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Abstract:
This article analyzes how short-video platforms in China, 
Japan, and South Korea leverage AI-driven algorithms and 
cultural insights to engage users and drive ecommerce. 
Through comparative case studies of Douyin (TikTok), 
Japan’s AI-integrated campaigns, and South Korea’s 
K-pop synergy, we reveal how these platforms decode 
user preferences through behavioral data (clicks, likes, 
shares) to deliver hyper-personalized content. While all 
three countries prioritize algorithmic customization, their 
technological infrastructures and cultural values create 
divergent approaches—China’s scale-driven ecommerce 
integration, Japan’s precision storytelling, and South 
Korea’s cultural export machinery. The paper concludes 
with ethical considerations and sustainability challenges 
amplified by short-video marketing’s global growth.

Keywords: Ecommerce opportunities, Target audience, 
One-size-fits-all, Technological industrialization, Diversi-
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1. Introduction
The digital revolution has transformed marketing, 
with short-video platforms emerging as the vanguard 
of consumer engagement. In China, Japan and South 
Korea—three Asian technological powerhouses—
short-video marketing has evolved into distinct 
ecosystems shaped by cultural values, technological 
innovation, and consumer behavior.
China’s Douyin (TikTok) exemplifies algorithmic 
mastery, leveraging AI to analyze user interactions 
(clicks, likes, shares) and deliver hyper-personalized 
content [1]. Japan combines its tradition of aesthetic 
precision with cutting-edge AI to forecast trends, as 
seen in Uniqlo’s weather-responsive ads[2]. South 
Korea weaponizes K-pop’s global appeal, turning 
15-second dance challenges into billion-view mar-

keting phenomena[3].
This study provides a granular comparison of these 
strategies, supported by platform data, case studies, 
and user surveys. It argues that while all three nations 
prioritize algorithmic personalization, their cultural 
contexts and technological infrastructures create di-
vergent paths to success.

2. How to Do Short Video Market-
ing in China: Platform Dynamics 
and Strategies

2.1 Platform Ecosystem Analysis
China’s short-video market is a fragmented landscape 
where platforms cater to distinct demographics:
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(1)Douyin (TikTok): Dominates tier 1-2 cities with 68% 
of users aged 18-35. Its Professional Generated Content 
(PGC) model involves brands like Huawei producing 
cinematic 15-second tech showcases, achieving 3x higher 
engagement than UGC[4]. For instance, Huawei’s 2023 
campaign for the Mate X3 foldable phone used slow-mo-
tion shots of the hinge mechanism, garnering 12M likes 
and a 19% click-through rate to its online store. The plat-
form’s tiered content strategy ensures premium visibility 
for verified brands, with luxury labels like Dior allocating 
40% of their digital budgets to Douyin’s in-feed ads[4].
(2) Kuaishou:Controls 58% of tier 3-5 city markets 
through authentic UGC. Livestream sales of agricultur-
al products surged by 210% in 2023, driven by farmers 
demonstrating harvest processes in unscripted 30-minute 
sessions[5]. A notable case is the live demonstration of 
tea-picking in Anhui Province, where farmers explained 
traditional processing methods while selling 3.2 tons of 
tea leaves within 45 minutes. Kuaishou’s “Trusted Seller” 
certification program, which verifies product origins via 
blockchain, has reduced return rates by 34% in rural re-
gions[5].
(3)Xiaohongshu (Little Red Book): Female users (77%) 
drive its $12B beauty product economy. A 2023 cam-
paign for traditional Chinese medicine (TCM) skincare 
blended guochao aesthetics with lab-certified efficacy 
claims, yielding 890,000 units sold in 72 hours[6]. The 
campaign’s success relied on “before-and-after” videos 
showing users’ 28-day skincare journeys, with 92% of 
purchasers citing these testimonials as their primary mo-
tivation. Xiaohongshu’s integration of AR virtual try-ons, 
powered by AI facial mapping, has increased conversion 
rates by 61% for lipstick brands[6].

2.2 Algorithmic Recommendation Systems
Douyin’s “For You” page algorithm uses a 5-layer filtering 
process refined through continuous machine learning:
(1) Content Classification:Tags videos using 2,000+ labels 
(e.g., #OOTD, #TechReview). Advanced NLP tools ana-
lyze captions for semantic context, while computer vision 
identifies products and settings. A 2023 upgrade enabled 
recognition of 1,500+ fashion brands’ logos, automatically 
linking them to e-commerce pages[7].
(2)User Profiling:Tracks dwell time (optimal: 18-22 
seconds) and skip rates. The system creates 360-degree 
profiles categorizing users into 300+ interest clusters. For 
instance, users who watch 3+ makeup tutorials weekly 
receive the “Beauty Enthusiast” tag, prioritizing content 
from cosmetic brands. Location-based profiling further 
segments urban vs. rural users, with tier 3 city residents 
receiving 53% more agricultural livestream recommenda-
tions[7].

