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Discussion: The Chinese Digital Landscape 1n 2024

China had 5.3 million welbsites in 2017. By 2023, this had dwindled to 3.9
million (CNNIC). Rather than using the open web, Chinese internet users now
increasingly spend their fime using apps — notably, multifunctional social
media platforms.

Meanwhile, Chinese social media are constantly developing to keep users
within the platform’s ecosystem, increasing functionalifies fo provide
connections, inspirafion, entertainment, and information — as well as product
purchasing and payment. Social media platforms in China also now function
as the primary search engines, with 300 million searches daily on
Xiaohongshu, and 800 million MAUs of WeChat’s search tool. In 2023, the use
of social networks for brand research in China increased by 10.8% year on
year (We Are Social).

As of January 2024, China has 1.06 billion social media users, accounting for
74.2% of the country’s population. The social media they use are uniquely
Chinese, led by the original “superapp.,” WeChat. Relative newcomers like
Xiaohongshu and Douyin have grown quickly and now pose real competition
in the fight for Chinese web users’ time and attention. Looking at how
Chinese travelers use social media and other digital tools, there have been
significant changes and fluctuations since the COVID-19 pandemic put a
hold on Chinese outbound tourism in early 2020. Travel brands that hope to
engage with and aftract Chinese visitors using online tools will need to
understand which apps Chinese travelers are using, how they are using them,
and which content forms and themes are most resonant and impactful.

Which platforms?

The rise of Xiaohongshu is one of the biggest shifts in Chinese online behavior
in recent years. This aspirational lifestyle platform boasts growth rates in
active users and conftent volume that far exceeds other social media (Ji-
Gua Data). Another way in which Xiaohongshu has seen significant growth
is in ifs relevance for fravel. Travel-related posts and searches for travel
content surged during the pandemic years, and this frend shows no sign of
stopping. In 2023, travel related posts were up by 273%. Now, the platform is
used by more than half of travelers (52%) to find destination information,
compared to 43% who use Douyin, 37% who use Ctrip, and 26% and 23%
who use Weibo and WeChat, respectively (Dragon Trail, April 2024 Chinese
Traveler Sentiment Report).

Douyin, the Chinese version of TikTok, has also become increasingly relevant
for fravel. In the first three months of 2023, searches for travel-related
content on the app increased by more than 300%, compared to the same
period one year earlier.

With longer videos than Douyin, BiliBili is gaining popularity among young
Chinese, taking up an average of 97 minutes a day for users. But its
relevance for travel is limited, and it is not used for promotion by tourism
organizations. At present, it is more oriented towards ACGN (anime, comics,
gaming, and novels) culture and science/fechnology.
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Discussion: The Chinese Digital Landscape 1n 2024

Despite the rise of other platforms, WeChat remains firmly at the top of the
Chinese social media kingdom. It's the most-used Chinese app and social
media platform, and also chosen by 47.7% of Chinese polled by GWI in 2023
as their favorite social media platform. WeChat's ubiquity for daily life in
China and usefulness for everything from work correspondence to paying for
dinner makes it irreplaceable — at least for now.

Weibo’s Instagram-like Oasis launched in 2019, but failed to make a splash.
While Weibo is not grabbing headlines or delivering the same growth rates as
newer plaftforms are, it still remnains an online space where things can go viral,
and is very much a public sphere. On Weibo, we see extraordinary spikes in
engagement with celebrity-related content, as well as mass oufpourings of
moral outrage — for example, against the British Museum for posting about
"Korean New Year” celebrations in 2023 rather than identifying the Lunar
New Year holiday as Chinese. As an open forum, Weibo also provides unique
opportunities for brands to communicate directly with consumers, and there
are recent examples of this in the travel sphere.

Competition is leading to continued development for all platforms as they
strive to remain relevant and profitable. A financially-struggling BiliBili is
investing more info live streaming in 2024. WeChat added its own video
channel in 2020 to stay competitive with Douyin. Meanwhile, Douyin and
Xiaohongshu are enficing users fo remain within the respective apps for more
of the customer journey, with increased e-commerce functionalities.

Commercialization

OTAs such as Ctrip and Qunar are the most commonly used channels for
Chinese tourists to book outbound travel itineraries and services, selected by
60% of Dragon Trail’s survey respondents in the spring of 2024. However,
booking though social media platforms such as WeChat or Xiaohongshu is
emerging as a common practice as well (chosen by 38%), revealing the
evolving role of social media in China’s travel market. In addition to being
sources of fravel inspiration and information, social platforms are also used
by Chinese travelers to directly place orders and make bookings.

WeChat has long been a “superapp” that can retain users throughout the
entire customer journey, from inspiration and research, through to booking
and payment, and then sharing the travel or product experience
afterwards. For example, a WeChat user with a search and video viewing
history of content related to Spain might first see a video posted by
Barcelona’s La Pedrera - Casa Mild on WeChat Channels. Then, they could
click through to Casa Mila’s Official Account to read articles for more
inspiration, and then open the attraction’s WeChat Mini Program to check
practical information like opening hours, compare ticket options, and
purchase tickets via WeChat Pay. This is one major advantage of the
WeChat ecosystem, but increasingly, other apps are adding commercial
functionalities fo compete.
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Discussion: The Chinese Digital Landscape 1n 2024

Between November 2022 and November 2023, there were 7.44 million orders
for travel products on Douyin, with order volumes increasing by 100% or more
for airlines, urban transport, hotels, and affractions. Airline orders increased
nearly ten-fold. (Ocean Empire 2023 Travel Data Report)

On Xiaohongshu, new advertising positions, designs, and options for brands
allow users to find and book products easily. For example, searching for “MSC
Cruises” on the app brings up an advertising banner with direct links to
several cruise products, above the search results field.

Video Content

In February 2020, WeChat added a new feature to its arsenal: WeChat
Channels, an open stream of short video content. This development was
meaningful for three reasons. First, it addressed WeChat’'s weakness as a
closed system by creatfing a public stream of short video content, making it
easier for content to go viral and for brands to get wider exposure. Second, it
emphasized the popularity and importance of video content in China. And
thirdly, by effectively adding its own in-app version of Douyin or Kuaishou,
WeChat showed that these short video platforms were starting to pose a
challenge in the competition for Chinese web users’ fime. 2022 saw a 350%
year-on-year increase in original content on WeChat Channels.

The popularity of video content shows no sign of abating, and short video is
the "no. 1 time-kiling weapon” for Chinese netizens. Now, 93.2% of 16-64
year olds in China watch videos online every week (We Are Social). On
average, short video users consume more than 150 minutes a day worth of
content, and short video is the stickiest kind of online content (Ji-Gua Data).

Spanish tourism brands that have prioritized video content as part of their
Chinese marketing strategies by opening WeChat Channels accounts
include Madrid, the Region of Valencia, Melid Hotels International, Casa
Mild, and El Corte Inglés.

Live Streaming

During the pandemic, live streaming for travel fook off. It provided
something to do for out-of-work tour guides and for grounded travelers
seeking a virtual escape from lockdowns through “cloud fravel.” For fourism
boards, live streaming was a way to showcase their destination to an
audience desperate for fresh content, and sew the long-ferm seeds of travel
inspiration. For travel businesses including OTAs, airlines, and hotels, live
sfreaming provided a much-needed platform to boost sales and stimulate
recovery.

As an example, Turespana ran a six-hour live stream on WeChat in May
2022, featuring both Seville and Barcelona. The live event attracted 450,000
viewers and generated 550,000 engagements, taking viewers to famous
attractions such as Seville’s Cathedral and Plaza de Espana, and La
SagradaFamilia and Barca Stadium in Barcelona.
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Discussion: The Chinese Digital Landscape 1n 2024

Fast-forward to 2024, and live streaming has remained a strategy for fravel
sales. The Trip.com Group, China’s largest OTA, held 14 live broadcasts in the
first five months of the year, with 500 international hotels participating. They
say they plan fo expand this into the “fens of thousands” over the next three
years — a stfrategy aimed at least in part in staying ahead of the competition
as social media platforms Douyin and Xiaohongshu start o expand into the
tfravel bookings arena. A February 2024 Trip.com live streaming event with the
Tourism Board of Thailand generated more than USS2.8 billion in sales. But
rather than an on-the-ground exploration of Thai tourism destinations, this live
stream was shot in a studio, with an e-commerce style.

While ofher kinds of live sfreaming content can deliver the authenficity that
Chinese travelers crave from online content, these broadcasts are not
popular the way they were in 2020 or 2021. Once promoted as a major
feature on travel app Mafengwo, their live streaming page is now relegated
to one of the very last content options on the menu, behind “camping” and
“hiking trips”, and as of June 2024, many of the top live streams on the page
date back to 2023.

Algorithms

WeChat Channels and Douyin push content to users with algorithms that
incorporate individual behavior on the apps. For WeChat, this includes which
official accounts the user follows, content they’ve interacted with previously,
browsing and search records, and content liked and shared by friends.

Douyin’s algorithm uses “user’s historical clicks, duration, likes, comments,
relays, dislikes and ofther behavioral data” to generate the personalized
video feed.

Both Douyin and Xiaohongshu use a decentralized fraffic distribution
mechanism that helps to even the playing field for small content creators
and large accounts, so that big brands don’t have a monopoly on what
users see. On Douyin, all content is allocated a certain amount of “basic
fraffic” once it has been published, where this content is served to a small
pool of users. Then, based on how the content performs among those users
in terms of completion rate (this metric naturally favors shorter videos), likes,
comments, and other engagement mefrics, the content will be served fo @
larger pool of users. This confinues unftil the confent fails fo meet the
threshold to progress to the next distribution level. What’s interesting about
Douyin is that content can continue to be pushed to new users for 90 days,
which is a long exposure period for a social media plafform, and offers more
chances for the post fo gain popularity and engagement.

Similarly, all content on Xiaohongshu gets distributed to 50-200 users once it is
initially posted. The performance of the content is then assessed, with a
“content engagement score” that places top priority on follows and shares
generated by the post, then interaction through comments, then “collects”,
and finally “likes.” With “collects” prioritized before “likes”, Xiaohongshu
rewards content that is deemed to be useful, favoring guides, itineraries,
and recommendations over confent that is merely aesthetically pleasing.
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Discussion: The Chinese Digital Landscape 1n 2024

Xiaohongshu also provides separate feeds based on accounts followed, an
“explore” feed with recommended content, and a "nearby” feed that uses
location-based services to push content from users in the area.

Communication: Social Media for CRM

Social media doesn’t just provide a platform for brands to push out marketing
messages — increasingly, employees use their personal accounts fo
communicate with and sell to customers directly. WeChat's primary function,
after all, is a chat app.

The use of personal WeChat accounts, as well as WeCom, as a CRM tool is
already popular in China’s fashion and beauty industries, and is becoming a
new trend for hotels and retailers in the fravel industry. Private chats can be
used to provide personalized services, and connecting on WeChat
Momentsalsoopens a new environment for marketing.

WeCom, previously known as WeChat Work, is a tool for office management
and corporate communication. It’s used internally at Chinese companies,
but also provides a platform where salespeople can connect to clients
through their WeChat accounts and publish to their clients” WeChat
Moments. For the company, one major advantage of WeCom is that all of
the customer data is retained and managed on the backend of the
company’s account - so if the employee leaves the company, the company
still keeps the customers’ information and can continue to re-market to them
in the future.

Beyond Daka: New Aesthetics for Social Media

A few years ago, the trend for young Chinese fravelers was "daka”, a
checklist-style of tfravel that involved visiting every must-see site and taking
photos fo document it on social media. Now, fravelers are more interested
iNn unigque experiences and avoiding crowds; they use social media to seek
out niche, off-the-beaten-track desfinafions found through word-of-mouth
recommendations and amplified by KOLs.

Tourism marketers can also tap info this desire for a more low-key fravel
experience. The Region of Valencia, for example, has recently published a
number of WeChat articles recommending small towns and villages where
visitors can appreciate nature and quiet cultural sites. The Region of
Valencia’s current WeChat content strategy is built around an emphasis on
niche destinations, nature, authentic local food, and slow fravel.

In China, the destinations currently most in favor with young and frendy
fravelers all have their own unique selling points. The city of Zibo went viral
for cheap and tasty barbecue, while the ancient capital of Xi‘an is a
hotspot for dressing up in historical "Hanfu” clothes, and Harbin attracts
fravelers with its annual ice and snow festival. Destination marketing to
Chinese tourists now needs to communicate clearly what sets a destination
apart from other places and stands out as a special experience that one
can’t get elsewhere.
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Discussion: The Chinese Digital Landscape 1n 2024

China’s new “small town literature” tfrend provides a sharp contrast to daka
fravel. What the two have in common is they both require documenting the
experience with photos shared to social media. But the aesthetics couldn’t
e more different. In daka, tourists pose in front of famous backdrops,
looking joyful or glamorous or cute. In “small town literature”, young Chinese
try to look moody and wistful, seeking out run-down or messy urbban
bbackgrounds, and hiring professional photographers to create portraits
imbued with melancholy and nostalgia.

Authenticity

When they travel, Chinese consumers are now seeking out authentic, local
experiences that can give them something beyond a superficial tourist
itinerary. And this search for authenticity is also one of the biggest trends for
Chinese social media marketing.

One way that brands are creating more authentic — and cost-effective —
marketing content is by leveraging employees. For example, AirAsia is
receiving high engagement on Xiaohongshu in 2024 for short videos about its
cabin crew'’s daily lives. These short videos, flmed by the crew using their
own phones, feel more intimate to the audience than professionally shot
content, helping to create a friendly image for the airline.

In the retail sphere, individual branches of a large chain may be
encouraged to open their own social media accounts — the number of
followers of each account will be smaller than for the

mMain brand account, but together the numbers add up. The posts are more
localized and feel more authentic coming from just one shop, and therefore
receive higher engagement.

The decision by brands to work with KOCs (Key Opinion Consumers) rather than
KOLs (Key Opinion Leaders) is similar to individual shop branches running their
own social media accounts — the reach of a KOC is smaller than that of a KOL,
but the results can actually be better because the audience is more fargeted
and engaged, and the content is perceived as more authentic.

Community

The importance of community and direct people-to-people confact on
Chinese social media is another trend that relates to this stress on authenticity,
and a preference for content that is less polished and more “real” than a
tradifional marketing push.

Xiaohongshu places a high value on user generafted content — the platform
boasts 80 million content creators, and 90% of the posts are UGC. Xiaohongshu
users feel more confident about products that they see in UGC, and also
perceive this content as more interesting and aufthenfic.

