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How international luxury brands respond to the most 
local and celebrated festival of the year?



WHO WE STUDIED?

94
BRANDS

INTERNATIONAL LUXURY & FASHION BRANDS ACROSS

PRESTIGIOUS MAISONS | WATCHES | JEWELRY | 

FASHION | BAGS | SHOES | READY TO WEAR
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3 SOCIAL PLATFORMS 

BIG DATA MONITORING

How much post has been generated?

+RZ�LV�WKH�HȿHFWLYHQHVV�RI�HDFK�SODWIRUP"

How is consumers engagement rate?

:KLFK�EUDQG�LV�PRUH�ZHOFRPHG"

Which category is more resonated in CNY campaign?

:KDWǎV�WKH�ULJKW�IRUPDWWLQJ�RI�D�SRSXODU�VRFLDO�SRVW"

and more…

/PRODUCT DESIGN/ �ZKDWǎV�WKH�WUHQG�RI�WKLV�\HDU�SURGXFW�GHVLJQ"

/PRODUCT OFFERING/ �KRZ�ELJ�	�ZLGHU�LV�WKH�&1<�FROOHFWLRQ�DQG�ZKDWǎV�LQFOXGHG"

/SALES CHANNEL/ ��LV�WKHUH�DQ\�FKDQQHO�GLȿHUHQFH�DJDLQVW�SURGXFW�RȿHULQJ"

/CAMPAIGN CONCEPT/ �ZKDWǎV�WKH�GLȿHUHQW�XQGHUVWDQGLQJ�IURP�EUDQG�IRU�&1<

/CAMPAIGN AMPLIFICATION/  KRZ�GRHV�EUDQG�DPSOLI\�WKH�ZKROH�FDPSDLJQ�LQWR�QH[W�OHYHO"

“HOW BRANDS COMMUNICATE?”

“HOW CONSUMERS RESPOND?”

%5$1'ʷ2:1�728&+32,176�021,725,1*

OUR METHODOLOGY
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We want to provide an overview of the CNY campaigns of international brands. We try to inspire brands about 
WKHLU�GHVLJQ��FDPSDLJQ�PHVVDJHV��DQG�DOO�GLȿHUHQW�PHWULFV��VR�WKDW�WKH\�FDQ�EH�PRUH�LPDJLQDWLYH�WKHQ�QH[W�\HDU�

Localization combines many factors. Deep 
understanding of Chinese culture and bringing 
it to life requires time, multiple functions of 
FRPPXQLFDWLRQ�	�DOLJQPHQW��DQG�H[HFXWLRQ�DW�
the end.

is the most concerned topic for 
international brands when 
planning the GTM calendar.

LOCALIZATION

Among Chinese festivals, CNY is 
without a doubt the most important 
RQH�ZLWK�WKH�PRVW�SRWHQW�FXOWXUDO�ɁDYRU��
This is where we start our new year and 
where all of the hopes, happiness, and 
wishes from Chinese people are 
attached.

LV�WKH�PRVW�LPSRUWDQWbRIbDOOb
occasions!

CNY

H I T
OR

DROP

SOFT
OR

LOUD

BOLD
OR

METICULOUS

WHY WE DID THIS WORK?
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%HIRUH��WKH�OX[XU\�&1<�FDPSDLJQV�DUH�KLW�RU�PLVV��%XW�WKHUH�LV�FOHDU�VLJQDO�VWDUWLQJ�IURP�WKLV�\HDU��PDMDURW\�RI�
brands are more involved than ever in the CNY campaigns. From the understanding of chinese culture to 
WUDQVODWLQJ�LW�LQWR�FDPSDLJQ�LGHD��IURP�VSHFLDO�SURGXFWVGHVLJQ�WR�&1<�RȿHUV��7KLV�\HDU��&1<�FDPSDLJQ�LV�QRW�
MXVW�DQ�HDV\�GURS�RI�FROOHFWLRQV��LW�GHPRVWUDWHV�PRUH�KRZ�EUDQGV�DUH�UHVRDQWHG�WR�FKLQHVH�FRQVXPHU�

