiple descriptions. Figure 410 shows the

outcome.
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Figure 4.10 Outcome of Question 12. Blue bars represents the target group while pink bars represents Chinese

people who have lived in the Netherlands for more than 1 month (group 2).
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It is interesting if we compare the outcome of
the target group with that of Chinese people
who have lived in the Netherlands for more
than 1 month (group 2), because the people
in the latter group are generally more famil-
iar with Dutch brands. Healthy, safe, and high
quality are top three descriptions chosen by
people in the target group. They also corre-
sponds to the impression of people in group 2.
Stylish, cost effective, and unique are selected
the least for participants in both groups. Good
design is selected by 41.67% of people in group
2, but for the target group it is 24.49%. Here lies
a cognitive difference that might be caused
by previous experience. 17.36% of people in the
target group chose “others”, and a common
reason given was that they have no idea about
Dutch brands.

= Familarity to Dutch brands

Question 14 is about participants’ familiarity to
Dutch brands. 12 brands in different catego-
ries are given (figure 4.11). Some of the brands
are potential clients for NextportChina. Partic-

Nutrilon 2551%
G-star
Tony Chocolonely
Hunkemoller
Friso 37.76%
Rituals
XD Design
Albert Heijn
Hero Baby
Jacob Hooy

Scotch&Soda
Ellis&Faas

20

7347%

7347%

84.69%

87.76%

86.73%

85.71%

40

88.78%

ipants are asked to indicate how much they
know about these brands. Four choices for
them are "never heard of”, "know something”,
“heard of but don't know much”, “bought/used
before”.

The outcome is shown in figure 4.11. Infant for-
mula brands Nutrilon and Friso got the most
positive feedback with more than half of the
people know them. Brands in the second tier
are G-star and Tony Chocolonely. G-star has
entered Chinese market for years and opens
more than 80 retail stores in China. Tony Choc-
olonely does not officially enter the Chinese
market, but there are many Daigous and
“Zhongcao” contents on social media. People
in the target group know very little about the
other 8 Dutch brands, with more than 80% of
them never heard of their names.

The outcome indicates that except for some
brands that have entered Chinese markets
for years, Dutch brands generally have low
awareness among Chinese consumers.

43.88% 22.45% 8.16%

19.39% 6.12%

13.27% 11.22% M

89.8% 8.16%

33.67% 2347%

13.27% 2.04%
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Figure 4.1 The outcome of Question 14 which shows participants’ familarity to 12 Dutch brands.
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= Key take aways of the questionnaire analysis

1. Overseas shopping is more widely ac-
cepted among females than males in
China.

2. Consumers who are driving much of the
overseas-product markets in China are mostly
young people aged 18-45. In the future, Gen Y
and Gen Z are promising customers to target
at.

3. “Genuine Security” is always the most
important concern for consumers when
choosing shopping platforms. The other
two important factors are “Cheap” and
“Wide range of products and brands”. In-
fluencers have little effect when people
choose shopping platforms.

4. The most accepted way to get informa-
tion about products and brands offline is
word-of-mouth. Getting information on-
line is more widely accepted than offline.

5. Consumers still rely on contents creat-
ed by influencers to get shopping infor-
mation or decide whether to buy a certain
product.

6. Males generally don't spend much time
searching for shopping information. They
prefer things that come to them direct-
ly like advertisements. In the contrary, fe-
males enjoy searching for shopping infor-
mation from multiple channels.

7.Regarding articles published on WeChat
OA, people prefer to look at the brand’s OA
rather than influencers’ OA. However, for
unrecognized brands and niche brands, it
is difficult to get the first batch of followers.
Then it is necessary to get awareness first

by collaborating with influencers or ad-
vertising.

8. Authenticity is the most important thing
to look at before making purchase de-
cisions. “Product quality information” is
also very important to look at. It can be
explained by consumers’ intention to buy
high-quality overseas products.

9. Reviews play an important role for Chi-
nese consumers before making the pur-
chase decision.

10. Nearly 40% of people don't have clear
attitudes to WeChat MP stores while an-
other 40% of people hold positive atti-
tudes. Nearly a quarter of participants still
have concerns about products’ authen-
ticity on MP stores. Adding extra values like
“brands’ official MP storess” and “MP stores
recommended by friends” is worth to be
considered.

1. Chinese consumers adre more willing
to buy “maternal products”’, “food”, and
“watches & accessories” when they travel
in the Netherlands.

12. “Healthy”, “Safe”, and “High quality”
are the most accepted descriptions of
Dutch brands among Chinese consumers.
“Good design” is the description accepted
by Chinese people who are more familiar
with Dutch brands.

13. Except for some brands that have entered
Chinese markets for years (especially infant
formula brands), Dutch brands generally have
low awareness among Chinese consumers.



4.2 Qualitative Interviews

The outcome of the questionnaire shows that
most Chinese consumers are not familiar with
Dutch brands. It is impossible to get rich in-
sights about Dutch brands from their experi-
ence. As a result, to further investigate the re-
search question: “What are the key values of
Dutch brands?”, it is necessary to find people
who are more familiar with Dutch brands while
having similar tastes to normal Chinese con-
sumers. As a result, | turned to these two types
of people in below:

- Chinese living in the Netherlands
- Chinese travelers who have visited the Neth-
erlands

The research method used here is qualitative
interviews as | want to understand people’s
own framing around Dutch brands and shop-
ping experience and get some deeper insights
(Patton, 2002), rather than verifying my as-
sumptions as in the questionnaire.

m Interviews with Chinese living in
the Netherlands

I did interviews with eight Chinese people living
in the Netherlands. They all grew up in China
and came to the Netherlands later, so they re-
tained similar preferences to normal Chinese
consumers. Also, they are youngsters (22-35)
who enjoy shopping, which matches the de-
mographic conclusion drawn from the quan-
titative analysis.

The interview starts with questions about their
shopping behavior and preferences both in
the Netherlands and in China. After that, there
are some brand-related questions with the
purpose to find out why they buy certain Dutch
brands.

One participant was interviewed on the phone,
and others were all face-to-face interviews.
One interview session lasts about 40 minutes.

R<=3) The full interview guide can be
E}R found in Appendix 3.

Qualititative analyses were done after each
interview. In the end, three main advantages
of Dutch brands or shopping experience in the
Netherlands are summed up:

II Relieved & Reliable

The Chinese word “Fangxin” which means re-
lieved in English is frequently mentioned when
interviewees try to describe the shopping ex-
perience in the Netherlands, especially when
compared with previous shopping experience
in China. Some interviewees talk about Chi-
nese shopping platforms like Taobao' and Pin-
duoduo? to emphasize the contrast between
shopping in two countries.

“When | was in China, some Taobao
stores also sold vintages, but | didn’t feel
very relieved at that time. But here | feel
that the environment is good when | go
inside, then | am relieved.”
-YC, Msc student

“My parents like to buy super cheap
things from Pinduoduo, which | can never
accept.”

-RW, Msc student

1 Taobao is the biggest online marketplaces in
China.

2 Pinduoduo is an Chinese e-commerce plat-
form targeting at budget-savvy shoppers.



There are several reasons to explain why peo-
ple have this feeling.

a. Good environment in offline stores.

Many interviewees said they enjoy visiting of-
fline stores in the Netherlands more than in
China because the environment inside the
stores make them feel relieved.

“When | do shopping, | will actually make
decisions based on that store. Some
stores are very chaotic, so | don't feel

relieved...But some stores have good ar-

rangements. | feel that the environment is
good when | go inside, then I'm relieved. ”
-YC, Msc student

The environment also affects their perception
of the products’ quality.

“Here in the Netherlands, | am mainly
attracted by the stores’ overall environ-
ment. When | entered the store (with good
environment), | feel the products’ quality
is guaranteed.”

-RW, Msc student

b. Strict quality standards

Another reason is the strict quality standards in
Europe. People don't need to spend time find-
ing out whether the products contain harm-
ful material or whether they are counterfeits.
Some participants gave their examples.

“1 believe in the quality of products here
because they have stricter standards that
comply with EU regulations.”

-RW, MsC student
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“Atfirst | only bought cosmetics in a cer-
tain price range. But later | realized there
were cheap brands with good quality
here, and | don’t worry that they damage
my skin.”

-MC, employees in a Dutch company

“Itis the brands that are cheap. When you
are in China, you don't really dare to buy
them, because you feel that the quality
control of Chinese products is nhot very
strict. But you feel quite relieved to buy
those things here.”

-YC, Msc student

c. Culture and history

The culture and history of the Netherlands also
reinforce this impression. One participant gave
the reason below to explain why she feel Dutch
brands are more reliable.

“Because Dutch merchants are more reli-
able. The are direct and honest. They care
more about transparency. If you read
Dutch history, you will know that's how
they get reputation in 1600s. ”

-YY, Msc student

2 Good design at reasonable prices

As mentioned in the questionnaire analysis be-
fore, many Chinese people living in the Neth-
erlands think Dutch products are of good de-
sign. Also, they think the price of these design
brands is reasonable compared with brands
from some European countries like France and
Italy. Here are some quotes from the interviews
that support this point.



“I think people in the Netherlands put em-
phasis on design. There are many design
brands...and concept stores...in every city,
those designer stores. But there are few in
China.”

-YC, Msc student

“For household items, | think the price is
good with such good design and high
quality. It will be more expensive in China
if you buy them from Daigou.”

-RW, Msc student

This point is also verified by Lenny, who is the
agent of Dutch brand Property Of in Chinese
market.

“Dutch design has great potential in
China because their design philosophy is
in line with our culture. They won't de-
sign very expensive things. They prefer to
make things look better but keep itin a
reasonable price.”

-Lenny

To explain what is “good design”, interviewees
mainly use these words: functional, simple,
neat, low-key. Here are some quotes about it.

“Dutch people pay more attention to
functionality in design. For example, the
Dopper bottle, and the Secrid wallet. ”
-YC, Msc student

“| feel Dutch brands have unique
charcteristics, like very simple, and very
neat.”

-LW, employees at a Dutch company

“They (household items) are like friends

who keep a low profile. You don’t always

notice them, but they are always there.”
-RW, MsC student

3 Unique personality

Chinese people living in the Netherlands have
more chance to know niche Dutch brands.
Many interviewees who are fond of fash-
ion products think Dutch brands have a very
unique personality, which is different from do-
mestic brands. Words like cool, flexible, young,
energetic, colorful are used to describe its per-
sonality. Here are some quotes from interviews.

“There are many Dutch niche brands.

They are pretty cool and unique. They are

not like those normal brands which are
everywhere.”

-LW, employees at a Dutch company

“I think the Netherlands is a very flexible
and energetic country. It also applies to
Dutch people and Dutch brands.”

“You see those people on their bikes. You
see those guys with colorful pants. They
are really promoting a young image.”

-MC, employees at a Dutch company

One interviewee said she would recommend
Chinese tourists to buy these kind of niche
brands that are exclusively found in the Neth-
erlands instead of popular brands (e.g. Zara,
H&M) that can be seen everywhere.
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m Interviews with travelers to the
“There are some niche brands position

Netherlands
between “high-end” and “popular”. |
think if people know these brands, for Chinese outbound travlers are one of the tar-
example Rituals and Suitsupply, they will get groups suggested by the company. As a
definitely buy them, but people dont result, | did six interviews with travelers who
know them.” have visited the Netherlands before with the
-LW, employees at a Dutch company purpose to find out their shopping behavior

during the trip, and their perception to Dutch
products. All interviews with travelers are done

For the first group of interviewees (Chinese liv- remotely via phone call. One interview lasts
ing in the Netherlands), the above three points about 30 minutes.

are the most common impressions to Dutch

brands. Although there is no one strong iden- R@ The full interview guide can be

tity to describe all Dutch brands, most people @{q found in Appendix 4.

do have their own understandings of what is
the value of Dutch brands to them. It is very im-

portant when they decide to buy Dutch prod- The interview starts with their shopping experi-
ucts. ence in the Netherlands. The result is present-

ed in figure 4.12 to 4.14, showing their shopping
related activities before, during, and after the

trip.

