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01 Introduction (1)

The challenge to enter China’s market has become an increasingly 

important topic for foreign companies of all sizes and shapes, since 

China’s economy has continued to grow by double-digit rates over the 

past decade. It is destined to remain an engine of global growth for a 

future perspective. There for, a proper guidebook for helping managers to 

understand the entry to the large and complex market has become 

increasingly vital especially in the B2B sphere.

With a population that near 1.4 billion citizens, China’s sheer size and 

scale presents barriers uniquely distinct from other markets including other 

Asian markets. Foreign firms usually find their access to China’s market 

stymied through insufficient and inadequate lack of local understanding. 

Although the high potential to gain excess profit in China for foreign 

manufactured goods and services, it is noteworthy that learning where the 

opportunities lie and how to achieve them could be extremely essential 

and challenging.



01 Introduction (2)

Super platforms are generating a huge buzz of financial inclusion community due to the ability to 

maximize the spread of information and reach while embedding digital services into use cases. 

Especially in China, where entertainment and social media giants such as Douyin and Wechat have 

integrated a range of financial services-from payments to micro investments into their product offering. 

The superplatform is like monopolies, having the trait that Super platforms cannot provide their 

services without scale, thus important to connect with locations. Notably, there can be several 

challenges, foremost is the concern of trust and internationality. A crucial network effect problem 

would make international borders blurred and an inadequate national response. Another challenge 

that might have an impact on the success for foreign manufacturers is to understand government 

policy and regulations. 



01 Introduction (3)

As the rapid development of China’s economy, it also accumulating a 

growing number of industry-specific regulations and principles which both 

domestic and foreign firms should conform to. China now has different 

ministries and regulatory organizations with responsibility for industry 

regulations and laws. For example, in the social media sector, the State 

Administration of Market Regulation (SAMR) plays a role in drawing up 

and enforcing regulations. Government regulations can impact strongly on 

the cost and the timeline of super platform entry. Firms are advised to 

examine the implications of such laws and standards prior to committing to 

the market.

Carrying out due diligence is an indispensable activity when entering 

China’s super platform. The key is ultimately to verify the trustworthiness 

of partners and employees and to flag up any selections in the cupboard 

before proceeding with any investments. Additionally, Rights (IPR) 

strategy is the basic for the first time entry in China.



• Compared to a few major players dominating the 

western market, China has a more dynamic, 

diverse, and competitive social media landscape, 

despite under speech censorship, with platforms 

rising and falling on a faster timescale. Thanks 

to its versatile functionality, Tencent’s WeChat 

has remained as the most popular social 

networking space. It is a super version of 

Facebook with ride-hailing, food delivery, mobile 

payment, and other services all in one app. 

• Owing to its huge userbase, marketing and e-

commerce have been thriving on WeChat. When 

it comes to microblogging, Chinese users have 

their local version of Twitter - Sina Weibo, with 

140 to two thousand Chinese characters 

allowing in one post. It has been used 

extensively as a space for free-speech with a 

significant share of online users.

01 External Environment 
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• Many Chinese social networking sites have 

copied the successful recipe from WeChat and 

developed their all-rounded entertainment 

ecosystems with extra services like e-commerce, 

streaming, and gaming. Furthermore, the 

adoption of artificial intelligence has been rising. 

• Facial recognition, hyper-personalization, and 

augmented reality will be used more often in 

social media platforms. In terms of content 

format, apart from short videos, live streaming is 

the next hype in Chinese social media. YY Live 

and Douyu Live are the early beneficiaries in 

this market trend in rural China, where fewer 

entertainment options are available for young 

people.
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The Superplatforms (including Zhihu, Wechat

and Xiaohongshu) that are analyzed in this 

report operates and competes in the 

entertainment and social media industry. This 

industry experienced a major soar of 5.6% in 

2019 (819.9 million) due to the changing 

consumer tastes and preference, with the 

social networks used by 59.0% of the country’s 

population but the penetration rate among 

internet users reach 94.5%. 

The industry is now forecasted to grow at a 

moderate rate and is expected to increase to 

961 million of social network users in 2023, 

accounting for 68.5% of the population. This 

growth would be mainly driven by an improving 

economy, increase in consumer confidence 

and expanding online function offerings within 

the industry. 

02 Industry 

Overview and 

Analysis



There has been a stable increase in the % 

of internet users from 2018-2023. The 

social network users rise sharply from 

776.4 million to the expected 961 million 

during the six years. In China, 70% of 

social media users are under the age of 35 

(30% are between 26 and 30), Internet 

users spend five to six more hours online 

per week than Americans and an average 

of almost 90 minutes per day on social 

networks, and 38% of consumers make 

product purchase decisions based on 

recommendations they read on social 

networks.



China’s social-media users not only are more active than 

those of any other country but also, in more than 80% of all 

cases, have multiple social-media accounts, primarily with 

local players (compared with just 39% in Japan).

The use of mobile technologies to access social media is 

also increasingly popular in China: there were over 100 

million mobile social users in 2010, a number that is 

forecast to grow by about 30% annually.

Because many Chinese are somewhat skeptical of formal 

institutions and authority, users disproportionately value the 

advice of opinion leaders in social networks. An 

independent survey observed that 66% of Chinese 

consumers relied on recommendations from friends and 

family, compared with 38% of their US counterparts.

