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Chloe’s footprint in the last 33 years

• Started working in international trading business between Nordics and China from
2013

• Joined Orkla in 2017 and was based in Oslo & Gothenburg & Shanghai

Originally from Shandong, Qingdao

Grew up in Shan’xi, Xi’an

Finished bachelor in Shanghai

Finished 1st master in Nancy,
France

Finished 2nd master in Uppsala, Sweden



Orkla’s China Business Model 2017-
2021



Orkla Current Influence in China

• Orkla first entered China in 2018 and we quickly realized that the young generation Chinese
consumers are looking for a trust-worthy Nordic FMCG supplier like Orkla.

• Our export sales has been dramatically growing from 0 to 86 MNOK business in the last 5 years. The
YTD retail value of Orkla’s business in China is around 235 MNOK.

• Orkla is currently selling over 6 million units to at least 5 million new generation consumers in China.

50 MNOK 12 MNOK 6 MNOK 18 MNOK



10,000+ stores

Jordan 360° Brand Building Strategy – Online & Offline Business Model



Moller‘s 360° Brand Building Strategy – A cross-border Ecommerce Business
Model

ATL

BTL

Competitor
Research

Branding SOME

Tradeshow Events

KOL

POSMs

Competitor
Research in each
category

Catalogue CN/ Flyer/
Ecommerce page/
Video

Wechat/ Weibo/ Live
Stream/ digital
platforms

Trace to the source
trip/ Influencers/
Nutritionist/
Pediatrician
collaboration

Partnership events /
shopping mall free
tasting

Traffic

Traffic

Sales
Channels



Orkla’s Local Adaptation to
Post Pandemic Period

New Business Model 2022



Internet trends in China



New Business Model for Consumer Brands in China
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The traffic model on TikTok



Jordan TikTok Flagship Store

Store Self-stream

Brand Video
Content 

KOL Collaboration

Vide
o634

Views
7M

Like&
Comm

ent

15K

Daily
Hour
7.5H

Views
5M

GMV
1.8M

KOLs
120

Views
3M

GMV
1M

2022.09-2022.12

Follo
wers 
14K

Likes
15K

GMV
2.8 MNOK

Paid
ads
1.2K

Paid
ads
15K

Paid
ads
50K

3 Pillars
to convert traffic into

sales/followers



Möllers TikTok Flagship Store

Store own 
livestreaming

Brand Videos

Cooperation with 
KOL

3 Pillars
To Convert traffic into 

sales/followers

Video
59

Views
142K

Like 
& 

Com
ment 

4K

Live 
Total 

length 
376H

Views
353K

GMV
13K

KOLs
25(38

6)

Views
225K

GMV
435K

2022.10-2022.12

Follo
wers
4K

Likes
5K

GMV
700

KNOK

Paid
ads
5K

Paid
ads
10K

Paid
ads 
8.5K



Core Value of Social Commerce Model

O

Wide exposure

V2

Reach an interested audience

V3

Click on the product

V4

Purchase product

V5

Fans

Advertising/Content promotion, 
live stream/ Offline activities

Interact with the content

Click the link to view the 
product and communicate with 
sales/customer service

Convert to purchase

Repurchase and
Recommend to others

V4/O=1%



Sales Targets

Sales Targets
Consumer
( Traffic )

Conversion Rate
Average 
Transaction Value



Sales & Marketing Alignment



Let’s embrace the future!
Thank you.
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Hello

SocialMediaContentMarketing

&TechPlatform

BaiBao China ｜NBA Seminar

2022.2.16

Jessie



10 1
Offices Billion

salesWorldwide

300+Employess 13 years in Business

Retail
Social Media
Strategic content producer
Programming

Social media
SAAS
Supply Chain



CMO

Cofounder

Influencer

Dentistry



Agenda

1. What is social media?

2. How can you stand out in social media?

3. Case Study



1.

WhatisSocialMedia?

BaiBao China ｜NBA Seminar

2022.2.16

Jessie



Social Media vs Traditional Media



2.

How

BaiBao China ｜NBA Seminar

2022.2.16

Jessie



People

Good

Tech
Good

Content



Good

Content

Three seconds content rule

So that means you need to make the first three seconds count



Good

Tech

Tech Platform

on Wechat



People

Good

Tech
Good

Content



3.

