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Editore Note ...

Social media. plays an increagingly important role in brand awarenecs, audience
engagement and convercion contribution for brande in China. It is an ongoing
challenge to effectively measure marketing efforts acrose every unique cocial media
platform that ic ever-evolving. This makes it difficult to align the valve of social media

between the cenior leaderchip, the managere and front-line employees.

How do teams decide which metrics to measure cuccecs and determine overall
businecs qoale? What are the moct important metrice for each individual platform?
Having a cystematic structure for the myriad of social media metrics can strengthen
the tie between content creation and measurable reculte, and that /s what brands

and agencies desperately need vnder mounting competition and marginal prescure.

This quide will dive into both the fundamental logice and the technicalities of social
media. marketing to give you a roadmap for ctrategically
managing feams and tracking performance.

Avoid blindly subscribing to‘common sence” ] (makos

and translate your KPLs into KAWO Marketing Executive

Linkedin.com/in/jimakoschen

actual businecs cuccese.
jim@kawo.com
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[S] At KAWO, trust is important to us.

Just as we work hard to ensure our users trust
the data inside our platform, we've worked hard to make
sure you can trust the credibility of the information in
our content. Wherever you see a [S] you'll find the link to
the source of the information we used for a specific stat
or insight. If you think we got something wrong, please

let us know at marketing@kawo.com.

Due to the sensitivity of some

topics, we hide the identity of
the interviewees.

For more good stoff like
this, cubscribe KAWO's

newsletter \-/.1
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Overview of Mainstream China Social Platforms

The social media landscape in China is constantly changing. It is imperative to understand the ecosystem in a broad sense before diving into how success is measured across platforms.

Popular
content type

Platform Little Red Book

An encyclopedia for a
modern lifestyle. Widely
popular among young
women in 1st-2nd tier cities

Characteristics

Influencer collaboration is
the most popular
marketing approach

Users are here looking for
recommendations and
guides from other users.
Brand accounts are
important, but must be
supplemented by
collaborations with
creators.

Marketing
Dynamics

Small Image and short text

Weibo

Trendy topics in
microblogging and
newsfeed

Brands encourage user

engagement with
sharable content

It's a place to improve

brand visibility

(particularly through

celebrity collaboration) as

users are here to engage
with and spread time-
sensitive information.

Content with rich
elements

WeChat

Official Accounts Channels

An omnipotent communication,
entertainment and service providing tool.
Reached almost every Chinese netizen

A must-have

) Livestream
business card for

conversion is higher

Sl than “Doukuai”
A @) TS User base has been
platform, .
L growing
competition is .
fierce. but WeChat exponentially thanks
' to the WeChat

has become an
integral part of
Chinese users’ daily
life.

ecosystem, but
stickiness needs
Improvement.

* To get a comprehensive overview, be sure to reference KAWQO's 2023 Guide to China Social Media Platforms.

(, KAWO Guide to China Social Metrics

Short video and live streaming

Douyin Kuaishou

Early adopters of short videos, now

encroaching on each other’'s demographics.

Together referred to as “Doukuai”

Shoppable videos and live commerce
dominant

A community-based
algorithm promotes
more relationship-
building, but
Kuaishou faces the
same growth and
conversion
challenges.

Interest-based
algorithm creates
stickiness, however,
the platform is still
striving to improve
growth and
conversions.

Long video

Bilibili

Optimized for
education, detailed
and long-form
content

KOL collaboration
on detailed
product/service
information
through longer
content exposure

Bilibili users have

more patience for

valuable long-form
content.


https://kawo.com/en/guide23
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TWO « DEFINING METRICS CATEGORIES

Owned Social Media

< KAWO #}H2

Articles Channel Services

“If you really look closely, :

most overnight successes &

Owned social media is a brand’s own social channels (verified business accounts). Owned took a long time.”

media metrics are any stats of the content you publish on owned media. 2023 Fh A SR A T - __ Steve Jobs
Advantages Disadvantages r'

CEOHME & | BB AN@IRT  gemamrew : :
Control of Channel Requires Long-Term Investment ! H 1< [ 627 > . Balance owned and paid media
This is your official brand presence where you Building your official channels can ! The obsession with instant gratification
are in control of the content and users can trust require a hefty investment in terms of often blinds us from achieving long-term
they're getting information from the source. time, talent and money. . potential. It's a common issue for brands
Precision of Metrics Limitation on Metrics i :" ‘ especially when implementing a social
The most accurate metrics available. Almost all You are limited to whatever metrics and media s.trjategy. Under.the fierce
social channels give you an official login where duration of data the channel makes gz*iffjgﬁéﬁ} 691”;;%_“:;;?‘ on ::;Zie:z::t:;; ar:::::z:ea;z‘;i;;:jsed
you can get accurate stats on your account and available. If the channel only gives you 7 ’
content performance. days of data after your post is published, to paid media with a specific short-term

that is all you get goal and clear ROI. However, the latter

Targeted “Sticky” Audience BRI BT HICB T BIRE 4 AR - only serves as a fast track to achieve

The followers of your owned accounts should A7 present KPIs. To build a successful brand,

KAWO enables you to

be there purely for your brand and organic .
manage all your China

7 strengthen customer trust, and increase

content. BEEE | M AIHE: AR their loyalty, providing last value and well-

LU SRy YA

social channels in one place.

crafted organic content is vital to a
Asset

Arrange a Demo to Learn More...

balanced strategy. [S]

These channels are assets that you own.

Example of brand'e ouned content

€) KAWO Guide to China Social Metrics on WeChat Official Account (04) 7
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Promeoted content on Douyih

TWO ¢« DEFINING METRICS CATEGORIES Influencer ' ) pe—
F —_— | Doosn’l Happen
. . : colleborat; - 8/, * |
Paid Social Media tion on RED  |fie R
| ¢ O

Paid social media are where brands pay a fee for the content to presentitin front of a 68
targeted audience. Paid media metrics are statistics on influencer campaigns, ~ 'E:FE
promoted social posts and advertisements. . (EEETE. BMEMNSIHEER
Advantages Disadvantages ‘ = ‘ :

MRS tEGEIX EFREFIE
Control of Content Requires Investment Q >3H Minna E%,I
As the patron of the content, you have Running paid media can require a lot of money. O PIHIABITR| KRBT ERELRIEHRTE
the final say on the narrative and KEBAARLH T RFRIAN... BF2X

Harder to Build Trust

details. O REAE: B KiEMarketing iR >
Audiences that paid media is shown to are usually ' ' D
373 fpest ()6

Reach a wider audience

less loyal and harder to convince than your

It provides exposure to audiences existing followers.

outside of your existing follower pool.
Limitation of Metrics from Influencer

Precision of Metrics on Promoted
Posts and Ads

Collaborations

Unclear and unreliable (especially if not working

You can get accurate stats on your Moments

on the official platform), some are hard to extract

promoted posts and ads account and or analyze efficiently; Untrustworthy, possible that

content performance. ACQUA AcquaDiParmaiB/R¥ZZ7K @ sponsored

fake impressions have been bought. L PARMA 11 g e sz = e Yy . |
mmediate Result % (TR LSiRECIT SR e
mmediate Resutts Short-Term Effect “ PRI A\ 2 1 /

Quick traffic increase, lead generation 14 agyits of paid media don't usually last, and

results or sales within a short period of

are difficult to build up in the long run (unless in

time.

the case of a brand awareness campaign).

(, KAWO Guide to China Social Metrics
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TWO « DEFINING METRICS CATEGORIES

Earned Social Media

Earned social media are the channels where
someone else creates content about your

brand for free and publishes on their accounts

which are not controlled by you.

Advantages

No Investment Required

Earned media is created by audience

voluntarily and requires less, if any, effort

from brands.

High Credibility

Content from an objective third-party is
the most trustworthy among consumers.
Earned media with a positive tone can
efficiently build trust with the audience

exposed to that content, and help boost

your brand reputation.

Examples:
o Ucer sharing and recommendation
Influencer sharing and recommendation

o Unsolicited prese mentions and advertising

Disadvantages

No Control of Channels
You have no control over what your audience
says about your brand. There may be

negative reviews or comments.

Require Constant Oversight
You need to pay attention to inflammatory or
negative things said about your brand and

make proper, timely responses.

Limitation of Metrics (Dark social)
Content within text messages, emails, private
WeChat groups, etc. is difficult to track stats

on.

(, KAWO Guide to China Social Metrics
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THREE « SELECTING APPROPRIATE KPIS

What Step of the Customer

JOou rney to Measure? Capturing the attention of people

who have never heard of your brand before

and getting them to connect and follow one

Using different social metrics in
combination can provide a
comprehensive assessment of each
stage of the customer journey, while
each metric may reveal different
insights.

of your official channels — see page 19-20

Building trust with existing followers
through informing and educating them about

your brand and products — see page 21-24

Getting customers to the point where they
trust you enough to hand over their hard-

earned money to your company — see page 25
Translate KPIs into business success

The marketing teams of different brands focus on different social o _ ,
Building a long-term connection with your

channels and implement different strategies, but in order to achieve _ ,
customers which brings them back to buy

business results, brands must understand how social metrics work across , ,
again and requires much less effort than

each platform, and understand the appropriate stage of the customer .
acquiring a new customer — see page 26-27

journey. Only then can the right message be delivered at the right time.

