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Primary The Brand Home Base: For Primary The Discovery Engine: For Primary The Trust Hub: The first
Role private traffic, CRM, and long- Role fast reach, viral trends, and Role stop for purchase decisions
term relationships. impulse commerce. (beauty/fashion/travel).
‘26 Game Al-Powered CRM: 24/7 ‘26 Game Shoppertainment ‘26 Game Discovery-as-a-
Changer digital concierges inside Changer 2.0: Al virtual hosts Changer Service: IP collabs and
mini-programs. driving live-stream sales. mega-events driving
influence.
Strategic  Customer retention, Strategic  Brand awareness, viral Strategic  Product seeding,
Use loyalty, service Use campaigns, impulse Use authentic reviews, high-
integration. buys. consideration purchases.
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Primary The Brand's Flagship Store: Primary  The "Trusted" Logistics Primary The Trust Hub: The first
Role Premier B2C flagship store for Role Powerhouse: dominates Role stop for purchase decisions
established brands. electronics and home appliances. (beauty/fashion/travel).
. - A /L ‘26 Game The "Supermarket" War: ¥200B 26 Game Discovery-as-a-
26 Game U LU LT Changer supermarket channel investment Ch Service: K; llab d
Changer powered store management anger ervice: [P collabs an
- ’ to capture daily essentials and - ts drivi
content creation, and . mega-events driving
personalised shopping. high-frequency purchases. influence.
Strategic  Capture demand generated Strategic Fast, reliable delivery for Strategic  Product seeding,
Use on RedNote, Douyin, and Use electronics, premium groceries, Use authentic reviews, high-
other social platforms. and high-trust categories. consideration purchases.
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Primary The Public Square: Primary The Gen-Z Primary The Intellectual Network:

Role For real-time announcements, Role Fortress: Community built on Role For in-depth Q&A and thought
celebrity news, and trends. shared interests (ACG, niche). leadership.

‘26 Game Cultural Conversation ‘26 Game Interest-Based Commerce: ‘26 Game Authority Marketing:

Changer Starter: Sparking mass Changer The "guzi" economy (IP-driven Changer Expert content for finance/
trends (e.g., "old-school merchandise). tech credibility.
life").

Strategic  Trend amplification, Strategic  Youth engagement, IP Strategic = B2B marketing, complex

Use celebrity buzz, real-time Use collabs, community Use product education,
marketing. building. thought leadership.

- AN AN /

The Consumer Journey Mapped to Platforms

Stage Consumer
Questions

Discovery "What should | buy?"

Research "Is this product good?"

Validation "Can | trust this brand?"

Purchase "Where do | buy it?"

Post- "Will they take care of me?"

Purchase

Advocacy "Who should I tell?"

Platform

Douyin (algorithm), RedNote (search)

RedNote, Zhihu, Bilibili

RedNote, Tmall (flagship), ID.com (logistics
trust)

Douyin (livestream), Tmall, ID.com, Pinduoduo

WeChat (mini-program), Tmall (service)

RedNote, Douyin

Brand Response

Entertaining content; authentic reviews

In-depth reviews; expert answers; community
validation

Official presence; fast delivery guarantee

Seamless transaction; competitive pricing

Personalized follow-up; loyalty integration

User-generated content; community sharing




The Winning Playbook: Step-by-Step

4 I
Step Action Platform Focus | Success Metric
Discovery Launch products through RedNote, Bilibili, Zhihu Engagement rate;

KOLs and real users to sentiment score; review
generate authentic buzz and volume
reviews before official launch.

Research Leverage trending formats Douyin, RedNote, Reach; video views; live-
and live-streaming to reach Weibo stream viewers
massive audiences and drive
awareness.

Validation Direct traffic to official Douyin Store, Conversion rate; GMV;
storefronts where consumers Tmall, ID.com, Pinduo market share
can purchase with duo
confidence.

Purchase Move customers into private WeChat (mini- Customer retention rate;
traffic (WeChat) for repeat programs, OA) lifetime value
purchases and long-term
loyalty.

Post- Encourage satisfied RedNote, Douyin UGC volume; share rate;

Purchase customers to share their referral traffic
experiences, fueling the next
cycle of discovery.
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The Platform Pairing Strategies: What Works Best

Brand Optimal Platform Rationale
Objective Combination
Luxury/High— RedNote (trust) Build credibility through authentic reviews, then
End Positioning — Tmall (flagship) capture on premium platform, then nurture VIP
— WeChat (private CRM) relationships privately.
Mass-Market Douyin (viral) Drive massive awareness through entertainment,
Volume — Pinduoduo (value) capture price-sensitive buyers on value platform, then
— WeChat (retention) retain through private traffic.
Electronics/ Zhihu (authority) Establish expertise through in-depth content,
Tech — JD.com(logistics) leverage JD's trusted delivery, then provide seamless
— WeChat (after-sales) after-sales service via WeChat.
Gen-Z/Youth Bilibili (community) Build community around shared interests, amplify
SrTE — Douyin(trends) through viral trends, then capture on trusted e-
— Tmall (capture) commerce platform.
FMCG/Dain Douyin (discovery) Drive impulse discovery, capture on high-frequency
E ] — Pinduoduo/JD platforms, then enable easy reordering through mini-
S Supermarket(capture) programs.
— WeChat (reorder)