Casestudy

BaiBao China ｜NBA Seminar

2022.2.16

Jessie



How have we helped company Manlong start

selling on WeChat

Content + Tech platform

WeChat channel only

GMV 16 million CNY

说明



私域的价值
Value of Wechat

基于私域人设的建立，和用户

之间信任度的加强，能极大提

高 用 户 的 复 购

1, you generate good

content

2,you reach out to your

client more times

3, clients trust you more

提升用户的复购

repurchase rate 
increase

10万私域用户，每年可产生

5000篇小红书，1000个抖音

100k wechat users, can 

generate 5000 little red 

book.

挖掘超级用户（KOC），
进行公域种草

Discovering super user
super users  will generate 

organic traffic in social media 
channels

初始交易量的启动，极大降低

公 域 平 台 推 广 的 平 均 成 本

Initiating launch of new

product, traffic is very

organic, users are loyal to

you due to good content

accumulation. So a perfect

place to launch new

product

新品流量
反哺公域平台

Launch of new product 
at low cost

重度用户较容易转化成为自己

的分销渠道

loyal users can be turned 

into distribution channels

有助于分销
渠道的拓展

Distribution channels 
opened up



打造LTV经营模式
How to run wechat 

如何获取用户的信任

Key is to gain user’s trust

超预期的服务形成
口碑传播

Generate WOM 

marketing 

through beyond 

expection 

services

4TH

规划IP

Plan an strategic 

persona

1ST

打开
公开象限

Create good 

content

2ND

通过交付
加深信任

Futher develop 

trust through 

transactions

3RD



1ST：如何规划IP
How to plan a strategic persona

对IP进行

定位

Positioning

对IP进行

标签设计

Labelling 

围绕定位和标签进行

内容规划

Set up a 

strategic 

content plan



2ND：打开公开象限
How to create strategic content

自我认知的灰暗地带，我不知道，
但是他人看到了

盲点象限

你公开发表的文章，你的演讲，你
在福布斯的排名

公开象限

不可告人事情，不好意思说的事情，
你以为别人知道了，但对方和你的

认知完全不一样的事

隐私象限

我们和周围的人都没有发觉的东西，
要依靠不断去外界做新体验才知道

潜能象限

别人知道

别人不知道

自己知道自己不知道



3RD：通过交付加深信任
How to further develop trust through transations?

选品好

Select good 

products in our 

own supply 

chain system

价格好

Competitive 

pricing

服务好

Real & 

authentic 

human-feeling 

service

每次交付都是加深信任的机会

We believe: it is an opportunity to further develop 

trust with every single transation



4TH：超预期的服务形成口碑传播
Generate WOM marketing through beyond expection services



4TH：超预期的服务形成口碑传播
Generate WOM marketing through beyond expection services



高效的交付体系
Efficient SAAS

定制商城

Customized 

Mall

直播功能

Live function
商城拼团

Group buy 

service

SAAS + Integrated supply chain



高效的交付体系
Efficient SAAS

合作过的品牌数量达到 4000 个，在售SKU近10000个

Over 4000 close partners, whereas 10000 skus
母婴 服饰美妆 食品 电器家居包含品类：



高效的交付体系
Efficient SAAS

下单–包装–收货–售后，优质的交付体验

仓库

Warehouse

DM单

Customized 

flyers

定制箱子

Customized 

boxes

客服体系

CRM



高效的交付体系
Efficient SAAS

对每一个微信号的每一位好友的每一次成交行为都全程跟踪

We track every transaction of each friend on wechat, so 

that we can label every wechat friend in our SAAS, to push 

accurate content/product to them



体系化的SOP流程
systemetic SOP for managing users on wechat

好友朋友圈

我的朋友圈打标签

1
第 1 步：

到好友朋友圈点赞、评论

2
第 2 步：

在我的朋友圈设钩子

引导好友点赞、评论、私聊、群、下单

3
第 3 步：

给好友打标签进行分层管理，根据标

签，重复1、2步

用户的触达及唤醒

Reach out to users and wake up 

the users

0

1

0

2

0

3



体系化的SOP流程
systemetic SOP for managing users on wechat

信任分级体系

Trust hierarchy
等级编号 等级内容 标志行为 用户行为

L0 陌生 Strangers

L1 知道我 know me
看到我的朋友圈 watched my 

content

➢ 给我的朋友圈点赞

➢ 给我的朋友圈评论

➢ 群内@我

L2 认识我 interacted with me 双向互动 interacted ➢ 私聊我

L3 认同我 agree with me 付款 paid ➢ 首次下单

L4 信任我 trust me 多次复购 repurchases
➢ 下单3次以上

➢ 主动提出需求并下单

L5 追随我 follow me 深度复购 mutiple purchases ➢ 三个月内下单10次以上
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