Rather than being dominated by a small group of 

companies, the Chinese social media landscape is more 

dynamic, with platforms rising and falling on a faster 

timescale.



The industry’s demand for online products and services are 

mainly driven by a number of factors which include the 

attitude toward the internet, the mobile commerce, 

speed of delivery, disposable income and 

demographics.

The internet revolution in China has been unprecedented. 

At the end of 2014 just under 50% of China’s population 

had access to the internet, a phenomenal 649 

million people are now online in the middle kingdom. Such 

a high internet penetration rate encourages the rise of e-

commercial activities; the number of potential consumers is 

vast. 

Increasing mobile engagement and better Wi-Fi 

networks are expected to further fuel internet usage. As the 

internet penetration rate increases so do the percentage of 

users shopping online. Increasingly crowded, 

congested and polluted urban areas are a key factor in 

encouraging consumers to go online

2.2 Industry 

Demand 

Determinants and 

Profitability Drivers



In regard to the growth of mobile commerce, this form of 

technological consumption is a relatively new phenomenon 

in China, it is therefore seen as an exciting and dynamic 

way to shop. The process of integration arguably 

encourages online e-commerce. Consumers lives are 

increasingly centered around their Smart Phone.

The improved delivery times for online orders is another 

essential factor due to effective investments into logistics, 

infrastructure and warehousing capabilities Alibaba is 

reportedly even testing drones to quickly deliver goods in 

Beijing, Shanghai and Guangzhou. All this is contributing to 

increased demand in the Chinese e-commerce market. In a 

sense, it is a more ‘individual’ shopping experience. 

This industry is highly sensitive to the macroeconomic 

factors that affect the growth in household disposable. For 

instance, if the recession appears, the decline in household 

disposable income due to increased unemployment and 

stagnant wages would cause a downward pressure on the revenue and 

profitability margins in the industry. 



1. Understand your audience

The consumption habit in China vary from that in 

western countries. Most notably, even though they 

value brands influence, they are less loyal to a 

particular brand and are always sensitive to price. 

2. Focus on the content :adopt to Chinese 

style 

Whatever product or service you offer; you will 

have to localize it to your Chinese audience. For 

instance, a Chinese audience prefers lovely 

cartoon style content far more than a western 

audience. Social media marketing in China and 

using strategic Chinese social media 

management principles can be very fruitful for 

companies that are ready to gain exposure 

overseas. Doing market research, choosing the 

right Chinese social media platform, and localizing 

for the Chinese market are the first steps

03 Suggestions on the 

Successful Market 

Entry:



3. Xiachen marketing strategy

Most foreign companies focus on the major 

cities such as Beijing, Shanghai and 

Guangzhou, considering that this is the way to 

go. However, these cities are oversaturated 

with businesses marketing though popular 

Chinese social media and e-commerce 

platforms. Why not considering smaller cities 

like Chengdu, which is a better opportunity for 

western manufacturers since there is less 

competition but still provide a large consumer 

base. This strategy is referred to as Xiachen, 

sinking into lower Tier markets in China.

.

03 Suggestions on the 

Successful Market 

Entry:



04 Content Marketing in China

16.5%

18.7%

24.2%

29.7%

48.4%

64.8%

69.2%

Music content

Game content

Audio content

Long video content

Picture and text content

Live stream content

Short video content

Brands content marketing preference in China 2020

34.0%

35.4%

38.6%

43.8%

46.4%

47.0%

48.4%

Music content

Audio content

Game content

Picture and text content

Long video content

Live stream content

Short video content

Internet users content marketing coverage in China 2020Public 

exposure

Vertical communities 

exposure

Around 51.7% brands are planning to increase marketing expenses 
on content marketing in next year.



Long
Video
Platforms



Development Status 
& Features

Differentiation pricing is another 
In the aspect of contents, the web trend which based on the high- 

quality and differentiation content. 
Differentiation pricing means 
platforms would provide different 
types of plans which have 
different prices. Then customers 
could choose any of them depend 
on their demands. 

variety show and web series are 
the two main content. The web 
variety show, especially, is very 
popular among young people and 
it also provides a chance for 
companies to promote products. 

Long video platforms gradually 
focus on providing high-quality 
content instead of content that 
only used to pass the time. 



Main Platforms

The first three platforms, IQIYI, Tencent Video 
and YouKu, are mainly involve tv series, self- 
made website series and self-made web variety 
shows. They have similar positioning and have 
small user differences. They were established 
earlier and have covered most of network users. 

Bilibili is a little bit different, it mainly involves 
anime shows, games and user-generated content. 
Gen-Z and millennials make up more than 80% 
of its users. 



• Use generated content in the form of long 

video 

• Anime shows 

BiliBili • Game agency businesses 

• Self-made variety shows and web series 

• Live streaming Function

• Selling products ( mainly products are 

about ACG ) 



• Users aged from 18 to 35 account for 78% 

• Male: Female is 57:43 

• The proportion of users who have a bachelor 

degree or above is 10% higher than other 

platforms 

BiliBili

User portrait
• Gen-Z has a relatively high power of 

consumption and their consuming behavior 

are closely related to social behavior. 



Marketing in BiliBili

• Collaborating with uploaders

• Creating an Enterprise Account

• Advertising in Bilibili



Collaborating with 
Uploaders

Except creating videos, uploaders could also 
use these videos to attend an online 
campaign. These campaigns are organized by 
Bilibili which will increase videos exposure. 

