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INTRODUCTION

As we emerge from the chaos that began
2020 there are 2 things that I'm certain of:

1. Digital Platforms are more
important than ever;

2. China is one of the countries most
ready to start growing again.

At KAWO we've spent much of the past 7 years
trying to connect teams in the West and China.
During this time, these online ecosystems have
diverged significantly. Originally playing catch up,
China is now in many ways indisputably ahead.
83% of users pay with their phone' and, not being
beholden to advertisers, WeChat has avoided the
privacy controversy that has plagued Western

social platforms.

QO KAWO

ULTIMATE INTRO TO

It can be hard to get your head around the complexity,
depth and breadth of China’s digital landscape. While
there are dozens of good guides to specific networks,
we couldn't find a good overview.

So we decided to write one.

Our initial target was to create the definitive
introduction for a Western marketer trying to get up
to speed on China. In the end | think we've created a
guide with something for everyone interested in

digital in China.

Although China has grown a lot over the past decade,
researching this guide left us with a sense of the huge
potential that still lies ahead. 64% of the population
live outside of the top tier cities?, only 31% are middle
class3 and there are still 600 million people living on

less than 1,090 RMB (US$154) per month4.

CHINA SOCIAL MEDIA JUNE 2020

The digital ecosystem has evolved at an alarming
pace and while it has created opportunities for
brands it brings challenges. There is stiff
competition on the most popular platforms and a

ferocious battle to hire and retain talent.

Creating this guide has been an immense
undertaking and we hope you get as much from

reading it as we did from researching and writing it.

Kokl

Alex Duncan

KAWO Co-Founder
LinkedIn.com/in/acjduncan
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QUICK HISTORY OF THE INTERNET IN CHINA

MOST POPULAR SOCIAL APPS ACROSS TOP 10 ECONOMIES
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QUICK HISTORY OF THE INTERNET IN CHINA

CHINA'S UNIQUE INTERNET ECOSYSTEM
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QUICK HISTORY OF THE INTERNET IN CHINA

ONE NOTABLE EXCEPTION

LinkedIn is the only major Western social network that has managed to remain available in Mainland China by strictly complying with Chinese internet
regulations. Linkedln maintains servers in China, but doesn’t allow viewing or uploading of video content because it doesn’t have the requisite licenses.

LinkedIn Outside China

Alex Duncan

Building the best China marketing
platform for WeChat, Weibo &
Douyin

Who viewed your profile 438

Views of your vidao e
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Page notifications 17
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Save on a WSJ Membership - Subscribe today. Cancel anytime. Ad «--

Write an article on Linkedin

KAWO
621 followers
7me @

Probably the No. 1 question we get asked:

What does "KAWO" mean and how do you pronasunce it?

e 1 Alex Duncan
~ Building the best China marketing platform for WaChat, Weibo & Douyin.

14m « @

We love the name KAWO, but not everyone finds it easy to pronounce so we

made a quick video to help everyone out...
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QUICK HISTORY OF THE INTERNET IN CHINA
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Out of the 904 million Chinese people now using the
internet, 897 million people are on a mobile device. A
whopping 99.3% of the country's total internet user
base.

The cheap cost of mobile data and the availability of
budget smartphones from Chinese brands like
Xiaomi & Huawei are the reasons behind this
pervasive mobile adoption.

For the millions of Chinese joining the internet it's
not just "Mobile First" but "Mobile Only".

Comparing US & China

% of Mobile
Internet Users

% Internet
Penetration




QUICK HISTORY OF THE INTERNET IN CHINA

HABITS OF CHINESE "NETIZENS"

QO KAWO

5hrs 50mins

online, of which about

3hrs 10mins

2hrs 12mins

using social media.

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

Each day the average netizen spends

of that time is on a mobile device and

JUNE 2020

76%

of internet users

post online frequently
(compared to just 41% in the US)

53%

of internet users “share

everything they do” online
(compared to 28% in the US)



QUICK HISTORY OF THE INTERNET IN CHINA

FROM COPYCAT TO LEADING THE WORLD

7
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omment/ Opinion
How China’s ‘copycat’ tech

companies are now the
ones to beat

Edward Tse and Marco Gervasi say
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QUICK HISTORY OF THE INTERNET IN CHINA

MARK ZUCKERBERG ADMITTED HE COULD LEARN FROM WECHAT
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& theinformation.com Jessica E. Lessin is & feeling
< amused.

8 March 2019 - 3

6 The Information

Four years ago: The Information: What Facebook
Should Learn from WeChat

NEWS ANALYSIS |GEESEN B0
What Facebook Should

Learn from WeChat &,

By Jessica E. Lessin
March 25,2015 12:12 PMPDT

TFBINFORMATION.COM
Wha Facebook Should Learn from WeChat
FacebRok today announced big plans to open up Me...

oy Li . () Comment &> Share ',- 4,::
Jessica Lessin | 0505 o 34 Mark Zuckerberg
EdltOr Of @ Mark Zuckerberg CEO Of

-

© If only I'd listened to your advice four

years ago...

I The Informati()n F acebook today announced big plans to HEESE L= fa c e b o o k

open up Messenger to developers. This
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DIVERSITY OF CHINA

For a country the size of a continent, on the surface China appears less diverse
than Europe or North American. Among the 1.4 billion inhabitants of China, Chinese Provinces & Nearest GDP Equivalents
91.6% are from the same ethnic group, 73% of them speak the same language 2010 $bn

(Mandarin) and 74% have no specific religious affiliation. f\\
TN \L/’,
| { UKRAINE
~ (HETLONGIIANG) |
COLOMBIA ———

(HEBET) -~

However it is easy to make sweeping generalizations about the uniformity of

China and miss the different types of diversity that exist. China is made up of 30

country-sized provinces. Regional differences are huge: the experiences of < R
/s W EDARAB EMIRATES (LIAONING)
. . cee . . . ,-I"."."t.,".“_“.l.‘t,. e A 2€c 1 9\)$ \ - ':‘:..
someone from a modern, costal city like Beijing or Shanghai will be dramatically : Alioeniad CROATIR 77 uoneos = PHILIPPINES (BELIING)
e (GANSU)S, HUNGARY (TIAMIIN)

different to someone growing up in less developed parts of inland China.
BOLIVIA
(QINGHAL)

[TZERLAND (J7ANGSU)

MALTA
(TIBET AUTONOMOU'S FINLAND
friston NLAND (SHANGHAI)
. 400 or more
200 - <400
KEY TAKEAWAY
: : : IR " JGUANGXT 120 - <200
For brands there is such thing as a typical “Chinese consumer”. The country o (HONG KONG) ]
. . . . - - 50 - <120
is so large that even a niche audience can be massive and it's important to S PANAMADI
: K ﬁ (MACAU) Less than 50
do research and understand where to find your target consumers. Credit: The Economist, Feb 2011 (HAINAN)
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DIVERSITY OF CHINA °

$14T
BREAKNECK ECONOMIC GROWTH N
y becomes $13T
one of the first Western
companies to admit defeat 12T
China’s GDP has grown 95x in the past 40 years. and withdraw from China.
This unprecedented economic growth has continued $11T
unabated through 5 financial crises. 800 million
. n . lifted ” di China becomes $10T
citizens have been lifted out of poverty and immense 1999 the World's 2nd largest
wealth has been created. This rapid growth has come economy. Starbucks $9T
: . opens in Beijing.
with many opportunities, but also challenges, as P e reaches 4,300 stores .
® in China. 8T
people (and brands) struggle to keep pace. Middle class reach 29M 2008
people (2% of population). Beijing Olympics $7T
> $6T
: : 4G Launches.
Leisure time China admitted
increases as government $5T
g. e World VGt Middle class reach 420M
reduces Worklng week Organ|zat|on. )
Economic reform. e 7 G o 5 dhe people (31% of population). $AT
“Reform and Opening-up” to
forelgh mvestme.nt and | First KEC ? $3T
established special economic -
opens in Tiananmen U
ZOnes. Square in Beijing. $2T

BRyjing 2008

] Ot QRS 61T
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<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020 1 4



DIVERSITY OF CHINA

MONTHLY HOUSEHOLD

According to The World Bank China has lifted 850M
people out of poverty. More than any other country

in world history. China’s poverty rate has fallen from
88% in 1981 to just 0.7% by 2015.

During a similar period the middle class has boomed
to over 435M people. However as this chart shows
963M or 69% of the Chinese population are still
categorized as ‘Lower Class’' or ‘Poor’ so there is still
almost 1 billion people whose economic fortunes we
can expect to improve as China’'s development
continues.

At this point in time the majority of Western brands
are targeting people with monthly incomes in the
top 10% of China.

(,‘(AWO ULTIMATE INTRO TO CHI
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DIVERSITY OF CHINA

CITY TIERS

Chinese cities are unofficially divided into tiers based on
economic growth and consumer sophistication.

Tier 1 cities, Shanghai, Beijing, Shenzhen and
Guangzhou, are the most developed economically.
There is a significant difference between the purchasing
power and sophistication of consumers from 1st and
2nd tier cities compared to 3rd, 4th and below.

The majority of customers for Western brands live in top

tier cities, meaning you are only targeting a subset of
Chinese consumers. 64% of the population is still
located in rural areas. # of Cities Population % of Total

4 72,949,733 5.2%

New Tier 1 15 112141974  8.1%
KEY TAKEAWAY Tier2 30 99,984,658  7.2%

There is huge future growth potential as lower tier
Cities continue to develop. Brands need to develop
different strategies to target consumers from lower 293 127111816 9.1%
tier cities.

Tier 3 63 91,688,617 6.6%

The Rest - 889,123,202  63.8%

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020

INTERACTIVE GUIDE

China’s tiered city
system explained

Awesome interactive guide to the
different tiers of cities in China.

South China
Morning Post

multimedia.scmp.com/2016/cities &

. \ S 3
& o
Urban legend:
China’s tiered ci
explaine

&
\t

system

Tier systery e widely used (o cloasify Chirese cithee. The Dirs e usod by

analysts 1 study cotsume: DehyVIUL INOSme eved politie
tne strotegins to Jocal conditions

8, and csl ey to wlp

What'’s a city tier and how is it assigned?

16


https://multimedia.scmp.com/2016/cities/
https://multimedia.scmp.com/2016/cities/

DIVERSITY OF CHINA

EDUCATION

- Higher Education

. Senior High School
. Junior High School
. Primary Education

=
U.S.A

22%

ULTIMATE
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IN CHINA

LESS EDUCATED POPULATION

Although spending has increased dramatically in recent
years, education levels in China still lag behind other
major economies. 28% of the Chinese population has only
primary education (up to 11 years old) and the length of
compulsory education is only 9 years, instead of 12 in
most of the rest of the developed world. In 2018 China
spent 4.1% of GDP on education compared to an OECD
average of 5%

EDUCATION THE PRIORITY

However, China is quickly catching up on education. In
2016, China was opening one university per week and now
produces more than 8 million university graduates each
year, more than the U.S. and India combined. China is also
making strides in academic research. In 2018, more
academic papers were published by Chinese researchers
than by U.S. scholars.

Private investment in education is also booming. Parents
invest huge amounts in private tutoring for their children
to ensure they succeed at school and get into the best
universities. In 2018 662,000 Chinese students travelled
abroad to study at foreign universities with only 65,800
supported by public funding. The government has also set
a target to recruit 500,000 foreign students a year to study
in China at Chinese universities.

KEY TAKEAWAY

A large proportion of Chinese consumers still have a
lower level of education. They've also grown up being
exposed to a very different culture.

Brand values and messages that might have worked
overseas may fall flat in China. Brands need to be
nimble and locales and adapt their strategies to reach
their customers in different ways.

JUNE 2020 17



DIVERSITY OF CHINA

GEOGRAPHIC DISTRIBUTION

QO KAWO
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JOURNEY TO THE WEST

China is the 4th largest country on earth, but the population is
heavily concentrated with 50% living in the Eastern costal region. In
recent years the Chinese government has invested heavily in central
and western areas of China to redress this imbalance. 40,000km of
new high speed rail lines have been built, bringing travel times
previously measure in days down to just a few hours.

The One Belt One Road Initiative (OBOR), is another massive
infrastructure program bringing investment to Western China.
Started in 2013, the “New Silk Road” is a sprawling network of
roadways, railways, maritime ports, and oil and gas pipelines
connecting Europe and Asia.

KEY TAKEAWAY

As infrastructure improves we can expect prosperity to increase
in more remote areas of China bringing new opportunities to
brands to access new consumers.

JUNE 2020 18



DIVERSITY OF CHINA

CHINA GENDER & AGE DEMOGRAPHICS

MEN
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QO KAWO
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The two huge peaks show there is clearly
something strange going on with China’s
population age distribution.

The first peak, consisting of people who are now
around 50 years old, comes before the
implementation of the of the "One Child Policy" by
the Chinese government in 1979.

The second peak, consisting of people around 30
years old, is a result of the previous peak generation
reaching the age at which they had their own
children.

In common with many other countries around the
world China has an aging population. The graph also
shows the long-term historical imbalance favoring
male offspring.

