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Introduction to superplatforms

Why should we care?



What are 
superplatforms?

Giant online platforms and entire social ecosystems behind 
the Great Firewall:

The superplatforms are much more than social media, they cover 
all areas of life and business in China. For the small business 
owner, they provide the entire business infrastructure, or for the 
consumer, they are the daily interface to everything. The user 
masses are huge on a global scale.



防火长城;
The Great Firewall of China (防火长城;) is the combination of 

legislative actions and technologies enforced by the People's Republic of 

China to regulate the Internet domestically. Its role in internet censorship in 

China is to block access to selected foreign websites and to slow down 

cross-border internet traffic.  The effect includes: limiting access to foreign 

information sources, blocking foreign internet tools, services and mobile 

apps, and requiring foreign companies to adapt to domestic regulations.

SOURCE: WIKIPEDIA



The role of The Great Firewall
Gaining second-mover advantage successfully

The Chinese first made their own versions of Western services (like Google > Baidu). 

Then, behind the wall, they developed better service than their role models 

(WhatsApp > WeChat). Douyin’s western version (TikTok)  is the first ”Designed in 

China” service to spread globally.

Tomorrow, many other services are coming from behind the wall that will integrate 

with Western digital ecosystems.



It is difficult for us to see the reality 
behind the Wall. 
Therefore, we often have misconceptions.

WeChat (Western version) Weixin (Chinese version)

Case WeChat vs Weixin



Key findings and insight about 
Chinese approach to superplatforms



Commercialism

Where Western platforms (such as Facebook, Instagram) 
are built to be, for example, social media platforms, 
Chinese superplatforms are built purely from commercial 
point-of-view.

• Everything aims at financial transactions

• Commercialism is clear to both consumers and service 
providers, no attempts to hide it

• From consumer’s point of view, user experience is 
straightforward and easy

• Payment ecosystems are embedded in all the platforms 
for easy buying experience

• Social media layer, reviews, discussions and marketing 
are all built on top of the core commercial functionality



Super for consumers, 
super for companies

Superplatforms’ reach and scalability offer super service 
for customers, but the platforms offer wide range of 
services also for businesses.

• Superplatforms act as one-stop-shop for business 
development services in marketing & sales support, 
CRM, data analyzation, optimization, etc…

• Especially for SME’s, everything you need can be found 
on the superplatform (especially in Meituan)

• Superplatforms are offering a lot, but also “forcing” all 
the service providers to use them (if you are not on 
them, you don’t exist)

• One size doesn’t fit all, so some industries are suffering 
heavily from the superplatform dynamics



Mobile-first mindset

Superplatforms aim to make usage, and especially buying 
as easy as possible. They offer and test the boundaries of 
end-to-end services.

• No need to call anybody
• No need to download anything extra
• No need to install applications
• No need to change applications
• No need to use separate payment platforms

• Smart phone as a physical medium (for example QR 
codes)



Examples of superplatforms
and their use cases



Weixin (WeChat)

Weixin is the number 1 superplatform in China and it 
covers “every aspect of people’s life”. The main 
functionality is instant messaging between users, B2C and 
B2B. Through mini programs companies can offer their 
communication and services to customers.

• More than 1 billion monthly active users

• Contributes to 34% of mobile internet traffic in China

• More than 32 million mini programs

Note:
WeChat is the outside-China, stripped down version of 
Weixin!



Douyin (TikTok)

Douyin is a short video platform where users (incl. 
companies) can create creative music videos. One way to 
describe Douyin is YouTube on steroids.

• Basic business features are advertisement, live 
streaming and fan economy

• Unlike the image of TikTok in the Western countries, 
Douyin is not just for teenagers to post silly videos, but a 
content marketing platform for influencers and 
businesses (YouTube)

• Quality-driven content and 5G is destined to be a major 
driver in the superplatform’s future

Note:
Again, TikTok is the globalized and stripped down version 
of Douyin!



Ctrip

Sometimes compared to services like booking.com, Ctrip is
much more than just booking service. Like other
superplatforms, Ctrip aims to offer end-to-end service and
platform for travelling.

• Users book and pay everything from flights and hotels to 
rental cars, tours and restaurants through Ctrip before 
travelling

• Core benefits of using Ctrip are reliability and 
creditability

• “If you are not on Ctrip, Chinese tourists will not find 
you”

• Ctrip makes an exception among the superplatform
having user base focused on the “older” generations; 
about 60 % of the users are born in the 80’s or before



Meituan

Meituan, as a leading life service e-commerce platform in 
China, has Meituan, Dianping, Meituan Waimai, Meituan
B&B, and other popular apps. Its services cover more than 
200 categories such as catering, food delivery, fresh retail, 
taxi-hailing, bike-sharing, hotels, movies, leisure and 
entertainment, and its business covers 2,800 cities across 
the country.



What should Finnish businesses 
learn from this?



China is much 
further than you 
thought
Offering services to Chinese customers is difficult because 
of the Great Firewall, by design. Nevertheless, it is possible 
to do it with official Chinese business account.

For many Finnish businesses it might not be worthwhile to
offer their services to Chinese customers, but it is of
utmost importance to understand the logic behind the 
new mobile-first consumer mindset because it’s already on 
our doorstep.

The young Chinese consumers understand very well the 
dynamics of fan economy, data protection (or lack of it) 
and commercialism in these superplatforms. How might 
we raise the awareness in Finland as well?



Global ripple 
effect of Chinese 
superplatforms
We will see increasing amount of ripple effects from 
Chinese superplatforms in the West. These are the new 
benchmarks for new functionalities and bending the rules 
of what is possible in digital services. 

Mobile-first customer experience is already setting a 
standard for many digital services: How can we offer end-
to-end service on one platform?

Many Western (and Finnish) service providers say that it is 
naïve or impossible to build these services. Either we do 
something about it, or the Chinese will.



Marketing your 
business in China

• China’s market is fundamentally different, it requires 
different marketing mindset and set of competences

• Build direct relationships with superplatforms, dominant 
channels and conclomerates behind them >> Stop 
relying only on external digital or ad agencies

• Go social, invest on viral and KOL’s: fan-economy is 
much more than #kaupallinenyhteistyö

• The pace of change is so fast that the ones who can
innovate on their marketing fastest will win

• Whether European companies embrace or ignore the 
emerging Chinese superplatformication and the new 
leading role in digital services, may very well determine 
their business success in China, but also in home 
markets. 
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