
As the biggest shopping event of the year, Singles Day 2019 did not disappoint! 

Also known as the 2019 Global Shopping Festival, Singles Day 2019 took the world by storm  
last week with Alibaba generating RMB268.4 billion (US $38.4 billion) in gross merchandise  
volume in just 24 hours according to published figures.  A 26% increase from 2018, the total  
number of delivery orders reached a new high of 1.3 billion with nearly 300 brands generating  
sales of RMB 100 million (US $14.3 million), and 15 brands surpassing RMB 1 billion 
(US $143.0 million) in gross merchandise volume. 
 
The importance of this shopping bonanza cannot be understated. Blurring the lines between  
entertainment and shopping, this weeklong festival culminating on 11.11, puts a spotlight  
on entirely new consumer shopping behaviors and offers a glimpse into the next wave of  
retail – End-to-End Commerce.
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Commerce has hit its next level of evolution. 
Today it is everywhere, transforming businesses and lives.  
In a world where people decide what, where, when  
and how they buy, an end-to-end view of commerce has 
become a necessity. We believe the future of retail resides 
at the interplay of both the physical and digital  
worlds – everything from brick-and-mortar to experience 
to design to social and more. As brands become 
experiences that we buy, the ability to drive conversion 
across all channels and touchpoints gives new meaning  
to ‘commerce’ in creating lifetime value.

In the countdown to launch, celebrities including Taylor Swift 
who, notably, had also launched Amazon’s Prime Day, hit the big 
screen with a live show leading up to the main event. This key 
moment during the festival provides visibility for brands to integrate 
more deeply into the shopping experience, while allowing for new 
advertising touchpoints and an additional revenue stream for  
the retailer.  

The show highlights a key ingredient to Single’s Day  
success – Chinese shoppers love live-streaming shopping! 
A digital twist on what made the home shopping channel format 
famous, this trend has potential to gain traction across the world. 

What do we mean by 
‘End-to-End Commerce’?

Merging entertainment 
and retail, and yes 
there is an Opening 
Night Event! 



In the days leading up to the main event, Alibaba 
played into Chinese consumers’ expectations of 
retail – combining gamification and social to drive 
deeper engagement on its platform. The hook was 
the launch of a colorful and interactive game centered 
around Alibaba’s well-known cat mascot. The 
game that required daily interactions to gain points, 
increase chances at winning prizes, and drive healthy 
competition with friends to top rankings. The game’s 
touchpoints cleverly encouraged shoppers to use the 
entire ecosystem; earning points for engaging with 
brands, using Alipay, completing online purchases  

and in-store visits.  

While past Singles’ Day events saw vast 
opportunities for new product launches, 
this year’s focus was on customization 
and localization. As Chinese shoppers 
show increased interest in global brands, 
marketers used data to guide enhancements 
to their products such as changes to flavors 
or scents to speak authentically to the 
consumer.In a market where exclusivity 
is in high-demand, brands that allow 
for consumers, especially the younger 
demographics, to become part of the

A shift in consumer  
experience strategy 

Data-driven customization 
wins over local shoppers

“The focus of players such as Amazon, eBay, Walmart or other Western based online platforms, is to 
create frictionless experiences that help a user find what they’re looking for, get it into their baskets and 
make the purchase happen. Where Alibaba is unique is in its customer experience – creating a place 
where consumers can dive deeper and stay with the brand whether through celebrity endorsement, 
video content, gamification, or sharing their savvy discount strategies with people around them to 
enhance social currency.” Beth Ann Kaminkow, Geometry Global CEO 

design process often win. We saw this come to life 
through customized gift sets and personalized products 
allowing for an individualized touch.



Build from the learnings around retailtainment, 
gamification and social, to drive similar 
experiences in your home market. The human 
insights that power our desire to connect, be 
entertained and compete are the same globally, 
and tapping into these to create engaging 
experiences is sure to create enthusiasm  
and brand love.

Technology has significantly eased the ability to enter 
the Chinese market, but winning does require aligning 
with agencies that understand both the way global 
brands operate and the complexities of the market. 
As you think about your strategy, consider unlocking 
the power of creativity to reimagine how your products 
can be delivered and experienced in this distinct retail 
environment. Harnessing the knowledge and equity of 
local partners can help align you to established brands 
and local market nuances. But most important, never 
under-estimate the value of data and insights to drive 
connection with Chinese shoppers. Overlaid with the 
right human insights,  you can deliver incremental  
growth and business impact.

As the definition of ‘new retail’ evolves, Singles Day presents opportunities for global 
brands to create new retail experiences that mirror that of the fast-evolving Chinese 
retail experience. 

Adopting a creative commerce 
mindset in your key markets

Set your own winning Alibaba 
engine in 2020 

Takeaway 1:

Takeaway 2:

How Singles Day Can Inform Your 
End-to-End Commerce Strategy
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