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Meet Your Market: China in a Pandemic World

2

The fashion and beauty industry in China has been growing steadily over the pandemic.
Currently, China accounts for more than a third of the global luxury goods market and despite
the pandemic, Chinese consumers were able to spend $73.6 billion dollars on luxury items in
2021 equivalent to a 36% growth from the previous year according to a Bain and Company
report. Showing no signs of slowing, China is projected to become the world’s largest market
for luxury goods by 2025. 

Like the fashion industry, steady growth can be observed for the beauty industry. The market
for cosmetics in China is estimated to be $62 Billion in 2020 and is set to grow annually by
12% to $87.64 billion by 2025. 

Having said these, the point is simple, there is no better time to enter China than today. 

Size and Growth Trend1
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China’s economic growth is the largest factor for the continuous growth of the fashion and
beauty industry.

There are 2 factors for this. First is the potential of Chinese lower-tier cities and their first-
time luxury consumers are solid drivers for the category and second is the large young
generation of customers and a growing middle class population.

Due to China’s rapid growth as reported by South China Morning Post,   incomes across the
whole country grew almost 3x from $5,778 per annum in 2010 to approximately $15,728 in
2020. With no signs of declining, the number of upper middle class households also follow the
same trend as a report from Bloomberg show the growth of the class from 2012 to 2020. This
results in a younger generation of consumers that are less hesitant to pay a premium for
quality and to consider discretionary goods.

Key Drivers of Growth2

With these come China’s new luxury consumers. It is claimed by a report from the Oliver
Wyman Group that 88% of the growth experienced by the luxury industry came from new
consumers. Also one of the contributors to the increase in new consumers is eCommerce as it
enabled citizens from lower-tier cities and rural areas to gain access to luxury. 

3

Data obtained from Bloomberg:What China’s Middle Class Says About Trump, Trade and Tomorrow
https://www.bloomberg.com/news/features/2019-02-27/what-china-s-middle-class-says-about-trump-trade-and-tomorrow 



Meet Your Market: China in a Pandemic World

Common Prosperity 
Common prosperity is China’s political agenda to steer clear from a winner-takes-all economy
by pushing for a more equitable weather distribution. This may affect how fashion trends
work as the agenda may push consumers to show less extravagance in their daily clothes. 
As such, fashion brands will also likely be characterized by subtler designs with less bling and
dazzle. This policy that discourages luxury can be mitigated by a large social presence via
gamifications, NFTs and content that tailors to the local culture through local chinese artists.

Live streaming eCommerce 
Live streaming eCommerce streaming in China is reaching new heights. As of  December
2020, users that engage in live streaming have reached 617 million based from Channel News
Asia’s report. This is a 57 million increase from just March of the same year. Of the 617 million
people, it is reported that 388 million made purchases via live streams compared to 2019’s
300 million. With this, it is without surprise that market revenue from China’s live streams
have also been increasing, reaching almost a trillion RMB in 2020.

What are the Key Strategic Pillars?3

Live streaming helps in creating more engaging content in social media while also providing
venues for differentiation. This can be done by tailoring communication based on the brands’
stories and developing a public relationship that is in tune with the values of the brand. 

4
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Niche market / Independent labels 
Niche markets are becoming increasingly common in the Chinese fashion industry. As China
pushes on its Common Prosperity agenda, big logos on apparel are becoming less important.
As Jing Daily’s Marianna Cerini puts it, this generation's “wealthy shoppers are driven by the
quest for quality, distinctiveness, and craftsmanship — all elements that smaller, bespoke
names in the industry often build their brands upon.” The younger generation of shoppers
care more about being different and trendy. Adding to this is Sarah Wong stating that ‘now it’s
all about hunting down brands that are new, unique, and relevant.” 

Guochao 
Guochao literally translates into national tide in google and this is one of the most important
factors to take note of when entering the chinese market. In fashion, guochao refers to the
act of tapping into China’s culture and merging it with modern consumer goods.

