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Preface 

 
In 1997, Chinaôs competent departments authorized China Internet Network Information Center 

(CNNIC) to organize relevant Internet entities to jointly carry out the Statistical Survey on Internet 

Development in China and regularly release the Statistical Report on Internet Development in 

China (hereinafter referred to as the ñReportò) at the beginning and middle of each year. Ever since 

then, CNNIC has published 45 reports. The Report has reflected the process of building up Chinaôs 

strength in cyberspace through core data. It has provided an important reference for Chinese 

government departments, domestic and international industry institutions, experts, and scholars to 

understand the development of Chinaôs Internet and formulate relevant policies. 

The year of 2020 marks the closing year for finishing building a moderately prosperous society in 

all respects and winning the battle against poverty, the final year of the 13th Five-Year Plan, and 

the preparation year of the 14th Five-Year Plan. In the first half of 2020, Chinaôs Internet industry 

demonstrated tremendous vitality and resilience, overcoming the impact and difficulties brought 

about by the COVID-19 epidemic. Remarkable progress was made in digital infrastructure, digital 

economy, digital benefits for the people, and digital governance. The Internet industry has become 

an important pillar of China to address new challenges and build a new economy. As a faithful 

recorder of implementing the national strategy for cyber development, CNNIC has followed the 

development of Chinaôs Internet, expanding the scope of research and subdividing research areas. 

The Report focuses on the five aspects of basic Internet development, size and structure of Internet 

users, development of Internet applications, development of e-government, and Internet security. 

From a multi-pronged perspective, CNNIC has worked to comprehensively demonstrate the 

development of Chinaôs Internet in the first half of 2020 through all-round data. 

Here, we hereby express our heartfelt thanks to the Office of the Central Cyberspace Affairs 

Commission, the Ministry of Industry and Information Technology of PRC, the National Bureau 

of Statistics of China, the Central Committee of the Communist Youth League and other 

departments and units for their guidance and support for the Report. We would also like to express 

our sincere thanks to the E-Government Research Center of the Party School of the CPC Central 

Committee (National Academy of Governance), other institutions and Internet users that have 

supported this statistical survey on the Internet development. 
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Summary 

Ǹ As of June 2020, China had 940 million netizens, up by 36.25 million over March 20201, and 

its Internet penetration had reached 67.0%, up 2.5 percentage points over March 2020. 

Ǹ Up to June 2020, the number of mobile Internet users in China had reached 932 million, up 

35.46 million over March 2020. The proportion of Chinaôs netizens accessing the Internet via their 

mobile phones had amounted to 99.2%, roughly unchanged from March 2020. 

Ǹ As of June 2020, the size of rural Internet users was 285 million or 30.4% of Chinaôs total 

netizen population, up 30.63 million over March 2020, while that of urban netizens had reached 

654 million or 69.6% of Chinaôs total, up 5.62 million from March 2020. 

Ǹ As of June 2020, the proportions of Chinese netizens accessing the Internet through mobile 

phones, desktop computers, laptops computers, TVs and tablet computers were 99.2%, 37.3%, 

31.8%, 28.6% and 27.5%, respectively. 

Ǹ Up to June 2020, the number of IPv6 addresses in China had reached 50,903 blocks/32. 

Ǹ As of June 2020, the number of the country code top-level domain (ccTLD) ñ.CNò stood at 

23.04 million, up 2.8% from the end of 2019. 

Ǹ Up to June 2020, the user size of instant messaging was 931 million or 99.0% of Chinaôs total 

netizen population, up 34.66 million over March 2020; the number of mobile instant messaging 

users had reached 930 million, up 40.24 million from March 2020, making up 99.8% of mobile 

Internet users. 

Ǹ As of June 2020, the user size of search engine was 766 million or 81.5% of Chinaôs total 

netizen population, up 15.39 million over March 2020; the number of mobile search engine users 

had reached 761 million, up 15.42 million from March 2020, accounting for 81.6% of mobile 

Internet users. 

Ǹ Up to June 2020, the user size of online shopping was 749 million or 79.7% of Chinaôs total 

netizen population, up 39.12 million over March 2020; the number of mobile shopping users had 

                                                   
1 Due to the COVID-19 epidemic, the deadline for telephone survey of the 45th Report was March 15, 2020, so the 

data collection ended in March 2020. 
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amounted to 747 million, up 39.47 million from March 2020, taking up 80.1% of mobile Internet 

users. 

Ǹ As of June 2020, the user size of online payment was 805 million or 85.7% of Chinaôs total 

netizen population, up 37.02 million over March 2020; the number of mobile payment users stood 

at 802 million, up 36.64 million from March 2020, representing 86.0% of mobile Internet users. 

Ǹ Up to June 2020, the user size of online video (including video clips) in China had reached 

888 million, up 37.77 million from March 2020, making up 94.5% of all Internet users. The number 

of video clip users amounted to 818 million, up 44.61 million from March 2020, accounting for 

87.0% of overall Internet users. 

Ǹ As of June 2020, the user size of live streaming in China had reached 562 million, up 2.48 

million from March 2020, taking up 59.8% of all Internet users. Specifically, the user size of live-

stream e-commerce was 309 million, up 44.30 million from March 2020, accounting for 32.9% of 

overall Internet users. 

Ǹ Up to June 2020, the number of users of Chinaôs e-government services was 773 million, up 

78.89 million from March 2020, making up 82.2% of all Internet users. 

Ǹ As of June 2020, 381 million Internet users or 40.5% of all netizens had received online 

education services in China. 

Ǹ Up to June 2020, 276 million Internet users or 29.4% of all netizens had received online 

medical services in China. 

Ǹ As of June 2020, the number of e-commuting users in China amounted to 199 million, or 21.2% 

of overall Internet users. 
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Chapter One Basic Internet 

Development 

I. Basic Internet Resources 

(I) An Overview of Basic Internet Resources 

Up to June 2020, China had 38,907 million IPv4 addresses and 50,903 blocks/32 of IPv6 addresses. 

The number of Chinaôs ccTLD ñ.CNò was 23.04 million, up 2.8% from the end of 2019. 

Table 1 Comparison ð Basic Internet Resources from Dec. 2019 to Jun. 2020 

 Dec. 2019 Jun. 2020 Semi-annual increment Semi-annual 

growth rate 

IPv42 387,508,224 389,067,008 1,558,784 0.4% 

IPv63 (block/32) 50,877 50,903 26 0.1% 

Domain names ending with ñ.CNò   22,426,900 23,044,376 617,476 2.8% 

(II)  IP Address 

Up to June 2020, the number of IPv6 addresses had amounted to 50,903 blocks/32, up 0.1% over 

the end of 2019. 

                                                   
2The data cover Hong Kong, Macao and Taiwan. 
3The data cover Hong Kong, Macao and Taiwan. 
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Figure 1 Number of IPv6 Addresses4 

Up to June 2020, the number of IPv4 addresses was registered at 389.07 million. 

 

Figure 2 Number of IPv4 Addresses5 

(III)  ccTLDs 

As of June 2020, the number of domain names ending with ñ.CNò in China was 23.04 million, up 

2.8% from the end of 2019, while that of domain names ending with ñ.ò was 1.7 million. 

  

                                                   
4The data in Figure 2 cover Hong Kong, Macao and Taiwan. 
5The data in Figure 2 cover Hong Kong, Macao and Taiwan. 

23969
26160 26315

43985

50286 50877 50903

Jun. 2017 Dec. 2017 Jun. 2018 Dec. 2018 Jun. 2019 Dec. 2019 Jun. 2020

Number of IPv6 Addresses

Source:                         Statistical Survey on Internet Development in China 2020.6

Unit: block/32    
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Number of IPv4 Addresses

Source:                         Statistical Survey on Internet Development in China 2020.6
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Table 2 Number of Domain Names Ending with ñ.CNò by Category 

 Number Proportion in total ñ.CNò domain names 

.CN 20,046,906 87.0% 

.COM.CN 2,359,443 10.2% 

.NET.CN 329,090 1.4% 

.ORG.CN 160,670 0.7% 

.ADM.CN 108,903 0.5% 

.GOV.CN 19,373 0.1% 

.AC.CN 13,468 0.1% 

.EDU.CN 6,348 0.0% 

OTHERS 175 0.0% 

Total 23,044,376 100.0% 

II. Application of Internet Resources 

(I) Websites 

As of June 2020, there were 4.68 million websites6 in China, down 5.8% from the end of 2019. 

 

Figure 3 Number of Websites7 

Up to June 2020, China had 3.19 million websites with domain names ending with ñ.CNò, down 

6.3% from the end of 2019. 

                                                   
6 The websites whose domain name registrants are within the territory of the P.R.C. 
7 The number of websites does not include that of those ending with ñ.EDU.CNò. 
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Source:                         Statistical Survey on Internet Development in China 2020.6

Unit: 10,000    



 

The 46th Statistical Report on Internet Development in China 6 
 

 

Figure 4 Number of Websites with Domain Names Ending with ñ.CNò8 

(II)  Mobile Internet Access Traffic 

From January to June 2020, the cumulative mobile Internet traffic totaled 74.5 billion GB, up 34.5% 

year on year. 

 

Figure 5 Mobile Internet Access Traffic 

(III)  Number and Category of Apps 

As of June 2020, the number of Apps (Application, or mobile Internet application) monitored in 

Chinaôs domestic market was 3.59 million, down 80,000 or 2.2% from the end of 2019. 

