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R B Chris Chen
- 10FEBIEHFHEBEHEARER
10 years senior expert in cross-border e-commerce overseas

marketing

*BIGoogle 3 T ; Facebookd EHEFHIFEIAFARE

‘Former Google employee; early pioneer of Facebook's e-

commerce business in China




AR AR B EHEE WA

*Founder of Pingworth Technology and Sevens Marketing Consulting
HBEEmEEHEARS (BRREE) 1F&

* Author of the official account of "Chen Shu Chu Hai" for e-commerce

brand marketing
+2015-2017{F ¥ BENEIEH, MEBEEFEL DR EHRK LR

*2015-2017, Served as the vice president of Meetsocial, responsible
for the cross-border e-commerce business department and general

manager of South China

*2011-2014 B ERH P EFLSHRMBEOEHERTA, TERFTH
IR R PRSIk

*2011-2014, Former head of export marketing of Google China New
Business Development Department, mainly responsible for

Independent e-commerce customer development and service



- BRRFME, Anker, DII, WiliElEl, EAFHMEHBEEFHEL., R
TR B B KB R E B o SEERE pIS

*Served well-known cross-border e-commerce companies such as
Aukeys, Anker, DIJI, Mobvoil, and Huami. Accumulatively helped
hundreds of cross-border e-commerce companies achieve rapid
growth

cBEZRZBSIMEAKRE L OfTViES (PaypalfFsw, BRE, 1256
NNBFHFTAS, R TEREFART) EEPERE

*He has been invited to participate in large-scale domestic export
iIndustry summits (Paypal Annual Conference, Foreign Trade
Federation, ebrun E-commerce Conference, Shenzhen Cross-border
E-commerce Conference, etc.) as a sharing guest.

ERKEBHNESEHERBAL, BRI BESHMEIMZMNET
H, WHEBEFDICHEEHERRLNIER

*Good at overseas integrated marketing strategy planning, proficient
In search engine marketing and overseas social network marketing,
and have a deep understanding of overseas e-commerce DTC brand
marketing



DTCSufE X4 The Rise of DTC Brands
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Typical Representatlve of Overseas DTC Brands
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http://www.jumeili.com/

iRIHrDTCHR=L

Brief Analysis of DTC Mode
- FmELD, BiF, EEE

Products should be few, refined and focused
- EmERE, MRBERsEHE

Pay attention to brand content and drive
marketing with content

- FEREEERSSAR, EHAAEE
Treat consumers as real users and attach
Importance to user communication

- KEAFFE, REBEATEmNBYER
Focus on user experience and provide a
shopping experience that is superior to
competing products

Source: Emarketer, Direct-to-Consumer Brands 2020: Growing Pains Hit
Disruptor Brands on their Path to Maturity, March 26, 2020

(ERTBE
Traditional Retail

&

Manufacturer
S -
Distributor /" 4 A _ R Eh B 3 B A 7 BB
e 4 % ‘ P ‘ BRI 1) A R
Wholesaler \*% N\ AL ¥ 4 0 5 B
T NN
Retailer High start-up and distribution costs
e Limited brand control
Consumer Low sales transparency
DTC
HliE
Manufacturer
TEERPEE
MiAmhin RS
BN HESRENEG

Perfectly removed the middlemen
Close to the market and consumers
Enhance control over the entire sales process
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The rise of young consumers is a key driver for DTC brands

BEMRER EsRiALE BREIR

Internet Natives more emphasis on self-awareness

®
?Q? A

RILFIE/ AT

N N A.}g\z' . .
Z NN + EEEA AR R Care about the climate/environment
Egﬁl/ﬁ %%E{] IHE/‘@ pay more attention to life experience

the rise of young consumers

(FE—RFAZHEAL)
(Millennials and Gen 2)

57_5 iﬂﬁ. FAMMMEL Value Cost-effective
Multiculturalism
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Comparative anal

IJILE %ﬁ iﬁﬁﬁ %14:

Traffic Applicable
Channels conditions

sl A&
Way to
Attract Traffic

fEF 1%

Convenience

B Rt

Timeliness

sis of main traffic channels of cross-border e-commerce
BAEM

Accuracy

BIEES

I)ILEE&:ZK

MERIN Ht

Controllability  Traffic Cost Traffic
Capacity
BHARE W/ =mEm  ERPBERRER = 53 B g3 0 7\
natual traffic ZERER natural high good long low small
website/prod accumulation
uct popularity of old users
accumulation
WERE BH M Zh R4 K = B ® ® U\ FAERTEH
recommende self-owned website low bad long low lower small Not applicable
d traffic site optimization for platform
sellers
BR 145 $H ERFE 5 R BE / F#HBX = = KB = BIR ZRTFER &
email mailbox list self- high high timely high low limited by mail
marketing build/purchase volume
MR & %% T8 % 133 = KBt H BIK X XF+RRI
Network pay purchase low high timely medium low big =
Affiliate Text + Display
Advertising Ads
BRESIE XBEREM  AHRBX = = ik = = PN XFIEAE
search engine R=g /RS purchase high high timely high high big text ads
Key words
clearly describe
product/servic
e
HIXEE  AEEmRS, 2kt = = <35 = § X Bh, ZHEE, %
social media FHXHERAS purchase high high timely high medium
E R clear BHRABZE

user persona free content operation

big S &Image,
multimedia, video

ads



SHANTENZFHIM
I\/Iarketlng Enters the Era of
Attention Economy

“EEDEMIL, sREAEMIL! “

\/Vhere attention flows, Money follows!

