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In 2025, 34% of CEOs in China report that Genera
growth rather than losses, underscoring its contributi®

and workforce expansion.
China: CEO Reports of Job Growth Resulting from Generative Al Adoption, in % of Resp., 20

Share of CEOs who report
that GenAl has led to job
growth rather than losses

34%

Others
66%

Survey: Based on PwC’s 28th Annual Global CEO Survey 2025, covering 4,701 CEOs wordwide, including 181 respondents from Mainland China and Hong Kong SAR.
Source: PwC, 2025
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Product Review Highlights 51%
Virtual Try-On 37%
Livestreaming Al Avatar 31%
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Note Early-adopting shoppers in China refers to those who said they had used one or more generative Al shopping tools in the last sixmonths.

Source Bain China Consumer Survey, August 2024
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yStats.com provides secondary market research: By using various sources of information we ensure maxim
all obtained data. As a result companies get a precise and unbiased impression of the market situation.

Only reliable sources such as national and international statistical offices, industry and trade associations, business repo
business and company databases, journals, company registries and news portals are used as a basis for the analyses,
statistical reports and forecasts.

Our international employees research and filter all sources and translate relevant information into English. This ensures that
the content of the original studies is correctly interpreted.

yStats.com delivers all research results as PowerPoint files. All data can therefore be used directly for board presentations
or be individually adapted.

If required, yStats.com provides in-depth analysis for all research projects. Simply send us a request.

This report is copyrighted. All rights reserved and no part of this report may be reproduced, stored in a retrieval system or
transmitted in any form without the prior permission of the publishers.

The information in this report does not constitute the provision of investment, legal or tax advise. Any views expressed reflect
the current views of the original authors, which do no necessarily correspond to the opinions of yStats.com GmbH & Co. KG.

The information in this report is provided for informational purposes only and without any obligation, whether contractual
or otherwise. No warranty or representation is made as to the correctness, completeness and accuracy of the information
given or the assessments made.

We have taken every precaution to ensure that details provided in this report are accurate. The publishers are not liable
for any omissions, errors or incorrect insertions, nor for any interpretations made from the document.

© Copyright 2024 yatate.com GmbH & Co. KG, 22765 Hamburg, Gemany
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This report is subject to the Terms & Conditions of yStats.com GmbH & Co. KG, which can be found at yStats.com. By seleC
license, you agree to the Terms & Conditions which pertain to said license. Please be aware that any misuse of this product or a
in accordance with the aforementioned Terms & Conditions will result in legal action.

The licensing structure is as follows:

SINGLE USER LICENSE I allows one (1) user to access the downloaded report.

SITE LICENSE I allows up to ten (10) users of a company within a specified geographic area (i.e. country) to access the
downloaded report.

GLOBAL SITE LICENSE I allows up to ten (10) user of a company worldwide to access the downloaded report.
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GENERAL METHODOLOGY
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Secondary Market Research

¢ The reports are compiled based on secondary market research. Secondary research is information gathered from previously published so
based on information and data acquired from national and international statistical offices, industry and trade associations, business report
company databases, journals, company registries, news portals and many other reliable sources. By using various sources we ensure maximum 8
reported data. As a result, companies gain a precise and unbiased impression of the market situation.

¢ Cross referencing of data is conducted in order to ensure validity and reliability.

e The source of information and its release date are provided on every chart. It is possible that the information contained in one chart is derived from several
sources. If this is the case, all sources are mentioned on the chart.

¢ The reports include mainly data from the last 12 months prior to the date of report publication. Exact publication dates are mentioned in every chart.

Definitions

¢ The reports take into account a broad definition of B2C E-Commerce, which might include mobile commerce. As definitions may vary among sources, exact
definition used by the source (if available) is included at the bottom of the chart.

Chart Types

e Our reports include text charts, pie charts, bar charts, rankings, line graphs and tables. Every chart contains an Action Title, which summarizes the main
idea/finding of the chart and a Subtitle, which provides necessary information about the country, the topic, units or measures of currency, and the applicable time
period(s) to which the data refers. With respect to rankings, it is possible that the summation of all categories amounts to more than 100%. In this case, multiple
answers were possible, which is noted at the bottom of the chart.