                                                   
8The number of websites ending with ñ.CNò does not include that of those ending with ñ.EDU.CNò. 
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Figure 6 Number of Apps on Shelf9 

As of June 2020, the proportion of Apps in the top four categories (games, daily tools, e-commerce, 

and consumer services) by mobile App size accounted for 58.6% of the total. Specifically, the 

number of game Apps reached 925,000, accounting for 25.8% of all Apps, an increase of 16,000 

compared to the end of 2019; that of daily tools, e-commerce and consumer service Apps reached 

508,000, 365,000 and 305,000 respectively and ranked second, third and fourth in the scale of 

mobile Apps, representing 14.1%, 10.2% and 8.5% of all respectively; and other Apps such as 

social communication and education made up 41.4% of the total. 

 

Figure 7 Proportion of Apps by Category 

                                                   
9 On shelf: from 2019 onwards, the method of monitoring data would be shifted from a cumulative strategy (i.e. 

the statistics are calculated cumulatively) to an on-shelf strategy (i.e. the statistics are only for on-shelf) to more 

accurately reflect the mobile App market dynamics.  
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Source: the Ministry of Industry and Information Technology of China                              2020.6

Unit: 10,000    
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Source: the Ministry of Industry and Information Technology of China                2020.6
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III.  Internet Access Environment 

(I) Internet Access Devices 

As of June 2020, the proportion of Chinese Internet users using mobile phones to access the Internet 

reached 99.2%, basically unchanged from March 2020; the proportions of netizens using desktop 

PCs, laptops, TVs and tablet PCs to do so were 37.3%, 31.8%, 28.6% and 27.5% respectively. 

 

Figure 8 Usage of Internet Access Devices 

(II)  Online Duration 

1. Per Capita Weekly Online Duration of Internet Users 

As of June 2020, the per capita weekly online duration10 of Chinaôs Internet users was 28.0 hours, 

down 2.8 hours over March 2020. 

                                                   
10Per capita weekly online duration refers to the average daily number of hours of accessing the Internet multiplied 

by 7 days in a week in the past six months. 

42.7%
35.1%

99.3%

32.0% 29.0%
37.3% 31.8%

99.2%

28.6% 27.5%

Desktop PC Laptop Mobile phone TV Tablet PC

Usage of Internet Access Devices

Mar. 2020 Jun. 2020

Source:                         Statistical Survey on Internet Development in China 2020.6
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Figure 9 Per Capita Weekly Online Duration of Internet Users 

2. Proportion of Usage Duration by Type of Application 

In June 2020, among all Apps frequently used by mobile Internet users, instant messaging Apps 

were used for the longest duration, accounting for 13.7%; online video, online audio11, video clip, 

online music and live streaming Apps ranked from the second to sixth in terms of usage duration, 

making up 12.8%, 10.9%, 8.8%, 8.1% and 7.3%, respectively. 

 

Figure 10 Proportion of Usage Duration by Type of Application12 

                                                   
11 Online audio refers to the type of mobile Internet applications that can provide audio programs such as network 

radio stations. 
12 Source: China Telecom. The indicators are based on mobile phone usersô online log data and China Telecomôs 

App tag data in June. The total average daily duration of each type of Apps is calculated by building a data model. 
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Source:                         Statistical Survey on Internet Development in China 2020.6
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3. Distribution of Usage Periods by Type of Application 

In June 2020, of the six types of Apps commonly used by mobile phone users, the usage periods of 

instant messaging, online shopping and online news Apps were evenly distributed, accounting for 

over 75% of the total usage period from 8: 00 to 21: 00. Online meal ordering had obvious time 

characteristics, with peak usage ranging from 11: 00 to 12: 00 and from 17: 00 to 20: 00, making 

up 53.8% of the total duration. Video clips peaked from 11: 00 to 13: 00 and 17: 00 to 22: 00 

respectively, accounting for 53.7% of the total duration. Live streaming was even more obvious in 

concentrated periods, with the usage period between 18: 00 and 23: 00, accounting for over 40% in 

total.  

 

Figure 11 Distribution of Usage Periods13 for Six Types of Applications 

(III)  Proportion of broadband subscribers of 100Mbps and above 

As of June 2020, the number of fixed broadband subscribers with the access speed of 100Mbps and 

above accounted for 86.8% of the total. 

                                                   
13 Distribution of usage period refers to the period distribution of usage duration of Apps in all fields. For example, 

if a user uses an instant messaging App for 15 minutes or 0.25 hours during the period from 6 oôclock to 7 oôclock, 

then the duration of using the application is 4 hours throughout the entire day. The calculation method is 0.25/4. 
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Source: China Telecom                           2020.6
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Figure 12 Proportion of Fixed Broadband Subscribers with the Access Speed of 100Mbps and 

Above 

(IV)  Scale and Proportion of Fiber Broadband Users 

As of June 2020, the number of FTTH/O14 users had reached 433.58 million, accounting for 93.2% 

of all Internet broadband subscribers, up 0.3 percentage points from the end of 2019. 

 

Figure 13  Size and Proportion of Fiber Broadband Subscribers 

 

(V) Number of Cellular IoT Terminal Users 

                                                   
14FTTH/O refers to FTTH and FTTO. FTTH means Fiber to the home.  FTTO stands for Fiber to the office. 
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As of June 2020, the three basic telecom companies developed 1.106 billion cellular IoT terminal15 

users, a net increase of 78.12 million from the end of 2019. Terminal users specializing in smart 

manufacturing, smart transportation and smart public utilities accounted for 21.1%, 18.2% and 

21.4%, respectively. 

 

Figure 14 Number of Cellular IoT Terminal Users 

 

  

                                                   
15Cellular IoT terminal: IoT terminal accesses the GSM network (such as the GPRS network of China Mobile), 

integrates with the 2G mobile communication module, with a SIM card inserted into it, and exchanges data with 

background through GPRS network. Cellular IoT includes Narrowband Internet of Things (NB-IOT), Enhanced 

Machine Type Communication (eMTC), and others. 
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Source: the Ministry of Industry and Information Technology of China                                              2020.6
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Chapter Two Size and Structure of 

Internet Users 

I. The Size of Internet Users 

(I) Overall Size of Internet Users 

As of June 2020, China had 939.84 million netizens, up 36.25 million over March 2020, and its 

Internet penetration had reached 67.0%, up 2.5 percentage points over March 2020. 

 

Figure 15 Netizen Size and Internet Penetration  

Up to June 2020, the number of mobile Internet users in China had reached 932.36 million, up 

35.46 million over March 2020. The proportion of Chinese netizens accessing the Internet via their 

mobile phones had amounted to 99.2%, roughly unchanged from March 2020. 
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Source:                           Statistical Survey on Internet Development in China 2020.6

Unit: 10,000users
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Figure 16 Size of Mobile Internet Users and Its Proportion in Internet Users 

Since the 18th CPC National Congress, Chinaôs IT application has been developed by leaps and 

bounds, under the guidance of General Secretary Xi Jinpingôs important thoughts on a strong 

Internet nation. New infrastructure such as 5G and the industrial Internet has been rolled out, urban 

and rural broadband access has continued to improve, and Internet applications have continued to 

be enriched and refined. All these efforts have laid a solid foundation for China to respond 

effectively and timely to the COVID-19 epidemic. In the first half of 2020, China saw network 

infrastructure, the size of Internet users, Internet penetration record high despite the impact of 

adverse factors such as the epidemic. Up to June 2020, the number of Internet broadband access 

ports nationwide reached 931 million, up 3.1% year-on-year, with a net increase of 15.66 million 

from the end of 201916. The number of Internet users reached 940 million, with an increase of 36.25 

million from March 2020. The Internet penetration was 67.0%, up 2.5 percentage points over March 

2020. The number of rural Internet users reached 285 million or 30.4% of all Internet users, up 

30.63 million from March 2020. The gap between urban and rural Internet penetration was 

narrowed by 6.3 percentage points. 

Against the backdrop of the ongoing COVID-19 pandemic and the complex international situation, 

China has been committed to fostering a development paradigm with domestic circulation as the 

mainstay and domestic and international circulations reinforcing each other, thanks to its 

increasingly sophisticated network infrastructure, a huge size of Internet users, and rich 

comprehensive Internet applications. All the advantages have empowered China to do a good job 

of keeping employment, the financial sector, foreign trade, foreign and domestic investments, and 

expectations stable as well as ensuring security in job, basic living needs, operations of market 

entities, food and energy security, stable industrial and supply chains, and the normal functioning 

of primary-level governments. By doing so, China will finish building a moderately prosperous 

society in all respects and ensure the successful completion of the 13th Five-Year Plan. 

                                                   
16Source: the Economic Operation of Communication Industry in the First Half of 2020 by the Ministry of Industry 

and Information Technology of China. 
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(II)  The Size of Internet Users in Urban and Rural Areas 

As of June 2020, the size of rural Internet users was 285 million or 30.4% of Chinaôs total netizen 

population, up 30.63 million over March 2020, while that of urban Internet users had reached 654 

million or 69.6% of Chinaôs total netizen population, up 5.62 million from March 2020. 

 

Figure 17 Urban and Rural Structure of Internet Users 

Up to June 2020, the Internet penetration in Chinaôs urban areas was 76.4%, basically unchanged 

from March 2020, while that in rural areas was 52.3%, up 6.1 percentage points over March 2020. 

The gap of Internet penetration between urban and rural areas was narrowed by 6.3 percentage 

points. 