Fanta joined Bilibili in 2020. It created a 
virtual image called “net orange” (⽹橘) to 
represent itself. The image, “net orange”, is 
like a funny and curious teenager. It narrows 
the gap between brands and customers. 



Creating an Enterprise 
Account

Firms could also create enterprise accounts 
and create content by themselves. The key 
point is to balance the features of brand and 
platform. For example, creating a virtual 
image, using a relaxed and pleasant way to 
interact with customers. 

Fanta created an account for its virtual image 
and uses it as a presenter to communicate with 
users. 



Aadvertising in 
Bilibili

Advertisement 

There are two ways to present advertisements in 
Bilibili: 

• be shown on the opening screen of the 
Bilibili application 

• be shown between videos on the 
recommended page 



Long Video Useful Links

1. Gen-Z and Bilibili: China’s GenZ are Hooked on Bilibili’s Conversational Content
https://www.parklu.com/genz-bilibilis-conversational-content/

2. What Blibili do to link brands and users https://socialbeta.com/t/opinion-on-bilibili-
marketing-solution-202006

3. Official introduction of marketing in Bilibili and the cooperation platform
https://e.bilibili.com/product.html

4. More details about Fanta’s marketing in Bilibili
https://www.163.com/dy/article/FL29FVRN0519C4LQ.html





抖音 (Douyin) is nowadays 

one of the most
popular applications in China. 

It is a video sharing social 

networking platform

owned by the Chinese 

company ByteDance.

Douyin



There is indeed a wide range of type of
videos shared on it, they can go from
dance to comedy or even education
and generally last 15 seconds for the
short ones, 1 minute to 3 minutes for
the longer ones (with exceptional
permission of uploading videos up to 3
minutes only for users that reach a
certain threshold).
Douyin was firstly released in the
Chinese market in September 2016,
and in 2017 also outside of China, and
there is also an international version
known as TikTok.



There is a wide range of users for Douyin: from

primary school children to middle aged adults. This

age range is slightly older than the international

version Tiktok, where the main users are teenagers

and young adults, but it is younger than Kuaishou,

where users are mainly middle-aged adults and a lot

less compared to the public of Douyin, considering

also a huge difference in downloads of the

applications.

Furthermore, the users from Douyin are mainly from

tier 1 or tier 2 cities, which are developed metropolitan

regions in China.

This is an important factor for their ability to purchase

on the application, on which will depend the

advertising of products or services.



Douyin’s main function is sharing entertainment videos.

Internet celebrities do not make profit directly from 

sharing videos because the platform does not reward 

users who receive a certain level of visibility and views.



Main Types of Ads on 
Douyin

·     Live video streaming

·     Small ads for “same products” of the videos

·     Brand’s official accounts

·     Open screen ads

·     Feed ads

·     KOL marketing



Live videos on Douyin are one way to make profit 

from the same

platform (more on Live Video Streaming section), 

from which the public can give them “presents” that 

equal to a certain amount of money. This way, the 

internet celebrities can also bring products or 

services of companies that sponsored them or from 

their own shop in front of their fans and increase the 

visibility of these, in addition with their own tryouts 

and suggestions. This type of advertising in highly 

popular with small brands and shops on Taobao, for 

example.

Live Video Streaming



Another way normal internet celebrities can profit from their 

content on Douyin is to directly sharing and suggesting 

products or services in the short videos shared on the 

platform. This can be done by adding a link in the 

description or the comments section of their videos, or by 

adding the link that leads to the selling page of the product 

directly in a given box.

This is because, differently from the international version 

TikTok, DouYin has an additional function that can easily 

lead the viewers to the Taobao or other online shop 

websites that sell the product aforementioned. This

function is shown as a little yellow box on top of the name 

of the video-sharing-user, with written “same products as 

the ones shown in the video”.

Smalls Ads on Videos



Brands and companies 

can also create their 

own official Douyin 

account and share 

videos and 

advertisements on 

them. An example 

would be Starbucks 

China or KFC.

Official Accounts



Open Screen Ads
Open Screen Ads is also a very popular 

choice of advertising for big companies. 

These are displayed every time the app is 

opened.

There are statistic ones, like posters, and 

dynamic ones, displayed as videos. They can 

last from 3 to 5 seconds. These ads are 

charged by Cost Per Mille or Cost Per 

Thousand impressions.

The advantage of this type of ads is the lack 

of interference and a strong visual impact, 

and there are of course some restrictions on 

the kinds of ads allowed.

There is no limit to the number of open 

screen ads that can appear to a user per day, 

but for new users, there will be no screen ads 

within 7 days.



Feed Ads

Feeds Ads can last from 5 to 60 seconds and are 

seamlessly integrated in the Douyin feed to help 

advertisers achieve the purpose of marketing

promotion.

These also have no interference and are displayed 

in a full-screen format in the Douyin suggested 

feeds.

The original information flow is connected with the 

brand’s Douyin account, supporting it to 

accumulate fans and visibility.

The main advantage brought by this type of ads in 

the fact that it allows users to share the advertising 

content with friends or on other social platforms, 

helping therefore in spreading brand awareness.



Last but not least, we have the marketing strategy brought by KOLs, 

which equals to Key Opinion Leaders.

These are influences that promote the product, service or brand using their creativity in 

the form of videos.

Brands sponsor the KOLs to feature their products or invite to participate in different 

challenges, or also asking them to make dedicated videos talking about the product or the 

brand.

