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NEW YORK/SHANGHAI — 
Online shopping fatigue set in 
across the United States and Chi-
na as retailers in both countries 
posted mostly lackluster results 
during both Cyber Week and 
Singles Day, two of the world’s 
biggest promotional events, ac-
cording to the latest data. 

US shoppers spent $35.27 bil-
lion online overall during Cyber 
Week, the period from Thanks-
giving through Cyber Monday. 
That’s a ho-hum 4% gain over last 
year at a time when US inflation is 
running more than 7%.  

B u t  t h e  m o d e s t  p i c k u p 
trounced the paltry 2.9% increase 
in sales during China’s Singles 
Day, an 11-day shopping festival 
ending November 11, hosted by 
Alibaba and other Chinese e-
commerce firms. 

From 2014 through last year, 
Singles Day posted growth rates of 
about 34% annually on average, ver-
sus Cyber Week’s 17% average gain, 
according to data from consultancy 
Bain and from Adobe Analytics. 
Adobe Analytics measures e-com-
merce performance by analyzing 
purchases at 85% of the top 100 in-
ternet retailers in the United States. 

Deborah Weinswig, founder 
and CEO of Coresight Research, 
said the US results were a “Christ-
mas miracle” given that many 
retailers began to dangle early 
holiday discounts way back in 
October. Amazon held a major 
Prime Day promotion in October.  

Meanwhile, less travel among 
C h i n e s e  h a s  d r a m a t i c a l l y 
changed what and how much they 
spend, Ms. Weinswig said.  

Chinese shoppers bought vita-
mins, supplements and products 
for their pets’ health, spending 
934 billion yuan ($130.51 billion) 
during Singles Day, according 
to consultancy Syntun. Sales 
for Alibaba, China’s biggest e-
commerce player, were flat, while 
newer, short-video e-commerce 
platforms, such as Douyin and 
Kuaishou, showed some sales 
growth, according to Citi analysts. 

In the United States, deep dis-
counts gave nearly 197 million 

shoppers reason to open their 
pocketbooks to purchase Poke-
mon toys, TVs, footwear and air 
fryers, spending money both on-
line and in stores this year during 
the key Black Friday and Cyber 
Monday shopping periods. That 
figure includes 130.2 million on-
line shoppers, which rose by 2% 
over last year, but at a slower pace, 
the National Retail Federation 
said on Tuesday.  

Retailers focused their promos 
and discounts on consumer electron-
ics and clothing, Ms. Weinswig said. 

Jane Hali, CEO of retail re-
search firm Jane Hali & Associates, 
said she expects flat sales overall 
for the US holidays, after adjusting 
for the impact of inflation. 

Cyber Week includes Black 
Friday, historically a social event 
with families getting out of the 
house together search for deals 
on holiday gifts. Many people will 
buy something on Black Friday to 
mail it to relatives before Christ-
mas, said Alexander Chernev, 
a professor of marketing at the 
Kellogg School of Management.  
Singles Day, in contrast, is focused 
on instant delivery of items pur-
chased online, Mr. Chernev added.  

Originally, Singles Day was 
an unofficial Chinese holiday on 
Nov. 11 (11/11) to celebrate people 
who were not in relationships. 
However, e-commerce giant Ali-
baba co-opted the day in 2009 to 
win over online shoppers with 
discounts and promotions.  

These days, brands use Singles 
Day to clear inventory and ex-
periment with new products. It 
has become far less important to 
Alibaba’s bottom line.  

With the COVID-19 pandemic 
still raging in China, it won’t be 
fair to compare Singles Day with 
Cyber Week, Mr. Chernev said, 
as Americans are shopping with 
fewer restrictions.  

Cyber Week is only part of the 
US holiday season, representing 
about 10% of overall sales in the 
fourth quarter of the year, Jane 
Hali & Associates estimates. 
Twenty-five days remain until 
Christmas, Dec. 25.  — Reuters 

Retailers in US
and China post
lackluster sales
on Cyber Week
and Singles Day 

TWITTER, Inc. has rolled back a policy that 
was aimed at tackling misinformation re-
lated to COVID-19 on the social media plat-
form, lending itself to the risk of a potential 
surge in false claims even as cases rise in 
China and some parts of the world. 

The move also comes amid concerns 
of Twitter’s ability to fight misinforma-

tion after it let go about half of its staff, 
including those involved in content 
moderation, under new boss Elon Musk. 

“Effective Nov. 23, 2022, Twitter is no 
longer enforcing the COVID-19 mislead-
ing information policy,” according to an 
update on its blog page. The update was 
first reported by CNN on Tuesday. 

The specific measures that Twitter 
will drop were not immediately clear, 
and the company did not immediately 
respond to a request to share more 
information. 

At the onset of COVID in 2020, Twitter 
instated a number of measures including 
labels and warning messages on tweets 

with disputed information about the 
health crisis and a framework to have users 
remove tweets that advanced harmfully 
false claims related to vaccines. 

Meta Platforms, Inc.-owned 
Facebook and Alphabet, Inc.’s YouTube 
services employed similar measures, 
which are currently in place. — Reuters 

Twitter ends ban on COVID misinformation amid China virus spike

SHANGHAI — Apple, Inc.’s wide expo-
sure to Chinese manufacturing, notable 
both for its low costs and rising risks, 
has receded since the COVID-19 pan-
demic began, company supply chain 
data showed. 

With the world’s biggest iPhone 
factory — operated in central China by 
Foxconn — battling production shortfalls 
and labor unrest spurred largely by Bei-
jing’s harsh virus containment policies, 
analysts expect the risks — and Apple’s 
retreat — to accelerate. 

A Reuters analysis of Apple’s supply 
chain data showed China’s prominence 
in the company’s global manufacturing is 
declining: In the five years to 2019, China 
was the primary location of 44% to 47% 
of its suppliers’ production sites, but that 
fell to 41% in 2020, and 36% in 2021. 

Apple did not reply to a request for 
comment. 

The data showed how a diversifica-
tion drive by Apple and its suppliers, 
with investments in India and Vietnam 
and increased procurement from Tai-
wan, the United States and elsewhere, 
is reshaping the global supply structure, 
although analysts and academics said it 
would remain heavily exposed to China 
for many years to come. 

“The China supply chain is not going 
to evaporate overnight,” said Eli Fried-

man, an associate professor at Cornell 
University who studies labor in China. 

“Decoupling is just not realistic for 
these companies for the time being,” he 
said, although he expected diversifica-
tion to accelerate. 

The concentration of suppliers in 
China, the site of most production by 
Foxconn which accounts for 70% of 
iPhones made globally, has been a key 
feature for Apple, the world’s most 
profitable smartphone vendor. 

But the strategy is shifting, driven 
not just by China’s COVID-related lock-
downs and restrictions, but by rising 
trade and geopolitical tensions between 
Beijing and Washington that pose 
potential long-term risks. 

Foxconn is stepping up its expansion 
in India, with a plan to quadruple the 
workforce at its iPhone factory over 
two years, government officials with 
knowledge of the matter told Reuters 
earlier this month. 

JP Morgan expects Apple to move 
about 5% of iPhone 14 production to 
India from late this year and to make 
one in four iPhones in India by 2025, 
and estimates that about 25% of all 
Apple products, including Mac PCs, 
iPads, Apple Watches and AirPods, will 
be manufactured outside China by 2025 
versus 5% now.  — Reuters 

Apple supply chain data 
show receding exposure 
to China as risks mount 