 

Figure 18 Internet Penetration in Rural and Urban Areas 

(III)  Achievements in Internet-based poverty alleviation  

The year of 2020 marks that the goal of finishing building a moderately prosperous society in all 

71.8% 69.6%

28.2% 30.4%

Mar. 2020 Jun. 2020

Urban and Rural Structure of Internet Users

Urban areas Rural areas

Source:                           Statistical Survey on Internet Development in China 2020.6
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respects will be met and that China will win the battle against poverty. Under the leadership of the 

Central Committee of the Communist Party of China with Comrade Xi Jinping at the core, the 

Chinese people have resolutely overcome the difficulties and challenges posed by the COVID-19 

epidemic and are determined to realize poverty alleviation. Internet-based poverty alleviation, an 

important means in this regard, has been increasingly understood, engaged and recognized by 

Internet users. 

First, Internet usersô awareness of various online poverty alleviation activities has been 

further raised. As of June 2020, the proportion of Internet users who saw the ñpromotion of 

distinctive agricultural products from poor areasò on the Internet reached 51.5%, up 3.4 percentage 

points over March 2020. 

 

Figure 19 Netizensô Awareness of Various Online Poverty Alleviation Activities 

Second, more Internet users have engaged in various online poverty alleviation activities. 

According to the data, as of June 2020, 52.7% of Internet users who understood online poverty 

alleviation activities participated in praising, forwarding and commenting on poverty alleviation 

campaigns, up 16.4 percentage points from March 2020; 47.1% participated in online poverty 

alleviation donations, up 3.2 percentage points over March 2020; and the proportion of Internet 

users who purchased distinctive agricultural products from poor areas online reached 34.6%, up 

11.5 percentage points from March 2020. 
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Source:                         Statistical Survey on Internet Development in China 2020.6
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Figure 20 Proportion of Internet Users Who Understand Online Poverty Alleviation Activities 

Participating in Such Activities 

Thirdly, more Internet users have recognized the role of the Internet in helping lift poor areas 

out of poverty. As of June 2020, the proportion of Internet users who agree that the Internet can 

ñpool the strength of netizens to help the needyò had reached 81.2%, up 1.7 percentage points from 

March 2020; that of those users who agree that the Internet can ñhelp the poor expand the sales of 

agricultural products through e-commerceò amounted to 77.2%, up 1.8 percentage points over 

March 2020; that of Internet users who agree that the Internet can ñmake it easier for needy people 

to obtain information on job, social security and medical careò reached 75.9%, up 3.7 percentage 

points from March 2020; and that of Internet users who agree that the Internet can ñprovide children 

in poor areas with quality learning resources through distance educationò was 74.0%, up 4.4 

percentage points from March 2020. 
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Figure 21 The Role of the Internet in Helping to Lift Poor Areas out of Poverty 

(IV)  The Size of Non-netizen 

As of June 2020, of 463 million non-netizens in China, these in urban areas accounted for 43.8%, 

while those in rural areas made up 56.2%. Most non-netizens are still living in rural areas. 

While focusing on the growth in the number of Internet users, we still need to pay attention to the 

non-netizens community. During the COVID-19 epidemic, no access to the Internet prevented non-

netizens from getting more timely and effective epidemic control information and enjoying the 

convenience of travel and shopping services delivered by the Internet. Shortage of skills, limited 

literacy level and inadequate devices are major reasons why non-netizens do not access the Internet. 

According to the data, 48.9% of non-netizens did not access the Internet because they did not know 

how to use the computer/Internet; 18.2% did not because they did not master Pinyin or due to 

literacy limitations; 14.8% did not because they did not have access to computers and other devices; 

12.9% did not because they were too old/too young to access the Internet; and the proportion of 

non-netizens having no time to surf the Internet or being not interested in it was less than 10%. 
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Figure 22 Reasons Why Non-netizens Do not Access the Internet 

According to the data, the primary factor for non-netizens access the Internet was the convenience 

of communicating with their family members, accounting for 31.8%, followed by the availability 

of barrier-free Internet devices, making up 30.1%, and the provision of free relevant training and 

guidance, taking up 30.0%. 

 

Figure 23 Factors Facilitating Non-netizens to Access the Internet 

II. The Attribute Structure of Internet Users 

(I) Gender Structure 

As of June 2020, the ratio of male to female among Chinese netizens is 51.0:49.0, which is roughly 
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the same as that in Chinaôs overall population (51.1:48.9)17. 

 

Figure 24 Gender Structure of Internet Users 

(II)  Age Structure 

As of June 2020, the proportion of Internet users aged 20-29 and 30-39 was 19.9% and 20.4% 

respectively, higher than that of other age groups; that of Internet users aged 40-49 was 18.7%; and 

that of Internet users aged 50 and above increased from 16.9% in March 2020 to 22.8% in June 

2020, with the Internet further penetrating middle- and old-age groups. 

 

Figure 25 Age Structure of Netizens 

(III)  Educational Background 

                                                   
17 Source: the Statistical Communique of the People's Republic of China on the 2019 National Economic and Social 

Development released by the National Bureau of Statistics of China. 
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As of June 2020, the proportions of netizens graduating from junior middle schools as well as senior 

middle schools, vocational schools or technical schools were 40.5% and 21.5%, respectively. The 

proportion of Internet users holding a diploma from colleges or above was 18.8%, respectively. 

 

Figure 26 Educational Background of Netizens 

(IV)  Occupational Structure 

As of June 2020, students got the largest share of Internet users in China, accounting for 23.7%, 

followed by the self-employed/freelance workers, making up 17.4%, and the agricultural, forestry, 

animal husbandry and fishery workers, representing 15.3%. 
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Figure 27 Occupational Structure of Internet Users 

(V) Income Structure 

As of June 2020, the proportion of Internet users with monthly income18 from 2,001 to 5,000 yuan 

was 32.6%; that of those users with monthly income above 5,000 yuan was 24.2%; and that of those 

netizens with monthly income of 1,000 yuan or less was 21.0%. 

                                                   
18 Monthly income: the income of students includes living allowances provided by families, salary earned from 

work-study programs, scholarships and others. The income of workers engaged in agriculture, forestry, animal 

husbandry and fishery includes the living allowances provided by children, income of agricultural production, and 

government subsidy. The income of those who are jobless, laid off or unemployed includes the living allowances 

provided by children, government relief and subsidy, pension, and subsistence allowances. The income of retirees 

includes the living allowances provided by children and pension. 
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Figure 28 Structure of Monthly Personal Income of Internet Users 
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Chapter Three The Development 

of Internet Applications 

I. Overview of Internet Applications 

In the first half of 2020, China saw steady growth in personal Internet applications. The most 

significant growth in user size was found in live streaming e-commerce, video clip and online 

shopping applications, with growth rates of 16.7%, 5.8% and 5.5% respectively. A steady growth 

rate ranging from 1% to 5% was seen in instant messaging, search engine and other basic 

applications as well as online games, online video, cell phone literature and other online 

entertainment applications. In terms of mobile Internet applications, the growth rate of mobile 

shopping users exceeded 5%. 

Table 3 User Size and Utilization Rate of Internet Applications of Internet Users from Mar. 2020 

to Jun. 2020 

 Jun. 2020 Mar. 2020  

Applications 

Number of 

Internet 

users 

(10,000) 

The 

percentage 

of Internet 

users using 

the 

application 

Number of 

Internet 

users 

(10,000) 

The 

percentage 

of Internet 

users using 

the 

application 

Growth rate 

Instant messaging 93079 99.0% 89613 99.2% 3.9% 

Search engine 76554 81.5% 75015 83.0% 2.1% 

Online news 72507 77.1% 73072 80.9% -0.8% 

Telecommuting 19908 21.2% - - - 

Online shopping 74939 79.7% 71027 78.6% 5.5% 

Online meal 

ordering 
40903 43.5% 39780 44.0% 2.8% 

Online payment 80500 85.7% 76798 85.0% 4.8% 

Internet wealth 

management 
14938 15.9% 16356 18.1% -8.7% 

Online games 53987 57.4% 53182 58.9% 1.5% 

Online video 

(including video 

clip) 

88821 94.5% 85044 94.1% 4.4% 
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 Jun. 2020 Mar. 2020  

Applications 

Number of 

Internet 

users 

(10,000) 

The 

percentage 

of Internet 

users using 

the 

application 

Number of 

Internet 

users 

(10,000) 

The 

percentage 

of Internet 

users using 

the 

application 

Growth rate 

Video clip 81786 87.0% 77325 85.6% 5.8% 

Online music 63855 67.9% 63513 70.3% 0.5% 

Online literature  46704 49.7% 45538 50.4% 2.6% 

Live streaming19 56230 59.8% 55982 62.0% 0.4% 

Online Car-

hailing Services 
34011 36.2% 36230 40.1% -6.1% 

Online education 38060 40.5% 42296 46.8% -10.0% 

Online medical 

services 
27602 29.4% - - - 

Table 4 User Size and Utilization Rate of Applications of Mobile Internet Users from Mar. 2020 

to Jun. 2020 

 Jun. 2020 Mar. 2020  

Applications 

Number of 

Internet 

users 

(10,000) 

Utilization 

ratio of 

mobile 

Internet 

users 

Number of 

Internet 

users 

(10,000) 

