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Dinghai E-commerce is a business branch 
subordinate to Dingshang Group, which was 
founded in 2004.







Tmall Global ?-star service provider (To be revealed in July 2020)
Tmall four-star service provider
National e-commerce demonstration enterprise
National high-tech enterprise
Alimama “Leap star” award
“Alimama marketing partner (AMP)” at service market









Twin Towers Food Flagship Store

Main products:  glass noodles, dry goods, 
starch
Brand: Twin towers
Entrusted to Dinghai E-commerce in 
September 2018.

Through our operation, the sales amount 
increased to RMB 1.3milion at Double 11 
and RMB 1million at Double 12 in 2018 
and RMB 1.3million at Spring Festival big 
purchase in January 2019.



Annual sales: RMB 10.7million

Dinghai operation







Strategy:
Improve the natural search weight of the items through marketing tools including 
“Through train”, “Diamond booth” and Taobao promoters, and elevate the tier of 
the store and break through the traffic ceiling together with “Taoqianggou” and 
“Super deal” promotion activities. 

Before super promotion, attract regular customers to purchase and improve the 
repurchase rate through content marketing and recall of regular customers. 

At the same time, advertise the selling points of products to boost the add-to-
favorite/cart rate and send giveaways to those who make orders at set time, in order to 
ensure the surge of orders at each set time. 

During the promotion activities, enhance marketing with“Through train”,“Diamond 
booth” and Taobao promoters, and discount coupons to get more platform support. 
On Double 11, the sales of the highlighted product of the store ranked 4th in the 
category. The links complemented each other, ensuring the quantity of orders to stay 
at around 20,000 a month.



Double 12

Double 11



Big purchse for Spring Festival



Qiaoshifu Flagship store

Company strength:
Huabao adheres to the policy of 
survival through high quality and 
development through good credit. It 
has been qualified by ISO9001 
international management system, 
HACCP food safety system and 
national SC food safety system.

Huabao reached us to help them 
improve the GMV of its online store.

Through our efforts, the sales rose 
remarkably. （next page）



Qiaoshifu flagship store-sales chart



Hongyuan food store on Taobao.com
Entrusted to Dinghai E-commerce in October 2016 
with the sales RMB 120,000.



Strategy:
1. Re-shoot photos and redesign detail pages of products.
2. Discuss about product interest with the store owner and come up with some product 
combinations.
3. Recommend relevant  items at detail page and other scenes.
4. Create marketing schemes in “Through train” marketing tool.
Result: The monthly sales reached RMB 550,000.



The monthly sales basically stays at around RMB 500,000.



Due to good results, the store owner opened another store on Tmall.com 
(Shengqiang Food Specialized Store)  
and had us run that Tmall store as well (next page).



Shengqiang Food Specialized Store
Main products: Various snacks
Newly opened in March 2019.

Previous sales:



Previous sales:



Strategy:
We started from the improvement of basic aspects of the store, including posting new 
commodities, creating new coupons and participating in promotion activities, etc. 
We re-positioned commodities of the store and made systematic planning of store 
operation and activities. We made different operation and marketing schemes for the 
store based on the slack season and busy season of snack category.
Additionally, we tested the commodities and after that we created our highlighted 
product through our store operation together with marketing tool “Through train”. 
Then the layout of one hot product with multiple second-hot products in the store had 
formed. 
Also, we paid attention to official big promotion activities of the platform, especially 
Double 11, Double 12 and 618. 
Last year, we planned the promotion of our products one month ahead of the Double 
11 and made warm-up for this big promotion. Therefore, the sales of the Double 11 
had skyrocketed.



Strategy:
We took leading food/snacks stores as our competitors. In one year, we launched 
50~100 products, introduced 50 authorized brands, developed 5~10 links of small- 
and medium-scaled hot products. The long-term goal was to develop 20~40 links of 
small- and medium-scaled hot products and incubate 1~3 links of really hot 
products. As to marketing, we selected suitable products according to new products 
release plan. In the industry, the brands normally control the price,so new store has 
no advantage. Therefore, we cooperated with new media to enable large scale 
exposure of our store and products. In the first month, we mainly did the basic 
improvement and marketing. Second, we enhanced the marketing and steadily 
launched new products and selected suitable products as highlighted products in 
marketing. Finally in the third month, the store had 5 links which got more than 
1,000 orders separately. Among them, there was one link getting more than 5,000 
orders.



