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Abstract:

Purpose: This article aims to answer the following questions: (1) Does Chinese craftsmanship
also have a future in the e-commerce space? (2) How do Chinese artisans find their
professional activity in the field of e-commerce? (3) What issues related to Chinese crafts and
e-commerce are the topics most often shown by the media?

Design/Methodology/Approach: The research used an analysis of the literature on the
subject and Polish, English, and Chinese journalists published on the Internet.

Findings: The article describes the Chinese internet industry's formation, which has
surprised many with its dynamics and scale over the past 30 years. Chinese craftsmanship in
e-commerce was presented from the perspective of shaping the spirit of craftsmanship and
changes and modern trends in the contemporary economy. This paper analyzes the profiles of
the "young" generation of craftsmen, who show an openness to changes and introduce new
solutions and the willingness to follow the latest trends.

Practical Implications: The presented results are important for the scientific community,
mainly due to the apparent lack of materials related to craftsmanship and e-commerce and
groups of craftsmen planning to expand their business with activity in the e-commerce space.
Originality/Value: Research results can contribute to increasing the knowledge about the
activity of artisans in the field of e-commerce and exploring the information presented by the
Polish, English, and Chinese media.
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1. Introduction

Chinese craft is currently undergoing the so-called 'third wave' (Mignosa and
Kotipalli, 2019). This ongoing scientific discussion of craft has been reflected in
papers research (Po6llanen, 2009; Smagina and Ludviga, 2020; Rosner, 2009;
Zulaikha Brereton, 2011; Waite, 1996; Gudowska, 2020; Spencer, 2016; Zabulis et
al., 2020; Abisuga-Oyekunle and Fillis, 2017; Luo, Wang, and Zhao, 2020; Qiandao
and Yan, 2019. The value of craftsmanship has been appreciated mainly due to the
guality of handmade goods and customers' consumption habits. The second group of
factors includes cultivating the existing habits (this applies primarily to
representatives of the older generation), paying attention to the small impact of the
production activities of "an individual” on the natural environment (small-scale
production often using natural materials), and sentiment regarding tradition passed
from generation to generation, promoting local practices and favouring regional
demand (Zhang, Walker and Mullagh, 2019).

The demand for products and services offered by craftsmen is also satisfied due to a
trustworthy craftsman's personality traits, diversified activities (including offer), and
decentralized location — proximity and accessibility (Graszewicz, 1973). The benefits
resulting from online sales, specifically, convenient availability in terms of location
and time, favour the last of the above-mentioned elements. Electronic commerce, also
known as e-commerce or online commerce, is a new economic concept that has
recently emerged and is becoming more and more popular with each passing year,
also about technical activities. Offering products and services via the Internet lowers
production costs (including commercial space and intermediaries, by using ready-
made programs that facilitate the development of online business, etc.). It expands
the market by enabling product targeting in a growing number of fields, even during
the COVID-19 pandemic. This method is also used to reach young customers, who
have developed new consumption habits and intuitively use online resources. Being
a permanent element of the economic structure, Chinese craftsmanship (Graszewicz,
1973) clearly marks its presence in e-commerce, which provides new opportunities —
primarily in the economy, but also in education and culture.

This article aims at answering the following questions:

- How does Chinese craftsmanship, often associated with tradition and cultural
heritage, fit into the economic concept of e-commerce?

- How do modern artisans find themselves in e-commerce?

- What issues related to Chinese craftsmanship and online commerce are
discussed in Polish, English, and Chinese media?

2. Material and Methods
The research was based on a literature review provided by Polish, English, and

Chinese journalists published on the Internet. Even though the craft is not a new
economic structure element, it has not been explored by economic researchers for
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years. Although technical descriptions and articles about innovative solutions are
available on Internetwork, craftsmanship as a “whole” is rarely discussed. This
applies to articles on Polish and Chinese crafts written in Polish, English, and Chinese,
which were analysed in this study. Along with the change in the Chinese
government's attitude, which now attempts to revitalize Chinese handicrafts (Zhang,
Walker, and Mullagh, 2007), some articles discussing this revival are now available
on the Internet. However, these are very brief and general materials. Most frequently,
these articles refer to the importance of the spirit of craftsmanship [LF ¥5##]. This
category appears regardless of what specific topics are being researched. Therefore,
this study is subject to several limitations, which indicate the need for continuing
research in the future.