This chapter will combine social metrics with customer journey, and Customers trust you so much that they

categorize metrics in a systematic way to inspire marketers in their daily recommend you to their friends, family

efforts. and colleagues — see page 26-27

(, KAWO Guide to China Social Metrics
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Awareness
Consideration

Purchase

Retention

Advocacy

WeChat is one of the most
established social platforms in
China. Even though the open rate
for Official Accounts ("OA") has been
declining for years due to fierce
competition for readers' attention,
high-quality content remains the
most efficient tool for maintaining
audience stickiness.

(, KAWO Guide to China Social Metrics

THREE « SELECTING APPROPRIATE KPIS

WeChat Official Account Metrics

Ite refa tively difh

icolt and expengive ¢,

grow followers on el hat 0)4)

Follower

Impression

Engagement

Discovery Source

Conversion

Follower gain &£
Follower loss
Reads and open rate

Like, share, comment
Favorite

Click

Wow (add to top stories)
Roll depth

Read more

Private messages

How people read
How people follow you

How people share

CTR!

CPM, Cost per click

Lead conversion rate 2

» Cost per lead 3

CPC/CPA’ ATV

Purchase and refund rate

Foc
us on owned account follower changes inflvenced

by campaigns, not followers of influencers

Owned Content Paid Content

. Promoted .
Articles 8 Paid ads?
Content

WeCom
Influencers

Iz

| 2N
Impreceion %
from exictin 9

I[ 0//owers' on

WeChat i¢ high

&
| N
WeChat service

account offers
cusfomer support

Sales staff can
directly connect witi,
customers via WeComn
and provide cervices
through single chate

or grovp chats

/

Note: You can find the specific definition of the labeled metrics
egorization category in the appendix.
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Y #% THREE « SELECTING APPROPRIATE KPIS

Awareness
Consideration

Purchase

Retention

Channels are embedded in
the WeChat ecosystem. Most
views are from sharing within
WeChat where viewers trust
their social circles and prefer
a comprehensive
understanding of the product/
services before purchasing.
This usually results in higher
ATV, purchase rate, lower
return rate and lower refund
rate.

Y | wecChat Channels Metrics

&S
AW KN
Y <L P W
WA w Y
. W

Channele encouraging originaf
confent creatore with additiona/

traffic and revenye bonus

Follower

Impression

Engagement

Conversion

Follower gain

Follower loss

Play count

Stream view, view time
Peak concurrent (PCU)

Like, share, comment
Love
Public / private traffic

Organic / paid traffic
CTR1for all CTAs
CPM, Cost per click

Lead conversion rate 2

* Cost per lead 3

GMV 4
CPC/CPACATV
Purchase and refund rate

(, KAWO Guide to China Social Metrics

\ - Content® Livestream

Focus on
WeC Aa.t Moments Ade changes z‘uf'/::: e{/aéc e /0//0“/?”
can direct trafic to ced by the campaigng,
Chanunels not followers of influencers
Owned Content Paid Content
v
Educational ~ Brand Promoted . 9 INIUETEENE £ KOL 7 IO
3 Paid Ads
Content

Educational® Livestream Shoppable7L

Channels live-ctream
P leaves a lot of room for —
I£ ' audience nortfuring in
the consideration Stage
of customer Jovraey

L-/—\ [:’ve-s'tream Xy ,bo,bt{/ak f'or
Community management amg
lead generation on Chas, nefe

X

Channele ic cautious with
commerciafization. Tt priovitizec

user experience and o healthy

: , Note: You can find the specific definition of the labeled metrics
cocial environment

and content category in the appendix. 13



Not much room for consideration in ol oppable

THREE ¢« SELECTING APPROPRIATE KPIS videos and KO( live-ctreaming where ingtant
. . cales and rice b tt .
Douyin Metrics Owned Content Paid Content price oa | fe dominate
B2C Earned
- Educational Brand Shoppable Promoted Paid IAfUENEErS /1oL / KOCL) Content

Content® Livestream Content? Content® Ads® 7

Educational® Skit series'® Livestream Shoppable

Follower e« Follower change ‘ ‘
Awareness 7
Consideration * Play count (
Focus on owned a
. : ccount
Purchase Impression  * >tream view : Follower changee )
Retention * Viewtime influenced by the
Advocacy ) Campaigns, not followers
* Like and share of inflvencers
e Collect and comment
Douyin is aiming to En men
J 5 gagement Download
upgrade the full-funnel =
e-commerce service to * Organic/ paid traffic (
salvage its stagnant . 1 L
MAU and ads revenue. -1 ‘ Customized content, balonced
Qua“ty contentis e CPM, Cost per click f”;ht/‘ia’./f/;hg content links ér&thd a/wa}eheff and instant
: 0 ltve-ctreams fo move vserg cales ((earn more)
becoming key. e Lead conversion rate 2 down the fonnef N

Conversion °* Cost perlead?
* (Jnprompted brand five-

4
ctreams get liftle organic ¢ GMV

e CPC/CPA ATV
* Purchase rate
* Refund rate

traffic. [iewers are mostly
redirected from educational
content and are in the

consideration stage. Sentiment

Brand mentions

Note: You can find the specific definition of the labeled metrics

(, KAWO Guide to China Social Metrics and content category in the appendix. 14



/Vat much . ,
THREE » SELECTING APPROPRIATE KPIS vid room for consideration in shoppable
m 1aeos and KOL livestream where inctant Salec

Kuaishou Metrics and price battle dominate
@ Owned Content Paid Content

Kuaichou ic gy : .
quite social-driven. Earned

Ueers are more loyal to content Educational  Brand  Shoppable Promoted Paid Influencers /KOL/ KOCL Content

updatec on the accounte they follow Content6 Livestream Content”  Content®  Ads? ¢ cational6 Skit series!OLivestream Shoppable?
Awareness * Follower gain 1_/
Follower

Consideration
* Follower loss

Purchase 7
* Play count
Retention e
Impression ° Stream view * o owned account
Advocacy View ti ollower changee
e View time .
« Peak concurrent (PCU) influgnced by the
campaigns, not followers
Kuaishou is the first e Like and share of infloencere
platform to systematize Engagement ° CoOllectand comment
the content form of “skit * Organic/paid traffic (7
series” to improve 1
 CTR |L’ N\ Cuctomized con tent, balanced brand

engagement and

awa .
. CPM, Cost per click renecs and instant cales ({ earn more)

and—ém‘/c//‘ng content leade

conversion.
e Lead conversion rate 2 bo live-stream to move down
* (nprompted brand five- Conversion * Cost perlead3 Che funnef
ctreams get liftle organic P
traffic. liewers are mostly . CPC/CPASATV
redirected from educational e Purchase rate

confent and are in the e Refund rate

consideration stage.

Sentiment Brand mentions

Note: You can find the specific definition of the labeled metrics

(, KAWO Guide to China Social Metrics and content category in the appendix. 15



awf/,ogt brand promotions are Popular live-ctreams aye conduveted in a cafp
THREE + SELECTING APPROPRIATE KPIS reness and consideration only as peaple and collected manner, resufting in high PCT

L ' tt I e Re d Boo k Metr | cS come fo RED for recommendations and quidee and low refund rate

Owned Content \Paid Content

The impact of brand . Earned
wenkor o /egppostr /s octe Brand Promoted8 i Ad<? v RED Influencers / KOL / KOC / Content
\/ﬂ Livestream  Content Educational® Shoppable? Livestream
Awareness * Follower gain
Follower
Consideration * Follower loss =
Purchase * Views (
. Fe
Impression  ° Stream view i Zcur fm/ownec/ account follower

Advocacy ¢ View time J e:;,;,;’/ uenced by the campaigng,

¢ Peak concurrent (PCU) hot followers of influencers

o Likes

e Collects
Audiences turn to RED for Engagement
fectyl ouid * Shares
ifestyle content and guides, . 7
but they are not yet sommens KED ic dominated

y y . TR by UGC content. 4

accustomed to completing great opportunit

° i \ . 3 Y
purchases on RED. CPM, Cost per click '560 algorithm ic organic fraffic friendly Lo assecs how

I 7': x‘h:a// and medivm brangd five-ctreams. people talb aboyt

’ . e e

RED’'s commercial revenue Conversion | ® Cost per lead 3 rere opportunities for more exposure to Your brand
growth has been slow, and A hew avdiences
the platform is exploring ) El 5

* CPC, CPA, ATV
new opportunities for e Purchase Rate Y
monetization, e.g. live- « Refund Rate

streaming.
5 Sentiment e Post mentions

Note: You can find the specific definition of the labeled metrics

(, KAWO Guide to China Social Metrics and content category in the appendix. 16



Awareness

Consideration

Advocacy

Bilibili live-streaming is popular for
anime and gaming, while related
products dominate Bilibili e-
commerce. However, there are still
not enough opportunities for
brands in other industries to

efficiently convert in sales.

