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THE SIMPLE FACTS
5 ways to get noticed online in the Chinese market

by Lee Green

Internet users in China havesurpassed the 538 million
mark. China’s Netizens rep-
resent an enormous oppor-

tunity, but getting noticed is
tough, and it’s nigh on impossi-
ble if you don’t know how to cre-
ate content that your consumers
and other stakeholders can find,
use and engage with. It is a big
challenge for any com mu ni ca -
tion professional, and with the
“Great Firewall of China” block-
ing the majority of West ern
social media sites, China’s online
population is restricted in how
they can access your content. It

is, therefore, vitally important
that you disseminate your mes-
sages through as wide a variety 
of channels as possible. And
while there may be a focus on
digital integrated marketing
communications, don’t forget
the burgeoning collection of 
traditional media that include
more than 2,200 daily news -
papers and 10,000 magazines.
The good news is that online
PR and content marketing in
China work very much in the
same way they do in other
regions. The concepts should
not be new to industry veterans.

There is one distinct difference
though, and it’s such a big dif-
ference that it should influence
every single thing you do when
trying to reach your target audi-
ence. That difference is China
itself, and you have to remember
that not just any old content is
king: Local content is king. 
Creating local content that
can be found easily is the corner-
stone for any success you may
have in China, and so a solid
strategy is essential. There are
numerous items that you will
need to look at when creating
content for Chinese audiences.

Unlike some Western 
companies, Walmart is 

thriving in China—largely
because it makes use of both 
traditional and new media to
reach its various stakeholders 

in a timely and effective 
manner. The retailer is now 
making inroads into China’s 

e-commerce segment.
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The difference is China

itself, and you have to

remember that not just

any old content is king:

Local content is king.

However, from a purely digital
perspective, there are five simple
facts that stand out and that will
put you in a much stronger posi-
tion, with your content far more
accessible to your target con-
sumers and stakeholders. 

1Optimize your website 
in Mandarin Chinese.

It’s amazing how many press
releases have been translated into
Chinese but then say something
like, “For more information,
please visit: myenglishwebsite
.com.” If you are serious about
getting noticed in China, you
must have an optimized Chi nese
website. You could be sharing
some really great content across

various platforms, but if the
final destination is an English-
language website, you’ve already
lost. The main premise of a great
website is to give people what
they want and to provide truly
engaging and useful content.
You are not doing this if you
provide Chinese stakeholders
with an English-only site.
Make sure to register your site
with a local ISP too. You may
have already decided to develop
a great Chinese website with lots
of inspiring multimedia con-
tent, but if that content then
takes 10 times longer to load
than your visitors expect, you’re
going to struggle to generate any
real “stickiness.” 

The simple fact: Most Chinese
only speak Mandarin, and if
your website is in English, it’s not
usable. It’s a massive oversight if
you think an English-language
website is good enough.

2Online search dominates, so
create SEO-friendly content.

Baidu.com is the fifth most pop-
ular website in the world and
the most visited site in China,
but keep in mind that three of
the world’s top five sites, as
ranked by Alexa.com, are
blocked in China. You may
think Google, Facebook and
YouTube are great marketing
tools, but they mean nothing in
China. In fact, Baidu is the first
port of call for about 95 percent
of all online searches in China.
With more than half a billion
Internet users in China, it makes
sense to see what the majority of
them are doing. Search remains
a key tool for both consumers
and journalists, so ensure that
your content is SEO—search-
engine optimized. Remember

that Baidu dominates the search
engine market and has its own
unique search rules—don’t pre-
sume Google’s search rules work
as well for Baidu. 
Here’s a good example: If you
type “Ogilvy China” in English
into Google.com, the top result
is Ogilvy’s English-language site.
If you type the same thing in
Google.hk, the top result is
Ogilvy’s Chinese site, but from
there it’s all English-language
content, including Ogilvy’s
Twitter and SlideShare accounts.
However, if you do the same
search on Baidu.com, the
English-language version is
nowhere to be found. The first
page is filled with links to
Ogilvy’s Chinese site, its Sina
Weibo feed, videos on Tudou
.com (the Chinese version of
YouTube), and a host of other
Chinese content on blogs and
news sites. The results are totally
different across search engines,
but they are 100 percent rele-
vant to the dominant market
and fulfill the needs of both
Ogilvy and its target audiences.
Of course, while these searches
are done in English, it empha-
sizes the importance of ensuring
that your content is searchable
to the right audiences. 