\ e Before the trip

I
' -Making a travel plan (including a shopping plan)
I
o o |
 —Looking for travel tips on these apps ——
|
! -Asking friends who live in the Netherlands or
1 who have visited the country before
|

-Travel tips they found only contains common information

BR
Q8

|

|

I

! -There is little shopping/brand related information on apps
R A
|
|

-Don’t know people living in the Netherlands

Chinese travelers
in the Netherlands

“Tulip, windmill..only these common impressions.”
“I don’t know any Dutch brands before | came.”

“My sister always tell me something she bought from
some stores. So | went to those stores specifically.”

Figure 4.12 The journey map of Chinese travlers in the Netherlands - before the trip
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1. Before the trip

Before the trip (figure 4.12), the main goal for
travelers is making a travel plan. For most of
them, shopping is also animportant partin the
plan. Chinese mobile apps such as Mafengwo,
Ctrip, Qyer, and Red are mentioned the most
for making travel plans by interviewees. Some
people with friends living in the Netherlands
also ask friends for advice, and they admitted
they trust information provided by friends more
than information online. However, for travelers
who don’t have friends there, it is difficult to
get shopping/brand related information. Also,
travel tips on those apps are mainly written
by other travelers and contain only common
things. Most participants said they don’t know
what to buy except for general things like Nijnt-
je toys and Cheese.

—
o,

e During the trip

_—— T e

Chinese travelers
in the Netherlands

2. During the trip

During the trip (Figure 4.13), the main goal is to
find good products both for themselves and
for others as gifts. However, because most of
them failed to make a good shopping plan be-
fore the trip, when they arrived at the destina-
tion, they didn't have a clear mind about where
to buy and what to buy. Some interviewees just
visited random stores nearby their hotels, and
some went to outlets and big shopping malls
to buy luxury stuffs which are not exclusively
found in the Netherlands. Except for interview-
ees with friends here, travelers generally don't
buy local Dutch brands because they don't
know them. People also said they didn't have
time to visit every store because the schedule
in the Netherlands was tight, so they just chose
common brands which they were familiar with.

-Buying good products for themselves
-Buying gifts for others

-Visiting random stores nearby their hotels

- Visiting outlets and shopping malls to buy common brands

- Visiting souvenir shops to buy gifts

-Don’t have enough time to do shopping

-Don’t know what to buy when everything is unfamiliar

“l only stayed in Holland for 3 days. There is no
enough time to do a lot of shopping.”

“We did some random window shopping around our
hotel. | couldn’t tell where those brands are from.”

“I planned to buy two luxury bags in Europe. | went to
De Bijenkorf to find those bags.”

Figure 4.13 The journey map of Chinese travlers in the Netherlands - during the trip



-Share travel experience with others

e 2@
- Sharing photos/videos/tips on social media platforms —T

- Share shopping experience and good things bought during
the trip with close friends

R e———

Chinese travelers
in the Netherlands

After the trlp

“| post photos on WeChat moments and Weibo. On

Weibo, | always add tags to my post and @NBTC.
Many people ask me questions on Weibo.”

“I don't put photos of things | bought because these

photos are not pretty.”

“I share the things | bought during the trip with my
friends. If they like, | can bought for them!”

Figure 4.14 The journey map of Chinese travlers in the Netherlands - after the trip

3. After the trip

The topic after the trip is sharing and keeping
memories (figure 4.14). Many travelers would
share the travel experience with others. Post-
ing contents including photos/videos/tips on
social media platforms such as WeChat Mo-
ments, Weibo, and Bilibil' is very common. Nor-
mally people don't share the products they
bought during the trip on social media, but are
willing to share them with their close friends.

4. The unmet need
From the journey map and their answers to
other questions in the interview, an unmet

need was discovered.

The unmet need

There is a lack of local shopping knowledge
for Chinese travelers in the Netherlands.

na, similar to Youtube.
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When talking about this problem, all interview-
ees admitted that they wanted to get shop-
ping tips from locals (both local Dutches and
Chinese living in the Netherlonds), but there
was no channel.

“Travel tips on the Internet can be pret-
ty one-sided. | really want to know what

Chinese living here will recommend.”

“My first choice is Chinese people living in
the Netherlands, because we have same

tastes.”

“l want to know things recommended by
local Dutches because they live here for

longer time.”

“l want to do some really local things. For
example, try street food and weekend

activities.””
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Figure 4.15 The desired experience for Chinese travelers when traveling in the Netherlands.

It is a worldwide trend that today’s travelers
are searching for local experience. They want
to engage with and participate in the local
culture (Revfine, 2019) instead of just visiting
classic attractions. Current travel apps in Chi-
na cannot fulfill this need because the infor-
mation is one-sided and not considered as
authentic.

There are services like Airbnb Experience and
Withlocals that enable tourists to meet up with
locals in the trip. However, their services don't
fit well into Chinese travelers. One interviewee
who once joined a trip on Airbnb Experience
admitted that it was too much social pressure
for her because she was the only Asian in that
group. There are also language problems for
many Chinese travelers to join these activities.
In addition, there are few shopping-related ac-
tivities on these platforms.

As a result, Chinese travelers need a new form
of experience between what domestic apps
offer and what western platforms offer (fig-
ure 4.15). It is an authentic experience with little
pressure. It encourages people to take a step

in order to experience local culture, but doesn't
make them feel anxious. Also, it should provide
people with authentic shopping tips according
to their interest.

= Compare the results between two
participant groups

For the interviews with Chinese travelers to
the Netherlands, the previous intention is also
to find the value of Dutch brands, but ended
up with nothing. It is obvious that there is a big
gap between two partcipant groups in regard
to their understanding of Dutch brands.

Dutch brands don't have an overall strong
identity, which makes it difficult to brand them
as a whole. However, Chinese living in the Neth-
erlands do see many advantages of Dutch
brands, which means we could convey their
knowledge and experience to travelers and
normal consumers in China. With the design
of this project, | hope to bridge the gap be-
tween these two groups and help travelers get
authentic shopping knowledge about Dutch
brands and products.
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In this chapter, both trends and potential in
Chinese consumer marketplace will be inves-
tigated. It starts with the WeChat ecosystem
which plays an important role in social e-com-
merce. Then consumption trends that matter
most for defining market segment will be listed.
The goal of the chapter is to answer the ques-
tion: what is going on in the industry that the
company wants to enter.

5.1 WeChat ecosystem

WeChat is China’s top mobile app with more
than 1billion users worldwide. It started from an
instant messaging app in 2011, and gradually
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extended to a multi-purpose app including
messaging, payment, social media, city ser-
vices, etc. WeChat has changed the way that
marketing is done in China (Yanes and Berger,
2017), so it is worth to study.

Figure 5.1 shows the WeChat ecosystem com-
posed by Official Accounts, Moments, and
Mini-programs.

Official Accounts (OA) can be registered by or-
ganizations or individuals, which enables them
to push feeds to subscribers and provide them
with services. Brands and KOLs use it to pub-
lish content and notify followers of new pro-
motions. The feeds can take various forms like
articles, images, and videos. OA plays a pivotal
role in China social e-commerce as it is an ef-
ficient way to engage customers.
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Figure 5.1 The WeChat ecosystem composed by Official Accounts, Moments, and Mini-programs.
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Moments is a forum in WeChat where users
can share information with the users’ choice
of close friends (similar to Facebook). It allows
users to post images, text, comments, share
articles from OA and post “likes”. Brands can
also place advertisements on Moments which
gives users the feeling that they were sent by
friends. Marketers can define target audience
for the ads according to age, gender, location,
etc.

Mini-programs (MPs) are sub-apps within
WeChat that can run instantly without down-
loading. Business owners can create MPs and
bind them to their OAs. Just like normal apps,
there are all types of MPs, such as travel MPs,
MP stores, MP communities. An MP store allows
businesses to sell on WeChat direct to con-
sumers, using WeChat Pay' as the payment
mechanism. MPs can be inserted into articles
published by OAs, and can also be shared with
friends.

The WeChat ecosystem create a lot of situa-
tions and opportunities for foreign brands to
develop business in China. Except for giving an
alternative sales channel to reach online con-
sumers, it also facilitates user acquisition and

improve the ability to engage customers.

5.2 Consumption trends

= From marketplaces to D2C mode

In recent years, there is a strong preference of
Chinese online shoppers to buy from overseas
brands and retailers through cross-border
online shopping? It is mentioned in literature
review that Chinese outdoor shoppers prefer

1A digital wallet service incorporated into WeChat.

2 Known as Haitao (#838) in Chinese.

to buy foreign brands. They perceive them as
better quality and of higher symbolic value.

With the e-commerce boom in China, Chinese
shoppers no longer need to leave their home
in order to purchase foreign products. There
are big online marketplaces (e.g. Tmall Global,
JD Worldwide, and Kaola.com) selling overseas
products. However, people start to look beyond
marketplaces now. More and more people are
shopping on retailers or brands’ standalone
online stores, which offer them “a greater level
of personal engagement and a more authen-
tic online shopping experience” (Frost & Sulli-
van, 2018). This is called direct-to-consumer
(D2C) mode.

= From symbolic consumption to
primitive consumption

These years, Chinese consumers have been
surrounded by a great variety of consum-
er goods and advertisements. After the cra-
zy period of searching for symbolic products
such as luxury bags, Chinese consumers start
to become rational and pursue products that
meet their real needs. Products that are char-
acterized as simple, comfortable, reassuring,
and healthy become a new trend. At the same
time, consumers start to pay more attention
to the quality and functionality instead of the
brand effect. Many fast fashion brands from
western countries now have a difficult time
in China. Some of them have already left this
market such as Forever 21 and New Look. It is
because Chinese consumers realize that their
products are actually of worse quality than
domestic counterparts.

When Chinese consumers become mature,
over marketing is less useful. Business owners
need to know Chinese consumers better and
enphase the intrinsic value of their products
instead of the symbolic value.

37



= From the hard sell to the soft sell

Back to ten years ago, when there was no
smartphone and social media in China, con-
sumers are greatly influenced by sales mes-
sages on TV or newspapers which are direct
and overt. But now, social media apps like
Weibo and Red has become the most popular
channels to get shopping information. Sales
messages on social media are always subtle
and friendly because business owners don't
want people to find out they are advertise-
ments. On UGC' platforms like Red, contents
from brands and normal buyers are mixed to-
gether. It is difficult to distinguish which mes-
sages are from normal buyers. This kind of “soft
sell”is called “Zhongcao”? in Chinese. It means
influencers or normal buyers share the good
experience of using certain products online.

If consumers buy certain products because
of their words, it is called “Bacao”s. Sometimes
people do it because they believe “if | buy it, |
can be the same as the influencer” (Zhimeng,
2019). It is confirmed by the research saying
that Chinese consumers like to “be the same
as everyone else” (Schmitt, 1997).

