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Why social media In
China Is so different
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The Chinése Internet serves as a powerful
platform for entertainment, information,
soclalizing, and purchasing

Limited Variety of Media Not Trusted Limited Socializing Unbalanced Shopping
Entertainment Access
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Unique,
Fragmented,
and Dynamic

China Social Media
Landscape 2016
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BATS make Chlna S Iandscape uniquely
PRACTICAL

INFORMATIVE PRACTICAL

SSSSSSSS 2 @isentia ICANTAR MEDIA CIC




.

= e N L Y IR Y TN

[ N

Firewall has driven localization and much more
v’ ACCESSABLE
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WeChat public accounts functions are
Innovative and comprehensive (Y

Gamification drives |

netizens participation to ol T X Brands can feed group-buying and

better deliver g = discount content to consumers, and
brand/product feature "I ";'I - insert e-commerce site within
o ul S 75 panner
Gamification
Discounts, credit |——
ans ot:fer ; i M Magazine
membpersnip %) - Th. mm
. Ird- art . [ BSuEA H
services can be E— ® WeChat lu inFS) Yy @ - Third-party
utilized on WeChat | == = Feature piug J g | plugins make
@ more functions

to enhance “;’1 '
100

consumer loyalty possible on

Real-time e WeChat
Customer :

Service

Other
Functions

Real-time customer |2 =
services to answer
followers’
questions/complaints |. ... ...
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Brands enjoy new ways to connect with
customers
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Influence of social
platform Iin China
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Social meaia user base steadily grows in China

Social Media User Base in China o5 731 Million
649 — 6663
(December 2016) 618 . con
567./ 587.8
» 532.2 544.6

503.9

*
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m Microblog I BBS I SNS m Video Blog - (M —+=|nternet User

Source: The 39th Statistical Survey Report on the Internet Development in China by CNNIC, January 2017

Notes: Internet user number includes mobile internet number; WeChat user was included into mobile IM user. According to Tencent Financial Report, Q3, 2016, WeChat user reached 846 million by the
end of September, 2016.

Notes: SNS user number isn’t counted from December 2014; blog user number isn’t counted from December 2015.
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Mobile Is the most widely used device to access

the Internet

Mobile Internet Users in China

= |\obile internet user scale

Million . . . .
—=m=the proportion of mobile users in total netizens
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Source: The 39th Statistical Survey Report on the Internet Development in China by CNNIC, January 2017

Note: Since 2014.12, TV has been used as an Internet Accessing Facility

a me Global Summit @isentia
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Internet has become the Ieadlng media channel
for ad spending in China

Advertising Spending by Media Share of Spending by Media
USD Billion
42.3% 50.8%
40.6 Outdoor 0
40 9.0%
31.4
20 ?il 8.6 - Outdoor
Magazines 8.5%
1.3%
20 Magazin
es '
Newspapers 0.8%
10 4.1% Newspa TV
2 18 15 1 g |. by 40.6% 19% 739
TV Radio Newspapers Magazines  Outdoor Internet
SOURCE: GROUPM 12015 m2016 TV m Radio M Newspapers Magazines Outdoor MInternet

Note: The Internet category includes Mobile Internet, E-commerce, Search, Online Video and Social Media.
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Ad spendirmg on Mobile Internet E-commerce
and Social Media grew with government support

Internet, Smartphone and E-commerce has growing penetration in China

Advertising Spending by Category

USD Billion FHEMIERE s+m > o> Ex |
60 80% HI Xinhua:
BEM~£22.0 Internet To Countryside 2.0
50 20155048130 084531 %8 : R
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22.1 BRI | T JETAREL ’T"“:‘I‘_‘?’ | Miobile Service are Struaali
20 20% OB, OHE , (e IEEE mnenrmme Laailonativiooiie Service are Struggling
14 20% USRI T and Goes to Rural Area for Survival
i 85  10.2 ° e - ' th. EEEFAMFHOTELLT, SHATIRETREGEEE TENL, @2 ED r

10 r TR Rt T 2
. 2.2 3.2
0 . ! | 0% -f’ ﬁ ¥ ﬂl ]l == - w==. People's Daily:

