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Strategies enabling young Chinese consumer brands to enter global eCommerce market successfully
1. [bookmark: _Toc176092190]ABSTRACT

The consumer sector is one of the largest contributors to the overall economy and has been a driving force for economic development. Hence, a healthy development in the industry is important for the overall economy.  Consumer brands are generally dominated by large global players (ie. well-established brands) who possess strong competitive advantages over smaller and younger brands. Their competitive advantages include economies of scale, higher brand awareness, and running a more effective supply chain with a long history of being in the market, which is not easy to match by smaller players with a limited track record. Another important disadvantage is that well-established brands normally carry much higher brand recognition, whereby this trust is important for consumers when they make decisions and will require a lengthy time to build. All these factors create significant entry barriers for new brands and make consumers harder to switch (Rua and Santos, 2022).

As mentioned above, healthy development in the consumer sector will require new and young brands to continue their innovation to drive industry development. Young brands, especially those from China, will face strong challenges in developing brand business globally, which also raises the question of whether these young Chinese startup brands would have a chance to succeed in this highly competitive market dynamics. 

Firstly, we will need to understand why it is important for Chinese brands to develop business overseas.  The global consumer market is slowing amid the economic slowdown, which include many domestic markets including China (Mandal, 2022). This slowdown in the economy has led to business operation challenges such as a decline in revenue, tightening profit margins whereby it is important to seek new catalysts for business opportunities and expanding globally to seek for broaden its consumer base, deemed to be an important strategy (Wu and Yang, 2024).  Generally, it is noted that Chinese brands will face many headwinds when considering to expand globally.  This is due to their disadvantages in limited access globally, lack of brand recognitional and the general perception that China only produce low price low quality products.  (Snyder, 2023)  Hence, the purpose of the research is to investigate what strategies young Chinese brands should employ as new players in the global market to make them successful. It also aims to find opportunities that could reverse their traditional disadvantages into advantages and develop into a disruptive business model of their own that even well-established brands find challenging to compete with.

Regarding strategies, the effective way young Chinese brands to be competitive in the global space is to develop a unique set of competitive strengths. It would include but not be limited to creative sales strategies, the ability to introduce highly cost-competitive (yet high-quality) products, and the ability to develop a strong brand value that could be appreciated by global consumers.  Strong brand value is especially important for Chinese brands because it is a trust between consumers and the brand, which will also be a key factor for consumers to transition the Chinese brand image from being a “manufacturer” to the ability to provide creative products with innovations which is important for a brand to healthily grow in a long run. (EY China, 2024)

During the research, it is noted that the most effective way for young Chinese brands to develop business globally is through eCommerce, which is an effective bridge to reach global consumers (Snyder, 2023), which could also play to the advantage of the Chinese brands given they have accumulated strong experience in China thanks to the development of online activities in China. Below sets forth some of the key success factors that young Chinese brands could employ. More detailed discussion will be in the literature review section: 

· Target specific market that is not fully covered: Product targeting is very important, especially young Chinese brands should avoid competing in the most common products that are already dominated by well-established brand players.  They can focus on product that were being overlooked but has high demand potential, and spent significant efforts in addressing the consumer' needs in the area whereby well-established brands are not focusing. This is possible via the "China advantage" whereby speed for manufacturing is unreplicated in other countries  (Odlin and Benson-Rea, 2021). 

· Direct-to-customer (“DTC”) model: Traditional sales distribution models usually rely on offline distributors with have little interactions with customers.  However with the introduction of the advanced technology features from digital platforms, young Chinese brands can access consumers directly and utilise the DTC marketing model to overcome many traditional entry barriers and, at the same time, create new entry barriers for well-established brands. A great number of Chinese firms have strong experience in eCommerce and DTC strategies due to the highly developed eCommerce industry in the domestic country, and they can replicate their key success online strategies in the global eCommerce marketplaces and integrate them with advanced technologies. (Mu and Yi, 2024)

· Innovation for cost-effective high-quality products: Competitiveness in product offering is a key differentiator for consumer business, and it is particularly important in today’s economic slowdown. Young Chinese brands require this capability to encourage consumers to shift their purchases from well-established brands and become the new “go-to” brand for them. (Wu et al., 2020)

· Creative strategies to improve brand value: This is a crucial factor for young Chinese brands to reshape the traditional “Made in China” stereotype perception that China is only good at manufacturing cost-effective products and may not be able to create creative products at good quality. Hence, building customer loyalty and generating positive word-of-mouth through offering highly customised customer experiences, acting quickly in operation responses, etc, over the usage of online platforms would significantly improve customer interactions.  This is a crucial factor for online purchases whereby a physical touch or in-person interaction cannot be done (Renner, 2022).  