1 UGC: User Generated Content
2 ME, literally means planting grass.

3 K&, literally means removing grass.

38

= From popular brands to niche
brands

In the past few years, the preference of Chinese
high-end consumers have been changed
steadily. People are not that into big names like
before. Instead, niche high-end brands and
boutique products become trendy and are re-
shaping the market.

It is especially applicable to generation Z in
China. That's because “they are very connect-
ed on social media, and know what is trending
globally”, and they like to "hunt down brands
that are new, unique, and relevant” (ceri-
ni, 2019). For Chinese youngsters with strong
self-expression desires, niche brands with
unique style match their identity.

“The idea of finding a cool brand their
peers don’t know about is quite exciting.
But they’'re also looking for authenticity,

originality, and a sense of personality.”
-Chen, Director of a luxury commmunication

agency
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In this chapter, four levels of competition that
NextportChina faces in e-commerce business
will be discussed. For each competition type,
essential information such as their playing
fields, strengths and weaknesses will be inves-
tigated. The goal of this chapter is to provide
possibilities for differentiation, and in the end
help the company to develop the positioning
in the market.

6.1 Four levels of competition

There are four levels of competition which are
commonly used to assess competitors in the
industry. The four levels of competition are
form, product category, generic, and budget
competition. Their relationship is shown in Fig-
ure 6.1. In this project, the central circle rep-

Budget

Generic

Product form

Figure 6.1 Four levels of competition

resents the NextportChina's WeChat OA and
MP stores for Dutch brands/retailers.

® Product form competition

Competition at product form level includes
products that have the exact same feature
and the same values as the NextportChina's
MP store solution.

Currently, V2Future is the most direct com-
petitor because it provides MP store solution
to Dutch brands/retailers at a low price. V2Fu-
ture has developers to customize the MP store
according to clients’ requirements. However,
it doesn't have a strong touch point with end
users (Chinese consumers) like “Next Port Hol-
land”. As a result, it is difficult for them to do
further marketing. For clients, it is meaningless
if they have a store but don't have customers.
In addition, V2Future doesn't have a user ex-
perience design team to continuously improve
the interface and interaction of the MP store.

Other prodcut form competitors are e-com-
merce solution providers outside the Neth-
erlands like Azoya. But these players lack the
insights for Dutch market, which makes them
less competitive.

® Product Category Competition

Competition at product category levelincludes
products that belong to the same product
category. For this project, they are other online
platforms/channels that enable Dutch brands
to officially sell in China.



The most obvious competitors are major marketplaces like TMall Global, JD Worldwide, Red etc. For

example, at TMall Global there is a page named “Holland Pavilion” (Figure 6.2).
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Figure 6.2 “Holland Pavilion” page in Tmall Global

These marketplaces have a large user basis.
For Dutch brands, it means more exposure to
consumers. However, as mentioned in com-
pany analysis, setting up such a store requires
a large amount of money, thus super risky for
middle and small companies.

Another competitor in product category level
is an e-commerce company called Holland at
Home. It is a Dutch company that sells Dutch
products to people abroad. Holland at Home
started the China-focused business in 2011 It
already has good reputation and large con-
sumer base in China now. The biggest advan-
tage of Holland at Home is its infant formulas
and baby food because the company has of-
fical collaboration with Nutritio, MeadJohnson,
and Nestle. It is almost impossible for Nextport-
China to compete with it in this product cat-
egory. But Holland at Home doesn’t sell other
categories like fashion, household products,
which provide some opportunities for other
companies.
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® Generic Competition

Competition at generic level includes prod-
ucts that fulfill the same need. For Chinese
consuemrs who have the needs to buy west-
ern brands, Daigou is an option that many will
choose.

Daigou is a form of cross-border smuggling
in which an individual or a group outside Chi-
na purchases commodities for customers in Chi-
na. Daigou used to be very popular. But recently,
Chinese governement launched several policies
to surpress Daigou. In addition, Daigou is a high-
risky way for Chinese consumers to buy expen-
sive products. Some people claim that they buy
products in foreign contries, but actually they are
counterfeits made in China.

The biggest advantage of Daigou is the low price.
That might be caused by Daigou people who buy
a lot of products when there are discounts. But
it can also be caused by counterfeits. However,
if there are official channels to buy things at a
samilar price, consumers will definitely choose
the official way.



= Budget Competition

Budget competition includes all products and
services that compete for the same amount
of money. It is a large scale and hard to make
it specific for this project. But maybe we can
think about offline stores that sell overseas
products, or domestic brands with the same
quality and symbolic value. For example, some
interviewees with babies said they would go to
offline baby goods store instead of searching
for Daigou or buy from online marketplaces.

6.2 Gap identification

From the competitor analysis, three gaps are
summarized which provide possibilities for
NextportChina to differentiate with all other
competitors:

1. No competitor targets at Chinese tourists in
the Netherlands

There are about 300,000 Chinese overnight vis-
itors in the Netherlands every year (NBTC, 2018).
However, none of those competitors target at
this group. Although “Holland Pavilion” page in
Tmall Global does show some travel guides, it
is not related to offline shopping experience.

NextportChina has offered tourism services to
clients, and also owns a travel MP. It is a big ad-
vantage for the company to target at Chinese
travelers.

2. No reliable channel to buy Dutch brands

Dutch brands are generally not that popular in
China. As a result, there are few official chan-
nels to buy Dutch products especially from
premium niche brands. Currently, the major
way for many Dutch brands to enter Chinese
market is Daigou. But Daigou is not considered
as reliable, which doesn't meet Chinese con-
sumers’ requirement for authenticity.

3. Lack of genuine evaluations from consum-
ers in the origin country

Interviewees mentioned that there are some
products in online marketplaces labled as
overseas brands, but are actually only sold in
China. They sometimes fail to distinguish these
“inauthentic products” from others. There is lit-
tle information from local consumers’ perpec-
tive or about the brands’ performance in the
origin country. NextportChina has both Dutch
and Chinese employees. It is not difficult for the
team to collect insights from Dutch market and
present them to Chinese consuemrs.
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Based on allanalysis did inthe research phases
and the insights listed in previous chapters, this
chapter explained the design direction, target
users and requirements for the final solution.
This is the starting point for the later brain-
storming and concept iterations.

7.1 Design Direction

Insights from the 4C’s analyses (Chapter 3 to
6), especially the consumer analysis, are taken
into consideration while determining the de-
sign direction:

Design Direction

Design a platform for Chinese travelers
and consumers who are willing to experi-
ence authentic Dutch lifestyles, and help

them to discover the culture and value

behind Dutch brands and products.

Typical e-commerce platforms always list
products and brands in categories and stim-
ulate people to buy things as quickly as pos-
sible. However, for this platform, | didn’t expect
people to make purchase decisions imme-
diately. The more important thing is that they
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spend time exploring contents related to Dutch
culture and brands. Little by little they can get
the unique value of Dutch brands and start to
try the new lifestyles.

7.2 Target users

Three types of target users are determined
based on the result of consumer research.

Type1 Travelers to the Netherlands

As mentioned in Chapter 3.2, people who are
interested in traveling to the Netherlands are
one of the target groups of NPH WeChat OA
and travel MP,

According to the literature (chapter 2.2) and
user interview (see figure 4.12), People in this
group have a strong desire to make shopping
plans before departure. This is the motivation
for them to visit a platform which provides
such information. They are of high customer
stickiness in short term (Kholifo, Limayem and
Liu, 2002) because they tend to visit the plat-
form multiple times while they are making the
travel plan.

As a result, according to the Innovation Adop-
tion Curve theory developed by M Rogers
(1983), they are likely to be the innovators and
early adoptors of the platform (Figure 7.1) .

Type 2 People who are interested in Dutch cul-
ture

Another type of NPH WeChat OA followers are
people who are interested in Dutch culture, in-
cluding students who want to apply for Dutch
universities, people who have traveled to the
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Figure 7.1 Innovation Aoption Curve developed by M Rogers: a standard model that reflects who buys your prod-

ucts and when.

Netherlands, and people who have friends or
relatives here.

People in this group have emotional connec-
tions with the country. They are likely to show
interest in a platform that fulfills their curiosi-
ty to the Netherlands. Also, because they tend
to search for information related to the Neth-
erlands onling, it is easier for the company to
reach them via social media platforms. As a
result, they are the early adopters or early ma-
jority of the platform.

Type 3 Chinese Consumers who are eager to
buy overseas products

As mentioned before, more and more Chinese
consumers start to buy overseas products. But
the outcome of questionnaire shows that most
of them still prefer platforms with high reputa-
tion and a wide range of products. As a result,
currently, NextportChina could never compete
with major marketplaces like Tmall Global to
win this group.

However, it is a trend that Chinese consum-
ers start to switch from marketplaces to D2C

Travelers to the Netherlands

People living
in the Neterhlands

People who are interested in
Dutch culture

mode, and from popular brands to niche
brands (chapter 5.2). It is an opportunity for
NextportChina as it fits its e-commerce strate-
gy (chapter 3.3 & 3.4).

For this group, it is important to convey the in-
trinsic value of brands (e.g. reliable, good de-
sign, unique personality) instead of the sym-
bolic value of “Made in the Netherlands”. That's
because they are not fond of this country, but
really want to buy things that match their per-
sonality.

To sum up, at the early stage, the main goal
is to attract travelers to the Netherlands and
people who are interested in Dutch culture to
use the platform. After create some awareness
among these groups, we should also consider
involving more Chinese consumers who are
eager to buy overseas products. By empha-
sising the added value of Dutch brands, we
hope people in this group could trust the plat-
form and continue to buy things on it.

Chinese Consumers who are
eager to buy overseas products

Figure 7.2 The process to involve three different types of target users.



7.3 Requirements

Requirements for the solution are resulted
from previous research and analysis. They are
presented in two categories considering both
business needs and user experience needs.

m Business requirements

1. Low investment at the early stage

It is a new business model for NextportChi-
na, and is not the key project at the moment.
To avoid risks, the solution should not require
huge investment' at the early stage. We could
apply the lean software development model
(Poppendieck, 2003), start small and interate
rapidly.

2. Well-designed CMS

For an e-commerce platform, it is essential to
update contents regularly to meet business
needs and increase customer engagement. It
requires a user-friendly CMS for platform op-
erators to update contents without too much
effort.

3. Good adaptability to business needs

The company had a list of potential clients to
join the platform, but it is still unclear who will
join and whether they have specific require-
ments (for example, does the brand want to
offer coupons). It is important that the platform
have good adaptability to different kinds of
brands, and leave freedom in program devel-
opment for future possibilities.

1 The development fee for one WeChat MP store
should be less than €2,000.
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m User experience requirements

1. Authentic feeling

From interviews with travlers, it is clear that
people want to experience authentic Dutch
lifestyle. How to prensent the authenticity is an
important topic to think about.

2. Unique experience

The competitor analysis indicates that the
platform should not be a typical e-commerce
platform like Holland at Home to avoid direct
competition. It is important to provide unique
experience which customers cannot get else-

where.

3. Engaging interactions

This is a platform about culture and value,
which is kind of abstract. Providing engag-
ing interactions helps users to understand
abstract concepts, and encourage them to
spend more time on the platform.

4. Facilitate sharing

From the customer analysis, we know many
people like to share good products with friends.
As the platform is based on WeChat, we can
use the advantage of WeChat ecosystem to
faciliate the sharing experience.
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This chapter is about the design concept
based on the brief discussed in the last chap-
ter. This chapter includes the design process,
concept structure, and three sprints of the
consumer product. At the end of this chapter,
an MVP and user test results are presented,
which is the foundation of the final design.

