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Foreword
by Harld Peters  
President 
UPS China

This year’s Industrial Buying Dynamics 
(IBD) study looks at the factors 
influencing the behaviors and 
preferences of 2,500 industrial supply 
purchasers in China, Europe (United 
Kingdom, France, Italy, and Germany) 
and the United States, including sole 
or joint decision makers or strong 
influencers of sourcing and purchasing 
decisions. 

The study comes at an opportune time 
in China’s economy when Chinese 
manufacturers are facing greater 
domestic competition and diminishing 
local demand. In order to diversify 
their customer base and maintain 
profitability, Chinese manufacturers 
have no choice but to find ways to 
expand their footprint internationally. 

Examining trends across five core 
themes – e-commerce, personal 
touchpoints, post-sales, quality and 
reputation, and 3D printing – revealed 
these top line insights:

•  China is at the forefront of online 
purchasing trends in the era of 
e-commerce

•  In-person relationships remain 
important for Chinese manufacturers 
wishing to expand business globally, 

despite growing popularity of 
purchasing via e-marketplaces and 
mobile applications

•  Chinese manufacturers must provide 
post-sales services to differentiate 
themselves from the competition and 
capture European and U.S. markets

Not surprisingly, the findings are in line 
with the 2016 UPS Made in China 2.0 
Whitepaper, which suggests that more 
can be done to encourage Chinese 
manufacturers to emphasize on exports 
and improve their capabilities.

With valuable commercial insights from 
this IBD study, we are equipping Chinese 
manufacturers with the knowledge they 
need in order to take tangible actions to 
boost their position in the marketplace, 
in line with their pursuit of successful 
expansion around the world.

E-Commerce - Page 4

Personal touchpoints - Page 9

Post-sales - Page 13

Quality and reputation - Page 17

3D printing - Page 20

https://madeinchina.ups.cn/whitepaper/
https://madeinchina.ups.cn/whitepaper/
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Methodology
Kantar TNS conducted an online survey among 2,500 industrial supply 
purchasers in China, U.S. and Europe (the UK, France, Italy, and Germany) 
in December 2016. Respondents included sole/joint decision makers or 
strong influencers of sourcing and purchasing decisions. Survey respondents 
purchase products within 5 key categories (Equipment, Final assembly OEM 
parts, MRO parts, Consumables/raw materials, Janitorial and Sanitation) and 
represent a wide range of industries.

Factors such as age, tenure as a buying professional and annual spend 
on industrial products were also studied.

Millenials 
(Age 21-34)

Low 
(less than  
¥310,000  
per year)

Low 
(less than  
$50,000  
per year)

Low 
(less than  
€50,000  
per year)

Medium 
(¥310,000 to less 
than ¥1,550,000 

per year)

Medium 
($50,000 to less 
than $250,000 

per year)

Medium 
(€50,000 to less 
than €250,000 

per year)

High 
(¥1,550,000  

or more 
per year)

High 
($250,000  

or more 
per year)

High 
(€250,000  

or more 
per year)

Gen X  
(Age 35-51)

Baby Boomers  
(Age 52-70)

Annual Spend

Generations

EUROPECHINA U.S.
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Introduction

Five key areas for Chinese manufacturers to appeal to international 
customers and grow their business

China emerged as a manufacturing hub in the 1990s through its ‘low cost, low value, high 
volume’ strategy. However, in the new world economy, local competition has increased while 
local demand has diminished. Chinese manufacturers recognize this impending shift and are 
seeking ways to expand their footprint beyond the domestic market in an effort to diversify 
their customer base and maintain profitability. This is in line with the 2016 UPS Made in China 
2.0 Whitepaper which suggests that more can be done to encourage manufacturers to place 
emphasis on exports and improve their capabilities.

The Industrial Buying Dynamics study aims to highlight new trends in the industrial purchasing 
industry, by providing insights into buyers’ behaviors and perceptions in China, Europe and the 
United States (U.S.). This study looked at three supplier types:

Distributors
Source for products from 

manufacturers and partner them to 
sell the products to end-buyers

Manufacturers 
Produce and sell products 

directly to end-buyers

E-marketplaces
Distributors, manufacturers or firms of all sizes 
that sell products via online B2B e-commerce 
(such as Amazon Business and via software 

providers such as Miva Merchant)

Personal touchpoints

While online channels are growing in 
use, face-to-face touchpoints are still 
important to buyers