· Utilise China’s unique manufacturing network: China has unique and massive manufacturing network base.  This unique setup allows young brands to rapidly respond to global trends, whereby this flexibility has become a game-changer advantage and neutralised some of the traditional disadvantages that smaller players normally have such as economies of scale owned by well-established brands. (Fiducia Strategy Advisory, 2019) 

Based on the above, there are certain strategies that younger brands can outperform well-established brands.  Thre are also increasingly more relevant cases such as SHEIN and Carote who have successfully challenged the market and won significant market and more details will be discussed in the literature review.

Regarding the research approach, a qualitative approach includes case studies and expert interviews will be conducted to gain insights from actual case studies and views from industry experts.  Our qualitative methodology will focus on realising the meaning of social phenomena which is mainly around observing why some of the emerging brands have become successful in a short period of time despite being in a highly competitive market full of well-established brands.  

Regarding the research gap, we note that it is only the beginning stage that Chinese companies are actively attempting to tap into the global eCommerce space; hence, there are limited references in analysing the successful stories. In order to minimise the research gap, the qualitative expert interviews will be crucial as they will include highly relevant interviewees (such as CEO and industry experts) who are at the forefront of the industry trend to share their insights.  This research paper aims to serve the purpose as a reference to provide more insights on the successful factors for newcomers who wish to develop cross-border eCommerce business and also study the relationship among the successful factors that could make young Chinese brands successful in the global eCommerce space. 

Keywords: Disruptive business model, branding strategies, eCommerce, direct-to-customer, young Chinese brands.

1. [bookmark: _Toc176092191]LITERATURE REVIEW

A specific literature review is conducted to study the challenges faced by new brands from China who wanted to expand globally via eCommerce and how they could effectively compete in the market.

1. [bookmark: _Toc176092192]Background
The consumer sector is one of the largest contributors to the overall economy and has been a driving force for economic development. Hence, a healthy development in the industry is important for the overall economy.  Consumer brands are generally dominated by large global players (ie. well-established brands) who possess strong competitive advantages over smaller and younger brands. Their competitive advantages include economies of scale, higher brand awareness, and running a more effective supply chain with a long history of being in the market, which is not easy to match by smaller players with a limited track record. Another important disadvantage is that well-established brands normally carry much higher brand recognition, whereby this trust is important for consumers when they make decisions and will require a lengthy time to build. All these factors create significant entry barriers for new brands and make consumers harder to switch. (Rua and Santos, 2022)

While well-established global leaders will continue to dominate the sector and potentially hurt the healthy development of the sector by monopolising the market, we have seen increasingly more cases in which some young Chinese brands managed to perform well despite a shorter operating history and limited brand recognition.  These companies generally excel by creating their own disrupted business model using effective online strategies and utilising eCommerce as a key channel.  Hence it is important to research their successful story in such a highly competitive market effectively.

During the research, we noted that these successful young companies normally not only possess a particular competitive advantage but have the ability to bundle a variety of competitive advantages to create their own disruptive model which has become formidable and challenged back to the well-established brands (ie. Turning economies of scale disadvantage into advantages). Regarding the research gap, because the trend of young Chinese brands going into the global eCommerce market has only recently started, so the amount of research is rather limited. Most of the research is mainly based on some large corporates (especially the electronics goods), and not many of them have studied in detail how a smaller company can disrupt the market, nor have they checked end consumers’ views on these strategies. This research will serve as a good reference for young brands who wish to tap into the global eCommerce market to better understand the strategies that they should employ, also serves as a good reference to researchers on how creativities in business models can allow smaller start-up brands can still be able to effectively compete even in the global market.

1. [bookmark: _Toc176092193] Key challenges possess by young Chinese brands

2. [bookmark: _Toc176092194]Why well-established brands have competitive advantages over younger and smaller brands?

Well-established consumer brands usually enjoy dominant market positions thanks to their traditional competitive strengths, giving them a clear edge over rivals. Not only do they have better brand equity and higher consumer recognition, they also have built better customer trust and brand loyalty through a longer operating history. Such dominance of brand equity makes them able to charge premium price over smaller competitors (Rua and Santos, 2022).