3. Chinese Internet Industry

The concept of the online economy in China was introduced in the People's Republic
of China (PRC) in the early 1990s. After 1993, the company Sohu.com [ 7]
became the most influential provided services related to online advertising, games,
and research. In 1996, the first e-commerce company specializing in business-to-
business (B2B) solutions was established in China. In 1998, the Chinese Ministry of
Information Industry was established, which was replaced by the Ministry of Industry
and Information Technology [H4 A R FEATE Tk AUE B 465] in 2008. In 1999,
the technology corporation Sina [#77R] was established. It provides such services as
social media platform Sina Weibo [#iR 7], Sina Mobile [#riR#425)] — an online
information portal which includes - Sina News, Sina Finance, Sina Sports, Sina
Entertainment, Sina Blog, and Sina.com [#i7R ] offering online advertising and
marketing solutions. The IT sector in China grew at a rate of 25% annually. In the
years between 2000 and 2002, the IT industry faced a crisis that ended by 2003.
Between 2005 and 2008, the IT sector grew by more than 40% annually. The
following corporations dominated the market: Tencent [} ifl 4% i 4 IR 22 7], Shanda
[E% K BB KA PR 22 w1 and Alibaba [Fi HL 2 AR B A BR 2 =17, which also
includes the AliExpress sales service [4:EKi# 32i#], which is well-known in Poland
(Du 2009, 1175-1178).

In 2009, the Chinese Ministry of Commerce [+ 4 A\ 3 A1 [E 75 4534 established
the specification of the e-commerce model and the standards of online shopping
services (Yue, 2017). Because e-commerce promotes innovation and improves
production efficiency, the online sector was selected as a starting point in
restructuring and furthering the PRC's economic development. Furthermore,
according to some experts in China, E-commerce promotes corporate innovation,
improves a company's internal organization, optimizes supply chain operations, and
performs the external economic environment (Wang and Wang, 2019). In 2018,
Alibaba was the strongest player in the B2B e-commerce. It owns Alibaba.com [}
B E ], 1688.com [1688 ], Tmall.com [X4 /], Taobao.com [ ], and
Lazada.com [JR%£IAM]. In 2019, Alibaba continued to lead in the ranking of e-
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commerce retail sales with 55.9% share, followed by Jingdong.com [ % /] — with
a 16.7% share (China Ecommerce, 2019). As part of the B2B industry, the following
platforms are also active in the Chinese market: HC360.com [Z£1 /] and VIP.com
[ME 52> /] (E-Commerce in China, 3-4). In terms of business-to-end customer
relationships (B2C), Tmall.com, which covers more than half of the Chinese market,
is followed by Jingdong.com, VIP.com, Suning.com [} % 4] and Pinduoduo.com

[# 2 2 K].

China is also the largest mobile payment country in the world. Alipay, owned by
Alibaba, dominates the online payment market. Alipay offers several convenient
services that allow customers to collect a payment only after the ordered goods have
been received (E-Commerce in China, 17-18). During her studies in the PRC, the
author often bought fruit directly from wheelbarrows of visiting farmers, who
replaced a price list with QR codes to be paid via WeChat Pay [f#1& 32 1] as part of
Tencent. This proves not only the universal character of such solutions but also the
convenience of the service. The application allows the customers to make internal
transfers, purchase tickets for events, and even occasional transfers, known in China
as a red envelope [4Lf.] which may be personalized (by specifying the amount
assigned to a specific recipient) and randomized (with a specific total amount and
number of recipients, the application randomly distributes funds, thus making
symbolic transfers). In 2019, online retail sales in China generated nearly US $ 1.5
trillion, which is 1/4 of total retail sales achieved.

This has been reflected in the increasing competition in e-commerce and the need to
cover the costs of acquiring and maintaining customers. On average, Chinese
consumers spend 44% of their time using social platforms, mainly WeChat and Sina
Weibo.com microblogging [##{#] - TikTok, they also watch, share, and create short
videos on Douyin.com [#}% %5 414%(] and Tencent video streaming services — Wetv.
vip [#EiHAL4] (Bu et al., 2019). It is estimated that by 2023, this continuing online
activity will result in e-commerce sales accounting for 63.9% of total retail sales in
China (China Ecommerce, 2019).