INDUSTRY OUTLOOK
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SAMPLE SIZE

CNY CAMPAIGN OVERVIEW

TOTAL
BRAND

94
PRESTIGIOUS MAISONS

7

READY TO WEAR

16

BAGS

14

SHOES

6

WATCH

22

FASHION

16

JEWELRY

13

P R O D U C T
A  EXCLUSIVE PRODUCT

M A R K E T I N G  &  R E TA I L
A  3**0-2)�434ʋ94
B  CAMPAIGN CELEBRITY
C  LOCAL VIDEO SHOOTING

O F F E R
A  GIFTING PACKAGE
B  GWP
C  WECHAT REDPACKET
D  EITHER WALLPAPER OR EMOJI

INDEX
AVERAGE

A . E XC LU S I V E
   P RO D U CT

A . O F F L I N E
  434ʋ94

B . C A M PA I G N
  C E L E B R I T Y

C . LOC A L
   V I D E O
  S H OOT I N G

A . G I F T I N G
   PA C K A G E

B . G W P

C . W E C H AT
  R E D PA C K E T

D . W A L L PA P E R /
   E M OJ I
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100%

A

A

B

C

A

B

C

D

0%
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A
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0%

100%

A

A

B
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A
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I N D E X
AV E R A G E

C AT E GO RY
AV E R A G E



7KHUH
V�D�WUHQG�LQ�ZKLFK�OX[XU\�EUDQGV�

are more involved than ever in the CNY 

campaigns. More than 4/5 brands have 

chosen to launch specially designed 

SURGXFWV���LQYROYLQJ�JUHDW�HȿRUWV�LQ�

design work and coordination with 

global design teams.

From Category Level

Prestigious Maisons�SDUWLFLSDWH�LQ�WKH�&1<�FDPSDLJQ�WR�WKH�IXOOHVW�H[WHQW�
Watch & Shoes have the lowest engagement.
Bags and Ready-to-Wear are putting more emphasis on product design and 
FDPSDLJQ�DPSOLɀFDWLRQ.

Also competitive is campaign 

related material. Aside from 

WeChat Red-packet, GWP, and 

HPRML�DUH�DOVR�LQ�KLJK�GHPDQG�

among brands. But only 14% of the 

brands use special packaging for 

Chinese New Year which should be 

an essential factor for gifting 

during this time of year.

Furthermore, brands are also taking 

advantage of the momentum of 

patriotism and investing a lot in 

today's crowded social media 

environment. We were surprised to 

ɀQG�WKDW�����RI�EUDQGV�LQYHVW�LQ�

celebrities to make their message 

louder and more memorable in 

addition to reaching out to KOLs. In 

addition to this campaign, the 

pop-up store makes it 360 degrees.

67% 

has CNY special collection
- Of which 4/5 play around with tiger 

- Of which 1/5 only picked up red color 

item

73%
invested in celebrity for 
CNY campaign
- 62% has local shoot campaign video

- 55% has campaign seeding plan (KOL 

& KOC)

- 37% launched POP UP store

78% 

designed CNY WeChat 
Red-packet
- 59% has special CNY GWP

������KDV�FHOOSKRQH�ZDOOSDSHU�RU�HPRML

- 14% has CNY special packaging
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12/31 1/4 1/7 1/28 1/301/211/19 1/311/17

Most of our tracked brands have a very crowded month this month due to Christmas and Valentine's Day. For many brands, CNY 

overlaps with SS launch, during which they need to deliver dozens of messages.