Utilization 

ratio of 

mobile 

Internet 

users 

Growth 

rate 

Mobile instant 

messaging 
93037 99.8% 89012 99.2% 4.5% 

Mobile Search 

Engine 
76078 81.6% 74535 83.1% 2.1% 

Mobile news 71999 77.2% 72642 81.0% -0.9% 

Mobile shopping 74696 80.1% 70749 78.9% 5.6% 

Mobile meal 

ordering 
40720 43.7% 39653 44.2% 2.7% 

Mobile payment 80172 86.0% 76508 85.3% 4.8% 

Mobile game 53592 57.5% 52893 59.0% 1.3% 

Mobile music 63598 68.2% 63274 70.5% 0.5% 

                                                   
19Live streaming includes live-stream e-commerce, live sport broadcasting, host live show, live game streaming, 

and live concert streaming. 
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 Jun. 2020 Mar. 2020  

Applications 

Number of 

Internet 

users 

(10,000) 

Utilization 

ratio of 

mobile 

Internet 

users 

Number of 

Internet 

users 

(10,000) 

Utilization 

ratio of 

mobile 

Internet 

users 

Growth 

rate 

Cell phone 

literature  
46515 49.9% 45255 50.5% 2.8% 

Mobile learning 37668 40.4% 42023 46.9% -10.4% 

In June 2020, the per capita number of mobile phone Apps20 among netizens aged 15-19 was 83, 

the largest proportion. In the second place, Internet users aged 20-29 had 72 mobile phone Apps on 

average. The per capita number of mobile phone Apps among netizens aged 15 or above gradually 

decreased with the increase of age. Netizens aged 60 or above installed 44 mobile phone Apps on 

average. 

 

Figure 29 Per Capita Number of Mobile Phone Apps by NetizensôAge 

II. Basic Apps 

(I) Instant messaging 

Up to June 2020, the user size of instant messaging was 930.79 million or 99.0% of Chinaôs total 

netizen population, up 34.66 million over March 2020; the number of mobile instant messaging 

                                                   
20 Per capita number of mobile phone Apps refers to that of Apps installed on mobile phones of netizens on average. 
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users had reached 930 million, up 40.24 million from March 2020, making up 99.8% of mobile 

Internet users. 

 

Figure 30 User Size and Usage Rate of Instant Messaging from Jun. 2017 to Jun. 2020 

 

Figure 31 User Size and Usage Rate of Mobile Instant Messaging from Jun. 2017 to Jun. 2020 

In the first half of 2020, the instant messaging industry grew at a fast pace amid the COVID-19 

epidemic, which is embodied in the following three aspects.  

Regarding the industry development, instant messaging became one of the fastest growing 

Internet applications during the COVID-19 epidemic. In the personal instant messaging, 

communication activities among netizens have gradually shifted from offline to online as a result 

of the COVID-19 epidemic. In this context, instant messaging, a primary online communication 
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channel, has further enhanced user activity. According to relevant data21, both WeChat and QQ 

achieved double-digit year-over-year growth in total daily messages and time length in the first 

quarter. Regarding instant messaging applications for enterprises, the strong demand for a 

contactless office environment has prompted a growing number of enterprises to use instant 

messaging products amid the COVID-19 outbreak, driving significant growth in the user size of 

this market. Based on relevant data, over 300 million users used DingTalk during the epidemic, 

helping 15 million enterprises resume work and production22; enterprise-version WeChat users 

grew from 60 million to 250 million23 during the period. 

With respect to market competition, the number of new entrants in the instant messaging 

continues to increase, further intensifying the competition in the industry. Huaweiôs WeLink, 

ByteDanceôs Feishu, Pinduoduoôs Knock and other enterprise-class instant messaging products 

were available to the public in the first half of 2020. The enterprise-class instant messaging services 

by these tech companies marked the evolution of the competition from a dual-pillar to a multi-polar 

landscape. In addition, the three major telecom carriers jointly released the White Paper on 5G 

Messaging to offer rich-media instant messaging services24 directly to subscribers from the 

perspective of a telecom operator. As an upgraded version of short message service (SMS), 5G 

messaging has featured a large user base and low operating costs compared to existing instant 

messaging products. However, there is a gap between 5G messaging and other mature instant 

messaging products in user experience and service ecosystem. 

In terms of social impact, instant messaging serves as an important information platform for 

anti-epidemic efforts. First, official accounts and applets of instant messaging applications have 

become an important channel for releasing epidemic information. According to relevant data25, the 

COVID-19 modules of instant messaging applets delivered over 6 billion epidemic updates to users 

nationwide in the first quarter alone. Second, instant messaging companies contributed to reopening 

businesses and schools across China. Based on big data, facial recognition and satellite positioning, 

instant messaging enterprises have introduced health QR code, ride QR code and school resumption 

code to digitally assist the society in resuming its normal functioning. Third, instant messaging 

companies further facilitated the IT-based remodeling of hospitals during the epidemic. For 

example, some instant messaging companies have integrated their instant messaging, cloud services 

and online conferencing into ñdigital solutions for hospitals fighting the epidemic,ò providing a 

convenient and efficient mobile office environment for frontline medical staff in their training, 

consultations, and updating of patient information.  

(II)  Search engine 

As of June 2020, the user size of search engine was 765.54 million or 81.5% of Chinaôs total netizen 

population, up 15.39 million over March 2020; the number of mobile search engine users had 

reached 761 million, up 15.42 million from March 2020, accounting for 81.6% of mobile Internet 

users. 

                                                   
21Source: Tencentôs financial report 2020 Q1. 
22Source: the 2020 DingTalk Spring/Summer Launch. 
23 Source: Sina https://tech.sina.com.cn/roll/2020-05-18/doc-iirczymk2296915.shtml, May 18, 2020. 
24 Rich-media instant messaging services refers to a instant messaging service that supports a variety of message 

formats such as text, voice, image, video and location. 
25 Source: Tencentôs official website, https://www.tencent.com/zh-cn/articles/2201019.html, March 29, 2020. 
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Figure 32 User Size and Utilization Ratio of Search Engine between Jun. 2017 and Jun. 2020 

 

Figure 33 User Size and Utilization Ratio of Mobile Search Engine from Jun. 2017 to Jun. 2020 

In the first half of 2020, search engines continuously advanced the content ecosystem and made 

services more intelligent in a bid to broaden revenue channels. Also, the efficiency and effectiveness 

of social governance for massive information searches were initially demonstrated amid the 

COVID-19 epidemic. 

Search engines accelerate the development of the content ecosystem. First, maximizing the 

commercial value of traffic is the main driver for building a content ecosystem. To enhance 

profitability, search engine companies have established the content ecosystem to retain users, 
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promote traffic monetization26 and reduce cost of revenue. According to the data27, Baidu saw its 

steady traffic growth from in-app search engine and mobile ecosystem, with the cost of revenue 

declining for two consecutive quarters in 2020. Second, enriching original content and 

purchasing content are the primary means to build a content ecosystem. Through two years of 

vigorous development, the number of Baidu Baijiahao creators increased by 52% in the second 

quarter compared to the same period last year.28 They are now main providers of original content 

for the platformôs content ecosystem. Baidu Baijiahao is developing itself as part of an information 

search and distribution system together with news feeds, encyclopedias, videos, and live streaming. 

After launching its independent App, Toutiao Search acquired baike.com and baikemy.com by 

integrating products and contents under ByteDance. The search platform has further enhanced the 

comprehensiveness and professionalism of its search contents, so as to meet the multiple demands 

of users for contents. 

Search engines have been made more intelligent continuously. First, more smart search 

portals are being developed. Smart assistants, changing the way information is searched, are 

increasingly accepted by users. According to the data29, the number of voice interaction via DuerOS 

totaled 5.8 billion in June 2020, up 57% year-on-year. Alibabaôs Quark has expanded its search 

portal through AI tools, with camera-based search increasing by more than 10 times over the last 

year30. Secondly, search-based direct access services31 are more intelligent. For example, 

WeChatôs Search is becoming smarter in its search-based services that can be directly linked to 

corresponding information, entertainment resources and mini programs based on usersô keywords, 

providing them with more efficient ways to obtain content, brands and services. For example, a 

ñnucleic acid testò can be registered directly and a brand name can be linked to its purchase page 

directly, when users search such keywords. 

Search engines begin to play their role in social governance. The significantly enhancement of 

search user activity was due to the COVID-19 outbreak. During the outbreak, Baiduôs search traffic 

grew by over 30%,32 while Sogouôs search and information flow products were accessed for more 

than 560 million33. Search engines amass a tremendous amount of information on usersô needs and 

serve as important entrances and guides in fighting against the epidemic and reopening businesses 

and schools. They provide a vital reference for tracking public opinion, squashing rumors through 

scientific knowledge and guiding the distribution of anti-epidemic materials. In the future, the in-

depth mining, modeling and prediction of search data play an essential role in researching 

emergencies, serving the people and promoting economic recovery, thus helping to build a digital 

governance system and improve governance capabilities.  