According to Jing Daily, many brands are starting to incorporate Chinese cultural elements
into their products as a selling point. This proves to be effective as the market for guochao
fashion is currently at 35 billion RMB.

Despite this, brands should also be wary on how to tap into Chinese culture. Arnold Ma, a
writer for Jing Daily states that one should be authentic and humble in their approach to avoid
“China’s cancel culture, which goes beyond boycotts and is more of a full-scale attack on a
brand.” Take the case of Versace, Givenchy and Coach as an example. Although they did not
necessarily make a mistake with regards to respecting Chinese culture, they faced a major
backlash for implying that Hong Kong, Taiwan and Macau are not part of China. This is a
testament to how strong brand attacks are in China.

Be wary but do not compromise authenticity. 

Gen Z 
Luxury brands obviously sell for all ranges of age. Traditionally, those that belong in Gen X (
>40 years old) buy luxury to communicate their status, wealth and the exclusivity of their
class. However, with the coming of a new generation that has the same, if not more
disposable income than the preceding generations, a new trend is starting to emerge.

5
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Millennials and Gen Z are the age groups that brands must focus on. Again, the foundational
reason for this goes back to China’s booming economy that essentially increased everyone’s
purchasing power. Now recall that 88% of the luxury market’s growth in China came from new
shoppers. This proves how much of a factor new consumers are most especially the Gen Z as
they comprise 40% of all new shoppers. By 2026, it is safe to assume that at least 60% of all
luxury shoppers will be from the millennial and Gen Z groups.

With this, it is important to consider the motivation of these groups in buying fashion items.
As said earlier, people belonging to Gen X and other preceding groups buy luxury for status
and wealth. As such, items that they usually purchase are high fashion items like gowns and
jackets. This is in contrast to Gen Z wherein uniqueness and the ability to inspire are the
primary motivations. With this, they tend to focus on high-end shirts rather than items that
exude wealth and exclusivity. 

6

There are a lot of competitors for China's fashion industry as exhibited by the figure below
from Luxe. This is only natural as they compete for one of the largest markets in the world.
Despite this however, there are three factors that one must also consider, aside from your
direct competitors. 

Competition is Everywhere4

Source: The 15 Most Popular Luxury Brands Online In 2021, https://luxe.digital/business/digital-luxury-ranking/most-popular-luxury-brands/ 



First among your competitors are fast fashion brands as they continue to improve on their
value propositions. H&M and Uniqlo are the best examples of these since they started luxury-
mass collaborative projects such as H&M x Pronounce and Uniqlo x KAWS. On top of this,
affordable luxury brands are becoming increasingly attractive options as luxury brands
continue to increase their price.

The resale market is another cause for concern as China has a great reseller community. In
fact, their resale market in 2020 was worth $8 billion with a compound annual growth rate
(CAGR) of 32.5%. This would mean that by 2025, the resale market in China can become a
$33 billion industry. The main drivers for this growth are expectedly the millennials and Gen
Z. They are a new breed of consumers because they are not reluctant in buying second hand
items. This behavior may be attributed to the group having more disposable income, enough
to buy them second hand luxury items and also out of the growing interest for sustainable
fashion.

Resale eCommerce platforms have also played a part in the massive growth of the industry.
The best example of this is the site known as Let’s Lux Now. According to Jing Daily’s Andrew
Ma, these sites have contributed to the massive growth by “buying coveted and limited-
edition items that cannot be sourced elsewhere, quickly becoming a trusted source of
authenticity.” 

Meet Your Market: China in a Pandemic World
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Lastly, one must also consider the local competition such as Shanghai Tang, Chow Tai Fook,
and Mo&Co. Chinese fashion brands are on the rise and the best example for this is MO&Co.
The brand has over 900 stores in China and there is little surprise to this. According to a
report by RED (xiaohongshu), there is a 66% increase in the engagement of their users to
domestic brands. This trend can be attributed to millennials and Gen Z with their strong
nationalistic background. Jennifer Zhuang of Jing daily also adds that people in the same
generation are “more supportive of local brands, especially when their products are cheaper.” 
With this it is important to consider the competition when expanding to a new market. In the
case of China, one must think about three things: fashion brands in other segments, the
resale market, and your direct local competitors. 

