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[bookmark: _GoBack]PENETRATING THE CHINESE MARKET STILL FEELS LIKE ROCKET SCIENCE TO MANY WESTERN COMPANIES. WeAr SUGGESTS SOME TOP TIPS ON HOW TO ENGAGE WITH LARGER AND WIDER-RANGING CONSUMER BASES THROUGH DIGITAL PLATFORMS

Numerous brands and stores are yet to make the most of their Chinese social media outlets. In this and upcoming issues, WeAr offers ‘how-to’ guides on China’s key digital platforms that are suited and booted for global retailers: Little Red Book (this issue), Alibaba (WeAr 63) and TikTok (WeAr 64).
Little Red Book (LRB) is a social-media-turned-retail platform with a strong community of shoppers willing to discuss their finds. The original intention here was to provide users with a platform to review products bought overseas and consequently share their shopping experiences with the community. As of February 2020, LRB had a total of approximately 300 million registered users. The user number has tripled since mid-2018. What’s more, RED Mall is the platform’s cross-border e-commerce service that retails luxury, beauty and fashion products from around the globe to users in China. Communication-based content conveyed via product review tutorials, blog posts and live-streaming sessions are just some of the innovative ways to boost online user numbers. 
LRB has been transformed from a platform for reviewing and exchanging information to a platform for shopping and also hosting online stores. The platform has created a shop-in-shop structure where various companies can boost their brands. Used by more than 200 million people, including 85 million monthly active users, this makes for some serious turnover power. Additionally, the platform is available across 200 countries and regions, providing its customers with prompt services to deliver top-grade products from around the globe to their doorsteps. Ready to get red? 
Step one. Before going forth and setting up an online LRB shop, you are required to select one of the following business model options: either LRB supports your products and buys them in advance or the company creates its own store – probably a more suitable option for multibrand retailers.
Step two. To use LRB as a trading platform and social network, companies must create an official account. To do this, you will first need to set up a personal account and subsequently present a number of company verification papers to LRB. 
Step three, take note. Registering an official account is much cheaper than on big platforms such as Alibaba or JD.com. Nevertheless, the official LRB account also has its disadvantages, including a higher commission percentage for goods sold and a limit to stored products in your e-shop.
LRB users share recommendations and reviews of various products and services, linking to these products in the description in order to buy them directly through the platform. As it currently occupies an increasing share in the cross-border e-commerce market, companies intending to launch their brand in China will do well to store this platform in their digital must-have database.
The platform is a proven success with users and brands alike. Since 2018, LRB has established partnerships with hard hitters such as Estée Lauder, Lancôme and Ray-Ban. In the next two years, LRB is expected to become the leading e-commerce platform in China; the platform’s turnover in December 2019 reached 3 billion RMB (386 million EUR).
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