Further Release E-commerce Potential

Mobile Internet E-commerce Social Media
2015 mem2016 ——Growth Rate ARBR : #—FEEBEHNEFEESRES ’

SOURCE: GROUPM / eMarketer / iResearch

Note: Mobile Internet includes display and search. E-commerce includes Taobao, Tmall, JD, Qunar,etc, Search, Social Media includes blog, Baidu Tieba, Qzone, WeChat, Sina Weibo, etc.
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Skyrocketing Ad spending on social media In
past few years

Social Media Advertising Spending Mobile App Penetration in China, 2016

USD Billion
Jun-16 W Dec-16
e 69% | 78.7%
. 0
WeChat — 86.8%
3.2 , 67.4%
00 Zone — 67.8%
44% 1
2.2 S o Wit 34.0%
B S Weibe e —37.1%
1.3 i
: 11.1%
E Douban 81%
. . . 4 Zhihu - e 5 6%
2014 2015 2016 1
I~ Social Media Ad Spending ~ ===Growth Rate XiEHX Tianya F 7.0%

SOURCE: iResearch SOURCE: CNNIC

Note: Mobile Internet includes display and search. E-commerce includes Taobao, Tmall, JD, Qunar,etc, Search, Social Media includes blog, Baidu Tieba, Qzone, WeChat, Sina Weibo, etc.
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Impact of social
campaigns in China
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Trending Stories on Social Media in China

Celebrity & Fandom
g

Celebrity Endorsement

KOL & Cyber Star
g

New Economy

KOL: Key Opinion Leader

Global Summit SRR
ET Yl - Gisentia

|.P. (Intellectual Property)
g

Brand Sponsorship

Flourishing E-commerce

Traffic Guidance

ASPCMS

[CANTAR MEDIA CIC



v . & ;| - 4 V Vv_" \F

Hot |.P. + Celebrlty + Platform Integratlon

Kiehl’s Tmall Flagship Store Opening
Warm-up: Celebrity post & Promotion video

Phone 6s
)
S — (6 Weibo Post
LKERLE | FHEE
FE | EE \—ESE0TRE , FRFaE !

i FEEH I E Hi/gh
[7 93,243 L 14,709 -7
05 0505 P Lok Popularity
@ ™18 Short Video
7,430,000
Viewership

Live Broadcasting for launch campaign
- — Sales Volume

(April 6th, 2017 )
24 Hours
1.5 M USD

1 Month
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http://weibo.com/1733275311/EDhfldodZ?from=page_1006051733275311_profile&wvr=6&mod=weibotime&type=comment
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Brand + Celebrity + E-commerce

. ﬁ?ﬂ |
Weibo + Short Video + E-commerce X3E TRALLCOrM &‘

+EE h
KobeBryant L] BEATSARIER

. 2016-4-14 07:07 3RE PoiSFTIE = AL
nnnnnnnn
It's been an hongr.to.nlay for.the Lakers for 20 years. Thank you for all the e EREREEHEIAR

support. #KB20# l__—' = [MAkbgillsm . 2 p

<

MER “KB20" A
ih:é FRENTZ, HEHHAA

Link

@KobeBryant
£24,964,815 S
= NBA Most

Valuable Player
= 5 Times NBA

‘. & 7,000 Orders
Campions
. ;laa;ir)rnesAll Star 11 67,643 kJ 32,611 7 189,451 @$380 000

Retweet Comment Like
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http://weibo.com/3264072325/DqStBCTGR?from=page_1005053264072325_profile&wvr=6&mod=weibotime&type=comment
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Expert KOL and luxury brand cooperation

@Bagsit4E
A fashion KOL
Loves bag

Fan base:

400,000+

Average reads:

<> 100,000+

Note: 1: Data source: Digitaling.

Global Summit
on Measurement

ame

Mr. Bag recommended Givenchy repeatedly

p

Bagsﬁ!ﬁi’:t—t " A

2016-11-2 12:01 3EE &€ weibo.com

#2554 ‘:‘ITS )i

XGivenchy Horizon ! BRESiHEE—REAS2E , FTEAESEEN

3 EILNFEET | STRa s —SEaRe. Givenchytas

S, RDRITEEE | HEERERsEES. AFETE?
_ MERE=NT

£
[ac]

GIVENCHY

French Luxury Fashion Brand
Elegance, dignity, delicacy

Bagsfait4t ﬂ 4
ﬁ. 2016-6 2 B iPhone 6 Plus
#3 H#
T | @Givenchyi2H#E ZESESXENGT  TES—HEE

, BER | AEETROE
EFEERIEG) FRYvE) | ESEERETERILaR. TEEPandoraSEER
2R AFH L»i‘“—l? IEFER?