Economies of scale is also the typical advantage enjoyed by larger well-established brands over smaller competitors (Verbeke and Yuan, 2021). Well-established brands generally have well-negotiated terms and advantageous costs for production because of the large order size which suppliers could not ignore. This enables them to maintain competitive prices and has higher profit margins compared to small competitors. They also have accumulated strong distribution networks that are supplemented by long-term relationships with suppliers as well as retailers, which in turn possess a strong advantage in the overall retail distribution model (Naradda Gamage et al., 2020). These networks created strong entry barriers for new players trying to enter into the market efficiently. (Gielens, Gijsbrechts and Geyskens, 2021).

Moreover, well-established brands have much stronger financial resources to invest in R&D, allowing them to improve their products by better anticipating upcoming trends  (Kim and Aguilera, 2016).

2. [bookmark: _Toc176092195]What are the typical limitations that young consumer brands encounter?
Starting is always difficult for young brands as they will encounter many challenges, especially when trying to target the global online sales market. Below are some of the key challenges:

Brand reputation: New brand awareness is the main hurdle for start-ups as they lack consumer trust. Building brand equity is a gradual process and it takes time to improve trust level to make consumers feel comfortable (Johnson, 2023). This is particularly the case for online purchases whereby a physical touch or in-person interaction is not possible (Renner, 2022).  Therefore, it is not easy for young brands to excel in a highly competitive market.

Pricing and resources for marketing: Young brands usually struggle with their limited financial resources to target the market. It is hard for them to price their product at a reasonable level, given that well-established brands are operating at higher efficiencies.  They also lack the budget to promote their products via marketing campaigns like their larger competitors  (Nambisan, Wright and Feldman, 2019).  Hence, it is challenging for young brands to generate reasonable profit initially.

Online visibility: Being visible to consumers is imperative for eCommerce sales. Younger brands with less operating track record face challenges in reaching their end customers, and their probability of showing up in the search engines is lower. Hence, they innovative digital marketing strategies have become more important in today’s eCommerce industry and become a keuu key differentiator (Yadav and Pavlou, 2020).  

Ability to offer cost-effective products: Young brands face challenges in keeping their product cost low as manufacturers or suppliers usually would not provide them with the same manufacturing cost like well-established brands given their order size is relatively lower, and would not be prioritised by the suppliers (Kim and Chai, 2017).  Moreover, most of these manufacturers and suppliers have their own standards for minimum-order-quantity (“MOQ”) requirements for production, which may not  fit the smaller orders by the young brands, and thus it will be more difficult for new brands to produce the products they want and be innovative (Cheng, 2000).

1. [bookmark: _Toc176092196]Why has the global eCommerce market become more important for young Chinese brands?
The current global economic slowdown directly impacts the global consumer sector, which also applies to the already highly competitive Chinese domestic market (Mandal, 2022). Such a slowdown of the consumer market in China has further intensified competition, leading to higher pressures in revenue and profit margins. Hence, they must seek new revenue growth opportunities to sustain their businesses (Wu & Yang, 2024). Yet it leads to the question of how these Chinese brands can be competitive in the global consumer market and where should be their entry point given their lack of track record globally.  Thanks to the advanced development of the Chinese internet market, it is noted that targeting the global market via eCommerce seems to be a good entry point amid the strong eCommerce expertise of these Chinese brands in domestic market (Snyder, 2023). It also helps as the eCommerce market continues to grow given the global emergence of online sales channels such as social media (Facebook, Instagram, etc) and internet marketplace (eg. Amazon, Ratuken, Shopee, Warmart.com, etc) which has lowered the entry cost for young Chinese brands to tap into the market and allow them to interact overseas consumers directly. (Wang, 2021)

In terms of the total addressable market for global eCommerce, it is forecasted to rise from USD 16.29 trillion in 2023 to USD 67.05 trillion in 2033. Such growth opens a window of great opportunity for young Chinese brands to tap into.


Total addressable market for global eCommerce 2023 to 2033
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Over recent years, we see increasing demand for cost-effective yet high-quality products amid economic slowdoan. (Phan, 2023) This shift would benefit Chinese brands, as this has been their focus in their domestic market. According to PwC's Global Consumer Insights Pulse Survey (2023), consumers are shifting towards more affordable and flexible purchasing options. (PricewaterhouseCoopers, 2023). 