The store now has an average monthly sales of RMB 200,000. 



Double 12 sales growth



Mingbo food store
Main products: seasonings, sauces, pastes, additives
Status when entrusted:
The sales depended too much on regular customers and lacked new and precise customers. 
Also, the ROI of “Through train” marketing tool was not good.
Strategy:
We selected particular products for attracting new customers and carried out promotion 
activities with coupons and giveaways to increase orders from new customers. Also, we did 
content marketing to popularize our products among potential customers.





Xiaoxin Seasonings Store
Main products: food additives of several brands
Status:
1. The UV (unique visitor）number was relatively low.
2. There were too many products in the store, and some of them with poor performance had 
affected the sales.
3. There was too few of buyers' comments that had reference value.
4. High proportion of regular customers to new customers as to payment.
Strategy:
Increase UV; Improve product structure; Increase sales.









The store was entrusted 
to us in January, 2020.

Main products: Peanut oil, 
corn oil



Paid amount        Group purchase             Buyers           Buyers in group form      Average order value  

Paid amount        Group purchase             Buyers           Buyers in group form      Average order value  

Paid amount        Group purchase             Buyers           Buyers in group form      Average order value  

Monthly



Zhongyan Flagship Store
Brand: Zhongyan
Main products: Salts
Due to our efforts, the store's sales 
grew from monthly RMB100,000 to 
average RMB7,000,000 (Double 11 
peak RMB1,500,000）.





Business scope of our group: 
Whole-store entrusted operation (on various online platforms), online 
data-based marketing, photo shooting, visual design, livestreaming, 
customer service outsourcing, web celebrity and new media incubation, 
e-commerce training, e-commerce software development, constituting the 
whole industry service chain of e-commerce.

For cross-border e-commerce on Tmall Global
Entrusted store operation service:
Depending on the Tmall Global platform, we offer one-stop e-commerce 
solution, with solid foundation of operation expertise and experience and 
digital marketing capacity. We help you promote your brand and products 
and improve brand recognition and sales.



Mode of cooperation:
Dinghai party: We help you open your overseas flagship store on Tmall Global 
Platform. And a dedicated team will be in charge of the operation of the whole 
store, including photo shooting, visual design, traffic management, multi-
dimensional data analysis, online whole-chain marketing for the brand and 
products, planning and execution of promotion activities, channels building, 
customer service, goods management, CRM, fans operation, Cainiao logistics 
system operation, etc. It will regularly communicate with the brand party about 
the analysis and summary of operation conditions of the store, and strategy 
adjustments, scheme and budget approval, etc.
Brand party: Discuss your concerns, needs and plans with us and make 
decisions; Pay for relevant fees.





Platform recognition:
We are ?-star service provider at Tmall Global service market. (To be 
revealed in July 2020, estimated 3~4 star based on real-time mark)
We are four-star service provider at Tmall service market.
Experience: We are truly experienced and established in eCommerce 
operation with eCommerce business starting from year 2014. We have 
served numerous domestic online stores on platforms like Taobao, Tmall, 
etc. and several stores on Tmall Global. 



Talents:
We have many specialists as the store managers, many with 4- or 5-
year eCommerce experience and some with 8-year or 10-year 
experience within the whole Dingshang group.
We have a complete and inspiring career promotion mechanism 
which has ensured the accumulation of talents in our company.
We have internal trainings in high frequency. Especially, the 
operation personnel are required to share their experience and 
growth on store operation at least twice a month. Every 2~10 days, 
they will watch live experience sharing lectures from lecturers both 
from within our group (including Qingdao and Jinan and Yantai cities) 
and from outside channels.

Shooting base:















Whole-area whole-chain customers operation ecology

Brand 
marketing

Content/creativity 
dissemination 

Ads

Penetrating 95% Chinese internet and mobile internet users