Report Structure

e Reports are comprised of the following elements, in the following order: Cover page, preface, legal notice, methodology, definitions, table of contents,
management summary (summarizing main information contained in each section of report) and report content (divided into sections and chapters). When
available, we also include forecasts in our report content. These forecasts are not our own; they are published by reliable sources. Within Global and Regional
reports, we include all major developed and emerging markets, ranked in order of importance by using evaluative criteria such as sales figures.

Notes and Currency Values

e If available, additional information about the data collection, for example the time of survey and number of people surveyed, is provided in the form of a note. In
some cases, the note (also) contains additional information needed to fully understand the contents of the respective data.

e When providing information about amounts of money, local currencies are most often used. When referencing currency values in the Action Title, the EUR values

are also provided in brackets. The conversions are made using the average currency exchange rate for the respective time period. Should the currency figure be
in the future, the average exchange rate of the past 12 months is used.
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Management Summary

Al Adoption Landscape & Patterns

China
* China
* China
* China

Seller

Key Takeaways
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: Adoption Benchmarks

: Adoption of Al, in % of Respondents, Nov 2024 - Jan 2025
: Generative Al Adoption, in % of Respondents, July 2024
: Generative Al Implementation in Organizations, in % of Respondents, July 2024

Segmentation & Barriers

* China: Top Barriers About Risks Associated with Al Use and Implementation, in % of Respondents, Sep - Oct 2024

Functional Use Cases & Economic Impact

E-Commerce Seller Operations

* China
* China
* China
* China
* China

: Al Integration Across E-Commerce, Payments, and B2B Platforms via Leading Tech Ecosys., Nov 2025
: Al Agent Expansion in Commerce, Shifting Consumer Behavior, and “Al Plus” Policy Support, Nov 2025
: Al Integration in Search, Social Networking, and Virtual Interaction Platforms, Oct 2025

: Generative Al Adoption, Retail Efficiency Gains, and Strategic Platform Investment, Nov 2025

: Practical Use of Generative Al Shopping Tools Among Early-Adopting Consumers, Aug 2024

Payments & FinTech Use Cases

* China
* China
* China
* China
* China
* China
* China
* China

& Hong Kong: PBoC “Al + Finance” Strategy, FinTech Week Highlights, and LianLian Al Solutions, Nov 2025
& Hong Kong: CEO Reports of Efficiency Gains from Al Adoption, in % of Respondents, 2025

& Hong Kong: CEO Reports of Profitability Improvements from Al Adoption, in % of Respondents, 2025

: CEO Reports of Job Growth Resulting from Generative Al Adoption, in % of Respondents, 2025

: Al Integration Across Finance, Payments, and Commerce Platforms with Built-In Governance, Nov 2025

: Al Deployment in Search Engines, Enterprise Platforms, and Digital Payment Ecosystems, Oct 2025

: Conversational Al Payments, Merchant Integration, Alipay’s Digital Service Expansion, Oct 2025

: Al Smart Glasses Payments, Voice Authentication Technology, and Global E-Wallet Expansion, Nov 2025




5.1.

5.2.

5.3.

6.1.

lobal E-Commerce Intelligence
we report, you grow

&6
OBJECTIVE ‘ 0/6 “C|JABLE
L R
)
?

Risk Management, Trust & Security

Fraud & Threat Trends
» China: Top Concerns About Risks Associated with Al Use, in % of Respondents, Sep - Oct 2024
» China: DeepSeek Model, Generative Al Expansion, Cyber Threats, and Data-Privacy Risks, Oct 2025
» China: Integration of Screen-Aware Al Agents, Data Access Permissions, and Privacy Gover. Gaps, Oct 2025
» China: Al Adoption Among Elderly Users and Integration in Fraud Prevention Programs, Oct 2025

Trust & Readiness

» China & Hong Kong: CEO Trust in Integrating Al into Core Business Processes, in % of Respondents, 2025

» China: Trust and Acceptance of Al Systems, in % of Respondents, Nov 2024 - Jan 2025

» China: Views of Al Benefits Over Risks, Nov 2024 - Jan 2025

* China: Regular Use and Trust of Al at Work, Nov 2024 - Jan 2025

» China: Share of Employees with Required Al Skills and Capabilities for Ethical and Legal Al Use, in % of Respondents, Sep - Oct 2024
» China: Share of Third-Party Partnerships on Al Skills Gaps for Ethical and Compliant Al Use, in % of Respondents, Sep - Oct 2024