With this it is important to consider the competition when expanding to a new market. In the
case of China, one must think about three things: fashion brands in other segments, the
resale market, and your direct local competitors. 

8
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What are the Routes?

9

Expansion is not a one-size-fits-all strategy. Different expansion strategies are needed for
different budget sizes, goals and how much control a company has over its operations. There
are 4 primary routes for expansion each corresponding to different budget requirements, goal
and control. These are the Cross-border eCommerce, Distribution, Direct Operations and
JV/Partnerships.

Cross-Border 
e-Commerce

Distribution Direct Operations JV Partnership

Establishing online
presence through

third-party
marketplaces (JD,

Tmall)
 

Suitable for light
investment and
market testing

Appoint an
importer/distributor
locally to tap into an
already established

network
 

Ground team can
potentially support
brand building and

insights on the local
market

Investing on local
teams and resources
to manage imported

goods
 

Direct control by
operating through
wholesalers and

distributors in key
geographies and

channels

Potential partner
already has a portfolio
of operations that will

complement yours
 

Utilize partners'
capabilities while
minimizing risk
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To set an effective target, one should go back to the main drivers of the luxury fashion
industry. As said earlier, the key demographics are the millennials and the Gen Z. The
millennials, who grew up in an emerging economic power, are according to McKinsey &
Company “now at the peak of their career and earnings.” This makes them an ideal target for
all brands.

Gen Z is another target that must be prioritized as exhibited by a figure from a McKinsey &
Company report. This young generation will eventually become the big spenders in no time. In
fact, it is estimated that they already make up 15% of the Chinese luxury consumers. With
this, it is important to take note of the preferences and behaviors of the group as they are a
network by itself because they are the most digitized and discerning group of consumers
today.

Set your target1
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The upper middle class is also a valuable target for luxury brands. According to Business of
Fashion’s Casey Hall, 88% of the growth of China’s luxury market is driven by new consumers.
These new consumers are mainly composed of the growing upper middle class of China. With
the continuous growth of the social class as in Bloomberg’s report, it is expected that more
and more people will have higher incomes to buy luxury items.

Targeting top-tier cities in China may also seem like a good strategy, but this may not always
be the case. Taking into account a holistic view of China is also important. We can take the
top 15 cities in China as an example. Before the pandemic these cities accounted for less than
half of all luxury consumers whereas cities in the lower tier comprised more than 50% of
luxury consumers.

Today, with the pandemic and the accelerated shift to eCommerce, lower tier cities becoming
more interested in fashion. This makes them a perfect target for brands entering the market. 

Data obtained from Bloomberg:What China’s Middle Class Says About Trump, Trade and Tomorrow 
https://www.bloomberg.com/news/features/2019-02-27/what-china-s-middle-class-says-about-trump-trade-and-tomorrow 
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Know Your Channels2
Chinese eCommerce Marketplace

While we already know the value of eCommerce for the future, it is more apparent in China
than it is with any other country. China’s eCommerce sales are equivalent to almost double
the nearest competition since 2019 according to UN’s report on Conference on Trade and
Development. With this, brands should prioritize eCommerce much more so than offline
shopping. Because of this, it is important to select which platform is the most appropriate for
your brand. Some notable platforms include Tmall, Kaola, RED, JD, VIP and Pinduoduo.
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Choosing the appropriate platform for your brand is important as each platform has its own
unique feature and user base. Below is a table that compiles the characteristics of the main
platforms for cross-border eCommerce. 

Selecting a TP

Established brands likely sell at multiple platforms but for those that are only beginning to
expand, Tmall is an excellent platform to start launching. According to Alibaba’s director of
fashion and luxury in Europe, Christina Fontana, Tmall is the “leading customer engagement
platform, from its content curation to its range of brands.” This means that expanding brands
can easily utilize tmall to effectively sell to their target.