(3) Cold Start Testing:New videos are shown to 500 users 
matching creator demographics. Videos that achieve a 
15%+ engagement rate in this phase enter wider circu-
lation. A 2023 study found that videos posted between 
7-9 PM have a 23% higher chance of passing cold-start 
thresholds due to peak traffic hours[8].
(4) Weighted Scoring:Engagement (60%), completion rate 
(30%), shares (10%). Shares to private chats now carry 
1.5x more weight than public shares, reflecting Douyin’s 
2023 finding that private shares correlate with 28% higher 
purchase intent[8].
(5) Traffic Allocation: Top 2% of videos receive “Dou+” 
paid boosts ( ￥0.03 per view). Brands can target users by 
15+ parameters including device type (iOS users receive 
34% more luxury ads) and recent search history. A beauty 
brand achieved 19M impressions in 72 hours by targeting 
users who watched 3+ skincare videos weekly[8].

2.3 Content Creation Best Practices
(1) 3-Second Hook:Analysis of 50,000 top-performing 
videos shows the average attention drop-off occurs at 2.1 
seconds. Successful brands like HeyTea use rapid zooms 
on product details—their close-up of mango pulp explod-
ing in a milk cap achieved 93% retention past the 3-second 
mark[9]. Sensory triggers like ASMR crunch sounds im-
prove retention by 22%, as demonstrated in snack brand 
Three Squirrels’ nut-cracking videos[9].
(2) Subtitling Standards: Xiaomi’s smartphone ads use 
yellow text on black backgrounds (bottom 2/3 of screen), 
improving message recall by 53% among hearing-im-
paired users[10]. Since 2022, auto-generated captions 
have become mandatory for all branded content, with 72% 
of users reporting they “always” or “usually” read them. 
Vertical text layouts now cater to elderly viewers—a 2023 
campaign for health supplements saw 68% higher engage-
ment when using large, bold fonts[10].
(3) Optimal Length:Analysis of 100,000 B2C videos 
showed 15-20s clips had 22% completion rates vs. 9% for 
60s+ content. However, B2B industrial equipment demos 
perform best at 1:10-1:30, with ViewAir’s 78-second fac-
tory tour video generating 4,000+ qualified leads[11]. The 
divergence reflects differing user intent: impulse buyers 
prefer snackable content, while engineers seek technical 
depth[11].

3. Marketing Localization: Cultural 
Nuances in China

3.1 Festival-Driven Campaigns
Douyin’s 2023 Mid-Autumn Festival campaign (#Fami-
lyReunionDinner) generated 4.7B views by encouraging 
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users to film mooncake-making with elders. Participating 
brands like Wufangzhai saw a 290% sales lift through 
shoppable recipe videos[12]. The campaign leveraged 
China’s filial piety values, with 63% of participants aged 
25-34 gifting mooncakes to parents. AI tools suggested 
personalized packaging designs incorporating family pho-
tos, driving a 41% upsell rate on premium boxes[12].

3.2 Regional Dialect Marketing
Kuaishou’s Dialect Challenge targeted lower-tier cities:
Case Study: Yunnan Coffee Collective boosted sales by 
150% using Dai-language videos explaining bean roast-
ing. Retention rates were 2.4x higher in Yunnan vs. Man-
darin-only content[13]. The brand partnered with local 
influencers like @TeaMountainGranny, whose unscripted 
roasting tutorials achieved 89% completion rates. Dialect 
content now constitutes 35% of Kuaishou’s agricultural 
livestreams, with AI real-time translation tools enabling 
cross-regional reach[13].

3.3 KOL vs. KOC Dynamics
(1) Key Opinion Leaders (KOLs):Luxury brands like Dior 
pay top beauty influencers (e.g., @Li Jiaqi) ￥2-5M per 
livestream. A 2023 collaboration sold 15,000 limited-edi-
tion lipsticks in 8 minutes[14]. KOLs’ polished produc-
tions contrast with raw UGC—Dior’s 4K studio-quality 
tutorials achieve 12% engagement rates vs. 7% for user 
reviews[14].
(2) Key Opinion Consumers (KOCs): Xiaohongshu’s “or-
dinary user” reviews drive 68% of purchase decisions. A 
student’s ￥5,000-budget wedding dress hunt thread went 
viral, generating ￥23M sales for 12 SMEs[15]. Brands 
now seed products to micro-influencers (1K-10K follow-
ers), with 92% of KOCs posting unpaid reviews for free 
samples[15].

