
Analysis of B2B E-commerce Development With a Case Study of 

Made-in-China Website 

Wenrong Jiang 

School of Computer and Information, Shanghai Polytechnic University, Shanghai, China 

Abstract: This article gives background on  VANCL introduction, SWOT analysis, and evaluation and opinion. 

From the perspective of a variety of finished products about VANCL  development, analyzes the VANCL unique 

business model as well as its profit model. This article from the history of VANCL, the analogy of domestic and 

foreign similar site analysis, VANCL SWOT analysis, improvement measures and the final evaluation and 

improvement of divergence points to write. VANCL has been able to stand out in the e-commerce market, and not 

just rely on his powerful marketing model, corporate culture, he also bears some weight in its development 

process. "Integrity" and "pragmatic" and "innovation" is VANCL three corporate culture. Current, VANCL profit 

model is to charge a 5% commission from sales of third-party brands, although this business is still not making a 

lot of profits, but, VANCL now to platform development, existing customers can not only cover different 

consumer needs , you can also bring new customers to their own needs. 
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1. Introduction 

1.1.Background 

Made-in-China Website is a global e-commerce site, mainly for B2B e-commerce services over abroad. As a 

net provider of Chinese products, it aims to introduce Chinese-made products to the world. Made-in-China net, 

founded in 1998, is one of the well-known e-commerce websites in domestic land , and it is, for the four 

consecutive years, evaluated by "Internet Week" as China's most commercially valuable hundred sites. Behind, 

the focusing technology of development and operations established in 1996 is currently the leading B2B e-

commerce platform for third-party operators. It focuses on serving the export-oriented foreign trade, and has a 

very successful experience in helping domestic enterprises using the Internet to carry out foreign trade . 

E-commerce platform of Made-in-China Website is now available in English and Chinese version, is an 

access for the foreign buyers to purchase Chinese products. Currently the most basic services of the site is 

Chinese product catalog, which is a professional online product database. 

1.2.Purpose 

Made-in-China Website was established in early days.It has focused on the field of foreign trade for SMEs 

for 10 years since its foundation, and in the B2B field has a certain market share, having an advantage in the 

promotion of commodities, therefor it is a typical integrated B2B trade platform. After ten years of competition 

and development, the domestic B2B trade show a trace of monopoly. Made-in-China Net establish in 1996, 

which is my choice, providing manufacturing services through Chinese suppliers and global buyers, has now 

become one of the major network channels for worldwide buyers. 

And by analyzing the Chinese manufacturing Website, and comparison with other B2B websites, I believe 

we can better understand China's current status of B2B as well as e-commerce. 
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1.3.Research 

The article will analyze and discuss from the point of Chinese manufacturing Website business model, profit 

model and its future development. 

2. Background at Abroad and Home 

Target users of Made-in-China Website are domestic medium and small enterprises. As the leading 

integrated third-party B2B e-commerce service platform , Made- in-China has buyer members from over than 

220 countries and regions, bringing together up to 1 million kinds of Chinese products, more than 12 million 

data and business information, more than 300,000 users online exchanging negotiations every day. China's 

manufacturing Website has reached more than one million registered users , with nearly 20,000 members 

registration fees of products and services. 

Made-in-China Website more pragmatic style. Its advantages are mainly concentrated in the clothing , 

handicrafts , transport, machinery , and several other industries. Made-in-China Website is not near as well-

known as Alibaba and Global Sources , but has some influence in the overseas buyers. Made-in- China Site’s 

overseas promotion is conducted through two kinds of strength : major search engines like Google and 

participation in overseas exhibitions . Buyers Resources of Made-in-China Website is not very rich, buyers can 

only send an inquiry letter to a single supplier, which is relatively high quality inquiry . Now, the Chinese 

manufacturing Website Audited Supplier (Audited Supplier) charges for the 31,100 yuan / year. From the terms 

of the price, Made-in-China Website is the best of the three . 

3. SWOT Analysis 

3.1.Strength 

1) Made-in-China Website is the B2B website that strongly focuses on export trade  in China. It is leading 

websites-leading three. 

2) Website named Made-in-China Website is likely to be searched by foreign to search engines. It helps to 

promote the site. 

3) .Foreign trade is its strength. It could build a good foreign trade bridge, leading the majority of SMEs in 

China stepping out of China, where there is a wider world. 

4) Currently the site has a huge number of free membership (1000,000), and more than 10,000 senior 

members, annual membership fee of three million or more in annual revenues, with an average daily turnover of 

nearly 30 million. 

5) Site is simple in style, fresh,  fast responds in web pages, has network security, in line with the need of e-

commerce for SMEs. 

6) It concludes better awareness of online customer service, and provides the frequently asked questions 

(FAQ), improving customer service efficiency, also reducing the cost of service. 

7) Annual senior member fee compared with similar price is lower. Chinese manufacturers annual member 

fee in Alibaba is around 4-10 million. High annual membership fee will blocked a large number of SMEs out of 

the door. 