In addition, the other advantage for the young Chinese brands is their response time to market demand.  The strong competition in domestic market has forced them to strengthen their abilities in product innovation, customer service response time, and flexibility in operation that can be replicated in the global eCommerce business (Liao and Yang, 2023). 


1. [bookmark: _Toc176092197]Key strategies for young Chinese brands to compete in the global eCommerce market 

4. [bookmark: _Toc176092198]Target specific market that is not fully covered 

Product targeting is important, especially young Chinese brands should look for unique entry points to the global eCommerce market either via niche industries or consumer trends that may be underrated or dominated by bigger, established global competitors. On the other hand, they can play into the advantage of leveraging the Chinese "advantage" such as manufacturing infrastructure, comparatively lower cost base, and strong experience in eCommerce technology (Odlin and Benson-Rea, 2021).

The advantage of targeting a specific market as a starting point can allow Chinese brands to stay away from direct competition with global players and, in that case, will have more space and time to position and promote their brand on the Internet (Eddleston, Sarathy and Banalieva, 2019)Consequently, the absence of competition made it easier to attain higher profitability and offer innovative products with which to distinguish themselves from well-established brands in the global eCommerce market and stand out in a highly competitive market.

4. [bookmark: _Toc176092199]Direct-to-customer (“DTC”) model 
Utilise digital platforms effectively
In today's business environment Internet plays an important role. The ability to implement effective digital marketing and eCommerce tools is necessary for new brands to attract global customers. The contemporary digital environment of young brands has opened up doors to direct customers at unprecedented levels, thus creating an opportunity for them to realize online marketing strategies that may outperform older well-established brands that rely on traditional channels  (Pereira et al., 2023)  (Jung and Shegai, 2023). Furthermore, the ecosystem and strategies for eCommerce are different, it requires active instant interactions with consumers, whereby conventional offline sales via distributors are not made possible. Hence, such a situation offers good entry points for young Chinese brands to develop marketing strategies of a completely different approach, as they are more agile in business operations and can fully leverage new online tools, including AI and equivalent technologies, to manage customer interactions. 

Replicate successful domestic experience and bring it to global: Young Chinese brands have strong expertise in eCommerce operations due to their experience gained from the highly competitive online sales channel, which is undoubtedly one of the most advanced e-commerce ecosystems globally (Liao and Yang, 2023) and they have good knowledge in leveraging advanced technology tools in AI, big data, etc that are embedded to their online operations. For instance, fast fashion brand SHEIN has been implementing big data analytics for forecasting fashion trends and management of stocks, helping to cope with the changing global trends and improving revenue as well  (Liu, 2022). In this case, though young brands may seem less well positioned in the industry because of their short operating history, they still have a chance to level up through the technology edge and become highly competitive brands with the well-established brands that do not focus in this area.

Utilise global online marketplaces: One key strategy for young Chinese brands is to utilise the highly efficient global online marketplaces that offer low entry points but can gain immediate access to global consumers. Traditionally, the option for retailers to sell their products globally with an offline business model has had a very high entry barrier. However, the emergence of global cross-border marketplaces such as Amazon, Shopee, and Rakuten, etc., has enabled companies to remotely connect with global customers considerably faster and more conveniently without having to worry about the logistics of opening their online stores or incurring maintenance costs. For instance, online kitchenware leader Carote, who does not have to operate its own private online store, have leveraged the use of the main online marketplaces to conduct business with significant success as it offers a win-win situation for both themselves and the marketplaces. Carote has become one of the fastest growing kitchenware brands globally now (Carote IPO prospectus, 2024).

Utilise DTC model as its key strategy
DTC model is an important strategy for young Chinese brands to excel. The DTC model permits brands to interact directly with customers at quicker speed (Mu and Yi, 2024). Brands will also be able to obtain real-time feedback about consumer preferences, and respond to the market trends and demands promptly. For example, fast fashion company SHEIN has dedicated significant efforts to understand fashion trends through customer interactions and embedded them into big data analytics, to immediately respond with new products.  This not only gives the company an edge but also makes traditional players difficult as they do not have such capacity to cope  (Mu and Yi, 2024).  Similarly, online kitchenware company Carote processed more than 15 million customer interactions in 2023, and by analysing this product feedback, the company could further improve its product real-time rather than wait for the next cycle (Carote IPO prospectus, 2024).