aNSZENF Kevin Kelly



“Wow, ltaly is
so beautifull”
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VR/AR

Videos
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Internet Traffic
Diversion

Global Internet Viap
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Overseas Internet Development and Traffic Bonus Transfer Trend
Google Ads DTC &, sy [ XA AT S NSRAE RS
_ The Ris A1
Google SEO  Traffic Bonus Term Aus Term of
e A ER of Google Ads jal
Traffic Bonus Term N\
of Google SEQ

Traffic Bonus Term of
short video social

3
ise suppc t
««««« facebook
1,000,000,000

You Tube
1,000,000,000

5 was launched

1998 2000
T WK
Professional Media Era

RAEHEE: T
Content creator: professional institutions I NEHHLIFHA Traffic Bonus Term of Influencer Marketing
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What's New In Internet Traffic

A~ S >N 4+
= ~ BAHER
Long and Short Videos Opinion Leaders

Recommendation
\l \J l

bt AL TR

Graphic Content Professional Institutions Subscribe & Follow
EARIE T HRAR ZERE

media format media content channel of dissemination



g EIMREIF Grasp the Overses affic Bonus




BN EREHREN A EXAEERE

Introduction of overseas mainstream marketing channels: graphic media
with traffic

Google
(1] Tube @




Googlet¥ =

SRR AR E 5| Z the world's

largest search engine

KL ERHIH90%+HiH B R 90%+
market share in mainstream European
and American markets

F AiBd1000{Z+# R 1K over 100
billion+ search requests per month

Youtube

BRI AR RIS 5

the world's largest video site

A BIT15ZEK A A

over 1.5 billion monthly active users
FRBIS10{Z/ NN E

over 1 billion hours of video views
per day

BREGHE10{25%TFR

the platform generates 1 billion
comments every day

SN 2% Display Network

L N

ERRANRR FM4L the
world's largest display advertising
network

BEPCK#5F4 covers PC and
mobile platforms

Gmail, #1[E, Android, Chrome
£33 10{ZFH /~ Gmail, Maps,
Android, Chrome and more all over
1 billion users



Facebook [y,

7 Jixk App Family

n .f ’I \ ) ‘ ]

[}

2012+ BB P 102 +7EEK R P 102 +7EEKF P 1012 +7EEK R P
2 billion+ active users 1 billion+ active users 1 billion+ active users 1 billion+ active users
SRR ARRIFE T LK k@i TE BADENH SE PR IE=]

the world's largest social network  instant messenger photo sharing app instant messenger



Facebook K ETEBI J18UF 35

facebook

MAKING BIG DATA WORK FOR FACEBOOK ADVERTISING

=N 1= S=Npas > :
gret ol T AR

Real ID Real true

eal ID ) behavioral
Registration Hobbies trajectory




Facebook K #HE A FIR B SfEEE =

Facebook big data user identification and precise targeting




REGEREBRAAENM, [T H5E8E, TATE
Big data accurate target user positioning, advertising creativity,
& J1FacebookiFE + i X FIILE, WEEKAFPPMALUEEABEEEE |

everaging the advantages of Facebook's precision + reach, personalized marketing to global users is no longer a
dream

SEXIEROMAS+ AT $x13-17% 24 12D RS AT Ik LR IR / FRARE = S
target at European target at 13-17 year wedding dress related industries newborn parents cooking equipment/raw
45+ people olds materials related products

Source: Placeholder text.
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Rich in
Creative
Form

Sponsored -

¥ 2,077 likes

warbyparker Thinking warm thoughts with Jackson in
Crystal. (Lemonade, anyone?)

()

B8 F Picture

eseco T 9:41 AM

Instagram 5

loweshomeimprovement Sponsored
T —
i i =5
B i
| i L |
1] | g 7
u N s |
]
-
- |
»
b
-,
P 2
Yo
NE S ¢ 7

¥ 9,233 likes

loweshomeimprovement Get back to nature in the
city. Create a wall garen to spruce up a patio. Click link
in the profile for steps. #hypermade #lowes

h

MR Video

©Qr

¥ 31,293 likes

banana Distressed denim. Menswear shirt. Blush bag.
Yeo. @SongofStyle's spring style is perfection - we
couldn’t help but add flowers. #henewBR

