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THE LATEST FROM CHINA
Patrick Xiang

Marketing Director, Ipsos in China

THE RETAIL CONVERSATION
Allen Bonde

Chief Marketing Officer, SIA & Synthesio, Ipsos

Watch the recording here

https://youtu.be/vjK1D5eU3qM
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QUESTION TIME

Do you have questions for our panellists?

Please send them by clicking on the‘?’ in 

the right pane.

You can ask your question at any time 

during the session.



THE 
PUBLIC MOOD

Simon Atkinson

How are things right now?



The story of the year
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2022: a tale of crises

Which three of the following topics do you find the most worrying in your country?

Global country average
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Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details. 

Base: Representative sample of c.30,506 adults aged 16-74 in 29 participating countries, October 2021 - October 2022.
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CONSUMER CONFIDENCE
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16 out of 23 

countries are 

showing lower 

scores than in 

February
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Spotlight on Europe
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CURRENT ECONOMIC SITUATION: GERMANY

Base: Representative sample c. 1000 adults aged 16-74 in Germany, 2012 - 2022.

11 ‒

How would you describe the current economic situation in your country?

(% ‘Very good’ or ‘Somewhat good’)
Q

Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details. 

47%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Nov 12 Nov 13 Nov 14 Nov 15 Nov 16 Nov 17 Nov 18 Nov 19 Nov 20 Nov 21 Nov 22

Germany

Filter: Country: World | Current Wave: Nov 22



© Ipsos | What Worries the World

CURRENT ECONOMIC SITUATION: SWEDEN

Base: Representative sample c. 500 adults aged 16-74 in Sweden, 2012 - 2022.

12 ‒

How would you describe the current economic situation in your country?

(% ‘Very good’ or ‘Somewhat good’)
Q

Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details. 
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CURRENT ECONOMIC SITUATION: NETHERLANDS

Base: Representative sample c. 500 adults aged 16-74 in Netherlands, 2012 - 2022.

13 ‒

How would you describe the current economic situation in your country?

(% ‘Very good’ or ‘Somewhat good’)
Q

Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details. 

34%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Nov 12 Nov 13 Nov 14 Nov 15 Nov 16 Nov 17 Nov 18 Nov 19 Nov 20 Nov 21 Nov 22

Netherlands

Filter: Country: World | Current Wave: Nov 22



THE 
PUBLIC MOOD
What’s Happening this month?
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THE 
PUBLIC MOOD
What’s Happening this month?
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THE COP 27 MEETING
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THE COP 27 CONTEXT
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COP 27: PUBLIC ATTITUDES
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STRONG SUPPORT FOR THESE POLICIES
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STRONG SUPPORT FOR THESE POLICIES
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SOME SUPPORT FOR THESE POLICIES
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SOME SUPPORT FOR THESE POLICIES
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SOME SUPPORT FOR THESE POLICIES
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DIGGING DEEPER: WHO CARES?
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SEGMENTING THE POPULATION
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CONSUMER PROFILING
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THE 
PUBLIC MOOD
What’s Happening this month?
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THERE’S LOTS GOING ON ONLINE
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THERE’S LOTS GOING ON ONLINE
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TRUST IN THE INTERNET
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TRUST IN THE INTERNET
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TRUST IN THE INTERNET
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THE 
PUBLIC MOOD
What’s Happening this month?
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THE WORLD CUP
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THE WORLD CUP
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DIVING DEEPER ON NATION BRANDS
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DIVING DEEPER ON NATION BRANDS
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DIVING DEEPER ON NATION BRANDS
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RESOURCES TO EXPLORE