                                                   
26 Traffic monetization refers to the process of converting website traffic into cash income through commercial 

means. 
27 Source: Baiduôs financial reports in Q1 and Q2 2020. 
28 Source: Baiduôs financial report in Q2 2020. 
29 Source: Baiduôs financial report in Q2 2020. 
30 Source: sohu.com. 

https://www.sohu.com/a/412567330_162522?_f=index_pagefocus_6&_trans_=000014_bdss_dkgyxqsP3p:CP=, 

August 11, 2020. 
31 Search-based direct access service means that a search engine matches the keyword a user enters, automatically 

loads applet components, and directly displays function links of related services in the search results. 
32 Source: Teleconference for Baiduôs financial report 2019 Q4. 
33 Source: Sogouôs financial report 2019 Q4. 

https://www.sohu.com/a/412567330_162522?_f=index_pagefocus_6&_trans_=000014_bdss_dkgyxqsP3p:CP=,%20August%2011,%202020
https://www.sohu.com/a/412567330_162522?_f=index_pagefocus_6&_trans_=000014_bdss_dkgyxqsP3p:CP=,%20August%2011,%202020
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(III)  Online news 

As of June 2020, the number of online news users in China was 725.07 million or 77.1 percent of 

the overall Internet users, down 5.65 million from March 2020; the number of mobile news users 

amounted to 720 million, down 6.42 million from March 2020, making up 77.2 percent of mobile 

Internet users. 

 

Figure 34 User Size and Utilization Ratio of Online News between Jun. 2017 and Jun. 2020 

 

Figure 35 User Size and Utilization Ratio of Mobile Phone News from Jun. 2017 to Jun. 2020 

In the first half of 2020, the online news industry has covered the unexpected epidemic in detail 

and assisted in responding to the emergency in a variety of ways. By fully applying various types 

of platforms, online news media continued to make news dissemination more accessible and 
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effective. Online news media were assisting in the fight against the epidemic in diverse ways. 

The first was to enrich the forms of presentation and bolster the confidence in fighting the 

epidemic. In the anti-epidemic frontline of Wuhan, Hubei province, online news media produced 

Vlogs, posters and publicity videos to let the people of the country have a thorough understanding 

of the real situation, bolstering their confidence and determination to win the battle against the 

COVID-19 epidemic. The second was to publicize Chinaôs achievements in its anti-epidemic 

efforts. In April 2020, Xinhua News Agency released a video entitled Once Upon A Virus overseas, 

receiving widespread attention and garnering more than one million views and tens of thousands of 

likes and retweets34. During the epidemic, China Global Television Network (CGTN) broadcast the 

documentary series 24 Hours in Wuhan, which had a video reach of over 14 million and over 6 

million views as of May 202035. Online news media voiced their opinions, enhancing the 

understanding and support of the worldôs other parts for Chinaôs fight against the epidemic. 

Online news media have further expanded the information reach and improved the effects of 

news dissemination. Amid the epidemic in 2020, online news media released news and 

information through social networking platforms, news and information Apps, search engines, and 

video clip platforms and made it easier for users to access news and information and distribute them 

multiple times, so as to achieve the better effects of news dissemination. The above-mentioned 

measures helped users to obtain the latest developments in the fight against the epidemic in a more 

timely manner, do a good job of personal protection, and pool their strengths to contain the epidemic, 

in a bid to avoid the further spread of the epidemic. Specifically, CCTV News tracked the latest 

data on the epidemic around the world and released anti-epidemic information through Weibo, 

Bilibili and other platforms, with daily readings exceeding one million. Xiakedao, the WeChat 

official account of the overseas edition of the Peopleôs Daily, tracked the epidemic at home and 

abroad and pushed epidemic-related analysis articles timely, with readings of many articles 

surpassing 100,000. Sina News tracked and visualized the latest data on the epidemic in China and 

beyond, providing a convenient way for Chinese across the world to learn about the epidemic. 

(IV)  Social networking applications 

As of June 2020, the use rate of WeChat Moments was 85.0%, basically unchanged from March 

2020; the use rates of Qzone and Weibo were 41.6% and 40.4% respectively, down 6 percentage 

points and 2.1 percentage points respectively over March 2020. 

                                                   
34 Source: sina.com.cn, http://k.sina.com.cn/article_3215229040_bfa4807000100rj25.html, May 5, 2020. 
35 Source: sina.com.cn,  

https://k.sina.com.cn/article_2759348142_a4784fae01900rrye.html?cre=tianyi&mod=pcpager_focus&loc=38&r=

9&rfunc=100 amp;tj=none&tr=9, May 19, 2020. 

http://k.sina.com.cn/article_3215229040_bfa4807000100rj25.html,%20May%205,%202020
https://k.sina.com.cn/article_2759348142_a4784fae01900rrye.html?cre=tianyi&mod=pcpager_focus&loc=38&r=9&rfunc=100%20amp;tj=none&tr=9,%20May%2019,%202020
https://k.sina.com.cn/article_2759348142_a4784fae01900rrye.html?cre=tianyi&mod=pcpager_focus&loc=38&r=9&rfunc=100%20amp;tj=none&tr=9,%20May%2019,%202020
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Figure 36 Usage Rate of Typical Social Networking Applications 

In the first half of 2020, the market landscape of social networking applications was stable, with 

products being innovated. During the epidemic, social networking platforms played an important 

role in international communication. 

The overall market landscape of social networking applications is stable with continuous 

exploration and innovation conducted in segments. WeChat Moments, Weibo and other 

mainstream social networking platforms have long accounted for most of the traffic. They are 

developing a refined system featuring closed-loop traffic and service ecosystem through the 

continuous enrichment of video clips, e-commerce, local life and other services. Faced with a 

limited market space, some social networking applications have tapped into the unique needs of 

niche groups as a foothold for innovation. To meet the personalized needs of Generation Z36, some 

social networking companies are constantly introducing new social products for specific segments, 

exploring the opportunities brought about by new technologies and generational changes of users, 

and striving for innovative breakthroughs. In 2019, 50-odd social networking applications were 

unveiled in succession.37 In the first half of 2020, a number of newly segmented applications were 

also launched, such as Alibabaôs real social product ñReal as Me.ò 

During the epidemic, social networking platforms played an important role in the 

dissemination of information in China and beyond. First, Chinese netizens, through domestic 

social networking platforms, kept abreast of the development of the COVID-19 epidemic 

abroad. Overseas bloggers from multiple countries and regions share their local epidemic 

situations on their Weibo homepages in the forms of picture, text and video. Weibo has become an 

important window for Chinese people to understand the trend of overseas epidemics. Up to March 

2020, 1.92 million videos concerning the epidemic had been uploaded by overseas Weibo users, 

covering 36 countries across five continents, with over 75.8 billion views38. Secondly, Chinese 

netizens and enterprises proactively showcase Chinaôs image via overseas social platforms. 

Videos and news reflecting Chinaôs anti-epidemic efforts have been widely disseminated on 

overseas social media, helping overseas netizens understand the real situation in this regard. Wuhan, 

Stay Strong. Weôre Waiting for You, a homemade short film by Chinese netizens, was translated into 

                                                   
36 Generation Z refers to the group born in 1995 and later. 
37 Source: iiMedia Research. 
38Source: Weibo. 
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10 languages and disseminated on overseas social platforms to share Chinaôs experience and tell 

Chinaôs stories. Chinese enterprises operating overseas publicized anti-epidemic aid on Facebook, 

Twitter and other social platforms to expand the influence of Chinese brands. 

(V) Telecommuting Apps 

As of June 2020, the number of telecommuting users in China amounted to 199 million or 21.2% 

of overall Internet users. In the first half of 2020, telecommuting Apps served as an important 

Internet tool for ongoing anti-epidemic efforts and normal socio-economic functioning. 

Telecommuting Apps have integrated offline and online business of enterprises by reshaping their 

original working models. They are also expected to become a normal operation tool after the 

epidemic is over. They are also an important means to promote the digital transformation of 

enterprises. 

The demand of telecommuting App users is soaring, and the market size is growing rapidly. 

First, in terms of user size, telecommuting Apps were a widely used model adopted by enterprises 

and individual users amid the epidemic. Especially in the economic reopening period, the number 

of users and duration have grown exponentially. According to the data, on February 4, 2020, 60,000 

new users held their meetings via Tianyi Cloud Conference, with a total of 90,000 meeting hours.39 

From June to July 2020, the average daily use of teleconferencing was 110 minutes40, making the 

cloud conference a routine App. Secondly, regarding the market size, more than 18 million 

enterprises in China have adopted the telecommuting model during the 2020 Spring Festival. The 

market size of smart mobile office is projected to reach 37.5 billion yuan in 2020, with a growth 

rate of 30.2%41. 

The telecommuting application market is fiercely competitive, and the service capabilities are 

being increased. First, market players are more diversified. Driven by the demand, all types of 

companies are rapidly competing to capture the market. Large Internet enterprises relying on 

existing products expand their presence across the board, such as Tencent, Alibaba and Baidu. 

Professional software providers focusing on vertical industries refine their lean services, such as 

Vidyo in health care, and XYLink in education and health care. software and hardware integration 

suppliers integrated a variety of business processes into a unified platform to achieve the 

combination of a range of office software and hardware, like Huawei Cloud WeLink. Secondly, 

software performance and function have been upgraded constantly. As the competition is 

heating up, telecommuting applications have been improved rapidly in their service capabilities. In 

terms of software performance, the number of concurrent users, video definition, low latency and 

other performances have been upgraded constantly to optimize user experience. For example, 

DingTalk and enterprise-version WeChat support 300 users concurrently. Regarding software 

functions, the innovative integration of Internet media technology with traditional OA software 

functions and the powerful telecommuting service capabilities help enterprises maintain normal 

operation during the epidemic. For instance, the combination of live streaming and online document 

                                                   
39Source: China Telecom Tianyi Cloud. 
40Source: the data collected by the Computer Network Information Center under the Chinese Academy of Sciences 

cover 299,727 Internet devices in 12 cities of 10 provinces, with monitoring software including Zoom, VooV 

Meeting and DingTalk. 
41Source: iiMedia Research. 
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collaboration tools improves the communication efficiency of teleconferencing. 