1% Slides



Facebook/ & CIE: B R 2> ZE A>3
Facebook Creative Ads: Pictures2>Multimedia—2> Videos

escee 11:02 AM -
1:56 PM 1:56 PM

News Feed : News Feed

[7] Status (3 Photo @, Check In

J. Somerfields

With the J. Somerfields App, the latest looks b App, the latest looks
are always at your fingertips are always at your fingertips Trend: The Spring Sandal SHOW @
StuartWeitzm| com

o Shop Stuart Weitzman for the I. Bigger is bette th this sexy

J. Somerfields i
Shop Now J. Somerfields Shop Now

Nicole Gregory commented on this. Nicole Gregory commented on this. =

- o mas .o~
-a - an mas .o~

- 3 | e
i




R BRARIZ T RIS
Soclal Media Operation Strategy

SNS content can be delivered and shared,
and has strong interactivity; it strengthens
and stimulates word-of-mouth marketing among users.

Ensure the timeliness of brand and
content information delivery;
seize current hot topics, festivals,

events and other factors to deliver brand relevance SNSHBEETTLUEE
» DEN, BERER
! ‘ ‘ B BRI

BRmE. AEER PHROEEES.
EEERIRTRE; TUE

mecse,cn :
/-‘;_;-,\, Ll:lﬁlq Y ,A'\ 1 A b s A
e Y S 1 (LR A/

Timeliness Transitivity Accuracy

MERHEE, KL ‘ SNSIEEHY B REE

== 2NERS~m 5 e T

4 (| < E%ﬁ*ﬁE%IE{ﬁAﬁi /

q:‘_.r/\\\\ IIIIIIHEH—XZ'H./:%E& Xj-}tE*DEHEEu HX

%E{J_éﬁ'l‘i‘t E:I’/\htlfll:l 7N
BIJSLAE,

Ensure the consistency of information received by The target group of SNS operation belongs to the

consumers and fans with product features, brand culture and stories high-precision positioning group, who are interested in
Nnrodiicte and hrandAe anA have tha Aacira +tA hi v



= AR EERRBEETEH B PEE

Make good use of social media brand homepage to promote user communication

R AR ET:' =L 5|5
mhe ) R i ihd

ez ARSS &2th Bizj) =iH

User Communication  Official Information Opinion Leader Detonate Topic
Service Release Interaction Marketing

Gather Brand Fans

[@@.@ﬁ. i@

Facebook page Youtube Channel Messager



I *ﬁfﬁ @Eﬁiy Suggestions for Followers Page Operation

01FRZEE 3L ZZ 01 Accumulate Real Followers 028U E ;BTN &R 02 Release Creative
‘ Activities

o ZETUHAR

. é%é?:’ﬁ’:ﬁﬁ

c ZRRAEER/M

s BN TTE

* Combine industry hotspots

* Combine product features

Consider virus signatures

* Incorporate brand elements

c ZTENEER
c REIMXAR
* RIEMEXRE
* INE Sk £

* Improve page information
* Original post content

* Guarantee the quality of post ‘
* Increase real followers

03{EHNLIANESH 04FRtk 4L B )

o HIEMLL A Discover Influencers « &EtEIE181a Respond to questions promptly
o B EENLERE Y Advertorial repost exposure - WA F£5 Encourage users to participate
* BIRTiekf Post Creative Review © MR EZF Actively provide information

* BIRRESE Creative in-depth cooperation © REHAETIE Handling negative reviews

03 Leverage Influencer Marketing 04 Active Followers Interaction



R EHEHEE LS AR

Social Marketing Drives Conversion and User Retention

SR imisE
Marketing
Goal Setting
b A B
ABEEME — Optimize Crowd
Crowd targeting optimization ARTERSH A Targeting

Crowd Orientation
Analysis

Facebook £t
¥minE
Follower
Page
Operations

B ARER [sEFE PETE
Core Audience Historical User Data
Targeting

tHEEFRRE

Similar User Expansion

{2thets

=MeEigit
Creative Material
Design

T2 tonkd
Improve the
Brand

Promote
Sales

IrEREEE

Advertising Operation HESTRe

Accumulate Real Followers

N EFEml & B &
Multi-product Ads Interactive Advertising I
{(ZEENT & i=Hamker & eI EER
sales Promption I Boost Brand Creative activity Release
Ad S = Advertisi
= Dynamic Product sadle yerng

Ads video Ads

ik a

Active Followers

(T P ohi Tt Interaction
db Website Traffic Accumulation/Popular Ads =B

o Increase Real e A S
Followers Leverage Influencer
Marketing

BiRRERE
Data Tracking

Feedback
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Introduction of overseas mainstream marketing channels: short video

(1] Tube (J'




if YouTube was =~ hours of video of YouTube
a country, it uploaded to watchtime
would be YouTube every comes from
T 3rd largest minute | mobile
YouTube M A" = 1540545400/ . . 65%MAEN
HE A A TRk HIAA A% N kB FAL

Sopee — -
Source: Global YouTube data, J%1£“ E]‘] ﬁ ‘
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Video marketing is a marketing channel that overseas brands attach great
Importance to

= EYoulube” -
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‘Dollar Shave Club’Lunch video on Youtube

#FamilyPorVida
William Painter Spring 2019 Commercial

70,744,142)%3%E + 201954H817H 15 B o1 A HE S RE e

William Painter Inc ST
9340fiTHE Hl




Anker | Multi-Port Chargers | #UseAnkerinstead

5892,591)%M%E - 3 HHI

Need a charge but everyone else got to the outlet before you?
You could crawl around looking for an outlet or...
#UseAnkerInstead!

