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NO LONGER JUST A PROMOTIONAL DAY BUT THREE WEEK EVENT

With big e-commerce players’ putting efforts prior to Double 11 (D11)
triggering consumers’ early participation, D11 is not simply a promotion
day anymore, it is now a 3+ weeks extravaganza.
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IMPLICATIONS FOR BRANDS
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Clients and agencies must rethink the
traditional way of doing promotions and need to
come up with innovative ways to stand out.
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DESPITE ACCOUNTING FOR 82% OF TMALL SALES D11 IS NOT JUST MOBILE
PC IS STILL PLAYING A KEY ROLE IN DECISION MAKING
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We cannot ignore the strategic importance of
PC and we need to make sure to be there
when consumers are looking for our brands.
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The proportion of using both PC and Mobile increased to 43%,
indicating the critical role of PC.
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DURING D11, THERE IS A SIGNIFICANT INCREASE IN ONLINE
SHOPPING ACTIVITY WITH MUCH DEEPER INVOLVEMENT

LEAVING LESS TIME FOR OTHER ACTIVITIES
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D11 1S DIRECTLY IMPACTING SOCIAL TRAFFIC
BRANDS NEED TO CAREFULLY MANAGE INTEGRATED
STRATEGIES ACROSS THIS PERIOD
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IMPLICATIONS FOR BRANDS

We need to redefine the role of SOCIAL especially before and after
the peak hours: creating excitement and desire (BEFORE] and
maximizing the sharing and interactions (AFTER).
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