4. Japan and South Korea: Contrast-
ing Approaches to Short-Video Innova-
tion

4.1 Japan’s AI-Enhanced Storytelling
(1) Predictive Analytics: Shiseido’s 2024 Sakura Cam-
paign used AI to correlate lipstick shades with cherry blos-
som forecasts. Videos highlighting “Blossom Pink” aired 
3 days before peak bloom dates, achieving 92% relevancy 
scores[16]. The AI cross-referenced 10 years of weather 
data and social media posts to predict bloom patterns with 
89% accuracy[16].
(2) Virtual Influencers:Imma, a CGI model, promotes 
Uniqlo’s AIRism line through 20-second ASMR videos 

of fabric rustling—a format preferred by 61% of Japanese 
users over human testimonials[17]. Uniqlo’s 2023 report 
showed 34% higher click-through rates for Imma’s con-
tent vs. celebrity endorsements[17].

4.2 South Korea’s K-Pop Synergy
HYBE’s Formula: BTS’ label produces 12-15-second 
choreography teasers on TikTok, averaging 18M views 
within 24 hours. Partner brands like Samsung embed 
products organically—Galaxy Z Flip 5 appearances in 
dance moves drove 33% of pre-orders[18]. The “Butter” 
challenge generated 23M user covers in 72 hours, with 
Samsung’s hashtag #ButterFlip accounting for 12% of en-
gagements[18].
Webtoon Adaptations: Naver’s vertical drama “Yumi’s 
Cells” gained 120M TikTok views through 30-second 
romantic snippets, increasing webtoon app downloads by 
74%[19]. The campaign used AI to identify pivotal plot 
moments, adapting them into standalone clips that re-
tained 92% narrative coherence[19].

5. Japan’s 2024 Digital Marketing 
Forecast: AI and Privacy Challenges

5.1 Generative AI Integration
(1) Dynamic Ads:​Lawson convenience stores now deploy 
AI to create real-time snack promotion videos. On rainy 
days, the system generates 15-second clips of warm oden 
stews, boosting same-day sales by 19%[20]. The AI an-
alyzes POS data, weather APIs, and foot traffic patterns 
to optimize ad variables like background music (upbeat 
tunes for sunny days vs. calming melodies for rain)[20].
(2) Ethical Concerns: A 2023 Tokyo University study 
found AI-curated beauty ads increased teenage body 
dissatisfaction rates by 27%, prompting calls for regula-
tion[21]. Brands like Shiseido now disable facial recog-
nition filters for users under 18 and include body-positive 
hashtags in 76% of campaigns[21].

5.2 Privacy-Compliant Strategies
New laws limit third-party data usage, forcing brands like 
Muji to adopt:
Offline-Online Fusion:QR codes on product packaging 
drove 41% of app sign-ups through in-store AR experienc-
es showing 20-second manufacturing stories[22]. Muji’s 
2023 bamboo utensil set saw 28% higher repurchase rates 
after adding QR-linked videos about sustainable forest-
ry[22].
Micro-Influencer Networks: Eco-friendly brand Mujoshin 
reduced ad spend by 60% using 500+ nano-influencers 
(1K-10K followers) to post DIY upcycling tutorials[23]. 
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User-generated tutorials for its recycled denim line 
achieved 14M views with zero paid promotion[23].

6 .  C o n c l u s i o n :  T h e  F u t u r e  o f 
Short-Video Marketing
China’s model—exemplified by Douyin’s $150B GMV in 
2023—prioritizes scale and e-commerce integration[24]. 
Japan leads in AI-driven personalization but faces ethical 
dilemmas, while South Korea’s cultural exports offer a 
blueprint for global virality.
Emerging challenges include:​​
(1) Algorithmic Bias: Douyin’s rural users receive 73% 
less luxury content than urban peers, perpetuating digital 
divides[25]. Solutions like Kuaishou’s “Rural Creator 
Fund” aim to balance visibility, allocating ￥200M to up-
skill farmers in video production[25].
(2)Sustainability:Livestream packaging waste surged by 
290% in China, prompting Xiaohongshu’s #GreenHaul 
campaign to promote reusable materials[26]. Participating 
brands achieved 19% waste reduction through AI-de-
signed minimal packaging that uses 34% less plastic[26].
Future research should explore blockchain-based content 
verification and neuro-marketing techniques using EEG 
headbands to measure emotional engagement.
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