All CNY related product is put on shelf at the end of December, in case the consumer wants to check out something for new year 

�FDOHQGDU�\HDU���)LUVW�ZDYH�RI�SXVK�KDSSHQHG�WRZDUGV�WKH�PLGGOH�RI�-DQXDU\��ZKLOH�VHFRQG�ZDYH�LV�QHDU������b

1/4 (Tue) 1/31(Mon) 
is the lucky day picked by most of brands
  

3.5 posts 
3XEOLVKHG�RQ�RɂFLDO�:H&KDW�DFFRXQWV

23 days 
Lasted the CNY campaign on average

THE CAMPAIGNS PERIOD
HAS BEEN EXTENDED

The LONGEST-lasting activation is from 
Cartier, even merge into Valentine's Day

The EARLIEST launch is from TOMMY 
HILFIGER, starting from Dec 10

The most frequent posts is from BURBERRY
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C N Y  C A M PA I G N  L A U N C H  T I M E L I N E

20%
67%

20%

10% 25% 15%
18%

70% 55%

FOR CAMPAIGN BOOST FOR CAMPAIGN 2ND WAVEFOR CAMPAIGN LAUNCH

KEY FIGURES FUN FACTS



7KHUHǎV�D�WUHQG�WKDW�OX[XU\�EUDQGV�DUH�PRUH�

prominent than ever in this CNY campaign. 

For the CNY campaign, over 4/5 of the 

brands launched special design products 

which required a lot of work on the design 

DQG�DOLJQLQJ�ZLWK�WKH�JOREDO�GHVLJQ�WHDP�b

WHAT’S THE PRODUCT
OFFERING?
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CHECK OUT DIFFERENT READINGS OF THE TIGER

PRODUCT OFFERING IS DIVERSIFIED, YET EVERYTHING AROUND THE TIGER!

67% 
Has CNY special collection

50 of 67 
Brands have special designs 
related to TIGER elements

INSPIRATION

FROM TIGER

AS A FIGURE

罈贄䕎韌
DIOR

Full Category
PANDORA

Jewelry
BALLY

Bag | Shoes
Loro Piana

RTW

FENDI
Bag | RTW

VALENTINO
Bag / RTW

BALMAIN
Bag | Shoes

INSPIRATION

FROM THE

STRIPE OF TIGER

贄紻

INSPIRATION FROM THE 

CHINESE CHARACTER OF

THE YEAR OF TIGER

贄䎃⚥俒㺗
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INTERNATIONAL ARTIST: 
MAGDALENA 

TIGER

DINOSAUR

AMI PRADA

CHINESE ARTIST: 
YUAN SUN, YU PENG

15% 
Co-create with Artists

COACH ’s marriage 
Tiger with Rexy

MASION KITSUNÉ ’s 
marriage Tiger with Fox

More creatively, brands play around with their icon animals

Or even play around with their LOGO !

MARNI  worked with Venezuelan artist: 
Magdalena Suarez Frimkess to design CNY prints

Salvatore Ferragamo worked with 2 Chinese artists:
Yuan SUN & Yu PENG  for collection design

TIGER

FOX



2022  CNY  LUXURY  FA SH ION  REPORT    |   P 1 0

WHICH ONE TO PICK?
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In response to GIFTING demands, 76% of brands have included
accessories in their CNY collections.

THE CNY COLLECTION IS 
GETTING RICHER AND BROADER

WHILE PRICE STAYS ALMOST THE SAME

Here is another rising trend that the range of CNY collection is getting broader. According to our monitor, for this year:

,W�VXJJHVWV�WKH�JOREDO�PHUFKDQGLVLQJ�WHDPV�KDYH�UHFRJQL]HG�WKH�LPSRUWDQFH�RI��&1<�FROOHFWLRQ�DV�WKLV�H[FOXVLYH�DQG�ORFDO�ɁDYRU�

design always requires more time and discussion than others. On the other hand, it shows that consumers have a variety of 

shopping demands during the Chinese New Year.

3UHVWLJLRXV�0DLVRQV�KDYH�ERWK�WKH�ULFKHVW�RȿHU�ZKLOH�ZDWFK�RQO\�RȿHU���VSHFLDO�VW\OH�RU�HYHQ��

/9�RȿHUV�D�YDULHW\�RI�WLJHU�VKDSHG�
DFFHVVRULHV�WR�VDWLVI\�JLIW�JLYLQJ�
demands. Additionally, the gift 
box is beautifully designed and 
included.