Telecommuting makes a big push for the development of infrastructure and the expansion of 

the software and hardware industries. First, telecommuting has advanced the development of 

IT-based infrastructure. In order to meet the needs of telecommuting for video definition, 

information latency, server concurrent processing and other core performances, a variety of IT-

based infrastructures continue to accelerate, including high-speed wireless network, expansion of 

cloud computing services, deployment of high-performance servers, and R&D and production of 

high-capacity memory chips. During the COVID-19 outbreak, VooV Meeting, one video 

conferencing tool released by Tencent, expanded its capacity by over 100,000 cloud hosts with one 

million cores of computing resources42 in eight days, giving a strong boost to the growth of the 

server market. Secondly, related intelligent software and hardware industries have been 

developed rapidly. The growing integration of telecommuting and enterprise-based digital 

management has significantly increased the demand for related intelligent hardware, such as 

intelligent access control, smart router, intelligent interactive screen, and remote video device. 

Telecommuting services provide one-stop solutions through the integration of software and 

hardware to accelerate the innovations for enterprise services market. According to the data,43 a 

fast-growing number of cloud-based services were launched for enterprises. In the first quarter of 

2020, Chinaôs SDS44 market size grew at a rate of 25.9% year-on-year. 

  

                                                   
42 Source: sina.com.cn,https://tech.sina.com.cn/i/2020-02-06/doc-iimxyqvz0776909.shtml, February 6, 2020. 
43Source: IDCôs China Software Defined Storage (SDS) Market Tracking Report Q1 2020. 
44 SDS refers to Software Defined Storage.  

https://tech.sina.com.cn/i/2020-02-06/doc-iimxyqvz0776909.shtml,%20February%206,%202020
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III.  Business Transaction Applications 

(I) Online shopping 

Up to June 2020, the user size of online shopping was 749.39 million or 79.7% of Chinaôs total 

netizen population, up 39.12 million over March 2020; the number of mobile shopping users had 

amounted to 747 million, up 39.47 million from March 2020, taking up 80.1% of mobile Internet 

users. 

 

Figure 37 User Size and Utilization Ratio of Online Shopping between Jun. 2017 and Jun. 2020 

 

Figure 38 User Size and Utilization Ratio of Mobile Shopping from Jun. 2017 to Jun. 2020 
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Since 2013, China has been the worldôs largest online retail market for seven consecutive years. 

Despite the severe challenge posed by the COVID-19 epidemic, the ability of online retail market 

sustaining itself was further demonstrated. Online retail sales reached 5.15 trillion yuan in the first 

half of the year, a YoY increase of 7.3%. Specifically, online sales of physical goods rose 14.3% 

year-on-year to nearly 4.35 trillion yuan, accounting for 25.2% of total retail sales, 25.7 percentage 

points higher than the YoY growth rate of total retail sales of consumer goods.45 Online retail has 

given a strong boost to opening up Chinaôs economic circulation by expanding domestic demand 

through consumption, bolstering development through innovation, and energizing the market. 

While expanding domestic demand, online consumption has made the economy more resilient. 

The first was to ensure peopleôs livelihood amid the epidemic. The ñstay-at-home economy46ò 

emerged in the first half of the year, with commodity consumption moving toward online platforms 

significantly. Major e-commerce platforms initiated their responses by giving full play to their 

supply-chain strengths to ensure the supply of necessities through direct overseas procurement and 

via domestic brand merchants. The second was to give a strong boost to the post-epidemic 

recovery in consumption. E-commerce platforms and local governments jointly issued various 

forms of e-consumption coupons to activate online and offline consumption by subsidizing users. 

The Ministry of Commerce of China and other departments organized e-commerce platforms to 

launch the Online Shopping Festival for Quality Brand Products, driving the national online retail 

sales to exceed 430 billion yuan47 during the same period. In the large-scale ñJune 18ò e-commerce 

promotion, Tmall and JD.com reached 698.2 billion yuan and 269.2 billion yuan48 respectively, 

demonstrating the power of the domestic demand engine and the momentum of economic 

transformation. All these efforts unleashed the potential of consumption and enhanced economic 

resilience. 

Apart from boosting the development, new forms and models of business have also helped 

upgrade the economy. First, cross-border e-commerce has become an important way to 

stabilize foreign trade and promote the consumption return. From January to May 2020, the 

total import and export retail commodities through the customs-based cross-border e-commerce 

management platform amounted to 71.73 billion yuan, up 22.4% year-on-year49. Foreign trade 

enterprises realized survival and development through online marketing and trading. During the 

127th Canton Fair, nearly 26,000 domestic and overseas exhibitors achieved global sourcing via 

ñcloudò platforms50. Also, cross-border e-commerce further promoted the consumption return. As 

of June 2020, the user size of cross-border e-commerce51 in China had reached 138 million. Second, 

new models such as fresh-food e-commerce are driving all types of consumption growth. Due 

to the epidemic in the first half of the year, livelihood consumer applications such as fresh-food e-

commerce and online grocery shopping witnessed explosive growth. As of June 2020, the user size 

amounted to 257 million, making up 27.4% of overall Internet users. In addition, the sizes of 

                                                   
45 Source: the National Bureau of Statistics of the Peopleôs Republic of China, 

http://www.stats.gov.cn/tjsj/zxfb/202007/t20200716_1776198.html, July 16, 2020. 
46Stay-at-home economy refers to a new form of economy that emerges with the rise of the Internet, covering 

teleworking, and at-home shopping and online meal ordering. 
47 Source: the Ministry of Commerce of the People's Republic of China 

http://www.mofcom.gov.cn/article/i/jyjl/l/202006/20200602973242.shtml,June 12, 2020. 
48 Source: Sina Finance, http://finance.sina.com.cn/stock/relnews/hk/2020-06-19/doc-iircuyvi9289301.shtml, June 

19, 2020. 
49Source: the General Administration of Customs of the Peopleôs Republic of China (GACC). 
50Source: chinanews.com http://www.chinanews.com/cj/2020/06-29/9224175.shtml, June 29, 2020. 
51 Cross-border e-commerce users refer to those who purchased imported goods online in the last six months. 

http://www.stats.gov.cn/tjsj/zxfb/202007/t20200716_1776198.html,%20July%201,%202020
http://www.stats.gov.cn/tjsj/zxfb/202007/t20200716_1776198.html,%20July%201,%202020
http://www.mofcom.gov.cn/article/i/jyjl/l/202006/20200602973242.shtml
http://www.mofcom.gov.cn/article/i/jyjl/l/202006/20200602973242.shtml
http://finance.sina.com.cn/stock/relnews/hk/2020-06-19/doc-iircuyvi9289301.shtml
http://www.chinanews.com/cj/2020/06-29/9224175.shtml,%20June%2029,%202020
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agricultural products e-commerce and second-hand e-commerce users52 reached 248 million and 

61.43 million respectively, playing an important role in promoting the uplift of agricultural products 

and the development of the idle economy. 

E-commerce empowers the majority of small and medium-sized enterprises to meet the 

demand of the market. First, the online transformation heightened the capabilities of 

businesses in their operations amid the epidemic. During the epidemic prevention and control 

period, ñonline economy,ò ñstay-at-home economyò and other new forms had been derived from 

online retail, offering opportunities for traditional enterprises and businesses to digitally transform 

and upgrade themselves. Through livestreamed e-commerce and WeChat-based membership group 

and other digital methods, small- and medium-sized enterprises (SMEs) sped up their online 

operations, promoting the resumption of work and production. Secondly, e-commerce platforms 

are empowered to relieve the difficulties of small- and medium-sized enterprises. In the first 

half of 2020, multiple e-commerce platforms intensified their efforts to support SMEsô 

development by empowering their technologies and resources. For example, Jingdong Digital 

Science and Technology provides small and medium-sized enterprises with solutions for 

blockchain electronic contracts, blockchain trade secret protection and data services based on 

Jingdongôs intelligent supply chain. Alibaba launched the ñSpring Thunder Planò to support small 

and medium-sized enterprises, and through the activation of the digital industry belt and other 

important initiatives, use a reverse customization model to help factories sell directly online. 

(II)  Online meal ordering 

Up to June 2020, the user size of online meal ordering was 409.03 million or 43.5% of Chinaôs total 

netizen population, up 11.24 million over March 2020; the number of mobile meal ordering had 

reached 407.20 million, up 10.67 million from March 2020, accounting for 43.7% of mobile 

Internet users. 

                                                   
52 Agricultural products e-commerce and second-hand e-commerce users refer to those who purchased agricultural 

products and second-hand goods online respectively in the last six months. 
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Figure 39 User Size and Utilization Ratio of Online Meal Ordering between Jun. 2017 and Jun. 

2020 

 

Figure 40 User Size and Utilization Ratio of Mobile Meal Ordering from Jun. 2017 to Jun. 2020 

Regarding meal ordering and other services, the industry bottomed out and bounced back in 

the first half of 2020 after short-term shocks. First, the COVID-19 outbreak has a short-term 

negative impact on the meal ordering industry. During the epidemic, some food and beverage 

outlets and communities were closed, which negatively impacted the scale of takeaway and 

platform revenue as users reduced demand for takeaway. According to the data53, Meituan 

Dianpingôs meal ordering revenue decreased by 11.4% year-on-year in the first quarter of 2020. 