Post-sales

These services can be a point of 
differentiation for manufacturers

3D printing

Buyers are looking for greater value 
through integration of 3D printing 
into their supply chains

E-Commerce

Online channels are growing in use, with 
China leading the rest of the markets

Quality and reputation

Chinese manufacturers need to improve 
perceptions of their product quality and reputation 
in order to become the supplier of choice

https://madeinchina.ups.cn/whitepaper/
https://madeinchina.ups.cn/whitepaper/
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E-Commerce
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Figure 1 
Supplier Share of Spend

Q. What percent of your total purchases in a year are with the following types of suppliers?

Distributors 

35%

35%

45%

35% 30%

21%

24%

Manufacturers E-marketplaces

44%

31%

EUROPE

U.S.

CHINA

More and more buyers are looking toward online purchasing channels to meet their industrial 
supply needs. This trend is the strongest in China, where spend is divided nearly evenly 
among the three supplier types. Though distributors are still commonly used in the U.S., 
buyers are open to using other suppliers like manufacturers and e-marketplaces. A year-on-
year study comparison shows that U.S. distributors are losing ground to non-traditional 
suppliers which are beginning to strengthen customer relationships and provide a more 
convenient purchase process. 

Evolving Industrial Purchasing Landscape 

The current industrial purchasing landscape shows differences between the three markets 
compared in this paper. 

CHINA: Manufacturers play a more prominent role due to the close proximity of the factories 
with the end-buyers

EUROPE: Many buyers purchase from European manufacturers that meet the high quality, 
safety standards, and trade regulations within the region

U.S.: Distributors dominate the industry because of their value and convenient shipping services
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Europe U.S.China

Mobile Needs

The use of mobile to purchase industrial supplies - is a growing trend, one which China has 
again embraced far more than other markets.

Q. In the next 3-5 years, how likely are you to increase 
purchases from...?

Q. Which methods do you use to purchase 
industrial supplies/products?

Q. In the next 3-5 years, how likely are you to...order 
via mobile device?

Figure 2 
Extremely likely to increase purchase from E-marketplaces and Online

Figure 3 
Mobile Purchasing

35% 19% 29%

31% 17% 29%

43%

32%
China

24%

30%

U.S.

 Current purchase via mobile

 Extremely likely to order via mobile

 E-marketplaces

 Online

Europe

17%

14%

Share of e-marketplaces and use of online methods is likely to grow in the future, as buyers 
indicate they intend to increase purchases from both. These trends are also strongest among 
Chinese buyers. Buyers are turning to e-marketplaces to provide the online and mobile 
capabilities they desire.
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Online and Mobile Performance 

Overall, suppliers in China and the U.S. do better at providing buyers with online and mobile 
capabilities compared to suppliers in Europe. While European buyers are slower to adopt 
digital capabilities, interest is growing. Chinese manufacturers should promote their success in 
digital to appeal to unsatisfied European buyers. 

Chinese manufacturers are outpacing 
Europe and the U.S. in the adoption of online 
and mobile channels for making purchases

 
Figure 4  
Total Extremely Satisfied with Online and Mobile Offering Across all Suppliers

Q. How would you rate [supplier] on the following attributes?

It is easy to find 
what I need on 
my supplier’s 

website

It is easy to 
make payments 

through the 
website

Has a user-
friendly 
website

The website 
is easy to 
navigate

Website is 
mobile friendly

Offers a mobile 
app which is 
easy to use

29
%

28
% 29

%

28
% 29

%
18

% 21
%

29
%

26
%

23
%

23
% 25

%

25
%

13
%14

%

20
%

17
%

14
%

 China

 Europe

 U.S.
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Q. How would you rate [supplier] on the following attributes?

Figure 5  
Extremely Satisfied with Online and Mobile by Supplier Type

27%

27%

20%

25%

22%

22%

22%

19%

19%

24%

25%

29%

36%

33%

29%

17%

28%

28%

25%

25%

27%

17%

18%

24%

37%

38%

35%

38%

37%

43%

30%

28%

29%

21%

25%

26%

CHINA U.S.

Distributor

E-marketplace

Manufacturer

Key Takeaways 
Suppliers need to develop strong online capabilities to operate in today’s marketplace. Online, 
mobile, and e-marketplace purchases are all expected to increase in the near future. 

China is at the forefront of using online and mobile for purchases, and they should strengthen 
their command of online and mobile sales platforms to capture business from the U.S. and 
more importantly from Europe, where digital capabilities are currently lacking. 