8.1 Design process

The design process follows the agile way, in-
cluding three ideation-prototyping-testing
cycles. The first cycle is about the scoping of
the platform, the other two cycles is about the
interaction. At the same time, the business
service for clients (Dutch brands) is discussed
and the prototype was made (Figure 811).

8.2 Concept structure

As mentioned in design process, the solution
contains two parts: consumer product and
business service.

= Consumer product

Itis a digital platform for target users defined in
7.2. Consumer product is the main focus of the
design phase.

®m Business service

It is the service for Dutch brands who want to
target at Chinese consumers by joining the
platform. More details will be explained in 8.5.

Design Process: Agile Model

Consumer Product Business Service

1st Sprint Research & Analysis
Platform scoping [§

2nd Sprint
From 3 concept to c Scoping
1direction 5

3rd Sprint A Prototype
MPV testing S

S @m

Figure 8.1 The design process of consumer product

and business service



8.3 Platform scoping (1st sprint)

It is essential to determine what kind of prod-
ucts to present on this platform. The company
already had a list of Dutch brands they want to
contact with. There are four categories:

© 6

Fashion & Apparel Cosmetics Health & Nutrition Food

However, the company didn't have a plan
about where to start, and which category Chi-
nese consumers would love the most. Also,
these category names don't convey the extra
value of Dutch brands as we found in consum-
er research, which doesn't meet the require-
ment of “unique experience” and hinder the
platform to stand out.

m Six new categories
Based on the insights from interviews with trav-
elers, Chinese living in the Netherlands (chap-

ter 4.2) and conversations with local Dutches,
six new categories are generated:

l Eﬂgﬁ!} Tips from Dutch mothers

Bgieit Cool Dutch design

an ]ﬁifﬁ Quality life

a7 =R el Dutch fashion style

I]Efi-“ﬁl Things for foodies
Ly =0 g

OC1IHWN

ﬁf%i% Souvenirs & Gifts
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For each category, | selected about eight rep-
resentative Dutch brands. There are no strict
boundaries between each categories. For ex-
ample, Moooi can be placed either in “Cool
Dutch design or in “Quality life”.

Each category will be discussed and example
brands will be shown in this chapter.

1 E!Ejﬁ!} Tips from Dutch mothers

In this category, the most popular Dutch mar-
ternal brands and children brands are select-
ed. As Dutch children are always branded as
the happinest children in the world, and Dutch
infant formula brands are quite famous in
Ching, this category could convey the value
of "high-quality” and “healthy” even without
mentioning those specific words.

Here are some brands/platforms for this cate-
gory as examples:

(@ artipoppe © bugabw
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Cool Dutch design

There are a lot of good Dutch design brands
and products. However, “Dutch Design” is not
a familiar word to most Chinese. For this cate-
gory, we want to convey the idea that Dutch

design goods are cool and worth paying at-
tention to.

There are more characteristics for Dutch de-
sign such as simple and functional. It is also
important to convey these values to consum-
ers. This will be further explained in later tests.

Example brands/platforms in this category are
listed here:

VANMOOF

doppoer

SECRID XDDESIGN

Made in Holland

SUSAN BIIL senz'x
original
LEFF AMSTERDAM
NX
PIG & HEN

3 zEsE

Quality life

For this category, premium brands which rep-
resent a high-quality lifestyle to Chinese con-
sumers are selected. Brands here can be cos-
metics, household items, or other things that
meet the requirement.

Here are some example brands for this cate-
gory.

OCGDO
209
sedert 1743

JACOB HOOY

natuurproducten

ELLISFAAS

droog’

MOOOi Blom g Blom

@ MARIE-STELLA-MARIS

CARE FOR WATER

SKINS COSMETICS

4 w=niin

Dutch fashion style

Dutch fashion is not always discussed among
Chinese people. In the consumer research, it
even gets some negative feedback.

However, fashion is one of the most popu-
lar topic for cross-boader e-commerce. And
there are a lot of fashion brands in the com-
pany’s list. So | keep this category here for later
testing.

Here are some example brands for Dutch fash-

ion style.
WANDLER SCOTCH & S0DA
VIKTOR®ROLF SUITSUPPLY
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DAILY ¥ PAPER SISSY-BOY

ace & tate

5 2558

Things for foodies

Food is a hot topic in the interview with trav-
elers. They are interested to know unique
food and snacks in the supermarkets. There
are many travel guides on the internet about
restaurants, but seldom contents about food &
snack brands. As aresult, in this category, pop-
ular Dutch food brands are selected.

@@N%g @ Albert Heijn
CHOCOLONELY

A\

(TANA™  SHEIASAVA,

6 #F4L

Souvenirs & Gifts

Souvenir & giftis one of the most frequent topic
for travelers in the interview. Most of them want
to buy souvenirs that represent this country
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but didn't know what to buy, or not satisfied
with the things they bought. In the case study
of “Property Of", many people also montioned
that they buy products as presents for others.

As a result, this category is created. Most of the
brands here are choosen from previous cate-
gories.

SECRID

Made in Holland

9,
CHOCOLONELY

PIG & HEN

doppor. s

O‘{:’O
08
sedert 1743

JACOB HOOY

natuurproducten

S1LS 3IJL

m Card testing

After coming up with these six categories and
representative brands, a card testing was done
with 10 participants for two purposes.

1. Which categories are the most poplular one
among consumers? [t is important for the
company to know where to start.

2. How to present products and brands on the
platform? It provides insights to the interface
design in the next step.

Testing plan

| made two cards (card A and card B) for all
brands listed in six categories. The structure of
the cards is shown in Figure 8.1.



The only difference between the two cards is the image. In card A, a clean image of the product is
shown, while in card B, the product is displayed within a real using context. Taking Artipoppe as an ex-
ample (Figure 8.2): In card A, the image is a single baby carrier; in card B, it's a Dutch mother walking
on the street with the same baby carrier.

Beverland (2005) indicates that using culture as referent is a method to show the sincerity of wine
brands, thus help to increase brand authenticity. For Dutch products, except for the word description,
another way to show culture is to put the products into the situation of how Dutch people use them in
daily life. And that is the criterion for choosing images in card B. With the test, | want to find out if the
images showing Dutch culture increase the brand authenticity, thus making people more interested
in them.

Brand name and logo Brand name and logo

Short brand introduction Short brand introduction

) Image of the product being
Image of the single product used in specific context

Card A Card B

Figure 8.1 The information structure of two types of cards for the testing

@ artipoppe @ artipoppe

REFZNSIHE /LR, EMURREIL™ REFZHNERE) L@, ERMUREIL™
f, ER-MAESN. BIBRARNERE &, BR—EEAR. BIIBSRMRMERE
EFBILENANES, MBS RRES EFBILEMMNES, MMLHEBBRINERET

ERHNEIAIWHT. ERHNEHAWLT.

Card A Card B

Figure 8.2 The two cards for Artipoppe



In total, there are 80 cards from 40 brands. Par-
ticipants are asked to scan all of them quickly
and decide whether they want to click it (sup-
pose they are blocks on an online store) to see
more information about the brand or product.
There are two sheets of paper with the text
“Click” and “No Click”. They need to explain the
reason when they put the card on the paper.

Pilot test

There are two cards with different images for
one product, I'm afraid that the impression of
the first card would influence the second one.
For this concern, | did two pilot tests. Only 20
cards were given to participants in the pilot.

For most of the brands, both two participants
didn't noticed that there are two cards show-
ing the same thing. For some brands, they did
find there are similar cards, but they said the

previous card wouldn’t influence their deci-
sions for the second one.

“Everything goes too fast, | even didn't
remember my previous decision if | didn't

check the paper.”

As a result, | decided to keep the plan in the
pilot test and let each participant categorize
all cards.

Testing

The testing was done in the library of TU Delft
with 10 participants. All of them are Chinese
who enjoy shopping, and most of them have
great travel experience in Western countries.
As a result, it is valuable to learn from their
opinions.

Figure 8.3 Settings of the card test
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Result and interesting findings

The result of the each category product are listed in table 8.1.

Total Clicks
1. Tips from Dutch mothers 74
2. cool Dutch design 80
3. Quality life 64
4. Dutch fashion style 65
5. Things for foodies 79
6. Souvenirs & Gift 72

Table 8.1 The result of the card testing

From table 81, we could see that “Tips from
Dutch mothers”, “Cool Dutch design’, and
“Things for foodies” are three most popular
categories.

Another interesting finding is for all six catego-
ries, Card B clicks always outnumbered Card
A Clicks. But it is not always the same case for
all brands. Some participants said they liked to
see products in the context, but sometimes the
products were too small.

Qualitative insights

Because the sample size is too small (N=10), it is
more important to analyze the qualitative part
than quantitative part. Here are some qualita-
tive insights based on what parcipants said.

1. Interesting information help a lot

About half participants care text information
more than the image. Whether there are in-
teresting information in the description deter-
mines their decision. For example, in the brand
introduction of Victor & Rolf, | mentioned a Chi-
nese celebrity wore the wedding dress from
Victor & Rolf, and three people said they chose
to click it because of this message.

Card A Clicks Card B Clicks
35 39
35 45
29 35
32 33
37 42
33 39

2. Context conveys more brand value

Here is the reason why Card B clicks always
outnumbered Card A clicks. When people see
card A, they only talk about the appearance of
the product. But for Card B, they talk about the
users, the environement, and even the culture.

A good example is Artipoppe. Most partici-
pants don't know what is a baby carrier. When
they saw Card A, they still don't know what it
is. But when they saw Card B, things became
clear. People even mentioned words like “inde-
pendent” and “western style” which are not in
the brand description.

Another example is Pig & Hen. One partipant
said the product doesn’t suit her when she saw
Card A. But later when she saw a man wore the
bracelet, she said it could be a present for her
boyfriend.

3. Fashion brands need to be selected care-
fully

For fashion brands, three participants use the
phrase “very Dutch” for multiple times. When
asking what is “very Dutch”, they said:
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“Just don't suit me. They are too colorful
and not my style.” (Suit Supply)

“You know some people may like it, but

not me. There are too many options for

clothing, and Dutch brands don’t have
advantages.” (Scotch & Soda)

But there are also exceptions. For example,
Wandler got 7 clicks for Card A and 8 clicks for
Card B. People used words like “simple” and
“beautiful” to describe Wandler’s bag.

To draw a conclusion, consumers can be very
skeptical about Dutch fashion brands. It re-
quires careful research for choosing clients in
this area.

m Article testing

In the card testing, “Cool Dutch design” is the
most popular category. However, the sample
size is too small to draw the conclusion. Also,
because most of participants have design
backgrouds, there might be selection bias.

To test whether Dutch design products really
have potential in Chinese market, an article
about Dutch design products was written and
published on NPH WeChat OA (Figure 8.4).
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Figure 8.3 The screenshot of the article

View the article at https://mp.weixin.qg.com/s/
KpjLe5ZRmMMpMbMPKHKILOG
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There are ten carefully-selected Dutch design
brands introduced in this article, they are:

1. Dopper 2. Susan Bijl

3. Secrid 4. Leff Amsterdam
5. VanMoff 6. Senz°

7. The Cyclist 8. XD Design

9. Snurk 10. Allocacoc

The criteria for selection the brands is that the
brand should have good reputation among
Dutch consumers, and also show the charac-
teristics of Dutch design (innovotive, function-
al, and simple).

