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Let’s start by the obvious



We know that this edition of 11.11 will be different for many reasons

Economy in Recovery EC Growth Plateauing A different tonality

11.11 shopping festival turns to 

long-term, sustainable growth
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What does it mean for Brands?

4
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It means that if 

ROI is the 

purpose, it might 

not happen

The cost of activating 11.11 or even 

Super Brand Days kept increasing 

dramatically in the past 3 years.

Knowing this, should 11.11 or Super 

Brand Days be evaluated only under 

the light of Revenue & ROI ?

                        
                     



If you play 11.11 (Or ANY Big Festivals like Super Brand Day)

Then you must calculate your ROI on more than GMV

EC To Drive 

Penetration & 

recruit new users

EC fuels Marketing

&

Marketing Fuels DTC

GMV

+ Massive Costs

= Chances of 

Negative ROI

Growth comes 

from recruiting 

new Buyers



The first step is to equip your self with the right capabilities

REVENUE & ROI

EC PENETRATION

Move beyond ROI to measure EC penetration

FROM

TO

Connect Marketing to DTC

MARKETING DTCBRAND

Stop thinking of EC as the last mile



Then EC festivals can become a Recruitment Event (VS ROI Only)

2020/2 2020/3 2020/4 2020/5 2020/6 2020/7 2020/8 2020/9 2020/102020/112020/12 2021/1 2021/2

(Growth comes from recruiting new buyers)

+ XX % EC Share

(Creating IMC centered on JD)

BRAND IP  

COLLABORATION  
(HEIGHTEN  

RELEVANCY)

CHINA’S TOP  

CELEBRITY TO  
MAXIMIZEREACH  

AND INFLUENCE

TARGETED DIGITAL 

MEDIA TO DRIVE  

AWARENESS &  

PURCHASE ON EC

PLATFORMS

LIMITED ENGAGING SPECIAL PACK (+MAHJONG)  

TO ENHANCE CNY CELEBRATION MOMENTS

CNY LIMITED  

EDITION  
PACKAGING –

SUMMER PALACE  

GIFT PACKS

FERREROROCHER  

BRAND CAMPAIGN
Appreciation To Those Who  

Are Like Family To You

Top OLV/OTT Vdeo Site

National TV + Local TV

Hero TVC Tag-on to create  
excitement & celebration with 2nd  

family as influenced by celebrity

CELEBRITY + HIGH AFFINITY 

KOLS TO CO- CREATE CONTENT  
AND ENGAGE &  EXTENDREACH

JD / TMALL / PDD  

DRIVE PURCHASE ON  
EC PLATFORMS

EC CAMPAIGN

JD SUPER BRAND DAY
TO RAMP UP SALES BEFORECNY

Digital

ISP + TVC

Live

Stream

Social

Source: Tmall Strategy Center, number of buyers of each chocolate brand.

From optimizing EC penetration To recruiting new buyers with EC festivals
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Stop thinking upper and lower funnel. It is not relevant anymore

Awareness

Consideration

Intent

Purchase

FROM

Purchase

View 

video
Research 

product

Experience

website

View ads

Explore 

social site

Consult 

friends

Compare 

prices

Engage in 

social 

discussion
Read 

reviews

Visit Apps

Share 

opinion

Take photo 

/ video

Download 

coupon Experience

Upload to 

media

TO

Visit official 

EC/web



BUD GMV GR% VS. LY

xxx%
BRAND BUZZ ON WECHAT VS. LY 

+xx%

Full Funnel means: Marketing fuels DTC & DTC fuels brand building



Commerce, exactly like Marketing requires creativity

Full Funnel means: Marketing fuels DTC & DTC fuels brand building



To be able to do that. You have one weapon: Analytics Based Planning

Model 1

Impact of 

branding 

channels on 

Ali queries 

Model 2

Incremental 

revenue to 

detect the 

most impactful 

associations

Full Funnel Planning means that media contribution to EC is quantified

Source: Publicis Analytics study, on a big FMCG brand in China.



Big Day Regular
Big Day

Douyin / Sina Weibo /  
Xigua / Qutoutiao

Toutiao / Zhihu / Others

SMZDM / Weibo kol /  
WeChat kol /  
Red+Huya+Hupu+Kuaisho  

u kol / Bilibili kol

Tencent / Oppo

Douyin / Sina Weibo /  
Xigua / Qutoutiao

Toutiao / Zhihu / Others

SMZDM / Weibo kol /  
WeChat kol /  
Red+Huya+Hupu+Kuaisho  

u kol / Bilibili kol

Tencent / Oppo

Douyin / Zhihu

Sina Weibo / Oppo /  
Qutoutiao / Others

Toutiao / Xigua /
Tencent

SMZDM

Douyin kol / Weibo  
kol

WeChat kol

Red+Huya+Hupu+Kua  
ishou kol

Bilibili kol

Douyin / Zhihu

Sina Weibo / Oppo /  
Qutoutiao / Others

Toutiao / Xigua /
Tencent

SMZDM

Douyin kol / Weibo  
kol

WeChat kol

Red+Huya+Hupu+Kua  
ishou kol

Bilibili kol

To be able to do that. You have one weapon: Analytics Based Planning

Media average response days is 
shortened around EC festivals

KOL & social commerce synergized
to maximize EC response 

Source: Publicis Analytics study, on a big FMCG brand in China.

Regular
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Key Take aways

15
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Mindset Change

ROI (alone) cannot 

anymore be the main 

KPI of 11.11 

(or any EC Events)

Recruitment = Growth

GROWTH
comes from 

recruiting new buyers

Full Funnel

Consumer Journey is 

no longer staged

FULL FUNNEL

Is the only way to drive 

healthy growth

The NEW ROI

Calculate the impact 

of your 11.11 on:

GMV

+

New Users / members 
(Penetration)

+

Brand Impact
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Thank you !

Add me on WeChat !