New metric that valves engaging

THREE « SELECTING APPROPRIATE KPIS

Bilibili Metrics

More brands are cafering to
Joung audience’e taste to buily
connectiong

Owned Content

confent (77!8 /ahger the play time, \ Entertaining Features

the better the comtent quality) and Engaging  Oriented
Content Content
* Follower gain R
Follower

Impression

Engagement

Conversion

Sentiment

Follower loss

Play count , /
play time Many brand images are
aloof, only fosc vsing on

Like, share and comment explaining themeelvee

Coin and subscription
Comments

Bullet comments
View depth

CTR?
. =\
CPM, Cost per click /

Lead conversion rate 2 ég'./'.é il ic more popvlar for
Cost per lead 3 rands fo educate audience
than to monetize

Post mentions

(, KAWO Guide to China Social Metrics

The Bil,

bill audience (¢ more toferant to

lengthy contont wit, valus, where product/

Paid Content

Promoted

Content8 Paid Ads?

Influencers / KOL / KOC

Implants Review

4
Focus on owned

accovnt follower

changes
influenced by the
Campaigns, not
Followers of

influencers

cervice review content chine

Earned
Content

Bilibili i dominated by
U6C — a great
opportonitly to ascess
how people talk aboyt

Your brand

Note: You can find the specific definition of the labeled metrics

and content category in the appendix.
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‘, THREE « SELECTING APPROPRIATE KPIS
' Weibo Metrics

Awareness * Follower gain
Follower

Consideration  Follower loss

* Reads or views

e Stream view
Advocacy Impression ¢ View time
e Peak concurrent

/'\) * Topic popularity

Combine brand vafve with

Erend: * Share
réa “19 eve‘?fg a‘?(/ top,'cg to e Like
S't/mu/ate aAh I1n terected e Click

audience and footer engagement cngagement = Repost

e Comments

Even though Weibo tries to * Private chat
tap into video feeds and the . CTR!

live-stream market, trendy CPM, Cost per click

and timely topic discussion Conversion
o e « Lead conversion rate 2
remains its most distinctive 3
* Cost per lead
feature.
Sentiment ¢ Post mentions

(, KAWO Guide to China Social Metrics

Owned Content

Paid Content

get popular for ‘/A

rands fo monetize, i cluding
paid campaigne

Earned Trendy
bocte and — Promoted i A Influencers / KOL / KOC ST Topics
Videos Livestream  Content 8 Posts Livestream
/7 Brande can engage in the
Comments cection of
AFocar on owned account Follpwer N T gain
changes influenced by the campaignc, feedback on products or
not followers of influen cers cervices
Weibo i¢ an online cpace £
for P«é/ic diccovree — a
great opportun ity to
aceese how people talb
about your bramy
A
Weibo ic not

Note: You can find the specific definition of the labeled metrics
and content category in the appendix.
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THREE « SELECTING APPROPRIATE KPIS

wWhat to be Aware of When It
Comes to the Awareness Funnel

This is where you make people aware
of your brand for the first time. The

first impression your audience has of
your brand will dictate the remaining

journey through the funnel.

“UWe achieved 200% of our social KPL in China,

but our cales revenue dropped.”

‘We tried to increase brand exposuvre by discucsing trendy topics,

but (ater we discovered our avdience had a hard time relating our

Bigger isn’t always better!

It's natural to assume that the more people acquired in the awareness
stage, the more conversions there will be, but it can only happen when

the audience you gain is the right audience for you.

Whether it's from analyzing your existing performance data on your content and campaigns,
conducting surveys and reviews, or even resorting to social listening tools ... knowing the desire and
needs of your target audience not only keeps them interested but also prevents your brand from

wasting resources on people who don't fit your buyer persona and most likely won't ever convert.

‘Our China. content all achieved high reads and
engagement, but we had (ittle to no convercion from

product fo our content” cocial.”

—— OM of an international pet food company

—— Marketing executive from a cosmetic company

Example of Content Quality KPI for Awareness

« Average impressions and engagement

Valuable content is more likely to be shared or engaged with,

greatly increasing the effectiveness of driving awareness.

Awareness content is about providing value. For people who
are exposed to your content for the first time, engagement
action (like, share or collect) signals recognition and can often

happen before a follow.

(, KAWO Guide to China Social Metrics

——Marketing manager of a Britich fachion brand

Prove the value of social with audience targeting

Getting to know your audience isn't completed in one go, but rather a constant effort

to refresh and adjust throughout every opportunity for engagement.

There's no one-size-fits-all marketing formula in this ever-changing world, and it's
always necessary for teams to plan, deploy and test different channels and strategies.
Under limited marketing resources (which are often in jeopardy when it comes to

budget cuts), it's crucial for efficiently to find out which content works the best.
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THREE « SELECTING APPROPRIATE KPIS
Awareness Is a Constant Drip

not a Fire Hose

Scrolling through various content on different platforms, audiences have grown
more impatient and fussy on where to spare their limited attention. They've
become insensitive to captive ads shoving brand information onto their screen,
and irritated by the often rigid promotion of influencer collaborations. Providing
an enjoyable experience with your content while subtly embedding your brand

DNA to build a lasting connection is always the better way to go.

Believe in the long-term value KO N O®
KONO is an affordable luxury personal care brand

designed for young female consumers in China. A skit

series named “Unfamiliar lover” was released on Douyin at the end

of 2022 and reached more than 480 million views in total. All characters,
scenes, and plots were carefully selected and custom-made for KONO's brand

image, tightly connected with brand value.

The overall plot: a humble actress signed a contract to be a rich kid's
“contract girlfriend” to fend off his nagging family. They slowly fall in love
with each other over time. This type of romance genre is the most popular

among the young female generation.

(, KAWO Guide to China Social Metrics
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mhEiEm | ERERBRIE TOP9

@Et+t - 2
B3% | xRz, BEMREBENT .
@KONO5iE #{RREZE Ve #38... R

D 48Rl - FHTA - 1682 &

Each skit ic 4-5 minutec long, cuitable
for the /’agt-,bacec/ confent ¢

onSUmIn
rhythm on chort- 7

video platforms.

In total 16 episodes were released

throughout the whole month,

guaranteeing longer-term exposure.

The lead character is an actress who has
specific demands with hair care, while her
mother opens a high-end hair salon, making
KONOQ'’s appearance natural, and subtly

conveying the brand positioning.

Scenes where KONO appears are all perfectly
embedded into the plot without any sense of
discord. Product placement is during the
highlights of the episodes where love among
family or couples are expressed, building a

positive brand image.

There are RED posts recommending the show,
exposing it to a wider audience even outside of

the Douyin universe.

KAWO Insights:

The maijority of skit series are hosted on the
personal account of the actor/actress.
Brands can explore possibilities to host
content on owned official account, turning

skit series into long-term brand assets.
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THREE « SELECTING APPROPRIATE KPIS

What to be Aware of When It
Comes to Consideration Funnel

The consideration stage is about building
""""""" trust, where audiences weigh their
options before they decide to invest in the
.......... brand. It's essential for marketers to
educate and convince potential buyers

with informative and educational content.

Example of Content Quality KPI for Consideration:

* Follower loss (account-wise and content-wise)

How would marketers know if their social content is
engaging enough to convince audiences to stay? Weak
content can cause existing followers to lose interest and
ignore/mute a brand'’s next push or even unfollow. When an
account loses followers every time it publishes content, it

should be considered a negative KPI (Learn more).

To accurately and timely track followers' actions, QR codes
are the most efficient way to determine which content

people are more engaged with. (Learn the technicality here)

(, KAWO Guide to China Social Metrics

Use competitor benchmarks wisely and avoid common mistakes

When potential customers compare a brand against other alternatives based on social content, how can
marketers tell what sets them apart from competitors to refine their strategy? Tracking and analyzing

competitors’ performance, and comparing its data to the brand’s own data can help.

However, when marketers focus too much on the microscope of numbers and forget to view competitor data
correctly, a surprising misstep often happens: Comparing account level data against individual content data.

Mixing these two can result in artificial insights. With KAWO, brands can monitor competitors efficiently and

TN

accurately. Schedule a demo to learn more.
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THREE « SELECTING APPROPRIATE KPIS

Brands Are Paying More Attention to
Cost of Acquiring Loyal Followers

It seems counter-intuitive to mention followers at the consideration
stage of the funnel as it's commonly used to measure awareness.
However, follower gain is an awareness metric, while follower
retention and nurturing often becomes lost in the shuffle and

neglected.