It is easy to find 
what I need on my 
suppliers website

It is easy to make 
payments through 

the website

Has a user-
friendly website

The website 
is easy to 
navigate

Website is mobile 
friendly

Offers a mobile 
app which is easy 

to use

The growth of e-marketplaces, particularly in the U.S., is due to their ability to provide buyers 
with online and mobile functionality, such as a mobile-friendly website, an easy-to-use 
mobile app, and online payment capabilities. Whilst Chinese manufacturers are at least on par 
with U.S. manufacturers for most mobile and online attributes, they can further extend their 
reach overseas by improving a seamless mobile and online experience with more 
functionality that drives online browsing and payment behaviors.
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Personal 
touchpoints
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Researching a New Supplier

Buyers use a variety of sources to find out more information about a new industrial product 
supplier. The suppliers’ websites are important across all markets, as are online search engines. 
However, online methods have not made in-person touchpoints irrelevant, and company 
sales representatives are still vital to the research process in all markets. In-person methods of 
research, such as trade shows and company sales representatives, are more important in 
Europe than the U.S. or China. 

Figure 6 
Top 3 Sources Used to Research Suppliers

Q. Which of the following sources do you typically use to find out more information about a new 
industrial product supplier?

U.S.CHINA EUROPE

Online search 
engine

63%
Trade shows
43%

Company 
website

41%

Company 
sales rep 

40%

Company 
website

46%

Online search 
engine

43%

Company 
sales rep 

35%

Company 
website

57%

Company 
sales rep 

48%

www

www

Online methods of research are 
important, but have not made in-person 
touchpoints irrelevant
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Figure 8 
Purchase Methods Share

Q. Across all vendors and products, what percent of your purchases are made 
through the following methods?

Website Mobile Email In-person

23%

10%

19%
22%20%

5%

24% 22%
17%

12% 14%

25%

Purchase Methods

Online methods – website, mobile and email – account for about 50 percent of purchases 
across all markets. Nonetheless, in-person methods still account for about a quarter of the 
share of purchases. This reinforces the importance of ensuring a seamless cross-channel 
buying experience, from start to finish. Chinese manufacturers are in a good position to 
integrate both online and offline worlds, leveraging on China’s command of digital channels 
and emphasis on establishing offline relationships as part of the purchasing process.

Despite the growing use of online channels, personal touchpoints are still an important part 
of the process. Buyers are particularly interested in establishing a relationship in person 
initially before purchasing online. This is more common in China than in Europe or the U.S.

Figure 7 
Prior Offline Relationship with Vendor

Q. Thinking of the industrial suppliers whose websites you currently purchase from, did you have 
an offline relationship with them before making your first online purchase with them?

93%

59%

60%

China

U.S.
Europe

 China

 Europe

 U.S.

Majority of buyers are interested in 
establishing a relationship in person 
before purchasing online
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Is secure

Fast

Easy to place repeat 
orders

Readily accesible

Able to trust that order 
will be processed 

correctly

Has the latest product 
information

Easy to get answers to 
questions

Easy payment options

Has my negotiated 
pricing

Figure 9  
Reasons for Purchase Channel

Q. What are your 
reasons for using 
each purchase 
method below 
when purchasing 
products?

U.S.CHINA EUROPE

Key Takeaways 
While online methods of research and purchase are important, buyers still rely on in-person 
interactions during various stages of the buying process. 

The primary difference why buyers choose to purchase in-person is the ease of getting 
answers to product-related questions. Manufacturers need to improve access to product-
related questions via their websites if they plan to improve productivity. 

Buyers choose to purchase online for the speed, security, and ease of making repeat orders. 
Buyers purchase in-person because it is secure and easy to get answers to questions.

Online Online OnlineMobile Mobile MobileIn-person In-person In-person
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Post-sales
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Q. How likely are you to switch to a 
supplier who offers post-sales support?

Figure 11 

Figure 10  
Global Post-Sales Service Demands

Q. Do you expect your industrial supplier to provide on-site 
post-sales service (repairs, tech support, etc.)?

99%
76%

86%

USA
China

Europe

Extremely likely to Switch to 
Supplier with Post-Sales Support

Post-Sales Opportunity

Post-sales presents an opportunity for Chinese manufacturers to differentiate themselves and 
retain customers. It is extremely important across all markets. 

Post-sales has become such an important part of the offering, one-fifth to a third of buyers are 
willing to switch suppliers to one that offers post-sales support. 

CHINA

U.S.