For each brand, there is information about the
designer, design background, development
process and unique brand value.

Figure 8.4 shows hwo the brand Susan Bijl is
presented in the article.

2
RMROBSHERREY ——o Show the brand value:
fashionable & sustainable

O BMA-HHEE? —)

NRBLEEAOWRIGRME, FOARRE

Susan Bijl, FREAGIMASUsanREERS, EE :
swTrENE FeensEnTresnsy | ONOW the designer and her story

HER,

MRBENE, &

BEFEFBENRE, KAGSusan¥TER, B8

E—HRERRIABPAEEPFLENDE, BE
VRRFRBNGE, &

mHa—, ssanmemsssarane, k&7 | Show how the products are being
e .| used by locals in Rotterdam

EEEGAOEL, @RRBELASuUsan BijlA. R

FHI818, ER A, AR
MUFRERBMAZ DS B EEREE
1

Figure 8.4 How Susan Bijl is presented in the article



Testing result

There were some limitations for the test. For example, WeChat doesn’t allow OA owners to start con-
versations with readers. And it is not appropriate to put shopping links in the article with the concern
of NPH's brand image. As a result, the key identifiers for this testing is the number of readers and their
comments.

0.05%

34.02% ~~_

7918

Sex distribution (total number)

S 65.93% ’

Readers in China: 5185
Readers in other countries: 2733

- e .

2733 1

B Female5220 [ Male 2694

Figure 8.5 Demographic information of readers (data was collected one week after the article was published)

As shown in figure 8.5, nearly 8,000 people have read the article. 66% of them are females. 5185 out of
7918 (65%) readers are located in China.

Numberof Number of

Article name Date
reader shares
2019-07-
BFPANZIERN SEMABESHE, F. o 4485 435
2019-07-
BAE=H1, R—EE2HM304S " 3550 18
BLEARE | 7513-148 20139;07‘ 1970 52 Table 8.2 Compare the data
with articles published in the
2019-07-
BRARIBIHIE, FEALNTRS . 7918 404 same week
2019-07-
TERSEHRBIS X RERIRIE! 05 2673 130
B E? MBELE RN AEERG 201;3;07' 2300 25
T sac . 2019-07-
ERMRK TEsHE? RENEIXE AMERIAFTRG? 03 2321 28

From table 8.2, we could tell that this article achieved a good result compared with other articles pub-
lished in the same week: both the number of readers and the number of shares are far ahead of others.
It implies that Chinese people like to read these contents and may have positive impressions towards
Dutch design brands.



The comments from readers are also very sat-
isfying. Here are some of the comments:

g NETF
BORS, WHE+R! BREWR, FBAELHEKT, B
BRI R Z ARIRIT BEMIT !
2019-07-05 23:49:04
“Dutch design is simple and stylish! | really love
it. | want to get all the things, but what | want
most is Dutch people’s design thinking ability
and their design philosophy.”

ARHEA

wbentes  BRB)AEIff AmsterdamBE#D, RITEHELTRT, M TR
MR Ra & FhEhiE 2k
2019-07-06 03:04:12

“Fallin love with Leff Amsterdam immediately

and just bought one from Taobao...”

m FifiChelsea
I R ELERTIBIMEBNI? Kige ?
2019-07-06 06:45:30
“Where are the stores for these brands in Am-

sterdam? Anyone helps me?”

There are also many positive feedback from
collegues in NextportChina, such as their
friends bought products from these brands af-
ter reading the article.

To sum up, the article testing validates that tar-
get users defined in 7.2 have a great potential
to be buyers of Dutch design brands. Informa-
tion related to value and culture can be well
delivered to people if presented in a good way.
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8.4 From 3 concepts to 1 di-
rection (2nd sprint)

The Brainstorming for how to show products
and brands was done while writing the design
article. It is mainly guided by user experience
requirements discussed in chapter 7.3.

The method used in the brainstorming is How-
to (Van Boeijen, Daalhuizen, van der Schoor &
Zijlstra, 2014). There are four user experience
requirements:

1. Authentic feeling
2.Unique experience
3.Engaging interactions
4.Facilitate sharing

For each short brainstorming session (15 min-
utes), | asked the question:

-How to achieve authentic feeling?
-How to realize unique experience?
-How to build engaging interactions?

-How to facilitate sharing?

It is important to write down all the answers on
the paper as quickly as possible in these ses-
sions. The post-its generated in these four ses-
sions are presented in figure 8.6.

Group A

Group D
Fou 0 ame
e -
falny 7 sy
R pomote | | il | Qs £ || A et
@ o | (S| [eesen) | oo Lo | | Gor G o
\,}/ = & ) oy « ::w
Aoty P - ol
<:L "‘:3 @ :::rv‘ sy ) Ve % w: Cwﬁ w"“:
o e Gt | Vor
Group C Group B
Ty =
L) e,
i oy (8
Vgior - ot
Crmpetin o v ;
) G oy | | T e
Peat (Che i ) = e g
| [ | | #2 e o

¥

Dewer

Xl

Figure 8.6 Use How-to method to do the quick ide-

ation



As ideas on the post-its are general and unclear, | sketched some of them on paper with more details
(Figure 87).
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Figure 8.7 Sketches to specify draft concepts generated in brainstorming.
Business requirements discussed in 7.3 are
also taken into consideration when choosing
concept to develop. For example, concepts re-
lated to customization and smart chatbot are
Category Name
abandoend to save money.
In the end, three potential concepts were cho- Shidt desaiptian
sen:
1. Comments by locals A fert i

2. Showing photos of local people on the street

3. VirtUQI Shopping O Local’s name & Identity

Ratings

For the three directions generated in brain-
storming session, three simple prototypes
were made.

Image of this person
using the product

= Prototypel

Know more about the brand >

The name of the product

Prototype 1 is for the direction “Comments by

Comments from the local...
Comments from the local..
Comments from the local...

locals”. There is one page for each category.

The page’s structure is shown in figure 8.8. O @s

In this concept, Chinese buyers could see orig-

inal contents created by Dutch consumers and Figure 8.8 The wireframe of the concept for proto-

Chinese consumers living in the Netherlands. type 1.



Figure 8.9 Prototype 1for the user testing. There are eight brands in each category.

Users can click “know more abou the brand”
button if they are interested in the content.
They can also like the posts and leave com-
ments.

This concept aims to convey the authentic
feeling by showing reviews from local Dutches
and Chinese living in the Netherlands. From the D
business perspective, the program develop-
ment is easy as there is no complex function-
ality. It can also adpates to different types of
products easily.

u Prototype 2 Brand logo

Tag

Prototype 2 s for the direction “Showing photos Product introduction
of local people on the street” (Street snap).

clean product

IBEEf ( Save ] (Localsaid] [ Buy J

The wireframe of this concept is shown in figure
8.11. Both the single product image and context Figure 8.11 The wireframe of the concept for
image are displayed in this concept. The con- prototype 2.
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Figure 8.10 Prototype 2 for user testing.

text image is more dominant than the single
product image based on the findings from the
card testing. With this concept, users can ex-
plore authentic Dutch street style by sliding left
and right.

This concept wants to convey the authen-
tic feeling by showing the real context of how
local people use these products. It provides
unique experience to users because it is very
different from the typical e-commerce store.
Normally, online stores will emphasis the prod-
ucts’ details and price. But for this concept, |
want consumers to be attracted by the exotic
lifestyle, and pay more attention to the users
and environment.

m Prototype 3

Prototype 3 is for the direction “Virtual shop-
ping” (Figure 8.12). Figure 8.12 shows the map of
a Dutch city. There are stores selected for Chi-
nese on the street.

After clicking one store, it will jump to another
page (Figure 8.13). People can see the environ-
ment inside the store. There are staffs, product
designers, and other customers in the store
that people can interact with (e.g. ask them

shna siein 2
wAigit

AENRERRREHEANHE,

Store F
Store A Store E
Store B
Store C Store D
Store G Store H

Figure 8.12 The wireframe of the concept for

prototype 3.
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Store environment image

Product Product Product Product
image image image image

N /

Meet designers

Meet other customers

Figure 8.13 The wireframe of the concept for proto-

type 3.

questions or see the video of their stories with
the brand).

This concept also meets the user experience
needs as it is unique and innovative. By inter-
acting with staffs and customers in the store,
users can get the feeling that they are really do
shopping in the Netherlands.

However, from the business perspective, the
concept is difficult to implement because
there are too many contents to fill in. In addi-
tion, it doesn’t suit brands that areonly sold on-
line (e.g. Artipoppe and Ellis Faas).
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m Testing the three prototypes

Three prototypes are tested with five partici-
pants, all of them have traveled to the Neth-
erlands before, and is now living in China. They
are the target group of the platform.

The testing was done online. | sent them the
screen shots of each prototype, gave explana-
tions and asked them to talk about their feel-
ing. Here are the results of the test.

Concept1

Participants showed interest in some brands,
especially design brands and food brands. But
they don't think the idea is innovative enough.

When asking whether they believe the contents
are from locals, the answer differs a bit. Some
people believe they are real reviews from lo-
cals, but some people think they might be cre-
ated by business owners if everything seems
to be perfect.

There is feedback saying the “quality life” cat-
egory” is a bit confusing. It's because they saw
both cosmetics and household items in that
category. But the buyers of cosmetics and
household items are not always the same.

Here are some quotes from participants about
conept 1.

“It's a bit normal. | always saw same thing

in other shopping platforms.”

“(...)That is not a problem for me. I trust
Nextport Holland. ”

“(...)'m not sure. I'll have my own judge-

ment according to the content.”



Concept 2

Most people showed interest in concept 2. They
think it is an interesting perspective to look at
this country.

“l didn’t pay any attention to local people’s
clothing when traveling in the Netherlands.
That's also because | cannot distinguish
local people with other travelers. But if |
saw these photos before | came, | would
probably pay attention to certain brands

and styles. ”

Apart from the photos taken on the street, they
also mentioned other things that they are cu-
rious about, for example, the food that local
people like to eat, and the makeups for Dutch
girls.

Concept 3

Concept 3 also gets good feedback among
participants. Most people like to see the stores
at the destination before the trip. Some people
even suggested using Virtual Reality technol-
ogy instead of just seeing photos. People are
also excited about the idea that they can inter-
act with staffs, designers, and other customers
inside the store.

However, when asking if they would still like the
concept after they left the country, most par-
ticipants’ answer was “no”.

“I might lose interest after | came back. |
want to see the environment of that store
because | want to visit the store. But if |
can’t, why should | do that?”

Concept selection

In the testing, concept 2 and concept 3 both
get positive feedback among travelers. From
the business perspective, concept 2 is much
easier and cheap to develop than concept 3.
Besides, concept 2 also has better adaptability
to different kinds of brands.

As aresult, the prototype developed in the next
sprint (see chapter 8.6) will mainly base on
concept 2. Good points in concept 1 and 3 that
get positive feedback will also be taken into
consideration.

8.5 Business service

Up to now, the design mainly focuses on the
consumer product. But before we start the
the third sprint, it is necessary to make it clear
what is NextportChina’s role in the business,
and what is the relationship between the new
platform and the exsiting products/services
(NPH OA, NPH travel MP, & MP stores for clients).

For NextportChina, the initial idea for the
e-commerce business is to provide MP store
templates to clients. However, as discussed in
company analysis (chapter 3), only offer store
templates is not the best solution. There are
more things the company could do based on
its strengths and the opportunities.