WHFE. HorizoniBH TEREETSN

2: Data source: Kantar Media CIC.

HEADLINE
SPONSOR:

&isentia

Delicacy <

Givenchy and Mr. bag fans image analysis

Fashion
N High-end
Rich and
beautiful
lady
Mr. Bag Givenchy
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Success with limited editions for loyal fans

w The only purchase channel

‘ 80 Bags
(D) 12 Minutes
175,000 USD
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Crisis management In
China’s digital world
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Response attltude dlrectly Impacts Crisis
scope and brand purchase intention

: Changes in Changes in
: Changes in purchase
Resoonse Attitude Average Duration intention% purchase purchase
P (Days) ’ intention% intention%

( within 24 hours ) ( within 4 Days ) | ( within 1 week )

Denial of issues 20 -403% -370% -312%

Admit problems and apologize 28 -348% -301% -234%

Immediately release a response indicating
an investigation is underway before making 13 -219% -156% -113%
any conclusion
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Quick, Convmcmg and Considerate
Communication during crisis

12,000
10,000 /
8,000
6,000

4,000

2,000

8/3 8/4
Brand D

Total POST ——Negative %

v' Quick response

x  Single message ‘our products are safe
is not convincing

not taken care of

mers f

8/3 8/4 8/5 8/6 8/7 8/8 8/9 8/10 8/11 8/12

Global Summit SRR
ET Yl - Gisentia

Brand K

Total Post

——Negative %

Immediate response

v Caring tonality

8/5 8/6 8/7 8/8
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T0%
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0%

8/9 8/10
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-

v'  All aspects of information
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8/12
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2L S
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L 0%

Brand A

Total Post Negative %

Lacks of responses

Simply highlight ‘safety’ = not
convincing

Consumers feel being cheated

8/5 8/6 8/7 8/8 8/9 8/10

8/11

8/12

100%

90%
80%
70%
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50%
40%
30%
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Celebrity polltlcal views may lead to brand criSis

Issue: Denise supported the independence of Hong Kong

KSYMM L[ggggbge * Guardian Report every 4 hours
Times indicated Listerine and o . . .
DeniseHomadea * Continuous monitoring on
statementon Faceboo - )
weekend

Lancéme cooperated with
Moov Showed support

Denise Ho who supported HK
and Tibet independence. Link L'Oreal’s Stock Price
for Denise Ho link

dropped By 2%

19:40: Lancome issued the
statement on its official Weibo

= LANCOME
s

g link
account. link CIC Daily Guardian Report
th @ s th . . . ai uardian ; L - .
Jun. 4 Jun.?th Jun-11 ‘i Listerine and Lancdme had cooperation with celebrity who
h ) alert supported the independence of Hongkong and Tibet
LANCOMI Jun.6th Jun.8t ean e Jun.19th (20160605AM]
N
= HK’s Lancome ey Lo M : ’ On June 4, 2046, Wizibo wes the first to repart that moutTeesh brand Listerine and besuty brand Lancéme,
- * Denise Ho made a Boutigiiesiwers i W Denise Ho's both irited Denise Ho who supparted the independence of Hongkore and Ticet, to endorze the brand in =K
O ——— statement on Facebook q N Free Concert recenti.
"“""‘““""" p closed due to protest . Against By 18:30, 4" June 3016 the total buzz of this issue was 2473, inciuding @ pasts and 39 replies on B85, 37
i = = tarmets snd 2393 comments on Weino.
S LANCOME RU-ACIANEN. link Lancéme link By 1B 5;“.1" Mn:u}';T:‘ﬂ':;omﬁzoftmslﬂue waz 3,133, inciuding 3 posts and 33 replies on B85, 30
twests snd 3040 comments on Weibo, and 1 srticle on news site.
By 130, 4" June, 2016, the total buzz of th 3,710, including 3 pasts and 241 repiies on 385, 53
WHAT WE LEARN WHEN CAMPAIGN INVOLVING CELEBRITY EetE 0 3581 Sammant: an weing, g 47 avimes amnews gtes