Haste makes waste

A common mistake many marketers make after raising
awareness for their brands is moving too quickly to sales

without nurturing their audience properly.

Research shows that nurtured leads make 47% larger
purchases than non-nurtured leads, and that lead nurturing
helps companies generate 50% more sales-ready leads at 33%
lower costs. Meanwhile, an estimated 79% of marketing leads

never convert into sales, usually due to a lack of nurturing. [S]

Over the years, with content creators flocking to social media,
the heated competition for audiences’ attention has been
making it more difficult to attract followers. Enhancing the

loyalty of existing followers has never been more important.

(, KAWO Guide to China Social Metrics
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The following graph shows the average follower loss to follower gain ratio by WeChat account type. The

higher the number, the more followers chose to unsubscribe from the account.

As we can see, the win-loss ratio drops over the years, which means on average, all brands are becoming

more efficient in retaining followers. The need to maintain a higher audience retention rate has been

widely recognized.

SERVICE&SUBSCRIPTION ACCOUNT FOLLOWER WIN-LOSS RATIO

0.5 meang that for
every 700 fo //awerg

bhe account gains, sq

followers were foet.

2020

J

2021

i

2022

2023

22


https://www.dataaxlegenie.com/blog/lead-nurturing-statistics/

THREE « SELECTING APPROPRIATE KPIS

When Vanity Metrics Go Wrong

Focusing on follower numbers alone (or any
metrics alone for that matter) provides few
meaningful marketing insights, and potentially
could incentivize fake data to prevail, putting a

brand’s long-term growth in jeopardy.

Potential risks of buying fake data include but
are not limited to:

Reduce trust from the audience

Destroy partnership/collaboration opportunity

Compromise accuracy for data analysis

Become vulnerable to potential legal hassles

Even so, the presence of fake data on social
media has been tenacious. What are the
incentives behind it? How do people who use it
deal with the drawbacks? We interviewed
someone with firsthand experience to share her
insights with us.

Mrs. Zhou (anonymous)

Works as marketing manager in the
gaming industry. She’s in her late 20s.

What's the incentive behind buying fake followers/
impressions/engagement?

We call these “fake volumes.” They are a “kick-start” for our
new accounts or new campaigns at the earlier stage. It's the
quickest way to make sure the platform recognizes us and
puts us into the bigger traffic pool so that we are exposed

to more potential audiences.

Is organic content or paid content not enough for
you? Do you have to buy fake volumes?

Unfortunately, we have to sometimes ...... owned content
takes time to see results and paid content is usually
expensive. When you're under pressure to deliver within a
limited budget and time, you start considering more
options. Is it healthy? Of course not, but sometimes it's very
difficult to compete and survive in this fast-paced market...
When everyone is getting ahead with this method and you
don't (do it), you will be left behind.

(, KAWO Guide to China Social Metrics

This is also part of the reason why we don't use agencies for
content creation. I'm not sure how much | trust their

benchmarks or results.

However, please don't get me wrong, the quality of content
is always important, no matter the circumstances. Let's say
that some users are attracted to your account due to your
impressive follower or engagement number. However, if
your future content doesn’t meet their expectations, they

will leave with no hesitation.

If getting an audience to stay or convert is your destination,
quality content would be the toll station, and buying “fake
volumes” is essentially driving on a carpool lane when the
traffic is slow — it could get you there sooner, but you still
have to pay the toll fee like everyone else, and probably pay

more if you get caught.

What are the risks?

We only buy “fake volumes” in 2 scenarios: a short period
after opening a new account or the first 2 to 3 hours after a
content push, mainly the first one. You could buy it from
the platform itself, but it's so notorious that everyone scoffs
at it. We don't want to deal with that.

(Continued on next page)
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Mrs. Zhou (anonymous)

Works as marketing manager in the
gaming industry. She’s in her late 20s.

(Cont.) We usually buy from a 3rd party. | got a reference
from a trusted marketer friend. The price was CNY 63 for
every 1000 reads/view, and CNY 40 for every 100 fans

including engagement — it might be more expensive now.

The time for bots is in the past. All the “fake volumes”
we bought were from real people. We can discuss and
design their online behaviors, and they just follow suit
(including controlling the percentage between
impressions and engagements). They know how each
platform’s algorithm works, and we never buy in a large
amount, so we have never triggered any alert. However,
we were very cautious with comments because they are

hard to fake and the real audience can always tell.

As for the brand's reputation: it's not that serious if we

don’t do it for the long-term and we do it carefully, but it is

exhausting.

Is it difficult to analyze data with all these fake
volumes?

It's possible. However, we are able to calculate the data
accurately because we know how much and when we
bought the fake volumes. For example, if it happens in the
first 3 hours, we just discard the engagement data during

that time slot.

What role does your boss play in this issue?

My boss doesn’t know all the details, sometimes they
agree to do something only because they trusts someone
or they wants to take a chance ... but most employees are
smart enough to avoid risky actions that could potentially
destroy the company's reputation and his or her

own. When the boss asks for a specific target for metrics,
usually followers, | won't argue if it's not too out of line,
because maybe he just wants to impress his family,
friends or investors, but if it's too much, I'd either do a
thorough research and give a reasonable benchmark, or
just explain the situation and be honest that I'm not

capable enough to commit a perfect crime.

(, KAWO Guide to China Social Metrics

What do you think the future of fake data will be?
It's the bandwagon effect. Honestly, it happens
everywhere, domestically or abroad, but the difference is
that the overseas market is more mature and people have
a sense of responsibility and a platform to voice out or
regulate these actions, but the Chinese market is still
developing. Everyone tends to mind their own business,

so there is room for these types of actions...

However, no matter which market, consumers are smart,
over time these low-level tricks will be rendered obsolete

by the natural selection of the market.

OUR METRICS
KAWO Enterprise API

guarantees the accuracy and
security of your account data.

Arrange a demo to learn more
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THREE « SELECTING APPROPRIATE KPIS

What to Be Aware of When It Comes to the Purchase Funnel

This is the stage where your
audience should be convinced to

invest in your brand. Are they

converting as you expected?

It not just advertising. All marketing efforts face the
came uftimate puzzle: what made our audience convert?
The average number of touch pointe before a customer
decides to purchace is 8 [S]. The number varies in

different producte or services, and itc difficult fo track

the entire online and offline frajectory.

Example of Content Quality KPI
for Purchase:

* CPA (Cost Per Acquisition)5

Nine out of ten marketing teams with
leadership buy-in have revenue goals tied to
content [S]. When you can measure and
demonstrate the ROI of your content, senior
leadership is more likely to understand the
value of content marketing efforts and
unlock more budget — a portion of which

goes to marketers' salaries [S].

To accurately measure content ROI, it's
important to understand where traffic
comes from and which sources are
converting the best. Many times, sales
happen outside of the social ecosystem —
learning the right way to track is imperative

to maintain future success.

(, KAWO Guide to China Social Metrics

What can we do when it relates to social?

With the once tightly-closed China social ecosystem continuing
to open, it's possible to direct traffic between different social
channels. However, PIPL is strict and the stakes for violating
personal information are high. In addition to social channels’
universal mentality of keeping traffic within the platform’s own
territory, tracking and measuring are not easy, but not
impossible. Generally, you have two weapons at your disposal:
Link shorteners and link tagging. (Learn more on page 39-43)

USEFUL DEFINITION

PIPL China Personal Information Protection Law

The new data privacy law in China, targeted at
personal information protection and addressing

problems with personal data leakage.

Additional strict requirements when it comes to data
transfer, mandatory requirements on security
controls and data localization, and increased
penalties and fines on organizations upon violation

are anticipated.

Note: You can find the specific definition of the labeled metrics
and content category in the appendix.
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THREE « SELECTING APPROPRIATE KPIS

What to Be Aware of When It

Comes to Loyalty and Advocacy

This is where customers are satisfied
with their product or service
experience all the way from
awareness to purchase, and are
willing to invest again or recommend

your brand in social circles.

It costs companies about 5 to 25 times more to gain a
new customer than it does selling to an existing one [S].
In the resource-efficient sense, loyalty can be seen as
the follower quality metrics for sales: There should be
enough quality customers who keep coming back to the
brand.

Advocacy

Many actions related to advocacy happen away from
social platforms, and most things to track are not social
metrics. Yet we leave it in as it often goes hand-in-hand

with loyalty and is vital for a brand’s sustainable growth.
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and Advocacy often go hand-in-hand

For some product/services, customers show their loyalty through
advocacy. For example, when an university reached and educated
students on social, and then successfully convinced them to attend a
CEIBS MBA program, there's no repurchase option afterwards as most
people only do it once. What's left is advocacy, where university alumni

promote and recommend.

Where KPIs Meet their Limitations on Social
e NPC (Net Promoter Score)

The concept is simple: “On a scale of 0 to 10, how likely are you to
recommend our company?”’ Social audiences are mostly after
entertainment and often don't have patience for a long questionnaire.

