
V. COUNTERMEASURES FOR CHINESE ENTERPRISES 

A. To Lower Price of Identical Products 
Price advantage is an important reason why cross-

border online shopping is chosen by cross-border shoppers. 
To attract more consumers, Chinese enterprises shall use 
cheaper high-quality raw materials for production. 
Meanwhile, they shall keep on technological innovation, 
increase production efficiency, reduce costs of similar 
products and enhance price competitiveness. In terms of 
marketing, for daily supplies without remarkable 
differences in neither quality nor brands, Chinese 
enterprises shall promote products by appropriately 
lowering product price on the premise of guaranteeing 
�S�U�R�G�X�F�W�� �T�X�D�O�L�W�\�� �D�Q�G�� �D�U�R�X�V�H�� �F�R�Q�V�X�P�H�U�V�¶�� �J�U�H�D�W�H�U�� �F�R�Q�F�H�U�Q��
about domestic products. 

B. To Attach Importance to Product Quality 
As symbol of corporate image, quality determines the 

future of an enterprise. Enterprises paying no close 
attention to product quality are doomed to fail at last. 
Product quality may be improved by enterprises from 
following perspectives. Firstly, enterprises shall strictly 
develop a range of production standards to strengthen 
management and guarantee all parts of production may 
strictly comply with the standards that have been 
established. Reward and punishment measures may be 
adopted to make employees realize that they will be 
seriously punished in case of their failure to work 
according to standards. Distinct reward and punishment 
systems are utilized to remind them of working in strict 
compliance with production standards. Secondly, a certain 
amount of samples shall be sampled before products are 
delivered out of factories and their quality shall be 
inspected. Once any non-conforming products are 
discovered, they shall be recovered to find out problems. 
No defective products are allowed to flow into the market. 
Thirdly, efforts shall be made to improve criteria for 
inspecting product quality, so that products may have 
superior quality reaching international level. 

C. To Catch Up with Fashion Trends and to Actively 
Innovate  
To attract a group of consumers catching up with 

fashion trends, enterprises need to keep up with times, 
know about fashion trends and appropriately innovate. For 
example, it is inadvisable for Chinese native fashion 
enterprises to purely stick to conventional rules and 
manufacture the same styles of garments year after year or 
day after day, whereas they need to understand what the 
most popular is in a current season and then follow the 
fashion trends. For the purpose of understanding popular 
trends of that season, enterprises need to build a special 
team for market survey to know the latest popular fashion 
trends by browsing foreign garment websites or reading 
fashion magazines, etc. Next, designers may design 
garments consistent with public popular trends and put 
them into production, so that manufactured garments may 
really meet aesthetic standards of fashion followers. 

 

D. To Actively Cooperate with Domestic E-commerce 
Enterprises 
For better development, Chinese enterprises, 

particularly foreign trade importers, may actively 
cooperate with domestic e-commerce enterprises. It may 
not only attract more users, but also favorably promote 
products by cooperating with e-commerce enterprises and 
appropriately carrying out online promotions, in order that 
more users may know about their products. In addition, it 
will become more convenient for consumers to buy 
corporate products if enterprises actively cooperate with 
domestic e-commerce enterprises. In this way, it is easy for 
consumers to buy their favorite products from e-commerce 
websites at any time anywhere. Under this situation, a win-
win situation may be realized among domestic enterprises, 
e-commerce enterprises and consumers. 

VI.  CONCLUSIONS 

Flourishing cross-�E�R�U�G�H�U���V�K�R�S�S�L�Q�J���K�D�V�Q�¶�W���R�Q�O�\���V�D�W�L�V�I�L�H�G��
demands of Chinese consumers, but also significantly 
impacted many Chinese enterprises. For Chinese 
enterprises, it is necessary to improve product quality, 
increase production efficiency, reduce production costs, 
cooperate with related domestic enterprises, keep on 
gaining competitive advantages, weaken negative impacts 
of cross-border online shopping and maintain sound stable 
development. These years, government has also proposed 
policies and rules to constantly improve regulations about 
cross-border online shopping, which is believed to achieve 
a win-win situation among consumers, enterprises and 
government with their joint efforts. 

REFERENCES 
[1] Wang Luo. Data about Consumption of �³Cross-border Shoppers�  ́

Released by Alipay. [J]Jiangnan Times, 11th April, 2012 (A15).  

[2] Fang Xiaoqing. How shall Chinese enterprises respond to 
emergence of �³cross-border shopping�  ́ [J]. Sales and Marketing 
(Management Edition), pp: 32-34. November 2011. 

[3] Luan Yinzhi. Nothing much cheaper, but many troubles. [N] 
Jiefang Daily, 16th January 2012  

[4] Yu Guili. Deficiencies Directly Impacted from Detailed New Rules 
for Enhancing Regulation over �³Cross-border Shopping�  ́
[J]Communications Information News, vol A05. 4th April, 2012  

[5] Li Jiake, Lu Chaoyang, Wen Wangyan. On Impacts of �³Cross-
border Shopping�  ́ on Chinese Consumers and Enterprises [J] 
Financial Economics, vol16 .pp25-27. October 2013 

[6] Xiangming Zhang, Linlin Yang .T�K�H�� �D�S�S�O�L�F�D�W�L�R�Q�� �R�I�� �³cross-border 
shopping�´�� in china�¶s modern international trade [J]Modern 
Business.pp 77-78. April 2008 

[7] Xiaoqing Fang. How to divide "overseas online shopping [J]market 
Sales and Marketing.pp. 33. April 2013 

[8] Yuxuan Liu, Analysis about the development prospect of overseas 
purchasing, [J] Journal of the Business circulate vol.11�È pp. 
113.2011 

[9] Jun Xu, Development of online overseas purchasing under the new 
policy9Ø[J] Journal of Electronic Commerce vol.129Øpp. 21-
25.2010 

 
 
 
 
 
 
 

 

International Conference on Management, Computer and Education Informatization (MCEI 2015)

© 2015. The authors - Published by Atlantis Press 16