Learn more about PowerPort here: https://goo.gl/gQ9BvG
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TikTok Is the world's number one and fastest growing short video app

Top Apps Worldwide for May 2021 by Downloads (Non-Game) @SensorTower
Overall Downloads App Store Downloads Google Play Downloads
1 TikTok 1 TikTok 1 TikTok
2 ﬂ Facebook 2 B YouTube 2 ﬁ Facebook
3 r@ Instagram 3 @ Instagram 3 r@ Instagram
4 |\0) WhatsApp 4 8 CapCut 4 |\0) WhatsApp
5 Q Messenger 5 1Y) WhatsApp E Snapchat
6 [ zoowm 6 ﬂ Facebook Messenger
7 £% Snapchat .| zoom
8 8 CapCut 8 &) Messenger | Josh
9 Q Telegram 9 Q Google Maps 9 Q Telegram
10 a Josh 10 M Gmail 10 && ToonApp

Note: Does not include downloads from third-party Android stores in China or other regions. TikTok includes downloads of Douyin.

Tower Data That Drives App Growth sensortower.com
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TikToks&7
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TikTok brings new opportunities for overseas marketing's largest traffic bonus

TikTok has reached 1bn users faster than any other social media app

Monthy active users since product launch (millions)

TikTok

0 years after launch

Source: FT research
©FT

WeChat

’ Instagram

2,500
Facebook

2,000

1,500

1,000

500

10 15

25

24

23

22

21

Average Monthly Hours Per User, TikTok vs YouTube

us UK South Korea Japan

F\/ 7\ - \/.4:

] O (] (8] O (8] Q (] O (s} (8] O QO ™ N ™ ~ o~ »
NI ORI SRR ORI R IR U I L N L
a8 '1)'\\ o 05\\ PR A S \0\-\\ 'b\'\\ '0\\ RPN SRS SN S P2

@ Tikiok @ YouTube

Source: App Annie Intelligence Note: Android phones only



AMUXEFERRE, EENBEERESE

Not just a new media channel, but a content e-commerce ecosystem

| TikTok 2L A influencers
v (RERES
T M b = o TikTok E#% live streaming

commercial products

TikTok ZL A
1 WV 2RI =
Influencer enterprise
short video account

TikTok Shop



IEETIKTokREZLF A9 L F0 77 =X
Four ways to grasp the TikTok traffic bonus

A Your Brand ~ “es
T L I T I
e INFLUENCER
229 5.9m 16.3m
Up to 100k TikTok Followers in 30 Days with
Step-By-Step Tips That Will Help You Go Viral and
o m Famous on 2020

> 2 JOHN TU R,l.ma,; i-
TikTok {ENV= TikTok BIZT Influencer TikTok =& Ads TikTok Shop

Enterprise Account




TikTok %@ sE5H =B - T am hE
TikTok shog video marketing case - mobile phone brand

RBZIFZZ Content presentation form:
B.E{Kiz= N Specific scene application

ETEApROE~miI Rt

mhEE=AAHEHA? How to improve brand voice?
« Highlight a feature of a product based on a specific scenario

NEAHME2: E£iEERHS Content direction 2: life usage scenarios

HETFHETIE. BN S7EAEA Integration based on daily work,
games and other scenarios

Eg.

I FEFA AT EAIER, FIREMFIIHITIR
BEvlogits, EFEFIATRIE S TIFIEENER

Features and efficiency of gaming mobile phones, and compare with other
mobile phones Daily vlog recommendation, emphasizing how mobile
phones can improve their work and life efficiency

"NT RETRERREEYEFERNERREK, BRI TIESRIRRRENE,
d' TikTok fBltRRiZ FHEEHAR FIDSEE -

s Ll In order to show that the product can meet the needs of photography
enthusiasts, photographers performed curious photography and shooting
actions to express the scene link of "mobile phones can also shoot blockbusters”




TikTokZE 4 301 = §5 Z= 151 - SHEIN TikTok short video marketing case

T NBHATHRAARIR?
What ideas do influencers bring to us?