19



DIVERSITY OF CHINA

CHINA DEMOGRAPHIC CHALLENGES

GENDER BALANCE AN AGING POPULATION
China's one-child policy has resulted in a significant Like many countries, China is facing an aging crisis INTERACTIVE GUIDE
ender imbalance. For every 100 women, there are as birth rates have fallen and longevity has
?1 7 men, meaning there ar{e currently 30 million increased. Despite measures takegn byythe TOO M d ny M en
more men than women, the equivalent of almost government, such as scrapping its one-child policy in Great analysis by The Washington Post
the entire population of California. Despite reform 2016, it is projected that by 2050, 487 million people of China’s Demographic challenges.
.to Chlnfa’s family planning laws, this imbalance is still will be.60 or older, represe.ntlng almost a third of WashinetonPost.com/eraphics/2018/
iIncreasing. the Chinese future population. World/too-man men D |
Entire industries have cropped up to cater for the A range of measures are being considered to
estimated 24 million single Chinese men of marrying alleviate this crisis including pension reform and e o
age. For example, young female live-streamers can further subsidies for larger families.

now build lucrative careers from digital gifts bought
by their thousands of male fans.

TOO MANY MEN

KEY TAKEAWAY

Many young Chinese living in cities heavily prioritize their careers over personal and family life. Pressure
on middle class white collar workers is higher than ever. Due to an inflated housing market, supporting
older generations, rising cost of living and raising children. Some brands have seen success from being
more empathetic and not painting a too over-idealised picture of modern life.

<,!<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020 20
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Tech is famous for |
its great rivalries,
and China is no

exception.
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TECH RIVALRIES IN CHINA

THE KEY PLAYERS

aAlibaba Group
- - EEES

FOUNDED BY
7~ (Jack Ma)
1999

COMPANY STATUS
NYSE: BABA

$589bn
(June 8 2020)

QO KAWO

Tencent &

CEO & FOUNDER

LA¢RE (Pony Ma)
1998

COMPANY STATUS
OTCMKTS: TCEHY

$541bn
(June 8, 2020)

ULTIMATE INTRO TO CHINA SOCIAL

MEDIA

CEO & FOUNDER
Z 2% (Robin Li)
2000

COMPANY STATUS
NASDAQ: BIDU

$39bn
(June 8, 2020)

JUNE 2020

ByteDance

bt Z=TIRIET

CEO & FOUNDER
ok—M8 (Zhangyiming)
2012

COMPANY STATUS
Privately Held

$~100bn
(May 20, 2020)
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TECH RIVALRIES IN CHINA

BATTLE GROUNDS ¥ Category Leader
Social Messagin Mobile E-commerce Video Short Live Music Search Maps Trave| & ELElnEE:
ging Payments Video Streaming  Streaming P Lifestyle Collaboration

31%
Alibaba
PEREE

Biul

Tencent f&ifl . , &

-..0.
Bai®EE

ByteDance

hil ZTRkEN
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TECH RIVALRIES IN CHINA

HOW THEY

WeChat owned by Tencent does not allow links to Taobao or Tmall, e-commerce

IMPACT BRANDS

platforms owned by Alibaba to be opened directly inside WeChat. The user has

to awkwardly copy and paste the link into a different browser on their phone.

Alex Duncan

@ https://detail.tmall.com/item.htm?
[ : spm=a220m.1000858.1000725.13
Sba768b45Vh4AMERid=61601597
9883&skuld=4507218002657&us
j er_id=3395401034&cat_id=2&is_
b=1&rn=767cc17eala’ea7327051
fdb812507fb

ULTIMATE

QO KAWO

j MFAE, ERIEWILESE HISERRIRE815(0)

https://detail.tmall.com/item.htm?spm=a220m. 1000858.1000725.13.5b
a768b45VhAME&id=6160159798838skuld=4507218002657 &user_id=3
395401034&cal_id=28is_b=18&rm=787cc1 Teala7ear3270511108125071
b

INTRO TO CHINA SOCIAL MEDIA -

Ever resourceful, to get around these limitations Taobao created a unique code

name for each product, allowing users to simply copy the code in WeChat and

then open the Taobao app to be taken straight to the product.

Alex Duncan

https://detail.tmall.com/item.htm?
r : spm=a220m.1000858.10007/25.13
5ba768b45Vh4ME&id=61601597
9883&skuld=4507218002657&us
#' er id=3395401034&cat _id=28&is_

b=1&rn=767cc1/eala’/ea’/327051
fdb812507fb

JUNE 2020
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TECH RIVALRIES IN CHINA

ATTENTION

4 companies occupy 70% of Chinese

n Tencent &1  2hr 28mins

Netizens’ daily time using their phones.

. ByteDance

hi =SREN 41mins

Alibaba Grou .
a - MEPERER ¥ 35mins

22mins

1hr 43mins
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EXPERT OPINION

"With all the injunctions,

lawsuits, links-blocking, it will be
interesting to watch how
Bytedance' new move to grab
more market share of China's
digital advertising market and

Chinese netizen's screen time.”

Steven Yan

Integrated Marketing Consultant

Founder of "Marketing China"
WeChat Community

26



TECH RIVALRIES IN CHINA

SHARE OF DIGITAL AD REVENUE (RMB)

China's digital ad landscape is almost opposite
to the West where Facebook & Google gather
80% of the online advertising revenue. In China
the top player in digital advertising is an E-
commerce platform more equivalent to
Amazon.

China's largest social media platform WeChat,
owned by Tencent which sits in 4th place with a
mere 14% of digital ad revenue.

KEY TAKEAWAY

WeChat is less reliant on digital ad revenue and
so has forged a different business model and
side stepped many of the ad and privacy
concerns that have dogged Facebook.

(,‘(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA
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Alibaba Grou
n Alibaba Group 73 gbn

. ByteDance
0l =FEn 502bn
B Bai‘é'?ﬁﬁ 37.5bn

Tencentf&ifl  29.7bn

B Others 28.3 bn
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TECH RIVALRIES IN CHINA

LAIWANG: THE GOOGLE+ OF CHINA

A WECHAT COMPETITOR?
Just like Google+ tried to compete with Facebook & Twitter, Alibaba

created its own messaging app to compete with Tencent's WeChat. To
promote its new app, Jack Ma shut down his WeChat account and
demanded all Alibaba's employees to gather 100 external contacts on
Laiwang before the end of the year to receive their annual bonus.

QO KAWO

ULTIMATE INTRO TO CHINA SOCIAL M

AT

Laiwang.com

“| consider those
who fail to reach the
100 mark as automatically
giving up their bonus”

— Jack Ma, CEO Alibaba

THE END OF LAIWANG

After a failed acquisition of the $10B app Momo, and an investment in
Tango, an American messaging app, Alibaba slowly abandoned its
messaging app. They changed Laiwang's strategy and shifted from the
messaging app industry.

EDIA JUNE 2020 28



TECH RIVALRIES IN CHINA

SOMETIMES THE SIMILARITIES ARE EERIE

("(AWO ULTIMATE

August 2013

il 4G 42

& washingtonpost.com C

The Washington Post

Democraci

National

Washington Post to be
sold to Jeff Bezos, the
founder of Amazon

Graham: Bezos offgrsibest path for Post

am, the Post Co. chairman and chief
, explaimns why he came to believe that
Amazon founder Jeff Bezos offers the Post the best
chance to thrive after 80 vears of Graham family

ownership. (The Washington Post)

By Danl Cavhi

December 2015

il 4G 42

AA & scmp.com @

B SouthChina Morning Post

Society

Alibaba’s Jack Ma reveals
why he bought the South
China Morning Post and

what he wants to do with
it
Readers deserve a fair chance to

understand what is happening in
China, says Alibaba founder Jack

AMAa in tha cannnAd Af Alir fiarA-nart
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THE TOP 3 SOCIAL APPS

MONTHLY ACTIVE USERS OVER TIME

1,200M 1+-151M— 1.165M
1,097M
Y WeChat =g
989M
1,000M
) 889M
- Weibo ==@=
S sooMm
Z . 697N
9 d‘ Douyin =@
-
v 600M
>
s 497M 520M
< 462M
>
=
g 400M 335
=S
236M
200M 158 SON 176M
soM 50M 73M
1M p 97M
oM
2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
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THE TOP 3 SOCIAL APPS

MONTHLY ACTIVE USERS BY AGE GROUP

500M
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W
-
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=
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Monthly Active Users (MAU)

100M
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0

QO KAWO
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ULTIMATE

INTRO TO CHINA SOCIAL MEDIA

/0 30

JUNE 2020

90

KEY TAKEAWAY

MAU # People

In China, many users have multiple
WeChat accounts, giving a number
of MAU that is sometimes higher
than the number of Chinese
people online.

However we can still use this as an
approximation to show that Weibo
skews towards a younger
demographic, meanwhile Douyin
is more popular with 30 - 40. With
over 1 billion MAU we can assume
that WeChat is almost at
saturation point.
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THE TOP 3 SOCIAL APPS

USAGE BY GENDER

Y WeChat

(,‘(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA
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THE TOP 3 SOCIAL APPS

GARTNER'S HYPE CYCLE

We've tried to capture the general sentiment from

A
marketers towards these three platforms: Peak of Inflated
Expectations

fﬂ WeChat with over 20m company accounts now

active, teams are becoming disillusioned by how hard it
is to grow followers and the limited and expensive ad
options. In response, WeChat are providing marketers
new innovative ways to leverage its dominance in MAU.

Plateau of
Productivity

—

_

« Weibo has been through it's difficult period where

everyone declared it “dead” and is now seen by
marketers as a reliable place to build a brand presence,
helped by it's mature self-service ad platform. However
depending on the industry, Weibo may still not be the
best place to drive direct conversions.

EXPECTATIONS

Douyin is the new kid on the block and is the focus Innovation Trough of

of a lot of excitement as teams rush to open Douyin Trigger Disillusionment

accounts. It's not suitable for all brands and success >
depends on creating hit content that gets boosted by
the algorithm.
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TIME



QO KAWO

WeChat
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CHINESE NAME LAUNCHED OWNERSHIP

¢Q WeChat ) 5 2011 Tencent f&if

Weéi Xin
Phonetic: way-shin

SUMMARY MONTHLY ACTIVE USERS
China's omnipotent 1.165 Dbillion
all-in-one super app Jan 2020)

DEMOGRAPHICS

KEY FEATURES
Messaging, Social Media and
Mobile payments.

-24 25-29 30-39 40+

COMPARABLE TO

WhatsApp

Tier 1 Tier 2 Tier 3 Tier 4+
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WECHAT

THE SUPER APP TO RULE THEM ALL

e
-

China America
Single Super App . | | |
to Solve Everything | essaglng | Social Networking Mobile Payments
@00 GENH O--00

Ride Hailing Travel and so much more...

Q0 & G

=
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‘Ei} QUICK

GLIMPSE

The main conversations screen with
friends mixed in with personal and
work group chats and official brand
accounts.

2 WeChat Pay

Your WeChat Wallet. Users can see

their balance, add payment methods

and access a wide range of services.

A social feed similar to the Facebook
timeline, but much more private only
containing content shared by friends
except for the occasional paid advert.

QO KAWO

ULTIMATE

WeChat Group

KAWOQO Internal
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Harry Masefield

[Voice Call]
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WeChat Pay
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MIND BLOWING WECHAT

Every day there are

45 Billion

messages sent on WeChat.

(of which 6.1 billion are audio messages)

Every day users make

1.1 Billion

payment transactions on
WeChat Mini programs.

STATS

Users in China spend

66 MIns

on WeChat everyday.

(compared to 41 mins on Facebook)

WeChat is the

5th

most popular social app
in the World, ranked by MAU.

(,‘(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA <« JUNE 2020

WeChat is responsible for

34%

of the mobile internet
traffic in China.

&
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WECHAT

THE POWER OF QR CODES

Much of the immense success of WeChat can be attributed to the
simplicity & effectiveness of QR codes.

QR codes provide a very low cost, low tech way to connect the digital
world inside our phones to things, people and places in the real world

around us.

They are undeniably ugly, but this is also part of
their power; they stand out and as soon as a user
sees one they know instantly what to do.

In China QR codes are used for almost every task

imaginable, from paying restaurant bills to
registering for loyalty programs.

Example of a user scanning a QR code to unlock a hire bike.

QR codes are everywhere in China.

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA =+« JUNE 2020 40



WECHAT

IN CHINA QR CODES ARE EVERYWHERE

Pony Ma, CEO of Tencent scans his Even in a small vegetable shop local Knowing that nobody has cash anymore,
WeChat Pay QR code to access the metro residents can pay by simply scanning the local beggars use QR codes as a new way
in Shenzhen. printed out QR code on the wall. to ask for money.

<,!<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020 4 1



WECHAT

QR CODES MAKE IT SO EASY TO ADD FRIENDS ON WECHAT

The pain of manually entering a new contact’s details Compared to the ease of adding a new friend on WeChat ?
to become friends on WhatsApp. with a simple QR code scan. ®

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020 4 2



WECHAT

PAYING UTILITY BILLS

It's hard to overstate the convenience of WeChat in daily life.

For example paying home utility bills with only 4 clicks.

7) Watch WeChat

wt

Favorites
My Posts

Cards & Offers

/N 1

Sticker Gallery

!A“
L

Settings

QO KAWO

Alex Duncan (KAWO)
1 WeChat ID: acjduncan

|
B Wwallet
\

ULTIMATE

Poweared by Tencent

rl

Card Repay

%

Tencent Charitv

Wallet

®

Balance
¥548 24

™

e
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Mobile Top Up
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WECHAT

QO KAWO

“A good product requires a
certain degree of ‘dictatorship’,
otherwise it will embody all
sorts of different, conflicting
opinions and its personality
will become fragmented”

— Allen Zhang

ALLEN ZHANG - THE VISIONARY BEHIND IT

It's impossible to talk about the incredible success of WeChat and not mention
Allen Zhang (5k/J\Jz, zhang xido 16ng), the visionary who created it.