Moreover, the DTC model optimizes operation efficiencies as it reduces the number of intermediaries (i.e. distributors in the traditional offline retail model), shortening the distance between the brand and the consumer via direct communications in digital platforms and, more importantly, reducing the cost involved in these intermediaries. This operational efficiency also ensures that young Chinese brands can roll out new products that are more customisable compared to well-established brands, which are slower in reacting to market demand (Mu and Yi, 2024). The success stories of SHEIN and Carote are good examples how sales can be linked to inventory, which consequently gives these companies more operational flexibility compared to businesses with traditional models. These attributes enable young brands to tap into markets with a more direct approach that can be harder for the incumbent brands to respond to quickly due to the large inflexibility of their own business models.

The DTC model also has direct linkage to customer experience, as it is a breakthrough of space and time constraints that we usually experience in traditional retail model and it has become a trend that young customer prefers (Allison, 2021). For example, Chinese cosmetic company Perfect Diary gained solid international recognition by engaging with their customers via DTC model (Chozan, 2023).

The DTC model also helps improve brand awareness and trust, which has been a disadvantage of Chinese brands given their lack of operating history, and the general perception of Chinese-made products. The type of interactions from effective marketing and direct customer interactions would allow their customers to progressively gain better knowledge about the product, and this type of marketing cost will be far lower compared to traditional marketing advertisements (Mu and Yi, 2024). 

In conclusion, the DTC model made things possible for young Chinese brands in the eCommerce space that were not achievable in the traditional offline retail model. The ability to gather more direct consumer interactions, analyse business data, and develop innovative marketing strategies could also allow them to compete effectively even compared to well-established brands that move slower in this space.

4. [bookmark: _Toc176092200]Innovation for unmatched cost-effective high-quality products
Innovation for differentiated products at highly competitive costs is usually the first key factor for young Chinese brands to stand out in the market.  Young Chinese brands can leverage this advantage to introduce more innovative ideas thanks to the backing of China’s well-established manufacturing ecosystem, efficient supply chain setup and significant production know-how accumulated over the years as the world’s most important manufacturing country.  The ability to offer cost-effective products that fit the needs of consumers’ need is also the tool to gain significant consumer loyalty and trust (Wu et al., 2020).

For example, young fast fashion brand SHEIN is very good at leveraging China's manufacturing capabilities to promptly produce high-quality, trendy products at competitive prices. This is made possible by working with a large number of suppliers who can provide SHEIN with agility in production and response to market trends quickly, allowing it to maintain a competitive edge in the fast-paced eCommerce environment. The combination of cost-effective manufacturing and agility in business operations has allowed young Chinese brands to disrupt the traditional retail model with well-established brands and gain notable market share in the global eCommerce space. (Wu and Yang, 2024)

4. [bookmark: _Toc176092201]Creative strategies to improve brand value 
This is a crucial factor for young Chinese brands who want to target the global market given their lack of operating history and the traditional “Made in China” stereotype perception that China is only good at manufacturing cost-effective products and may not be able to create creative products at good quality. Hence, building customer loyalty and the ability to generate positive word-of-mouth will require tactics in offering highly customised customer experiences, the ability to act quickly in operation responses, etc, which could be done today thanks to the usage of online platforms and apps, allowing them to increase direct user interactions promptly.  This is particularly relevant for businesses that focus on online purchases whereby a physical touch or in-person interaction cannot be done (Renner, 2022).  For them, it is also imperative to design a loyalty program with a great experience for the customers, which will promote word-of-mouth via effective utilization of online channels and apps, so as to organize more interactions with the users. (EY China, 2024) 

Moreover, the continued emergence of social media and creative digital marketing tools has continued to shape highly innovative marketing strategies.  The increasing influence of social media platforms like Instagram, Facebook, TikTok, Youtube, etc, has created an era in which direct interactions with consumers are at an extremely high level.  Interactions between consumers and brands become compulsory and have become part of consumers’ everyday conversation on social media which is very different compared to the traditional retail model. (Swaminathan et al., 2022)