153
FFFE Unboxing iS4

500 %%

shoppaandrea_ Bei Shein gibt es den Zweiteiler fiir

15,00€."+

wtwop07190313688 | Anzeige...
| c VW
shoppa_sales Mega@®
=g

emmaanuellla -

iy 8

Show product performance

e
try on

- BE. BUSHNEY

Storytelling and down-to-earth material

- WBAEFNE AT =

A scene with characters close to life

© BAaHE M E TS

Easily find brand story direction



‘X\- v-) E ." )
KO

B \2-—(’& 1D 4 y Q;L:Eﬂ SOCIAL NETWORK

-ID umcer Marketing Traffic &

INFLUENCER =

R I T bk ]

P W o 2
A1




EHAAN & HTFREFN> WL

E-commerce content & social media e-commerce =2 Influencers are the hub

M ERNBEMESHAEZBNZOT 2. IRENLT = IBEHE F Ak influencer is the core node of content creation and social
communication. Grasp influencer = grasp the future of e-commerce

B 5 5 A B 1LE-commerce marketing content ML 3T EAARE &L Overseas social media e-commerce

NNNNNNNNNNNNNNNN

ramectspaper [y

« &

MEAEEIE g AR AEHE
Quality Content Creation ad soclal media communication
| ‘ i Walmart >}<

|- HOLIDAY
L B NG W G s e S WM W s W PIZT Influencer i wSHOP-ALONG
AR EE+L R LR + SPECTACULAR

Content Creation + STREAMING "
. Social Media Communication "'VFELTOMORROWW
i LOW @WALMART
PaXpoen TO TUNE-IN ON
YE0Xe' (’TikTOkuv-
BEREBR, BUMBERE, MImE Facebook Shop, TiktokiZ #EWalmart B %3215

Live broadcast e-commerce, short video e-commerce, Internet celebrities bring goods Live Stream Selling by connecting with Walmart



2T N/KOCH B RREARE H, REHEEW

Influencer/KOC content is endorsed by social media to promote sales conversion

2B
M
4]
KOL
\ETE
eting

T Kamh#r02 =

REHKRMLNE, 127 SHEHRIA large number of
KOL Marketing evaluations to enhance brand exposure

Expa nd Brand Awareness (B P17 6] +03 1548 & Promote website visits +
brand word searches
=| A=
| Tmﬁm\f\}ﬁf B W37+ S M8 5 + Googlet@ 2~ 45 + Facebook/™ £ Direct
ncree/?;tori site URL Access + Brand Word Search + Google Search Ads +

HERW
Sales
Conversion

Promote
Repurchase

Facebook Ads XXM ik 7 & Get website traffic

A=EXLTENUGCAHRMBIEES B A large number of authentic and
credible UGC content for trust endorsement
1EH FH FIESZ Promote user purchases

KR KELIAUGCH B &
Advertise with premium KOL Marketing UGC content

FeH & E L KE Improve ad conversion efficiency
HABAEE TS EENEE Social media official account activity operation
A, EHFFEH ]

mprove user stickiness and promote user repurchase



LR AR ASEIRAIR S [ gt

Influencer marketing Is a low-cost,
high-return investment

i
Influencer Marketing Statistics

o o)
50%

ML =G ROI (O o o) B ETUGCHBIIEE
: . 90 / EHAS BRI B 0%
Inﬂuencer Market|ng ESt|mateS O — Consumers trust UGC
SOpSE I Sy O content more than 50%
_ . . 90% of consumers trust higher than traditional
Eélﬁ%$}ﬁ =R recommendations from k media
L/UJEH:IHE'- %18 TGEI’J}E'%@TE \_ friends Y,
For every dollar of influencer
marketing budget, brands a
can bring up to $18 in ROI (O ) 81 O/
o/ ° O
7 1 /o — | w=EusmsEs
8 BEEERAHE
O BT A ST SR 81% of U.S. consumers
1975 5 trust
9 dati
GRB: nfuencematctunghub201s) waectersmesaenoe |\ onbospe

media recommendations




T SRR PCRAILTA SEVENS

How to choose high-quality influencers reasonably
(&4 PN 2T

The crowd structure of followers

14 G KE
Types of social media
platforms

2.m R K

Category Relevance

3T LERIR

Account Activity The size of the followers
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7 L
A

Platforms

Wi A

Introduction

HPiE
(MAU)

RERR

content form

AR2 R

User distribution
characteristics

HNAESIREE
#
Content
Drainage
Links

EHMR
Marketing effect

gARE
G
Influencer
Content
Creation
ao11114Y;

EEm¥E
suitable category




FEHREMREREES NI - Facebook&Instagram

Main social media channels and content formats — Facebook&Instagram

«E

< #instapot

ents post
packs, inciuding a Raffiecopter t-shirt,
the basic Rafflecopter subscription.

m thecleaneatingcouple - G handt

Giveaway ends tomorrow at 2pm EST. Winners to be announced shortly
thereatter. Good luck & have fun!