NPC gets feedback from customers directly and quickly.

However, its simplicity fails to provide useful insights on where
brands should focus or improve. Due to a lack of demographic and
product/service specifications, problematic assumptions often arise.

In addition, it only shows customers’ intentions instead of actions.

* Repeat Purchase Rate/ Churn rate

It's difficult to measure, as social is not the only touchpoint for sales to
happen. Many actions have moved to websites and e-commerce
platforms, and it's even more difficult to track users’/buyers’ private

information under the scrutiny of PIPL.
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THREE « SELECTING APPROPRIATE KPIS

Potential Solution for
Optimizing Your Retention

Strive for earned advocacy

Be better at turning an inclination to recommend into
an actual action. If existing customers are satisfied

with the brand already, all they need is a little push.

For example: if you recommend Tesla to your friends

and family, both parties will be rewarded.

The recommender would get points/
credits, whife the buyer would get

discovnt and Free trial onm hew cervices.

However, rewards, benefits or discounts are added
value, and shouldn't be the deciding factor (what sets
you apart from the competitors) for customers to
move further down the funnel. Of course, it's less
likely to happen for an expensive piece of product
like Tesla, but for cheaper consumer products,

placing incentives should be more nuanced.
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C Utilize WeCom for nurturing existing customers
v

Brands can still nurture existing clients on social but there're
limited ways to distinguish and track them through the funnel as it's

difficult to collect personal data due to PIPL.

WeCom (the enterprise version of WeChat) is a useful tool to
continuously communicate and serve existing clients directly. Sales
staff can connect with them and provide targeted content and after-
sale services. Messages can be sent to individuals or in group chats.
However, each customer can only receive one group-sent message per

week.

One of the main benefits of WeCom is that all contacts added from an
employee’s account will stay within the organization even after they

have left the company.

Don't forget WeChat Mini Programs

It allows brands to provide a trackable customer experience
within the WeChat ecosystem directly. Followers or WeChat Group
members can refer information, products or services without switching
platforms, enabling better measurement. Learn more about WeChat

Mini Programs conversions tracking on page 38.
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Make KPIl assumptions based on past

W 1o . 2
FOUR + MAKING KPIS WORK no up Your social KPIs correctly:

How to Track KPls Set 1 performances and industry benchmarks
Make sure KPIs are connected to your goals Being too ambitious and setting

It's important to prioritize. Setting and tracking too many KPIs will A sports brand that entered China three years unrealistic goals will incentivize a toxic

overwhelm you with data and cause confusion. ago wished to improve brand awareness, and it culture of manipulation to reach the

It's difficult to set an fixed number of how many KPIs a business, a team set “reads” on social as its core KPI at first. target without considering the long-term

or one employee should have in any given industry. Company structure is “The potential problem is that we were trying to find gain. It's also important to take into

unique, but according to general practice and professional advice, having local fans for our brand, not just reads per content. account each brand’s unique positioning
It'd be easy to hit the KPI, had we just chosen all when referring to benchmarks.

between two to four KPIs per goal is recommended [S] .
topics to be what audiences are interested in but not

tightly connected to our brand, while the latter is an

@ app.kawo.com

equally important metric. As we were trying to find a Monitor challenges and update consistently

Q Search

balance, the KPI at the time lost its purpose.”

S All predictions will be impacted by unforeseen

) ([ \diidserotieioianabociaimeataeai variations. Breaking down an entire period like

15,000

KAWO KPL prediction helpe you a year into monthly or seasonal time blocks and
closely monitoring each stage can help you find

track qoal completion ctafve  — 3 Breakd he details of each KPI
13,000 based on Your ,ba:'f,berf'arma.uce.’_\ reakdown the getalls of eac problems early on and adjust your strategy.
| \V} There should be individual audience

14,000

FTARGET

- _ The assessment for each small period should
12,000 acquisition or conversion goals set for each , ,

also take into account the industry's nature. For
channel. In each channel, performance can be
' example, sports brands have a whole year set

delegated to different types of content. For

11,000

around the Super Bowl, while beauty products

10,000

example, five pieces of TOF content with KOLs
should each reach 10,000 reads, while 10 MOF
content pieces on new products should reach

revolve around big shopping festivals, so the

Mon 15 May

9,000 a8

periods without these activities will naturally
perform lower.

goo0 500 reads each. It's important to count on
Jan30-Feb05  Mar13-19 Apr 24 - 30 Jun 05 -1 Jul17-23  Aug 28 - Sep 03 front-line staffs’ hands-on experience and Connect short-term goals with |Ong-term health.

T ——
challenges while ironing out these details.

(, KAWO Guide to China Social Metrics 29
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FOUR » MAKING KPIS WORK

Know How to Calculate
Your Stats Correctly

Each social platform has an official backend for brands to
acquire account data. It's important to know what the set of
data consists of before measuring metrics, otherwise the

margin of error will be too great for analysis.

For example, data from the WeChat backend is available in
two ways: account data and post data — this can be

confusing.

Take post data for example: It lists all the posts the brand
published within a specific time frame (e.g. during May), and
then shows the stats each post has received until the

collection date.

If post C (published on May 25, as shown on the right) received
5000 reads before May 31, and an additional 3000 reads after

June 1 until now, the reads on post C will be 8000 (5000+3000)
when the brand checks post stats in May. The number will also

stay the same if the brand checks in May and June.

If the marketer in charge of collecting data isn't aware of this,

mistakes will be made when doing an analysis.

(, KAWO Guide to China Social Metrics

Included Stats
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Usually, daily stats received by each content will
decrease day by day after publishing. We use this
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Reads on each post -
published in May :

Dot C was publiched on May

25. Data received after May
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graph to represent the above changes.
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FOUR » MAKING KPIS WORK

How to Measure Content
Performance with Metrics

Correctly analyzing metrics can help brands evaluate efforts
more effectively, and understand existing audiences better.

Let's use a beauty brand as an example: Its different

Example 1. “Audience engage” has the lowest engagement:
Explore the possible opportunity to combine “Trendy topics” with

“Beauty knowledge” which is successful.

Reassess the value of the under-performing “Lottery” category,

and explore more enticing rewards and different content formats.

Weibo content categories to raise brand awareness Category Numbers
and grow the audience are shown in the graph on .
. . , _ Brand image 7
the right. To gain insights, the brand should: Education 6
Beauty knowledge 5
1. Collect all data from the content and separate into
the previously defined content categories; Audience Lottery 9 8
engage i
2. Drill down into the details, draw conclusions and S ey ol J
make adjustments to the content strategy: Plain products 17
A. Measure how different content performed Li 24
relative to the average for its category; Product  cCelebrity o, 20 17
promotion  collab-
B. Measure if the performance of each content oration Z£hao 19
category reached expectations (example 1), Mi 1

C. Measure the influence of different variations
in each content category (example 2).

+ The performance of an entire cafegory can be impacted by

one or Two anomalies, remember fo uce ‘median average’)

which wifl reduce the error margin effected by these postc.

(, KAWO Guide to China Social Metrics

Avg. Shares

92
352

222

107
118

113

357
312

369 368
427
370

v

Beavty Knowledge

Trendy Topice

*Engagement numbers are the combination of likes, shares and comments.

Example 2. Celebrity account @Sun has an average engagement

number compared to other celebrities but the amount of

comments she receives is impressive, which could suggest that

her fans are more loyal and sticky, or that she’s controversial,

1879 7325///
<&
843
Education  Audience engage
4
Avg. Comments Avg. Likes Avg. Engage
48 514 654
125 1532 1879
202 2549 3103
91 161 359
34 647 843
76 1132 1326
153 2041 2551
118 2824 3254
174 313 2309 2107 2483 2788
134 2321 2882
150 2252 2772
313
Category average line
|
150
118 134
Li Sun  Zhao Mi

31



FOUR » MAKING KPIS WORK

Tips to Analyze Metrics Correctly

1

Select appropriate metrics to assess different types of content.
Controversial content will naturally attract more comments than

educational content, but both play an important role in your content

strategy.
2 3
Isolate impact of Factor into your analysis the
paid/promoted content amount of effort required for
from organic by looking different types of content. Making
at them separately or a video can take hours for an
highlighting the entire team while a simple repost
difference in reporting. on Weibo takes only minutes.

4

or two successful posts can have an outsized impact on the

It's important not to base your analysis on too little data. One

performance of an entire category. If you don't post very frequently

ensure you use data from more posts over a longer time period.

(, KAWO Guide to China Social Metrics

Having an integrated assessment

Example: When a content creator in the sports section

left a marketing agency, suddenly all likes on posts

dropped. People looked back at the old posts and

discovered that the person simply added “if you like

the team, like the post” in the end of all content as

bait to get more likes. “Like” alone is easily

manipulated and doesn’t host much value in strategic

guidance on Weibo. The problem would've been found

Qﬂ'ﬁ' S.1Cheese Type (flav): v

<] posTs

m app.kawo.com

earlier if ratios among “like, comment, and repost”

were tightly monitored.