EUROPE

33%

21%

19%
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Post-Sales Performance

In China, no supplier type is able to meet all of buyers’ post-sales needs to the fullest extent.

Returns, on-site maintenance and on-site repairs are the most widely expected post-sales services 
across all markets.

Figure 12 
Post-Sales Expectations

Q. Would you expect your supplier to offer the 
following post-sales services?

U.S.

43%

30% 30%
31%

27%

  On-site  
maintenance

 Training

 Returns

  On-site  
repairs

 Recycling

Europe
34%

23%

31%
30%

24%

China
32% 37%

42%
40% 38%

When distributing 
supplies to 
Europe and the 
U.S., Chinese 
manufacturers 
should include 
a good return 
policy. 
 
82% of Chinese 
buyers expect on-
site services.

Post-sales service is important for 
businesses to penetrate foreign markets

Post-sales service is important for businesses to penetrate foreign markets. While the U.S. 
operates primarily in a traditional distributor model, buyers are beginning to look to less 
traditional suppliers to meet their changing needs. 
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Key Takeaways 
Post-sales support is of high interest to buyers, with Chinese buyers showing the greatest 
likelihood to switch providers that provide post-sales support. Areas of interest vary in the 
different markets, and Chinese manufacturers should tailor their approach in each market. 
Returns are of high interest in Europe and the U.S., while buyers in China are more interested in 
on-site repairs and maintenance. Overall, the underperformance of suppliers in Europe and the 
U.S. in post-sales service is an opportunity for Chinese manufacturers to capture both markets.  

 
Figure 13  
Post-Sales Support Performance (Extremely Well)

Q. How would you rate [supplier] on the following attributes?

Offers 
training on 
products

Offers 
recycling/ 
disposal 
services

Provides 
technical 

support to 
troubleshoot 

issues

Provides 
repair 

services 
post-sale

Returns 
policy

Even though the U.S. primarily uses distributors, they are underperforming on all areas of 
post-sales compared to the other suppliers; this weakness points to an area where Chinese 
manufacturers can appeal to buyers. Satisfaction with post-sales overall is lower in Europe 
than the other markets, making post-sales an opportunity for Chinese manufacturers to 
capture European interest as well.

 China

 Europe

 U.S.

Distributors Manufacturers E-marketplaces

24% 29% 24%

42%33%

26% 16%

24%27%

28% 15%24%

24%

17%

34%

17% 19% 19%

13%21%

15% 22%

17%14%

20% 19%22%

17%

12%

15%

24% 32% 30%

30%27%

29% 30%

28%24%

38% 30%25%

20%

17%

16%
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Quality and 
reputation
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Product Quality Plays a Critical Role

When selecting a supplier, the most critical factor for buyers across China, Europe and the U.S. 
is product quality. Beyond this, buyers look at factors which are associated with quality – value 
and reputation. Buyers in China differ from those in Europe and the U.S. in terms of what they 
look for in a supplier. Buyers in Europe and the U.S. are more price-driven while Chinese buyers 
are more concerned with the reputation of the supplier and the service provided.

In each market, buyers primarily sourced 
goods domestically. In China, one in two 
buyers primarily source domestically. A 
substantial 45 percent of Chinese buyers 
are therefore looking elsewhere for their 
industrial supplies, reinforcing the need for 
Chinese manufacturers to expand 
operations overseas in order to remain 
profitable. With more than two-thirds of 
U.S. and European buyers not even looking 
beyond their shores for industrial products, 
Chinese manufacturers wishing to 
penetrate these markets must intensify 
their communications efforts to resonate 
with the needs of those buyers. 

Figure 15 
Share of Products Sourced Domestically

Q. From where do you source products?

55%
67% 72%

Ch
in

a

Eu
ro

pe

U.
S.

Figure 14 
Supplier Selection Factors

Q. When selecting an industrial product supplier, which factors do you consider?

U.S.CHINA EUROPE

Product quality Product quality Product quality

Best price/value Best price/value

Product availability Product availability

Good reputation

Customer service
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Figure 17 
Purchase Restrictions

Q. When purchasing 
industrial supplies/
products, are people 
in your company 
restricted in any way?

Management  
approvals 
required  
for certain 
purchases

Have 
purchase 
restrictions

Key Takeaways 
Buyers across all markets are primarily sourcing domestically due to the quality, cost and ease 
of doing business. As Chinese manufacturers are perceived to offer low prices, they must 
improve the perception of product quality as well as enhance buyers’ accessibility to product 
availability to grow their market share in Europe and the U.S. 