An example would be the “giant” KOL Li Jiaqi (李佳琦).

KOL Marketing 
Strategy



Kuaishou OR 
Douyin?

Another short video platform 

would be 快手 (Kuaishou), which 

however, as also stated before, 

has an older user’s age, it is not 

as popular as Douyin is China, 

which can be justified also by the 

number of downloads, and the 

contents in it are not really 

recommendable to be used for 

marketing promotion.

Therefore we highly suggest 

using Douyin as the main short-

videos platform to work on.



Live Streaming Platforms
P



01 Overview
Live Streaming Platforms

*including platforms with built-in livestreaming features and independent ones

Tier 1

Tier 1

Tier 1
Chinese live streaming started in the gaming 

industry in which the user scale of traditional live 

streams slowed down, e-commerce live streams 

have the great growth potential and contribute to 

new changes in the live streaming industry.

E-commerce Game Sports Reality show Concert

China’s top 5 live streaming contents types in 2020Q1
(thousand people)

26.5 26

21.3 20.7

15

E-commerce Game Sports Reality show Concert

China’s top 5 live streaming contents types in 2020Q1 (thousand 
people)

E-commerce platforms



02 Brief History
E-commerce Live Streaming

*

Meilishuo and Mogujie are two Chinese 

fashion e-commerce firms where users 

were encouraged to share own insights 

and product in 2011. Users would get 

commission returns after being purchased 

by the content "Amway". Driven by these 

content-driven shopping guide 

communities, e-commerce platforms 

explored new business models in 2016. 

The early content producers are the 

predecessors of bringing online celebrities.

Live streaming e-commerce grew rapidly 

from 2019. Taobao live streaming on 

Double Eleven Global Shopping Festival in 

2019 led to nearly USD 2.8 billion in 

transactions; Mogujie live streaming 

accounted for 31.5% of the company's 

total Gross Merchandise Volume (GMV).



02 Customer Analysis
E-commerce Live Streaming

*

Ecommerce live streaming is booming in China. In the first half of 2020, over 10 million 

live broadcast e-commerce took place. On average, there were more than 50,000 e-

commerce live broadcasts per day, and 260 million daily viewership.

• Users consist of about 58% of men and 

42% of women

• Millennials born in the 80s and 90s 

accounts for over 80%, 60% viewers 

are between the ages 31-40.

• Customer segment is dominated by 

first- and second-tier cities, where 

second-tier cities account for 42%

• Food and beverage as well as beauty 

and personal care are two main product 

types

Users are mostly rational.

This is the product I need

Cost effective product

Exclusive limited-number and limited-time offers

Top 3 reasons for purchasing products through e-commerce 
live streaming in 2020H1

18.3%

22.5%

43.3%

Poor after-sales service

Delayed product delivery

Unsafitisified product quality

Top 3 reasons for returning products after 
purchasing in 2020H1

18.3%

22.5%

43.3%

46.7%

48.3%

50.8%

Poor after-sales service

Delayed product delivery

Unsafitisified product quality

This is the product I need

Cost effective product

Coupons or discounts



02 Typical Live Streamers
E-commerce Live Streaming

*

Live streamers broadcast in real time with 

products or services they are selling on 

online platforms, building an interactive 

shopping experience. Viewers can see 

items in action and get answers instantly. 

With exclusive limited-number and limited-

time offers, they are motivated to purchase 

immediately from embedded links.

KOLs, celebrities and business people can 

all be live streamers.

• KOLs (Influencers) are livestream hosts, 

they have private traffic. They interact 

with fans to promote products, 

improving conversion rates.

• Celebrities also join the live streaming in 

China. They gather popularity faster and 

help to publicize brands.

• CEOs or salespeople introduce 

products with depth and 

professionalism. They can speak with 

authority in front of the camera, 

increasing product reliability and 

customer trust.



02 Customer Live Streaming Platform
E-commerce Live Streaming

*

KOL host site

Comment display

Product links

Applied coupons or 

discounts 

Purchase itemsAdd comments/questions

KOL

Product 
display



02 Two Common Live Streaming Methods
E-commerce Live Streaming

*

Brands work with popular KOLs 

and/or celebrities to broadcast live, 

and use their follower effect to 

promote sales of goods.

Business people take part in publicity 

campaigns as product experts,  sales by 

strengthening consumers' trust in 

product promotion information.



02 Taobao Live
E-commerce Live Streaming

*

Taobao is a popular online shopping marketplace in China and owned by Alibaba. Its e-

commerce live streaming platform with the highest traffic, accounting for 79% of all e-

commerce live-streaming transactions.

Platform name Taobao Live

Live streaming start year 2016

Site traffic DAU:12 million

MAU:75 million

E-commerce GMV USD 28 billion

Traffic features Head KOLs receive huge amounts of 

traffic, forming a scale economies effect

Product type A variety of product types, 

beauty/fashion/fashion/jewelry best selling 

Top 3 KOLs Austin (Jiaqi Li)

Viya (Ya Wei) 

Cherie (Xue Li)



02 Taobao Live Streaming Methods
E-commerce Live Streaming

*

Live streaming methods Strengths Weakness Trends

Finding KOLs to bring 

goods

Fast results, high 

conservation rates

High cost, launch 

risk

Brands used to rely on 

these two marketing 

methods.
Participating in PGC 

contents (Live variety 

shows)

Content driven traffic, Require video 

production 

professionals

Self-building live 

broadcast teams

Brand self-control, low 

risk

Live streamers 

management and 

training

The coronavirus reveals 

the importance of live 

streaming, an increasing 

number of brands begin 

building own live 

broadcast teams. 