Watch again & 
Download the 

resources at our
webinar home page

Convergent Commerce web page What Worries the World and

Global Consumer Confidence

Trust in the Internet

November round-up

COP 27 Survey

November round-up

Nations Brand Index

https://www.ipsos.com/en/keys-we-need-talk-about-change
https://www.ipsos.com/en/omnichannel
https://www.ipsos.com/en/what-worries-world-october-2022#:~:text=What%20worries%20the%20world%20-%20October%202022%201,the%20economy%20...%207%20About%20the%20study%20
https://www.ipsos.com/en/global-consumer-confidence-index-november-2022
https://www.ipsos.com/en-us/news-polls/trust-in-the-internet-2022
https://www.ipsos.com/en/ipsos-update-november-2022
https://www.ipsos.com/en/global-advisor-sustainability-2022
World%20Cup%20Survey
https://www.ipsos.com/en/nation-brands-index-2022
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ACCESS the recording, presentations

& resources from this episode

[[Webinar] KEYS - Convergent Commerce | Ipsos

JOIN US for our end-of-year

KEYS webinar:

Thursday, 15 December

11:00 & 17:00 CET

https://www.ipsos.com/en/webinar-keys-talking-about-our-generations
https://www.ipsos.com/en/webinar-keys-convergent-commerce-2022


THE LATEST 
FROM CHINA

Patrick Xiang
18 November, 2022



For the first time, Tmall and JD.com didn’t release the GMV (sales) number.

Packages delivered from Nov 1st to 11th:    -11% compared to 2021.
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$1.29 billion

sales value

on Nov 1st 2021

$1.67 billion

sales value

on Nov 1st 2021
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$2 billion
sales value

on Oct 24th

In the Skincare sector, 

68% of Tmall 1st day sales 

came from Austin Li.
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Delivery Pick-up Station Delivery Robot
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• Customers are encouraged to 

order on the app or WeChat.

• Starbucks opened ‘pickup only’ 

locations with no seats and no 

cashier.

Order online and pick 

up at the store

Order for delivery In 2022 Q2, Starbucks China’s 

mobile orders accounted for 

47% of total.

75% orders by loyalty members.
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Customers either order on mobile or at the kiosk.

McDonald’s digital orders in 

China accounted for 

85%+ of total
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• SAIC-Audi pushed the DTC sales via the app.

• On the app you can:

• Find promotions

• Book a test drive

• Choose all the specs and features

• Pay the deposit

• Sign the contract

• Arrange the mortgage

• Get the insurance

• Buy all the accessories
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Lower

operational cost

Improved

customer experience
Easier upsell Efficient marketing Smarter insights
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The dynamic zero-Covid policy has a strong impact. 

on economy and consumer confidence.

But things are changing…
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EMBRACING
CONVERGENT
COMMERCE

Alison Chaltas
November 17th, 2022



UNDERSTATEMENT: COMMERCE IS EVOLVING RAPIDLY 

MULTICHANNEL OMNICHANNEL CONVERGENT

COMMERCE

• Binary silos: online vs. offline

• Transaction oriented communication

• Seamless handoffs from one channel 

and touchpoint to another

• Functional, ‘frictionless’ experiences

• Channel explosion driven by technology

• Converging physical and digital 

environments and touchpoints
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EMERGING AND SCALING COMMERCE 
CHANNELS MOVING TO MAINSTREAM

Source: Ipsos Essentials Wave 64, September 2022, Base 10,017 across 15 countries.

Use of digital commerce channels, Past 6 months
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MEANWHILE, THE PHYSICAL STORE’S ROLES ARE EXPANDING

Increasing roles = increasing traffic

Source: Ipsos Essentials Wave 64, September 2022, Base 10,017 across 15 countries.