7 H[FOXVLYH�638V��
are included in CNY collection

3.5 categories 
has been covered averagely

94

7

3.5

SPU #

Category #

7

68

7

16

25

5

14

14

5

6

22

3

22

1

1

16

12

2

13

5

1

BRAND
TTL

Only +5% 3ULFH�GLȿHUHQFH�LQ�&1<�
collection compared to 
normal SPU.

Moreover, there is not much 
SULFH�LQɁDWLRQ�WR�EH�VHHQ�



Mah-jong  MASION KITSUNÉ Couplet  VALENTINO

NO DISCOUNT CAN STILL MAKE 
THE ‘OFFER’ ATTRACTIVE

BRANDS PREPARE CUSTOMIZED GWPS AND SPECIAL PACKAGINGS
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NO DISCOUNT, VARIOUS GWPS

Food Steamer
LOEWE

Mic Phone 
VERSACE

Red-packet
KENZO

Calendar 
BVLGARI

Face Mask
VALENTINO
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LUCKY ENOUGH TO GRAB A 
:(&+$7�5('ʷ3$&.(7"

7KHUH�LV�D�VWURQJ�WUHQG�WKDW�VD\V�:H&KDW�5HG�SDFNHW�LV�D�PXVW�IRU�&1<�FDPSDLJQ�LQ�OX[XU\�

and fashion. Both loyal and new customers are eagerly waiting to get it. Since the stock is 

ORZ��WKH�H[FOXVLYLW\�LQ�WKH�PDUNHW�LV�HYHQ�JUHDWHU��7R�PDNH�LW�PRUH�FKDUPLQJ��VRPH�EUDQGV�

(such as LONGINES, LANVIN) put the image of their celebrities on it. Are you lucky enough 

to grab one of them?

78% 

Have launched 
WeChat Red-packet



MAISON KITSUNÉ HERMÈS
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IPHONE
WALLPAPER 

Other way to capture the 
screen of the audience

EMOJI
Don’t forget, 

BURBERRY is always very 

active in designing smart phone 

wallpaper. Can not miss CNY.
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&KHFNRXW�WKH�GLȿHUHQW�XQGHUVWDQGLQJ�DQG�UHDGLQJ�

from brands about YEAR OF TIGER

Content 
matters

HOW TO MAKE IT
MORE LOCALIZED?

DIMENSIONS WE NEED TO PAY ATTENTION DURING CAMPAIGN PERIOD

Tell the story resonated with 
Chinese culture is crucial1.

REUNITE WITH FAMILIES

REBORN

WISH OF GOOD LUCK

GIFTING BE BRAVE

HAPPINESS

Among all brands, Loewe has a very unique 

angle that appeals to the taste of the new year. 

This resonated well with most Chinese 

consumers because in many Chinese memories, 

the New Year is associated with the New Year's 

dinner 	䎃㢹껎
, the most important family event 

of the year. It can be translated as a foretaste of 

the New Year.

TASTE OF
NEW YEAR 
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In addition, brands also choose to ride on the momentum of patriotism and invest a lot in the currently very crowded social 

environment. It's not enough to just focus on KOL. We are surprised to see that 73% of brands are also investing in celebrities to 

make the call even louder. A pop-up store is another extension of this campaign and makes it a 360-degree campaign.

Celebrities 
blow the 
wind
Recipe for all China campaigns2.

BVLGARI has all 5 big names on its 

list and each of them made a video on 

the spot to explain some kind of New 

Year activities. 

62% have local shoot campaign videos
55% have additional KOL seeding plan 73% 

0%

20%

40%

60%

80%

100%

HAS OFFLINE POP-UP HAS CAMPAIGN CELEBRITY HAS LOCAL VIDEO SHOOTING

Index
Average

Index
Average

Index
Average

Invested in celebrities for CNY
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$Q�RɃLQH�&1<�SRS�XS�LV�QRW�RQO\�D�

touchpoint for merchandising, but 

also plays a critical role in bringing 

the idea of the campaign to your 

audience's neighborhood. Especially 

GXULQJ�WKH�1HZ�<HDU
V�YDFDWLRQ��RɃLQH�

WUDɂF�LV�RQH�RI�WKH�SHDN�VHDVRQV�RI�

the year, making the pop-up even 

more visible.