Meanwhile, marketing 

service companies see 

opportunities in live 

broadcast operations.

Working with live 

broadcast operation 

agencies

Low cost, low effort Low brand control, 

strong ROI focus



03 Brand Live Streams in China
Case Study

*

Automobile 

industry

Beauty industry Fashion industry

HAVAL

Car sale

Shiseido 

product launch

Lancôme

Aurora Essence 

campaign

Louis Vuitton X

《League of Legends》
Peekaboo Bar 

campaign

Food and 

Beverage

Sport industry

Tech industry Tourism industry

Beverage sale

FC Bayern Munich

Fan engagement 

Gree Eletric

Home appliances sale

Trip 

Tourism products sale

Furong town in Hunan 

province tourist 

attraction tickets



03 Ctrip Live Stream (1)
Case Study

*

The coronavirus threatened China 

tourism industry and online travel 

agencies, including Ctrip. In order to 

accelerate the recovery of travel 

business and company's performance, 

Jianzhang Liang (executive chairman of 

Ctrip) visited Sanya, the capital of 

Hainan province and hosted live 

streaming on Ctrip platform "Boss Live" 

in March 2020. 

He showcased hotel rooms and 

restaurant packages, attracting over 

510,000 viewers, creating hotel sales of 



03 Ctrip Live Stream (2)
Case Study

*

RMB 10 million during the one-hour live 

stream. With subsequent orders, Liang’s 

first live broadcast sold a total of 20,000 

room nights in Atlantis Sanya and 15,000 

room nights in Ibnon Apartments, 

generating RMB 35 million marketing 

revenue. 

This was just a start for Liang’s live 

streaming journey. Two days later, Liang 

flow from Sanya to Guizhou, resulting in 

hotel sales of RMB 20 million. Then Ctrip

"every Wednesday" live broadcast became 

a routine. 



03 Ctrip Live Stream (3)
Case Study

*

From April to June 2020, the number of 

live Ctrip viewers increased by 61.72% 

from 9.77 million to 15.80 million, total 

GMV increased by 53.26% from 180 

million to 277 million in June. On average, 

Ctrip's popular products were sold for up 

to 8,000 nights per minute. Liang has 

completed 24 live broadcast sessions by 

August 2020.

"Boss Live" is now a popular platform for 

online travel agencies to promote products. 

Ctrip also carried out 8 local live 

broadcasts in Japan, South Korea, 

Singapore, Malaysia, Thailand and other 

countries in 2020.



Content-oriented Platform
Platforms based on traditional format of text and pictures.



Advertising based on content namely graphics and texts is a 

widespread technique used by many companies to present their 

products, services, and company images, which is an efficient and 

effective way of content marketing. 

To inspire a way for a foreign company to best utilize content-

oriented platforms, I will give some suggestions afterward. However, 

the focus here is not a step-by-step guide to Chinese super-platform 

since another guidebook has already dealt with it but recommend a 

shortcut, explain why, and give suggestion on how to advertise on it.

01

Content-oriented platform
A comprehensive introduction to Chinese platform can be found here: https://kawo.com/en/ultimate-intro-china/

Content-sharing platforms



Comparison between Zhihu and 

Little Red Book

Content-oriented platform

Indeed, there are two leading platforms in 

content sharing but the question here is 

which of them can finally win the title of 

“shortcut”.

02
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(1) Zhihu

Zhihu (知乎) launched in 2011 

backed by multiple investors of 

ByteDance, Baidu, and Tencent is a 

Q&A community. In 2019, the 

monthly active user has reached 

the number of 34 million  and 

remains increased. Zhihu provides 

marketing opportunities mainly 

through Q&A campaigns where 

the brand can answer a question 

related to its range, product, and 

service, therefore, it shares some 

features with Quora. Zhihu is 

characterized as a highly 

professional and credible platform 

for Chinese netizens to acquire 

expert insight and knowledge. 

2.1 What are they

1. A more detailed introduction to Zhihu can be found on: https://www.dragonsocial.net/blog/zhihu-marketing-guide/

2. Source form KAWO



(2) Little Red Book
Little Red Book (小红书) launched in 2011 belonging to Tencent, is a UGC App based 

at Shanghai, China, and target urban female in post-95s. By now, the active monthly 

user is over 85 million . It intentionally builds a highly-engaged community of savvy 

users who research and review products extensively on the app before going 

shopping and allows users including well-known influencers to post and share 

product reviews, travel blogs, lifestyle stories, among others, via short videos and 

photos. Besides, it encourages and rewards high-quality content posts and videos 

and emphasizes “authenticity”. It also offers a premium user experience by using a 

recommendation algorithm to create a customized homepage based on users’ 

browsing and searching history. As a result, it has successfully attracted a large 

number of highly loyal users, which is good news for brands looking to advertise 

there. 

This platform harbours two main functions, the feed page and an in-app store page. 