If some of your content receives high engagement
but followers are growing slowly, it's possible that
the viewers are not impressed by your account as
a whole when they check your content history, and

it might be time to re-assess your content strategy.

Endless excel sheets, graphs, charts

can be overwhelming, and there are

Learn More £ Mon1Feb2021-Mon31Jan| SO many different aspects that could

139 (@ AVERAGE IMPRESSIONS

19

30

29

Contribution

27%

1%

14%

22%

2%

Average Impressions

232K

288K

289K

259K

493K

impact content performance. How

307,436 v 47 AVERAGE ENG

can you categorize all your content

in such detail and not get lost?

E EFFICIENCY L

KAWOQ's content tagging and
data visualization can
streamline and condense hours
of work in just 5 minutes.

Schedule a demo
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FOUR » MAKING KPIS WORK

Challenges to Make it Work

It seems that you set everything right, but somehow all the work your team

performed didn't churn out the desired result. Why didn't it work?

Structure of work doesn’t inspire the workforce

If a rigid hierarchy and bureaucracy are rampant, the top-down system rarely
encourages information to travel upwards [S]. Despite any claimed aspirations, it
ends up failing to deliver what employees really need, and easily leads to setting
unrealistic goals, increasing the chances of people lying or covering up when

they think they are failing to meet their KPIs.

A cut-throat working culture is counter-productive

A high-pressure, take-no-prisoners culture prioritizes short-term results over
the long-term well-being of employees. This will decrease productivity in the
long run [S]:

Employees succumb to  Low engagement (insecure,

sickness more easily [s], losing disrespected, and feeling unsupported)
work days and costing the over the long term causes 60% more
healthcare system more [S]; errors and defects, 18% lower

, . productivity, 16% lower profitability,
High turnover rate which incurs

, . 37% lower job growth, and 65% lower
high costs for rehiring and re-

o share price over time. [S]
training;

(, KAWO Guide to China Social Metrics

Important things you might misc reqarding empathy ...

empathic emotions and
workplace performance [sI.

different in China.

Chinese culture demonstrates a long , , o
. . _ Researchers at University of Michigan
history of concentrating power at a higher

suggest that leaders who demonstrate
level, where people are accustomed to

looking to leaders for stability, social <ML UHEI] EhifleEEs et

order, and harmony. Studies show that in individual and collective resilience in
countries with similar cultures to China challenging times [s], but C-suites are
(referred to as “high power-distant still struggling to change working culture.
countries”), the positive relationship More employees consider their direct
between empathic emotion and work manager as a more important role in
performance is greater than that of the building an empathetic workplace. [s]
West. [S]

of CEOs worry they will

of CEOs]believelitisitheir of CEOs say they struggle lose respect if they're
jobttolbuild empathy (s to be empathetic [s] too empathetic [s]
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https://news.ki.se/poor-leadership-poses-a-health-risk-at-work
https://bmcpublichealth.biomedcentral.com/articles/10.1186/1471-2458-11-642
https://smith.queensu.ca/magazine/issues/winter-2014/
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People Centric is the Key

How Microsoft Turned Things Around

“Empower every person and every organization on the planet
to achieve more.”

Before Satya, Microsoft's stack-ranking system would pit
employees against each other. Instead of focusing on
working together to build a product, employees were
reluctant to share ideas as it might effect their ranking

negatively.

Satya replaced the system with a people-centric approach.
Internally implementing measures to promote personal
growth, collaboration, and diversity; externally focusing on

goals heavily related to customer feedback.

The new Microsoft inspired innovation and in return,
employees are incentivized to devote as much as they

receive back to the cooperation.

Oct 31, 2014

Staya Nadella
CEO, Microsoft

After Satya Nadella became
the new CEO of Microsoft
in 2014, he redefined the
aggressive culture into one
that was empathy-driven
and changed the way the
company runs internally,
inspiring growth.

After 2014,

the share price

of Microcoft
ckyrocketed.

N....

2005 2010
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015 2020

Mr. Li (anonymous)

Professor for a MBA program, tutoring
C-suites and business owners with his
extensive knowledge on business
management.

Empathy is a learnable skill. In contrast to the common
conception that power corrupts people, a study [S] by
the researcher in Harvard University shows that people
who are aware of the moral implications of their
behaviors can be enabled by power to benefit the
common good. While people who tend to be more self-
interested when in power are not necessarily bad
people, their behaviors are more of a result of lacking

the said awareness.

If we apply the above logic to the internal management
in business: as long as people in power are truly aware
of the benefits of empathy and the dire long-term
consequences (see page 33) of its negligence, more
thoughts and effort from leadership would be put into
building a healthy work structure. Unfortunately,

general education on this matter is lacking.
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FOUR *» MAKING KPIS WORK interects /[ goals as long as

Encourage employees personal

, ‘b Wi any or team goals;

OKR: A KPI Alternative s o reetinty )
OKR & KPI

OKRs: Objectives & Key Results
If the Objective is the destination, Key Results are the ways to get there.  Fpeus on how T Focus = Progress and result Result only
OKR is a tool for aligning the personal goals of employees with that of achieve the 30“/'” o o
the team and cooperation, and measuring the progress of executions. break into Adjustment Cc()rr;ztr?g;trgrc;nrltec;rljlagrigfcﬁ\ljl;lsc;n Relatively stable
It's designed to optimize team collaboration. detailed actions
Created by Intel's former CEO Andy Grove, OKRs are suitable for dynamic Develop Individual goals align with team, while  Top down (consult opinions
teams, creative works or work that demands close collaboration or Method teams goals align with the company's  from individual employees

results that are hard to measure through typical KPlIs. . .
easuvre
comﬂ‘amt‘(y m Evaluation Challenging goal, not required to reach

. . .
An Example for OKR: viability of the ,b/an 7 100% 100% completion required

. changes
A brand has a WeChat account and a new Douyin account. One of the and moke

Stake Not connected to salary or bonus Connected to salary or bonus
cooperate level objectives is to raise brand awareness. The marketing

team set the following OKRs:

Objective: Increase social media engagement by 30% Common Mistake:

Key Result 1: Find target audience and make a content strategy on the new

KPIs can be the key results in OKR, but the other way around doesn’'t work. An
Douyin account before 1st June

OKR is set to be ambitious, and its tolerance for not reaching the target is one

Key Result 2: Reply to every new comment on WeChat and RED within 2 hours of the main reasons that makes it inspiring.

Key Result 3: Increase follower number on RED by 20% through posting about

In reality, however, some companies use peer pressure and subtle hints from
trendy topics related to the industry

management to coerce employees into treating OKR as KPI — this will be
counterproductive in the long run.

(, KAWO Guide to China Social Metrics
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FIVE « TECHNICALITY OF MEASURING CONVERSIONS .
. How it works ......
Measure Awareness Conversion of How to find and measure the 3 ) Gh
; WeChat ———> c
: : right source

YOUf AUdlence W|th QR COdeS g Unique scene Receive pre-defined @ ~a.

Let's say a beauty brand kicked off two campaigns: par:meters texts, images, voice, “s‘

, One is about free giveaways of sample products, video, link, etc M Click to ,

Top-of-funnel performance is usually hard to ' Sccessthe °

and the other one is about a partnership with a . i . :
track and measure. That's why we need to Trigger 1 goodies \ 4

, KOL sharing beauty tips. After respective audiences 5
take advantage of unique QR codes to better ] e of each N
an the unique QR code of each campaign to gain
categorize sources where followers come > unique Q Pals &9 2 d Scan the code g 1 (—$—Dﬁ
, , | N access to the giveaway, marketers can monitor QR Code

from to find the most loyal audience. - dt and follow |

their unfollowing decisions: Do they just accept the orrespond to M

arameters
A QR code is essentially a unique URL link stored in a graphic, which value and leave or do they stay, and for how long? P
can be scanned and read by smartphones. It's a convenient and When the account pushes new content, are they
secure way to access information and services online, often used in still willing to be there and listen? It'll help you gain
CREATE NEW WECHAT FOLLOWER SEGMENT
payment, account following, targeted communications, etc. insights into your followers’ behaviors. 2023 cheatsheet
/I/Ios’t ak code 407‘;0‘145' p R Cod @ @ app.kawo.com
ermanent QR Code 852 Scanned QR . he -

happen in WeChat. , .
Online and offline follower acquisition,
Therefore we vse WeChat providing information and services

as an example:

Help Center Article - QR Code
FEBh RO - 48D

07/20/2023

Tor iue at'1/:-s'v.

