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KOL and Double We Social Media In China



Who Am I? 

Sam has been in the media industry over 25 years , he is now dedicated in digital 
media and CBT eComm business in China. Prior his own venture, he was; 

• General Manager of Next Media Group (HK & TW) 
• Consultant and Program host at DBC Radio

Now he is 
• Founder of Media Pro Hong Kong Ltd.
• Executive Director of Ideal Radio Ltd.
• Columnists 
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Associations 

• The Chinese Manufacturer Association - IT Ind. Committee Convener
• Chamber of Hong Kong Computer Industry Vice Chairman
• Association IOT HK Vice Chairman 
• Hong Kong Association of Interactive Marketing Vice Chairman
• Hong Kong Information Technology Federation                      Councilor
• Vocational Training Council (ECTB)                                     Councilor
• HK General Chamber of Cross Boarder E-Comm                     Exe. Committee
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Digital Hero 
2016 



Digital Transformation
Why it’ matter of concern to Association? 
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Daddy, what do you do 
in the Associations? 



7

The opportunity to take 
courses or professional 
development activities 
either online or in 
person

Learning 

The collective body of 
information resources 
produced or procured 
by the association, 
such as publications, 
research, or websites

Knowledge

Opportunities for 
members to interact 
and share ideas, such 
as online forums, social 
media, conventions, 
and meetings

Community

The political or 
lawmaking influence 
that associations exert 
on a local or national 
scale that supports the 
work of their members

Advocacy 

• Seminar/Conference
• Website
• Email 

• Collaborate Doc
• Project Mgt
• eBook / Publishing 

tools

• Social Media 
• Registration 
• Newsletter

• Survey
• Social / Data 

Analytic  



IF YOUR ASSOCIATION IS READY TO TRANSFORM?

1. Are we gathering information all the time from digital sources to make 
business decisions and improve member experiences?

2. Is the brand experience we create always available to our audiences?
3. Is the product or content we are developing intended for digital use, 

and perhaps later adapted for other channels (vs. the other way 
around)? 

4. Are we dedicating the necessary resources to stay at the digital 
forefront?

5. Are we recruiting the talent that will be able to move the organization 
into an interactive, digital future?
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DATA DRIVES THE MEMBER EXPERIENCE

Associations have lots of data, but 
often don’t know what to do with it. 
Embrace your analytics, because 
you’re going to need them. Digital 
and personalization aren’t the wave 
of the future — they are here and 
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YOU DON’T HAVE TO BE BIG TO BE DIGITAL

Small organizations just might have an advantage to going all-in 
on digital? Here’s why:
• Technology’s impact on small associations is greater—they 

can’t throw people at a problem.
• They’re quicker to adopt new software, like marketing 

automation, because they aren’t mired in a legacy structure.
• Realizing they don’t have the expertise in house, smaller 

organizations are more likely to outsource.
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Free Services ?Freemium Services 
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• Registration Form 
• Collaborate Document 
• Survey Form
• eBook Publishing Tools 

• Meeting Scheduler
• Participation list 
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Free Website 
Builder 

Free Email 
Sender
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Seminar / 
Conference 
Interaction 

Tools

Survey
Social Media 
Management 

System
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China 
Internet 

Landscape 
Is So Unique 
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https://maimai.cn/



MaiMai.CN

• A Content driven Business Social 
Community

• 80 million business elites 
• 49% users in first-tier cities 
• The world's top 500 and China's 

top 500 companies. 
• More than 100 industries 

including financial trade, IT 
internet, media, real estate, 
medical care, education and etc

21



22

KOL Economy 



Who’re the KOL 
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70% of KOL are Female and 60% Audience 
are Male

KOL and Audience are in the age of 24~33 
years old mostly 
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What do KOLs 
look like ? 
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KOL Business Model

Advertising Social Commerce KOL Agency

Award Capital Market Others



KOL Pros and Cons

Pros:
• Strong Character 
• Fans are loyal and easy to be influenced by the KOL
• Relatively low in promotion cost
Cons:
• Government Regulation 
• The creativity of KOL might be affected by the Sponsor 

or Commercial 
• Short life cycle
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Wechat vs. Weibo
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WeChat
• One to One (Private Platform)

• Strong user bonding

• Great platform for Brand’s CRM

• Multifunction APP

• Mini Program – Better APP 
capability 

Weibo
• One to Many (Open Platform)
• High Search-ability with strong 

hashtag categorization
• Strong in user engagement and 

content viral
• Great platform for Brand Exposure 

and Content Dissemination 



微博月活跃用户共 3.76 亿 日活跃用户达到 1.65 亿

Weibo Active Users Profile

Monthly Active Daily  Active



Weibo Monthly Active Users, Over 80% are >30 year old ；
Gender: Male slightly higher than Female

Source: 2017微博用户发展报告

Weibo Active Users Profile



来自三四线城市的用户进㇐步沉淀，占微博月活跃用户 50%以上，
微博不断朝着全民性的社交媒体平台迈进。

Weibo Active Users Profile



Weibo Active Users Profile

Weibo Users Interests Weibo MAU 92% are from Mobile



35



36



37



WeChat Functionalities
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per month
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What are WeChat Mini-Programs

• A “Sub-Application” within 
WeChat ecosystem and doesn’t 
occupy users mobile storage

• Enable to provide advanced 
features to users as such e-
Commerce, Payment, Coupons

• Strong in LBS and Searchability
• Low development cost
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What is the problem with WeChat mini Programs

• Don’t have push notifications 
for template version

• Can’t be shared on users 
WeChat timeline

• Updates have to be submitted 
to Tencent

• WeChat mini programs only 
work within WeChat 
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Marketing and Branding in China 

7 Dos and Don’ts
1. Don’t treat China as a single market
2. Government regulations and policy will be 

important.
3. Find out what their needs and expectations are. 
4. Localization: Good Chinese brand name , 

localized photos etc. 
5. Don’t expect to advertise your way into the 

market
6. Take online and social media seriously
7. Prepare to be copied
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Find me on WeChat Find me on Linkedln