Therefore, it means Little Red Book is not only a place for advertising but also for 

ecommerce. However, I will not discuss the ecommerce perspective here because it is 

more suitable for retailers rather than service sector and the focus in this part is 

about brand advertising. 
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Content-oriented Platform

Detailed introductions to Little Red Book can be found here: 

https://daxueconsulting.com/latest-facts-and-insights-about-xiaohongshu/

https://melchers-china.com/explaining-little-red-book-and-its-market-potential-for-premium-brands/

Source from ZP online survey and KAWO



P H O T O  F R O M  P I X A B A Y

2.2 What is the difference?
Generally speaking, Zhihu is more a comprehensive Q&A community with the main purpose to ask and 

answer questions based on knowledge, while little Red Book concentrates on authentic experiences and 

reviews. Following are couples of further comparisons between Zhihu and Little Red Book from the 

perspectives of 1) how to get a recommendation, 2) content generator, 3) the main feature of 

demographics, 4) function, 5) community atmosphere, through which the main features of each platform 

will be unveiled.



(1) Function

Content-oriented platform

Zhihu: knowledge 

acquisition platform/ 

O&A community

Little Red Book: shopping 

guide/ product testing 

and sharing platform

Another on the right mentions the technique for making sauced ducks, the recommendations

to fruit stores at PDD, and so forth. Regarding the survey conducted by ZP, around 50% of

people reported that they use this platform to acquire information about the newest product

or service.

The picture on the left is the homepage

of Zhihu listing some questions such

as the opinion towards the relations

between Harmony OS and Android,

and a new insight in cancer treatment

by curbing the transfer of

mitochondrion.

Source form ZP online survey



(2) How to get recommendation

Content-oriented platform
The blue and orange rectangular in 

the screenshot of Zhihu and Little 

Red Book highlight the number of 

likes and hits of each platform. 

According to these numbers, it is 

clear that the content is ranked from 

the highest to the lowest level which, 

to some extent, decides the visibility 

of the post. 

However, when it comes to Little Red 

Book, content prioritised in a feed 

more by activities customized via the 

algorithm. For example, the 

screenshots are taken based on my 

browsing and searching history so 

the first two posts about food 

recommendation and Japanese 

learning are placed at the top though 

they only have around 1000 likes, 

while the least interested one about 

makeup is at the right bottom despite 

more than 300000 likes.

Zhihu: Hits and likes

Little Red Book: Interests



(3) Content generator

Content-oriented platform

Zhihu: mainly high quality

insight of experts and 

professionals 

Little Red Book: average 

people 

The first two profiles are taken from 

Zhihu, demonstrating the personal 

information of two popular content 

generators from the domain of law and 

art representatively. Both of them are 

experts in their field. 

While the influencers on Little Red Book 

with almost 90k and 240k followers are 

average people sharing their lifestyles 

and recommended items at the stores.



(4) Demographics

Content-oriented platform

Zhihu: well-educated 

users with decent job

Little Red Book: young 

female in second tier 

cities.

The charts illuminate 80.1% of users are university graduates; 74.6% 

are middle-class people and 76.0% users in Zhihu are with relatively 

high salaries. In general, they are wealthy, well-educated, and 

intelligent. 

The second row of charts shows that 62% of Little Red Book users 

are from second-tier city, 86% are female, and 40% of them are of the 

age of 20 to 24 . That means the latter is ideal for companies targeting 

young and female consumer groups.

Zhihu

Little Red Book

Source from ZP online survey



Zhihu: Hits and likes

Little Red Book: Interests
The first three pictures are screenshots from Zhihu discussing the quality of a Chinese 

mobile phone brand——Xiaomi. The content generator himself described the problems of 

the phone according to his experience with some explanations to the properties of the 

products while the most liked comment below is mainly disagreement based on a 

systematic analysis of the hardwires of Xiaomi, highlighting the advantages of it. On the 

opposite, it resonates with other users and gets more than 1 thousand likes when the 

almost identical content is posted on Red Little Book (last two pictures). Users in the latter 

platform take it as precious advice.

(5) Community atmosphere

Content-oriented platform



Throughout the comparison from five perspectives, the features of the two platforms are 

clear. Understandably, Zhihu harbors more than 34 million monthly active users who are 

appealing to foreign companies that desperately need visibility, however, they need to 

think twice before making the final decision because of the debatable environment and 

user portrait. Imagine that, persuading a group of critical people with professional 

knowledge to purchase their services would be much harder. What needs to be clarified 

here is that there is no means to say Zhihu is not suitable for advertising or even 

intimidating for companies because of fierce debates, but it could not be seen as a shortcut. 

In this sense, Little Red Book is more appropriate for newcomer overseas as long as the 

service quality is guaranteed thanks to the friendly environment, and the huge buying 

potential of users (62% tier two cities). What is more, the majority of content producers in 

Little Red Book as average people also mean the openness of this platform.

Apart from the comparison above, Zp has done a throughout survey over 8 platforms 

including Wechat and Weibo to find out which platform is the best to not only introduce a 

brand new product or service to customers but also successfully stimulate their desire to 

purchase. The result shows that Little Red Book lies at the top with 67%  of participants 

reported they bought an item after seeing relevant information on it. 

The advantages of using Little Red Book have been analyzed through comparisons, 

however many foreign firms still know little about how to advertise on this shortcut. Thus, 

in the next section, I will give some useful suggestions for utilization.
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How to advertise on Little Red Book 

In little Red Book, there are several common ways that companies 

normally use to make them be exposed to customers and promote their 

brands. Nearly all of them are suitable for business in various sectors.

