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Seckilling is a term originated from computed games, meaning kill the rival within a second. The
concept of Seckilling has been extended to e—commerce to refer to rush purchase in the internet
when a web-seller releases some commodities at ultra—low price for the buyers to buy within named
period of time. This mode was applied by Wuxi Yaohan in Fukubukuro’ s Promotion of Women’ s Day,
which increased the enterprise performance in a short time. Yohan creatively used Seckilling, a
web promotion mode together with traditional promotion strategy, and therefore provided a
reference for Chinese retail industry as how to bring the web—tool into the traditional marketing

mode in a smart way.
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