N « [terms & conditions ~ hitp://bit.ly/16aKIEY)
BORMANN

3

AN AN
panaki.gr @ 4 Nr

tripanaki.gr

Tr'}panakE

facebook Post
B F+3CE
(T % i)
Picture + copy
(you can put a link)

Instagram TR$H snapshot  Instagram 37 video
15FH4ERIR, 24/NEFR 3-60F I
(eT 3% £ igsEE) (TTH%i%)
15 seconds short video, 3-60 seconds short video
valid for 24 hours (no link)

(You can add a slide-up link)

Instagram Post
BR+XE
(FC4kz)
picture + copy
(no link)

Carrier & 10:44 PM -

Facebook @

ﬂ David Labiche
'y ;

Anybody want a job ,,great pay

ifs Like B Comment # Share

2 9 Goh Fang Yih shared Arsenal's photo.

'l

@ Arsenal

Here are #Arsenal's 2015/16 Premier League fixtures.
Which game are you looking forward to most?

AUGUST201S  DECEMBERZ0IS MARCH206

facebook Video
(T ik )

(you can put a link)

» . dark_emeralds
= Miss seeing you go Live!

a photosbyean bought a badge

) hey_sarah2002
e Welcome!

Buy a badge to support charleeatkins

@ v O

Facebook&Instagram live



FEM RS SHATR - Youtube

Main social media channels and content formats — Youtube

* YouTube * YouTube

» YouTube

as! on
=@ viviantiries

100+ GIFT IDEAS (my christmas wishlist 2020)

oxing & Demonstration
97,043 /R + 2020565148 6159 1177 PE
(' Hannah Meloche

b
\A’

DN

FHFa 30 AR 350
evaluation video Implant video

unboxing video
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P?ngworth

Other Influencer Media Channels and Content Expression Forms

Followiﬁ'&'gE For You

Bored inthe fiouse
A B '-\Qk
il l,- > L] b M

M Purple Flame -

@brittanytaylorr_ "'\

POV: Black Men Battling Mentallliness (audio

Jordan Temple) #homeproject #fyp
#foryoupage #blacktiktok #comedy

#yearbook2020 #foryourpage #blackmen
J1 original sound = Brittanytayl:

Tiktok video : , .
! N Tiktok EH & live streamin
15-60WATH, Tkl heeg

15-60 seconds short video, no links no links

ANKER

BRANDING | CORPORATE GIFTS

Review Of Custom Anker Power Banks And Portable Chargers

Your complete 2019 guide to Anker PowerCore power banks

3y Leo Victor Last updated Feb 20, 2019

e QOOOOO

Blog Post
EX AT, TTEHHNE®EE

Image-based, free to place links
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The main application scenarios of influencer marketing

I £ new arrivals hFEFE & brand voice SETIE| R activity dramage
2 e s ?rangjlﬁ’ﬂﬁc

1827 L Xiaomi FHl, BILARR Proton X507 !

arger Review

SERRE... B

o # Q we W PE

@3 YouTube
H g BR % M B SHEINZE Instagram _E

TANEHERL SR mEANKER

MmAkffnessyes 1182 /1 raxmisT, t1BTE NRFHEL Facebooldt ARk
Influencer marketing is an overseas technology brand ANKER NG Eﬁﬁi;ﬁ% kﬁﬂ@*ﬂ-{'—m %lﬁﬂ , WEIHRE

5IiRME
Xiaomi phones via Facebook social media
launch a machine purchase lottery to attract consumers
drainage purchase

important marketing channels for New Arrivals )
overseas clothing brand SHEIN on Instagram

1.82 million related posts, creating a huge
big brand voice
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Case: Opinion leaders promote the rapid growth of cross-border brands

N EREEEER P&

Word-of-mouth communication lays a
foundation for users

—rabciFIEERIBLOG, 1tOrolayEEHL EARXATESRE(IAIARIFA travel
blogger's BLOG makes Orolay sweep the wardrobes of fashion editors on
New York's Upper East Side

> f v @ ® N

«BLONDE - ABROAD

award-winning solo female trave! blog
acking guides. videos and

AAZREIE RO
ZEMutStrategiesiRiE 1
OrolayfEH% X E
qRYBER, ZTREN
Orolay>&it81 5 H1ITE
Strategies, a shopping
recommendation
website owned by
New York Magazine,
reported the news that
Orolay became
popular in the Upper
East Side of New York,
and inadvertently
brought more than
10,000 orders to
Orolay

Instagram

Strategist

The Unlikely Tale of a $140 Amazon Coat That's
Taken Over the Upper East Side

By Katy Schneider

A

AR R A Av@ariellecharnas fEins t
HESIINSESRTS, RRTHRALIRTHRIRIE, Amazon
Coathy= SHEELL

Immediately after the fashion class
millionaire v@ariellecharnas tweeted on the
ins to show, and was reported by the New
York Times, the name of Amazon Coat
became popular.

€he New Pork Eimes

The New Mom Uniform of Park
Slope

It involves clompy ol clogs and a mysterious strap.



iAﬁE'f?T@@J EE,;;J%{ZISEFE From viral spread to mainstream media coverage

meEEOMARPUCE
Occupy the user's mind in the form of
virus transmission

FELIFEHIAmazon CoatfkGYouTube, Ins&tt3z
e LT A/KOCHT iZFE After becoming
popular, Amazon Coat has been widely
recommended by small and medium-sized
influencer/KOCs on social platforms such as
YouTube and Ins.

