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China’s digital landscape changes at an
incredibly rapid pace and so do the
preferences of Chinese consumers.

New social media platforms come and go.
New policies and content types appear.

If you stick to the same marketing
playbook you used last year, it's unlikely
you'll achieve the same results.



But first, let's understand why social
media and influencer marketing are
essential to reach Chinese travelers...



90% of Chinese Consumers Buy Products
Based on Their Reputation
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Source: 2018 Research Report On Chinese Consumer Cross-Border Purchasing Behavior by Westwin & Nielson

Tip: | recommend you familiarise yourself with your brand or product's advantages from
the perspective of Chinese consumers, not from the perspective of your own brand.
Having clear brand positioning is crucial in China, it has to be presented in a right way and
on the right channels.

Source: https://www.forbes.com/sites/onmarketing/2014/08/07/what-us-marketers-can-learn-from-social-commerce-in-china/#3a44f988fca3



https://www.forbes.com/sites/onmarketing/2014/08/07/what-us-marketers-can-learn-from-social-commerce-in-china/

People and Strong Personal Connections are
the Driving Force That Inspire and Influence
Travel Decisions and Behavior

The 2018 China International Travel Monitor asked Chinese travelers what are their key sources of travel inspiration

62% said film and television

52% said social media

5 1 % said video sharing

Source: CITM 2018

Not surprisingly, social media is
particularly important for
millennials, with 56 per cent of
post 90s and 50 per cent of post
80s saying this was a key travel
influence.

For almost a third of millennials,
bloggers and celebrities also play
an important role in influencing
decisions.

Non-millennials are indirectly
influenced by social media
through their children, with a

third of non-millennials saying
their children influenced their
travel decisions and behavior.

Partners and spouses are a
major influence for two thirds of
all age groups, while friends and
colleagues are influential for
around 40 per cent.



So which Chinese social media

platforms should travel brands be
using in 20197




The Classics:
Weibo and WeChat




Weibo

Although often likened to Twitter, | think Weibo is more similar to
Instagram in terms of user behavior and the style of the content
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While it is a go-to platform it is also...

* Mature, saturated and expensive
* Limited organic reach
* Difficult to organically grow a following

* Not necessarily the best platform to reach young Chinese
consumers anymore

* Not a place people go to search for content. Content is
mainly discovered through accounts they already follow
and content reposted by friends

* Unless you already have a large following on the platform,
you must work with influencers otherwise you will never
been seen/found
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Tips for Using Weibo

e Pay to promote your posts and account in
order to jumpstart organic growth

* Consistently collaborate with KOLs

Be aware of sponsored post rules
Get permission to re-purpose their content
Select carefully to avoid fakes

KOLs outside of the travel industry may be
more likely to accept free travel
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Organic Growth and Article Open

Rates Declining

* The average read count of articles published on WeChat
decreased 24 percent in 2017 from the previous year

* The average open rate for these articles has fallen to
under 5 percent in 2017.

e The share of mobile time consumers spent on social
platforms like WeChat decreased from 28 percent in
2017 to 23 percent in 2018, likely taken away by UGC
platforms like Douyin and Xiaohongshu (RED)

e Many find acquiring new followers on WeChat to be
increasingly difficult and expensive.

* Investing in WeChat without clear objectives and
strategies may lead to huge disappointments and
monetary losses.

Source: Newrank and Youzan report
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https://mp.weixin.qq.com/s/kc_npXUSI3Hg6AKMnK5XeA

Use WeChat to Solve Consumer

Painpoints

Brands need to look beyond Official Account
follower numbers and article views and
instead use WeChat as a tool to address
customer’s needs:

CRM
Customer service

Mobile payments

Mini-programs (ticketing services,
guides, maps, translation)

Source: CITM 2018

When Chinese travelers were asked what
destinations could do better:

59% said they want to be able to pay via QR
code scan on WeChat

57% said acceptance of mobile payments
34% said self service counters

30% said booking methods



WeChat Mini-Programs

* In 2017, WeChat announced the release of mini programs. Prior to that, brands were
only been able to create an Official Account to interact and engage with fans, but now
that has all changed.

< IR AR 7 ©

RS D MY

2 Bayfront Ave, #B2-88A, Singapore 018972

* They took a while to catch on, but have taken off in 2018 and are now extremely
popular.

* Mini programs are light apps (less than 10 MB) that exist within WeChat. They are
convenient, fast, and can usually be developed quickly at a lower cost.