3.2.Weakness 

1) Currently the market share is small, customer base is weak, the domestic impact is not big enough. 

2) Customer relationship management is not good enough , the site simply providing products ( Senior 

Member Pavilion ) for member companies to use. There is no good interactive feedback and support services, 

including guidance membership functions and the use of good showrooms. 

3) Online service is not good enough . It does not provide the straight -line -oriented services for senior 

member. Frequently Asked Questions (FAQ) update slowly. 
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4) No value-added services for senior members. Profit is mainly from annual membership fee . Profit modal 

is simplified . 

5) dentify and manage distribution channels is not enough, there is no better management of regional 

development agency . 

6) Fewer partners , and lack of long-term strategic win-win partners. 

7) Premium membership accounts for only 1% .It fails to dig out potential customers. It is ess advertising 

and is shallow in direct marketing. 

8) Website colors are not distinctive , exhibition template is similar, lacking  changes.The options for 

registered members of senior are small. 

9) The exhibition of products still pictures can be made into motion pictures in the past, giving the image a 

sense of the impact ; it should be fully guided , prompted members to use pavilion. 

3.3.Opportunity 

1) Internet environment significantly improved, and corporate officers greatly improved in quality. SMEs 

have a better understanding of B2B commerce and marketing enthusiasm. 

2) Good prospects for our industry. As a pillar industry in China Network, Made-in-China Website will have 

a positive promotion. 

3) Continued growth in the number of small and medium enterprises and a significant increase in foreign 

trade enterprises in the southeast coastal areas lay a good foundation for the development of B2B e-commerce. 

4) Government provides good support in terms of tax policy, offering B2B e-commerce development space. 

5) Electronic Signature Act, electronic payment guidelines provide legal protection for B2B e-commerce. 

6) Construction and open of distribution channels is conducive to the rapid expansion of the market. 

7) The current business e-commerce is a big cake, and this big cake is also rapidly increasing. Our e-

commerce site through the industry, regional e-commerce sites can promote mutual business dealings, and better 

poviding business opportunities for members, to tap into additional market share. 

3.4.Threats 

1) Alibaba has strong cooperation with China Construction Bank, tailoring for SMEs credit guarantee 

mechanism that can effectively maintain the loyalty of Alibaba members, and improve satisfaction. 

2) The rise of many e-commerce sites may form a price war, and bring to the industry's competitive market; 

3) Chinese government is increasingly stringent in implementation of the management of e-commerce and e-

commerce tax law, making the development of the industry unstable. 

4) Regions and industries uneven develop, and the development of traditional industries and the Midwest is 

very slow. 

5) Network security has risks, network reputation mechanism is not well established. Imperfect laws and 

other factors are restricting e-commerce e-commerce development. Made in China Site is also facing such a risk. 

4. Evaluation and improvement 

4.1.Trading patterns 

From process of foreign trade transaction of Member companies, after registration, Chinese suppliers have 

selected the desired goods or services, and release product information and demand on Chinese manufacturing 

Website platform; If seller and the buyer does not agree, then they can continue seeking the ideal partner; if 

buyers and sellers are interested in each other, then send an inquiry or otherwise contact; then they can discuss in 

detail on the terms and even sign a business cooperation contract; then the seller shipped after payment receipt 

until the last transaction completed. 
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Fig. 1: Made-In China.com Trading pattern. 

For such transactions in Made-in-China Website, compared with a commercial transaction information 

service model of Alibaba platform, from the current studies, there is no suspense at excessive unique innovation 

and core competitiveness, the country still exists at present as common defects over a comprehensive B2B Total 

e-commerce: (1) lack of expertise in-depth services to various industries, logistics and payment issues remain 

unresolved; (2) the basic platform services transaction information for the product sales and purchases matching 

services department, the lack of more depth, breadth of professional services; (3) Inquiry changes into the line 

after-hours business communication and transactions. This package is subject to the current e-commerce 

environment, but also various integrated third-party B2B e-commerce platform that should be perfect. 

4.2.Service and Profit Model 

According to the survey of China Electronic Commerce Research Center , it is founded that Made-in-China 

currently offers a "pyramid" structure of the service model. 

The bottom is from its Gold Member- the largest source of income; Middle is to provide value-added 

services, including search ranking services (TopRank), product booth (Spotlight Exhibits), Banner Promotion 

(BannerPro) services; in pyramid is certified suppliers (AuditedSuppliers) services which reduce the credit risk 

of this third-party B2B transaction services to some extent, but cannot be the only way to solve this risk, 

therefore, that companies from paying corporate public disclosure join temporarily is limited. 

On the profit model, we find: Net income sources in China mainly include membership fees, providing 

value-added services by advertising and search ranking, certification and certification fees charged by suppliers. 