Cotent-oriented platform

As a shortcut for foreign companies to 

enter Chinese market. 03



3.1 Types of ads

Content-oriented platform

1) In-feed ads

In-feeds ads in Little Red Book normally are 

placed between the content of a user’s feed 

but not at the position at the beginning or 

end. Because it is not intrusive to break the 

user’s flow and always highly customizable, 

it is widely used on Little Red Book.

2) Celebrity endorsement

One of the advantages of using the Little Red Book is the inner 

cooperation with celebrities, which means the enormous fan 

base can help an unknown company to get visibility quickly and 

widely. Besides, for those big fans of the celebrity, a certain 

degree of product or service premium is acceptable. This is 

probably good news for foreign companies who are going to try 

some trial-and-errors so that to set an appropriate pricing policy.

4) KOC recommendation

One of the unique features of Little Red Book is the popularity of 

posts produced by KOC (key opinion consumer). Despite the 

professional insights and advice, authenticity is highlighted even more. 

Peers leave their comments after purchasing service in the form of 

posts to share their feeling, therefore is complying with the core 

concept of the platform as authentic. According to the online ZP 

analysis, participants regard the KOC as the most reliable one 

compared to celebrity and KOL. It thus recommended for a company 

to have batches of KOCs no matter how many followers they have but 

concentrate on building authenticity.

3) KOL recommendation

Key opinion leader (KOL) is comparable to Western influencer. Both of 

them build trust with their community and promote products on 

social media. However, KOLs are experts in their domain and brands 

use this expertise to show their product's value and inspire customer 

trust. In this sense, KOLs are not only help to boost trust through 

professional views but also engage consumers with creative posts. By 

now, many brands in Little Red Book have realized and utilized the 

power of KOL recommendation as proof of quality. 



5) Notes advertising
A note is almost the most important way to advertising in Little Red Book. It is of the same function 

as a post on Facebook and Instagram, being a potent technique for the UGC community through 

which information is viewed and shared. A note is also one of the best ways to get visibility on this 

platform, unlike Instagram where the content mostly is shared with the followers, users in Little Red 

Book see customized notes produced by a random person just like in-feed ads but free of charge. 

Therefore, for companies with a tight budget, this is an ideal way to promoting their brands and get 

more visibility. The process of creating a note is as simple as a post on Instagram but remember to 

add some stickers and appropriate hashtags to make your note more attractive.

Step-by-step guide to create a note

Content-oriented platform



(1) straightforward

rather than detailed 

3.2 Tips
However, when firms are advertising with insufficient knowledge of users’ habit of using Little Red Book, it is all too easy to disappoint them 

through long and narrative ads. Here I will give some recommendations for the companies especially those who want to market by producing a mass 

of notes.

It is all too easy for a foreign company to mistakenly give a 

long article of detailed introduction to their brands. The 

intention behind this condition is understandable because as 

newcomers, they eager to let customers know what they are 

doing, and what their business is about. 

Nevertheless, majorities of people in Little Red Book are 

highly purposive to search information such as “the most 

renowned consultancy company” or “tourism agency”. What 

the users looking forward to seeing on the posts are 

straightforward bullet points with respect to price, staff’s 

attitude, working efficiency and etc. The more proper way is 

to add a link at the bottom of your note or comment below 

telling your viewers to go there to get further information.

Content-oriented platform



(2) Interactive

rather than narrative 

Another common mistake is the neglect of interaction with 

people. In many notes, creators are aware of the authenticity 

requirements so express their own feelings in the format of 

storytelling but this means the scarcity of engagement from 

other people. A perfect note should both stimulate the 

purchasing desire of customers and tap the potential of 

others. An example here is the gifts prepared for people who 

actively shared the post within a particular time period. 

The interaction also needs to build a friendly long-term 

relationship with followers. Therefore, the importance of the 

comment section should be highlighted. Chatting with people 

commented below may make them feel valued and sense 

respect. In return, they are more willing to trust the service 

advertised.

Content-oriented platform

3.2 Tips



(3) Soft sell

rather than hard

In advertising, a soft sell is an advertisement or campaign 

that uses a more subtle, casual, or friendly sales message. 

This approach is the opposite of a hard sell. An example 

would be that we might see people consuming a soft drink 

rather than talking about it. The emphasis is on telling a story 

and setting a mood. According to the user’s habit of 

searching authentic content, notes should be more “soft” or 

“hidden” to make them feel it's a sharing rather than an 

advertisement. Nevertheless, links to the official website of a 

firm, contact method, and so on should be provided. The 

common ways of doing this are to put the link on the 

comment sector and add the company or store information to 

the picture next to your demonstration of a product or 

whatever.  Indeed, adding that information to the body is 

nothing wrong, remember to clarify in the end that this is only 

a recommendation based on personal experience no matter 

what your real purpose is.

Content-oriented platform

3.2 Tips



4) Texts and pics rather than videos

In little Red Book, there are two different forms in notes, one is video, another based on 

traditional texts and pictures. A common misconception is that firms should use as many short 

videos as possible to advertise because it is more convenient for a product demonstration. 

However, there is a conducted survey proved more users incline to read the text and picture-

based content because they are far more straightforward and much easier to read through with 

little time cost.