“ WANT TO BUILD THE BEST PRODUCT"”

When creating WeChat in 2010, Zhang focused on creating the best product for
customers needs. Not the one they wanted, but the one they needed. A
customer oriented, instead of a traffic oriented app. He wanted it to be simple
and user-friendly in its design. From its launch in 2011, WeChat started to grow
naturally without any promotion. That's how Zhang knew he was on the right
path.

THE SECOND INNOVATION

Zhang kept improving WeChat, carefully adding new features to make it more
useful and relevant. In 2017, when WeChat was already embedded in the fabric
of daily life in China, Allen and his team launched WeChat Mini Programs, yet
again multiplying WeChat's reach.

In January 2019, his 8 years of work were rewarded when WeChat achieved the
incredible milestone of 1 billion Daily Active Users.

ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020 4 4



i ) WECHAT
?Q DESKTOP APP

WeChat launched the desktop version
for Mac and Windows in 2014 and
2015 to better serve more users and
transfer files between desktop and
mobile phones.

In order to get up and running with
WeChat for PC, the user needs to scan

a QR code from within the mobile app.

Once the phone is linked to the
computer, messages will be mirrored

across both devices, but alerts will only

show on the computer

Download the desktop version:

WeChat.com

Q

<~ Wil China Digital Collective
LT 3

m Ramsay Kerr

BN plex L Z883%

BWA" Mini Program Sharing Gro
B0 e 2
H7a |

#@E® 99 Digital & Drinks [
i
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https://www.wechat.com/en

PR WECHAT
?G GET MORE FAMILIAR WITH WECHAT

ONE

2 Download on the
' App Store

Download from
P’ Google Play

Download & Scan Friends' QR Follow a WeChat
Install WeChat Codes to Add Them Official Account
Install WeChat on your phone Add some friends or Follow KAWO's WeChat Service
and explore the functions colleagues to WeChat by account to see what a typical
available, such as Messaging, scanning their QR codes. company account looks like.

Moments, Top Stories and
Discover.

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020

Open a WeChat
Mini Program

Scan to access this popular
game in a WeChat mini
program. Notice how
effortlessly it loads compared
to installing a native app.
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Opportunities for
Brands on WeChat
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SIX OPPORTUNITIES FOR BRANDS ON WECHAT

THREE FOUR
WeChat WeChat WeChat WeChat
Official Accounts Mini Programs Pay Advertising
S 1 X

sCRM WeChat Social CRM
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WeChat
Official Accounts
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WECHAT PERSONAL ACCOUNTS ARE NOT

You've probably already got the sense that WeChat cares a lot about the
experience of their users. Which is likely why in 2013 they introduced
WeChat Official Accounts for companies.

WeChat Personal Account

WeChat Official Account

l.. ? e

Q

KAWO

KAWO MBN T A5 RS 75 PEIF MR (= cp
BEmil, MASE. SRAROES..

Edit Contact Unfollow

Featurg

Read by 5 friend(s)
2019 weChat & Weibo Data Insights

<’I(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA

FOR COMPANIES

Private Traffic

WeChat Official Accounts are quite restrictive in how frequently
they are allowed to message their followers, whereas WeChat
groups can have up to 500 members and have almost no
restrictions on how often you can send messages.

Because of this, many brands are setting up group chats full of key
opinion leaders or their most loyal followers. Some of their
employees act as moderators or community managers frequently
posting content and engaging with their fans.

None of this activity can be officially automated and WeChat
doesn’t provide any tools to help with this. Furthermore, WeChat
has recently made moves to curb this type of practice by
companies. This includes blocking the third party tool, "WeTool"
which helped brands manage group chats in various ways.

JUNE 2020
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TWO TYPES OF WECHAT OFFICIAL ACCOUNTS (OA)

WeChat Official Accounts (also known as “OA")
provide brands with a way to build a following
inside WeChat's walled garden.

There are 20 million WeChat OAs and 80% of
WeChat users follow at least 1 OA. 40% of all
WeChat users spend more than 30 minutes per
day reading articles from OA. These
percentages are higher in Tier 1 cities than the
rest of China.

TOUGH COMPETITION

According to research by QuestMobile, out of
the 20 million OAs, 73% of WeChat users only
follow up to 20 OAs.

41% of users follow OAs based on friend
recommendations. Being part of these 20
accounts can therefore be very competitive.

Subscription
1] %= (dingyue hao)

MAIN PURPOSE
Regular sharing of information.

e.g. News, Sports updates etc

KEY FEATURES

« Can push once per day with
up to 8 articles in each push.

» Only top 2 articles visible in feed.

* Lower commitment from users.

<,!<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020

Service
ARSZ S (fuwd hao)

MAIN PURPOSE
Customer service, e-commerce

& higher touch services.

KEY FEATURES

« Each user can receive four pushes per
month and up to 8 articles in each
push.

» Can send personalized content with
the help of CRMs.

 More intrusive to user's WeChat
account.
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SUBSCRIPTION
ACCOUNTS

1 Subscriptions Folder

All posts from Subscription OAs that a user follows can be
found in a blue folder in the “Chats” tab.

2 Subscriptions Feed

Opening this folder the user is presented with a list of

accounts they frequently read and underneath a feed of
content published by accounts they follow.

Originally in chronological order, as of May 2020 WeChat
switched this feed to be ordered algorithmically.

Although Subscription OAs are able to include 8 articles in
each push, only the top 2 articles are visible and the user
must click to reveal the rest.

WeChat (722) ©

Q. Search

A+A+C
Call whenever you're ready

ZEA KAWO Internal

m ian: Move along people

1 Harry Masefield
\ [Voice Call)

HFRRAIGE TRIEFBR)
miRENEL | BFA LA

.‘N Dad ooty 1 more article(s)
N [Voice Call]

.‘ Cassie Tuesday Recommended Official Account
Ml | think today should be good

. EDopamine >
Joseph Fih |

[Transfer] Accepted ~aRERFAREM, 8- £, AE#H.
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SERVICE
ACCOUNTS

ol T )

WeChat (722) ©

Q. Search

A+A+C
Call whenever you're ready

o . ZMA KAWO Internal
their friends and group chats. This makes them much more BB ion: Move along people

1 Appear Directly in Chats Feed

Service Accounts live in a users’ main “Chats” feed, among

prominent than Subscription Accounts. m Harry Masefield fRE9H SRR B B2

| [Voice Call]

KAWO V19 - Tag Insights 5% M %

2 One push with 3 articles

When you ‘push’ to your followers they receive a card inside P

the chat-like interface of your OA. This is also where
y-fl Dad
messages can be sent. [V:iceCa..,

i Cassie
Ml | think today should be good

3 Official Account Menu

2019 WeChat & Weibo Data Insights

Joseph fii
A menu bar at the bottom allows your WeChat OA to [Transfer] Accepted

2019 MBS 2B %%

a

behave similarly to a website. From here you can link to

articles, Mini Programs etc. KAWO Features Content

3
" ——  J
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WECHAT
ARTICLES

2019 WeChat & Weibo Data In-
sights

# F Air Max 2090, flAmy—it
M%) HAR¥

NIKE

1 1 Push with 2 Articles

The user receives a pUSh from your I:f only 10% of your WeChat followers read each
OA as a card. CIicking on each item in 2019 WeChat & Weibo Data Insights article you are still probably doing better than
. . you think.
the card opens an article. Articles
2019 (B &M IS BT & | , ,
contain HTML similar to mini-web B Both WeChat & Weibo have reached maturity

making them a real challenge for marketing

pPages, but with many restrictions teams all over China, but the data clearly

m posed by WeChat. shows there are ways you can win.

We analysed 20 million data points to answer

2 Simple Article

every marketers top questions.

¥ Amy SRR A
PRBEIEEZECNHAMR
. . . . A — w— — —} ENTRARERAGHEANRE
Articles can be very simple, displaying WARNING I AR EBRE
text & images W|th baSiC formatting. This article is full of really great stuff, if you're too

busy to read it all, swipe right to save it for later as
a 'floating window'.

ENERSTREE

THE ORIGIN OF MY DREAM

3 Fancier Layout

But some brands really take the

design of their articles to the next ' Features Content

level, like this example from Nike.
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WECHAT OFFICIAL ACCOUNTS

KAWO RECOMMENDATION

MUST READ GUIDE
Ultimate Guide for

WeChat Articles

We teamed up with 31Ten to write the most
comprehensive guide to content marketing on
WeChat.

kawo.com/ultimate-guide @
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http://kawo.com/ultimate-guide
https://kawo.com/ultimate-guide

WECHAT

VERIFYING YOUR WECHAT OFFICIAL ACCOUNT

As a brand it is important to get verified on WeChat. The little yellow tick
lets users know this is the official brand account and its content is
legitimate. However, WeChat's verification process is rather complicated.

BUSINESS LICENSE MATTERS

Brands can get verified on WeChat with either a mainland Chinese

business license or with an overseas business license, but the process and
results vary.

Unlike Mainland accounts, overseas accounts can only create Service
Accounts. Subscription accounts can only be verified with Chinese
Business license. It is possible to use a third-party agent to set up the
account to circumvent this problem.

<,!<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA

Mainland Verified

VERIFICATION

Takes about 1 week and
costs 300RMB/year.

KEY FEATURES

Access to the full range of
options offered by WeChat
(WeChat store, payments,
coupons, mini programs,
copyright protection, 10T,
etc.)

JUNE 2020

Overseas Verified

VERIFICATION

Takes about 3 months and
costs 99USD/year.

KEY FEATURES

Only Service Account available
with limited functionality.
Some features available
include chatbots, customer
service and WeChat
advertising.
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WECHAT OFFICIAL ACCOUNTS

KAWO RECOMMENDATION

MUST READ GUIDE
How to Register a

We C h a t O ffi C i a I AC C O u n t How to Register a WeChat Official Account

WeChat Oficlal Azcounts launched back in 2012 and, whila there have been many changes over the vears, one of

E

BRATA

BLCGHOME  WECHAT OFFICIALACCOUNTS WECHATWORK  GRATA.CO

Verifying can be a complex process, made even ee—— A I AL ML R
worse when you don’t speak or read Chinese. melsmsipain e sl o U
Luckily our friends at Grata have created this China vs. Non-China Entities
awesome step by step guide. B
Regster as a business
|
Doyouhavea'Chheae
Business License or access to
a Chinesa business license via
a local partner?
(Domestic or WFOE bath count)
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WECHAT

WECHAT OFFICIAL ACCOUNTS BACK END

The WeChat OA backend is simple to use. It's available in both English and Chinese and

allows brands to manage their Official Account and push content to their followers.
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WeChat
Mini Programs
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0 WECHAT MINI PROGRAMS

WeChat's easier-to-use alternative to stand-alone apps, which allows you to avoid

the "tedious process” of downloading and managing apps on a smartphone. 2B QNPT
The Three Key Advantages of WeChat Mini Programs "Mini Programs provide
80% of the functionality
LOAD EASY TO DEEPLY
INSTANTLY DEVELOP INTEGRATED of a native app, but
Mini programs are restricted They can be built quickly and WeChat have gradually i 0
in size to ensure they can easily using web added touch points Wlth on ly 20 /0 Of the
load instantly even on a technologies like HTML, throughout the app for users -
slower internet connection. Javascript and CSS on top of to discover, share and d EVE|Opment effO 't
NO messy sign up process, in a framework provided by interact with mini programs.
just one click users can login WeChat with access to
with their WeChat account powerful APIs e.g. WeChat
and get on with whatever payments. =
- - Thibaul nai
they were trying to achieve. ?l%%’,' bault Gena tay
)

&=y,  General Manager
M' Le Wagon China
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https://www.lewagon.com/shanghai

RAPID GROWTH

Mini programs were launched in January 2017 and still face a significant
growth with +52% active users in a year from 2018 to 2019.
For some apps, it has even overcome their native app traffic.

WeChat Mini Program Penetration

1.097M 1,151M
989M
889M
A Mini Program MAU --._ 746 M
\‘~~ ‘:v
- WeChat MAU
491M
34M
2016 2017 2018 2019
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e THE SUCCESS OF WECHAT MINI PROGRAMS

CONTINUOUS IMPROVEMENT

As we've seen from WeChat in the past, Tencent have constantly iterated
and found ways to improve Mini Programs. There are now many different
places throughout WeChat for users to discover and share Mini Programs,

further improving their convenience.

B chat Tab Drag Down Menu
(see #2 on slide 62)

B Official Account Menu
(see #3 on slide 51)

Embedded Within Articles
(see #4 on slide 62)

B shared in WeChat Groups
(see #1 on slide 62)

B Scanned MP QR Code
B WecChat Discovery Tab
B search Results

B oOther
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watsons

MEMBERSHIP
PROGRAM

1 Membership Card

On the member page of a virtual
membership card is displayed with
info on a users levels and total
points.

2 Member QR code

Customers present their QR code
when making a purchase to add
points to their card.