The essence of the consumer product is a
platform that gathers all kinds of Dutch brands
which Chinese consumers are likely to buy. But
is it necessary that the platform must function
as a marketplace like Tmall Global or Holland
at Home? In other words, is it worthwhile for the
company to build its own warehouse, logistics,
payment, etc at this moment?

To answer the question, | analyzed opinions
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from 4C’'s analyses and user tests again.

In the interview and the second sprint, many
participants mentioned the platform Red. They
like to search for shopping information on Red,
but seldom buy things on Red Mall. It means a
recommendation platform without shopping
function can also be popular among consum-
ers.

The context analysis (chapter 5.2) also sug-
gests that Chinese shoppers are transforming
from buying things on overseas marketplaces
to brands’ standalone online stores. That is be-
cause the brands’ store offers “a greater level
of personal engagement and a more authen-
tic online shopping experience” (Frost & Sulli-
van, 2018). It just fits the design requirements
of the project.

NPH Travel MP

©)

From the company perspective, it also saves
money if it is a recommendation platform at
the beginning instead of a shopping platform.
The company is not ready to build a shopping
platform that requires huge investment for
things like warehouse and logistics when there
is no proof that the business will make a profit.

As a result, the main jobs for NextportChina is:

1. Select good Dutch brands that have poten-
tial in Chinese market and recommend them
to Chinese consumers on its own platform.

2. Help selected Dutch brands to set up official
WeChat MP stores.

Based on the previous discussion, figure 8.14
shows the relationship between three players
in this project.

4

Chinese
consumers

NPH .~ “\._ New MP to own WeChat
WeChatOA -~~~ """~ recommend MP store
Dutch products |
ooo MP store templates; @
ooo .
[n]u]u] Promotion on the new MP
Dutch

NextportChina

Service fee for the MP store;

brands/retailers

Promotion fee on the new MP

Figure 8.14 The relationship between NextportChina, Chinese consumers, and Dutch brans/retailers.

NextportChina is the bridge between Chinese
consumers and Dutch brands/retailers. It helps
Chinese consumers to discover good Dutch
products, and facilitate the brands to build
sales channels in China. But the purchase is
done between consumers and brands.
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The relationship between three platforms (NPH
WeChat OA, NPH Travel MP, & New MP to rec-
ommend Dutch products) owned by Nextport-
China will be further explained in sprint 3. The
design of MP store templates will be displayed
in the final design (chapter 9).



8.6 MVP design and testing
(3d sprint)

After making it clear what's the company’s
role in the business, | started the third sprint
of the consumer product. An MVP was devel-
oped based on the selected direction: Showing
photos of local people on the street. According
to the feedback from the second-round test-
ing, the platform not only shows products on
the street, but also other aspects about Dutch
people’s life and culture.

The MVP is a WeChat mini-program in order to

better interact with existing platforms of NPH
and MP stores.

= Name & Logo

TR FY

The name of the MP means “Good things at
Next Port” in English. | didn't include the word
“Holland” or “Netherlands” in the name for the
future development of the platform. Although
the company only has Dutch clients currently,
it is not a wise idea to limit the scope only to
the Dutch market. There can be opportunities
in the Benelux market and Nordic market. We
will discuss the possibility in chapter 10.

The logo is of NPH's style. The shopping bag
indicates that the platform is about shopping.

= Homepage

Figure 814 is the homepage of “Good things at
Next Port”. There are banners at the top for pro-
motion. Under the banner is the slot for mar-
keting tools such as coupons.
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Figure 8.14 Homepage of the MP
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“Discover good things” is a module on the
home page. It shows various topics related
to the Dutch way of living. For example, figure
8.15 shows four topics: what are things on the
street, what are things at local people’s home,
what things Dutch girls like to use, and what
things Dutch people like to eat. The purpose
of this module is to arouse people’s curiosity
and encourage them to find out the answer by
clicking the block or click the “find more” but-
ton in the top right.

m B AREZMNMAZE, EELREREIR

O LI Y
#HERHA RERft4
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Figure 8.15 “Discover good things” module on the

hoem page
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Figure 8.16 “Daily recommendation” module on the hoem page

"

Figure 8.16 shows the “Daily recommmendation
module on the home page. Contents in this
module will be updated daily. Every day there
will be a new theme slider with three to eight
products. The products are shown in the same
way as the prototype 2 in the second sprint.

For example, figure 816 is the slider of the
theme “Rotterdam style”. All products selected
here are what people in Rotterdam are using.

If users are interested in the product, they can
click the card to see more information on the
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product details page. They can also click the
“like” button to add the product into their wish-
lists.

m Discover page

The “find more” button on the “discover good
things” module leads users to the discover
page. There are two sub-pages with the dis-
cover page. The first is called “Lists of good
things” (Figure 8.7 a). There are topics related
to people’s life and culture in the Netherlands.
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Figure 8.17 (a) Descover page of the MP-Lists of
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Figure 8.17 (b) Discover page of the MP-

Good articles

For each topic, there is a stack of cards show-
ing products within that topic, similar to the
cards in figure 8.16.

The second sub-page is called “Good arti-
cles” (figure 817 b). Articles on this page are
from NPH or brands’ WeChat OA that are re-
lated to shopping. WeChat OA push feeds to
subscribers frequently, and it is difficult for new
subscribers to find old contents. This page
functions as a collecting box for shopping in-
formation.
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= Product details page
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Figure 8.18 The product details page

Figure 8.18 shows the product details page. That
is the page shown after clicking one product
card (figure 8.16). Here are some unique points
about the page.

Local comments: It is the review from locals. A
critical insight from user research is that they
value information provided by local people.
Thatis why | put the local review above the fold.

Brand story: From the card testing and article
testing, itis clear that a good brand story helps



customers to build emotional connections
with the brand. Consumers who are interested
in the brand can click “follow the brand” button
to see the WeChat OA of the brand.

Offline stores: It shows the offline store where
consumers can buy the product. The name
and location of the store are provided here.
It will jump to the store’s profile page on NPH
travel MP (p.13 Figure 3.5) after clicking.

Discover lists: That is the lists which the prod-
uct belongs to. It gives more exposure to oth-
er products in the same list, and provide more
background knowledge to users.

More recommendation: Products that appear
here are other popular products in the same
category. In the future, it could be products se-
lected by the collaborative filtering algorithm
(Ciocca, 2017).

There are three buttons on the footer which are
“Add it to the wishlist”, “share”, and “Buy now".
By clicking the “Buy now” button, consumers
will jump to the MP store owned by the brand/
retailer and buy the product there.

m Wishlists

Saved products and lists will appear in the
wishlist page. Figure 819 (a) shows the saved
products, while figure 8.19 (b) shows the saved
product lists. The user can share both of them
to their friends via WeChat.

At the bottom of the page is a line of text: At
the next port, realize your little wish. For trav-
elers, they can save the things they like before
departure, and use this page as the shopping
plan when they are traveling in the Nether-
lands.
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® Third-round testing

Testing plan

The concept was tested with five people in Chi-
na. The participants have the following things
in common:

1. They all live in China and have never been to
the Netherlands before.

2. They all love to buy overseas products on-
line (spend at least two hours per week shop-
ping online).

3. They all had outbound travel experience.

They are potential customers of the platform.
They are currently type 3 users (Chinese peo-
ple who are eager to buy overseas products).
But they can also be type 1 (travelers to the
Netherlands) and type 2 (people who are in-
terested in Dutch culture) users if they got op-
portunities.

The test was done remotely. Three days before

Figure 8.21 Some participants are doing the test.
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the test, all participants were asked to follow
“Nextport Holland” WeChat OA and read arti-
cles on that.

During the test, the participant follows the in-
struction on the testing guide (Figure 8.20).
There are ten steps in total. For each step,
participants are asked to scan the QR code
to check out one page or use one function of
the MP, and answer questions related to it. The
complete testing guide and the English trans-
lation were shown in Appendix 5.

Figure 8.20 The testing guide for participants.



Testing result

1. “Next Port Holland” WeChat OA

All participants were satisfied with the arti-
cles published on “Nextport Holland” WeChat
OA. They liked to learn about local culture and
travel tips before visiting the country. But some
people admitted that they would unfollow it
right after they come back.

2. Mini program “Good things at Next Port”

\

[

T—iEFY

By just looking at the MP's name and the logo,
all participants said they would click it because
of curiosity. It is pretty evident to them that it is
a shopping program.

3. Discover module
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The "Discover module” on the home page got
very satisfying feedback. All people showed
great interest in those topics. And most peo-
ple agreed the content in “Discover module”
helps them to learn the local culture. However,
the product selected for some topics are not
aligned with their expectations. For example, in
“What's on street”, people actually expect for
shops, restaurants, and attractions, not local
people’s dressing style.

4. Product cards

Most people gave positive feedback to the prod-
uct cards both in home page (daily recommen—
dation) and inside the discover module. They also
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Figure 8.22 The “product card” in the mini program

and the tags attached to the photo in App Red.

gave some suggestions. One is that the product is
not distinct enough. Participants suggested add—
ing tags to the product like in the Red (Figure
8.22). Another feedback is the product card seems
too commercial now. It wants to convey the life—
style, but some people think they are like adver—
tisements.

5. Product details page

The design of the page is generally aligned
with their expectation. But some participants
mentioned that they want to see the detailed
product image on that page instead of the
previous image about the context.

There are also several suggestions for this
page. As travelers, people want to see more
information about physical stores. It is appre-
ciated if they can even compare the online
price with the price in physical stores. Anoth-
er suggestion is about the “Buy now button”.
Some people didn't like it because they got
the feeling that we are advertising these prod-
ucts, making them less authentic. One partici-
pant said she wanted reliable information, not
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boasting about something for a profit. Besides,
when participants see the “Buy now” button,
they have the feeling that it is a shopping plat-
form. But later when they find it directs them to
another platform, they seem to be surprised.

6. Other suggestions

- Most of participants believe in the platform
“Next Port Holland”, but still have some con-
cerns when they found the purchase was done
somewhere else. Some people asked for cus-
tomer service provided by “Next Port Holland”.

- Some participants are not fully convinced
that the products are authentic and thus worth
buying. They want to see more proofs like best-
seller list and reviews from others.

- The discover page can be modified to better
convey the Dutch culture. Now it is too abstract
for people to get the value by just looking at the
photos of how local people use these products.

But it also because the topics and products on

the prototype are very limited.

Important insights from the testing

1. Travelers to the Netherlands do have the
needs to learn local culture and search for
good products before departure. The mini pro-
gram “Good things at Next Port” is able to gain
attention based on the WeChat OA.

2.1tis necessary to make the platform look less
commercial. Firstly, the way of showing the
shopping channel needs to be modified. Sec-
ondly, it is important to add more culture-re-
lated knowledge.

3. NPH needs to take more responsibility be-
cause it is the one who recommends these
products and shopping channels to consum-
ers. Providing shopping-related services such
as genuine guarantee help to build a reliable
brand image and increase customer loyalty
to the platform.
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In the previous chapters, the concept is devel-
oped from a general direction to an MVP with-
in three sprints. In this chapter, based on the
feedback from users, the final design of both
the mini-program for consumers and the busi-
ness service package for clients will be pre-
sented.

9.1 The mini-program for consumers

Based on the feedback and insights dis-
cussed in the previous chapter, the final de-
sign of “Good things at Next Port” is made. You
can scan the QR code in figure 9. to try this
mini-program. Some suggestions are not put
in the final design, but in the implementation
plan (chapter 10).