However, before selling at Tmall, international brands must have a Tmall partner (TP). TPs are
service providers that provide eCommerce solutions from transactional processes to logistics.
This includes setting up an online store, marketing and pricing of the products, handling of
inventory processes and records and sending goods to the logistics team. TPs are proven to
be extremely beneficial as almost 90% of international brands have TPs.
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Selecting a TP may be a daunting process but here are a few things to consider if your
organization sees it fit for the brand to utilize a TP:

Choose only those with certification from Tmall/Taobao 
Certified TPs also have a rating from 1-6 with 6 being the highest. Most two-starred TPs
provide services for mid-sized brands. On the other hand, four-starred TPs and five-starred
TPs offer services to large and well established brands. TP listings can be seen at Taobao’s
website. It includes the name of the TP, their contact information, the category they
specialize in, and lastly their rating. Below is an example of how a TP is listed at the site. 

Choose a TP with prior experience with luxury fashion/beauty products
or the field you are in 
As in the image above, TPs show the industries that they specialize in and each TP can
specialize in more than one industry. To screen TPs deeper, it is also advisable for brands to
check their previous clients. Selecting a TP that has experience in servicing your product is
crucial to efficiency as those that are already experienced in your industry will help in
avoiding delays as they are well aware of the policies, laws and regulations of the market. 
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Know the services you need
Accessing the Chinese market is no easy feat and in most cases would require multiple
solutions. Fortunately, TPs offer a wide selection of services for international brands from
digital marketing to customer service support. With this, knowing what services you need may
help you filter or choose from a list of TPs that offer the solution that you require. 

Select based on your targeted region 
TPs that service the region you are targeting most likely have an in-depth knowledge of the
business culture and language (China uses 8 major dialects but officially has more than 300).
On top of this, because China is a large country, culture can vary depending on the region you
want to access. With this, choosing a TP familiar with the region can also help you market
your brand better.  
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How to manage your supply chain and logistics 3
Fashion and luxury are among the top five industries that experience the highest cart
abandonment rate at 88.57% and 87.79% respectively as shown in Statista.

Data source: Statista: Online shopping cart abandonment rate in selected industries in March 2021 https://www.statista.com/statistics/457078/category-cart-
abandonment-rate-worldwide/ 

Data source: Statista: Main reasons why consumers in the United States abandoned their orders during the checkout process in 2021
https://www.statista.com/statistics/1228452/reasons-for-abandonments-during-checkout-united-states/ 
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Among the primary reasons for this are shipping related. Shoppers mainly abandon their carts
when shipping costs are too high or if the delivery takes too long. 

From the charts, it is clear that logistics is one of the issues that brands must focus on
especially when engaging in cross-border eCommerce. In China, there are many services that
provide logistical solutions. These service providers are often referred to as third party
logistics or 3PL. The market of 3PL services is expected to grow to $1.3 trillion by 2024
according to Shopify. This is evidence of how these solutions are becoming increasingly
important especially as the world becomes more digital. Moreover, over 86% of Fortune 500
companies avail some sort of third party logistics. 

3PL services may be efficient for a brand trying to expand. When logistical concerns are
outsourced, companies may shift their focus on other aspects of the business without
worrying about distribution and fulfillment services. Depending on your needs, there are three
different types of 3PL services that you can avail. These are the full service providers, the
transportation-based 3PLs and 3PL warehouses. 