4. Results - E-Commerce as Part of Chinese Crafts

In the Chinese web portal TianYanCha.com [ X iR #] under the heading e-commerce
crafts [ T.IF LT 7 45 ], 328 companies are registered which provide handicraft
services with share capital between 100,000 RMB [approximately US $ 14,688] and
RMB 500 million [the US $ 73,436,198]. However, most often, customers search for
these services online through e-commerce platforms — Taobao.com and
Jingdong.com. There has also been a development of mobile handicraft applications
for smartphones and tablets, enabling online shopping, communication, access to
instructional videos, and graphic tips. They include such apps as Do-It-Ymaourselfer
[ 1% ], Funny Cut-Outs [2)i#RBI4K] designed to create traditional Chinese cut-
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outs, Shicui [#4 #%] providing personalized traditional Chinese craftsmanship services,
Eastern Designers [ %< 5] and Wowtao [ F4] devoted to ceramic modeling.

Along with online trade, e-commerce embraces other activities such as telling stories,
sharing passions, presenting both national/regional culture, and documenting the
process of creating products. For example, Jingdezhen [5t{%4H], also known as the
hub of porcelain, organize online broadcasts that last several days showing the firing
of ceramics. Live broadcasts attract over 3 million viewers to computer screens (H
PRI LIEAT). It can be said that the craftsmen of the 21st century are becoming
celebrities of the Internet [ 4L LI ].

For example, the welder Geng Shuai [Hk Jifi] attracts over 3.6 million viewers by
using a short video platform to showcase his inventions. Similarly, the designer of
paper umbrellas Yu Wanlun [4% /3 1] presents the creative process and his products
on the Internet (X1JI5%, 2019). Chu Chengzhang [fi# K] uses e-commerce platforms
to distribute tea, enabling the virtual planting of it. In this way, potential customers
can learn about tea culture and develop an interest in drinking tea (£ %% 2015). These
types of activities are financially significant — through advertising and promotion,
they increase sales.

It is believed that this tendency will continue to develop. Moreover, it has been
estimated that live broadcasting will have an increasing impact on consumer shopping
behaviors. According to the Coresight Research Report, in 2020, the Chinese e-
commerce industry will focus on operations (including sales and e-customer service),
using applications designed to create short films (10-20 seconds long), active online
sales of previously owned goods, develop group purchases (cheaper purchases when
ordering more goods), introduce mini-programs as a supplement to existing sales
channels (launching additional functions within already used applications), accelerate
deliveries (by modernizing the logistics infrastructure and increasing the capacity of
customs warehouses), develop a data-driven C2M model (factories will become
consumer-driven, which will speed up e-commerce), provide vertical e-commerce
sites (sales platforms targeting specific customer groups which capable of
cooperating in the online community) and strengthen cross-border electronic
commerce.

Taobao villages [/ % #4] are e-commerce hubs located in rural areas, such as the
provinces of Zhejiang [#71], Guandong [J~ %], and Jiangsu [{L.75]. In 2013, there
were 20 of them, and five years later — 3200 (The "Taobao Villages" Phenomenon:
How E-commerce (also) Redefines Rural Areas in China). Taobao villages boost the
local economy, generating nearly 6.8 million jobs between June 2018 and June 2019.
In 2019, 63 villages collectively generated approximately RMB 2 billion revenue
(US$ 293,734,071) through online sales of handicrafts, agricultural products, and
industrial goods (Wang, 2019).
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In the Chinese media, e-commerce and handicrafts are most often presented by
referring to either the spirit of craftsmanship or handicrafts' changes and adaptation
to modern trends in the contemporary economy. Studies related to the spirit of
craftsmanship aim to answer whether, nowadays, in the age of globalization and
understood digitization, it is necessary to cultivate the spirit of craftsmanship. This
concept proves the quality of services diligence, dedication, and continuous
improvement of a given professional group and requires following an ethical path —
maintaining high standards, gaining social respect, and increasing craftsmen's social
status. The articles present socialist ideas and warn against false artisans operating
online, who are defined as incompetent.

According to the Report on the Integrity of the E-Commerce Industry [H 47 ML
5 AR 2] presented in 2018, over 90% of consumers shop online, and more
than half of the — 49% — have experienced unethical online behaviors. The unethical
behaviors of false artisans’ manifest in deliberately suppressing a product's defects
(an inability to see the goods before purchasing them), offering products that do not
comply with what has been advertised, failing to meet pre-sale obligations, delays in
deliveries (too long a waiting time) and unfair price manipulation. The importance of
intellectual property protection is also emphasized through filing patents and
promoting professional ethics. Spreading the spirit of craftsmanship starts in
vocational schools, e.g., by developing a university culture on campus [15 & 3 4k]