On Weibo, employees of local tourism boards now use their personal accounts
to interact directly with travelers, answering questions, sharing local information,
providing assurances about local safety, and responding to complaints. In this
way, social media becomes a platform for fwo-way communication, rather
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Discussion: The Chinese Digital Landscape 1n 2024

than just one-way, hard-sell marketing messages. That said, though, another
type of “community” on Weibo are celebrity fan groups, and posts featuring
celebrities in a tourism destination or acting as an official fourismm amiassador
can receive staggeringly high traffic and engagement.

This role of social media as a community can also be seen clearly through
users’ tfendency to use the platforms as “mutual support” networks and
crowd-sourcing forums. For example, a first-time traveler to Europe might
publish a post asking for advice about the best-value destinations and other
tips. Or a traveler in frouble might ask for help and support — anecdotally, one
Xiaohongshu user in Turkiye in 2023 who ran into trouble with his bank card
was able to find help from other Chinese within a few hours of posting online.

The community aspect for social media for travel is similar to how Chinese
travel websites Qyer and Mafengwo were used a decade ago. In addition to
sharing and asking for travel advice and recommendations, Xiaohongshu
users also use the app as a way to meet new fravel companions.

Xiaohongshu'’s emphasis on useful information and recommendations has
turned Dusseldorf, Germany into a hotspot for the Chinese diaspora
throughout Europe, in search of authentic Chinese food. Students and
professionals abroad offen use the app to find and share useful information
with others in their community, and Dusseldorf and its wealth of Chinese
restaurants went viral in late 2021 among Chinese craving tastes of home
and unable o travel back to China due to COVID-19 travel restrictions.

Conclusion

China’s digital landscape is a unique and dynamic one. The way users
interact with online content and with each other is always evolving, and
plaftforms themselves are always adjusting and adding new featfures 1o keep
up. Social media platforms are generally open places, where connections
and communifies are formed, and information and advice is sought out
through crowdsourcing and increasingly powerful search functions. At the
same fime, these same social media platforms are adding and enhancing
functions to become more like WeChat's closed-off, all-in-one, walled-
garden environment, where users spend longer and have fewer reasons to
leave.

In ferms of outbound fravel in the post-pandemic era, we expect to see
more reliance on UGC and KOC content for finding recommendations and
seeking out unique destinafions and experiences. Overseas travel brands
should consider the ways in which they can use Chinese social media
platforms to connect and communicate with Chinese visitors — whether
that’s by private chat or in a public forum — and how to showcase
themselves as authenfic and unmissable.

Dragon Trail International
June 2024

f=£4 Dragon Trail

ﬁi& INTERMATIOMNAL



WeChat

4 Dragon Trail

e N TERMATIOMNAL




WeChat

WeChat, created by Tencent, is China's versatile app for
messaging, social media, and mobile payments, known as
the "app for everything" due to ifs extensive features. With
more than a billion active users, it's a super-app infegrating
messaging, social media, payments, e-commerce,
gaming, and more, dominating daily digital inferactions in
China.

For global marketers, WeChat's massive user base offers
Immense brand engagement opportunifies. It leads In
social commerce, with many users shopping on fthe
platfform, and is an innovation trendsetter. WeChat's
iINnfegrated services provide a seamless digital experience,
influencing global trends with live sfreaming and mobile
payments. Its mini programs dllow brands fo offer
INnferactive  experiences  without  additional app
downloads, and it provides valuable insights info Chinese
consumer behavior.

7y

WeChat is more than a messaging
app; iIf shapes consumer behavior
and sefts digital frends in
communication and e-commerce.
Understanding WeChat is crucial for
marketers to engage the Chinese
market and stfay ahead in the
evolving digital landscape.
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"\ WeChat

SUMMARY

China’s omnipotent
all-in-one super app

KEY FEATURES

Messaging, Social Media
and Mobile payments

COMPARED TO

f

*Source: Statista, 2024
**Source: Statista, 2022

CHINESE NAME

MONTHLY ACTIVE USERS

1.34 billion*

DEMOGRAPHICS

Female
A7% Male

93%

LAUNCHED OWNERSHIP
2011

Tencent 5

22.3% 22%
19.2%

Below 24 25-34 35-44 45-54 55 and above

26.5%
19.5%

1%
T1 & New Tl T2 T3 T4 and others
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WeChat Eco System

WeChat Eco-System

(4 N \
.. \../

Official
Functional




WeChat Traffic Flow ’ '

We are not frying fo confuse you or complicate matters, but the flow of tfraffic is so

crucial that every enterprise relies on it fo manage both public and private traffic. This
Is a battle for fraffic dominance, where the winning brands are those that can capfure
more fraffic and refain if, effectively managing their customer relationships.

Jo
Paid Ads WeCom
Public Traffic
Priv
QR Code
Offline/H5 WeCom
I\ S > b)
Search Official Account
Public Traffic J

Public Traffic

WeChat Channel
Livestream

l

— — //,
- WeChat Channel Paid Ads
WeChat P
Mini Program et-hatFay & Channel Store
A A
. A ) .
Private Traffic
Public Traffic
y
y

Public Traffic




WeChat Crucial Numbers

45 Billion 9.35 Billion 9.45 Million

150 Billion 100 Million 813 Million

Source: WeChat, 2023
Source: Tencent, TechCrunch, 2023
Source: Daxue Consulting, 2023
Source: QuestMobile, 2022
Source: QuestMobile, 2019
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WeChat Personal Account
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This is what Chinese people use

WeChat Personal Account - Functionality every day for purchasing goods,

Chats Page |
Discover Page

tfo discover what's
new in friend
Moments, Channels
and Top Stories.

Also access to Search
and Mini Programs.

Discover Page

Personal Chats
Group Chats
Subscription List
Official Accounts

tfransportation and transfering
money to friends. Other services
can also be accessed via this

page.

WeChat Pay

Services

Wallet
¥194.82

A private social media
sfream, exclusively
displaying posts from
friends with the
exception of paid ads.

¥4 Dragon Trail

INTERMATIOMNAL




WeChat Personal Account - Reqgistration Step by Step

| steol JE steo2 QN step3 QR stepd QL Step5 L Steps

Download and Tap to sign up via Tap Make sure to Fill in your mobile Agree fo the
install WeChat on your phone number ~Country/Region select your region phone number privacy policy
the Apple App or a Facebook “ to the next linked to your and desired then hit "Next.”
Store, Google Play account. We step. mobile phone password
or WeChat officiall recommend to use numbper.
website: your phone

www.wechat.com number.




WeChat Personal Account - Reqgistration Step by Step

Step 7

Follow the insfructions
fo pass the human-
computer verification

Step 8

Ask a WeChat user who
fits The below criteria to
scan the QR code 1o

« You can send the screenshot
of the QR code to your friend

« The QR code is a dynamic
code fthat expires affter 3

mMinutes once it's activated.

complete the verification,

Enter the
verification code
received by SMS
DO NOT hit back,
otherwise the QR
code verification

will be wasted.

Tap to Back to Sign up
DO NOT leave this page
after being verified. If
you exit, the QR code
verification will be
wasted.

You have your
personal WeChat
account now!



WeChat

WeChat Personal WeChat Official

Personal Account vs Official Account

In the following slides, we will discuss the benefits of WeChat
Official Accounts. However, in this secfion, we aim fo
highlight the differences between WeChat personal and
official accounts and also argue for the advantages of a
company maintaining a WeChat personal account.

WeChat Official Accounts have strict limitations on how
often they can send messages to their followers. In contrasft,
WeChat groups can accommodate up to 500 members and
have minimal restrictions on message frequency.

As a result, numerous brands are creafing group chats filled
with KOLs or their most dedicated followers. Some
employees serve as moderators or community managers,
regularly posting content and interacting with fans. This can
also be achieved using WeCom.

It's all about private traffic.
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WeChat Official Accounts
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WeChat Official Accounts

What is a WeChat Official Account?

A WeChat Official Account, also known as a WeChat public
account or in Chinese, is a feature within the WeChat
messaging platform that functions similarly o a Facebook Page. It
allows individuals or organizations fo create a public profile where
they can publish content, affract followers, and sell products and
services. These accounts serve as a vital communication channel
for account owners to influence, engage, and interact with their
audience.

Case Study - La Pedrera
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WeChat Official Accounts - Verification

Why Verification?
As a brand, obtaining verification on WeChat is crucial. The small
blue checkmark (right image) assures users that the account is

the genuine brand and its content is authentic. Nonetheless, the
process to get verified on WeChat can be quite intricate.

Different Procedure

Brands have the option to secure verification on WeChat using
either a mainland Chinese business license or an overseas
pbusiness license, though the procedures and outcomes differ.

In contrast To mainland accounts, those from overseas can only
establish Service Accounts. Verification for Subscription Accounts
Is exclusive to those with a Chinese business license. Brands may
opt to employ a third-party infermediary to set up the account as
a workaround for this issue.

Case Study - Turespana
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WeChat Official Accounts - Overseas Verification

Step 1: Materials you need to prepare

« WeChat Verification Letfter with Official Seal

« Company Registration/ Business License

« Contact Person/ Contact Information/ ID card
« Payment Method

Step 2: Information and Payment

« Company Registration No.

» Enterprise Registered Address

« Upload Business License

« Contact Person Contact Info

« Contact Person Mobile Phone Statement
« Contact Person ID Card

« Account Name for Fufure Use

Enable WeChat Verification X

The below materials are required to enable WeChat Verification, Make sure you have these pr

epared before beginning the application process.

(1) WeChat Verification Letter with Official Seal (electronic version)
FEH R EEEAEAE SEEAEAE EERAGESE BiEiOEEE SRS,
=RESEES, HesFeTERTEEE.
EfALEEE, & rEERErNsE LR RETREET A RiErmELEH, B
{ELE=FeEilEEaEsRi g

@ Qualification Documents
s mliEA (EfirEEE A
AR (s 8 (EElliFehrEy

(3 BEAFESEHR (#5E)
SEREAFVEESHRRTEEM, o HEATNAREERS (BNEAE) . URTEEIE
E'ﬂ
EEAFERASSAEEE A AME. BESE. B TRRYE5ERE.
AENAEETRREaETUER. BiESH. B TEN8EcES.
RiTF (BEECENEREE) IERSaEREAME. B ENEHIES.

@) BEASHDSIERE (#3E)
BEEZASHITRENERE SESEE A ENTNEERNEEELE.

(5) "Trademark Registration” and "Trademark Authorization" (optional)
MBLaSEasBmEin EEHERTHE

@ WA

EEE A ERRTE= A

(7) FEirEssl

Visa., MasterCard, JCB. Discover. Diners Club. China Union Pay. American Express

| understand. Begin application.
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2 Types of WeChat Official Accounts

WeChat Official Account WeChat Official Account
Service Account Subscription Account

Articles, Images,

Content Types Audio. Video. Livestream Articles, Images, Audio, Video
: : 4 times/month 1 fime/day
Publish Times 8 arficles (at most)/time 8 articles (at most)/time
Push Method Chatting List Subscription Message
Push Notification Strong Notification WeEl i SUloseipien

message sfream

Verify by a person? No Yes
Open WeChat Pay Yes No
Register Mini Program Yes Yes

4 Dragon Trail
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WeChat Official Service Account

Service Account Service Account
in Chatting List Landing Page

]

Click into WeChat Article



WeChat Official Subscription Account

Subscription Account . 1
in Chatting List Subscription Messages

O

Click into WeChat Article



WeChat Official Account - Functionality

Once you have set up and verified a WeChat Official Account, you can create a variety of content and
features within the account, similar to designing a welbsite. This allows you to attract new users and maintain
Interaction with existing ones, thereby increasing brand influence and facilitating transactions.

However, achieving this is not easy, as the WeChat platform is vast and complex, requiring a well-considered
tactical strategy for effective operation.

Case Study - La Pedrera o
niro
AcCO‘-‘“*
Mini Program

WeChat
Article

Ar‘\'.\C\e

List

.EIJ‘E.’ Trail
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WeChat - Overarching Social Strategy

WeChat Social Strategy

This is a general strategy applicable to all WeChat accounts,
though it may need fo be adapted for individual account specifics.

Content Creation Engagement Data Analytics
r N\ N\ N\ A

« Creation of relevant
content for Chinese
audience;

« Social media
campaigns with all
marketing data
collection

« Optimization of all the
account functionalifies

« Yearly H6 Campaign, if
required

« Articles by themes:
popular topics,
experiences, offers,
facilifies, and
cooperation. The
brand value will be a
common theme
throughout all the
content;

« Leverage UGC and
brand official content

« Branded design
tfemplates

« Monthly Interactive
longform article

« Partnerships with KOLs
(and relevant travel
channels)

« Seek strategic third-
party co-promotion
opportunities;

- Monthly engagement
campaigns

« Monthly performance
report — content, fans
and account analysis

« WeChat marketing
data management:
collect & manage user
engagement dataq;
generate insights to
optimize marketing
sfrategy on all
channels

« Competitors Analysis

« WeChat Ranking




WeChat Official Account - Menu & Welcome Message

Welcome Message includes brief Set up a navigation bar for

infroduction of the account with WeChat and update it as on-

call fo action (either fo dive deep demand content is published.
in the account or click fo buy)

In La Pedrera’s case, they
included general
intfroduction of Casa Mila,
history & cultural
heritage, user
experiences and useful
information. Users will be
directed to the WeChat
arficles once they click
on the menu,

In La Pedrera’s case,
they embedded the mini
program in the welcome
message, and
encourage followers to
buy fickets through this.

Case Study - La Pedrera

§=k4) Dragon Trail
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WeChat Article - Content Pillars

D D GRIED

To effectively manage a WeChat
account, it's crucial to identify the key
topics you want to share with your
followers and understand which
subjects resonate most with your
target audience. Concentrate on
these areas, striving for a harmonious
pblend of brand-centric and audience-
engaging content.

Additionally, establish a consistent
posting schedule for each fopic to
avoid inundating your audience with
repetitive content.

4 N\ A
« Hotel brand story « Restaurant story
« Hotel Unique  INn-season dishes
Selling Points « Stories behind the
« Dining dishes
« Facilities and staff « Chefintroduction
« Activifies « Activities
« Special offers « Special offers
« Member benefits
. J U J

Tourist Attractions DMO/NTOs

(

o |fineraries

« Tour guide

« Aftraction
infroduction,

« Useful information

« Affraction
highlights

~\

(

Travel
destinations
Culture
Festivals
People
Travel Routes

~\

7

\

« Brand sftory

« Detailed
shopping
experience

« Food & Beverage
info

« Special offers

« Member benefits

« Travel guide

Here are the
content pillar
suggestions for
key players.