Influential marketing via social media: The distinctive practices of social media and influencer marketing in today’s world mean that every business sets itself apart by using them. The younger Chinese brands tend to have expertise in this regard; they use this tool to localise their products and provide strong social influence by working with the local key opinion leaders (“KOL”s), which is an area that well-established brands lack. Take fast fashion brand SHEIN as an example, it has fully utilised platforms such as Instagram and TikTok to communicate and approach youth on a global level in a way that is relatable to them. This, in turn, makes the brand feel like one big family to many of those who wear it. Activities in social media marketing, which are interaction, informativeness, personalization, and trendiness, deeply affect relationship quality elements such as commitment, trust, and satisfaction. This strategy will significantly encourage re-purchase by consumers. With the ability to improve consumer interactivity and position valid information, it also helps increase consumer trust and satisfaction. (Sohaib, Safeer and Majeed, 2022)

Localization: Localisation is highly important to win consumer’s support as different geographical regions have different consumption preferences.  It is also an area where well-established brands that largely focus on standardised products are not doing well.  This strategic ambidexterity, or the capability to simultaneously innovate while adjusting to local market conditions, is in turn, the competitive strength of Chinese brands (Wu et al., 2020) given their flexibility and willingness to innovate. This is also made possible by the backing of the strong manufacturing and supply chain setup in China. Chinese brands' ability to appreciate consumer decisions in a particular targeted group will reinforce their ability to win customer loyalty and maintain good customer retention.

In conclusion, young Chinese brands can build strong global identities by implementing these strategies. They can effectively compete in the global eCommerce markets and potentially address the perception associated the traditional "Made in China" stereotype.

4. [bookmark: _Toc176092202]Utilise China’s unique manufacturing network
Developing strategic advantages inherent in supply chain and manufacturing capabilities is crucial in delivering products that are both relevant to market needs and cost-efficient. Young Chinese brands are uniquely positioned in this regard thanks to the backing of China's comprehensive manufacturing infrastructure, allowing them to obtain rapid production speed even in small quantities. This capability also enables them to respond to global market trends quickly and enjoy similar production advantages to well-established brands, even in smaller quantity orders. This is increasingly the case given China is generally not short of manufacturing capacities amid the current global economic slow down.  (Fiducia Strategy Advisory, 2019)  Below sets forth some key factors that young Chinese brands can be competitive compared to well-established brands.

Advantage in Minimum Order Quantities (“MOQs”):
The unique feature of the manufacturing sector in China is that manufacturers have the capacity to handle and cater for orders of smaller quantities, with what we so-called minimum-of-quantity (“MOQ”), which is key for the smaller brands which can have equal capabilities like well-established brands. Take fast fashion brand SHEIN as an example; they have the ability to leverage its extensive and reliable supplier network, with the capability to manufacture between only 100-500 units per design style, which is very different even some of the well-established brands could not even match.  This MOQ advantage allowed SHEIN to introduce new products quickly and test the market instantly before deciding to massively produce a product (ie. massively produce only when they see a product is receptive). This not only underscores the company's agility but also its commitment to innovation and market sensitivity. This system, leveraging real-time data, ensures that higher volume production can be up and running within a mere three days—a remarkable testament to the efficiency and scalability inherent in China's manufacturing network. (Wang, 2022) This model illustrates how manufacturing flexibility significantly improves their competitive advantages, which could even challenge well-established brands.

Speedy prototyping and production:
China manufacturing is famous for its flexibility and rapid development cycle, allowing young Chinese brands to develop quick designs and prototypes at unprecedented speed.   For a typical design-to-prototype cycle that usually takes months for well-established brands, young Chinese brands can complete it as fast as 3 days, allowing them to quickly respond to the speedy fashion trends and target consumers' preferences directly (Wang, 2022).  This agility has become a strong competitive strength that well-established brands could not match due to its inflexibility from its traditional operating model.

Sourcing from diversified supplier base: 
The massive supplier network in China allows young Chinese brands to have the ability to source production materials easily and at competitive costs. This also allow them to be creative and test a large variety of raw materials or designs without the need to commit large scale production and have long lead times for product designs (Kerkhoff et al., 2017).

Mitigate economy of scale disadvantages:
The traditional advantage in production economies of scale possessed by well-established brands could be largely mitigated by China’s flexible manufacturing network.  This allows young Chinese brands to be able to obtain more favourable terms even at smaller orders amid the strong supplier network and the current economy slowdown whereby suppliers are not short of capacities. Young Chinese brands can now obtain competitive manufacturing costs even at lower volumes, mitigating the typical scale issue enjoyed by larger competitors. (Fiducia Strategy Advisory, 2019) 

Technology and production know-how expertise:
Thanks to the global manufacturing status of China, not only the manufacturing capacity is unmatched by other countries, but its production know-how and ability to integrate advanced technologies in the manufacturing process have led to its leadership status.  Young Chinese brands could leverage this advantage and enhance their quality control, inventory management and production planning (Li, 2023).  In addition, in the example of online kitchenware company Carote, we can see that they have taken an interesting approach whereby the company owns expertise in manufacturing know-how, will also design its own mould for products, and then work closely with manufacturers to manufacture the actual product, and this could only make possible when they are located close to the manufacturers with good relationships.