3 Points Exchange

Member can redeem their points
for a variety of products.
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FitFam

®

FitFam s . : FitFam

FREE FITNESS | |
C O M M U N I T Y ' | : - . | SH Kempinski.HoteI

. , . All Workouts
In FitFam’s mini program, users can A Be _JA
Lujiazun Riverside Adventure'Run PO =\
filter and search for community . #mEEn
® 13 May 19:00 - 20:15 .

fitness classes nearby.
SH Kempinski Hotel - Kempinski Hotel 1288
Lujiazui Ring Road P
hE R0
=S

Users can click a class to see more t@ & % @ Open Full Screan Map

details or register to that class.

24 [ 30 Attendees Water & gloves

A map shows the venue and some

requirements for the client to bring R - | | — | |

along to the session. \ / R
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2 ChatSlide Down Tray |

Mini Programs

——

INTRO TO CHINA SOCIAL MEDIA

3

PROGRAMS
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Introduction
Before You Submit
1. Safety

2. Performance

3. Business
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@& developer.apple.com

performing such services or must use a public AP offered
by the institution in compliance with its Terms & Conditions.

3.2.2 Unacceptable

(i) Creating an interface for displaying third-party apps,
extensions, or plug-ins similar to the App Store or as a
general-interest collection.

(i1) Monetizing built-in capabilities provided by the

0 ARE MINI PROGRAMS THE TROJAN HORSE INSIDE THE IPHONE?

WeChat Mini Programs must be a huge headache for Apple.

Their rules for developers strictly prohibit iOS apps that allow “third-party
apps...similar to the App Store”. Apple claims this is for ‘safety reasons’,
but the App Store is a major source of revenue generating $50bn globally
in 2019.

WeChat is essential to daily life in China and although Apple only has
around 10% market share, there are still estimated to be over 100m
iIPhones in use in China. Plus, consumers who own iPhones likely spend
more than the average through WeChat. WeChat and Apple need each
other. Apple can't ban WeChat and WeChat can’t risk being unavailable on
the iPhone.

When Mini Programs first launched they didn't seem like a credible threat
to Apple. Allen Zhang (founder of WeChat) and his team have since
continually tweaked and improved the experience of Mini Programs.
WeChat now offers 2.36M Mini Programs and they are now more capable
and available in more places throughout WeChat.
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@ MINI PROGRAMS FURTHER READING

(W upbaciTYy Tencent f&if WU Wiredcraft

FREE ONLINE COURSE INSIGHTFUL WHITEPAPER PRACTICAL GUIDE

WeChat Mini Program Best practices for WeChat Mini Program

Development E-commerce on WeChat Analytics Tutorial

Udacity.com/course/wechat-mini- Mini Programs Wiredcraft.com/blog/wechat-mini-

programs--ude6/ & 31ten.com.cn/wechat-mini-programs-e- program-analytics-tutorial &
commerc&

] WeChat Minj p
. rogra
Analytics Tutorialg "
by Wiredcraft
31TEN
Best pr actices for ‘ﬁ
c-Commerce o WeChat ﬁ J

p !
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https://31ten.com.cn/wechat-mini-programs-e-commerc/
https://31ten.com.cn/wechat-mini-programs-e-commerc/
https://31ten.com.cn/wechat-mini-programs-e-commerc/
https://www.udacity.com/course/wechat-mini-programs--ud667
https://www.udacity.com/course/wechat-mini-programs--ud667
https://www.udacity.com/course/wechat-mini-programs--ud667
https://wiredcraft.com/blog/wechat-mini-program-analytics-tutorial/
https://wiredcraft.com/blog/wechat-mini-program-analytics-tutorial/
https://wiredcraft.com/blog/wechat-mini-program-analytics-tutorial/

NOW EVERY PLATFORM IS DOING MIN|

Seeing the success of WeChat's

te
Mini programes, it didn't take long BaiNEE
before all of Tencent's competitors

launched their own versions. (0

Most of these “Mini Programs” are
JUL 2018

a direct copy of the WeChat
“Smart Program”

framework. You could almost take

the code for a WeChat Mini Potentially a good option for
program and upload it to the improving your SEO. Baidu’s
other platforms and it would Smart Programs allow brands
mostly work. This is potentially a to provide more functionality

good thing for brands as it lowers directly from a search result.

the cost of developing mini
programs for multiple platforms.

<,l<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA

PROGRAMS

aAlibaba Group
& PEPREQ

S

SEP 2018
“Tiny App”

Built around Alibaba’s Alipay
ecosystem, the Ali-flavor of
Mini Programs are designed to
allow brands to provide richer
020 functionality.

They've recently made
improvements to help Weibo
accounts to drive traffic to
Taobao stores.

JUNE 2020

ByteDance

! ZTFRIEN
&

OCT 2018
“Micro App”

With the popularity of Douyin
it makes total sense for
Bytedance to launch mini
programs to help accounts
display ads and monetize their
followers. Currently 35% of
ByteDance's mini programs
are mobile games.
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€& WECHAT PAY

By the end of 2018, WeChat Pay reached 86.4%
of Chinese Mobile phone users.

WeChat Pay is a native feature of WeChat and was first made to promote
Tencent video games and incentives players to more easily make

purchases.

THE PROMOTION

During 2014 Lunar New Year, WeChat created and promoted its "Red
Packet" transfer, a digitalization of the Red Envelope for Chinese New
Year. By 2017, 46 billion Red Envelopes have been sent.

MOBILE PAYMENT IN CHINA

In 2020, WeChat Pay is used by 900 million monthly active users with 1
billion transactions per day, from O20 connections, mini programs or

Tencent platforms.

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA

al e ‘

WeChat Pay

K=

Wallet

¥346.94

Powered by Tencent

= &

Card Repay Loans Mobile Top Up

O © O

Wealth Utilities QQ Coins

JUNE 2020
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€@ WECHAT PAY OPTIONS

ONE TWO THREE

i Quick Pay QR Code Payment
ol

Users present their WeChat Users open WeChat to scan
iy Pay payment code to the the merchant's code, confirm
merchant. Merchants scan the amount, and make the

Mini Program
Payment

Users pay for goods or
services within Mini Programs

fy S o the code to take the payment. payment after passing the N created inside WeChat.
security checks.
FOUR FIVE SIX
Official Account In-App Payment Web Payment
Payment Users make purchases in Users use WeChat's "Scan"

feature to scan a payment
code on a web page to make

Users can pay for goods and merchant apps using WeChat
services inside the merchant's Pay.
Official Account. a payment.
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? WeChat
Q Advertising

mMIE &

WEi Xin guang gao
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TECH COMPANY SOURCES OF REVENUE

Unlike the majority of social

platforms in the world, WeChat is Tencenrﬂ—#iﬂ

not dependent on advertising.

) gt FACEBOOK

weibo.com

Tencent's biggest revenue
generator is games, and as we just
saw, WeChat Pay processed $17
Trillion worth of payments in 2019.
Even though it charges a very low

transaction fee of around 0.1%

WeChat Pay still generates billions

of dollars in revenue a year.

) Gaming $28B 53.0% B Advertising $1.5B 86.6% B Advertising $70B 98.5%
. Payments $14B 26.9% . Other Services  $0.2B 13.4% . Other $1B  1.5%
This has allowed WeChat to o
. Advertising $10B 18.1%
prioritize the experience of its - e

users and avoid bombarding them

with ads.

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA =+« JUNE 2020 72



‘Ei',\W/ECZH/\T ADVERTISING

Moments Ads

Similar a "normal" post on
users' WeChat moments. The
post look like native content,
except with an "Ad" icon on
the top right corner

QO KAWO

ULTIMATE

co

Article Banner Ads

You can add banners, in-text
ads or video stickers at the
end of articles to promote
your official account.

INTRO TO CHINA SOCIAL MEDIA

THREE

Mini Program Ads

You can advertise through
mini programs, with banner
ads, mini-game ads or pop-
ups while using the mini
program.

JUNE 2020

FOUR

Account Promotion

In the subscription section,
brands can now push their
official account and promote
one of their articles.
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?Q WECHAT MOMENTS ADS

Moments

* WeChat users’ timeline Ads look like ’ J’I
: T
native content among other WeChat | h
moments' posts.

* Multiple formats are available, but the

only requisite is a minimum
investment of 50K RMB. - _Momentac

. o -
dyson

0 : iSi | ZrooiteRls , #FFc18EAE. ]
Read: Advertising on WeChat ey e Bk

Moments

‘::"b(;‘\&’\,(:) ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020


https://wechatwiki.com/wechat-resources/wechat-moments-advertising-media-buying-cost-ad-format/
https://wechatwiki.com/wechat-resources/wechat-moments-advertising-media-buying-cost-ad-format/
https://wechatwiki.com/wechat-resources/wechat-moments-advertising-media-buying-cost-ad-format/

?‘ WECHAT ARTICLE BANNER ADS

e WeChat Article nate

* |Inthe middle or at the bottom of

Official Account articles

* Link to brand’'s WeChat Mini Program

* Limited options

e Read: WeChat Banner ads on WeChat

Official Account

(,KAWO ULTIMATE

HithGUCCI

INTRO TO CHINA SOCIAL MEDIA

ﬁ
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vV RZXE, MWEXPHEFFY @

Link to mini program store

Comment
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https://wechatwiki.com/wechat-resources/wechat-official-account-advertising-banner-ad-format-cost/
https://wechatwiki.com/wechat-resources/wechat-official-account-advertising-banner-ad-format-cost/

? WECHAT MINI PROGRAM ADS

* The biggest advertisers on Mini Programs were e-
commerce (21%) and Mini Games (23%)
companies in 2018.

* Read: Advertise on Wechat Mini Program

Cost per follower for different types of WeChat ads formats

40

30

20

10

=

o S1Talk Bx#sENSE, BFHRP L il }

Moments Ads Banner Ads Mini Program Ads
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https://wechatwiki.com/wechat-resources/wechat-mini-program-advertising-media-buying/

e This is WeChat's latest ad feature in
2020.

e Brands can advertise in the

Subscription list section to promote
one of their articles.

?‘ WECHAT ACCOUNT PROMOTION (2020)

Subscriptions

Official Account Suggestion

Discover an Official Account

Z&  TechPapa

lech&B

Techpapa collects news and publications
about Software & hardware startups, VC,...

ReMarkable's redesigned e-paper table...

&1y 5138802

FHFEEROLET CATTIZEFUE
1 il
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WECHAT ADVERTISING

KAWO RECOMMENDATION

FABERNOVEL

MUST READ GUIDE

WeChat Social Ads
Playbook

To build successful WeChat strategies, it is crucial for
businesses to master these various ad formats, ad
touch points, ad features, bidding tactics and
audience targeting possibilities.

asia.fabernovel.com/2020/03/16/wechat-
social-ads-playbook/

<,!<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020 7 8
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F1VE

WeChat
Work

oI G

gl ye wéi xin

<,!<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA =+« JUNE 2020



(Y WECHAT FOR WORK

»

Separate Business and Private Life.

The benefits of WeChat Work to companies include:
* Ownership of customer contacts when employees leave.

» Easy sharing of tasks and files within your team.

Approval of expenses and holiday leave applications.

e Clear organizational chart.

* More security and privacy, by having full control of who joins which groups.
e Separation between private and professional life.

 Complete interoperability with WeChat.

Example:

Front line staff in stores can add customers to WeChat for work. The company can then
access those contacts and bind them to records inside it's CRM. This both reduces the
risk for the company and improves the customer service tools available to staff on the
shop floor.

<,l<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA
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Workspace
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n Contact Customers

Customer Group

Customer Moments

Calendar

Meeting
Company-paid call
WeDoc

WeDrive
Enterprise Mailbox
Live

Approvals

RDarnn~rt
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WECHAT WORK

KAWO RECOMMENDATIONS

it consultis

December 2019

WeC.hat. Work Strategies for
Retail Digital Transformation

WeChat Work White Paper Series

PRACTICAL GUIDE

WeChat Work Strategies
for Retail Digital Transformation

Great practical guide to how brands can use WeChat Work to
activate their frontline staff to better engage customers.

blog.grata.co/wechat-at-work it-consultis.com/
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SIX

WeChat
Social CRM
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@ SOCIAL CRM THROUGH WECHAT

We've already covered WeChat Official Accounts, Mini Programs, WeChat Pay and
WeChat Work. Social CRM is the piece that binds everything together, connecting the

offline world and allowing you to provide awesome personalized journeys for your
customers.

The WeChat ecosystem has become increasingly noisy with millions of accounts vying
for the limited attention spans of users. Social CRM on WeChat provides an

opportunity for you to build more meaningful connections and avoid spamming your
followers.

There is no official product provided by WeChat, but there are a wide range of SaaS
software vendors and consultancy companies that will guide you through the process
of connecting all the different pieces together.

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020

EXPERT OPINION

“The Wechat Ecosystem is
China’'s defacto consumer
service center, having sCRM
automation tools and
strategies has gone from
being advanced to being
required"

Aaron Chang
Founder & CEO

JINGdigital

8 3


https://www.jingdigital.com/en/

WECHAT SOCIAL CRM

KAWO RECOMMENDATION

MUST READ GUIDE
What to Consider When

Implementing a WeChat

Social CRM Strategy in China
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https://31ten.com.cn/social-crm-scrm-in-china/
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Weibo
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CHINESE NAME

Weibo i

Phonetic: way-bore

SUMMARY MONTHLY ACTIVE USERS
Micro-blogging news site 520 million
(Jan 2020)

+ potential for virality.