* Mini programs are complementary to Official Accounts and give brands the ability to
engage with and provide services to consumers within the WeChat ecosystem in ways
they were unable to before

1A178 AR 1
11H18H @8 EA 2 0

* Travel brands are using mini-programs for:
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Sources: https://www.linkedin.com/pulse/wechat-mini-program-solving-problems-chinese-lionel-sim-%E6%B2%88%E6%AF%85%E8%BE%BE/, https://www.linkedin.com/pulse/wechat-mini-program-how-global-hospitality-brands-market-sim-%E6%B2%88%E6 %AF%85%E8%BE%BE/



https://www.linkedin.com/pulse/wechat-mini-program-solving-problems-chinese-lionel-sim-%E6%B2%88%E6%AF%85%E8%BE%BE/
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Social Commerce on WeChat

Another trend that has been very popular this year in China is social < MEHERS

commerce
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This typically means games and campaigns where people are
incentivized to share with their friends in order to receive discounts,
coupons, free products, and special offers

While many platforms have been trying to incorporate these types of
features, social commerce works especially well on WeChat because
people can easily share things to WeChat groups and their WeChat
Moments
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How can travel brands take part in this trend? ! ) .
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A great method to attract local Chinese community

https://bit.ly/2Eek6IM https://bit.ly/2Bfv3kd
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New Platforms to Consider:
Douyin and Xiaohongshu (RED)



Douyin

* Douyin is a Chinese short-video streaming app
that launched in September 2016, and has
skyrocketed in popularity since the start of 2018.

* You may be familiar with the international
version Tik Tok (Douyin is more mature and
advanced)

* According to numbers released by Douyin in June
2018, the app has 150 million daily active users,
and 300 million monthly active users.
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Source: https://dragontrail.com/resources/blog/can-douyin-be-used-for-travel-brands




How Travel Brands Can Use Douyin

* Brand Account
* Content must be shot in portrait mode

* 15-seconds long (can unlock ability to post 60-second #IRFEIUNER 2 Ik
videos after the account reaches a certain follower
level) HRERBIETT  acum

* Accounts must post frequently
* Having a narrative keeps users coming back

e Collaborate with KOLs

* They are experts at creating popular content and
already have large audiences

e Create a Challenge

* A Douyin ‘Challenge’ is essentially a hashtag prompt
that users create videos around, competing to get the
most views — which is often incentivized by the brand

hosting the Challenge.
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Advantages: Drawbacks:

Travel is one industry perfectly suited for Content short — best used for inspirational
having brand accounts on Douyin because content

it is easy to create a lot of content as well Hard to predict how content will perform
as get people involved in Challenges Working with KOLs and hosting official

Challenges has now become expensive



Xiaohongshu (RED)

Xiaohongshu (/\2] $) also known as “Little Red Book” or
“RED” is one of the largest and fastest growing social e-
commerce apps in China.

* 150 million users, 30 million monthly active users
* 85% of users are female, 84% are under age 30

Xiaohongshu describes itself as “a sharing platform for young
people's lifestyles through deep-rooted UGC shopping sharing
community”

The platform is designed to help users discover and purchase
products, share recommendations, and provide helpful tips.

Users often go on Xiaohongshu to investigate products and
look for in-depth reviews and tutorials created by other users.

Think of Xiaohongshu as a combination of Instagram and
Pinterest. Just like both platforms, you can save posts you like,
interact with content and other users, create your own
content, connect with brand pages etc. But with Xiaohongshu,
you get the added bonus of in-app purchasing, a stronger
sense of community, and more lengthy, detailed blog-post
type content.
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User Behavior: Browse

Users go on Xiaohongshu with no intention, just to browse, see what others are posting about, discover new

products, learn from tutorials, and pass the time.