1 Full Service
Providers

End-to-end Logistics Solutions
Inventory Intelligence
Fulfillment Experience
Store Integration
Same-day Fulfillment

2 Transportation-
based 3PL

Transport of goods between locations
Includes same-day delivery via local couriers,
traditional transportation providers (UPS, DHL, FedEx)
When choosing, ask about their service level
agreements and shipping methods

3 3PL Warehouses

Focused on storing, shipping and handling of returns
Choose a 3PL warehouse in your target region
Speed depends on how close warehouse is to
consumers
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How to manage your data4
Having access to your data is becoming increasingly important in the digital world. Forbes’
Kale Panoho underscores its importance by stating that analytics is no longer exclusive for
large companies “with 59% of enterprises using analytics in some capacity. “ 

Image source:<a href="https://www.flaticon.com/free-icons/dashboard" title="dashboard icons">Dashboard icons created by Eucalyp - Flaticon</a>

Having quality data may be the difference between failing and succeeding in a new market, 
much more so in China. Good data will give you insights on how your brand performs in a
certain market and will allow you to see which aspects you should focus on. An effective way
to do this is to use key metrics such as customer lifetime value, acquisition costs and
revenue. These can all be derived from your data if handled correctly.

Shopify’s advice is “to combine data across your stores in one place, so you can monitor and
identify trends and issues.” There are several ways to achieve this. First is that you can use
tools to manage your own data like Google analytics and other platforms that offer the same
service. You can also find a TP that already analyzes your data as some offer web analytics.
Financial and information-based 3PLs, a special type of 3PL, also offer data services that
focus on fulfillment and supply chain.
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Tailoring Content 
China is a vast country with numerous demographic segments that has its own behavior,
culture, preferences, income ranges and lifestyle choices. This falls under the issue of
targeting. Once you have set a target, study them and then tailor your content based on the
characteristics of that segment.

How to Localize Your Brand1

Localizing Design 
Different cultures prefer different designs. As such, it is important to understand Chinese
culture and its intricacies. Recognize the differences in culture and tradition between
different regions and infuse your design with “Guochao” or the national trend. Different 
 brands have started to combine modern styles with traditional Chinese culture and have
since created a 35 billion RMB market. 

Image source:<a href="https://www.flaticon.com/free-icons/dashboard" title="dashboard icons">Dashboard icons created by Eucalyp - Flaticon</a>
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Localizing Marketing Strategy 
China is the world’s largest social media consumer at around 900 million users, thus creating
a strong social media presence is key in marketing your brand especially in this digital age.
The major social media platforms in China include Wechat, Weibo, Duoyin and
Xiaohongshu/Red, a social shopping platform. These will be discussed in depth at a later
chapter of the playbook. 

Using Big Data to Understand Consumers 
Again, we go back to data. This is a testament to how important data is to every aspect of the
business including marketing. Big data allows brands to be agile in the ever changing
preferences of consumers (especially Gen Z) in this digital age. On top of this, it also allows a
personalized content for each consumer which is very significant as according to Luxe
magazine, “85% of luxury brands sales come from customers registered in the database.”
Aside from this, big data is also a tool for innovation. Through listening engines in social
media, products can be changed or innovated based on its reception with the consumers. 

1

2

3

4
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Storytelling and Brand Purpose 
Creating content that consumers can relate to is an important matter. This is more true in
China than anywhere else in the world as they have a wide range of demographics. According
to Jing Daily, 72% of customers will engage a certain content only if it has some sort of a
personalized message or brand content. Some notable examples of this can be seen in
leading brands like Burberry, Gucci and Tiffany & Co. 

How to position and resonate with Chinese consumers 2

For the 2020 Lunar New Year, Burberry made a strong campaign that was able to capture the
attention of Chinese consumers around the world. The Ratberry game was inspired by the
2020 Year of the Rat and was created to pay homage to Chinese culture. 

Another effort by Burberry to connect with its customers was the Kisses campaign for its
lipstick line. Although it was not really designed to target Chinese consumers specifically, it
was still successful as it kept luxury buyers engaged. In the campaign, Burberry allowed users
to send virtual kisses to each other with personalized messages. This effectively brought the
spotlight to Burberry’s products. 
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Tiffany on the other hand, focused more on creating video content. In order to engage with
Chinese consumers, they chose Jackson Yee to be their global brand ambassador as they
saw that he can represent the company’s values which are persistence, independence and
confidence. Tiffany, along with Jackson shot a video in Brooklyn showcasing the brand’s
accessories. 