DEMOGRAPHICS
KEY FEATURES

Micro-blogging, trendy topics,
news

COMPARABLE TO

g Twitter

ﬂ Facebook Newsfeed

<,‘(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA

LAUNCHED

2009
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OWNERSHIP

Alibaba Group
© PEREEREE

0-18 18-22 22-30 30-40

Tier 1 Tier 2 Tier 3

40+

Tier 4+
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QUICK
©®) GLIMPSE

Algorithmic feed showing users a mix
of content from accounts they follow,

as well as hot posts and posts engaged

with by their followers.

Topics trending on Weibo in real-time
are an important place for marketers
to pay attention and capture the
zeitgeist.

3 Brand Profile

Each account has its own profile page

that can be styled to match the brand.

Top content can be pinned.

ULTIMATE

QO KAWO

For You

Anti-NCP City Ranking list
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=% )L CHANEL © ¢
Follow 154 | Follower 3.4M
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WEIBO

KAWO RECOMMENDATION

* Youfube

Brother Orange

@ BuzzFeed, Inc

BuzzFeeD

News Quizzes Tasty As/ls More v

| Followed My Stolen iPhone
Across The World, Became A
Celebrity In China, And Found A
Friend For Life

This really weird thing happened to me. Then it
got even weirder. Then it turned insane. Do |

have a story for you. [This is the epic
continuation of "How | Became a Minor Celebrity

in China."] me A Celebrity In China By Losing My Cellphone

Posted on March 31, 2015, at 514 p.m

%MattStopera
g BuzzFeed Staff
("(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA MAY 2020



https://www.buzzfeed.com/mjs538/how-i-became-a-minor-celebrity-in-china-after-my
https://www.buzzfeed.com/mjs538/how-i-became-a-minor-celebrity-in-china-after-my
https://youtu.be/PcgAU5hmzOQ

WEIBO

KAWO RECOMMENDATION

WLOTC NN 24 3
READ & FOLLOW WHRAT'S ON 44+
f v ©® O AAICIDN
o e 2 - ‘
BRERE B -
YW LIRS

REPORTING SOCIAL TRENDS IN CHINA

LATEST CHINAINSICGHT VIRAL CHINA DIGITAL APPS CHINA MEDIA MORE - RESOURCES DOl

Since 2014 Manya Koetse has been covering the
society, culture, and history of an ever-changing
China through the lens of Chinese social media. ' CHINA LOCAL NEWS

On Wuhan'’'s
‘Reopenintg Day’,
ffic Jams

WhatsOnWeibo.com

Twitter.com/WhatsOnWeibo

Even Tra
Are Celebrated
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https://www.whatsonweibo.com/
https://twitter.com/WhatsOnWeibo

WEIBO

KAWO RECOMMENDATION

ESSENTIAL GUIDE

The Crazy World of
Weibo Verification

Even in Chinese navigating Weibo's help documentation
is a challenge. We created this simple guide to demystify
Weibo's complex variety of Verification options.

kawo.com/weibo-verification

The Crazy World of Weibo Ver

ALEX DUNCAN
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https://kawo.com/en/2017/11/24/the-crazy-world-of-weibo-verification/

%\ WEIBO ADVERTISING OPTIONS

Weibo has been around a long time and as you'd expect for a platform

where 87% of their revenue depends on ads they have the most mature

and sophisticated ad platform.

SIMPLE &

USER-FRIENDLY
Weibo's advertising platform is

WEIBO ADS

VALUE FOR MONEY
Weibo has 222 million daily
simple to use and offers many active users, with 80% of those
features for all sorts of under the age of 35. As you
promotions. Brands can find can see from the chart on the
more options, and be granted right Weibo can be a lot more
more visibility on Weibo than cost effective for generating
any other platform. Impressions than other social

platforms.

QO KAWO

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

Approximate number of impressions
for a 1 million RMB investment

‘r
FUTURE
OPPORTUNITIES
In April 2020, Weibo also
expanded into social
commerce, launching Weibo
Stores. It allows individuals
and brands to promote
products in their posts for
customers to complete the
purchase directly within the
platform.

WeChat

Weibo XHS

Douyin

JUNE 2020 9 1



WEIBO ADVERTISING OPTIONS

1 Display Ads Search Promotion =——

THALLX®S

3  Fans Headline ($)££3L55) N

4 Fans Tunnel (#)4£38)

C1 Hot searching: FARKHE (0] Follo_wing- For You 8 © A Weibo Ad tool which offers
sophisticated targeting options to
promote information to fans and

potential fans.

() Weibo Hot Search

WIBERKAGLA.. O I ERIEZRHME
REER O BiRIHIHZ
FERUIRBID LB 8 HE AN
EEXLER2 B Show more

[} Repost k=] Comments

& Fanstop

.Q'v ot ) .
B LOHAS /B 7S @R ee
® from &8 weibo.com

HEFES{R—RH G #E5E 5204 A REE, MEH

& tui.weibo.com

|
!
|
@ . @ o ; MAE, TICRBEMONILE. SLEHMEER. £
DNBERZERZRNOME, BE—XOAE, T2E
Ne..riend  Local Live Movie More NMBEEAC. BE/a—n2%%hH, tAENFXELEF HBOMIERE v
ROTE Z oI HE,
%"R:;\“& m# & EEMEN iEm e i
- ﬂ*ﬂ BE X258 20H, )$A1§§*E? .. Full Text 0.00 7@ 0 0 0
8.995-11.197
SEEM LR
0.00 7T
i
Hot Loc: l| H ( = A
) rf_m”!’s - e
% o MLT: . :w' <A Ptk ) Mﬁ_m
HE A hEB L MERNE: 058188 218 i
O%:?Juuﬁ‘t’:ﬂ?ﬂ A7 ECMRBEHIHRE (1t£%21.181§. iz — .
10316 ) RESORMME, BREES8Tx, (@ ® Wi
FEHHE AR @FH R @ARHHE @RMWIFN @ d mmeo s
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WEIBO ADVERTISING

KAWO RECOMMENDATION

"
/

FABERNOVEL

MUST READ GUIDE

Unleashing the
Power of Weibo Ads

Fabernovel distilled their 8 years of helping Western
brands to leverage Weibo into this comprehensive
guide. In it, they cover all the options and provide
tips on how to run a successful campaign.

asia.fabernovel.com/2020/04/23/unleashing-
the-power-of-weibo-ads-superfans-edition
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QO KAWO

d Douyin
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SUMMARY

CHINESE NAME

Douyin B &
(TikTok) dou yin

Phonetic: doe-ying

MONTHLY ACTIVE USERS

Video-sharing 475 million
social network, the Jan 2020)
Chinese portal of TikTok DEMOGRAPHICS

KEY FEATURES
Short videos

COMPARABLE TO

QO KAWO

LAUNCHED

2016

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

JUNE 2020

OWNERSHIP

. ByteDance

==

0-18 19-24 25-30 31-35 36-40 41-45 46+

Tier 1 Tier 2 Tier 3 Tier 4+
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cr QUICK
GLIMPSE

Followi |(_]o For You

The Douyin feed is composed of an .
renaing

endless stream of short videos base
. EPBRENKEZERTIL B

on the algorism of the preference of Nike ffif 52 & SE/E
h )  3TRIEE ISR n Douyin ID351674230
the user. | Y R @ ARTEHRE KOS kS

™ 452 L 8 nd i ) -
. BB TS E AL

= Merch

2 Discover Page L SRERSESNEE AL ~ HWERXERE. RS | |
& (RRER)
o . 5. WALRGAT HR >
Douyin’s Discover Page has content . 3.3MLil
: . , ' 6. 511REME | >
suggestions, trending topics and IHERE Videos 18
celebrity ranks, Live shows and also e 7. RELPAFER= LRI
R . S BHMERE
shops. ‘ 8. M ATEEGE W

Viiew complete rank >

3 Brand Profile

Douyin enterprise accounts have a

N ke und he | - dicati o @ B/ iE1E a
ue tick under the logo indicating the b - oS
account is an official verified brand. & ~

‘\:I
Home

Users can also find brand related sales

activities and hashtags.
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cr KOL
MARKETING

Douyin offers multiple new marketing opportunities.
Brands can create partnerships with Douyin KOLs

+ Follow
and sell their products through videos or livestreams. | .
Z{£35 Austin
For instance, Austin Li, the 'Lipstick King' followed by Douyin 10166902759

™ Merch

more than 43.8M people, succeeded in selling 15k
o . . FOAHRCRRESE BRIZNOT—F
lipsticks in 5 minutes. %3t vx: F{EH Austin

WEBHGTE

For 2018 Singles Day, he competed with Alibaba

267.6M 4

founder, Jack Ma, in a livestream to sell lipstick. The
Videos 360
video was a hit and generated 2M engagement.

'@?fiﬁ'l\ustm Nov 11

#‘%x%ﬁi g—8& Wt — S EIN SQ?QPK*
4T, A'ﬁch“l'}” ﬁLTv’f'“ 31117
['/\Ih 'Q?"' IJ\Q}"?

o “1E=1F AustinOnginal Sound
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CAMPAIGNS ON DOUYIN

American label Michael Kors created a hashtag Campaign mechanics had users uploading their In encouraging users to create their own
challenge on Douyin in 2017 to promote The versions of a catwalk with custom filters (or content with branded assets, not only did

Walk Shanghai, a digitally-driven experiential stickers, as they are sometimes also referred to) Michael Kors manage to stimulate engagement
event hosted in China. provided by the brand. with its brand, it also gained huge amounts of

exposure through content sharing.

MIC%EL

#RHBTAR, *l*ﬂ

- s

MESTH. THAN N TH, TAR M ' 4 S :.fliouou '
AT E B he vol Don ) ien. 5 HColorttechee MHTE B 1e )
J

_" TIi9% ' ST, TSN (w T IRONNS
& o8  NOO - O D DN - ¢ e RBA §cC '

PWENJUNLAY N ' ~ X\ S WENSUNLAY
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DOUYIN

KAWO RECOMMENDATION

MUST READ GUIDE

A Thorough Guide to
Influencing on Douyin

Nanjing Marketing Group wrote a comprehensive
guide to understand the power of Douyin.

NanjingMarketingGroup.com/blog/
influencers-brands-douyin

<,!<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA

NANJING
MARKETING

# nanjingmarketinggroup.com G R n ” P

NANIJING
MARKETING

GROUP English | &

A Thorough Guide to
Influencing on Douyin - For
Individuals and Businesses

(2020)

Sun, 03/29/2020 C2:54
Wiktoria Marszalek

Dcuyin has grown into one of the mest popular social platforms in China and its pooularity translates ir
cpportunities for many people. For the platform, it means mora advertising revenue; for d ffarent brar-

JUNE 2020
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~——  E-commerce
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E-COMMERCE

THREE APPROACHES TO E-COMMERCE IN CHINA

ONE
Sell Direct

Brands can develop their own website

and app like most brands in Europe do.

This app is linked to the website so
brands have full control over the
distribution.

EXAMPLE BRANDS
AP\ Zara

#M H & M

«  Nike Store

TWO
Marketplaces

Launching a store at one of the major E-
commerce platforms in China like
Taobao, JD or even Pinduoduo instantly
exposes your brand to millions of users
and they provide a wide range of tools to
help drive sales.

TOP MARKETPLACES

<,!<AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020

THREE
Social Commerce

There's a shift from traditional E-
commerce platforms to a new way of
doing E-commerce in China known as
“Content E-commerce”. Brands leverage
the power of influencers and drive traffic
from social networks.

SOCIAL COMMERCE APPS
Y WeChat
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E-COMMERCE

CHANGING MODEL OF E-COMMERCE IN CHINA

Brands are more likely to develop a mini

Traditional Model of E-commerce New Socially Driven Commerce program than an actual app as mini programs
“Give me what | want” “Tell me what | should buy” are integrated within social networks like
WeChat or Douyin. According to WeChat's
Drive Traffic to Store official statistics 40% of sales are driven by
With Paid Ads content.

Explore Feed of Content

Recommend Products Curated by Influencers

Capture Customer »
Interest

Search & Compare

There's a shift from “Provide what you want” to

Content Recommendations “Telling you what you should buy”. Therefore,

content has become an increasingly important

Choice influenced part of the consumer journey to drive sales.

by KOLs & Content

Check Reviews Purchase Directly within

Platform or Mini Program

Purchase
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E-COMMERCE

BREAKDOWN BY SALES VOLUME (RMB)

It's very difficult to get an accurate figure for total I8 79T
sales volume through WeChat because the stores

are all operated by individual brands. This number is

just an estimate based on anecdotal sources.

2.9T

934B

921B

3208

563B

(,‘(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA <« JUNE 2020

EXPERT OPINION

“It doesn’t matter how big the
e-commerce platform is, but

whether it's right for your brand.

If you don’t have sufficient
brand awareness, entering

marketplaces will only burn $$$.

Think about social media,
start small, focus on ROl and
be ready to change your plan.”