[

KAWOR! &

WecChat official Temporary QR Code
account QR code ) Expires in 30 days, substitutes for

SCHEDULED FOR

Tue at 17:31
permanent QR codes e
AY With KAWO, you can even send specific
Mini brosram | g b Bientconiio ol messages or content to your audience
p g Consu tant QR CO e Welcome to KAWO 2023 cheatsheet (1364 Followers) E from each unique QR code, prOV|d|ng
QR COde Automat|ca||y pa”' eaCh fOllower W|th Kawo is a powerful social media management : -
: : platform targeted lead nurturing and the ability to
Read more on page 43 his or her own personnel for service

monitor audience’s decisions.

PPN 0P ARTICLE : Request a Demo to Learn More...
= == \Welcome to KAWO '

Add Article v 37
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« Generated in
wWeChat Mini Program [ Parameters Friendly s——

WeChat backend
« Suitable for tracking

Tencent, Alibaba, ByteDance and Baidu all issued their own versions of mini Traffic Source

n thi d 11§ Wech . dor T Sunflower  Need additional N
programs. In this guide, we'll focus on WeChat mini programs under Tencent as QR Code l Standard programing Direct veers to specific
it's the pioneer and most representative. + Autogenerated, limited page incide the mini
tracking abilit
The following graph shows the structure of how you can track WeChat mini & I program
program access. The WeChat backend offers auto-tracking but sometimes it's
One Product One Code
not enough. Customize link tracking of touch points (marked in green) with , o v \V4
 Used for product identification; -

third-party tools or with the help of your own programmers. Different tools . Need to apply for quantity first D Q Mini Programs

have different UTM languages. You can even use Google Analytics to track mini > I\

programs with the right protocol installed. o General QR Code

Mini Program » Can be scanned in other platforms
=\ QR code « Compatible to mini program
A » Applied in car charging pile services, etc.
Customize link Suitable for PP sinsp i0S
trackin offline access :
f Scan QR code e Outside of[ Jump to H5 page firet
/ Click Link ShortLinks WeChat Android A
« Used in e-commerce e-ha l Can be tracked by WeChat
4 categories of Redirect mini programs only or by brands’ in-house
WeChat Official A ts, _ programmers

ho-W- v access I\/Iieni—Pa:’o ralri:aAdzcoun S Links URL Links
mini programs sram, Access in WeChat

. Suitable for text,
138 unique ways Share message, email,

in total so far ... To friends or groups website access

« Each URL can be opened by one unique
user
» Valid for 30 days

Can be tracked by WeChat or by
brands’ in-house programmers

« Max 500,000 URL links and schemes in total Android
per day Can only be tracked by brands'’
WeChat Internal Portals URL Scheme in-house programmers

Search, Moments, Live-stream, etc. ,
« Used outside of WeChat ecosystem only

i0S
Direct access to mini program

€) KAWO Guide to China Social Metrics 38
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Measure Leads or Sales Conversion
of Your Audience

” Link Shortener

URL links can be long and complex. Link shorteners can help create
a unique and shorter link that redirects to the original link. It's more

presentable and easier to share.

9 Link Tagging

During an online campaign, you could have 5 different social networks
directing traffic to your website, or one of your social networks is
receiving traffic from other networks and websites. In the most
complicated scenario, traffic even comes from multiple places in one

social channel ...

Each traffic channel has its unique URL. Link Tagging can help
differentiate them by adding tracking parameters to each link, which

can be set manually by your team. You can gain insights into traffic

and conversion and understand user behavior on each channel better.

(, KAWO Guide to China Social Metrics

Link tracking:

Create neat links, ctore the re/at/‘ous’hc}b Each shortened link is unique and you can
between the chortened link and the

original link in the server

track the source of the clicks, but not with

the accuracy that link tagging provides. In

\ fact, URL shorteners will even rely on link
\ tags in many cases.
v Q@
Social Posts — Website
P ? - - - o your-website.com?track:12.?XYZ
" Y o " B ) 2
VO link @ ) 3
< Server > y
</>
Uce third-party tracking tools to --

cateqorize different traffic courcee

you tagged

|
\/7 Server
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More on URL Shorteners Never track traffic at the Free URL shorteners to use in China
expense of user experience o
BEREMuE: dwz.cn

The goal of tracking traffic resources and customer = push.voulacloud.com

As specified in the name, a link shortener is essentially turning a journey is to understand audience better, thus increasing P N

4055 aifabu.com
FT1258 555 ft12.com/

long link short. It became popular after the rise of social media in the value you bring. Easy access to content should

the early 2010s as it takes up less space in content, and is especially always be the priority. Any inconvenience or confusion

handy with platforms that have character limitations. Now the while accessing content should be minimized.

settings for most social platforms tolerant more lengthy content, Most providers offer different types of links suitable

|deally, there should be only one click away to any
but being neat and easy to consume remains crucial for retaining content. but the more detailed information marketers for different platforms and apps including mini

the audience’s attention. Additionally, there are a few aspects worth programs and e-commerce. Each link comes with an

want to acquire from the audience, the more middle

L o : : unique QR code as well.
noticing: steps there could be. It's important to find the balance que Q

while setting the tracking method. For link traffic analytics, additional charges may apply.

Link masking:

Weibo's warning for
unregictered weés'ites>

B ER9 L

EDIT POST 118-834
https://practice.knowyourself.cc/product/39?utm_t . re . .

erm=%E5%BF%83%E6%99%BA%E8%90%A51%E Of the SpeCIﬂC cam pa Ign/promOtlon d ppea r . <’ KAWO ﬂﬁ
6%9C%9F-KY%E4%B8%BB%E5%8F%B7%E6%8 . .
E%AB%E6%96%8720230615%EF%BC%88%E6% as part of the characters in the link
96%B0%EF%BC%89&_channel_track_key=Uh5WC
NFO&channel_link_type=web&utm_campaign=A07&

utm_source=S01&utm_content=Y03

AT P BT il Link shorteners can make the original link hard
MERLESE, HESEBNRLEMTRE,

Make the link recognizable and memorable @ app.kawo.com

You can make your brand name or the name

© EE AN €

© oA,

Learn how to analyze content performance
with KAWO tagging:

ST 5412 = ‘

Leave room for unethical behaviors to fester Repost URL... ~

nd hit enter to fetch re

Learn how to analyze content performance with KAWO

tagging:
https://kawo.com/cn/%e8%a7%a3%e5%86%b3%e6%9

to detect by the platform. Risky links such as

L[

fraud and viruses can hide behind a harmless

':: ) 6%b9%e6%a1%88/%e6%a0%87%e7%ad%be%e8%a7 #
| front and Wreak haVOC. I 2020’ WEIbO %a3%e6%9e%90?utm_source=kawo&utm_medium=we
regulated that all instant links which redirect KAWO auto-shortening URLs ibogutm_campaign=none&utm_content=app kawo.com
ht a"d %2F64da33bb8da6951505f34000
Announceme outside of the platform have to be registered KAWO backend can help turn your long postvorte 7

h window

applicatio
For White ligt

| in an effort to improve trustworthiness. URLs into shorter links automatically.
) Request a Demo to Learn More...

SRR BHHIAS HIFHRE



http://dwz.cn
http://push.youlacloud.com
https://tool.chinaz.com/tools/dwz.aspx
http://aifabu.com
https://www.ft12.com/
https://share-eu1.hsforms.com/1MPeio-VTSLuTum6WeoQKKwfbvon
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Link Tagging (UTM and Google Analytics)

Link tagging can add tracking parameters to each URL. Every time your audience

How to track?

UTM (Urchin Tracking Module) is the very first system for tracking parameters which was later

adopted by Google. Google created the prototype of GA (Google Analytics) based on Urchin,

visits the link, the set parameters will be sent to a third-party analytics tool where

you can see distinguished traffic reports. The synonym for link tagging is UTM, the

universal method for traffic tracking, compatible with most tools on the market.

How does it work?

Let's say a beauty brand has a summer promotion and collaborates with

a red influencer on lipstick XO. Here's the link to the website:

T

................................................................................

....................................................................................................................................

...................................................................................................................................

utm_source Label the website or platform where it came from

Label the source media type (You can only type in
fields that are preset in the system) :
Organic, social, email, affiliate, referral, CPC, etc.

utm_medium

utm_campaign The name of your campaign

utm_term |dentify paid search keywords

Distinguish different types of content from the
same website or platform

(, KAWO Guide to China Social Metrics

utm_content

@ analytics.google.com

Google
. All accounts > LOVEN ) ) . .,
AhA/yticg 0 Analyt|(;5 LOVEN 2022 - Q, Try searching "Web overview
Crafhi, | . i : :
ffic M  Bepertssnapshot O+ Traffic acquisition: Session campaign A -
kepart @ Realtime
Life cycle A 0
| Q - Y - Ain b
~ Acquisition
@ (direct)
\ @ Overview
V User acquisition Q_ summer ®

Traffic acquisition : : ) S
9 Session campaign -~ Session manualterm ~ X 24

5 ﬁ’e/dc can be cet
and frack in UTM
pParameters, and

each hae ite oy,

» Engagement

Select Frelds to filter

different sources

» Monetization

Retention

User A

1 summer lipstick

» User Attributes

2 summer eyeliner

-------~
.-------'
- E I I I N N N N = =N =N = W

meam‘hg

/

» Tech

3 summer foundation

2 4

-------------------------

(] Library

Tips for building UTMs:

the company created UTM after its acquisition. Now GA is the universal tool for UTM tracking.