Electronics Food

Spending more 

time in physical 

stores
38% 74%

Buying more in 

physical store 29% 77%
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NO LONGER JUST ABOUT SALES PER SQUARE METRE

• Fulfillment – multiple ways

• Post sales & servicing

• Manufacture & cocreation

Functional 

• Discovery & entertainment

• Tangibility & sensory

• Convenience

Experiential Human

• F2F staff connection

• Community hub

• Leisure & social together time

Instore metrics should be updated to reflect new reality

L’Oreal flagship ChinaPudo pickup lockers, 7Eleven Japan Nordstrom, USA
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But,

consumers

don’t think in 

channels ...
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CONSUMERS NOW IN 
CONTROL OF THEIR OWN 
COMMERCE ECOSYSTEMS

Be wherever the consumer is, 

24/7, for whenever they need you

Integrate into the consumer’s ecosystem –

become their default go-to

Ensure their 

human experience is optimal

Shopping is no longer a place, but a fluid set 

of activities across channels and touchpoints
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MULTIPLE MODELS FOR MESHING YOUR COMMERCE 
ECOSYSTEM WITH A CONSUMER’S

PRODUCT ECOSYSTEMS SECTOR EXPANSION OPEN PLATFORMS
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KEEP HUMANS AT THE 
CENTRE OF THE ECOSYSTEM

Build your commerce ecosystem around the human, 

with tech as the enabler

Co-create with consumers for optimal brand 

experiences and channel activations

Humanize commerce experiences. Be tangible, 

sensorial, immersive, and personal
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SHOPPERS REACTING WITHIN CONTEXT 
OF TODAY’S TURBULENT TIMES

Source: Ipsos Essentials Wave 65, October 2022, Base 10,015 across 15 countries.

Inflation

Wars and political unrest

COVID hangovers

Seek lowest price products and channels. 

Starting earlier for pre-holiday sales.

75% cutting back on holidays. More 

planning, more touchpoints, less impulse.

Abandoned & postponed purchases.

Current Context Resulting Consumer Behaviour

Global Consumers’ Key Concerns

Retailer Tactics
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SO
WHAT?

• Think convergence first in all categories –

be where the consumer is at all times

• Define the role of each physical and digital channel and 

touchpoint  in the consumer’s ecosystem, 

and how they can support each other

• Keep it human.

www.ipsos.com/en/omnichannel Stay tuned for our upcoming Customer Perspective podcast on commerce ecosystems
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New insights from 

Ipsos.Digital + Synthesio

THE RETAIL CONVERSATION: 

LOOKING TO THE 
HOLIDAYS

Allen Bonde

Chief Marketing Officer

SIA + Synthesio



USING SURVEY + 
SOCIAL TO GET THE 
COMPLETE PICTURE

A sneak peak at our 2022 Holiday Shopping research with insights from FastFacts survey 

of 12 markets, plus English and French language social data from Synthesio in 4 countries

1. Will inflation's impact creates new traditions?

2. Are we seeing a rush (back) to the store?

3. Top gifts…and looking into the future
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INFLATION’S IMPACT: 
87% SAY RISING COSTS 
WILL IMPACT THEIR 
HOLIDAY SHOPPING
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About Innovation Spaces User Innovations & NSP‘sMarket Need Mapping Market Trend Landscape Conclusion & Activation

[ 68 ]

INFLATION’S IMPACT: the survey view

Ipsos Global 

Inflation Monitor 

saw the trend in 

June, when 37% 

said they would 

spend less on 

holidays

IS SAVING MONEY THE NEW HOLIDAY TRADITION?

Our 2022 Holiday Shopping survey shows how this is 

already impacting shopping behavior and even traditions…

56% 
Will look for the best prices, 

deals, and coupons

34% 
Will spend less money on 

holiday decorations

Source: Ipsos.Digital FastFacts quantitative survey launched on Nov 10th with 

national representative samples of ~10,000 respondents across 12 markets
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About Innovation Spaces User Innovations & NSP‘sMarket Need Mapping Market Trend Landscape Conclusion & Activation
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INFLATION’S IMPACT: the social media view

In online 

conversations, 

many say inflation 

is causing them to 

change holiday 

habits

IS SAVING MONEY THE NEW HOLIDAY TRADITION?