. Tried to Hate the
s A\mazon Parka,
| 3ut It Won Me

GIVEAWAY! Orolay "The Amazon Coat” Honest Review - Sizing, Warmth, Fit | Style Dominat tion

(‘\ Style Domination

"AMAZON COAT"
WINNING WINTER

on coat has become the hottest of the season - for under $150 | GMA

é Orolay Women's Down Jacket 424699 $111.99

«  2fFjE), Orolay#¥i&iEtt. ABCHIEIEFEMEATEIRE,
fEimfkF. RENFHEMT B LIS B —H SRR
"J&M" In the past two years, Orolay has been
reported by mainstream media such as Reuters and
ABC News, and has frequently appeared on TV
programs such as Rachel Show and Oprah, becoming a
phenomenon-level "explosive product”.



Zfl: Webcamamh#RYiBIMERZhR

Case: Overseas Emotional Journey BrandWebcam

ImE&E&Background of the project::

FINEBRIRAR, B T MIBRRRSRZRAYS

BAWebcamm gk T FBN AR, F2
BRI ASHE, Tmﬁnnﬁﬁt—j'—:*ﬂj]'—ﬁwﬂﬁ]j]o

outbreak of overseas epidemics has changed the way people
connect and communicate.

It also brings new application scenarios to the Webcam brand.
Webcam hopes to use influencer marketing to enhance brand

o

affinity and influence.

oQvy

2o

londonbeautifullife = %

The Official London Eye

londonbeautifullife AD - Feeling
alone during quarantine?

PAPALOOK has put up more than 400
billboards around London to stay with
you.

If you have noticed it, try posting a
picture of PAPALOOK billboards (no
matter online or offline) with
#notalonepapalook on your social
media, and you may get an iPhone,
AirPods Max or Webcam!!

If the billboards are too far away from
you, you just need to post the street
view around with #notalonepapalook
on your social media, you may get an
iPhone, Airpods Max or Webcam!!

#ad #Papalook #Whatsworth

oQvY A

628 iREE

EdmizEE, FIIKRAMERBEREERIR
E%E’JW%%LE@H%%%&%’F@%X A TR
MRRERS BN 28 RIS T IR ROEERVIE S,
FAAmhERT TLL "EEERR" AEFRILIA
SR, HERMEEAFEFDF IR,
Through market insights, we found that
people rely more on online connections to
maintain emotional needs during the
epidemic. In order to highlight the brand's
idea of helping consumers better establish
emotional connections, we designed an
influencer marketing strategy with the theme
of "intimate connection” for brands to help
them enhance their affinity and influence.

—5HE, BiJEiSKOLLL "FEIRR" , HEEE!
{EBBYERkIAS. We invite KOLs to create
typical emotional scenes with the theme of
"intimacy".

B—FHH, BiBEIXLETES

i), REEUGCiER), EiEARS=RIEHIRIER
BREMEIURERIESUGCRABFIRRESHI).
We also launched UGC through online and
offline activities, inviting users to share
emotional connection stories during the

epidemic and use scene UGC content to
activelv narticinate in the interaction
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Activity results: low-cost leveraging huge influence

/ 4T N E$5E3B influencer marketing data
20N LT AN 1E#E, spread by 20 influencers

>110K1#Ei# views;

5{IYoutubers,

15fiInstagramers, 18N posts,

>90K 5%

O ANEMT S influencer creative \
advertising

CPMLE T A TEAME, A HHAI40%7KFE; CPMis

lower than market expectations, 40% of the

market level BRI IRTT T 2. 5. The

%

likes, benefit has increased by 2.5 times.
muhE R0 1)
X \ 15fi7Inst , 184 ts, >90K=%
sfirYoutubers, >110K3#E# views; L Peitag e ”[( Wi posts, >I0KE
ikes,
Abra Balan Peceva

r
E TR
N F- ’
38 ;
B

o
= 3

fconnectidroughpapalock | haven't hugged sy sum in
more than a year and my bds are playwng with thewr
grandma theough wdeo calls <0 | would love 1o see and
hug my mum in mmoedately after the lockdown is Over

a0 the tavel resteictices ace ed Papalock '




Allow "“Facebook"” to track
your activity across other
companies’ apps and

websites?

[Here, in addition to other screens,
Facebook can explain why users
should allow tracking.]