§=k4) Dragon Trail
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WeChat Articles - Different Design Style

To elevate your communication on WeChat, consider
selecting varied content types or arficle formats infegrating
multiple touchpoints, aligned with your specific objectives.

Achieving exceptional account optimization is crucial for
effectively engaging with your audience on WeChat. This
enables you to explore and test diverse formats and styles
in your WeChat articles and marketing campaigns.

The case study of La Pedrera on the next page demonstrates
various types of WeChat article formats, ranging from basic
to sophisticated, and from standard fo highly engaging.

&P Translate Full Text >

E7H i DEREAREIETA]
| =

P U B2 & Y S5 BEAVIE T 1514
HE ZOENELHE
FEEMZE S AT Z K 57
vt 1 TR 358 72 28 B B9 X AL A B

J=k4) Dragon Trail
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WeChat Articles - Different Design Style

Words+images Words+images Designed Images Long-form Long-form Infographic
No Design Basic Design + Words Infographic with SVG
. Pros: Pros:
Pros: Pros: Pros: - , - .
. Easy to format . Use third party platform . Simple design posters - Sophisticated designed . Sophls’nclo’red de3|glnedl
to f ; " that can be tailored 1o article that can be article with SV animation
| © format, can choose content tailored to accounts and that can be tailored to
Cons: . different format styles content style accounts and content style
) \l\/lefry ST’Jranchrgrdlzed " o Cons: « More aftractive « Most atfractive and engaging
- Nof attractfive enoug ons: -
to Co’rlch audience’s . Limi’red design style y L'r:”i(lj v]:/orldlng, not Cons: Cons:
attention . ST'!' not OCCCIDU”T‘ Suir,ol e toriong . Will take longer time and . Wil take longer time and
failored design arficies more effort to design more effort to design
« Will be confusing if the

animation is not well-
designed

| | | | | | | | J=k4) Dragon Tra
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WeChat Channels
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WeChat Channels

WeChat Channels serves as a platform for
viewing video content, resembling Instagram.

WeChat Channels are inherently public, in
contrast to the private nature of WeChat
Moments, which are only visible to one's
contacts.

WeChat Channels offer seamless infegration
with WeChat Official Accounts and WeChat
Pay, providing a convenient experience for
users. By linking their Official Accounts with
Channels, businesses can streamline the
purchasing process without requiring users o
switch between apps.

x LR EN S
(R —

CopA
daal Beijing

AL F IR REE
Official Account: FEII FE IR HH

19 original content(s)

12 friends following

+ Following

Homepage Videos Replay

Latest Videos

oo

J=k4) Dragon Trail
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WeChat
Channels

SUMMARY

WeChat public short video
plaftform, benchmarking
Douyin and Kuaishou

KEY FEATURES

Short Videos
E-commerce

COMPARED TO

*Source: QuestMobile, 2022
** Source: 2022
*** Source: Tencent, 2022

CHINESE NAME

DAILIY ACTIVE USERS

813 million™

DEMOGRAPHICS
By age, 2022**

60+ 51-60 41-50 31-40 21-30
By city, 2022**

Tier5 Tierd Tier3 Tier2 New Tierl
Tierl

LAUNCHED

2020

OWNERSHIP

Tencent 5

Al Recommended
Video Views™™

Criginal Content™*

Creators (10k Followers)™*

J=k4) Dragon Trail
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WeChat Channels vs Douyin vs Kuaishou

Different video platforms cater to distinct user demographics and content styles:
Douyin focuses on creativity and personalization;
while Kuaishou highlights authentic life experiences and interactivity.

Kuaishou

« Focus on public traffic

o Lifestyle-oriented,
relatable, and covers a
wide range.

« Covers both urban and
rural areas, with strong
interactivity.

« Social connections plus
algorithmic
recommendations.

« Advertising, live-stream
commerce, and social e-
commerce

J=k4) Dragon Trail
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WeChat Channels - Set up

Create WeChat Official Account.

Verify the WeChat Official Account.

Regqister a personal WeChat account with Chinese mobile phone
number in mainland China.

Create WeChat Channel with the new personal account.

The administrator of the WeChat Official Account scans the QR code
generated by the WeChat Channel. Or, go to the WeChat Channel
assistant welbsite on a computer: channels.weixin.gg.com to complete
the verification.

Dragon Trail



https://channels.weixin.qq.com/

WeChat Channels - Post Video

Choose a video or film
one, fill in the information,
then hit post

« Go to the WeChat Channel
Assistant welbsite:
channels.weixin.gg.com
Operator scans the QR code to
login,

« Click "Post Video”

« Upload the video

o Fill in the information of the
video

« Enter the text (description)

« Hit post

Enter the Channel Tap on “Post Video”

in Discover f=£4 Dragon Trail
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https://channels.weixin.qq.com/

WeChat Channels - Normal Videos

As previously mentioned, WeChat Channels serves as an open
plaftform for short video content, facilitating a public stream
that enhances the potential for content to go viral and
provides brands with increased exposure. Consequently, if the
content is both compelling and popular, it can easily propel
brands info viral ferritory.

Geneva Tourism - Chinese New Year

A notable case study comes from Geneva Tourism, featuring
the director of the tourism board donning a fradifional
Northeastern Chinese padded jacket during Chinese New
Year, in a challenge to Chinese internet celebrity Li Mei Yue.
This act of creating a dialogue around a tfop trending topic in
China, coupled with the striking visual contrast of his outfit,
sparked a significant online buzz.

Analytics reveal that videos featuring the mayor in the floral
padded jacket typically garnered thousands of likes, a major
contrast fo the mere double-digit likes that ordinary videos
received.

Geneva Tourism

i=r4 Dragon Trail
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WeChat Channels - Live Streaming

WeChat live streaming supports account-based video
broadcasts, aiding businesses and creators. In March 2020,
WeChat and 52 tourism boards launched a digital tourism
initiative using WeChat's features, including live streams of
global desfinations.

Visit Sweden - Caich the Aurora

 Livestream title: “Catch the Aurora”

Duration: 13 hours

Audience count: 260,000

Number of likes: 1,500

Number of clicks on Visit Sweden’s post: 4,489

In February 2021, WeChat Moments and Visit Sweden teamed
up to live stream the Aurora Boreadlis from Sweden. The event
drew an enthusiastic international audience, with hundreds of
thousands funing in to witness the natural wonder. WeChat's
official account supported the event by featuring a call-to-

action button for the live stream and initiated the topic “Who
comes with you to view the aurora” 1o enhance viewer
inferaction.

Visit Sweden




WeChat Channels - Commercialization

WeChat Channels are an integral part of the WeChat
ecosystem, seamlessly integrating with WeChat Official
Accounts, Mini Programs, WeChat Search, and WeChat
Pay.

Local Travel Agents

Leveraging its robust infrastructure, WeChat has been
actively promoting the commercialization of WeChat

Channels. In 2022, WeChat debuted the "Channel Store’,
enabling direct sales for merchants within video accounts.

Now, WeChat Public Platform users can use the same
account to open WeChat Channels stores and Mini
Program malls. These channels can interconnect, providing
convenience for brand merchants in managing user
operations.

§=k4) Dragon Trail
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WeChat Channels - Content Strategy

Opening a WeChat Channel is not easy, and once it's
established, it must be operated confinuously, or it will
be difficult fo maintain sustained attention in the
public domain fraffic.

The volume of video assets on the video channel also
determines the difficulty of operating it. Many
accounts do not have so many videos, so it is quite
difficult to maintain the Channels account.

It is recommended that tourism bureaus or tourist
destinations, while having a large numlber of video
materials, invite professional marketing agencies to
help edit and localize video materials. At the same
time, KOLs can be invited to visit the local area for
shooting and promaotion, and these KOL materials
can be reused repeatedly in the future.

Tips for WeChat Channels
Post Descriptions

« Title - Be concise and clear, similar fo Instagram.
The first lines are key, so make them count.

« Hashtags - Use hashtags wisely for better visibility,
though they're less crifical here than on other
plafforms. Choose a few relevant ones, like your
brand, campaign, or general theme, and place
them af the start or end.

« Partnerships - Mention other Channels for
partnerships.

« Pin the Location - Adding location can enhance
visibility, out it's optional.

« Link - Include a link to drive fraffic to official
accounts. (You can find the link within WeChat
by opening the article, clicking the upper right
..., and selecting '‘copy link." ) Or Link to live-
sfreaming events for real-time engagement.

=f4 Dragon Trail
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WeChat Mini Program
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WeChat Mini1 Program - Features

! = = ” /Instqnt Access: Users can access Mini Programs instantly, which is\
tht IS G Mlnl PrOngm - particularly useful for services that are needed only occasionally.
Reduced Storage: Since there's no need to download or install,

Embedded within the WeChat app,
Mini Programs help save storage space on the user's device.

WeChat Mini Programs are easy-to-use
applications that do not require any
additional downloading or installing,
providing a smooth and trouble-free
user experience.

User Experience: The user experience is streamlined as users can
switch between chatting and using Mini Programs without any
hassle.

Ecosystem Integration: Mini Programs are deeply integrated into
the WeChat ecosystem, allowing for features like messaging,
payments, and more to be used within tThe same platform.

Thanks to WeChat Mini Programs, users
can conveniently tap info a variety of

services and content with just a few
clicks, all without the need to switch
petween different apps on their mobile
devices. This fluid integration into the
WeChat ecosystem offers a practical
and uncluttered method for users to
quickly and easily access a multitude
of features and functionalities.

Business Opportunities: For businesses, Mini Programs offer a new
channel fo engage with customers, provide services, and drive
sales without the overhead of developing a full app.

Development and Maintenance: For developers, creating and
maintaining Mini  Programs can be less resource-infensive

Q:ompored to full-fledged apps. /

Features and Functionalities

§=k4) Dragon Trail
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WeChat Mini Programs - Limitations

Although Mini
Programs offer
distinct features
and unique
functions, they still
have certain
limitations.

/

Limited Functionality: They are designed to be
lightweight, so they lack the advanced features of full
apps, which can e limiting for complex bbusiness
needs.

Dependence on WeChat: Mini Programs are exclusive
to the WeChat platform, making businesses
vulnerable to WeChat's policy changes and plaftform
updates. Additionally, coding can be difficult due to
Tencent's unique Javascript for Mini Programes.

promoting Mini Programs relies heavily on social
media, posing challenges for businesses with weak
online fooftprints.

\_

Discoverability Issues: Lacking presence in app stores,

~

o NTERNATI
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WeChat Mini Program - How to Access Thep,

pf"og,., efOpe one

X / €a
WeChat Mini Programs have the following six major entry points, a/::;chpOI fs: Ceqs . Fany has
and users can enter the Mini Program through these tfouchpoinfs. s be ac ° 7'/70, th °'7$/de,, echar
However, the location of different entry points determines their Cessed € Mi,,,- p Where to Mfm’
probability of being used, which will also vary. ' P°9Pa,n Canser

27% 15% 5% 14% 9% 6%

Drag Down Welcome Search WeChat share to Chats
Menu Message&Menu Result Arficle

| | | | | | | | | | Dragon Trail
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WeChat Mini Program Case Study

DMO
Lucerne Tourism

Sections in Mini Program
« Attractions/Food/
Shopping/Hotels

o Travel Tips
o Itineraries
« Recommendations

Afttraction

La Pedrera - Casa Mila

Sections in Mini Program
« Aftraction Introduction
o Ticket purchasing

o My Tickets
Good case study of

MP with purchasing
online function

Airport

Aena Airports

Sections in Mini Program
« Airport fransportation
« Airport dining/shopping
« Shopping cart
« Customer service

Good case stu
of MP with
customer serv

§=k3) Dragon Trail
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WeCom

J=k4) Dragon Trail

ﬁi% INTERMATIOMNAL




WeCom

Klook Travel WeCom

What is WeCom?

WeCom, previously known as WeChat Work, is a
tool for office management and corporate
communication. It's used internally at Chinese
companies, but also provides a platform where
salespeople can connect to clients through their
WeChat accounts and publish to their clients’
WeChat Moments. For the company, one major
advantage of WeCom is that all of the customer
data is retained and managed on the backend of
the company’s account - so if the employee
leaves the company, the company still keeps the
customers’ information and can continue 1o re-
market to them in the fufure. This is more commonly
utilized by Travel Agents and DMCs

k3 Dragon Tra
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WeCom - Customer Service Features

el Moments Promotion Customer groups Mini P
Nl Frogram
Customers 9 9
 Directly add customers' WeChat, « Post promotional information, « Manage WeChat customers added « Enterprises can develop WeChat
provide services through single product dynamics, professional by members, and reassign mini-programs that can be run
chats or group chats. knowledge and other content to customers of departing members. and used in WeCom. They can
customers' WeChat Moments, and also be sent to customers directly
inferact with customer reviews. through WeChat messages.




WeChat Advertising

/

J=F4 Dragon Trail
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WeChat Advertising Formats

Displayed in WeChat Moments with Displayed in WeChat Channels as Displayed in the subscription Displayed at different points while
an ad icon video stream content. information list and articles of the using the mini-program. - Displayed on top when the
« Regular size Images and videos « Short video official account « Splash ads keyword is being searched
« Images with functional buttons * Live streaming « Image with redirect button « Splash ad with rewards for
« Large size and innovative image « Carousel of images « Video inserted in video viewers
presentation content « Banners inserted in mini-program

I=£4 Dragon Trail
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WeChat SEO

Channels for brand's
independent operation
and management

Channels for brand's
organic acquisition

Channels for brand-
paid advertising

Advertising, KOL/KOC
placement

User-generated
content

Official social media
accounts

. Precise audience

targeting « Short duration, . :
. . - Precise audience
- High user quick results, taraetin
engagement . Strong brand getingd.

. Strong engagement

trol
control over . High credibility

content

. Strong brand
control over
content

Broad audience reach,
Hard to see short-term
weak engagement,

results high investment

Requires long-ferm
accumulation, weak
control over content

Depends on the
manpower and time High Free
investment

« WeChat is one of the most important owned media channels.

« SEO within the WeChat ecosystem has become an important
stfrategy for brands to increase visibility and expand their
influence.

- The data from the WeChat Search Data Dashboard can help
brands better manage their Official Accounts, Video
Accounts, and Mini Programs.

« Search rankings also impact brand's marketing performance
within the WeChat ecosystem.

@ Dragon Trail
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WeChat SEO Strateqgy - Even if the budget 1s limited

Account Setting & Verification

. Account name: The brand name or @
combination of the brand name and
keywords is recommended.

- Account description: Emphasize the
products/services and core selling points.