Overcoming Purchase Restrictions

Most companies face purchase or procurement restrictions, and the most common 
restriction among all markets is management approval. Therefore it is essential for 
Chinese manufacturers to improve their reputation in China, and overseas, to become a 
supplier that managers want to work with and will vouch for.

47%

46%
47%

71%
78%

72%

Figure 16 
Reasons Sourced From China

Q. Why do you predominantly source from China?

Cost Quality / Reliability 
of Product

Ease of doing 
business (i.e. fewer 
customs barriers)

64% 46% 45%

 China

 Europe

 U.S.

However, if their goal is international 
expansion, then Chinese 
manufacturers must position 
themselves as not just a low cost 
manufacturing hub, but one that 
acknowledges the importance of 
product quality and makes it easy for 
buyers to assess product availability.
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3D printing
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3D Printing as a Differentiator

Though 3D printing is still relatively 
new, buyers express some interest in 
this technology; particularly in China 
and the U.S.

Suppliers in China are also the most 
likely to see the benefits of 3D printing. 
Across the three markets, 3D printing is 
primarily seen as a way to achieve 
crucially important and customized 
high quality products.

Key Takeaways 
There is desire among buyers to shift their purchases to suppliers that offer 3D printing, largely 
due to the perception of high quality and customization. With U.S. and European buyers 
demanding product quality and availability from their suppliers, 3D printing presents an 
exciting opportunity for Chinese manufacturers to shift perceptions and differentiate 
themselves from the competition in their quest to expand overseas.

Q. What benefits would 
you expect from a 
supplier who offered 3D 
printing services?

Figure 19  
Benefits of 3D Printing

More 
customization

Better quality 
products

Emergency 
fulfillment

79%

44% 47%

76%

31%

53%

33%

52%
46%

 

Q. How likely are you to switch to a supplier who offers 3D 
printing services?

Figure 18  
Extremely Likely to Switch to Supplier with 3D Printing

20%

12%

18%

China U.S.Europe

 China

 Europe

 U.S.
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Conclusion

E-COMMERCE

Purchasing via non-traditional suppliers such as e-marketplaces and mobile applications are 
likely to grow. Though the adoption of e-marketplaces and mobile applications purchases 
is higher in China than in Europe and the U.S., buyers across all markets indicated plans to 
increase purchases via the platform. Chinese manufacturers’ strong e-commerce 
capabilities presents an opportunity for them to expand to Europe and the U.S. where 
traditional suppliers lag in digital capabilities. Chinese manufacturers should take full 
advantage of their existing headstart in digital infrastructure to meet the growing online 
needs of U.S. and European buyers while their own suppliers are still struggling to build the 
infrastructure. Chinese manufacturers should consider creating mobile applications or 
leveraging e-marketplaces that appeal to Europe and the U.S. to enable buyers to easily 
make repeat purchases, and have secure mobile payment options. 

PERSONAL TOUCHPOINTS

While online channels are becoming more popular among buyers, they still desire personal 
touchpoints. Face-to-face meetings with company sales representatives are still vital to 
buyers when researching suppliers, and Europe primarily relies on tradeshows to find 
information about suppliers. Even buyers that purchase online establish an offline 
relationship with the vendor prior to purchase. Buyers choose to purchase in-person 
because they feel it gives them the latest product information and easy replies to their 
questions. In the shift to online, the company’s website should provide product-related 
information and a live chat to answer product queries.

POST-SALES

Providing post-sales support would be a way for Chinese manufacturers to provide value to 
industrial buyers in all markets. Nearly all Chinese buyers expect post-sales services from 
their industrial supplier, more so than buyers in the U.S. and Europe. In fact, a third of 
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Chinese buyers are extremely likely to switch to a supplier that offered post-sales support, 
indicating that post-sales in China is more of a requirement than a value-add feature.  On-
site repairs and on-site maintenance are the most important elements of the post-sales 
offering to Chinese buyers. Buyers in Europe and the U.S. place more emphasis on offering 
returns. Meeting buyers’ post-sale expectations will enable Chinese manufacturers to stand 
out from the competition and grow their market share in Europe and the U.S as this is a 
service that suppliers have yet to successfully fully offer.