2ɃLQH�
Experience 
$PSOLɀHV
Pop-up stores are also planned as 

physical touchpoints and engagement

3.

VERSACE �LV�DQRWKHU�RXWVWDQGLQJ�EUDQG�IRU�WKH�&1<�RɃLQH�SRS�XS��7KH�LGHD�LV�WR�FUHDWH�D�

platform for New Year's introduction (which is more than familiar to Chinese people). 

Besides, there are many interactive mechanisms built in, so the whole journey is a lot of fun.

7KH�RɃLQH�SRS�RI�4HHOLQ�LV�YHU\�LQWHUHVWLQJ��LW�ɀWV�SHUIHFWO\�ZLWK�WKH�FDPSDLJQ�VLQJOH�

messages: �倝僱康㔩⠔��and also with many funny engagements.37% 

Launched Pop-up Store
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(0(5*,1*�75(1'6
7+,6�<($5

:(�$/62�5(&2*1,=(���1(:�75(1'6�7+,6�<($5�&203$5('�72�

/$67�<($5�'85,1*�7+(�&1<�3(5,2'

Metaverse1. Many brands have service like virtual try on 

for CNY collections. And some even adapted 

1)7�LGHD�LQWR�FDPSDLJQ�DV�RQH�RI�H[FOXVLYH�

RȿHU�RQ�70DOO�VWRUH��

CSR2.Sustainability has been a hot topic for all luxury 

brands lately, and with the help of this local 

campaign, brands are showing that they care and 

DUH�PDNLQJ�DQ�HȿRUW�WR�RXU�SODQHW

,QɁXHQFH
Outside China3.
7KH�&1<�FDPSDLJQ�LV�QR�ORQJHU�MXVW�IRU�WKH�&+,1$�

market. More and more brands are launching them 

outside China to appeal to Chinese consumers

Winter
Olympics4.
7DNH�DGYDQWDJH�RI�WKH�:LQWHU�2O\PSLFV�LQ�&KLQD�DQG�DOO�

the hype around winter sports. Brands are cleverly linking 

the CNY campaign here or there with OLYMPICS

IWC  RȿHUHG�YLUWXDO�WU\�RQ�VHUYLFH�RQ�70DOO�ɁDJVKLS�VWRUH

Alexander Wang is promoting CNY collection
to global consumer

MONCLER  CNY collection 

PRADA  donated to ‘China Green Foundation’ 
to protect wild manchurian tiger in China
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CONTENT ) ʋ'311)6')SOC I A L

PO WER ED  BY  OUR  T ECHNOLOGY  PARTNER

/(7ǎ6�6((�7+(�5(68/7
0($685('�%<�'$7$

7+,6�7,0(, we tracked 
all CNY related post 

&5266ʯ3/$7)250�,17(//,*(1&(�'$7$

We use the same mapping knowledge 

domain based on Alibaba cloud which 

LV�DOVR�DSSOLHG�DW�7PDOO�'DWDEDQN�

VERACITY LARGE-SCALE BREAKTHROUGH

Alibaba spring cloud, which applied at 

double 11, allowed users to process 

huge amounts of data simultaneously 

with accurate results.