. Verification: Verification can enhance the
credibility and professionalism of the
account.

Avoid Behaviors that Lead to a

Decrease in Ranking

- Factors affecting the main content:
extensive advertisements, illogical
redirection links, efc.

. Directly copying content, plagiarism,
clickbait titles.

. Using generic keywords excessively,
keyword stuffing, impersonating well-
known brands.

Consistently Produce Valuable
Original Content

Clear and understandable titles closely
related to the theme of the content
Maintain consistent content output
frequency and stfrengthen interaction with
comments.

Incorporate high-frequency search
keywords into the text.

Use text on the video cover image to

atfract clicks

Make Best Use of the Official
Account Menu

Popular menu bars with high click rates will
e displayed in search results.

Menu bar names should be specific, direct,
easy fo understand, and aligned with core
functionalities and high-frequency user
needs

Update the menu prompftly and avoid
invalid links.

G

Create a Virtuous Cycle of Data

Performance

. Good data performance will be seen as a
sign of a high-quality account, leading to
higher rankings.

- The quality of content is reflected through
reading/viewing count, play count,
completion rate, engagement count, efc.

. Account popularity is reflected through the
number of followers.

J

Prioritize User Experience on Mini
Program

- Avoid requesting user authorization, login,
or phone number binding unless absolutely
necessary.

- Nofify in advance about payment.

. Enable the "Page Indexing' switch on the
WeChat Open Platform.

. Use sitemap to notify WeChat of the pages
you want indexed.

J

=f4 Dragon Trail
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Weibo

4 Dragon Trail
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Weibo

Sina Weibo, launched by Sina Corporation in August
2009, is a social platform that provides microblogging
services. It is a social media with a large user base that
adllows users to interact and communicate with ofhers.
Sina Weibo allows users to share images, fext and
videos in real time. Other users can comment, like or
share the posts according to their preferences.

Sina Weibo has changed the natfure of relationships
petween individuals. On this plafform, you can follow
your favorite bloggers, and others can follow you. It has
iINnfluenced the way Iindividuals connect with each
ofher, breaking the limitations of physical space and
fime, allowing information o spread quickly and in real-
fime.

7y

Weibo is an integrated platform
fhat combines social inferaction,
content aggregation, and confent
dissemination. With its database
fhat is based on users' social
relationships, inferests, and
behaviors, marketers can precisely
farget audiences fo achieve
efficient marketing.

J=k4) Dragon Trail
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CHINESE NAME LAUNCHED OWNERSHIP

Weibo 2009 Allbaba

SUMMARY MONTHLY ACTIVE USERS 40%

Micro-blogging news site 605 million*

30%
with potential for virality -
-
DEMOGRAPHICS 1%

KEY FEATURES Belowl18 18-24 25-34 35-44 45-54 55+

Micro-blogging.

frendy topics, Nnews Male

A4%

Female
COMPARED TO 56%

Low

*Data Source:2023 Weibo Young User Development Report

Data Source: SINA THINK TANKS — ]
=4 Dragon Trail

ﬁi% INTERMATIOMNAL




Weilbo vs Twitter

Compared to Twitter,
Weibo's features are
failored fo the Chinese-
speaking audience,
emphasizing direct
confent consumpfion and
community engagement.

Rich Media

Comment
Thread

Trending
Categorization

Contests

Offers a more integrated experience
with rich media, allowing users o
view content from various sources
directly on the platform, including
videos from Youku Tudou.

Feafures a user-friendly comment
thread system, making it easy to
frack and engage with specific

discussions, which is beneficial for
brand awareness.

Categorizes trending topics info
specific areas such as sports,
entertainment, finance, and fravel,
which helps users find conftent
relevant o their interests.

Has a dedicated 'event’ feature that
aggregates user engagement and
participation in various contesfts and
activities, fostering a higher level of
community involvement,

Primarily allows sharing of video URLs
but lacks the seamless in-platform
viewing experience that Weibo
provides.

The comment system is less organized,
making it harder to follow specific
threads or discussions.

Trending topics are not categorized,
which might make it more challenging
for users To find conftent that aligns
with their preferences.

Relies more on contests and influencer
interactions for engagement, but
could benefit from a more organized
approach similar to Weibo's event
feature.

£4 Dragon Trail
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Weibo Personal Account
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Weilbo Personal Account - Functionality ot soarch

Trending topics
Post Stream Message Trending people
Hot posts
Discover
Create your own post.
You can add photos,
gifs, videos, and live
links in the post.
Check the mentions,
Read posts from comments and likes that
people you follow you received. DM with

other users.




Weilbo Personal Account - Registration Step by Step

| step1 W Step2 QN Step3 QL Stepd J Step5

Download and Tap to sign up via Select your Agree with the Enfer the You have your
install Weibbo on  your phone number region, enter privacy policy Verification code personal Weibo
Apple App Store or or a WeChat/Apple your phone received by SMS, account now!
Google Play account. We number and then hit
recommend fo use check the “Confirm”.
your phone agreements.
numbper.

| | | | J=k4) Dragon Trail
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Weibo Official Accounts
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Weibo Official Accounts - Verification yerificat\®

Why Verification?
As a brand, obtaining verification on Weibo is crucial. The small
blue checkmark (right image) assures users that the account is

the genuine brand and its content is authentic. Nonetheless, the
process to get verified on Weibo is fairly complicated.

Different Procedure

When we receive an enferprise, government, or institutional
account that has not applied for the Blue V verification, our first
operation is fo apply for the Blue V certification from the platform.
This process requires signing and submiffing a series of documents,
including a third-party authorization letter, Weibo Community
Convention, official government Weilbo account certification
application lefter, and official government Weilbbo account
cerfification application form.

Case Study - Turespana

J=k4) Dragon Trail
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Weibo Official Accounts - Verification

‘.

a1
Optimize the profile page & Backg

Manage first impressions to followers

Once the account is established and verified, you can
take advantage of the verification privileges for
homepage decoration:

Image-Rich Comments: Increase the chances of users P
seeing the destination through visual comments. To?P
Edit Posts: Correct any mistakes after posting by

edifing the posts.

Pin Posts: Use the pin feature to highlight the current

campaign and most useful posts at the top.

Change Background Image: Make the homepage

more affractive by updating the background image.

Case Study - Madrid I-£3 Dragon Trail
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Weilbo Operation Tactics
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Weibo Official Accounts - Posting

Tips 1: Tone & Manner - How to tell story in a
creative perspective

a Crafting a brand persona

@ 0; ‘ '
7 «ﬁ~
A s’
o\ N4

a Keep up with the frends and explore
new and exciting ways to play online

#CityWalk  # Companion

# Lie F|Cl1‘ 7t Dopamine
n
e Official Guide arcnes? *z
o o ¥° P* X0 xn
Act as the trustworthy official o O ge 4 res
information source end®

J=k4) Dragon Trail
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Weibo Official Accounts - Posting

Tips 2: POls and Images

e POIls Mentioned - Unified and Identifiable

In Weilbo posts, restaurants, scenic spots, shopping centers,
and fthe like that are mentioned and have Spanish names on 10

should be unified using the same official names used in past Segme“"d_“ yhat
posts to enable readers to find all related posts. T e G comP°Sﬁ.amoge
Destinations mentioned in Weibo posts should be labeled with C"e'ad < the n’me"*

the Chinese hame followed by the Spanish name in o requ'\re“‘e'

parentheses, for example: (Somosierra). Make sure to
use English (not Chinese) parentheses here.

e Image Use: 1 or 3 or 6 or 9 Images for Optimal Visual Impact

For optimal visual impact, aim to include a set of nine images.

If you're short on quantity or quality, consider using one, three,

four, or six images. Alternatively, you can employ the

tfechnique of image segmentation to create a composite that

meets the nine-image requirement.

5F# Dragon Trail
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Weibo Official Accounts - Posting

« Content can generally be divided
iINnfo key sectors: Food, attractions,
shopping, festivals, sports, and
culture. A balanced weekly schedule
IS mainfained, with copywriting
designed to evoke an emotiondl
response by focusing on lifestyle and
fravel experiences.

Post conftent during peak commute
fimes (8-9:30am, 6-8pm) and after
meals (12-1pm, 8-10pm) on
weekdays. Avoid excessive posting o
prevent information overload.

.

. Goal: Promote

. Content Pillars: Scenery

destinations and boost
visitor numbers.

highlights, cultural events,
tfravel tips, user-shared
photos and stories, and
special event promotions.

J

.

. Goal: Affract customers

. Content Pillars: Menu

and increase fooft traffic.

recommendations,
signature dish showcases,
ambiance displays,
customer reviews, and
chef and team stories.

J

Tourist Aftractions m

r

« Goal: Increase visitor

. Content Pillars: Site

\

rates and enhance
recognition.

infroductions, historical
context, visitation routes,
special event promaotions
visitor interactions, and
local culture
presentations.

r

« Goal: Improve

. Content Pillars: Amenities

\

occupancy rates and
stfrengthen brand image.

and services, room and
package promotions,
customer feedback, and
special deals and
promaotions.

. Goal: Strengthen brand

image, convert into sales

. Content Pillars: Brand

story, shopping
experience, food &
bbeverage info, special
offers, member benefits,
fravel guide.

Here are the
conftent pillar
suggestions for
key players.

J=k4) Dragon Trail
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Weibo Official Accounts - Posting

Tips 4: How to strengthen your content
and make it more powerful?

Social issues,
emotional resonance -
Continuously connect 10 social
tfrends to strive for greaier

Precise topics, target users -
Capture users interactimg
under the topic, accurately
reach potential audiences.

Speak with substance, hit the
pain points - Look for different
entry points, but ultimately sfill

: recommend scenic SpofTs.
emotional resonance.

op
Weibo c°nt3.';{'7/¢u s,ﬁ}‘; ces

o0 R Pojp 4 *
RO 23-3-2217:09 BEMEHBPATR hy

it 2 BRI AT T 4D AR (B T SE R 355
ETEATA N R =IRN a1 T
B2, 7£1997 EERRESERR AR
SN FRIBERAR, KIEL, —EEESUTH
BHEMLER, BIXMERRANFRNEE,
MEBRE—AEEHES, ©6

Btz oh, BECTR N (Pierniki) 245,
RZ M EYIE (Zywe Muzeum Piernika) EEF 4
E—REN, —ERBMSNER, oM

B BRAT# CORZ B A B R

Translate content




Weibo Official Accounts - Engagement

Once the account is established, it's imperative to consider how to atfract new followers and maintain
the activity level of existing fans. Here are some good fips:

Maintain super-topic
engagement with 10 original Create fan groups for daily Engage promptly with fans’
posts and 20 check-ins interaction to boost fan loyalty. comments and messages o
monthly. Enhance fan and Encourage fans to share travel- foster inferaction and loyalty,
brand loyalty through regular related content to increase enhancing the account's
hosting, lotteries, and their participation. approachability and dser
discussions to boost activily engagement,
and brand visibilify.

Initiate lotteries and polls to
attract new followers and
enhance existing fans'
engagement.

§=k4) Dragon Trail
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Weibo Official Accounts - KOL/KOC/Celebrity Cooperation

Weibo emphasizes interaction and personalization, with consumers favoring marketing activities that
pique their interest rather than traditional broadcast-style advertising. Consumers heavily rely on
KOCs (Key Opinion Consumers), KOLs (Key Opinion Leaders), and celebrities.

_ Celebrities' posts on Weibo offer
Re-creating content and higher visibility than traditional media.
publishing it through bloggers The narrative and connection

again, both accounts.and between the celebrity and the

bloggers will achieveishared destination can boost destination
traffic benefits appeal and fan engagement

through endorsements.

Enrich promotional materials
by collaborating with bloggers
through image-text exchdnges

and material licensing.




Weilbo Official Accounts - Brand Cooperation

Valencia X People’s Daily Poland X Polaroid

Brand crossover
collaboration

In the early stages of Weibo
operation, with a small fan base,
you can collaborate with brands
that have already accumulated a
significant following to increase
traffic and attract high-quality fans
of the same type.

J=k4) Dragon Trail
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Weibo Advertising
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Weibo Official Accounts - Advertising

Advertising and Marketing Tool:

Superfans Pass

The Superfans Connect platform leverages user

attributes, social relationships, and content relevance
to help advertisers efficiently distribufte their content to
their farget audiences, comprehensively influencing

user mindsets and supporting businesses in social
confent marketing.

Bidirectional attention : _
Vertical video stream
stream

-
The Superfans Pass will promote posts in:
 Bidirectional attention « Popular Trends on
sfreams Mobile Devices
« Verfical video streams « Mobile Blog Post
« Bidirectional sfream « Mobile Blog
groupings Comment Stream

 Mobile search




Weibo Official Accounts - Advertising Six Major Presentation Styles

Displayed on the user’s fimeline Displayed in video feeds or specific Displayed naturally as users
« Concise and clear channels scroll through
« Quickly aftracts attention « Strong visual impact « More convenient for
« Suitable for showcasing product mMobile viewing
features or eye-cafching content

gon Trail
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Weibo Official Accounts - Advertising Six Major Presentation Styles

-

Displayed on the user’s
fimeline to quickly convey
visual information
« Conveys information
through brief images

Displayed in content with longer
engagement fimes
« Detailed display of product features
or narrative content
« Helps users deeply understand
advertising information while
lrowsing

Body page
banner

Displayed at the top or bottom of
Weibo content pages
 Displays brand or product
promaotion information
« Enhances brand awareness
and encourages interaction

on Trail
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Weibo “Free” Advertising
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Weibo Official Accounts - Free Advertising

Free Advertising?
It’s POSSIBLE on Weibo!

After posting any Weibo, you can look for
popular keywords in the Discovery/Search
section or within frending topics.

If your post appears within the top few
results and the keywords or topics are
highly trending, it will significantly increase
the exposure of your post.




Weibo Official Accounts - Free Advertising

Leveraging UGC Content

To find UGC (User Generated Conftent)
with potential fo go viral, actively engage
with real visitors by searching using
keywords in squares or communities, then
share and interact with them to achieve
conversions.

Short-term:

Reposting + private message authorization, sharing
UGC across all platforms, extending usage on official
accounts like Xiaohongshu, WeChat, efc.

Long-term:

Maintain interaction and contact with travelers, travel
bloggers, photography bloggers, and other KOLs/
KOC:s. This can lead to more collaborations in the
future.