Campaigns do not always have to be digital. Tiffany also had another storytelling effort
through an exhibition in Shanghai. The aim was to showcase Tiffany’s timeless pieces that go
back to 182 years ago. 



Weibo is one of China’s leading social media platforms. Its purpose is for
people to create content via microblogs. Marketing through weibo is common
for all brands in China, not just in fashion This is because the social media
giant has more than 460 million users in China. This large user base
effectively creates the largest celebrity and KOL network in China. For social
fashion brands, advertising in weibo is a must. Within a year (2020-2021),
weibo saw a 70% increase in engagements for luxury related content,
bringing the total to 168.2 billion engagements. 

Marketing Your Brand
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Marketing through social media platforms in China is a necessity because they are used
extensively in the country. As said earlier, China is the largest social media consumer in the
world with approximately 900 million users. Tapping into social media platforms will allow
those users to gain more awareness and recognition of your brand. 

What are the channels3

Xiaohongshu is another platform to lookout for. It is deemed as China’s
Instagram but it is much more than that as it also serves as an online
shopping platform through content and web portals. It boasts 100 million
users, 90% of which are women. On top of this, Xiaohongshu is also heavily
used by Gen Z as it also allows users to see other user generated reviews for
products. This makes Xiaohongshu an important platform for gaining insights
on how consumers perceive the brand and ultimately how to adapt to what
the consumers need.

Wechat is the largest social media platform in China with more than a billion
users. While wechat started off as an instant messaging platform, it now
boasts numerous features from payments to short video contents and mini
programs. This diversity in features allows brands to create a variety of
content that will engage more consumers. 
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Alternatively, brands can also choose to market through Duoyin. Duoyin is
Tiktok in china. It is focused in short form video content and like Tiktok, has
also experienced rapid growth in terms of user base during the pandemic. An
example of Duoyin’s success in China in terms of reach was the Met gala of
2019. Because of Duoyin, the 2019 Met gala reached approximately 170
million views within 2 days. 

As fashion aggregates on the four platforms above, one platform cannot be
ignored. This is Kuaishou. Like Duoyin, Kuaishou is also focused on short
form video content. The platform has also seen massive growth during the
pandemic, reaching up to 380 million users. Despite the high number of
users, foreign brands are sparse in the platform. This is because the
Kuaishou’s users are most likely to be in lower tier cities and the
misconception that people living in lower tier cities are less inclined to buy
fashionable items. With this, Kuaishou is an untapped platform for foreign
brands and has the potential to be a key social media channel. 
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Working with live streamers creates a more immersive and engaging experience for the
consumers. In 2021, live streaming in China has grown into a market that can no longer be
ignored by retailers as CNBC’s Evelyn Chang reports its worth to be around 300 billion USD.
This corresponds to Statista’s projected values for the growth of live streaming commerce in
China up to 2022. While the reason for this might be the pandemic, we cannot discount the
fact that live streaming offers more engaging contents such as virtual gifts, discount battles,
games and the chance to communicate directly with live streamers. 

Work with KOLs and Live Streamers4

Data obtained from Statista: Gross merchandise value of livestreaming e-commerce in China from 2017 to 2019 with estimates until 2022, 
https://www.statista.com/statistics/1188550/china-gmv-of-ecommerce-livestreaming/ 

There are many live streamers that brands can utilize but there are only three categories.
These are the key opinion leaders (KOL’s), celebrities and business people. Choosing
individuals from each category have different advantages so it is important to know what
your goal is when going into live streaming. 



KOLs
Expert on a particular field
More experience with engaging with viewers
Efficient in selling products

Celebrities
Less interaction with consumers
Larger following compared to KOLs
Efficient in publicizing brands

Business
People

Members of the company
Has more authority when it comes to
speaking about products
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The effectiveness of live streaming has been proven in various industries since 2020. Statista
lists the most purchased products that consumers buy during live streams, which are apparel,
cosmetics, food, daily supplies and household decorations. Among these, apparel and
cosmetics are the two most common products that are bought during live streams at 36.49%
and 36.14% respectively.