By 10-30, 3" June 3016, the tobsl buzz of this issue was 51,043, inchuding 12 posts and 236 replies on B35,
Z6E tweets and 39,928 comments an Weibg, 13 articles on news sites snd 4 artices on Welhat

9 Topic Angles .
2 é p g c’c POV ) To scrutinize the political stance and go through all ) . . . . . . o
- B()>/C:().t.t | nvo |Ved Celebrlty statements on critical tOpIC if any 7 El:j:li\r. The ouverall impact of this news was still growing rapidly on social. We will keep monitoring it

selection . Scope to be expanded to multiple platforms i.e. Weibo, FB, * Buzz was comtributed by netizens’ organic discussions and competitors, no nEWs from government media
brands

5%

Twitter, Ins etc necount wes found yet.
' * According to the Top Searched Item List from Sing Weibo by 10:30, “Denise Ho™ maked the first and

“Lamcome” ramked the third.

Criticized involved o o . e e e e,
Monitoring . To keep monitoring across social media platforms and mEEmy Eamal
1 durin regions
b ra n d S/Ce | e brlty - g S To include key words of group name, brand, celebrity and

implementation

poticay sensve fopis

LANCOME (2. smpmumays -ssws- mzashn 120z
BH. EAERENFOkEEEREER. U E
ESRFREOARErERP. BETX
SEAEmSLENTRTafEER Lini
SUEF NS [ isterine snd lancdme had cooperstion with nelennl\l wha

Forwarded the

ﬂeWS Respondlng . Acritical 48hours to respond if anything happens

time
= Others

La)

LARCTML supported the independence of Hongkong and Tibet] Hetizen seid that
| Jp—— Doqi:llin; mouthwesh brand Listerme t.ﬂﬂ ﬂ'!!l.l‘.‘r brang Lancome, both

- ¥ irited Denise Ho who supported the independence of Hongkong and

1. Tomake a Statemen.t cross plaﬁprms . § Tiset, ta 2ndarse the blur.npiﬁ Hkr!c:r.ﬂ'f...w:\utdn -puun-.m\irﬁt!
o 2. To suspend brand digital campaign push immediately and momentarily
80 /O 3 To ma_na?lgef sel?]rch_ﬁngi;e og social media when incident happened June, 4, 2016
. , especially for the pillar bran
Note: The final evaluation would be based on the most AR MEDIA CIC 4. To keep an eye on counterparts in market and employ diversion 1

severe index
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Social content has become more rich, visual,

Interactive, real-time, and immersive

——0—=0

TEXT PICTURE AUDIO VIDEO
e ()
l n
Iterated from portals to Instagram and NICE: Rise of audio based Short-video apps:
forums, from micro-blogs cross-platform social social platforms: Miaopai and Meipai
to WeChat apps, social contents XiMalLaYa, Qingting FM

mostly in pictures
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Integrationh of content, KOL and platform
drives traffic & conversion

{ FANS }
Interact Consumption

Consume contents l T Generate contents

[ Live-stream J

A
Incomes sharing Supply contents
v Interact, traffic diversion, v Self-operated online stores v
promotion cooperated with brands
[ Social Platforms ] < > [ J < > [ E-commerce ]
A A
Professional
o Incubate
division of work
Fans management - Monetization
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In conclusion

Chinese social media is not only unique....it is uniquely important in
China as a source of information and as entertainment and purchase
channel

While good content is necessary, it may not be sufficient for success. The
mechanics of dissemination for different platforms are critical for success

Weibo and WeChat are ‘core’ platforms, but new platforms are emerging.
A multifaceted approach has become the norm

Content, Tactics, KOL and hot topic are key drivers for both E-commerce
as well as brand success on social

Look to social intelligence on KOL, hot topics and issues to inspire
relevant content
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Chinese social media is a powerful force In
the world’s number one market
driven not only due to the scale, influence and
engagement of , but also the
Innovative services most importantly
payment, all available cross-device and
overwhelmingly active on
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Thank You!
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