5F# Dragon Trail
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X1aohongshu/Little Red Book/Red




X1aohongshu

Often described as the "Chinese Instagram,” Xiaohongshu is @
unigue blend of Instagram, Pinterest, and Amazon, making it
sfand out In ifs own right. Xiaohongshu's social media posts
revolve around reviews and persondl experiences covering
lifestyle, travel, beauty, and fashion products, as well as interests
and hobbies. Users share ftheir insights through ‘notes” (i.e.,
posts) comprising photos, short videos, and tfextual descriptions.
XHS has evolved into a frusted, community-driven environment
where a large number of users search for insights and advice
when making purchasing decisions.

Xiaohongshu's accessibility oversteps geographical boundaries,
making it a truly global platform. One of its notable features is ifs
availability both within and outside Mainland China. This
accessibility extends to an infernational audience, dllowing
users from various parts of the world to engage with itfs content.

7y

Xiaohongshu is the go-to
platform for small businesses
and infernatfional brands
fapping info the aspirational
lifestyles of young, affluent,
cosmopolitan females in
China.

f=£4 Dragon Trail
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- CHINESE NAME LAUNCHED OWNERSHIP
@ Xiaohongshu e

2013 Tencentiziii Alibaba

SUMMARY MONTHLY ACTIVE USERS

Lifestyle-focused 312 million™
content sharing platform

DEMOGRAPHICS

KEY FEATURES
Mal Below 24 25-34 35-44  45-54 55 and above
UGC-based community 35{,/9
KOC/KOL marketing
COMPARED TO ‘

@ amazon Formale

T1 & New Tl T2 T3 T4 and others

*Source:; Xiaohongshu Business News, 2023

§=k4) Dragon Trail
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Why Xiaohongshu?

80%

Travelers Search for Tips on
XHS Before Their Trip

30 Billion

XHS Ctrip Fliggy Dianping Meituan Douyin Weibo

Time and Effort Distribution
Across Platforms

Source: Xiaohongshu Business News, 2023
Source: EssenceMediacom & Xiaohongshu, 2023

4 Dragon Trail
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Why Xiaohongshu?

Case Study - Dusseldorf

/|

“(Dusseldorf is) my third hometown .7 an Amsterdam-based Chinese student
posted on the app. "My Asian sftomach is always so happy here.”

Such Notes have turned Dusseldorf into a foodie destination. Xiaohongshu is the best
platform to leverage UGC for empowering new brands.

At the end of 2021, due to COVID-19, Chinese users living abroad began
seeking hometown flavors locally. "Weekend Trip to Dusseldorf' became a
tfrending fopic on Xiaohongshu.

Thanks to Xiaohongshu's precise big data push mechanism, users in Europe
who had previously shown inferest in food or fravel content could easily see
Notes on this topic. This allowed the topic to go viral quickly.

Thanks o Xiaohongshu users, demand for restaurants in Dusseldorf that
cater to diaspora tastes has surged. Local Chinese restaurants have
expanded their offerings in response, with many diversifying their menu
options or opening new locations. For example, DongWu Chinese Kitchen, a
local Chongging restaurant, opened its second branch in November 2022,

*Source: https://restofworld.org/2023/xiaohongshu-users-make-dusseldorf-destination/



Ad

Content

X1aohongshu System Map

-

8 NIHRE
DMP /N
‘ IIHEN TS
All-in-One
KOL Cooperation Platform Adpvertising Tool

\_

-

Professional
assdleinte Personal Account
Account

Service

Video

QD
go

Mini-
program

Livestream

E-commerce

/
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X1aohongshu Functionality - Comparison with Instagram

Iy Xiaohongshu Instagram ‘

« Both platforms are UGC-based content platforms that focus on visual content
display. The difference is that Xiaohongshu uses a double-column waterfall
layout, which improves browsing efficiency. This layout provides merchants with
mMore exposure opportunifies while giving users greater control.

« Both platforms use algorithms to provide personalized content
recommendations, with discover page and feed as the two main formats.
However, Xiaohongshu integrates ‘search” and "reels” on the same page, and
replaces them with "shop” and "messages’ in the menu bar, highlighting its
social and e-commerce attributes.

5F# Dragon Trail
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X1aohongshu Account - Reqgistration Step by Step

Download and
install XHS on the
Apple App Store

or Google Play.

€

Login via your QQ Choose your Choose your gender, age, and The personal
(China WhatsApp). Country/Region interests. The area of interest you account has
phone number, and fillin your choose will determine the initial been successfully
Weibo or Apple ID. phone number., positioning of your account. It is registered and
We recommend to You'll receive @ recommended to choose an area you can start
use your phone message with related to the brand itself. browsing Notes!
number. verification code.

{ Help

Login with mobile number
+

login wi Can't use PN

i { les for
ABC DEF

GHI . JKL MNO
PQRS TUV ) WXYZ




Why Upgrade to a Professional Account

Entity

Data Center

Marketing Promotion

Open an E-Store

Store Deposit

Add Product CTA to Notes

Add PK, Poll, Lottery to Notes

Live Streaming

Upcoming Live Broadcast

Individuals, certified enterprises, business and destinations

Personal stores start at 0 RMB; Enterprises start at 20,000 RMB

Have more than 1,000 fans

Individuals, uncertified enterprises,
business and destinations

Have more than 1,000 fans

f=£4 Dragon Trail
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How to Upgrade to a Professional Account - Step by Step ~ #"ated b, loca]

NB: Business and destinations can get verified, agency
but NGOs or any attraction registered as a
foundation do not have this option

Gl E&EID &EIID GBEEITEEED &I

Tap Tap Institutions and Business/Destinations Fill in the information,
Settings - Account Official Verification ©Organizafions select Select the type of your business, such upload the license and
Security the second option, as overseas destination, cultural and other documents, and
enterprises and fourism atftractions pay the cerfification fee
individual Enterprises and individual businesses of RMB 600. The
businesses select Choose 1o open a store, media-buy verification will fake no
the third option promotion, or both longer than a month.




X1aohongshu - Overarching Social Strategy

Xiaohongshu Social Strategy
2.Content Creation 3.0Operation 4.Fan Growth
a4 N

r N\ [ )
« Note: Plan the content

1.Basic Settings

é )

« Set up your personal « No Budget: Small (Thanks to Xiaohongshu's

profile page, including
profile pic, nickname,
bio, background
image, efc.

If you have enabled
business features, add
and set up the product
matrix and sftore links.

If you need to manage
private domain
operations, create A
Xiaohongshu group
and add it fo your
profile.

pillars, design
#hashtags, consistently
publish high-quality
photo and video
notes.

Tone of voice: Focus
on Inspirational and
practical styles.
Visuals: Design @
unified, recognizable
cover image template.
UGC: Leverage UGC
and brand official
content.

giveaways, user
intferactions, KOL
resource exchanges,
SEQ.

- Small Budget: Light
advertising (shutiao).

- Large Budget: KFS
combined advertising.

- With Team Support:
Open a store, guide
sales leads, launch
livestreaming.

big data mechanism, the
number of followers is
relatively less important
than on other platforms.)

« 500 Followers: Add
albums as an index on
profile page.

- 1000 Followers: Enable
lottery feature to
increase user
engagement,




X1aohongshu Strateqgy - 1. Basic Settings

On Xiaohongshu, 45% of traffic comes from users actively searching. The search results are divided into
‘Notes,"” "Users," and "Products’ sections. A complete profile page setup helps you o be more easily found in
searches and guides homepage visitors to better understand you.

Case Study - La Pedrera/Zouke Travel/FCT Travel o

U Oducy
7f:)dafes (sim; lar
6 Story,
E-store and Group
Albums
as an
index on
Profile pic profile
Nickname page.
XHS ID
Bio
Background
Blue V Badge
Show users what you've £79 Dragon Trail
collected and liked G nreRnaTioNAL




Xiaohongshu Strategy - 2. Content Creation: Note (Video)

If the note is in video format, keep the following wmerfc\\\bouym n
points in mind as they differentiate it from text similar 10 ~p addition
and image notes: to regular
interactio
. . . can also
o kC))nIyl Tlhe first TV\l/O Illnes of the ftext lel add bullet
e visible, so highlight the key points comments
in the ftitle.
e The cover image can be separafely
—» Hashtag

designed to capfure users attention
iNn the feed.

« The first 5 seconds of the video
should be capftivating to reduce the
lbounce rafe.

« Recommended video length:
Inspirational style should not exceed
30 seconds; Viogs and practical
videos should not exceed 3 minutes.

Only one line of title + one

is di EE Trail
line of text is displayed | Dragon Trai
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X1aohongshu Strategy - 2. Content Creation: Note Break down your content info

smaller sections to reduce
reading costs, making it
suitable for fragmented
reading scenarios.

Xiaohongshu allocates different sizes of traffic pools
based on click-through rates and engagement
rates. This means that if your notes perform beftter
than others in the same traffic pool, Xiaohongshu
will recommend your content to a larger traffic
pool. Therefore, ensuring high-quality content is the
key principle of operating on Xiaohongshu.

Choose a style:
h th
» Inspirational or Practical
’, Hashtag
Write the title and body « Identify the USP
. Design the cover
Add emoijis and hashtags » and images

\ 4

m « Add POI, CTA, and other
additional information

Add emojis to enhance the
reading experience.

End your content with a call-
to-action, inviting readers to
visit or engage.

Add interactive polls to
increase engagement

Case Study - Poland Travel

4 Dragon Trail
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X1aohongshu Strategy - 2. Content Creation: TOV

et close ¢, Gaud.
A 9ame of ighy

Although you can set various content pillars for
yourself, Xiaohongshu's overall content
atmosphere falls into two categories: content
that inspires travel desires and practical guide
content. The former can quickly capture
potential users in the feed, while the latter can
meet the needs of users who actively search.

How to write a "Xiaohongshu-style" title?

Soain's Ton 5 Must-Visit Spof
Miss These 5 Places and Your Spain
Trip is Wasted!

D; 1 Culiural G i D |
In Barcelonaq, be a “Slow man”

_- Pratical --
Differences Between
Casa Mila Tickets

Case Study - La Pedrera

§=k4) Dragon Trail
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X1aohongshu Strategy - 2. Content Creation: Visuals

Xiaohongshu cover images come in horizontal and
vertical resolutions. Generadlly, it is recommended to
create 3:4 vertical cover images. As shown in the
showcase, consistent brand elements such as colors and
icons can be added to the cover image design to
maintain brand fone, while also providing users with
additional information beyond the fitle.

Tips For Cover Image Layout

« Visually Stunning Photos: Use high-quality, visually
captivating scenic photos to grab attention. GZ::E :;”T‘:';’\;el

« Comparison: Create comparison images, such as "Af
Work vs. On Vacation’.

 Informative Lists: Include useful information like
packing lists or fravel itineraries. Case Study - ltaly Travel

J=k4) Dragon Trail
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X1aohongshu Strateqgy - 2. Content Creation: UGC

Xiaohongshu is a UGC-based community
where users frust and rely on other users’
sharing. It is recommended to amplify
your brand'’s influence by leveraging
UGC notes as much as possible while
creating your original content.

Additionally, the following methods can
help "cultivate’ your account so that XHS's
big data will push your content to more
relevant potential users' feeds:

« Select 4+ interest areas related to
your brand when registering.

« Browse contfent related to your bbrand
daily.

« Write comments on others' posts that
are more than 15 characters long.

Comment on others'

fravel notes

Proactively search for
others' travel experiences
and leave comments,
inviting the authors fo
interact and follow.

Request authorization
and repost their notes

Send direct messages or
comments to users who
have posted high-quality
notes, requesting
authorization to repost
their content.

)3-22 11:01

weznr <2 [
FAEMIB EBRITHRAET X
MEIE, REHNASE
AW 2818 R S
ZinENERIIHE
B2FanREKS ((iE. N
8, BE. METRS. ME
“Re) EIR? HIISEMTE
ITERSR at R, MR RMISEIE
FERREIEFESEHERRIEE ! A
RO EFIRTE, PSME

EgE~&

Invite others to publish

original travel notes

Send direct messages or
comments fo users who
have posted high-quality
noftes, inviting them fo
participate in a "Post
OCriginal Notes and Win
Prizes" campaign.

-~ BRI, Bif—EER
Budget B 1245 E A E A
1 RATERARNEE, i
YA RRTRT — T BRER
mel! —RAEAMIBSmE
BARILESZFAED S, 9E
IR RIRA LS, MEFEEILE
FFARE ~ Iy




X1aohongshu Strateqgy - 3. Operation: No Budget

Aftention! Xiaohongshu is very strict abouft fraffic diversion for accounts with no budget. Any behavior that
directs users to external platforms (such as WeChat) or adds contact information is strictly prohibited.
Violations may result in account suspension.,

" ’

shu r eSPonsib'lZ ?iGOhongshu's official account

Off'\c'\o\ )('\:;0:0_'\}3?-\5 Participating in these its content a:cg Z:;r:;;::e' section. Follow
end® i ‘ area to discov

Reco™® topics can potentially potential users er

earn free traffic.

Use precise
hashtags.
We
recommend
selecting
around 10.




X1aohongshu Strategy - 3. Operation: Small Budget With q /:: "o engage

If you have a small budget (less than 5000 RMB), you can try the following two promotion methods: Shutiao
(self-service advertising tool) and Pugongying (KOC/KOL collaboration platform). All ad placements are in
the double-column waterfall stream.

Pugongying
KOC/KOL collaboration platform

Shutiao
Self-service advertising tool

Bloggers with 5,000+ followers
can apply to join this platform,
which helps brands and bloggers
establisn connections. The
platform supports three major

Based on your promaotion
goals (note views/video
views, follower, likes and
favorites, product visits, lead

generation, efc.), set up a
promotion plan. Content
boosting is only suitable to
promote non-marketing
notes.

collaboratfion modes: one-to-one
precise custom marketing, one-
fo-many recruitment, and one-
fo-many co-creation.

4 Dragon Trail
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- . opef'afed
X1aohongshu Strategy - 3. Operation: Large Budget ageng; a locqf
If you have a large budget (over 5,000 RMB), you can try Xiaohongshu's famous "KFS" promotion method

. Only K . KFS

i i S

Recruit KOL/KOC to Place notes in the Place notes in the
publish collaborative Feeds stream at the search results page at
posts on the 6th, 16th, 26th... the 3rd, 13th, and
Pugongying platform @) positions. » 23rd... positions

Utilize big data for intelligent matching and placement

——————————————————————————————————————————————————————————————————————————————




X1aohongshu Strategy - 3. Operation: Large Budget

Content Strategy

Target Audience

Keyword Strategy

What content can be
promoted?

o« Original notes
Xiaohongshu E-stfore

Landing pages
Mini-program

HS / leads form
Direct message

Official live stream
content infroduction

High-end highly
educated women

Coastal travel guides /
Meteor phofography...