* These users will likely scroll through the homepage,
check accounts they follow, and see what is trending in
search

e Xiaohongshu’s algorithm creates a customized
homepage based on what type of content each user
frequently views and interacts with, what type of
content they post, and who they follow

* The default homepage is recommended content,
followed by videos, then additional categories such as
beauty, fashion, skincare, etc.

e Tab for followed accounts

* Browse posts that are uploaded nearby (e.g. someone
posts photos about a nearby restaurant)

* Popular content tends to go in-depth, informative more
important than entertaining
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Homepage (above) looks similar to
Pinterest, however once you click into the
post (right), unlike Pinterest, the content
itself is more in-depth like a blog post.
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User Behavior: Search

Users go on Xiaohongshu to research a specific Hashtags
. related to
product, brand, or topic | ( O ®eER this search
topic
Recent Searches Posts G Y
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* Think of Xiaohongshu as a product search
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Clicking the search bar on the homepage Top search results for the phrase

will automatically bring up the search “moisturizing lotion” brings up posts

page. The search page shows trending about products by Origins, Kiehl’s, and

searches as well as your recent searches. Clarins, as well as a 9-product comparison
post.
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User Behavior: Create Content & Interact

With Other Users

e Xiaohongshu users tend to be very active, and
enjoy interacting with other content as well as
sharing their own content

* Forms of interaction: Users are able to like,
comment, collect, or share other users’ posts

* Note: users can share posts to other social
media platforms such as Weibo and WeChat,
but cannot share (repost) within the app

* The quality of comments on Xiaohongshu
tends to be higher than other platforms. Users
will share their experiences with the products
mentioned in the post, ask questions about
the products, and give advice to other users
who have left comments

“Collects” are a key way to measure engagement on
Xiaohongshu:

Unlike on Weibo, Xiaohongshu users cannot repost but they can
collect posts they like or find useful and save them to boards for
future use. It is essentially the same concept as a Pinterest boards

Her boards
37 Bk DFL O
ERIRH

e L i

Ba NRGEER w ‘/‘f*'

RE—RMHE D

——

AR E AR D

| T s A

This users has created boards on a variety
of topics including skincare, nails, and
face masks.

312%3Fie

”:% #sanmEEZN

< FuRRmFRWREN ! BONEQ
EHREA, RN, BAENEHEN, £3F
#HRE, SRELEABRBRM, ARG
ik, BhBR, BREMALTRDE, B
BHOREZ, SRRERTORER!

o] &

D
O"\‘ R{-Lauren (fEE)

HivE! MABRSXENXATWRLARLT
FRERANREIMR., HRENKEET

Bans FERY > BHKR{ZLauren ({EF)
X, AXFAMTRE, 82

@ FEAREE
BRI — BRI 2R

Long, detailed comments are common
on Xiaohongshu




Why Travel Brands Should Consider
Xiaohongshu

* While Xiaohongshu was originally known for Trending Searches
cosmetics, skincare, and fashion reviews, the types of & DEWSE  BEw | Seme | wto
content have expanded
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* The platform started as a place for Chinese travelers EEREAEHES | mAE  =EE
to share where to find the best products abroad
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* Xiaohongshu’s users are generally more cosmopolitan,
many have lived abroad, are seasoned international
travelers, or are currently living abroad
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* Travel is now one of the most popular topics and
there is a dedicated tab for it on the homepage

* Nowadays travel topics frequently appear in the
trending search results QIWIEIR|TIYJULI]JO|P
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How Can Travel Brands Use Xiaohongshu

e Brand Official Account

Brands can create their own posts and share posts from
users who tag them

If users are already talking about your products on XHS, a
brand account allows you to respond to comments and
turn enquiries into purchases.

In cases where there is no Brand Official Account, these
questions are left unanswered and result in the possible
loss of potential customers for the brand.

e Work with influencers

While users will pay attention to high quality content
shared on a brand account, they will always place greater
value on user-generated content > Many consumers turn
to KOLs to help them filter through all the clutter and make
quick purchasing decisions

The more content there is on your destination or product,
the more desirable it will seem = If a consumer goes on
Xiaohongshu to research your destination and sees little to
no user-generated content about it, they will start to worry
that it is not a good place to visit.
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Stay in Touch, Learn More + Freebies!

Lauren Hallanan is the VP of Live Streaming at The
Meet Group and a Chinese social media marketing
expert focusing on influencer marketing, live
streaming, and social commerce. She’s a CHlNA

contributing writer at Forbes, Jing Daily, and
PARKLU, host of the China Influencer Marketing and INFLUENCER

Stream Wars podcasts, and co-author of the MARKETlNG http://wwl\(lv.czhlnamflue
Amazon bestselling book Digital China: Working PODCAST ncermarketing.com/
with Bloggers, Influencers, and KOLs. STED Y LASENHALLINAN
Email: Lauren@unchartedmedia.co
LinkedIn: https://www.linkedin.com/in/lauren-
hallanan/
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http://www.chinainfluencermarketing.com/