Jenny Chen

COO
WALK THE CHAT
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https://walkthechat.com/

CHINESE NAME LAUNCHED OWNERSHIP

= 2003 £ Alibaba Group (@9

.
téO béO WEEEYr’__
Phonetic: tao bao

SUMMARY ANNUAL ACTIVE USERS SUITABLE FOR
The World's biggest ~700 million B2C & B2(small)B
E-commerce website. (Sept 2019)

USEFUL GUIDE
DEMOGRAPHICS

KEY FEATURES Age Profile How to Setup a Taobao Shop
E-commerce 42% DaxueConsulting.com/how-to-sell-on-taocbao/
: 33%
Live chat —
Advertisin & 16% daxu'ehcl;onsuiting
HONE ARCUT S CUN SERVICES PIESS SUNCRERTS WENEGN THNA MK T INSICHTS PODGASTS NEWSLEITER c

COMPARABLE TO ——_ 0-24 25-30 31-35 36+ HOW to Setup a Taobao Shop S.banribs 1o cur lNewaleter ol

e e e pamase

wosaaaly O e w il tak sboant

of Ches impadtart leest sasnts snd

17 .pao.com

Vieerty updsins

eb= 0
v eBay 0, 34%
20%

Tier1 Tier2 Tier3 Tier 4+

SUBBC'FSBE

Tak to ue o mee nfonmaten

e R
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"X Tmall

v

SUMMARY

Tmall.com, formerly
Taobao Mall, is a website
for B2C online retail,
spun off from Taobao.

KEY FEATURES
E-commerce

Live-streaming selling

COMPARABLE TO
No direct comparison outside

QO KAWO

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

CHINESE NAME LAUNCHED

X I8 2008

tian mao

Phonetic: tian mao

ANNUAL ACTIVE USERS

~700 million

(Sept 2019)

DEMOGRAPHICS
Age Profile

44%

59% 41 %

CityTier 0-24 25-30 31-35 6+
59%

270

Tier1 Tier2 Tier3 Tier 4+

JUNE 2020

OWNERSHIP

Alibaba Group
62 PER DR £ 7] 100

SUITABLE FOR

All Brands

OPPORTUNITIES FOR BRANDS
* Sell products

e E-commerce festivals

» Different segments for global brands:
* Tmall Classic
* Tmall Global

e The Luxury Pavilion

e Unique opportunities for brand-building,
merchandising, consumer traffic, and sales
in the country.
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QUICK
GLIMPSE

Home Page

Tmall's homepage with banner ads

and recommendations based on

search history.

2 Brand Store

Apple’s Official Tmall store,
highlighting their latest product.

3 Product Page

Product page of a specific item.
According to research firm Kung Fu

Data as much as 80% of traffic
lands directly on this page.

(,KAWO ULTIMATE

EATEH SRARHE ELEVAR

R 7K IEIR
73624 /N8

28D tHA Y v22.9 AhEstT w389

R RKIEE8™

INTRO TO CHINA SOCIAL MEDIA

iPhone (9

£5)X8F iPhone SE.

— J— ! =t = XTI
- = A B &
X J T',:' A L

ol R A
Bra& Annle Store ESNEHEATEAMSEHEMN M R
®
ENox 2310 -

DRLE

+ JUNE 2020

SaFLam
¥ 3299

Apple/FE 2 iPhone SE

% THE10XAREK

L3 - #Ri2: 0.00- H—IRM - RBER -t RTH. .

REERLX BERNERDMIFE/FRES

& aiFAT (15054) ok
t...‘) ( /

106



https://www.linkedin.com/posts/joshagardner_chinese-brands-traffic-activity-6675949407575318528-CP9X
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SELLING ON TMALL

Tmall is one of the most important E-commerce WALK

platform in China and brands are required to QUICK PRIMER THE
CHAT

find a Tmall Partner (TP) to sell product. :
nd aTmall Partner (TP) to sell produc How to select the right trade partner

TPs are official partners of Tmall who can help for Tmall and WeChat in China?

brands to launch a store as well as the day to , :
To sell on Tmall, brands need to find and hire a Tmall Partners (TP). Walk The Chat created a

day management. quick guide with useful tips for selecting the right company.

Tmall Partners have 3 sources of income: walkthechat.com/how-to-select-the-right-trade-partner-for-tmall-and-wechat-in-china/
1. Setup fee
2. Operation fee & walkthechat.com

3. Sales Commission WALKT._{ ECHAT SERVICESY LEARNY  BLOG  CONTACT LOGIN

The amount and percentage vary according to

the Partner.

How to select the right trade partner for
LAUNCHING ON TMALL IS NOT CHEAP Tmall and WeChat in China?

AS a rough example fOI’ the fiI’St year 3 brand # THOMAS GRAZIANI / § MAY 30, 2020 / I NEW WECHAT FEATURES

can expect to pay as much in fees to the TP and With a completely unique ecosystem of social networks and e-commerce
the platform as they will make in revenue. platforms such as WeChat and Tmall, China can be a challenging ecosystem
to launch your brand.
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SUMMARY
AKA Jingdong and formerly
called 360buy. One of the two

massive B2C online retailers.

KEY FEATURES
E-commerce

Strong in 3C and tech products

COMPARABLE TO

amazon

Yoz Amazon
Newkgg

QO KAWO

CHINESE NAME

IR

jTng dong
Phonetic: gin-dong

LAUNCHED

1998

ANNUAL ACTIVE USERS

334 million

(Sept 2019)

DEMOGRAPHICS

City Tier
59%

13%

Tier1 Tier2 Tier3 Tier 4+

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

Age Profile

27%
19%

0-24 25-30 31-35 36+

JUNE 2020

OWNERSHIP

Tencent & @&

SUITABLE FOR
Main focus is Consumer
Electronics, but increasingly

OPPORTUNITIES FOR BRANDS
e E-commerce

* Mini Programs
* Product advertising

* Marketing campaigns and e-commerce
festivals

opportunities for other brands.
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>

nduoduo

SUMMARY
A new e-commerce app

offering group buying deals

for users and cheaper goods.

KEY FEATURES
E-commerce group deals.

COMPARABLE TO

(G Groupon

CHINESE NAME LAUNCHED

Mz % 2015
pin dud duod
Phonetic: pin-duo-duo

ANNUAL ACTIVE USERS

536 million

(Sept 2019)

DEMOGRAPHICS
Age Profile

39%
ae 34%

3
0-24 25-30 31-35 36+

City Tier

24% W 24%

Tier1 Tier2 Tier3 Tier 4+

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020

OWNERSHIP

-~ Nasdag PDD  Tencent @

SUITABLE FOR

All Brands

OPPORTUNITIES FOR BRANDS
e E-commerce

e Live streaming

* Gamification of the purchasing process
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PINDUODUO

KAWO RECOMMENDATION

“Jin
Dailgf

READ & FOLLOW o

- i | I Industry Sectors  Market Trends Creative Jin

Meet Pinduoduo, ##Jing Daily s o e o
i ’ E-COMMERCE

AI | b a b a S N ewest Meet Pinduoduo, Alibaba’s Newest |

Competition Competition ‘

Understand how Pinduoduo became the
third largest e-commerce retailer in China,

Adina Laura Achim / Apri 29,2020

and its implication on Alibaba's platforms.
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CHINESE NAME LAUNCHED OWNERSHIP

tht I e Re d B O O k / J \ ZI :|:5 201 1 Tencent f&il £ 2 2 2aba Croup

Xiao héng shd
Phonetic: Shiao-rong-shoe

SUMMARY MONTHLY ACTIVE USERS SUITABLE FOR
Social Networking and 85 million Fashion, Luxury & Lifestyle Brands
Cross-border E- (June 2019) OPPORTUNITIES FOR BRANDS

e Open an Official Account to sell products
commerce. DEMOGRAPHICS

, Cross border.
Age Profile

300 e Easy interaction with customers
KEY FEATURES (e 34% - | |
User generated product reviews h= * Logistics, customer service and marketing

& official brand stores.

86% support provided fro brands account

3
* In-app advertisement

0-24 25-30 31-35 36+

COMPARABLE TO City Tier

@ Pinterest e

24% W 24%
Shopif
A shopity -

Tier1 Tier2 Tier3 Tier 4+
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QUICK
GLIMPSE

YSLEF ==

e 997 Vb f v

QAT 3

3 125.9k

pllo rollowers Likes & Favs

& "BREE, BPW”

12.3k

1 Red Store

Little Red Book welcome page is
similar to any online shopping

11 YSLIEAHIE® 7YSLOESROL 1 YSLRS

platform in China, except posts are

Posts

reviews of brands or users/KOLs.

Pi#HEIC-58

2 Brand Page

Brands can advertise their products FRESH @®:®:0 ENRT

@& YSLAERMERERMANE, FREBLD

on their Brand page and display

RBORATREBZEH, X
B2

Q&A | fﬁ‘*iﬂﬁﬁ‘]&i%ﬁ ° YSLSETERiY 3 63

<
- 3

Q@ sizzaay QO 26

LRBENHE, SEEXEE

iR, HIERAEE, BB/ \RABRSHmEL
&,

& NCNOABLIHING | ZANELL, =EEE. PEEE
3%

@ NNMNARL BT | WARRLER, RfRE, 8BRS
MR,

@ NI1OBLLITE | RESL, SEME, BERBAX
it

& N21201h<L A %h | BAFIRNL. MEEE. Q%HF

2 A4 Qn e (D2

their KOL partners etc...

3 Product Note

For every review, you can find

information about the product and

2 BEAFLL101EED
BRETE

how to purchase it.

Q 155
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LITTLE RED BOOK
BRAND PROFILE

Users are mostly younger women who discover
and review beauty and health products which
are often hard to find in China.

~8,000 verified brands featuring products on
Little Red Book, including many major global
fashion and luxury brands.

Celebrities, KOLs and KOCs sharing their
makeup routines to their audience of followers.

264.9k 284k

| 5 & Favs

Followers

HaRoIshs|§E, EREER, BIASHES

RGBS TERERERY FEGERERRE

FRA=EiC 386

.m L ;);‘:!l.:\l
BEMRERE

. 1009 Ze 2%

L LANAEDS 4 1]0] 0 520 LN Sl ¥ THAYE
HBRERESSSME 1Y BRINS S

= LOREALEXEH ) 14.5k = UOREALEXTH () 149

ot
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Kim Kardashian

222.7K 267.8k

Followers

Kim Kardashian West

BRS04+

FRAfI=Eic-80

NB6HEB=RPEER

Q Kim Kardashiar O 863
Happy new year all guys!

A Kim Kardashian ) 5879
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LITTLE RED BOOK

KAWO RECOMMENDATION

~lin" fluence

Zlinifluence  SOLUTIONS SOFTWARE  SERVICES ~CUSTOMERS — RESOURCES

What is Little Red Book What i< Little Red

and Why are Global Book (Xiaohongshu)
and Why are Global

Brands Jumping on
it?

Brands Jumping on it?

. Joei Chan
F 4 Global Head of Content, Linkfluence

f For glcbal luxury brands, China - and its 1.39 billion people - is the

China’s e-commerce industry is predictad to be worth $1.8 trillion Y
in large chunk of this growth is expected to come from the fashion an
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E-COMMERCE

WECHAT E-COMMERCE SAAS PLATFORMS

WeChat also integrates e-commerce stores into
its application. Brands can therefore push
content and sell their product on the same
platform.

Some platforms offer the opportunity to create
an e-commerce platform directly in WeChat and
link it with WeChats payment solution for a
better e-commerce conversion rate inside the
same app.

The two most important services are Weidian

and Youzan.

QO KAWO

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

Tencent g @

=

WeiDian /5
WECHAT STORES

80 million
(Nov, 2019)

Weidian is the largest SaaS e-commerce
platform on WeChat, providing tools to
create e-commerce stores on WeChat for
free. With 80 million stores registered,
most are small to medium sized
companies. from Tier 1 & 2 cities.

JUNE 2020

Tencent g @

YouZan %

WECHAT STORES

300,000

(Dec, 2019)

Youzan is the largest provider of WeChat
stores to help merchants establish,
operate, manage, and promote their
WeChat stores. Youzan is serving 300 000
WeChat stores and generated 33 billion
RMB in 2018 with a 202% YoY growth.
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E-COMMERCE

KAWO RECOMMENDATION

WALK
THE
CHAT

~|E' HAl SERVICES ¥ LEARN ¥ BLOG CONTACT LOGIN CREA

MUST READ GUIDE

How to Create a How to create a WeChat

WeChat store for store for free with
: . Weidian
free with Weidian i ———

Weidian is the biggest free platform to create WeChat shops.

In this article, we'll show you how to ercatec a WeChat shop via the website
Weidian. We'll learn what makes a successful WeChat shop and learn how
to create it, design it and take payments from it.

As explained in the course description:

« If you want to withdraw payments made to your shop, vou’ll need a
Chinese bank account or a friend with a Chinese account
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9+ Taobao Live

SUMMARY

Live streaming
E-commerce platform
within Taobao.

KEY FEATURES
E-commerce & Live-streaming

COMPARABLE TO

r@ Instagram Live

ULTIMATE

QO KAWO

INTRO TO CHINA SOCIAL MEDIA

CHINESE NAME

aE BB

tdao bao zhibo
Phonetic: tao bao ju-bo

LAUNCHED

2016

MONTHLY ACTIVE USERS

~700 million MAU

(Jan 2020)

DEMOGRAPHICS
Age Profile

-20

33%
16%

0
20-30 31-40 40+

JUNE 2020

OWNERSHIP

aAlibaba Group
& MEPRE[

100%

SUITABLE FOR

All Brands

OPPORTUNITIES FOR BRANDS

e Live streaming is the "go-to" option in China.

 Demonstrate product in the liveliest way
possible

* Questions and explanations instantly,
potentially leading to immediate purchases.