Ask App not to Track

Allow
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Now Is the "bad era” for traffic operations

0

O

k-3 %N bay mEBFALE T

soaring traffic costs traffic conversion rate drops
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How to brea(ﬁﬁe gam ;
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IR EN RN ERSEE%E
soclal media marketing thinking in the new traffic era

e B4 traffic thinking Fi P B4 user thinking
FIEMERIREL XERFPHMEEZESE

pay attention to the acquisition of traffic focus on the value operation of users



B B fa A2 A9 R T/ T\ The formula for internet branding success

LTV ' > CAC

& P2 5118 lifetime value of customer % P3kEUBR ZK cost of acquiring customers

BHM  EEEE BPRE EE MR REEE  RENA SHE BAX
customer price joint sales customer retention repeat purchase traffic channels traffic coasts CTR conversion rates
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Traffic thinking: focus on customer acquisition costs

L . B
KT

!
: Fluctuates with the industry average
!

|
CAC =
1000 x CTR x CO nv. r

costs I
| v
' X3 /5% 3t DU P A S
}_%/@U%EI‘JEE _ Website/Landing Page User Experience
quality of ad creative 4T A 5KOCES
\ o PR, ZLASKOCHH
[ &R SRS 5315 _ PR, Reds and KOC endorsements

advertising strategies and techniques By D A
Product Pricing and Offers



%&i}"{%’ﬂjz E/\]-ﬁ%%—' The secret to high conversion rates

PRAR/ KV { { .
/Iﬁ 5 H E 2 :
RN THE /\ = 5% 1S

good bran
experience

Trust

endorsements from

media/big V consumerS
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Brand Case: Influencer Content X Ad Helps Fashion Womenswear Brands to Grow Rapidly
2% =R Brand Story:
£33 FIL 2R S HDTCH % R A1 F20174 , %@ MAI T MHAE T K BT A A EN R OF
KeylieFkBERLAANNETRHABT T ALDHIMLRENGBEIAANE ., EREMAEHREE W7 EERR
BTEBTAENERE, ARZMNIAMERRENER, AAMETRN@ERNZENRTITARRE
WAL RS E N IRIFIE K, BEILARNBXEF ShtEE R, BBmMBIRIT 7270%+89
[TEEHMEIAKIBON ERFMEIRE, EIMNZmEFHEBIKED 300%+

DTC fashion brand focusing on North American light luxury was founded in 2017. In the early
days of its establishment, the brand gained a lot of fans and brand recognition through a large
number of influencers collaborations and endorsements from top influencers such as Keylie. It
has obtained very good data in terms of customer unit price and consumer repurchase. Due to
the lack of a path from recommendation to purchase, the increase in brand awareness brought
by influencers’ recommendation has not been effectively translated into rapid growth in brand
sales. Optimizing the marketing funnel through the influencer content X digital advertising has
helped the brand to increase the advertising interaction rate by 270%+ and the return on
advertising investment by 380%. Drive annual sales growth for the brand by over 300%+



1 —— . oo > N/ S [ S o |/
mhEERG) . AANRNBEXT S I 5 20 3% an bR PRI I
Brand Case: Influencer Content X Ad Helps Fashion Womenswear Brands to Grow Rapidly
mmhE R Brand Story:
T TIEERRFNIDTCH i MR F20174 , 1ZmhE eIz FIERAIE K EMNTAGTEUR BitKeylieFLBRBLANT BIRE T A H IR
EMRBINAE, ERENTIEREEWTEERE T EBEAENETE, RRZMNIAFMEIKRENIRT, LATETRNDENEZERR
TR B AL AL R RS E A RE K, BRI ABXEFZ SMAEER, BoRmEsn7270%+ 0 5 5x1x N2 380% &% A
ERTE. #EnZ s EkEs 300%+ R T7 % solution

2:06 T . 2:067 *

Instagram¥E 4 E AEH
FNIARBEFPE
recommendation of large

number of influencers on Ins
oy 5”‘&@%“

| ﬁ W7 .

AL brand challenge ISR SR T I

slamaEnRARean [l SHaNE—HEEEKn.
?F_glf'ty‘] ﬁﬁﬁ%ﬁ% El\] i_l;/: organic combination of influencer content and

: : . advertising tools achieves sales growth that
increased brand awareness did not effectively combines quality and efficiency
translate into increased brand sales

BEEM&EN =\
official model KOLW*&‘&IF_'T.AL. .
AR material & positioning KOL Content & Positioning

\

Interest
- ’

I CTR +270%f ROI +380%f

mll




Anker | Multi-Port Chargers | #UseAnkerinstead

5892,591)%M%E - 3 HHI

Need a charge but everyone else got to the outlet before you?
You could crawl around looking for an outlet or...
#UseAnkerInstead!

Learn more about PowerPort here: https://goo.gl/gQ9BvG
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SN ESIHZEET Introduction of Sevens Marketing S=V/=NS
Consulting
EINEXRASDTCREL BLESTiHE NSRS
The first domestic marketing consulting company with the
ability to sell DTC brands overseas

DTCRAEH
DTC content marketing

DTCamh&%Eik
build DTC brand sites

DTCRE8IEE

opt g )
DTC traffic marketing BIMINEH

overseas influencer marketing

HEESHIR TIRERIR S

smart marketing tools industry insight reports




FAi188{E#s Our Mission

MEBEIS 5 he s

Empowering Domestic Brands to Go Overseas

—— BEESREHMAOEBEBEE MO

Your trusted overseas marketing consultant
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