(not set) I

0 1K 2K 3K

¥ Users Sessions
Traffic report

803 203

10.19% of total 9.31% of total

406 454

283 304

133 145

» Use free link builders to autogenerate UTM codes (click here) , avoiding manual mistakes;

* Fields in capital and lower-case will be attributed to different categories;

e utm_source, utm_medium and utm_campaign are mandatory fields. If any of them are
missing or the medium fields have been input with non-preset words, it will resultin a

misclassification in the traffic reports.

o Last 28 days Jul 19 - Aug 15, 2023

-

S s s s S EEEEEEEEm.
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Link Tagging
(Other types of UTM codes)

Some products have their own tracking systems, but the functions

and underlining logic remains the same.

UTM
Referral

(Basic domain info HM (Baidu)
from browser)

Link tracking Campaign ID (Adobe)

Link tagging \
SPM j

L Bilibili

Alibaba

BA (Baidu Analytics):

The Domestic Chinese Solution Google UTM
The Chinese version of GA designed for China’s utm source
biggest search engine: Baidu, is not only

compatible with UTM, but also has a unique utm_medium

tracking module “hm”, with fields in one-to-one utm_campaign
correspondence to those of UTM.
Note: when “hm” and UTM exist simultaneously 2T ST

inside a link, BA will prioritize the former. utm_content

(, KAWO Guide to China Social Metrics

Alibaba Universe and Bilibili

Baidu “hm”

hmsr
hmpl

hmcu

hmkw

hmci

- .~

SPM (Super Position Model) is often used id= 3716461318&&spm 2048 12345 19 28
in e-commerce and video platforms: . A ,,: . B C D

......
..............

A Client-side type A represents “client-side type” (Taobao App, Taobao PC,

Alipay App, etc) Each can be set as unique parameter

B Page

B represents the specific page on the client-side
C section (homepage, cartpage, search bar, etc);
D Location C represents the specific section on the page B

(coupon channel, trial channel, etc);

D represents the specific location in section C
(specific coupon, product, etc).

*Above is the standard setting. The parameters can be set according to
different interface structures of the platform.

@ tongiji.baidu.com

TPA=t 0 = SpEBaERE (2016/06/28~2016/07/27) @ OEEHEE 42
Q =mir= o A7(E AF R BETE 2016/06/28 - 2016/07/27 v Tt ETEER
SR BETE - W BuaE  Beds FEE s | FaEE. HegEE  SEEE  ETERE
D=4 ® http://m.kubiqg... @ http://m.39445... ® http://mobads... @ L ® ®
» E) srEfEsEaT
RS E
BESH 8
[ ]
- aidv A :
=R W EEER idv "a./y tice tr 4(?‘7‘0 report:
(8 =8oF a
E i
. FISEEREIETR RERRE
IR
REEPV) 4 EEHUV) 125 P
=1: http://m.kubigg.com ) 24,298,779 1,343,853 1,128,265 88.58%

http://m.kubigg.com/lapk//hr=b...

(%)

9,390,064 346,504 292,578 94.14%

http://m.kubiqq.com/lapk/?! 6,496,322 161,974 146,351 91.01%
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http://m.kubigg.com/lapk/

5,172,512 532,151 464,38 72.64%
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When Can | Use Which Method to Track Clicks?

To
From

WeChat OA/
Channels

Website brands
don’t control

Website brands
control

Weibo, Douyin,
Kuaishou, RED, etc.

Alibaba Universe
And Bilibli

WeChat OA/
Channels

WeChat
Mini program

(, KAWO Guide to China Social Metrics

Website brands
don’t control

&
&

a% n% X -

X

X

Website brands

control

Weibo, Douyin,

Kuaishou, RED, etc.

Alibaba Universe

and Bilibli

&

Link Shortener

O

Link Tagging
Mostly in

QR code

Not social
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Metrics Definition

T Click Through Rate (CTR): The percentage of people who view your content (owned or paid) and click
to take the next step, whether that's clicking on a link to read more, buying or submitting a form, etc.
% Lead Conversion Rate (LCR): The percentage of people who view your content (owned or paid)
and click a link to leave their personal info (email, phone number, etc.)

M t o 3 Cost Per Lead (CPL): The cost of resources (money, manpower, time, etc) to acquire a lead.
e r | C S 4 Gross Merchandise Volume (GMV): The total value of sales over a certain period of time. It's often
used to measure e-commerce sales. It can come from posts, videos, livestreams, ads, etc.
D e f' n | t | o n > Cost Per Customer/Acquisition (CPC/CPA): The cost of resources (money, manpower, time, etc.)
to acquire a paying customer.,
an d Content Category
® Educational Content: Any content without a direct call to action to purchase: 1) Content with no call to
C 0 n t e n t action; 2) Content with a call to action but to read more, register, follow, or any actions other than buy.

It applies to short video platforms (Channels, Douyin, Kuaishou) and Little Red Book.

7 Shoppable Content: Any content with a direct call to action to purchase.
It applies to short video platforms (Channels, Douyin, Kuaishou) and Little Red Book.

Category

8 Promoted Content: Paid promotion of content on a brand’s official account, including articles, posts,
videos and live-streams. It doesn't include paid ads or KOL collaborations.

2 Paid Ads: Any paid advertisements which DO NOT involve the indigenous content form of the
platform (banner ads, search ads, display ads, feed ads...)
It doesn’t include promoted content or influencer/KOL/KOC collaborations.

10°5kit Series: A string of short videos with continuous plot development, hosted in the same account. It
can be owned content or paid content.
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<, KAWO THE SOCIAL MEDIA MANAGEMENT PLATFORM FOR CHINA

KAWO is devoted to helping marketing teams to efficiently and seamlessly manage China social
media channels. It is an easy-to-use bilingual platform which connects to WeChat, Weibo,
Douyin, Kuaishou and Bilibili. Internal teams and agencies can jointly collaborate within KAWO

for data insights, competitor analysis as well as content planning, editing, review, approval and

scheduling.

Social media have become an integral part of any marketing strategy. Producing high-quality oﬁ T
content through data-driven decisions is crucial. However, social media teams are spending too g kl
much time on crunching data, making reports and communication — both internally and
externally. KAWO helps to streamline workflows, improve efficiency for gaining data insights,
empower marketing teams to spend more time and effort creating content that produces the

best ROI.

We are proud to be trusted by over 500 global brands: !nd ustries
included
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Highlights

Week 35 ‘2 P
Mon 24 Aug - Sun 30 Aug ,

You achieved your KPI of 21 Articles!
Wed 26 Aug

You achieved your KPI of 1,395 Follo...
Wed 26 Aug

You achieved your KPI of 17M Impres...
Mon 24 Aug

Week 34 2’
Mon 17 Aug - Sun 23 Aug E

v @ @ Dashboard

Weibo

%> Active Weibo KPIs

Sept Follower Growth
1 Sep - 30 Sep 2020

& Weibo Competitors

BRAND PLANET

mhR 2 EK

FUN MARKETING

BIREH

KAWO

FHE

SOCIALER

FLEEA

| GLOBALLINK

) emC

@ app.kawo.com

525

230,965

470,162

€668K

2.0M/33.3K

] WeChat
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] Active WeChat KPIs

Sept Follower Growth
1 Sep - 30 Sep 2020

Sept Reads
1 Sep -30 Sep 2020

-] WeChat Competitors
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Learn more at KAWO.com or email marketing@kawo.com.
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Douyin
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264 5,825 2,245

Not Set > 350 3,519

Active Douyin KPIs

Sept Follower Growth

26.1K /38K 1 Sep - 30 Sep 2020

1.3M /823K

Sept Videos

12.8K/37.5K 1 Sep - 30 Sep 2020

Sept Video Plays

1 Sep - 30 Sep 2020 11.6M / 50M Plays

Top Douyin Video LAST 30 DAYS
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Multi-Account Management

Manage all your social channels with one
KAWO account. Gain an overview of your
account performance, competitor data
ranking, weekly reports, content status, KPI
completion status in one simple dashboard.

Data Insights

Auto-generate reports and data analysis of
your social accounts, available in
spreadsheets and graphs with a one-click
download. Improve efficiency for content
insight and decision-making.

Competitor Analysis

Monitor and analyze the performance of
competitors’ accounts and individual content
performance with data visualization. Refine
your social strategy by benchmarking the
results.

Collaboration

Add unlimited users to your KAWO account
including vendors, internal and external
teams. All team members can be
simultaneously notified of changes to events
or content plans, streamlining marketing
workflow.
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