Inflation during the 

holiday season

Can’t afford 

Christmas 

presents

Rising costs of 

Thanksgiving 

dinner

Black Friday 

sales

UK 

poverty

Christmas 

markets

Terrible 

economyFlights 

during 

holidays

• Topic Modeling 

reveals top 

concerns… 

Source: Synthesio, public English-only mentions related to holiday shopping 

gathered from posts in the US, UK, Australia, 10/08/2022 – 11/05/2022

• …but also

anticipation and 

willingness to get out 

(Christmas markets, 

holiday flights)
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About Innovation Spaces User Innovations & NSP‘sMarket Need Mapping Market Trend Landscape Conclusion & Activation
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INFLATION’S IMPACT: survey + social view

In our new survey, 

on average 18% 

are already 

finished or almost 

done with their 

holiday shopping 

(but don’t worry 

56% haven’t 

started yet)

ARE SHOPPERS STARTING EARLY THIS YEAR? 
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BACK TO THE STORE: 
23% OF CONSUMERS 
ARE PLANNING TO 
INCREASE THEIR IN 
STORE SHOPPING
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About Innovation Spaces User Innovations & NSP‘sMarket Need Mapping Market Trend Landscape Conclusion & Activation

[ 72 ]

RETURNING TO STORES: the survey view

IS IN-STORE SHOPPING THE NEW (OLD) THING?

Source: Ipsos.Digital FastFacts quantitative survey launched on Nov 10th with 

national representative samples of ~10,000 respondents across 12 markets (6 

countries shown here to provide similar Y-O-Y comparison)

63% 
purchased Fashion 

gifts in store (vs 

58% in 2021 study)

64% 
purchased Home 

gifts in store (vs 

58% in 2021 study)

65% 
purchased Beauty 

gifts in store (vs 

59% in 2021 study)

…and ALSO

online!
62% 
purchased Fashion 

gifts online

58% 
purchased Home 

gifts online

57% 
purchased Beauty 

gifts online

Products that consumers touch or try are still purchased in store…
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About Innovation Spaces User Innovations & NSP‘sMarket Need Mapping Market Trend Landscape Conclusion & Activation
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RETURNING TO STORES: the social view

IS IN-STORE SHOPPING THE NEW (OLD) THING?

In online 

conversations, many 

say they are looking 

forward to returning 

to in-store shopping 

experiences, yet 

sentiment is mixed 

(dreading crowds vs 

seeing decorations 

and music)
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WHAT’S TRENDING: 
FASHION, FOOD…AND 
GIFT CARDS (AGAIN)
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HOLIDAY WISH LISTS: the survey view

WHAT’S TRENDING?

Source: Ipsos.Digital FastFacts quantitative survey launched on Nov 10th with 

national representative samples of ~10,000 respondents across 12 markets

0% 10% 20% 30% 40% 50%

I don't plan to buy gifts

Other

Sports and outdoor items

Experiences (events, travel)

Home items (furniture, etc)

Books (paper or e-books)

Gift cards

Electronics

Groceries, food, and beverages

Beauty items

Toys and games

Fashion and apparel

Gifts you have purchased or plan to purchase

In the 6 countries we 

surveyed in 2021, gift 

cards remain second 

most popular item
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LOOKING INTO THE FUTURE

SEEING EMERGING TRENDS USING SOCIAL DATA

Spotting early signals 

with Topic Modeling 

lets us see what may 

be in the store in the 

next 1-3 years.

What did we see 2 years ago?

Gender neutral deodorant:
WHAT WILL BE THE 

HOT PRODUCT IN 2024?

Bamboo products/packages:

Dalgona Coffee trend:

LET’S TALK:

Allen Bonde

Allen.Bonde@ipsos.com

GET OUR FULL HOLIDAY 

SHOPPING REPORT ON DEC 1ST

AT WWW.SYNTHESIO.COM
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Access the recording, presentations

and resources from this episode
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JOIN US for our end of year

KEYS webinar:

Thursday, 15 December

11:00 & 17:00 CET
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