The China E-Commerce Research Center founded that Made-in-China Website service shows its 

corresponding "pyramid" structure: with the deepening of the services provided, corresponding fees also will be 

greatly improved, but overall revenue of services also reduced . According to the disclosure statement shows that 

the company’s total revenue in the first half of 2009 was 98.91 million yuan, operating profit of 40.1 million 

yuan, net profit of 34.06 million yuan. 

5. The Existing Problems and Suggestions 

5.1.Problems 

With the passing of time and from the status quo of China's Internet development, the remarkable 

achievements has made by Made-in-China Website for just a few decades, still many problems occur, such as: 

1) In Made-in-China Website model, the foreign trade between the proportion of income is not balanced, 

heavily dependent on foreign trade services, and relying heavily on the international market, vulnerable to 

cyclical fluctuations of the global economy ; and once as the depth of the financial crisis spread , it will lead to 

global sourcing and export synchronization shrinking dramatically , companies also will significantly reduce this 

budget , which will bring heavy losses to the company . 

2) Made-in-China Website has no unique profit model, which, mentioned above, relies mainly on the 

registered membership fees , value-added services earnings , there are still a total defect among local 
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comprehensive B2B companies, that is basically to bring together sellers and buyers , bring inquiry into line 

mostly carried out after hours . Now, however, Internet information proliferates, business is no longer a core 

issue of the impact of SMEs in China , then Made-in-China Website should seek new breakthroughs in respect 

of profits to achieve its sustainable development. 

3) As a comprehensive B2B platform, Made-in-China Website has natural defect- "large , pan without 

spirit" . Website editors , operators, and service personnel lack understanding of the industry , making it 

impossible to provide specialized products and services, from a client viscosity , having a disadvantage in 

professional B2B platform. 

5.2.Recommendations  

5.2.1. Increase the Proportion of Domestic Trade 

Today, the face of China's exports continued to suffer stress, the overseas development of Made-in-China 

Website seriously affected by foreign policy. An appropriate increase in the proportion of domestic trade, the 

Nuggets in the domestic market can relatively ease pressure on foreign trade , but also to achieve internal and 

external balance and complementary . 

5.2.2. Innovation and Difference 

Homogenization of Made-in-China Website management is same as other strong domestic B2B platform 

which weakens the market competitiveness of China 's manufacturing Website in large part, customer loyalty 

will be greatly reduced . So, whether it is technology, service or business model, it needs to innovate in order to 

establish a platform for its irreplaceable position . 

5.2.3. Supplier Services Globalization 

Currently, customers in China 's largest distribution network are in Guangdong, Fujian, Shanghai , Shandong 

Province, and it rarely touched trade Midwest. Border region has a natural advantage over inland , but inland has 

some valuable resources. Attention on Midwest market, shortening of the Midwest differences will  bring Made-

in-China Website another round of dynamic scene. 

5.2.4. University of Convergence, Strong Support Cultivate Talent 

Talent is the soul of progress. Such a comprehensive website needs talent must be diversified , in order to 

eliminate natural defects the "large , pan without fine"   it depends mainly on talent, the expertise of personnel 

trained by universities . Therefore , the use of universities to develop their own talents will undoubtedly reach a 

desired number of wins in one fell swoop effect . 

6. Conclusion 

Made-in-China Website, as for small and medium enterprises in B2B e-commerce platform for foreign trade, 

according to the size of the registered members, membership registration fees scale, operating income and other 

indicators of market share calculations, it is ranked third in the country. In the era of the rule of Ali Baba, it was 

not easy to get such results. Its successful experience roughly summarized as follows: 

6.1. Focus on Foreign Trade 

Made-in-China Website's strategy is to provide e-commerce services of Chinese products globally, aiming to 

use the Internet to introduce Chinese-made products to the global buyers. Such a strategy bypasses the big 

platform Alibaba trade, more focusing on launching services of Chinese products to enable better development. 
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6.2. "Made in China" 

"Made in China" and "China" rebuttal continues, these undoubtedly t created a good public opinion effect. 

Meanwhile, the financial crisis gives an opportunity to make more domestic small and medium enterprises turn 

to foreign markets, which also provided strong support for the Chinese manufacturing Website. 

6.3. Integrated Service System Platform 

Strong audited provider service enhances the platform vendor reputation, playing an important role in their 

products and brands spreading into the overseas market and gaining international recognition. Simple-to-use 

operating system for the user to provides a more friendly vendors operating experience, such as the exquisite 

automatically generated product atlas, catalog use, easy online delivery platform add points to user experience, 

thereby enhancing the user sticky. 

6.4. Customer Training 

Made-in-China Website with more than ten years focus on the experience of trade promotion, It, in the field 

of customer training, assists export companies to highlight their own selling points. Made-in-China Website 

Customer Training Department will host hundreds of field training sessions for senior members of the 

organization every year, and has toured the north and south. Practical training courses varied, covering web 

promotion techniques, practical operation of foreign trade, international market analysis, risk response and many 

other content, the majority of customers are satisfied. 
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