The simple fact: The vast
majority of searches are in
Mandarin Chinese, so Chinese
content is essential to any success
you hope to have here.

3Don’t forget that 
traditional media remain 

the most influential.
There has certainly been a con-
vergence of traditional and 
new media in recent years, but
traditional media remain more
important and influential inChina Daily and other traditional newspapers now have online versions.
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You may think Google,

Facebook and YouTube

are great marketing

tools, but they mean

nothing in China.

China. This doesn’t mean you
need to appear in the print ver-
sions of China Daily or People’s
Daily (though it helps), because
many of China’s traditional
media have already successfully
migrated online. Newspapers
and magazines are also becom-
ing more actively involved in
social media and mobile enter-
tainment platforms, as they 
look for ways to expand their
readership. 
One key feature of China’s
online news environment that
differs from the West is that gov-
ernment regulations restrict the
number of outlets allowed to
produce their own news. Many
sites have to aggregate content
from authorized producers, and
this gives an upper hand to the
online versions of traditional
media because they have this
authority. Their online content
has become a key source of con-
tent for the majority of China’s
news sites, including those of
the big four portals: Sina, Sohu,
Ten cent and NetEase. It is,
therefore, important to build
relationships with these kinds of
media or use services that already
have established relationships.
Walmart, for example, is no
stranger to a good scandal in
China, but unlike Best Buy,
which failed to understand the
local market, Walmart is still
here and thriving. Only recently,
Walmart announced it was
moving into China’s booming 
e-commerce industry—one that
is worth more than RMB268
billion per year. One thing that
Walmart does really well is tar-
get both traditional and new
media. Through the distribution
of Chinese press releases and
other content, Walmart reaches

all its key stakeholders in an
acceptable format and time
frame. This allows the retailer to
address the concerns of stake-
holders in a timely and effective
manner, while also keeping
them abreast of what the com-
pany is up to. 

The simple fact: Getting 
your content picked up by 
traditional media provides the
opportunity for your content to
be aggregated by the major 
portals and other news sites, so
they present the best ROI.

4Don’t underestimate the
power of images and videos.

Not only do journalists favor
press releases that contain multi-
media elements, but your con-
tent is much more likely to be
shared among online communi-
ties. Such content should also be
archived on the major Chinese
platforms like Youku, Tudou and
ImagineChina. It doesn’t matter
whether you’re issuing a press
release or posting a tweet on 
Sina Weibo; images and videos
should play a key role in your
content marketing strategies.
Sina Weibo, often seen as a
Twitter clone by people in the
West, actually offers a far richer
user experience than Twitter
does, and shares many elements
with Facebook. Twitter is lag-
ging behind Sina Weibo in a
number of ways, one of which is
the ability to embed multimedia
content. The ease with which
China’s social media platforms
embed images and videos
should not be overlooked. Such
content can make an enormous
difference in how stakeholders
engage with your content. 
Archiving on local platforms
will also allow users to embed

the videos into local social
media platforms, be it a Weibo
site or social network—some-
thing impossible with content
archived on U.S. platforms.

The simple fact: Utilize images
and videos to your advantage.
You’re much more likely to get
noticed and shared if you do.

5Make use of Chinese social
media platforms and blogs.