1

17



E-COMMERCE

E-COMMERCE FESTIVALS DURING THE YEAR

There is an E-commerce festival almost
every two weeks throughout the year.

E-commerce is one of the pillars of China’s rapid
economic growth; from 138M online shoppers in
2010 to 894M in 2020.

Despite being the #1 market for luxury goods,
Chinese consumers are prudent and love a
bargain. The trend that started with Alibaba’s

11:11 Singles Day festival, has been jumped on by

every other E-commerce platform. E-commerce
festivals known for their big discounts have
become a major way to acquire customers and
grow revenue.

In 2019 Alibaba totaled a record 268.4bn RMB
($38.4bn) with 90% of purchases made on
smartphones.

QO KAWO

25th Chinese New Year

20th 520 - Modern
Valentine's Day

1st - 9th
99 Wine Festival

14th Valentine's Day

1st Children's Day

18th 618 Shopping
Carnival

Mid-Autumn festival

1st - 7th
National Day &
Golden Week

8th Women's Day

6th Little Red Book's
Anniversary

11th 11:11
(Singles Day)

4th Tomb sweeping day

18th 418 - Sunning's
Festival

24th Men's Festival

18th 818

25th QiXi - Chinese
Traditional
Valentine's Day

12th Double 12
25th Christmas

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

JUNE 2020
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Mobile
Payments




MOBILE PAYMENTS

OVERVIEW

Nobody uses cash in China anymore.

While other countries are still switching from
cash to credit cards, China has jumped straight
to mobile. Paying with your phone in China has
become a way of life. Even back in 2018, around
83% of all payments were made via mobile
phone,

Alipay and WeChat Pay dominate the market.
Despite the popularity of the iPhone in China,
Apple Pay isn't even 1% and even local payment
processor UnionPay barely gets a look in.

Similar to PayPal with eBay, Alipay became
popular as the payment method used to shop
on Taobao. While Alipay is a standalone app,
WeChat Pay is embedded right inside WeChat
and is more heavily used to pay for services in
daily life and split bills in restaurants.

QO KAWO

Mobile Payments Transaction Value
(Trillions of RMB)

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

2013 2014 2015 2016 2017 2018 2019

JUNE 2020

Mobile Payments Market Share

Others
6%

A

Alipay
54.5%

WeChat Pay
39.5%
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o« Alipay

SUMMARY

Third-party mobile and 687 million
online payment platform Jan 2020)

COMPARABLE TO

erey Android Pay

m Venmo

(,!(AWO ULTIMATE

CHINESE NAME

RN EES

zht fu bao
Phonetic: Ju-fu-bao

LAUNCHED

2004

MONTHLY ACTIVE USERS

DEMOGRAPHICS

40% 60%

INTRO TO CHINA SOCIAL MEDIA

31% S
22%

4
0-24 25-30 31-35 36+

JUNE 2020

OWNERSHIP

Alibaba Group
62 2 =] LB

OPPORTUNITIES FOR BRANDS

Mini Programs embedded inside the Alipay
app e.g. loyalty programs.

Accept payments online through your app,
or website.

Content marketing to customers inside
Alipay.

Advertising

It empowers brands to retain control over
the customer experience while taking care
of payment and delivery.
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SUMMARY

Accept payments from
WeChat users

COMPARABLE TO

erey Android Pay

m Venmo

QO KAWO

CHINESE NAME

W AS S 5 2011

wéixin zhifu
Phonetic: way-shin ju-fu

a WeChat Pay

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

LAUNCHED

MONTHLY ACTIVE USERS

687 million

(Jan 2020)

DEMOGRAPHICS

49% 51%

L= 25% 2N

0-24 25-30 31-35 36+

JUNE 2020

OWNERSHIP

Tencent &

OPPORTUNITIES FOR BRANDS
See WeChat pay section (slides 64 - 66).
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VIDEO & LIVE STREAMING

CHINA VIDEO PLATFORMS OVERVIEW

Streaming Platforms Short Video Live Streaming
Each platform is a combination of Netflix The fastest growing category. Douyin is Main Segments
& YouTube allowing both user uploaded the dominant player and the only  E-commerce
videos and a subscription service for Chinese tech company to  Gaming
licensed content. achieve mainstream success * Sports
overseas. * Entertainment

438

i

50
32

301 >
247
114 IGLE

iQIYI TencentVideo Youku Bilibili Douyin Kuaishou Xigua Huoshan DouYu Huya
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Huajiao
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YY live
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VIDEO & LIVE STREAMING

STREAMING PLATFORMS

..00.
BaihEE

iQIYI
i

MAU

301.51 million

(Mar, 2020)

iQIYI is the largest video
streaming platform in China.
Like other platforms, it is a
combination of YouTube and
Netflix.

QO KAWO

ULTIMATE

Tencent il £ Mibaba Group

>

i .
<L

Tencent Video

51 A0 501

MAU

247.53 million

(Mar, 2020)

The second largest video
streaming platform in China
and the closest platform to
Netflix. It also develops
original content and home
made dramas.

INTRO TO CHINA SOCIAL MEDIA

YOUKU

Youku
LEG
MAU

57.96 million

(Mar, 2020)

The oldest streaming platform
and the former leader in this
industry before iQIY]
overcame it in 2015.

JUNE 2020

Bilibili
IEENR NS

MAU

44.91 million

(Mar, 2020)

The closest platform to YouTube
in China attracting a younger
audience Invested in by both
fast growing threat to its more
established rivals especially with
content of entertainment and
gaming.
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VIDEO & LIVE STREAMING

SHORT VIRAL VIDEO APPS

ByteDance .
M=

Douyin Bl

471.33 million

(Mar, 2020)

* No.1 short video app in China
(2 billion downloads worldwide)

* Music and creative video content.
» Greatviral potential for B2C brands.

e 80% of the audience is under 30 and
from Tier 1 & 2 cities.

Grouy

0 \ mﬂ‘ ‘

Kuaishou R

MAU

282.51 million

(Mar, 2020)
e China’s 2nd largest short video platform.
 Content more lifestyle oriented.

e Kuaishou users spend more time on the
app than Douyin users.

* Most popular citizens in the North of
China and in Tier 3, 4+ cities.

<,!(AWO ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020

EXPERT OPINION

“Douyin & Kuaishou aren't
really direct competitors yet.
They target different audiences.
Both short video players prove

the business model: you can
monetize great content.”

Yujun Wu

Senior Director
Mailman Group
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VIDEO & LIVE STREAMING

LIVE STREAMING PLATFORMS

Tencent & €&

MAU

26.66 million

(Mar, 2020)

* Most important live
streaming platform in China

e "The Chinese Twitch"

e Founded in 2013

ULTIMATE

QO KAWO

Tencent g @

=

b
'« —

Huya [E5F

PRIVATE

r

Huajiao 1&l

MAU MAU

33.16 million 29.29 million

(Mar, 2020) (Mar, 2020)

* The original live section of * Has not yet received

YY.com

 Became independentin
2014

* Became exclusive partner
for League of Legends
esports in China in 2018 .

INTRO TO CHINA SOCIAL MEDIA

investment from one of the
major players

Lifestyle oriented

Founded in 2015

Original content through
contests

JUNE 2020

NASDAQ:YY

Y'Y

YY
MAU
23.72 million
(Mar, 2020)

e Created as a social network
for gamers

* |Innovative live chat system

* Live streaming platform for
concerts, fashion and
sports

* The live streaming section

127



VIDEO & LIVE STREAMING

KAWO RECOMMENDATION

People’s Republic of Desire

This film looks at China’s live-streaming culture, where
hundreds of millions of people log in to watch various
hosts sing, tell jokes and hustle to entertain audiences.
At first, none of it seems too different from the west, but
then the shilling starts, and things get really strange.

www.desire.film
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Travel &
Tourism
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TRAVEL & TOURISM

CHINA ONLINE TRAVEL AGENT MARKET SHARE

35%
EXPERT COMMENT
“In 2019, Chinese travelers took 155 million
16% . . -
overseas trips of which 92 million were
booked through Online Travel Agencies.
14%
’ China remains the world's top spender in
international tourism. In the first half of 2019,
304 Chinese travelers spent USD 127 billion
15.6% with 25% being retail spend.”
32%

Rachel Daydou

Partner & China GM
Fabernovel
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TRAVEL & TOURISM

ONLINE TRAVEL AGENCIES

paittme (@

Ctrip %715

MAU

210 million
(Mar, 2019)

The largest OTA in China and
one of the largest worldwide
(Ctrip also owns international
brands Trip.com and
Skyscanner).

Previously invested in by Baidu,
Ctrip is now independent and
represents 1/3 of the travel
market in China.

QO KAWO

ULTIMATE

GCtn’p

Qunar =)L

MAU

41.3 million
(Sep, 2019)

China’'s 2nd largest OTA and
the historic rival of Ctrip
before their 2015 partnership.

Despite the similarity to Ctrip,
Qunar attracts more mature
and educated users,
especially young couples.

INTRO TO CHINA SOCIAL MEDIA

Alibaba Grou
fZ FERDE &= 7] jl 100%

..
Feizhu k3§

MAU

28.8 million

(Sep, 2019)

Feizhu, aka Fliggy is Alibaba's
online travel agency platform.
It is featured on Taobao and
benefits from its native traffic.

80% of users are under 35
among which 42% are 31-35
years old.

JUNE 2020

Tuniu FS

MAU

9.4 million
(Sep, 2019)

Tuniu is a Nanjing based OTA
founded in 2008. It offers
packaged tours and transport
booking.

In 2014, Tuniu collaborated
with Ctrip to share resources,
and received investment from
JD.com in 2015.
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TRAVEL & TOURISM

TRAVEL REVIEW SITES

Tencent &l @&

DianPing XX = 1F

MAU

60 million
(Mar, 2019)

China’s biggest shopping guide with users
sharing reviews for restaurants and tourist
attractions. It is the Chinese equivalent of
Yelp or TripAdvisor.

Most of its users are women and people
who are 25-35 years old. It has been
invested in by Booking.com.

Tencent igid @

v‘-IIlIll-’

MaFengWo BigE

MAU

23 million
(Sep, 2019)

Founded in 1999. MaFengWo is an UGC
travel review platform, like Little Red Book,
where customers can share their thoughts
about brands and places. It also provides
travel booking services.

‘::"b(;‘\h’\,(:) ULTIMATE INTRO TO CHINA SOCIAL MEDIA +« JUNE 2020

Alibaba Grou
- PERPER ‘

N
Qyer 557
MAU
2.6 million
(Sep, 2019)

Qyer provides outbound travel services
including accommodation and transport
booking, packaged tours and corporate
travel services for a predominantly
younger audience (70% are under 35 years
old).

132



TRAVEL & TOURISM

KAWO RECOMMENDATIONS

I—
INSIGHTFUL REPORT GREAT ARTICLE P

2019 Chinese Outbound The Platform Travel

Travel Market Review Marketers Shouldn’t Miss

Insight Report

2019 Chinese
outbound MARKETERS

t v e -
Travel Marke SHOULDN'T

Review

abernovel X Trip.com Group

MEITUAN-DIANPING

MISS

F
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Other Important
Niche Networks




I8 Zhihu

SUMMARY

Chinese question-and-answer
Site where questions are
created, answered, edited and
organized by a community of
users.

KEY FEATURES

Question & Answers Platform

Live section for professional advice
In-depth articles

COMPARABLE TO

@ Quora

QO KAWO

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

CHINESE NAME

) -

zhT hda
Phonetic: ju-who

LAUNCHED

2011

MONTHLY ACTIVE USERS

34 million
(Mar 2018)

DEMOGRAPHICS
* University Graduate

* Higher income
» Strong purchasing power

* 20% work in the tech industry

JUNE 2020

bl TR

OWNERSHIP
Backed by Multiple Investors

ByteDance

Bai‘éﬁ'gg Tencent f&if

MARKETING OPPORTUNITIES

* Q&A Campaigns
Brands can answer questions about the brand
and their industry.

 KOL Endorsements
Zhihu's KOLs tend to be experts in their niche
markets and have the power to enhance a
brand’s image and reputation.

e Zhihu Live
Brands can broadcast live sessions on a chosen
subject featuring live chat and interactions with
professionals.