(CipARZ g =3 SN E U s e AN &2 G DB

The second tendency promotes young artisans, who are China's new strength in
supporting industrial innovation. Young artisans are described as more innovative,
courageous, open to changes, and able to use the team's strength and various
marketing strategies in running their own profit-making activities. To develop such
skills among the young generation of artisans and craft teachers, they can participate
in training and competitions devoted to online craft activities. These include:

- Bayu Craft Competition [E2i1 L], directed at vocational schools of the
city of Chongging, organized by the Chongging Vocational School of
Transport [ RAZIEERML2%BE]. The competition consists of three stages:
decorating an online store, e-customer service and supporting the operation
of the online store (M) i & Bl L UE #1725 55 16 GEAE T 45);

- Competition for Vocational Schools in Hunan Province [J#F4 4], organized
by the Hunan Department of Education [ 5444 % & /7], Department of Hu-
man Resources and Social Security of Hunan Province [J# /5% A\ 71 %5 Al
#4:1%F%= 7], Provincial Cross-Border E-Commerce Association [J51 74 2
5% H1. % #43] and the Publishing House of Universities [/&i25 20 & H k).
The competition concerns data analytics, visual marketing, marketing plan-
ning, online marketing, customer service, online store operations, product in-

tegration and teamwork ( £ 7./7 X1t 75% @1 2020 4 747 1 7 Ry 4 1 5
T BRI ZACE MR —5H);
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- Competition of Skills in Mushroom Crafts [%5 £ . It ], targeting e-
commerce people in Qingyuan County [BX Tt £ ] on tackling poverty and
innovation in the development of e-commerce, organized by the Talent
Group Office of the Qingyuan County Party Committee [+ 3: JRIcE & A
A TAES S /N4 75 24 % ]. The competition includes creating short
videos, e-customer service, support activities for courier companies
and e-commerce in rural areas. In addition to cash prizes, winners are
awarded certificates of professional competence (& k%1 A0 A 7%
Z LT BEREHT & FEBE T i T TR 55 HEFE LA HEAH T ! );

- Competition for e-commerce lecturers Putian Craftsman Cup [# I L% #%],
co-financed by the China International E-Trade Center [+ [ [E Fx H1, ¥ 75 4%
HHi0»], the Local Government of Putian [# 17 A IEEUR], the Teaching
Committee for Higher Education specialised in E-commerce [Z( & &8 /51552
BT R 5 KB # ¥ 8 5 & 1 &1 and the China Association for
Continuing Engineering Education [ [E k4 TFEHE the=] (B H LI
GV i 7 [ A TR 2 L TR )

- Project of technical vocational video training [#)ifi#EiE 2020 4 H 17 5%
“FAH|/E ], organized by the Human Resource and Social Security Office
in the Liuliu District of Foshan city [/ 1L T 78 [X #iii g iE A\ 7 55 i Affh 2
TRIE] (£)77 #738 2020 4 8 7 75 EARHITE” BRI 1L GE LT A7
).

5. Conclusion

The Chinese online industry has been growing consistently since the 1990s. It has
been estimated that e-commerce sales will account for over 60% of total retail sales
in China in a few years. Due to the development of information and communication
technologies in the manufacturing sector, the transformation towards digitization and
automation has become evident (Xu, Chin, and Cao, 2020). This also applies to
Chinese crafts. New online solutions are also used for craft services. Therefore,
artisans use online sales platforms, become active online, create applications for
mobile devices, etc., while maintaining the tradition which is inextricably linked with
the essence of craftsmanship.

By offering their services through the latest communication channels, artisans
continue to be tradition-oriented, share their passion, receive recognition (followers),
and use short videos to talk about their works/products and methods of manual
production. They aim to develop and maintain these specific interpersonal and
indirect relationships and establish a sense of closeness and accessibility between the
creator - craftsman and the final e-customer, which results in customers’ interest in
their work.
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As part of Chinese craftsmanship, e-commerce is presented in the media mainly from
the perspective of developing the spirit of craftsmanship — the features of an
exemplary craftsman both in terms of ethics and professional mastery and the need
to introduce changes and follow modern tendencies. The presented profiles of young
artisans show that educated people, who gain professional experience in a plant or
industry, are open to changes and introduce new solutions and online sales. Owing to
e-commerce and economic benefits, they can achieve educational and social goals,
and by establishing a relationship with customers from outside China, they can also
share knowledge about the history and culture of their country.
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