é )

Figure 9.1 Scan the QR
code to try “Good things

at Next Port”

Good things at Next Port

The most significant change is the selection
criterion for the products. In the previous ver-
sion, the platform only includes brands and
retailers who own WeChat MP stores. It means
all products on the platform are available for

online purchase on WeChat. However, it sets
a limitation for the platform to convey the au-
thentic Dutch culture. That is because the cli-
ents of NextportChina only represents a small
part of the market. There are more exciting
products for Chinese consumers to discover. It
is a pity if the company ignore them just be-
cause they are not clients. After all, it is a rec-
ommendation platform instead of an online
store.

For example, in the testing, many participants
mentioned that they like to find out what food
is the most popular among locals. But most
Dutch food brands are not the target clients
defined in chapter 3.4. It will be less convincing
if we only put several products on the list that
all come from one food brand.

As a result, in the final design, there are three
kinds of products on “Good things at Next Port”:

1. Products from partner brands/retailers who
have MP stores: These products are available
for online purchase. The shopping process is
the same as in the last version.

2. Products from brands/retailers that can be
future clients: They are from potential clients
who are not sure whether to enter the Chi-
nese market or from brands who have other
sales channels in China. On the one hand, it
can increase the richness of the platform. On
the other hand, it is a way to convince these
brands to adopt the company’s solution if the
feedback from users is satisfying.

3. Products from brands/retailers that are not
target clients: They are popular or distinctive
products from the Netherlands. However, they
don't fit the China-focused e-commerce busi-
ness. These products are, for example, street
food and snacks in the supermarket. Another
example is the cargo bike, which is very dis-
tinctive but not fits Chinese cities. The reason
to involve these products is to provide travelers
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and people who want to know the Netherlands with more authentic contents.

Figure 9.2 shows the interaction flow of the new design.

= Homepage

The product card on the homepage also changed a bit because the previous one is considered as too
commercial. The new product card (figure 9.3) shows the product in the real context. There is a label on
the image showing the product’s name and brand. The text below focuses more on how people use
the product in daily life instead of introducing the brand itself. If people want to learn more about the
product, they can click the card, and the clear product image will appear. By clicking again, users can
go to the product details page.

g 1B R ‘
if; Artipoppe RRSfEE)L  AAE b 5 Product

[ details page
FIRABILEF 7 FIRRBILES
BILE®REZ8RNEHNTENS. 5215 BILEF 2R ZEENEENTENSR. 528
BNRRTHFENECHETRE, HHEBIL BMATRT BFEZINECHETE, SHaeii
REORF, EEAE LKIBREGH (1RBRTF, EFEAH LIKIDSEGH

Figure 9.3 The new product card on the home page

00000 EE & 12:53 pm 31% @
EEFM - ®
2% B2 Z®  RE e S
m All products HERIX  ABEE O BARER kit 2

There is a page shows all products for people with
a clear intention to buy certain types of products.
There are two filters on top of the page (figure 9.4).
The first line shows different product categories.
The second line shows some other keywords, for
example, gift inspiration, available onling, trending,

etc.

Leff Amsterdam Tube F& Lizetvanderknaap£E 35
ARTRZEM ¥2120 ARMSEM ¥1562

Figure 9.4 All products
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m Discover

Discover page is an essential part of the MP.
Users can go to this page from the bottom tab
or the “find more” button on the discover mod-
ule at the homepage.

There are two subpages within discover: Lists
of good things & Good articles. The latter stays
the same as the previous version, while the for-
mer changes a bit (Figure 9.5).

In the previous version, there is no clear stan-
dard of how to choose products to form the
lists except for some examples. In the new de-
sign, there are six categories made which are

12:53 pm

b3
ey L

FIFRET LA —iH

T=ANERLBHA?

W3R

things for foodies, products with good design,
tips from mothers, to be beautiful, for tourists,
and enjoy living here. These categories are
made according to the testing result of sprint
2 (prototype 1) and sprint 3. They are not the
standard categories used for e-commerce
platforms, but with the purpose to convey the
unique value of Dutch brands. In each cate-
gory, there are some lists related to the topic,
which will be explained on the next page.

The lists can be saved to users’ wishlists by
clicking the heart button on the image.

9)

0

Figure 9.5 Discover-Lists of good things
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m The list of good products
< AZABNESR... - @

Figure 9.6 shows an example of the list for
good things. The name of the list is “What's

A=ANEELBTA?

on Dutch people’s dining table?” It starts with

BHREZE, BOASHAEE—XZKE, A
MELERTHEAN-PARBNE=FE, EBEE=A
HER FEIRB T AIFIZHIE,

a short introduction, then follows with some
typical Dutch dishes. Things here are present-
ed in the same form as on the homepage.
For the Cheese Bitterballen, the related prod-
uct is Cheese, so the Old Amsterdam Cheese
appears below the card. Except for products,
it can also be restaurants (figure 9.7), offline
stores, or attractions that have profiles in NPH
travel MP.

By clicking the related products or destina-
tions, users can go to the product details page
or jump to NPH travel MP. The two MPs owned by
NPH are linked together by this design.

Cheese Bitterballen I FER F1

HANERENANFTZNEZ—, THBIE
L. SAMFERAE-ENERAFZ
BRI T

RS

Old Amsterdam Cheese
5009 &It ES PN EE

ARMBEMN ¥79

Dutch Apple Pie &= 3 Rk

FENERREERRNE—EZA, —0OP
WR+E, ORINE. HmAR, SRR,
B EEE ARSI ERET

R

Winkel FIIBHi$5 7} ERIKE

Figure 9.7 The restaurant attaches to the

Apple Pie Card

Figure 9.6 One example of the list
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= Product details page

At the beginning of this chapter, | explained
that there are three types of products on the
MP (p.69). I will call them Type A, Type B, and
Type C in this section. Type A products are from
the existing clients so that the platform will
place the most emphasis on these products.
Type B products are from potential clients and
also worth the effort. Type C products are not
likely to be sold in China, so there will be less
information on the product detail page. Table
9.1 shows the structure of the product details
page for each product type.

Besides, there are some further changes to the
product details page compared with the pre-
vious version (p.64, Figure 8.18):

1. Based on participants’ feedback, the first im-
age on the top is now a clear product image
instead of the context image.

2. Add more reviews from locals because peo-
ple like to read them.

3. Change the text “Buy now” on the footer to
“Go to the official store”.

4. Provide a genuine guarantee and customer
service for people who buy products from cli-
ents’ MP stores.

Information on the page Type A product Type B product Type C product

Product image 3-5p 3-5p 1-2p
Pirce for reference v 4 v 4 v
Introduction v v v
Reviews from locals v v X
Official purchase channel v x x
Offline store v v 4 v 4
Brand story v v X

The lists it belongs to v XV 4 v 4
More recommendations v v v

Table 9.1 The information on the product details page for each product type

m Wishlists

The wishlists page stay the same as the pre-
vious version. People can share the list to their
friends via WeChat, or save the image with the
QR code (figure 9.8).
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® Final validation

The final design meets almost all business re-
quirements and user experience requirements
introduced in chapter 7.3.

From a business perspective, the MP doesn't
have complicated functions that require ex-
tended development time (for example, it
doesn’t have the search function). Also, it has
good adaptability to different kinds of prod-
ucts. The advertisement slot on the homepage
can be used for various purposes.

From the user perspective, the MP create an
authentic feeling in multiple ways. Participants
for the final test confirm this point. The wishlists
facilitate users to share the products and lists
to their friends. Later, functions such as reviews
from buyers will be added to the design, which
will make the platform more engaging (see
chapter10.2).

The final concept is shown to several end users
in China and employees at NextportHolland.
The overall feedback is good, and here are
some quotes from them.

“l like the product cards on the homepage.
Itis like I'm reading a magazine.”

-Employee at NextportChina

“If | plan to go to the Netherlands, | will
definitely use it. | like to find out what local
people are using.”
-Consumers in China

“The discovey page is intersting to look at.
Maybe you can put more interesting topics
on the homepage.”

-Consumers in China

“l don't worry about the authenticity. The
platform looks real. And you said it’s an
official store.”

-Consumers based in China

“| like the offline store and brand stories on
the product details page.”

-Consumers in China
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9.2 The business packages for clients

Except for the MP for Chinese consumers, the
other part of the solution is the MP store tem-
plates for Dutch brands and retailers. After
discussing with employees in NextportChinag, |
learned the quickest and easiest way to realize
it is to use the existing MP which the company
develops for Schiphol Airport'. You can scan the
QR code in figure 9.9 to see the structure of this
MP.

Figure 9.9 Scan to visit the Schiphol Airport
MP developed by NextportChina

m Structure of the MP store templates

The Schiphol MP contains many UX elements
that can be reused in the MP store templates.
It will save a lot of development time for the
company. However, the Schiphol MP is devel-
oped for online pre-order and offline pickup;
thus, it has different user flow and page struc-
ture to the online store.

To determine the structure of the MP store tem-
plates, | did a brainstorming session with the
designer at NextportChina. Figure 910 shows
the outcome. Figure 911 to 9.13 explains the UX
detail of these options and also give an exam-

ple.

11t is an MP for Chinese passengers who want to
buy tax-free products at Schiphol Airport. People
can pre-order products on the MP before the trip,
and pick up the products at Schiphol Airport.
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Sturcture of the homepage

1. Pop-up windows (optional)

For messages and notifications
For coupons

For promotions
2. Top banner
3. Advertising slots (optional)

4. Coupons (optional)

One coupon

Several coupons

5. Product category
6. Product recommendation (optional)

7. Seach (optional)

Structure of the category page

1. Top image

2. All products under this category

Structure of the product page

1. Top product images
2. save button (optional)
3. Share button (optional)

4. Choose the type
5. Descriptions
6. Recommended for you (optional)
7.Footer
Customer service (optional)
Add to the shopping cart

Buy now

Figure 9.10 The structure of the MP store templates
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In this chapter, an implementation plan for the
final design will be presented and explained.
The plan includes two parts: a vision in 5 years
and a tactical roadmap to achieve this vision.

10.1 Vision

As mentioned in company analysis, the
e-commerce business is a brand new area for
the company, and there is few successful cas-
es to reference . It is essential that the compa-
ny has a long-term vision of where to go.

Visionin 5 years

Help Chinese consumers to discover
authentic products from Benelux and
Nordic countries that are worth buying,
and guarantee a hassle-free shopping

experience.

Help people to discover authentic products

Although the goal of the platform is making
money, we should brand it as a helper, not a
merchat. As locals, we provide handy infor-
mation to travlers and consumers who want
to experience authentic western culture but
don't know how. All the contents we put on the
platform should be of high-quality and really
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helpful.

Benelux and Nordic countries

In the next five years, we want to scale up the
platform, involving not only brands from Bene-
lux, but also Nordic countries for following rea-
son.

“I think Dutch design have a lot of simi-
larities to Nordic design. We are more like

a Nordic country, actually.”

1. Many interviewees including local Dutches
mentioned that Benelux design and Nordic
design shared many things in common, for
example, they both advocate simplicity and
functionality. As a result, the consumers are
likely to be the the same group.

2. Nordic design is quite famous in China, but
there is no shopping platform focusing on that.
It is difficult for consumers to make a choice
because there are too many options.

As a result, | would suggest to add Nordic
brands to the scope within five years.

Hassle-free shopping experience

Apart from introducing good products, the
platform also guarantees a hassle-free shop-
ping experience. It not only means the platform
should provide a seamless purchase process,
but also means it is a trustworthy organization
between consumers and brands who answers
questions and solve problems.