Data obtained from Statista: Most often purchased products during live streaming sales among respondents in China as of June 2020, by category, 
https://www.statista.com/statistics/1125811/china-most-purchased-goods-in-live-streaming-sales-by-category/ 
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The most effective fashion brands show agility by relying on local teams to create highly
localized assets and reach a wider, more varied audience beyond top-tier cities.

China is Not A Homogenous Market 

Low tier cities can no longer be ignored. They house the majority of China’s population at 930
million people and according to Jing Daily, 45% of those are interested in purchasing luxury
goods. With this a different approach must be taken to market for consumers in low tier cities.
Unlike consumers in high tier cities that are motivated to buy due to the exclusivity and status
that luxury brands give, people in low tier cities focus more on functionality and product
performance over uniqueness and status. 

Decentralizing content creation is also useful when expanding. China houses a very large
population and within it are different groups of people from different regions with different
cultural backgrounds, behaviors, and motivations for purchasing. On top of this, different
social media platforms vary from each other in terms of user base. Xiaohongshu users, for
example, are 90% female. Duoyin users are more diverse in that most are millennials and Gen
Zs from top tier cities. Meanwhile, Kuaishou’s 380 million users are mainly from lower tier
cities. With this diversity, having only one type of content will not engage all consumers due
to the differences in characteristics of every demographic. 



28

Scale Your Brand in China

User generated content (UCG) is also a powerful tool for scaling. To garner user generated
content, experts from Jing Daily advise to take into consideration the platform and the type of
content. China Luxury Advisors’ Charlie Gu suggests taking into consideration the
demographic of the platform that will be used for the campaign. Again, different platforms
have varying demographics and to gain engagements, the campaign should interest your
target. Remi Blanchard, a strategic planning manager from Mazarine Asia Pacific adds that
UCG campaigns are more effective when used complementary to each other. For instance,
using weibo to spread word of mouth and then Wechat for the engagement itself.

As for the type of campaign, Blanchard suggests making the content simple so as to require
minimum effort from the consumers. Gu adds that as a rule of thumb, brands should always
maintain control but not to the extent that hinders user creativity.

A great example of how this was executed can be seen in the campaign of NARS for their
lipstick. NARS engaged consumers by allowing them to come up with Chinese names for their
‘Orgasm’ lipstick. Longchamp also had a great UCG through a mini program that allowed
consumers to check in on Longchamp stores and post in-store pictures. 
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Expanding to anywhere in the world is a daunting task. You have to know China as a market in
general, the routes for expansion, how to test the market, how to market your brand and how
to scale in the country. All these questions can have difficult solutions and some might even
require you to outsource services and this is a difficult endeavor as it requires prior
knowledge about the country you are expanding to. This is where Expanter comes in. 

Expanter is a cross-border management platform that
connects businesses seeking to expand to pre-vetted

service providers for cross-border clients. We remove the
challenges faced by expanding brands through a 

simple, yet powerful AI guided process.

Who We Are
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All it takes is for you to onboard and we will take care of the rest. 

How We Help with Your Expansion Needs 

This effectively streamlines the lengthy process of getting to know which service providers
are the best in the industry and which are a great match for your brand’s needs. On top of
this, Expanter also speeds up the process of transacting with service providers as the
platform offers digital contracts, NDAs, and global payment tools. Additionally, the platform
also serves as a dashboard for all your expansion projects and big data that you can use to
gain insights and make decisions from afar.

Good luck and we hope to see you in China!

Raw Data:
Brand Input

Feature
Engineering

AI Matching Transactions

Expanding brands

input their details

(industry, segments,

presence, HQ,

language, budget,

etc.)

Expanding brands will

be aggregated and

used for the AI

pattern recognition

AI models will select

the best service

providers for a given

brand in a chosen

market-entry path

Trade with the fit

service providers