Regulation & Compliance

» China: Views on the Need for Al Regulation, in % of Respondents, Nov 2024 - Jan 2025

» China: Adequacy of Al Regulation and Laws for Safe Use, in % of Respondents, Nov 2024 - Jan 2025

» China: National Al Roadmap, Industry Standards System, and Multi-Level Governance Structure, Nov 2025
» China: National Crackdown on Deepfakes, Al Fraud, and Unregistered Platforms, Oct 2025

» China: Top Expected Benefits of Effective Al Governance, in % of Respondents, Sep - Oct 2024

Competitive Landscape & Strategic Al Movement
Market Scale & Activity

» China & Hong Kong: CEO Reports of Workforce Changes from Al Adoption, in % of Respondents, 2025
» China & Hong Kong: CEO Expectations for Al Integration in Workforce and Skills in Next 3 Years, in % of Respondents, 2025
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¢ China

¢ China:
¢ China:

¢ China

¢ China:

Strategic Moves by Key Players
» China:
* China:

Alibaba’s Al Investment Strategy, Cloud Expansion, and Platform Integration, Nov 2025
Alibaba’s Al Infrastructure Expansion, Nvidia Partnership, and Launch of Qwen3-Max and Qwen3-Omni, Nov 202
: Alibaba’s Global Al and Cloud Investments, Global Data Centers, and Industry Partnerships, Oct 2025

Alibaba’s Al-Driven Market Revival, Strategic Partnerships, and Investor Revaluation, Oct 2025

Taobao and Tmall’s Revenue Growth, Al-Powered User Expansion, and 88VIP Membership Retention, Nov 2025
: Expansion of Generative Al Advertising Across E-Commerce and Social Media Platforms, Nov 2025

Alipay Tap!s User Growth, SME Investment, and Al-Powered Healthcare Integration, Nov 2025

» China: Long-Context Chatbot Development, Model Scaling, and Generative Al Competition, Oct 2025
» China: Ling-1T Model Performance, Al Ecosystem Development, and Strategic Fintech Integration, Oct 2025
» China: Zhipu Al's GLM Architecture, Product Ecosystem, and Cross-Border Funding, Oct 2025

7. Al Governance, Regulation & Innovation Enablers

7.1. Public & Private Sector Al Initiatives

¢ China
e China
* China
* China
* China
* China

: Expansion of Al Infrastructure, Data Centers, and Digital Yuan Systems, Nov 2025

: Computing Capacity, Data Growth, Sectoral Al Models, and Renewable Energy Expansion, Nov 2025
: Al in Manufacturing, Retail, and Energy Focused on Productivity and Green Innovation, Nov 2025

: Government Venture Funds, Subsidy Programs, and Uni.-Linked Al Innovation Networks, Oct 2025

: Al+ Strategy, Education and Data Initiatives, and Policy Priorities, Oct 2025

: Rapid Al Model Expansion, Rising Infrastructure Investment, and Labor Market Imbalance, Nov 2025

7.2. Al Innovation Frameworks

e China:
e China:
e China:
e China:
e China:
e China:
¢ China:
¢ China:

Al Research Output, Patent Leadership, and Data-Driven Innovation Expansion, Oct 2025
Generative Al Adoption, Patent Leadership, and Automated Monitoring Use, Oct 2025

Unified Computing System, Data Governance Frameworks, and Industrial Al Strategy, Oct 2025
Data Generation, Accessibility, and Public-Private Al Collaboration, Oct 2025

Al Talent Production, Retention, and Institutional Development, Oct 2025

Generative-Al Leaders, Benchmark Gains, and Open-Source Model Growth, Oct 2025

Fragmented Al Data Systems, Limited High-End Talent, and Uneven Industrial Integration, Nov 2025
Integration of Al Development, Digital Currency Infrastructure, and Trade Systems, Oct 2025
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Conclusion & Strategic Outlook
» Conclusion & Strategic Outlook: Al Integration in China’s Commerce and Payments (1/2), Nov 2025
» Conclusion & Strategic Outlook: Al Integration in China’s Commerce and Payments (2/2), Nov 2025
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