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A Guide for Global Enterprises Entering the Chinese Market

https://www.chinaentryhub.com

I. Preface: Private Domain Communities – The "New Growth

Engine" of the Chinese Market

With the deepening of the digital economy, China’s e-commerce sector is

shifting from "public traffic competition" to "private domain value

cultivation." Private domain communities, leveraging their core advantages of

high user stickiness, precision targeting, and low costs, have become a key

channel for enterprises to acquire customers, boost repurchase rates, and

strengthen brand loyalty.

Having 18 years of in-depth experience in the Chinese market, we

have connected with over 90% of mainstream private domain platforms,

mastering their rules and localized demands. We provide end-to-end solutions

for global enterprises – from regulatory compliance to sales execution –

enabling efficient market entry.

II. Core Types, Product Categories, and Operational Features of

China’s Private Domain Communities

(1) Main Types of Private Domain Communities

Based on user attributes and operational scenarios, China’s private domain

communities are categorized into four core types, covering diverse consumer

needs:

http://www.chinaentryhub.com
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Community

Type
Description & Key Advantages

WeChat Ecosystem

Communities

The "main battlefield" of China’s private domain (1.2B+

monthly active users), including WeChat Groups,

Moments, and Channels. Suitable for full-category

promotion.

Case: Sam’s Club WeChat Communities – Achieve high

repurchase via "exclusive discounts + next-day delivery."

Vertical Audience

Communities

- Mom Communities (Mama.cn, Lamabang): Focus on

maternal & infant products, with monthly GMV per

community reaching RMB 500k-800k (18% higher than

public domain).

- Senior Health Communities (Kangaiduo Private

Alliance): Specialize in health supplements & medical

devices; Q1 2025 transaction volume up 45% YoY.

- Interest-Based Communities (Beauty, Sports): e.g.,

Xiaohongshu Beauty Private Circles – Shorten new

product launch cycles to 7 days via KOC trial sharing.

VIP-Exclusive

Communities

Gather high-value customers, offering customized

services (priority access to new products, exclusive

discounts).

Case: An Australian red wine brand – 81% of repurchases

come from VIP communities.

Tool-Based

Platform

Communities

Built on WeChat Work, Douyin Private Domain functions.

e.g., Douyin Live Communities – Collaborate with 1,000+

influencers, achieving 22% higher conversion than regular

live streams.

(2) Core Product Categories & Growth Data (2024-2025)

Based on iResearch data and our 18-year industry database, private domain

products feature "high repurchase rates and strong social attributes":

https://Mama.cn
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Product

Category

Market

Share
Typical Model

Key Performance

Metrics

FMCG &

Daily

Necessities

38%

Community Group

Buying + Next-Day

Delivery

Repurchase rate: 62% (vs.

35% in public domain)

Maternal &

Infant
22%

Parenting Knowledge

Sharing + Group

Buying

Monthly GMV per

community: RMB

500k-800k

Health &

Wellness
17%

Expert Live

Streaming + Member

Benefits

Imported products account

for 32%; Transaction volume

up 45% YoY

Home &

Lifestyle
15%

Scenario-Based

Seeding (Short Video

Reviews)

Conversion rate: 28% (12

percentage points higher

than traditional

e-commerce)

Beauty &

Personal Care
8%

KOC Trials +

Community Flash

Sales

New product launch cycle: 7

days (vs. 21 days in public

domain)

(3) Core Operational Features

1. Strong Trust Bonds: Centered on "community leaders/group

owners." 83% of maternal community users make their first purchase based

on leader recommendations, with an average repurchase decision cycle of only

3.2 days.

2. High Engagement Stickiness: Average daily interactions reach 4.8

times (vs. 1.2 times in public domain). Member-exclusive activities (e.g.,

parenting lectures) drive monthly active user retention above 75%.

3. Flexible Customization: Adjust product portfolios by community

characteristics – e.g., "imported organic milk powder" for first-tier city mom
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communities, and "cost-effective diapers" for sinking markets. This boosts

single-community GMV by 25%-30%.

4. Data-Driven Closure: Track full-link data via SCRM systems. An

imported health supplement brand increased repurchase rates by 19% after

optimizing packaging based on community data.