We develop algorithm models, like 

deep learning applied at Alpha Go, to 

recognize invisible value.
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$//�5(/$7('�+$6+7$*6�
FOR CNY CAMPAIGN

�#63#&33:贄㈂倝僱��
�騈〢끭妅⛙鵂䎃��
�昶끩➬贄贄欰馰��
�昶끩➬贄䎃紤⺫㼓꬗��
�妅翸僽剒㥩涸爞暟�
�#"-&/$*"("贄䎃禹⴩��
�僒捜⼪梮倝䎃紤㣪⯘�

�,贄䎃㺗㹻��
�-PSP1JBOB贄䎃倝僱禹⴩�
�军㖈♧饰
刿剣䗱䠑�
�.*6呋倝䎃��

�.*6.*6⚥㕂倝䎃礵鷥禹⴩�
�贄贄欰7��

�7&34"$&����倝䎃ꣳ㹁禹⴩�
�#"-."*/僱蒜荫鷥禹⴩��

�"MFYBOEFS�.D26&&/❇⾎㿋㣐띌傹�
�螨䬘呔䢏����⚥㕂倝䎃暵ⵆ脸㓭禹⴩�

�+$贄䎃紤鵘�
�3PHFS�7JWJFS�䗱䡦ⶢ㖞�
�50%4����倝䎃ꣳ㹁禹⴩�
�#"--:����蔄餒贄ꣳ㹁禹⴩��
�$&-*/&倝䎃脸㓭禹⴩�
�$IMP¨⚥㕂倝䎃禹⴩�
�贄䎃倝Ꝙ�⯓ꝓ곭菔�

�紤랱湱㤎�㺗倝渿゗���♰㹈륫贄䎃ꣳ㹁妴�
�13"%"贄䎃遤⸓�

�.$.贄⸂Ⰼ䒓�
�5PSZ#VSDI����䏞⧺禹⴩�
�."3/*⚥㕂贄䎃ꣳ㹁禹⴩�

�㹈梵⚥⼶䎃⾎�
�㹈梵7禹⴩�

�䘯⛙歋䧮�荈歋偒鲮�
�)6#-05㸙菱贄贄欰⚪�

�♰犷⚰꡶�
�⠏꧈倝僱鵳遤傞�

�BMFYBOEFSXBOH����贄䎃脸㓭禹⴩�
�鿓ꅷ峇�

�♸CBTI⚹⠀�
�誇끭倝僱贄贄欰㪭�

�朵贄ㆁ㏮�
�贄䎃ꣳꆀ脸㓭禹⴩�
�㥵贄幑邆�
�掚⸂持鸣�

�("//*⚥㕂ꣳ㹁倝䎃脸㓭禹⴩�
�嵠ⳝ倝䎃剣爞�
�紤渱忘犷�

�䨥嫱㼷倛槮樷倝僱�
�昶㖈瑟孞⚥�
�♰韌㺗倝罆ꬋⳝ�
�2FFMJO倝僱康㔩⠔�
�唞⯘꧈㹈霜䠑倝僱�
�倝䎃
�㥩䡦鵶鵶��



3/$7)250�3(5)250$1&(�
',))(5(1&(

',))(5(17�52/(�+$6�%((1�3/$<('�%<�($&+�3/$7)250

Weibo seems like a must-have channel 

that can both generate 40% of all 

content and occupy the majority of 

user engagements.

'RX\LQ�KDV�D�KLJK�HQJDJHPHQW�UDWH��

meaning CNY content is welcomed 

DQG�HDLO\�JR�YLUDO�ZLWKLQ�'RX\LQ�

audience.

Redbook has excellent generated 

content which accounting for 45% of 

total content creation, but its 

audience does not seem to be very 

HQJDJHG��'HVSLWH�WKH�IDFW�WKDW�LW�LV�D�

good asset for the brand's long-term 

"zhongcao", because CNY has 

passed and campaigns have moved 

on, it may not be the right channel 

for future planning.

40%
45%

16%

7,132 �&1<�5(/$7('�32676�'(7(&7('�7+528*+���3/$7)2506

',6&866,21�/(9(/�
2)�&1<�5(/$7('
723,&6
7KH�KHDW�RI�&1<�WRSLFV�DSSHDUV�DW�
Week 4 of January acorss all 
platforms.