Infroduction of live
stream highlights

KOL fans
Live reservation

Meteor shower guide /

Coastal travel records...

de 'y
Perated by g 1o b/e
C
Qgency a
Review of exciting

live stfream moments

Topic engaged

Wish guides / same
style as the influencer...

Case Study - Cruise Ship
Meteor Shower Live



X1aohongshu Strategy - 3. Operation: With Team Support  ciickin, ,, the prod
roduct

all

5 :
Ws for direct purchase

Institutions with commercial The store will
qualifications can set up shops on appear in ’fh.e
Xiaohongshu and sell products per-sonal profile

online, such as fravel packages, visa
services, sightseeing fickets, efc.

4 .

To engage in e-commerce on
Xiaohongshu, you need to pay
three types of fees:

o Deposit (varies by category,
ranging from Tk fo 200k RMB)

« Technical service fee (varies
by category, ranging from
0.6% to 5%)

« Payment channel fee (fixed
actual amount of 0.7%)

Case Study - Travel Trail



X1aohongshu Strateqgy - 4. Fan Growth

Case Study - Tongcheng

Even though Xiaohongshu is a social media plafform that can Travel/FCT Travel
operate with minimal reliance on a fan base, growing and
maintaining fan engagement is still a necessary task.

Methods to Gain Fans Besides Advertising

Amplify Long-Tail Traffic: Create albums to
organize content, Break down long articles into a
series of shorter posts, Answer FAQ,

Increase Engagement: Continue to produce
high-quality confent, Add campaigns like
giveaways, polls, and PK.

Offline Promotion: Place Xiaohongshu QR codes
In your local stores to encourage users o follow
yOu.

‘T

Users can click
to participate in

the lottery £89 Dragon T

RE.

Albums
as an
index on
profile

page.



Strategy Summary

So far, we have discussed the operation
stfrategies for Xiaohongshu accounts from
four aspects. Apart from the first point,
Basic Setftings, which applies to all types of
accounts, the other three sections may
vary based on different industries. On the
right, we summarize how accounfts from
different industries should adjust their
operation strategies accordingly.

In addifion, we recommend conducting a
self-check of your account’s monthly
performance. Xiaohongshu provides data
on indicators such as views, fan changes,
and engagements over the past 30 days.

I D GETED

4 N\ [ A
Content Content
/0% Inspirational 100% Inspirational
30% Practical Cover image needs
Heavily reliant on UGC special design
Operation Heavily reliant on UGC
|deal for collaboration Operation
with KOL/KOC Can try online booking
Fan Growth Fan Growth
O20 promotion will O20 promotion will
have good results have good results

\ J U J

Tourist Attractions DMO/NTOs

r

Content

60% Inspirational

40% Practical

Cover image needs
special design
Operation

All operational
strategies applicable

\

r

Content

/0% Inspirational

30% Practical

Cover image needs
special design
Operation

All operational
strategies applicable
Fan Growth

Long fail effect will be

significant

\

(

~
Content

30% Inspirational

/0% Practical
Operation

ldeal for KFS promotion
Use campaigns &
offers o maintain
loyalty and activity.
Fan Growth

O20 promotion will
have good results
Long tail effect will be
significant

Here are the
operaftion fips
for key players.

£4 Dragon Trail
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X1aohongshu Publishing Tactics

Create a new note draft
Click the red plus button. For
accounts with no budget, we

recommend posting dingetly in
the Recommended Topies list.

After selecting the designed
images, enter the editing
interface
Crop the image to 3:4, add POl
tags. and consider adding text
and icons fo the covel

Edit the text
Write a title of no more than 20
characters, and a body of no
more than 1000 charaeters
(including hashtags)z

Set other Functionalities
Add the current location, set

up polls, PK, and lotteries. If you
have opened a store, you can

add products. Finally, glick
publish to see your new mofte.




Douyin

4 Dragon Trail
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Douyin

Douyin is the original, Chinese version of TikTok. It’s a mobile-based
short video social application where users can share moments of life,
talents, and entertainment by shooting, uploading, and watching
short videos. With its unigue content format and creative effects,
Douyin has affracted the attention of hundreds of millions of users
worldwide. The platform boasts an average daily publication of over
/8 million short videos and over 180 billion daily views.

As a platform for recording life experiences, a significant number of
travel stories are also documented on Douyin. In the first three
quarters of 2023, the cumulative playback volume of travel-related
videos on Douyin reached 926.4 billion times, receiving 25.2 billion
likes™.

By the end of March 2023, the number of various types of travel
accounts showed different growth rates, with hotel accommodation,
business travel ficket agents, and tourist attfraction accounts showing
growth rates of 61.5%, 46%, and 35.5% respectively (Data Period: 2023
Q3 VS Ql )*.

*Source 2023

Overall, the demand for watching travel
confent is increasing. Compared fo the first
quarter of 2023, in the third quarter, the
volume of fravel-related videos increased
by 60%, and the number of likes increased
by 42%. Content about fravel confinues fo
unfold and be recorded.

(Data Period: Mar 2023 vs Mar 2022 )

A335% A64% A35% Al0%

NTOs HOTELS IO AIRLINES
ATIRACTIONS

Increase in number of travel-related Douyin accounts, 2022-2023
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Douyin

Douyin: 2023 Travel
Industry White Paper also
provides insights info
fravel content and user
frends on the platform for
the first quarter of 2023.

Source: Douyin: 2023 Travel Industry White Paper

Search Growth:

There was a significant surge of
over 300% in searches for fravel-
related content on Douyin in
the first three months of 2023
compared to the same period
INn the previous year.

Increase in Travel KOLs:

The number of Key Opinion
Leaders (KOLs) focusing on
fravel content on Douyin saw
a substantial increase year-
over-year.

Travel-Interested User Demographics:

User Interest and Plans:

More than half (65.3%) of
Douyin users expressed a
heightened inferest in fraveling
in 2023 compared to the
previous year. A majority (64%)
had travel plans, and 16%
intended to significantly step up
their infernatfional travel.

Outbound Travel Content:
Content related to outbound
fravel and user engagement
with such content both
increased in the first quarter of
the year.

Douyin's fravel-interested user base grew by 13% year-on-year,
reaching 407 million users. Women form the majority of these users,
with millennials being the largest age demographic, followed by
Gen-X. This reflects a broadening of the age range of Douyin's user

base inferested in fravel.



Douyin

Short videos play a
crucial role in tourism
consumption behavior.

Interest Intention
Douyin video content
stimulates the motivation to
fravel.

e 400 million+ Douyin users
interested in tfravel

o 47,000+ influencers who
post travel-related
content monihly.

Source:

Travel Planning
The detailed travel content
on Douyin accelerates the
development of fravel
plans.
o 10+ fimes the year-over-
year growth in the
volume of segmented
fravel contentivideos.

2023 Q1-03

Travel Decision Making
Douyin's tfravel guide searches
facilitate consumption
decisions.

« 230 million+ travel search

queries in a single quarter.
« A year-over-year increase
of 265.7% in travel search
queries in a single guarter.

Purchase Experience
Online ficket purchasing and
ordering enhance tfravel
efficiency.
116,000+ online scenic spot
orders in a single quarter.
101,000+ hotel
accommodation orders in a
single quarter.

A year-over-year increase of
56.6% in the number of user
payment orders in live
bbroadcast rooms ind single
quartes

Douyin connects users, products, and services with high-quality

content. Not only can users see and hear in short videos and live
broadcasts, but they can also feel the real use scenarios, greafly
stimulating interest and purchasing behavior.

Sharing and Dissemination
Recording a wonderful life on
Douyin has become a daily
routine.

o 45.1% of tfravel videos are

related o scenic spofts.
o 44.6% of videos pertain to
everyday fravel
experiencess

ragon Trail
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DOUYln CHINESE NAME LAUNCHED O\BNNERSHIP
yteDance .
2016 hi ZRRDN

Age

SUMMARY MONTHLY ACTIVE USERS

Short Video & Livestream /55 million
E-commerce

DEMOGRAPHICS

KEY FEATURES Gender 18-24 25-34 35-44 46+
INnCcrease brand awareness Cities Tier5 Tier 1
: . . 12% 8.2%
with viral short videos Fermale New Tier 1
46% Male Tier 4 19.4%
COMPARED TO 549% 18.6%
TikTok
Tier 2
Tier 3 19.5%

22.2%

Statistia, 2024. 5 Statistia, 2022

Statistia, 2023. 2 GMA, 2023 —
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Douyin Personal Account
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Douyin Personal Account - Functionality

Top navigation bar Bottom navigation

bar, Shoot/Record
op navigation bar

Live Streaming

User avatar,
interaction buttons,
share button, music

button.

Douyin Real-time Hot List

Top navigation barr,
Hotspot

Function button

When users tap on the
‘Shoot/Record" button, they
can record and upload
videos.

Access the Douyin
page to view
recommended
videos.




Douyin Personal Account - Functionality

Top navigation bar
Local Area

Messages
9 Search Bar

Personal Profile
Collection, Likes

Local life section

op navigation bar
Group Buying

Private and interactive
messages

Videos posted by
people near your
current geographic
location.

Search for the users or
content you want and
check the Douyin Hoft List




Douyin Personal Account-Registration Step by Step

Users outside mainland China typically cannot direcftly register for Douyin because creating a
new account requires real-name authentication and binding to a phone number starting with +86.

Reasons for Regional Limitations:

- Douyin is designed for mainland China, with services
customized to local regulations.

- TikTok serves the globbal market, differing from Douyin in
features and content oversight.

Solutions:

- Engage a Chinese agency like Dragon Trail for localized
content creation and promotion.

- Ensure compliance with local policies and regulations.

- Harness their platform knowledge for efficient content
marketing and user base expansion.

- Exploit local networks for broader promotional reach and
partnerships to boost brand engagement.

i=£4 Dragon Trail
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Douyin Personal Account - Registration Step by Step

Send a verification code to the
+86 phone number, enter the
phone number, and obtain the
verification code to log in.

Log in with Apple ID, enter
the +86 phone number for
verification.,

Log in with Weibo, enter the +86
phone number for verification.




Douyin Official Accounts
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Douyin Official Accounts - Verification

Why Verification?

o Exclusive verification mark to enhance user frust.

o Gain the right to be prominently displayed in search results,
INncreasing user exposure and influence.

« Access to a variety of marketing tools, data analysis, fan
management, and other benefits.

Case Study - Turespana .

J=k4) Dragon Trail
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Douyin Official Accounts - Verification

Verification Process

Step 1:

Tap the "Features’ button in the upper right corner of my profile - Enter the "Douyin Creator Center”
- Tap the "Settings’ in the upper right corner - Select "Official Certification”.

f=£4 Dragon Trail




Douyin Official Accounts - Verification

Verification Process

Step 2: Organization Verification

Desktop Version: To apply for organization verification,
the following conditions must be met: (1) Prepare @
business license and a certification leffer. You can
download the femplate from www.douyin.com/
certification/agency/enter.

(2) Submit the prepared certification materials and
wait for the review.

(3) Open the link www.douyin.com/certifcation/

agency/enter/ on a computer and apply according
tfo the instructions.

5F4 Dragon Trail
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Douyin Operation Tactics
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Douyin Official Accounts - Posting

Tip 1: No more than 60 seconds! Tip 2: Douyin Inspires You

In Douyin, it is best to publish video content Make good use of the four parts of the Douyin Creator
that is less than 1 minute in length, to increase Center: acfivity incenfives, real-time hot pursuit, what fans
the completion rate. love to watch, and hot search inspiration for topic

selection, which helps to obtain official traffic from Douyin.
You can also enter Douyin's creative inspiration section
and select appropriate tags for topic selection.

4.2% 3.1%

1-60s Video 60s+ Video
Completion Rate Completion Rate




Douyin Official Accounts - Posting

Tip 3: Golden Five Seconds Principle

It is recommended o use the first five
seconds (referred to as the golden five
seconds) o pique the audience's
curiosity, encouraging them to confinue
waftching and ensuring the video's
completion rate.

Tip 4: We “judge” a video
by its cover!

Ensure that the cover design is
consistent with the tone of your
content, allowing users to clearly
understand your positioning and
characteristics af first glance. By
designing the cover, you can
highlight key information, spark
the user's interest, and pique their
curiosity.

f=£4 Dragon Trail
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Douyin Official Accounts - Posting

Tip 5: Make it professional!

Use Douyin's official editing tool, Capcut , To add some
popular effects af the key points of your content
appropriately. It also incorporates the latest Al technology,
which can directly generate images, special effects, and
clone human voices. This feature allows for more creative and
engaging confent, enhancing the viewer's experience.

f=£4 Dragon Trail
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Douyin Official Accounts - Engagement

By utilizing Douyin's enterprise account feafures such as the "User Lottery Tool,” comments, and offline

events, the engagement and repeat participation of users have been effectively enhanced. This also
aids in increasing the account's exposure and shaping its image.

Comment Interaction Offline Activities

Lottery . C . .
Respond promptly to fans By distributing gifts offline, the Partici .
articipate in
(Beta Feature, Open Only to comments on posts, an oroportion of USC rela P

questions, expressing grati , the organization or enterpfise i official topi
or engaging in discussions. increased.

Bloggers with a Certai
Base)

§=k4) Dragon Trail
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Douyin Advertising
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Douyin Official Accounts - Advertising

m Information Stream Advertising ~N

Targeted advertising based on user Placement in scenarios such as splash screen
demographics such as age, gender, ads, search ads, and live broadcast rooms will
location, and interests is suitable for display the word "advertisement” in the video.
boosting short video content and live By using precise fargetfing, ads can lbe shown
broadcast traffic, achieving higher tfo the infended audience, enhancing
advertising effectiveness and exposure and conversion effectiveness.
conversion rates.




Douyin Official Accounts - KOL Cooperation

Douyin has a trend of
leveraging KOL cooperation in
content and ftraffic.

In the first 3 months of 2023, Douyin saw an
increase in searches for travel-related
content of more than 300%, compared to
same period one year earlier. The number of
tfravel KOLs on the platform also increased
significantly year on year.

The benefits of KOL collaboration include
invitfing them to participate in fam trips. The
content shot by KOLs from a tourist's
perspective can be used for immediate
promotion and also serve as reusable
material for the account.

Douyin Increase in Travel KOL Live Stream Content

4 in Q1 2023 VS Q1 2022

Number of live sfreams 31%
Livestream viewers 46%
Length of live streams 46%
Average watch time by live sfream viewers 44%

O 10 20 30 40 &0

Source: Douyin 2023 Travel Industry White Paper
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Kuaishou
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Kuaishou
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Kuaishou

Kuaishou is a leading short-form video app in
China, positioning itself as a popular alternative
to Douyin. With over 376 million daily active users
(DAUs) who spend an average of more than
two hours per day on the app, it offers @
massive audience for businesses.