* In-Depth Articles

Brands can publish long-form content to gain
credibility in their industry. Whilst this content is
generally too detailed for normal users, it is
highly valued by people in that industry.
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;D /HIHU
CASE STUDY dhdl @ zhihu.com

;U e =gl =3 FRRE FHRETRRAREBRI
. 1 . 1
AUdI' the head“ght company SE i (Aud) RERKR  SERE SERBERA
AUDI'S CAMPAIGN AFARIIRREL ?
REXNEH BT ETRLL? EREDEHMEMRSNEFLE BOTETHEbEGFER
In 2017, Audi launched a Q&A campaign answering questions related to 27
their brand. For example: “How did the brand get the nickname ‘The Head il | - 5o= - $128 v
Light Company'?”. Audi submitted answers to these questions in a long- mam
. . . . ap Rid O = Bigon
form article with technical illustrations. These content was further e BAMEME S KE %f,*"'-‘f:
enhanced by Zhihu's users who added additional response based on their
own understanding. T — %R
— 2014 MEEE, MIERRMN BT RAEE., SERE! s sk
THE RESULT
. , ERAKRTHRIRE, RaNRBITBRERRS S IRABSSERME—HHEIFMTE, A RIERS
The topic generated 444 responses from different users and the most TBD L. KA B — A — AR GNAER. BRARAMEN TSI e E gL SkRISTA
WA, TR, M0L0FERYNRBERBESATERTETRBE, ERNELT HE ol
relevant answers gathered thousands of upvotes. Over 3,500 people e Sl bl b g a st ool i
followed this specific question and Audi's answer was upvoted nearl HIPRIE, ERSRBPRET —FME, HRERET 2RANBLT NRRER. BRSO
P 9 P y
8,000 times. This topic has been viewed nearly 10 million times and other ﬁf‘”ff]
posts by Audi are featured in the related section on the right.
B3
zhihu.com/auestion/23519984 AMETEE2 Y @EBIKNE THE AKE OB iz
T ——
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ZHIHU

KAWO RECOMMENDATION

——_ " ‘ ~ -
@ = 8 ecorsultancy cO S VRSl
- A 4

@®Econsultancy THE LOWDOWN  TOPICS v  BESTPRACTICE TRENDS TR

INSIGHTFUL ARTICLE

Zhihu: China’s Q&A social Zhihu: China’s Q&A social
platform that's ripe for brands platform that’s ripe for brands

j\ By Ashley Galina Dudarenok | July 6th 2018

China marketing expert Ashley Galina Dudarenok
wrote this great piece for Econ5u|tancy S When it comes to digital marketing in China, people tend to think of

. . WeChat, Weibo or new favourite, Douyin (Tik Tok).
encouraging brands not to overlook Zhihu. v

It seems that creating a prominent profile on these platforms has become
f a standard requirement for brands wanting to market themselves ta a
Chinese audience. But despite their popularity, are they really ideal
platforms for everyone?

econsultancy.com/zhihu-china-s-g-a-social-
latform-that-s-ripe-for-brands/ in

Some brands and industries have specific target audiences that they want to
reach. As a rasult, markating on platforms that aren't favoured by these
audiences isn't effective. Moreover, top platforms like WeChat and Weibo are
very popular with huge user bases, so costs to launch a campaign or pay key
opinion leacers (KOLs) for promotion are high.
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CHINESE NAME LAUNCHED OWNERSHIP

DO U ba N g ¥)L\¥ 2005 Private

dou ban
Phonetic: dow-ban

SUMMARY MONTHLY ACTIVE USERS SUITABLE FOR
A social network dedicated to 300 Million Arts & Media
sharing content on a range of (Mar 2018)

OPPORTUNITIES FOR BRANDS

interests, including movies, + Interest-based advertising
DEMOGRAPHICS

television, books, music & more. . University Graduates + Direct advertising to users, global brands

_ can target ads to niche users of the
* White collar workers

KEY FEATURES platform.

Discussions, reviews, ratings & * Majority of users are from + Special premium station for Brands
. developed coastal cities

recommendations. e Audio ads on Douban FM

COMPARABLE TO

. 4 \ : ” 27%

IMDb IMDb 0-24 25-30 31-35 6+
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CHINESE NAME LAUNCHED OWNERSHIP

HE-) Toutiao SHX% 2012 | SHBEN

jinri tou tiao
Phonetic: tow-tee-yow

SUMMARY MONTHLY ACTIVE USERS SUITABLE FOR
Al-based news aggregator giving 260 Million All brands
you recommendations on the (Mar 2019)

OPPORTUNITIES FOR BRANDS

* Private publishers, official media, brands
and blogs.

homepage from various media

sources. DEMOGRAPHICS

85% under 35 years old

* Advertising revenue is shared with the
UniverSity Graduates content creator.

1st & 2nd Tier cities

KEY FEATURES
A tailored feed list of content for
each user generated by an Al.

* No need to follow an account to see its
Wealthier than majority of Chinese netizens content, great potential for exposure.

* No distractions (no messaging or social

COMPARABLE TO feature)

No direct comparison outside China. . m

40% 60%
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BUSINESS COLLABORATION APPS

ByteDance

bl S5

For a long time synonymous with 6’2,?“555!?3@?@6”“” Tencent &

cheap labour, China is still behind

the West when it comes to
adopting software in the < \‘
workplace. Why try to be more >

efficient when it's easier to just hire

more people? DlngTaIk WEChat WOr'k La rk
Ll — ~
This finally seems to be changing. %T%T 'I/EH'MF’&E _G:F‘l'
Wages have been rising sharply for DAILY ACTIVE USERS DAILY ACTIVE USERS DAILY ACTIVE USERS
over 10 years as companies battled 150 million 13.74 million 0.25 million
for talent. The recent lockdown and {itclen 2029) (Feb, 2020) (Feb, 2020)
economic slowdown brought on by Launched in 2015 DingTalk is WeChat Work is essentially just Lark is the latest product from
the COVID-19 pandemic has further the oldest of the Chinese WeChat, but for your ByteDance and was first
accelerated adoption of enterprise collaboration platforms. professional life. It shares most developed for to replace
, Featuring messaging, files of the features of WeChat plus Alibaba's DingTalk internally.
collaboration apps. conference calls and HR a set of tools to help
management applications. companies manage their work It is most similar to Slack, but
force including arranging also features a calendar and
ho“days & expense approva|s. collaboration like Notion.
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WHY KOLS ARE SO

49% of Chinese consumers depend on
KOL recommendations & 84% trust
online reviews by peers.

Chinese e-commerce platforms have faced
multiple scandals related to fake goods or
unsafe products. Customers were wary to trust
brands, so they started to turn to social media
to view people's recommendations about
goods. Research conducted by Accenture found
that 70% of Chinese born after 1995 will turn to
social media to directly purchase products
instead of traditional platforms.

In 2019 China’s KOL industry was valued at 57
billion RMB. KOLs became popular thanks to
social media and are now able to monetize that
following thanks to deeper integration with e-
commerce platforms. On page 101 we covered

QO KAWO

IMPORTANT

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

IN CHINA

how the traditional traffic driven model of E-
commerce in China is shifting to one driven by
content. Now when a KOL promotes a product
on social media, customers can instantly
purchase it without leaving the app, offering a
better ROl for brands using KOLs.

DIFFERENCE BETWEEN

KOLS & INFLUENCERS
The Chinese concept of a KOL is comparable to

Western influencers. Both 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.
Increasingly brands don’t just turn to KOLs to
reach a certain audience, but also for their
ability to generate more creative and engaging
content that connects with the audience.

JUNE 2020

EXPERT OPINION

“It does not make sense for
any single brand to try and
serve the limitless range of
interests their customers
might have, but it does
make sense to support
the KOLs that do.”

Elijah Whaley

CMO
PARKLU
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KOL PROMOTIONAL CAMPAIGNS

It's nearly impossible to sell in China without the help of KEY OPINION CONSUMERS (KOCQC)

KOLs. The e-commerce competition is too fierce and Key Opinions Consumers are everyday consumers with only few hundreds followers, leaving online
brands without KOLs won't have any visibility. Customers reviews. They are important for Brands for their relatability and trustworthy nature. The success of
won't have any proof of the quality of your product. Little Red Book is an example of KOC marketing and its value for consumers.

“If you don't have
a KOL you're not
going to sell”

HIREIAR
@ Cyril Drouin “ i 2 o v

Head of E-commerce -
adidas

adidas Originals 2 XPREERBERCEA BE

| Publicis China
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KOLS

KAWO RECOMMENDATION

THOUGHT LEADERS

PARKLU

Discover weekly interesting content about
KOL marketing in China written by thought KOC MARKETING EXPERIENTIAL
leader Elijah Whaley and his team. IN CHINA MARKETING

PARKLU.com/blogs MECHANICS

Complete Guide to KOC Experiential Marketing
Marketing in China Mechanics: Turning
By Elijah Whaley | May 18th, 2020 | Categories: KOC Customers into KOC

Marketing, Marketing Strateqgy
By Elijah Whaley | NMay 11th, 2020 | Categories. KOC

bbbbbbb :

tmm Datanbtinn AMadivabios
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RESOURCES

WECHAT ACCOUNTS TO FOLLOW FOR UPDATES

Here are 12 WeChat Official accounts we recommend you follow to stay up to date on the latest marketing and tech trends in China.

IT Consultis

China Channel Daxue Consulting Fabernovel

Technode

~11[m}
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RESOURCES

SIX AWESOME PODCASTS TO SUBSCRIBE TO

CHINA
MARKETING

The China

Marketing Podcast
by SupChina
https://pod.link/1314741445

CHINA
TECH

technode >

QO KAWO

The China
Startup Pulse

by Chinaccelerator
https://pod.link/1033021352

China Tech Talk

by TechNode
https://pod.link/1228528520

daxuem

‘e pandaily

Tech
Buzz
China

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

Daxue Talks

by Daxue Consulting
https://pod.link/1492896072

Evolving for

the Next Billion

by GGV Capital
https://pod.link/1336107529

Tech Buzz China
by Pandaily
https://pod.link/1378670805

JUNE 2020
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RESOURCES

KAWO RECOMMENDATION

ANNUAL TRENDS REPORT

China Marketing Trends

Chris Baker and his team at Totem Media
interview a wide range of marketers to collate
and share their trends for the year ahead.
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RESOURCES

KAWO'S CHINA DIGITAL AGENCY DIRECTORY kawo.com/directory

@ kawo.com

(, IKAWO Solutions Pricing Directory Blog About Login AL

China Digital Agency Directory

Find Your Partner for Marketing in China

SELECT A SERVICE SELECT AN INDUSTRY SELECT A LOCATION

Showing 362 agencies. Directory Index Frequently Asked Questions

China Luxury
31 Ten A C T Actof Assembly CLA Advisors Inc
11~-50 employees e EMBLY 11~-50 employees EVINA LUXURY ADVISORS

11~50 employees



https://kawo.com/directory

IF YOU ENJOYED THIS REPORT...

ONE

Follow KAWO on
LinkedIln or WeChat

QO KAWO

LinkedIn.com/company/KAWO

ULTIMATE INTRO TO CHINA SOCIAL MEDIA

TWO

Enquire About a
Webinar for Your Team

This content was originally created as a talk to be
presented live in front of an audience. We're always

open to opportunities to share our expertise with your
audience.

Contact our team: webinar@kawo.com

JUNE 2020
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SHAMELESS SELF PROMOTION

(, KAWO The Enterprise Social Media Management Platform for China.

At KAWO it's our mission to

build the best SaaS platform to
empower social media teams
in China to achieve greatness.

@ ,. ‘ﬂ MULTIPLE ACCOUNTS PLANNING REPORTING

Q f.)(' o’/’ - ( Manage all your social Create engaging content and Prove the value of social
e channels in one place. grow your audience faster. in your organization.

At KAWO we are immensely . an r

proud to be trusted by over Lzt ‘ X\

S WA GIVENCHY Tra TA R/
500 global brands. - sEpPHORA [ VERAWANG

Learn more at KAWO.com or email hello@kawo.com.
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AUTHORS

EDITOR
Alex Duncan

Alex is originally from England,
but has lived in China for 14
years and is the Co-founder and
product lead of KAWO. He has a
passion for user-experience,
design and programming.

alex@kawo.com
Linkedin.com/in/acjduncan

QO KAWO

EDITOR

Murphy Chen

Originally from Xinjiang province
in the far West of China, Murphy
is the Account Manager of
KAWO. She loves to connect with
people and share her knowledge
about China's digital landscape.

murphy@kawo.com

ULTIMATE

Linkedin.com/in/murphy-chen

INTRO TO CHINA SOCIAL MEDIA

RESEARCHER
Erwan Chatelet

Erwan is originally from France
and has spent the past year in
China. His passion for data,
marketing and web development
led him to join KAWO.

erwan@kawo.com

Linkedin.com/in/erwanchatelet

JUNE 2020

Putting together a guide like this is

obviously a huge effort and the
entire KAWO team all contributed
in some form.

Huge thanks also to our experts

who gave quotes. In order of

appearance:

Steven Yan
Thibault Genaitay

Aaron Chang

enny Chen

Yujun Wu

Rachel Daydou
Elijah Whaley
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https://www.linkedin.com/in/aaron-chang-6591704/
https://www.linkedin.com/in/tingyi-jenny-chen-93638026/
https://www.linkedin.com/in/yujunwu/
https://www.linkedin.com/in/rdaydou/
https://www.linkedin.com/in/elijahwhaley/

CREDITS

This presentation wouldn't have been possible without the dozens of resources online that we studied and have referenced on the following pages.

P AN B R QBJ BusinessofApps

% Www.woshipm.com

BERME &cNowllock&imes  PATECHNASIA  The Washington Post  Statista Ya @eMarketer

WIKIPEDIA 7z Jing Daily  lin' fluence € The Information le wagon technode

Ecogger.:nist c I S I 0 N @ agency %[] %’Z @ ‘é"ree. @

PR Newswire it consultis china # Hootsuite" social THE WORLD BANK

¥:

«o Dragon Social *. QUESTMOBILE Forbes LU Wiredcraft ?‘ FABERNOVEL PA R % |L @] crunchbase

l A ﬁ\ WHAT'S ON 4t # WALK
South China nanaine — \ATETR (D CIW THE
Morning Post MAGRR"O[J [',NG ORI 5L A YA 1 CHA AURORA 5t
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Quick History of The Internet in China

SLIDE 8: Growth of internet Access in China

1. https://finance.sina.com.cn/chanjing/cyxw/2020-04-28/doc-iirczymi8782088.shtml
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