1500

500

2021 2022

0
WK49 WK50 WK51 WK52 WK53 WK1 WK2 WK3 WK4 WK5

Douyin

Weibo

Redbook

11M Weibo Redbook Douyin73% 1% 26%

8M Redbook DouyinWeibo 98% 0% 2%

1M Redbook DouyinWeibo 87% 2% 11%
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540K 2,913 8,471

7+(�%5$1'6�:+2
67$1'�287

Content 
Generation

7KH�KRWWHVW�SRVWV�

Number of 
Engagement

3RVW�E\�*(0�'(1*�WR�SURPRWH�*8&&,�

&1<�FDPSDLJQ�#�'RX\LQ

3RVW�E\�*8,&&�WR�DQQRXQFH�*8&&,�&1<�

campaign @ Redbook

3RVW�E\�/XQ�'(1*��WR�SURPRWH�*8&&,�

CNY campaign @ Weibo
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11K 284 2,182 1,004K 1,000K 314K
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GENERIC KEY WORDS
+DV�EHHQ�PHQWLRQHG�WKH�PRVW

PRODUCT KEY WORDS
+DV�EHHQ�PHQWLRQHG�WKH�PRVW

MOOD KEY WORDS
+DV�EHHQ�PHQWLRQHG�WKH�PRVW
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THANKS FOR READING! 
7R�XQORFN�WKH�IXOO�UHSRUW���
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3UHVHQW�LQ�6KDQJKDL��+RQJ]KRX�DQG�3DULV���83�
digital helps brands of the luxury industry 
navigate the market by providing them with 
sustainable digital strategy, result-driven 
execution plan and most up to date innovations 
	�WHFKQRORJLHV��

We aim to bridge the gap between premium 
EUDQGV�	�FRQVXPHUV��DQG�OHYHO�XS�EUDQG�GLJLWDO�
retail system. 

OUR SERVICE SCOPE

:H
UH�IXOO�VHUYLFH�GLJLWDO�DJHQF\�RȿHULQJ�
customized solutions to reach the luxury 
consumers across all channels.

OUR VISION

We believe in never standing still. For the better, 
for the extraordinary, for the experiences that go 
beyond the expected. 
:HǍUH��83��DQG�ZH�DUH�FUHDWLQJ�WKH�IXWXUH�RI�
digital retail as the industry want it.

OUR PEOPLE & CULTURE

It's all about the team. We're extremely proud 
that we grouped the most dynamic digital 
H[SHUWV�LQ�WKH�ɀHOG�VSLQQLQJ�IURP�OX[XU\�WR�
fashion, from agencies to inhouse brand. We 
RSHUDWH�LQ�6KDQJKDL��+RQJ]KRX��DQG�3DULV�ZLWK�
+100 high-level team members. We’re young, 
SDVVLRQDWH�	�GLYHUVH�

ABOUT 1UP
Founded by industry veterans from Alibaba, 
)$1&<�7(&+12/2*< is committed to use big 
GDWD�DQG�DUWLɀFLDO�LQWHOOLJHQFH�WR�UHYROXWLRQL]H�
brand’s e-commerce business. 
 
OUR SPECIALTY

With our patent of big data, we can easily 
transform data from cross-channel (such as 
70$//��-'��:H&KDW��'RX\LQ��5('%22.��HWF����
into commercial application. We help 
forward-thinking brands unlock incremental 
revenue opportunities by creating a new 
shopping experience within their existing e-store.
 
WHAT WE OFFER

Our solution integrates content, product, and 
XVHU�EHKDYLRUDO�GDWD�LQ�D�PRUH�HȿHFWLYH�ZD\��
which can be applied to various e-commerce 
touchpoints to generate more customer 
engagement and sales. 
 
OUR PEOPLE & CULTURE

:H�KDYH�VSHFLDOLVWV�LQ�WKH�ɀHOG�RI�ELJ�GDWD��
DUWLɀFLDO�LQWHOOLJHQFH��LQWHJUDWHG�PDUNHWLQJ��
e-commerce, brand management, etc. and have 
served a wide range of clientele, including the 
/90+ Group, 72'ǎ6 Group, %85%(55<��'(//, 
Pernod Ricard etc.

ABOUT FANCY