Unlike Douyin, which is known for its frendy and
creative content, Kuaishou focuses on life-
oriented, down-to-earth, and relatable content
that is less aspirational.

'/ |

Kuaishou builds a loyal user base
and provides compelling
promotional opportunities for
brands, especially in e-commerce
marketing with higher conversion
rates compared to Douyin.

f=F4 Dragon Trail
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CHINESE NAME LAUNCHED OWNERSHIP

Kuaishou .

Tencent 5

MONTHLY ACTIVE USERS

1,184.4 billion

Short Video & Livestream 6/8 million™

E_Commerce RMB GMV 2023*
DEMOGRAPHICS

KEY FEATURES .

Age
Increase brand awareness
with viral short videos Female**

44%
Male**

COMPARED TO 569%

TikTok

*Kuaishou Official Release, 2024
** Statista, 2023

18-25 26-35 36-45 46+
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Kuaishou - Functionality

Navigation Bar Profile Page

The top navigation bar Similar to Douyin
iINncludes: where you can find
e Followed  Brief infro
e Discover e Posts
e Local Area « Collections
e Likes
The bottom navigation bar
INncludes
« HOme
e Featured
e Messages
« Me

5F4 Dragon Trail
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Kuaishou - Personal Account Registration

Unlike Douyin, Kuaishou can be directly registered and used with Apple ID

Download Kuaishou from App Store
and use your Apple ID o register

o RE

mRreE s — M % B

153****5612

Other cell-phone number login

Update your personal information:
Avatar, name, infroduction

J=k4) Dragon Trail
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Kuaishou - Verification

Step 1

Step 2 Step 3

Steps:
« Bind a mobile phone
number starfing with +86.
. Complete the real-name
authentication.
« Publish more than one
piece of work.

« Provide organizational
cerfification materials as
well as Kuaishou
certification application
letters and other
documents.

§=k4) Dragon Trail
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Dianping
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Dianping

Dazhong Dianping (shortened as Dianping), directly
translating to “public reviews,” is one of China’s largest
lifestyle platforms, offering user-generated reviews 1o
help people discover local businesses. Established in
April 2003, Dianping was one of fthe earliest
independent third-party consumer review platforms
worldwide. While it is often compared 1o Yelp, Dianping
offers a broader array of features for both consumers
and marketers.

Dianping is widely used as a search tool for dining,
enfertainment, and leisure activities in addifion fo its
review function. It features a wealth of information on
tfrendy businesses and user reviews, making it a reliable
source for informed decision-making. Moreover, the
plafform also offers services such as business coupons,
restaurant reservations, and delivery as part of its Online
To Offline transaction services.

7y

Dianping has been deeply engaged
in tThe local consumer market and is
frusted and favored by a large user
base. Nearly 60% of Dianping users are
from first and second-fier cities, where
consumers have sfronger spending
power and businesses are more
inclined fo promofte on the plafform.

§=k4) Dragon Trail
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Dianping

SUMMARY

Listings and reviews
platform

KEY FEATURES

Ratings, Coupons
Reputation and UGC

COMPARED TO

*Data Source: QuestMobile
Data Source: Guolian Securities, Baidu Index

CHINESE NAME LAUNCHED

2003

OWNERSHIP
Tencent I5iH

MONTHLY ACTIVE USERS

121 million*

8.860/0 ] 0 .30/0

Below18 18-30

DEMOGRAPHICS

31-40 S1+

41-50

Male
35%

Female
65%

High

Low

4 Dragon Trail
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Dianping Domestic vs Overseas - Homepage

Dianping Domestic (

Dianping Overseas

)

Rich in content & covering all aspects of life

( Restaurants )

(Aﬂractions/Tou@ ( Shopping )
E Hotels % HighlightS/ ( Hotels )
Bars

Promotions (tiraction Ticket)

C Museums )

( Movie Tickets )

( Wellness )
( Beauty )
( Training )

(Lifestyle Service)

(Wedding Service)

Notes by Users

Focus on fourism, promotion of destinatfions

and intfroduction of services

Attraction Check-in

Popular District

Local Cuisine

Photo Translator

Recommendations



Dianping Domestic vs Overseas - Merchant List

Dianping Domestic ( Dianping Overseas )

« Categorized in detail « Basic categories

« With lots of information (all key information and « With key information (name, number of
distance, recent number of visitors, queue info, reviews, price, district, type of food,
promotions) displayed ranking) displayed

r
Types of Food:

( Restaurants

Filters:

( Delivery . Western cuisine N
. Distance . Snack and Fast Filters
. Type of food Food
- Ranking . Bakery and . District
method Desserts . Type of food
. Quality . Cafe « Ranking method
Coupons/ . Inlisted time - Bars

Promotions




Dianping Domestic vs Overseas - Merchant Details Page

Dianping Domestic ( Dianping Overseas )

« Customized Page Decoration, « Simple page decoration, but including

featuring videos, group purchases, an infroduction to the "Restaurant

positioning, recommended dishes, and Feafures.’

more, « Fewer reviews, mainly from authentic
« Reviews and ratings are numerous, tourists about their experiences. With

mMostly from customers invited by high credibility, but also more likely to

merchants to rate and review. include negative reviews.




Dianping Overseas Special- Local Gourmet Ranking

Sest tapas in the city

For the Madrid food list, each
specialty dish has its own ranking.
For example, for "tapas,” users can
check the ranking of restaurants that
offer this dish based on the list.

Suggestion for restaurants:

Restaurants should accurately write in
Chinese the specialties they have that
are on the list, and they should focus on
inviting customers to taste and leave
comments on these particular dishes.




f Please note, the ™\
interface is only !
in Chinese

Dianping Overseas Special - Tourist Attractions

Tip 1:
. Clicking "Atftraction Check-in" leads to the "Dianping Ranking List," where you can e Enrich your official phofo album
explore popular local attractions and their details. « Encourage more people to

« Forinstance, on the "Palacio Real de Madrid” profile page, you'll find opening
hours, contact info, and user notes. The "Route Card” function helps non-Spanish
speakers with the merchant's name and address in Spanish.

. You can also buy tickets and book tours directly from the attraction profile page. purchasable

check in and post fravel fips
 Make your aftraction

Must Visit Attractions JE Atiraction Profile Page M Attraction Booking Link BBl Guide Booking Link




f" Please note, the ™\
interface is only !
in Chinese

Dianping Overseas Special - Hotel

Tip 2: ._ g
- By clicking on "Hotels/Homestays" on the home page, users can search for and « Opltimize photos and =N
book local accommodation on the hotel booking platform owned by Meituan. descriptions, including the

« Taking "Hotel Eurostars Madrid Tower" as an example, similar to other hotel
booking apps (such as Booking.com, Agoda, efc.), users can view the hotel's
room types, availability, infroduction and photos on Dianping.

interior of the rooms.
« Encourage users to leave

. Users can also browse other users' photo-text notes and reviews about the hotel reviews and create nofes.
to better understand it. o Actively respond fo users’
reviews

Hotel Profile Page Hotel Reviews Booking Page

Hotels Main Page




f" Please note, the ™y
interface is only
in Chinese

Dianping Overseas Special - Business District

« Clicking on "Business District" on the homepage allows you to explore the city's Tip 3:
popular business districts along with their stories and characterisfics. . Accurately label the store

« Each business district's detail page features an infroduction to the area's history
and culture, transportatfion information, a list of featured attractions, and UGC.

« Taking Barcelona's Old Town as an example, the page includes secftions like
'Transportation Map," "Featured Markets," "Department Stores," and "Shopping reviews and share their
Notes" shared by users within the app. shopping experiences.

Districts Overview Must Visit Districts Transportation Map Featured Markets User Shopping Notes

address.
« Encourage users to write store



Dianping Personal Account
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Dianping Personal Account - Functionality

Post Note/Review Booking Hotel/Attraction
Ticket/Guided Tour

Restaurant List

f" Please note, the ™\
interface is only
in Chinese

Getting inspiration
from ofther users’

notes.

o Review the restaurants
Find Restaurants/ you've visited.
attractions « Write down notes to
record your fravels.




Dianping Personal Account - Registration Step by Step

Download and install
Dianping on the
Apple App Store,
Google Play or use
the offical welbsite:
www.dianping.com

Tap o ° (Mine)”
to log-in or register.

You can log-in via Select your

your phone region, enter your
number, WeChat phone number
account or QQ and check the
account, agreements.

¢ Please note, the ™\
interface is only

in Chinese

y W
<« ste e I N

Congratulations!

You have your
personal Dianping
account now!

Enter the
verification code
received by SMS.

§=k4) Dragon Trail
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Dianping Merchant Registration
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Dianping Merchant Addition vs Merchant Registration

"Merchants Addtion" is about
making the store information
visible on the plafform.

"Merchant Registration” is about
merchants using the platform
for a comprehensive brand
display and business activifies.

Initiator

Information
Displayed

Functions

Requirements

Cost

Merchant Addition

Both merchants and customers can
add a merchant

Basic Info:
« Name
o Photo of storefront
- Average price
« Location
« Type of merchant
« Business status
« Business hours
« Reviews by users

Reviewed by users

None

Free

Merchant Registration

Only merchants can register a merchant

Basic Info and:
Relal'dgle
Photos of interior environment

Photos of menu

Signature dishes

Recommended dishes by clients
Promotions/discount

Notes mentioning the merchant
Brand Story

Reservation

Delivery

Purchase coupon/discount meal
Coupon offered by Dianping
Merchant post

Q&A

Reviewed by users

Uploading business license and other
documents is required for the access
to all functions.

Fees vary by industry and region.




Dianping Merchant Addition Step by Step

Tap the *...” on the
right up corner, select
“Add Merchant”

Fill in The merchant information
according to the instructions

f" Please note, the ™\
interface is only
in Chinese

Congratulations!

All Dianping users can
NOow see your business

Step 3

Hit the “submit” bufton,
then wait the
verification by Dianping

4 b Il

LAEIAE ()

W UITTHZ AR [Tl 0 Bt T A FE T T
L il VIENCRHTOSCR B B AL WL TR

fFg (B)

Hle ()
ARHE8F1S




Dianping Merchant Registration Step by Step

« For overseas stores looking to register on Dianping, they need to contact Dianping’s overseas business department directly.
« Here are the procedures for domesfic registration.

mm = @EIID &I &I

(Mine)” on Tap “Store Tap “Gotoadd  Search for your store.  Fillin the store Upload scan of
The homepage and Registration for store”. If it already exists, information. The business license and
tap the bufton on the free”. select it. If it does not  information will be legal person’s ID.
leftf up corner, then exist. click “Add New filled in Then subomit for
select “Registration in m— Store”. automatically if your  Verification and waif
Dianping”. ¢ Please note, the store already exists. for Dianping fo

contact you.

J=k4 Dragon Trail
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Dianping Merchant Management

« Once successfully registered, merchant can manage and operate their stores

through the * " app.
o With the * “ app, merchants can decorate their stores, utilize functions such

as menu display, coupons, and brand story showcasing, interact with fans, and
enjoy other exclusive benefits for registered merchants.

« Overseas merchants have a dedicated app that is not inferchangeable with the
domestic version. It is necessary to contact Dianping’s overseas business
department fo gain the access to this overseas app.

Download App All Functions Merchant Post Photo Management Data Monitoring

f" Please note, the ™
interface is only !
in Chinese

Tips 4
Overseas stores are advised
fo find a Chinese agency to
assist with the registration and
the management of the sfore
on Dianping.




Dianping Operation Tactics




Dianping Store Operations - Decoration |
e Non-registered

. The decoration of the profile page is crucial to a merchant. Store
A first screen with high-quality images, detailed business information VS
(address, phone number, business hours) and authentic clients’
reviews gives users a positive first impression. Registered
« Addifionally, information such as recommended dishes, bilingual Store
menus, average spending, and user Q&A can also aftract users.
Case Study: Q Madrid, Chocolateria San Gines
LV
( User Q&A
( thotes ) @ecommendations‘)
Nearby st
(Bilingucll menu) ( - ysores)
( Ranking )
(S’rore Features) ( Reviews )

(Business Hours) ( Notes )




Dianping Store Operations - UGC

A merchant who receives |losts of positive reviews from users, especially
those with detfailed pictures and text evaluations, can increase their
exposure, which in return can increase the merchant's ranking on the

Dianping Ranking and optfimize search rankings.

Tips 5:

Merchants can invite
users fo leave reviews
by offering them a
small snack, a gift with
purchase or a discount
as a foken of
appreciation.

Review from
experienced user

Case Study: 3 Barcelona

« Botafumeiro has 621 reviews, making it the
restaurant with the most reviews in the seafood
category in Barcelona. Moreover, the reviews

frequently contfain positive terms,

rating is as high as 4.8 stars.

and the overall

« A plethora of high scores and quality reviews,
along with the recommendation notes from
seasoned users, has made Botafumeiro the No. 1

seafood restaurant in Barcelona.

Notes with link to
Botafumeiro




Dianping Store Operations - Influencer Cooperation

« Cooperating with influencers can be beneficial. Their high-quality
photo and ftext reviews combined with their online influence, can help
the merchant reach and attract more customers.

« Moreover, the professionalism and personal branding of influencers can
enhance user trust and accelerafte the conversion of marketing efforts.

Case Study: 9, Barcelona

Tips 6:
Merchants can invite . is a KOC on Dianping with 2000 followers.
influencers either by She posted a review of Lq Flauta w!’rhlcorefully

. ) taken photos and a detailed description of the
paying their quoted rates dishes.
or by offering them a . La Flauta's profile page is already well decorated,
free service in exchange and with the attention generated by Influencer

contfent, La Flauta is currently the top frending
Western restaurant in Barcelona, with the number
content. of people who have bookmarked the restaurant
reaching 2,954.

for their high quality




Dianping Store Operations - Promotional Topics

- Dianping intfroduces various events and fopics based on
fime and festivals.

« Merchant either on their own or by inviting users and KOC:s,
can publish content with the platform-promoted topic
tags and centfered around these hot trends. This leverages
the topic’s popularity to generate fraffic for the merchant.

« For example, with the topic "#Celebrating New Year’s Eve
with the "Must-Visit’ Series”, clicking on the topic allows you
to view all UGC associated with it, including content with
links to sfores.