QUALITY AND REPUTATION

Product quality is consistently the top attribute that buyers across China, Europe, and the 
U.S. consider when selecting a supplier. As Chinese manufacturers look to increase exports 
to Europe and the U.S. they must improve perceptions of product quality and access to 
product availability. Chinese buyers are becoming more aware of the quality of China’s 
products, but this needs to be communicated to buyers in Europe and the U.S. as majority 
of buyers in these markets are sourcing domestically because of concerns over product 
quality.

3D PRINTING

Value-added services such as 3D printing are a way for Chinese manufacturers to stand out 
from the competition, due to the perception of customizable high quality products. 
Chinese buyers are ahead of their peers in Europe and the U.S. at understanding the 
benefits of 3D printing. Chinese manufacturers should improve their 3D printing 
capabilities to fulfill the demand of the domestic market. Additionally, they can educate 
buyers in Europe and the U.S. about the applications of 3D printing through tradeshows 
and the company website, especially on the use of 3D printing for emergency fulfillment.
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Related  
UPS Resources 

UPS Capital® services – Financial, insurance and payment solutions tailored to supply chain management.

UPS Quantum View® application – Integrates with existing supply chain technologies for better visibility of 
inbound and outbound shipments to enable improved customer service and cash flow.

UPS Returns® – A portfolio of solutions designed to automate returns for an improved customer experience 
and more efficient operations. UPS Returns solutions can facilitate batch returns, smooth post-sales 
workflow, provide customers with flexible and easy-to-understand returns policies and reduce costs 
associated with product recalls, replacement warranties, disposal and recycling.

UPS Customs Brokerage – Expertise in customs clearance, trade consulting and trade management.

UPS TradeAbility® - A suite of information-based services that enables customers to effectively manage the 
movement of goods across international borders in a more compliant, timely, and efficient manner.

UPS World Ease® – A service helps you to ship packages to multiple recipients within a country or the 
European Union (EU) as one shipment that clears customs as a single transaction.

UPS Paperless® Invoice – A service eliminates the need for paper commercial invoices by electronically 
transmitting your trade data to UPS, streamlining the clearance process for Customs offices across the globe.

UPS Global Logistics and Distribution – Contract warehousing, distribution solutions and fulfillment services 
that can operate as a seamless extension of a supply chain. UPS contract services can help to support 
aggressive global growth goals with less capital outlay and risk, and can help to improve response times and 
competitive advantage by positioning products closer to the point of need.

UPS Global Freight Forwarding – Brokers of air, ocean, rail, ground freight and intermodal shipments.

UPS Supply Chain Consultation – UPS supply chain professionals can facilitate analyses that often lead to 
quantifiable supply chain improvements in areas such as demand planning, inventory management and 
network optimization.

On-demand 3D Printing – UPS and Fast Radius offer commercial industrial 3D printing services in a range of 
materials for prototypes or market-ready parts and products, often with next day delivery.

https://upscapital.com/
https://www.ups.com/cn/en/tracking/quantum-view.page?
https://www.ups.com/cn/en/services/returns/ups-returns.page?
https://www.ups.com/cn/en/services/international-trade/customs-brokerage.page?
https://www.ups.com/cn/en/services/international-trade/tradeability.page?
https://www.ups.com/cn/en/services/international-trade/world-ease.page?
https://www.ups.com/cn/en/services/international-trade/paperless-invoice.page?
https://www.ups.com/cn/en/services/contract-logistics.page?
https://www.ups.com/cn/en/services/shipping/freight.page?
https://www.ups-scs.com/support/freight-forwarding.html
https://pressroom.ups.com/pressroom/ContentDetailsViewer.page?ConceptType=PressReleases&id=1474287337483-522
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About TNS

About UPS 

Kantar TNS is one of the world’s largest research agencies with experts in over 90 countries. With expertise in innovation, 
brand and communication, shopper activation and buyer relationships we help our clients identify, optimise and activate 
the moments that matter to drive growth for their business.  
We are part of Kantar, one of the world’s leading data, insight and consultancy companies. 
Find out more at www.tnsglobal.com.

UPS (NYSE: UPS) is a global leader in logistics, offering a broad range of solutions including transporting packages and 
freight; facilitating international trade, and deploying advanced technology to more efficiently manage the world of 
business. Headquartered in Atlanta, UPS serves more than 220 countries and territories worldwide. The company can be 
found on the web at ups.com® and its corporate blog can be found at longitudes.ups.com. To get UPS news direct, 
follow @UPS_Asia on Twitter. 

http://www.tnsglobal.com/
https://www.ups.com/cn/zh/Home.page
https://longitudes.ups.com/
https://twitter.com/UPS_Asia
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