There are a number of reasons
why social media and blogs are
important, many of which 
mirror the reasons they are 
so influential in the U.S. and
other developed markets. If you
are serious about communicat-
ing and engaging with Chinese
stakeholders—be they other
professionals, journalists or the
general public—a sound social
media presence is vital. The
major blogs and social media
platforms also carry a lot of
weight with search engines, and
such content can be easily
searched. With Baidu agreeing
to provide Sina Weibo tweets 
in its organic search results, the
importance of the portal has 
also increased.
With the U.S. social media
sites blocked, you also have to
remember that anything you
put on Facebook, Twitter or
YouTube will be inaccessible to
the vast majority of Chinese. It
is possible to sidestep the “Great
Firewall of China” if you have a
VPN connection, but you can’t
rely on this when playing to 
the masses. So, while you know
the importance social media
now play in Western markets,
remember that these principles
apply in China too, but your
efforts will only be successful if
you provide content in places



The United Nations
declared 2011 the
International Year of
Chemistry—a world-

wide initiative focusing on
achievements in chemistry and
its contributions to the well-
being of humankind. India’s
Tata Chemicals Ltd. saw a
strategic advantage in using this
occasion to create buzz about
chemistry as a subject, and for
building a platform that could
bring together people from
industry, academia and other
associations to form a commu-
nity of chemistry enthusiasts. 
It also provided the company
with a chance to connect with
young people and spark an
interest in chemistry. 
To create this community of
chemistry enthusiasts, Tata
Chemicals launched a website
(www.humantouchofchemistry
.com) designed to connect the
general public with the subject,
and established a “Best Chemis -
try Teacher Award” to garner
support and representation from
educational institutes, chemistry
associations and industry bod-

ies. This was the first step
toward bringing together rele-
vant stakeholders, engaging with
them and creating advocates
who would help alleviate the
negative perception associated
with the chemical industry.
A key player in the Indian
chemical industry, Tata Chem -
icals identified the following
challenges: 
● Low excitement about chem-
istry as a subject of study,
compared with IT, finance,
advertising, etc., particularly
at the university level 

● A dearth of champions/advo-
cates for chemistry as a sub-
ject and for the chemical
industry 

● Because of the above, diffi-
culty attracting talent to the
industry 

● A need to raise the quality of
chemistry education in India 

Tata Chemicals’ research and
focus group interactions revealed
that teachers play a significant
role in inspiring young people 
in their career choices. Whatever
field we are in, most of us owe it
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If you are serious

about engaging

with Chinese stake-

holders—be they

other professionals,

journalists or the

general public—a

sound social media

presence is vital.

THE RIGHT
CHEMISTRY
In India, Tata Chemicals connected

teachers, students and industry 

to promote chemistry 

by Sujit M. Patil 

your stakeholders can find it. 
A recent example of the
power of social media was the
publicity storm experienced by 
the China Red Cross. When an
employee boasted about using
funds to buy herself lavish gifts,
including posting images on
Sina Weibo, which has 300 mil-
lion users, the Red Cross found
itself in a public relations night-
mare. It has since worked
extremely hard to improve its
official social media presence,
informing users of the great
work it is doing throughout
China. In short, you have to be
involved in the conversation so
that you can respond quickly.
Delaying responses, even for a
day, could be catastrophic. 

The simple fact: With hundreds
of millions of social media users 
in China, social media platforms
offer exponential exposure. You
need to find a way to listen, mon-
itor and engage with your Chinese
stakeholders via these platforms.

Getting noticed online is not
all that different in China than it
is in the U.S. and other markets.
However, China is unique, and
the biggest hurdle is ensuring
that you provide content for 
the masses. This means pro -
viding content in Mandarin
Chi nese. The next step is to get
your content out there and in
places users can find it. There
are many ways to do this,
including press releases, blog
posts and social media. How -
ever, no matter how you choose
to do it, make sure that your
content is relevant, accessible
and usable—and the way to
achieve all three is by providing
localized content. Remember,
local content is king! ●