                                                   
53 Source: Meituan Dianpingôs financial report in Q1 2020. 
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Second, labor costs and average transaction values are enhanced to help the online meal 

ordering industry pick up. Affected by the epidemic, takeaway rider costs have been reduced. 

Meanwhile, more medium- and high-end brand restaurants have started their takeaway services, 

improving the average transaction value of takeaway to some extent. Labor costs and average 

transaction values have been enhanced to exert a positive impact on the takeaway pick-up. 

According to the data54, Meituan Dianpingôs takeaway revenue grew 13.2% year-on-year in the 

second quarter. Thirdly, the new business of local life embraces opportunities for growth. Amid 

the epidemic, the demand for new business such as grocery shopping and flash sale surged rapidly 

in the first half of 2020. The high growth provided a valuable window of time for online meal 

ordering platforms to continuously refine their supply chains with their scale advantages, laying a 

solid foundation for medium- and long-term business leaps. 

Regarding the social impact of the online meal ordering industry, its role in supporting the 

catering industry is further heightened. First, the online meal ordering industry supported 

the steady development of the catering industry amid the epidemic. During the epidemic, the 

online meal ordering industry became an important channel for catering companies to maintain 

operations and stabilize cash flow. According to the data,55 China added 106,000 takeaway-related 

enterprises56 from January to May 2020, up 766% year-on-year from 2019, based on the industrial 

and commercial registration. In particular, the number of new takeaway-related businesses in both 

April and May 2020 exceeded 43,000, already surpassing the number added in 2019. The impact 

of the epidemic on offline dine-in has accelerated the push for some restaurant brands to join the 

online meal ordering industry for development. Second, the online meal ordering industry drives 

new spending in the catering industry. By influencing the demand side imperceptibly, the online 

meal ordering industry has created more opportunities for revenue growth in the catering industry. 

On the one hand, takeaway drives the demand for food and beverage in niche scenarios such as 

afternoon tea and evening snacks; on the other hand, users increase their food and beverage 

expenditures because of convenient takeaway services. According to the data57, 75% of the total 

revenue increment and 65% of the total profit increment in the catering industry are driven by the 

takeaway business, respectively. 

(III)  Online payment 

As of June 2020, the user size of online payment was 805 million or 85.7% of Chinaôs total netizen 

population, up 37.02 million over March 2020; the number of mobile payment users stood at 802 

million, up 36.64 million from March 2020, representing 86.0% of mobile Internet users. 

                                                   
54 Source: Sina Finance, http://finance.sina.com.cn/stock/relnews/hk/2020-08-25/doc-iivhuipp0498069.shtml, 

August 25, 2020. 
55 Source: hexun.com, http://news.hexun.com/2020-06-05/201503716.html?_t=t, June 5, 2020. 
56Takeaway-related enterprises refer to those whose business scope includes ñtakeawayò and whose status is in 

operation, in existence, moving in or moving out. 
57Source: Study on the Role of Takeaway Business in the High-quality Development of the Catering Industry by 

Academy of China Council for the Promotion of International Trade. 

http://finance.sina.com.cn/stock/relnews/hk/2020-08-25/doc-iivhuipp0498069.shtml,%20August%2025,%202020
http://finance.sina.com.cn/stock/relnews/hk/2020-08-25/doc-iivhuipp0498069.shtml,%20August%2025,%202020
http://news.hexun.com/2020-06-05/201503716.html?_t=t
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Figure 41 User Size and Utilization Ratio of Online Payment between Jun. 2017 and Jun. 2020 

 

Figure 42 User Size and Utilization Ratio of Mobile Payment from Jun. 2017 to Jun. 2020 
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payment transactions continues to expand. During the COVID-19 epidemic, offline merchants 

accelerated their transformation to online business, and mobile payment tools played the role of 

information carriers, electronic wallets, credit media, and cash register and bookkeeping to promote 

the popularity of mobile payment. In the first half of 2020, China amounted to 196.98 trillion yuan 

in its mobile payment, up 18.61% year-on-year, ranking first in the world58. 

Diversification of online payment highlights the resilience and potential of the payment 

market. First, Chinaôs online payment has penetrated rural and middle- and old-age groups. 

Diversified online payment methods, intelligent payment passwords and convenient application 

experience help narrow the gap of online payment and show the trend of popularization, thus 

enhancing the anti-risk ability of the payment market. As of June 2020, the proportion of online 

payment users aged 40 and above was 36.6%, up 4.5 percentage points from March 2020; the 

proportion of rural online payment users increased by 2.7 percentage points. Second, aggregate 

payment59 assists in the interconnection of the payment industry chain. As a connecting 

vehicle for merchants, consumers, and multiple payment institutions, aggregate payment not only 

provides a convenient way of cash register, but also offers value-added services such as precision 

marketing, digital operations, and low-threshold loans. Based on the interconnection of the payment 

industry chain, aggregate payment has facilitated the digital transformation of offline merchants 

and the development of financial inclusion of ñsinking market60.ò  

The central bank has tightened its supervision to urge payment institutions to develop in 

compliance with relevant laws and regulations. First, China has stepped up its efforts to 

regulate payment institutions. In the first half of 2020, branches under the central bank issued to 

payment institutions five fines of over 10 million yuan61. The central bank cancelled 30-odd 

payment business licenses, with 237 companies still holding their licenses62. The central bank has 

taken a problem-oriented approach to improving its governance mechanism, with the strict 

supervision model for payment institutions normalized. Second, the compliance management of 

cross-border payment has been further refined. As of March 2020, about 15 payment institutions 

participating in the pilot business of cross-border foreign exchange payment have obtained their 

official ñcross-border payment license.ò63 With the qualification of cross-border payment business 

shifting from the pilot system to the licensing system, the entire cross-border payment market will 

be more orderly, healthy and standardized. 

IV.  Online Entertainment Applications 

(I) Online games 

As of June 2020, the user size of online games was 539.87 million or 57.4% of Chinaôs total netizen 

                                                   
58Source: Calculations based on the data of the Peopleôs Bank of China.   
59 Aggregate payment refers to a payment model integrating multiple payment services of banks and non-banking 

institutions through technical means. Common products of aggregate payment include aggregate code card, smart 

POS, code scanner, and code scanning box. 
60 A sinking market refers to small and medium-sized third-tier cities or below as well as rural areas in China. 
61 Source: thepaper.cn, https://www.thepaper.cn/newsDetail_forward_8072233, July 1, 2020. 
62 Source: mpaypass.com.cn, https://www.mpaypass.com.cn/pay.asp. 
63 Source: the Economic Information Daily, https://xw.qq.com/cmsid/20200327A068WX00, March 27, 2020. 



 

The 46th Statistical Report on Internet Development in China 44 
 

population, up 8.05 million over March 2020; the number of mobile game users had reached 535.92 

million, up 6.99 million from March 2020, accounting for 57.5% of mobile Internet users. 

 

Figure 43 User Size and Utilization Ratio of Online Games from Jun. 2017 to Jun. 2020 

 

Figure 44 User Size and Utilization Ratio of Mobile Games between Jun. 2017 and Jun. 2020 
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To meet the needs of Internet users, the online games industry has driven the growth of both 
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revenue and number of enterprises. The COVID-19 epidemic has severely hampered social 

activity, entertainment and other offline activities, prompting related activities to move online. 

Online games, an important means of online entertainment, met the needs of Internet users during 

the epidemic, contributing to the accelerated development of the online games industry. According 

to the data, in the first half of 2020, the actual sales revenue of the online games market was 139.493 

billion yuan, up 22.34% year-on-year; the overseas revenue of Chinaôs self-developed games 

reached 7.589 billion U.S. dollars (or 53.362 billion yuan), an increase of 36.32% year-on-year64. 

In the first half of 2020, China added more than 22,000 games companies, with an average daily 

increase of 12265. The number of games Apps amounted to 925,000, taking up 25.8% of all mobile 

Apps, an increase of 26,000 from the previous month66. 

The huge mobile games market has provided the ground for SMEs to innovate and grow. 

According to the data, mobile games accounted for 75.04% of the total sales revenue of Chinaôs 

online games market in the first half of 2020, far exceeding other kinds of games67. The huge mobile 

games market and higher revenues create conditions for SMEs to grow and provide growth space 

for new models and games. Since 2019, a number of innovative and pioneering mobile games have 

gained the favor of online games users and the market, which has spurred the continued innovation 

and healthy development of the online games industry. Since its launch in July 2020, Jiangnan 

Baijingtu, a mobile game of simulation and management, has been among the top 50 best-selling 

games, and ranked No. 1 in the iOS list68. 

Games makers enhance external cooperation to improve the user experience of mobile games. 

In 2019, the top 10 mobile games in global user spending were bagged by China, Japan, South 

Korea and the US,69 signifying that Chinaôs mobile games have been in the top tier globally. As 

the advantages of Chinaôs mobile games become more prominent globally, the cooperation between 

Chinaôs online game enterprises and their internationally renowned counterparts in related fields 

has been further consolidated. The cooperation between domestic and international online games 

enterprises is conducive to the further improvement of the quality of Chinaôs online games, which 

will help to promote the development of high-quality games and bring better experience to Chinese 

online games users. In June 2020, Tencent announced that it was co-developing the multiplayer 

online tactical competitive game Pokemon Unite with the internationally famous game maker 

Pokemon Company. NetEase and Activision Blizzardôs mobile game Diablo Immortal, developed 

from 2019, is registered in 2020. 