10.2 Roadmap

Based on the vision, a 5-year roadmap is cre-
ated (Figure 10.1). There are three horizons in
this roadmap and each one will be discussed
in below.



= I1st Horizon: Preparation

The first horizon starts from October 2019 and
lasts for 1.5 years. This is a preparation phase
for the 2nd horizon when the “Good things at
Next Port” will actually be launched. The prin-
ciple for the Ist Horizon is to start easily and
quickly.

Main activities in the 1st Horizon

1. Develop the shopping MP template as soon
as possible (Figure 10.2) as it is the prerequisite
of the whole strategy. As discussed in 87, the

development work wouldn't require big invest-
ment based on the Schiphol template.

10.2019
!

Figure 10.2 Milestones and Program Development in

‘ Start to provide shopping MP service to clients
»

Develop the shopping
MP template
T

the 1st Horizon

2. After that, we could offer the shopping MP
services to our clients at an acceptable price
(<2,000 euro per MP). Clients in this horizon are
preferably big or middle retailers in the Neth-
erlands with sufficient budget (for example,
De Bijenkorf, Funkie House, and Shoeballo).
These retailers got more SKUs (Stock keeping
unit) than general brands, which is an essential
precondition for building “Good things at Next
Port” MP in the 2nd Horizon. Also, Chinese con-
sumers are generally more familiar with these
big names.

3. Another preparation work is to publish more
articles about brands/products/shopping ex-

(+)

04.2(

)

Develop“Good thin
at Next Port”MP|1.0

Publish articles about brands/products/shopping experience more frequently

Help clients to set up their own shopping MPs

Marketing

Activities

Big or middle retailers in the Netherlands with sufficient budget

Figure 10.3 Marketing activities and Clients in the Ist

Horizon

perience on the NPH WeChat OA, such as the
“Dutch Design Products” mentioned in 8.3. Cur-
rently, the team publish articles about dining
experience in local restaurants every Thursday
and build good relationships with some restau-
rants because of it. It is high recommended
that the team could expand the scope to visit
local stores and write articles about shopping
experience. These contents could be used to
fill up “Good things at Next Port” MP later. And
it offers a good opportunity for the team to talk
with brands and store owners.

Customer segmentation

The customers of the Ist Horizon are mainly
Chinese travelers to the Netherlands because
the touchpoint here is mainly the articles pub-
lished on NPH WeChat OA.

One point to note is that different brands
certainly bring different types of customers.
Travelers are definitely not the only customer
segmentation. But other customers need to
be obtained through other channels, which
requires corresponding marketing strategy
based on the characteristics of each brand. As
aresult, itis meaningless to discuss it here and
it doesn't help much to realize the vision.
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st Horizon: Preparation

2nd Horizon: Brand

10.2019 04.2021

! !

Start to provide shopping MP service to clients 4 Launch “Good things at Next Port” MP 1.
(7)) (o)

Develop the MP store  Rev Develop “Good things Develop the new MP stc
templates at Next Port” MP|1.0 templates with advance

—q G

Publish articles about brands/products/shopping experience more frequently. Add shopping itineraries to NPH travel MP.

Program
Development

Help clients to set up their own shopping MPs

Marketing
Activities

Invite brands/retailers to join the platform “Gc

Big or middle retailers in the Netherlands with sufficient budget

Middle or small Dutch brands/retailers

Clients o

Chinese travelers to the Netherlands

Customer
Segmentation Young Chinese consumers living in tier 1 and tier 2 cities

Shopping MP design/development/operation

Advertisements/Promotion fee at “Good things

Revenue

Stream

Figure 10.1 The 5-year road map of the e-commerce strategy for NextportChina.

Items connected by red lines starts at the same time and have some causal links.
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‘d funCtions_NeXt Y :3’:|'F\Jec|f\rt‘i|2 :?ﬁ:ucts from Benelux and
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Nordic countries that are worth buying,
and guarantee d hqssle—free shopping
experience.

od things at Next Port”

Brands in other Benelux and Nordic countries

at Next Port”MP 1.0

Service fee and commision fee of “Good things at Next Port” MP 2.0




Chinese travelers to the Netherlands

Customer

Segmentation

Figure 10.4 Customer segmentation in the 1st Hori-

zon

Revenue stream

The main revenue in the Ist Horizon is the de-
sign, development, and operation fee of the
shopping MP. There should be additional in-
come if extra marketing activities are done.

Shopping MP design/development/operation

Figure 10.5 Revenue stream in the Ist Horizon

= 2nd Horizon: Brand building

The second horizon starts from April 2021 and
lasts for 1.5 years. At the beginning of the hori-
zon, the MP “Good things at Next Port” will be
launched. It is the pivotal moment for the
e-commerce strategy. The goal at the end of
this horizon is to build a strong brand image
of “Good things at Next Port” and generate
awareness in Dutch tourism market.

Main activities in the 2nd Horizon

1. The development work for the “Good things
at Next Port” MP should be done before the
2nd horizon so the team could start to fill in the
platform using resources accumulated in the
Ist Horizon.

2. After launching the platform, the team could
invite more clients to join it, especially middle
or small size brands who don’t have enough
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Young Chinese consumers living in tier 1 al

|

.

budget to set up their own shopping MPs. To
be specific, for brands who already have oth-
er purchase channels in China, or brands who
are skeptical about the result, the team could
suggest them to only put their product profiles
at very low price and make the decision after
checking the traffic metrics (e.g. UV/PV) and
engagement metrics (e.g. number of likes and
shares). It is also a good opportunity for the
team to learn consumer’s preference in order
to better select brands and promote the plat-
form afterwards.

3. At the middle of the 2nd Horizon, the team
could consider to develop a new shopping MP
template with advanced funtions. Because
the previous one only contains very basic
funtions which may not meet marketing needs.
Some popular functions in the questionnaire
result such as reviews and comments could be

added to the new template.

4.2021 10.20:

Launch “Good things at Next Port” MP 1.0 4‘
o »

{1things Develop a new shopping MP
IP|1.0 template with advanced functions

Develop “Goad tt
Next Port” MHA 2.0

Invite brands/retailers to join the platform “Good things at Next Port”

Figure 10.6 Milestones, Program development, and

Revenue stream in the 2nd Horizon

Customer Segmentation

In the 2nd horizon, both travelers and non-trav-
elers are our target groups because the plat-



form offers both offline and online shopping
information. The strategy in this horizon is to
transform travelers into loyal customers so
they will keep buying things after the trip. How-
ever, according to the testing result, most peo-
ple won't use the platform after the trip if it only
has Dutch brands. A practical way is to guide
people to follow the WeChat OA of the brands
they are interested in, so they can get notifica-
tion when there is a promotion.

Revenue stream

Except the revenue gained by the shopping MP,
there are also advertisement and promotion
fee on “Good things at Next Port” in the 2nd
horizon (see Chapter 9).

= 3rd Horizon: Scale up

The third horizon starts from October 2022 and
lasts for 3 years. At the beginning of the hori-
zon, the MP “Good things at Next Port” version
2.0 will be launched. This is a big transforma-
tion. Before version 2.0, the MP is a pure recom-
mendation platform because all purchases
are done at shopping MPs owned by different
brands. From the 3rd Horizon, the team will start
to sell products on “Good things at Next Port”
MP. It is a necessary step to reach the vision,
because only by doing so, the team could cut
the expense and scale up the platform quickly
to gain more customers.

Main activities in the 3rd Horizon

1. The most important development work is
adding the shopping function to “Good things
at Next Port” MP before the start of the 3rd Hori-
zon. It is preferred functions such as reviews
and best-seller list mentioned in testing could
also be added.

2. The sales team need to expand the scope to

to wider areas, namely Benelux countries and
Nordic countries. Also, the selected brands/
products should meet the requirements of
overseas shopping, instead of just pleasing
travelers.

do 1T 1
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Figure 10.7 Examples of changes to the products

Customer segmentation

The main group in the 3rd Horizon is Chinese
young consumers living in tier 1 and tier 2 cities
who pursue high-end life style. This definition
refers to the user structure of Red App and the
case study of “Property Of".

The proporsition of travelers in this horizon will
be further reduced. But it is recommended to
keep the offline shopping information as it is
the proof of the authenticity, and also guide
traffic to the travel MP.

Revenue stream
The additional revenue in the 3rd horizon is the

service fee of joining “Good things at Next Port”
and commision fee for transactions.



SNOISNTONOD

11.1 Project conclusion

As the assignmentis a practical business chal-
lenge with little previous experience, | started
with the 4C’s analyses instead of literature re-
view.

For company analysis, | learned the main re-
sources of the company and its current strate-
gy for e-commerce business.

For consumer analysis, | used both quantita-
tive methods (questionnaire) and qualitative
methods (interviews) to find out insights from
different user groups. The result helps to an-
swer the first and second research question.

For context analysis, | focused on the WeChat
ecosystem and consumer trends that are rele-
vant to the project.

For competitor analysis, | researched compet-
itors from four levels, and find out three gaps
that provide opportunities for differentiation.

The literature review was conducted while do-
ing 4C’s analysis. | reviewed previous research
about outbound shopping behavior for Chi-
nese consumers after the company analysis.
That is because | found out the company has
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already built a strong connection with tourists
via the NPH platform. Literature about brand
authenticity was reviewed after the question-
naire analysis, which shows authenticity is
highly essential to Chinese consumers.

In the design phase, | followed the classical it-
erative design process. Before | have the final
design, three sprints (specification-design-de-
velopment-testing) are conducted. The feed-
back from users and business concerns from
the company are both taken into consider-
ation while developing the concept.

The final design contains two parts. The first is
a WeChat mini-program called “Good things
at Next Port”. It is a product recommendation
platform for Chinese consumers who want to
experience authentic Dutch culture. The other
part is the MP store templates for Dutch brands
and retailers who wish to establish online sales
channels in China.

In the end, a five-year roadmap was devel-
oped to present the long-term vision and the
steps to fulfill the vision.



1.2 Limitations and next steps

m Limitations

There are several limitations to this project in
both research phase and design phase.

Research phase

1. The sample size of the questionnaire is 98,
which is a bit small for quantitative analysis.
The small sample size might decrease the
statistical power of conclusions from con-
sumer research. Also, the respondents for the
questionnaire are mainly from one province in
Ching, so the outcome might not represent the
situation of the whole country.

2.In consumer research, it is preferred to inter-
view people who are now traveling in the Neth-
erlands or people who just come back, be-
cause they have a more profound impression
over their shopping experience in the Nether-
lands. However, | fail to reach these people via
social media platforms. Some people | inter-
viewed with already left the country for years,
and they forgot many details.

Design phase

1. From the second sprint, most of the testing
with Chinese consumers was done online or by
someone else. As a result, | cannot observe the
behavior and facial expressions of participants.
It is a pity because this subtle evidence some-
times can provide rich insights.

2. As the design iteration for the consumer
product takes too long, there is no time left to
develop the MP store templates for clients fur-
ther and test the idea with some brand owners.

m  Nextsteps

1. According to the roadmap, the MP store tem-
plates need to be developed soon. But the UX
interaction is not fully developed yet. More work
needs to be done to finish all the details of the
the templates.

2. I validated the final design with three con-
sumers in Chinag, but they are not subscribers
of NPH OA, and they don’t have a plan to visit
the Netherlands. It is preferred if the concept
could be tested by more NPH OA subscribers
in China.
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