In conclusion, we note that young brands could be well-positioned to challenge well-established brands by leveraging these strategic advantages from China's manufacturing network and overcome the typical traditional barriers to entry into global markets.

1. [bookmark: _Toc176092203]Research Methodology: Qualitative research approach for the study
Other than the above, qualitative research will also be conducted to further investigate the potential success factors. The qualitative research approach will include two specific channels in (1) case studies and (2) expert interviews.  The purpose is to obtain relevant insights from different angles to form effective research hypotheses and generate a better understanding of the answers to the research topic from different angles.

5. [bookmark: _Toc176092204]Selected case studies: (Two cases in SHEIN and Carote)
A selection of 2 successful cases have been selected, which relates to young Chinese brands who have emerged into successful global leaders.  The detailed case study will include the lessons learned and challenges that they faced, and then evaluate how they developed their specific strategies that turned into disruptive business models that could challenge the large-scale, well-established players who had dominated the market. Regarding data, there will be a collection of qualitative data from industry reports, journal articles, annual reports which would provide insightful data points in operations, industry and financials. 

Participant sample size: The cases selected for detail analysis are: (1) SHEIN, a global fast fashion brand and (2) Carote, an online lifestyle kitchenware brand.  Both are uprising brands in the eCommerce space that have successfully challenged the incumbent traditional brands and have achieved significant success in recent years.  They both originated from China, but the majority most of their revenue is derived from overseas markets. The selection of these two companies is poised to be interesting because despite having success in the eCommerce sector, both companies operate at different channels.  SHEIN operates via its private online store (with strong usage of social media platforms such as Instagram, Facebook, etc.), and Carote operates entirely via 3rd party online marketplaces (such as Amazon, Ratuken, etc.) without its own online store.

A detailed analysis will be conducted to study their successful factors and drive key takeaways for young Chinese brands to study for the future.

5. [bookmark: _Toc176092205]Interviews with industry experts: 
To obtain relevant insights, the research has been designed to select highly relevant professionals who could be the “voice” for the eCommerce industry.  A sample of highly qualified candidates includes corporates leaders (Chairman/CEO/CFO) of eCommerce industry, industry consultants, financial professionals (bankers, accountants, valuers lawyers, etc) to obtain relevant insights on the best practice in the field and their recommendations for young Chinese brands to operate in the industry and be successful.

Participant sample size: Target size of 15-20 highly qualified professionals.  The purpose is to design a questionnaire that can obtain relevant insights and observations, and then cross-check the initial conclusion from the literature review.

The qualitative methodology listed above would focus on realising the social phenomena, which is to observe why some of the young brands could be successful in a short period of time despite being in a highly competitive market full of well-established brands. This will be insightful for other young Chinese brands to benchmark and consider when developing their business globally despite a smaller scale.

1. [bookmark: _Toc176092206]Conclusion
The consumer sector is one of the largest contributors to the overall economy and has been a driving force for economic development. Hence, a healthy development in the industry is important for the overall economy.  With the existing dominance of well-established brands, it is perceived that there are many challenges for younger brands to overcome in the eCommerce space.  However, we have also seen an emergence of young brands who have managed to disrupt the marketing using their specific disruptive business model that has turned around the situation and even created strong challenges for well-established brands to compete. Hence, choosing the right strategies is crucial for young Chinese brands to operate business globally.

Regarding the research gap, we note that it is only the beginning stage that Chinese companies are actively attempting to tap into the global eCommerce space; hence, there are limited references in analysing the successful stories. In order to minimise the research gap, the research has included expert interviews from highly qualified professionals (including Chairman/ CEO/industry expert) who are the “voice” of the industry and shall share many industry insights.  This research paper also aims to serve the purpose of a reference to young Chinese brands to understand the key success factors for newcomers when they plan to tap into the cross-border e-commerce business.  The research will also study the relationship among the successful factors and attempt to draw interesting conclusions. 
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