Tips 7: Case Study: 3 Barcelona
Stay updated with real- o

) ) KOC posted notes with link fo the
time frends by following restaurant, under the topic
Dianping's official #Celebrating New Year’s Eve with the
account and local ‘Must-Visit Series” which has been

famous influencers viewed 18.77 million times.




Dianping Store Operations - Original Topics

« Merchants can also creafe their own topics to make It
easier for users to find their posts and direct traffic fo their
profile page.

« For example, topics like #Authentic Seafood Paella in
Barcelona or #Barcelona’s Time-Honored Brands provide
an anchor for the content, gathering related reviews and
notes fogether.

Tips 8:

Keep an eye on hoft frends
from Chinese social media, or
utilize reports from professional As lots of reviews mentioned it
agencies that provide insights being a fime-honored merchant,

int f f di Botafumeiro appears at the top of
Info your rarger audience, the search result of the topic

such as DT’s reports on #Barcelona’s Time-Honored Brands
outbound fravel trends.

Case Study:




Mobile Payments
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Mobile Payments

WeChat Pay and Alipay are the dominant
ways that Chinese consumers make payments.

In China, mobile payments transaction reached 92.4
Trillion RMB (€11.8 Trillion) in Q1 2024, up 11% from Q1
2023*

During CNY 2024, the number of transactions made
by Alipay users overseas surpassed that of 2019 by
/%, while consumer spending recovered to 82% of
the 2019 level, or 2.4 times that of 2023.

Chinese travelers can now use Alipay to make
payment in over 70 overseds counfries and regions
and atf over 8 million overseas merchants.

*Data Source: China Internet Network Informnation Center
** Data Source:Analysys
*** Data Source: China Baogao, by December 2022

Main platforms
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Mobile Payments in Everyday Life 8 50/0

In 2023, of surveyed Chinese
WeChat Pay and Alipay have penetrated every aspect of consumers use mobile

. A payment every day*
Chinese consumers' lives.

*Data Source:

Individual fransaction el consu.mphon Sl consu.mphon Financial transaction
transaction fransaction
. Sending money to . Cafeés, restaurants, . Online shoobin | |
friends shops, markets . Online bo o?(ﬁ)n gg - Financial products
« Red envelopes « TAXIS

. Utilities . lickets




Overseas Mobile Payment Case Study

Case Study - La Pedrera Case Study - Duomo di Milano

Alipay exclusive offer at

Ve)/gockl'lgﬁ;r rcr)\ri‘rlniine offline ticket window
program
Booking on
of ficial
website:
support
payment via
Alipay or
_WecChat Pay

Select the product
and make payment

via WeChat Pay J=F3 Dragon Trail
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Mobile Payment — How It Works

WeChat Mini Program App & Website QR Code Payment
@ E @ E
Brand’s WeChat Brand’s WeChat Mini Thrid-party app or Users scan a brand’s QR Users generate a
Official Account links Program links to website links to code to make a payment QR code,
to WeChat Pay WeChat Pay payment methods of payment using Alipay or which is scanned by
Alipay or WeChat Pay WeChat Pay merchant for payment




Promote Mobile Payment to Chinese Consumers Utilizing Social Media

Businesses can utilize social media platforms such as WeChat and Xiaohongshu fo informn Chinese consumers
that they accept mobile payments and tell them abouft related special deadls.

Official content

Consumer content

Duomo di
Milano
Casa
Batllo

. ; Chinese travelers sharin
El Corte Inglés’ WeChat account El chgtzcigglrﬁs > ticket buying tips using mobile
promoting Alipay and WeChat listing available payments on R

Pay offers i3 Dragon Trail
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1 Alipay

SUMMARY

Third-party mobile and
online payment platform

KEY FEATURES

Mobile and online
payment, financial
services, life services
COMPARED TO

*Data Source: Quest Mobile, Q1 2024
** Data Source: iMedia Research, June 2019 data

CHINESE NAME LAUNCHED OWNERSHIP
V7
2004 Alibaba

MONTHLY ACTIVE USERS

891 million*
28.4%
15.5%
DEMOGRAPHICS** . 8.2% 9.1%

Below 24  25-30 31-35 36-40 41 and above

Female
A2%

Male
58%

9.5%
4.5%

below RMB RMB RMB Above
RMB 3K 3-5K 5-10K 10-20K RMB 20K

4 Dragon Trail
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Alipay: Drive Sales through Exclusive Offers

Icing on the cake: Special Offers in Alipay!

Alipay users can easily find information on overseas travel, including preferential exchange rates for offline consumption
at outbound destination, and listings of businesses tThat provide Alipay exclusive offers such as discounts, coupons, and
additional tax refunds, which helps these businesses to stand out from those that are not Alipay-ready.

Special Offers Tax Refunds Dining Offers Ticket Coupons Coupon & Discount
Offers and selected Spanish merchants Alipay coupons, La Coupon for offline ticket Alipay coupon and
shops on Alipay app offering addifional tax Boqueria purchase using Alipay, discounts, Las Rozas
shown to users in refunds for Alipay Casa Batlld Village
Madrid users

N
§=£4 Dragon Tl
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Alipay Payment Set Up Step by Step - Directly through Alipay

Option 1: Directly through Alipay

Step 1: Visit global.alipay.com, click the “log-in”
button and then click “Sign-up now”

Step 2: Fill in the email address and then geft
verification code.

Step 3: After the verification code has been filled,
set and confirm the login password. Check and
agree o the Alipay service agreement.

Step 4: After registration, you will be redirected to
the login page. Enter the login email and password.
Step 5: Complete the merchant certification process
as guided

Option 2: Through a third-party payment gateway

An easier way to get set up for Chinese mobile payments is
through a third-party agency or financial services provider,
which simplify the application and set-up process. For

example, in Spain, the company is Banco de Sabadell, S.A.

J

In addition to Chinese RMB, Alipay can be used with 25
world currencies, including GBP, USD, EUR, CHF, efc.
Check Alipay’s website for the full list.

e Required Documents: Business Registration Certificate, ID of
Legal Representative

* Please make sure the company name for registration is exactly
the same as the name on business license

=59 Uragon 1rail
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CHINESE NAME

€9 WeChat Pay

SUMMARY

WeChat built-in mobile
payment and digifal
wallet service

Q35 million®

DEMOGRAPHICS™*
KEY FEATURES

Mobile and online
payment, financial

services, life services
COMPARED TO

Female
49.1%

*Data Source: Demandsage, 2023 data
** Data Source: iiMedia Research, June 2019 data

MONTHLY ACTIVE USERS

Male
50.9%

LAUNCHED

2011

OWNERSHIP

Tencent 5

33.5%
25%
19.1%
13.8%

Below 24  25-30 31-35 36-40 41 and above

31.2%
25.1%
9.1%

below RMB RMB RMB Above
RMB 3K 3-5K 5-10K 10-20K RMB 20K

§=k4) Dragon Trail

ﬁi% INTERMATIOMNAL




WeChat Pay Marketing Products: WeChat Global Rewards

WeChat Global Rewards: the base of operafions for WeChat Pay merchants

WeChat has a dedicated WeChat Global Rewards mini-program that connects global merchants with
Chinese consumers. Similar to Alipay, users can find preferential exchange rates, overseas businesses that
support WeChat Pay, as well as special offers on the mini-program page.

Regional Page

Listed Merchants

Reward Points

Discount Coupons

Redemption Coupons

The Spain regional
page with preferential
exchange rate and
WeChat Pay - ready
merchants

Local merchants such as
attractions, restaurants,
shopping malls, food
takeouts, efc. and
special offers

After activating
memberships, users will
automatically earn
points when they spend
at the merchants

Discount coupon for in-
store consumption at La
Roca Village

12:55+

< A MESZ T ZRE L

~
SRR 5

HTikE  AREATA

B) EESHE-E0m >

BEERA

Nz

PRZNERN ¥ mE I A 3L

37BN SHER

Automatically applied
when users make
payment using
WeChat Pay
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WeChat Pay: Drive Customer Retention and Repeat Purchases

WeChat Pay has the advantage of increasing customer retention and boosting repeat purchases through the

biggest social media app - WeChat. After paying with WeChat, users are often sent a prompt redirecting to
the business” WeChat Offical Account or Mini Program.

WeChat Pay to WeChat Official Account

WeChat Pay to WeChat Mini Program

J=k4) Dragon Trail
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WecChat Pay Prompt to follow WeChat Prompt to WeChat
transaction statement Official Account Mini Program




WeChat Payment Set Up Step by Step

o Only merchants in Hong Kong (China) and the UK can integrate with WeChat Pay directly. Spanish merchants
need to navigate through an institution which partners with WeChat Pay.

« Each merchant can enter info an agreement with an institution which partners with WeChat Pay. The institution
supports the merchant by providing access to WeChat Pay and transfers the funds settlement from WeChat Pay
tfo the merchant.

Contact an Institution Enter info an Agreement Access WeChat Pay
Contact one of WeChat Pay's Enfer into an agreement with Gain access to WeChat Pay
local institution partners and ask the institution to become ifs through the institution’'s fechnical
about their acquiring services. sub-merchant, and operational support

oo P { A Settl t & — 50
m aymen Settlement I I I I I eitlemen |_| =
Customer > WeChat Pay > Institution > Merchant

by WeChat Pay - by Institution

For the list of institutions in Spain, see the WeChat Pay website



https://pay.weixin.qq.com/index.php/public/wechatpay_en/partner_search#/

Featured Case Studies

1 | WWW.DRAGONTRAILCOM © 2024 J=F3A Dragon Trail
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Attraction: La Pedrera - Casa Mila

Barcelona’s La Pedrera - Casa Mild has taken a comprehensive approach to Chinese social media.
On WeChat, they have a fully functional service account, WeChat Channel, and WeChat mini-
program with information and ficket purchasing functions — using WeChat Pay. They're also active on
pboth Xiaohongshu and Weibo, with content type and design especially adapted to each platform.

WeChat Account WeChat Channel Red Account Weibo Account

f5£3) Dragon Trail
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Top Weibo posts:
Small towns and
nature destinations

REATAETHAENBA L EHMENREL B
BN OB 6
? Parque Natural Penyagolosa... Full Text

Destination: Region of Valencia

{1k Oropesa del Marif & | SHEAE/R.... Full Text

On WeChat and Weibo, the Region of Valencia’s
content strategy is shaped around Chinese
travelers’ preference for niche and unique
destinations, and authentic cultural experiences.

WeChat posts (left to
right):

La Muralla Roja, "Valencid's
Niche Destinations”,
introducing local customs

Articles and posts offen highlight small towns, local
customs and authentic traditional food, and
opportunities to get close to nature.

x &P Translate Full Text >
La Muralla Roja is also highlighted as a unique and PR RERIAEDIRERE N e

20184, Escaldai#iES R R AL IEM
BB E,

photo-worthy aftraction unlike anywhere else. " el el

In Q1 2024, the Region of Valencia ranked 3rd
among dll overseas DMOs on Weibo for number of
engagements. On WeChat, they ranked 5t for
pboth fotal views and average views.

_-i'
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Region of Valencia

MRMGEZEE—TBORBSSHA
WEcHEE, TangmeEiRLa
Vega Baja)if R mEMik1E.

HRBSABBNRNMEX, SRS
B, BEMEMNASET, FENBTEER
i, RENESCEETOTRPHERE,




Destination: Edinburgh

Edinburgh stands out for excellent organic
engagement with users, and is one of the fop-
ranking DMOs in the world on WeChat, Weibo, and
Xiaohongshu. The Edinburgh Tourismn Action Group
(ETAG) uses their Chinese social media accounts to
promote the city generally, and to promote local
stfakeholders such as atfractions and retailers.

The city’s content strategy is powered by UGC, which
IN furn drives more sharing and engagement with the
content. ETAG engages especially with the city’s
Chinese student community, through offline events
and private WeChat groups, in addition fo public
social media accounts.

ETAG embraces new formats and platforms, for

example running live streaming sessions on Weibo and

opening a Xiaohongshu account before many other
foreign tourism destinations.

"My Memories of
Edinburgh”
WecChat post using
UGC text and
photos from
students - 22.7k
views

Edinburgh
Festivals live
streaming on

Weibo, August
2022 - 400k live
viewers

Dragon Trail
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Hotel: Melia Hotels International

INn Q1 2024, Melid Hotels International ranked 4th out of alll
international hotel accounts on WeChat for both total
confent views and average views per post, ahead of
competitors like Hilfon and Hyatt. The account promotes
pboth domestic Chinese properties and global ones, with
WeChat articles and WeChat Channels abbout properties
in Spain.

At the end of May 2024, Melia’s post on travel in Spain
received more than 19k views — more than fwice the
average views for hotel accounts that week. The arficle
promoted hotels in lbiza, Madrid, and Costa Brava. Users
were encouraged to interact with and boost the post’s
visibility by entering a giveaway that asked them to
comment with their favorite Spanish city.

Based on KOL content on Xiaohongshu featuring Melid
properties in Spain, it’s likely that they are also running
iInfluencer marketing campaigns.

P RRFIEAE

Spanish properties
are featured in
Melid's WeChat
articles (left) and
Channels videos
(right)

-
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Follow

Travel KOL post on
Xiaohongshu
recommending the
Palacio de los
Duques Gran Melid
In Madrid

@ RENTHRAHMHE 1575/

) RENTHXHILKE 2167/
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g )
_ ) ’ WeChat Articles
Retail: El Corte Ingles & with Mini Program embedded

, WeChat Service
Service Intro El Corte Ingles

Chinese payments including
mobile payments accepted

J

El Corte Inglés has a very

comprehensive set of features
on its WeChat public
account, including WeChat
articles, mini-programs,
automatic replies, and
customer service replies. This is
very convenient for Chinese
fourists to find guides and
suitable services, and the

o account offen has inferactive
Mini Pf‘ogram activities, enhancing the

Y, Depqr-]-mem- Store Guide inferaction with consumers.

N J

Official Website Weibo




Restaurant: Cerveceria Catalana

Cerveceria Catalana is the top-
ranked Spanish restaurant on the
Dianping Ranking List of restaurants in
Barcelona. The profile page on
Dianping features over 10,000 photos
and videos uploaded by users. The
restaurant has an impressive 3,213
reviews with a high star rating of 4.8.

Cerveceria Catalana’s profile page is
exceptionally well-decorated with

numerous Dianping reviews and notes.

At the same time, despite not having
official accounts on other mainstream
social media plafforms, there is a
significant amount of Influencer
conftent and UGC. The restaurant
mMaintains its popularity across all
platforms.

Dianping
Profile Page
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> Reviews

> Notes

KOC Weibo Post KOC Douyin Post

KOL WeChat Post KOC RED Post
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