5) Multiple exposures

A better tactic to exert the potential of marketing is the combination of celebrity, KOL, and KOC to 

comprehensively understand the service itself from the basic information of company base, 

ranges, service to after-sales service evaluation. In this way, the benefits of all three methods in 

terms of visibility, expertise, and reliability are exaggerated. Apart from this, if the 

recommendation of a particular brand or service is mentioned several times, it is likely to build a 

network in which a unique UGC atmosphere and sense of belonging are generated. As a result, 

the service may become popular or go viral with the help of a huge fan base and various 

interactive activities holding among those creators.   

6) Service positioning

What needs to be born in mind is that marketing is expected to be more precise and ally with the 

service positioning. For example, a logistic company mainly targeted to e-commerce stores can 

cooperate with KOC who is an online shopper familiar with express delivery. This precision will 

reinforce its positioning strategy and is easier to persuade potential clients.

Content-oriented platform

3.2 Tips



3.3 Important links

Content-oriented platform
2. Registration and cost

Following link answers the question of 1) how to create an official 

account? 2) how much it costs? and there are some detailed guides. 

https://www.hicom-asia.com/little-red-book-guide/

3. Official account platform

This URL link is the address where a company can register or log 

into their official account. An official business account is also the 

first step for any company who needs further business cooperation 

and promotion in this platform.

https://business.xiaohongshu.com/ares/login

4. Business cooperation page 

Here companies are able to get quotation of ads, contact to all-

domain content creators,  and have a throughout analysis of firms’ 

performance after cooperation.

https://www.xiaohongshu.com/brand

(This page will only be shown in Chinese language)

1.  Little Red Book URL address

This is the official website of Little Red Book.

https://www.xiaohongshu.com/?language=zh-CN



Demola Challenge

Along with the analysis presented, here we provide two case 

studies including business from varying sectors to demonstrate 

techniques that would support overarching brand goals with 

sustained social-media efforts.

Case Studies -

How international brands utilize 

social media marketing in China



Starbucks

Retail
A multinational chain that adopts 

highly localized marketing methods 

through community building across all 

of its social-media efforts. 



• An example - How to catch up with what’s new in the Chinese market 

Localized marketing strategy

A thread discussing people holding PCs and working in 

Starbucks went viral recently in Chinese social media, vividly 

calling them atmosphere promoter for the brand. Right away, 

Starbucks announced to officially “recruit” for this role – asking 

customer to take pictures of themselves doing business in the 

store along the hashtag and those most upvotes will be 

conferred the title. 

Notice that this is a very prompt media 

marketing response as the campaign comes out within hours of the 

discussion thread. It not only shows the efforts Starbucks puts in 

marketing in China, but also echoes with its own advantage over other 

coffee brands – providing a comfortable talking place for customers.  



Strategic partnership

Starbucks is in deep partnership with WeChat in launching its mini program function, where customers can 

order and pay directly through a daily social media. This is a great strategy to promote as people can order 

right away when they are communicating, working, or commuting. 



Utilize KOLs – from online to offline

Presence will not last only on digital 

world, how to translate into physical 

“must-try” icon is another strategy 

that Starbucks well noticed. When 

the first Starbucks Reserve Store 

opens in Shanghai, there pops up a 

huge number of posts in Little Red 

Book where KOLs posting their trip 

to the store – translating nearly 3 

hour queue for the first few months. 

Moreover, many KOLs in Little Red 

Book also post “hidden order options” in 

Starbucks, another tactics to translate 

online influence into real-offline buying 

power. 



Bet on western cliches Even though tradition plays a really 

important role, Chinese consumers are 

more and more interested in Western 

culture, and this shows in their consumption 

habits. Starbucks doesn’t communicate 

much about Christmas on its English 

website; it’s different in China, where they 

use many Christmas-centered slogans. 

China isn’t known for celebrating Christmas 

but Starbucks made the marketing move to 

associate this festivity with American culture, 

and it seems to work well so far. 



Apple Music

Service 
Though finding its road a bit harder than the 

retail brands, as the Chinese service market 

has largely been plugged with Chinese 

startups over the past decades, Apple Music 

finds its own niche. 



Distinguish from local providers 

Packed with QQ Music, NetEase Music, Xiami Music, 

Apple music did struggle to gain its market share when 

first launched in 2015.

However, till today, there are several features that 

distinguish Apple Music from other music provider. By 

sticking with the simplicity credo Apple holds all the 

time, Apple Music eliminates social features that 

permeate other Chinese music provider. Another one-

of-a-kind feature for Apple Music is its clear list of 

different genres, which really caters real music savvies. 



Strategic liasion 

As short videos in TikTok went viral during the 

pandemic, Apple Music becomes the leading one to 

recognize the trend by presenting a TikTok “Viral Hits” 

playlist on its landing page. 

Moreover, TikTok users would see “play with Apple 

Music” button to enjoy the high quality tape when 

scrolling down short videos. Last but not least, those 

who subscribe Apple Music from TikTok page have 

the privilege of an extended 4-month free trial, which 

further consolidates the shared user group. 



Clearly Targeted promotion

Unlike other music service providers that do not 

differentiate subscribers,  Apple Music offers a great deal 

for those who are still in college – 5rmb per month to get 

full access to the storage. Also, it provide group 

subscription - not found in other platforms - which attracts 

families and close friends.

However, as such promotion code is sent via iCloud 

emails or only presented on its own Apple webpage, the 

marketing efficiency is question-marked. The corporation 

may consider making a larger presence on other trending 

social media webpages. 



THANKS