III. Private Domain Communities vs. Traditional B2B

Platforms/E-Commerce: Core Advantage Comparison

(Data-Supported)

(1) Advantage Over Traditional B2B Platforms (e.g., Alibaba.com)

Comparison

Dimension

Private Domain

Communities

Traditional B2B

Platforms

Advantage

Margin

Customer

Acquisition Cost

(CAC)

RMB 58/person

(including logistics)

RMB 210/person

(including ads)
72.4% lower

Conversion Cycle 3-7 days 30-60 days
85%-90%

shorter

Annual Repurchase

Rate
4.2 times 1.1 times

281.8%

higher

Average Order

Value (AOV)

15%-20% higher

than public domain

10%-15% lower (due

to price wars)

25%-35%

higher

Communication

Efficiency

Response within 10

minutes

6+ hours

(cross-timezone)

36x more

efficient

Case Study: A European maternal brand initially entered China via a

traditional B2B platform, securing only 12 orders in 6 months with a CAC of

RMB 320/person. After we connected them to mom communities, they

achieved 1,200+ orders in 3 months, reducing CAC to RMB 45/person and

reaching a repurchase rate of 58%.

https://Alibaba.com
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(2) Advantage Over Public Domain E-Commerce (e.g., Tmall,

JD.com)

 Greater Traffic Autonomy: Public domain platforms require

18%-25% of GMV for ads, with easy traffic loss. Private domain users belong

to the brand – an imported snack brand achieved 73% of repurchases from

private domains without paying platform commissions.

 Flexible Regulatory Adaptation: Public domain beauty product

registration takes 6+ months. Private domains allow "small-batch trials +

word-of-mouth testing" – a South Korean beauty brand converted 3,000+

trial sets during registration, with a 41% repurchase rate post-registration.

 Precision User Insight: Public domain data is fragmented; private

domains enable in-depth demand mining. An Australian health supplement

brand launched a "joint care + sleep improvement" bundle, selling over 5,000

sets in one month.

 Superior Cost-Efficiency: Private domains save 30%-50% in

channel costs. A New Zealand dairy brand eliminated over RMB 2 million in

traditional channel investments via private domains.

IV. Our 18-Year Expertise: The "End-to-End Navigator" for Global

Enterprises

(1) Core Capabilities: Closed-Loop Support from Resources to

Services

1 Platform Resource Barriers

 Cover vertical platforms (mom, senior, interest-based communities)

and tool-based platforms (WeChat Work, Xiaohongshu, Douyin Private

Domain).

https://JD.com
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 Master platform rules to avoid risks: e.g., mom platforms prohibit

"exaggerated promotion" but support "parenting content seeding." We helped

a European milk powder brand reduce violation rates from 28% to 0, boosting

GMV by 40%.

2 Expert Team Configuration

 Private Domain Operations Experts: Average 12 years of

experience, serving 600+ imported brands.

 Regulatory Compliance Experts: Proficient in China’s Personal

Information Protection Law and Import Registration Procedures.

 Supply Chain Experts: Cover 15 port customs clearance services and

warehousing in 20 core cities.

3 Localized Service Capabilities

 Regulatory Compliance: Shorten dairy product registration to 15

days (20 days faster than industry average).

 Customs &Warehousing: Provide Guangzhou Port customs

clearance + Foshan warehousing, enabling "next-day delivery" and reducing

logistics costs by 22%.

 Customized Operations: Design campaigns for Chinese festivals

(Spring Festival, Double 11, 618) – e.g., a European chocolate brand pre-sold

12,000 gift boxes for Spring Festival.

(2) Success Story: A New Zealand Dairy Brand’s "Zero-Cost Market

Entry"
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 Background: First entry into China with no local team; facing

challenges of "complex customs clearance, limited channels, and low brand

awareness."

 Our Service Actions:

1. Regulatory Compliance: Completed product registration in 15 days.

2. Channel Connection: Matched 30 mom communities, launching

"traceability live streams + group buying" (32% conversion rate).

3. Supply Chain Optimization: Achieved "next-day delivery" via localized

warehousing.

4. Product Iteration: Added "brewing temperature guidelines" to packaging

based on community feedback.

 Results: RMB 8 million GMV in 6 months, CAC of RMB 38/person,

and user retention rate of 65%.

V. Strategic Recommendations for Global Enterprises Entering the

Market

1. Prioritize Category Adaptation: Focus on "high-repurchase,

experience-driven" categories (maternal & infant, health, FMCG) and avoid

"low-frequency" products (e.g., large home appliances). Our category fit

assessment model has a 92% accuracy rate.

2. Small-Batch Testing First: Test market demand with 100-500 trial

sets + community feedback. An American baby food brand iterated 3 formulas

in 3 months, achieving 2,000+ monthly sales per community.

3. Localized Operations: Align campaigns with Chinese cultural nodes

(e.g., Spring Festival gift box pre-sales).

4. Long-Term Private Domain Cultivation: Build membership

systems (points, exclusive benefits) to enhance repurchase rates and AOV.
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VI. Conclusion

China’s private domain communities have entered a mature stage of "high

trust, high conversion, and high retention." Their advantages of low cost,

fast launch, and strong adaptabilitymake them the optimal path for

global enterprises entering the Chinese market.

With 18 years of experience, end-to-end resources, and a professional team,

we help enterprises reduce initial investments by over 70%, achieving efficient

market breakthroughs from scratch – truly enabling "light-asset entry and

high-growth returns."

China Entry Hub

WhatsApp WeChat