  

                                                   
64 Source: China Games Industry Report from January to June 2020 by the Games Working Committee of China 

Audio-video and Digital Publishing Association. 
65 Source: Sina Technology, https://tech.sina.com.cn/roll/2020-07-14/doc-iivhvpwx5276255.shtml, July 14, 2020. 
66 Source: Operation of Internet and Related Services in the First Half of 2020 by the Ministry of Industry and 

Information Technology of China. 
67 Source: China Games Industry Report from January to June 2020 by the Games Working Committee of China 

Audio-video and Digital Publishing Association.  
68 Source: sohu.com, https://www.sohu.com/a/413048459_403354?_trans_=000014_bdss_dkasgjczh, August 14, 

2020. 
69 Source: the 2020 Mobile Market Report by App Annie. 

https://tech.sina.com.cn/roll/2020-07-14/doc-iivhvpwx5276255.shtml,%20July%2014,%202020
https://www.sohu.com/a/413048459_403354?_trans_=000014_bdss_dkasgjczh，2020年8月14
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(II)  Online video 

Up to June 2020, the user size of online video (including video clips) in China had reached 888.21 

million, up 37.77 million from March 2020, making up 94.5% of all Internet users. The number of 

video clip users amounted to 817.86 million, up 44.61 million from March 2020, accounting for 

87.0% of overall Internet users. 

 

Figure 45 User Size and Utilization Ratio of Online Video (including Video Clip) from Jun. 2018 

to Jun. 2020 

In the first half of 2020, Internet usersô entertainment needs continued to shift online, driving further 

growth in user size and utilization ratio of online video. Quality content is still the core 

competitiveness of online video platforms. Payment models based on quality content are gradually 

gaining user recognition. 

In terms of content operation, high-quality short dramas have become the highlight of the 

online drama market, with platforms speeding up their theatrical operations. In February 2020, 

the Notice on Further Strengthening the Management of the Creation and Production of TV Dramas 

and Online Dramas was issued. Relevant administrative departments have strictly supervised the 

planning and establishment of online drama projects and the review of finished films, controlled 

watered-down dramas, guided the creation and production of high-quality online drama series, and 

promoted the rapid development of high-quality online dramas. In the first half of 2020, 356 online 

dramas were launched on major video platforms, of which online short dramas70 accounted for 

47.5%, up 12.4 percentage points over 201971. Online short dramas, represented by If There is no 

Tomorrow and The Bad Kids, achieved traffic and word-of-mouth success. In addition, major 

platforms adopted a theatrical model to improve the ability of producing their own high-quality 

content and categorize their theatrical models for quality content series. By doing so, they not only 

                                                   
70 Online short dramas refer to those with less than 20 episodes. 
71 Source: Guduo Media. 
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met the needs of different users but also realized differentiated competition by identifying their 

genres and positions and building their own brands. 

From a business model perspective, premium video on demand72 is being normalized, and 

the revenue of member services is growing steadily. Since 2019, other video platforms, except 

MangoTV, have been slowing down the growth rate of membership. Enhancing membersô ARPU73 

has become the key direction of profitability for major platforms. Quality content and scheduling 

that meets usersô needs hold the key to attracting users to pay for their membership. In August 2019, 

Tencent Video debuted a premium video on demand (PVOD) model that unlocks the unreleased 

episode endings in advance, which was followed by multiple online dramas on other platforms. 

Since March 2020, the number of PVOD dramas has increased significantly, the format and price 

have been fixed, and PVOD has become the normal scheduling model to open new revenue 

channels for video websites. In the first half of 2020, iQiyiôs membership service revenue was 8.6 

billion yuan, up 26.5% year-on-year, accounting for 57.3% of its total revenue74. 

 

Figure 46 User Size and Utilization Ratio of Video Clip between Jun. 2018 and Jun. 2020 

The integration of the video clip industry with news, e-commerce, tourism and other industries is 

being deepened, with communication scenarios expanding. Video clip platforms also continue to 

leverage their strengths to assist the rural economy with its development. 

To disseminate information, video clips are increasingly becoming a basic feature of other 

web Apps. First, video clips are the new choice for news coverage. Video clips provide a large 

number of information sources, change the news narrative, broaden news reporting channels, and 

create new methods for news dissemination. During the epidemic, Weibo users uploaded a total of 

2.25 million epidemic-related video clips, which were viewed more than 84.2 billion times75. 

Second, video clip has become a new part of e-commerce platforms. Major e-commerce 

platforms have continued to expand their video clip business, use video clips to vividly display 

                                                   
72 Premium video on demand means that an online video subscriber, after his/her membership fee has been paid, 

makes an additional payment to unlock the unreleased video content in advance. 
73 ARPU means average revenue per user. 
74 Source: iQiyiôs financial reports in 2019 and 2020. 
75 Source: Weibo. 
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products, promote consumersô awareness of products, stimulate user demand and improve 

conversion efficiency. Video clips have been part of mainstream e-commerce platforms, with the 

ñrecommendation (zhong cao in Chinese)ò76 function highlighted increasingly. Third, video clips 

are the new driving force in the tourism market. Over the past two years, video clips have 

enabled a host of tourist attractions to go viral, serving as an important marketing tool for the 

tourism industry. Major online travel platforms have introduced video clip content communities to 

guide users to create video clips about their trips so as to increase their traffic and finally monetize 

it. 

As a mainstream web application, video clip platforms are exploring new models for 

supporting agriculture. Video clip platforms have taken actions to solve production and business 

problems for farmers and boost the development of rural economy through content support, traffic 

inclination, marketing assistance and brand empowerment. Key video clip platforms now cover the 

entire agricultural industry chain linking farmers, agronomy experts and enterprises, creating an 

online community for exchange, learning and trading. During the epidemic, Kuaishou released its 

agricultural courses in large volumes, unveiled its ñSpring Farming Plan,ò and supported 

agricultural video clips with 500-million-yuan traffic. In the meantime, it allowed offline 

enterprises to make their sales through online e-commerce, lending a helping hand to the whole 

chain of agricultural production and operation in an all-scenario manner77. Douyin and other 

platforms launched a series of activities to assist farmers in improving the efficiency of matching 

supply and demand information of agricultural products across China and in solving the problem 

of selling agricultural products. 

(III)  Live streaming 

As of June 2020, the user size of live streaming in China had reached 562.30 million, up 2.48 

million from March 2020, taking up 59.8% of all Internet users. Specifically, the user size of 

livestream e-commerce was 309 million, up 44.30 million from March 2020, accounting for 32.9% 

of the overall Internet users. That of live game streaming was 269 million, up 9.23 million over 

March 2020, making up 28.6% of all Internet users. That of host live show was 186 million, down 

21.15 million from March 2020, taking up 19.8% of all Internet users. That of live concert streaming 

was 121 million, down 29.47 million from March 2020, representing 12.8% of all Internet users. 

That of live sport broadcasting was 193 million, down 19.27 million over March 2020, accounting 

for 20.6% of overall Internet users. 

                                                   
76 Recommendation (zhong cao in Chinese) is an Internet term for sharing and recommending a product through 

content introduction and display to stimulate othersô desire to purchase it. 
77 Source: xinhuanet.com, http://www.xinhuanet.com/tech/2020-02/21/c_1125605562.htm, February 21, 2020. 
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Figure 47 User Size and Utilization Ratio of Live Streaming from Jun. 2017 to Jun. 2020 

In the first half of 2020, the COVID-19 epidemic had a marked impact on the live streaming 

industry in the following two aspects. 

First, live-stream e-commerce has become one of the fastest growing Internet applications in 

the first half of 2020. On April 20, 2020, General Secretary Xi Jinping encouraged local staff 

members for live-stream e-commerce that ñe-commerce is promising in marketing agricultural 

and sideline products,ò while researching poverty alleviation in Jinmi Village, Zhashui County, 

Shaanxi Province, According to the data, over 10 million live e-commerce broadcasts were hosted 

by more than 400,000 active live streamers in the first half of 2020, attracting over 50 billion 

viewers. The vigorous development of live-stream e-commerce is attributed largely to the following 

three factors. At the government level, live-stream e-commerce has become a new growth point 

for governments at all levels to boost the economy and consumption. In response to the changes in 

domestic and international markets during the epidemic, the CPC Central Committee clearly 

proposed the establishment of a new development paradigm with domestic circulation as the 

mainstay and domestic and international circulations reinforcing each other. In this context, live-

stream e-commerce has done a good job of stimulating consumption potential, serving as an 

important force in facilitating the great circulation of domestic demand. Local governments in 

Zhejiang, Guangdong and Sichuan have spurred and guided this new form of business and 

supported the development of live-stream e-commerce in their jurisdictions by issuing preferential 

policies, attracting professional talents and building industrial parks. At the enterprise level, major 

Internet companies engaging in live-stream e-commerce has boosted the rapid growth of this 

industry. In the first half of the year, live-stream e-commerce became a focused area for Taobao, 

Pinduoduo and other e-commerce platforms; Douyin, Kuaishou and other video clip platforms; and 

Baidu, Sohu and other traditional Internet companies. They pooled a wealth of talent, funds and 

media resources in a short period to make for the explosive growth of live-stream e-commerce in 

the first half of 2020. At the user level, live-stream e-commerce stimulated online shopping 

demand during the epidemic. By integrating itself with the goals of fighting the epidemic and lifting 

farmers out of poverty, it enhanced usersô sense of gain during their shopping. The public welfare 
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