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The new media marketing that became prevalent 
last year is becoming the common path for 
publishers to create phenomenal bestsellers.

As a social media platform for selfies through 
users uploading and sharing short videos, Douyin has 
quickly spread across China since its release in 2016.     

Many publishers have begun to use the short videos 
on Douyin to produce book-related content in order 
to obtain more users, thus create a better brand image, 
and strengthen the cash flow. If a book is labelled as 
"Douyin Recommended Book", it means the book 
will achieves enormous sales. For example, Cross the 
Boundary of History, Learn Ancient Chinese Short Stories 
written by BTV host Wang Fang did not join the JD 
618 promotion as many newly published books would 
do. Rather, her publisher, the Oriental Publishing 
House chose to work with Douyin. Wang Fang and the 
marketing team of the publisher curated and released 
short videos on related contents. The short videos won 
tens of thousands of praises on Douyin. After that, the 
video that Wang Fang went to the printers to wrap the 
new belly band, signed for her books and delivered 
the book as a courier got more than 100,000 likes, 
and soon the book topped the Douyin Recommended 
List. Immediately with the promotions on Dangdang, 
Weibo and Wechat, the book was printed five times in 
merely a month, sold for 220,000 sets of 1.1 million 
copies, achieving sales of more than 60 million yuan. 

Likewise, CITIC Publishing House and the New 
Children's Book Institute launched the book I Like 
history So Much! in May. With all-platform marketing 
including WeChat and Weibo, it sold more than 10,000 
copies in 3 hours online, printing 4 times and selling 
400,000 copies in less than one month. The story 
behind the success is that, CITIC and New Children 
discovered there is a lack on the market that encourage 

children to think critically and use idiom stories to 
teach Chinese. The ideal book should not only include 
the lives of kings and aristocracies, but also tell the 
stories of ordinary people. Ma Ying, editor-in-chief of 
CITIC Red Cloak Imprint, said that after they decide 
the feature of the book, they polished the words and 
sentences and searched widely for materials that could 
be helpful for their illustrators.

In order to increase intimacy with the young 
readers, the team organised reading clubs, inviting 
children to read the proofs and altered the expression, 
making it sound more friendly and more interesting. 
Ma Ying said, the first week and first month is crucial 
for a new title. In order to get off to a good start, 
they chose to premier in the community and then 
promote on all social media platforms. Firstly they 
find influencers on Wechat in the field of parenting 
and education, in order to maximise the exposure of 
the books in the most relevant groups and draw the 
attention of parents. Then, they released new book 
briefs with direct purchase links to all major online 
bookstores and through the official Weibo account of 
their partner, a style brand named ZHICHINA. They 
arranged many KOLs on Weibo to read and reblog their 
briefs to achieve the word of mouth recommendations 
of nearly 7,000 reblogs. After the market was warmed 
up, Ma Ying and her team launched the market 
promotion and distribution on Dangdang, JD and 
Tmall simultaneously, joining forces with front page 
recommendations such as "Tmall expressway" to drive 
the sales of the book.

The DK Natural History Book, translated and 
published by China Science and Technology 
Press(CSTP), has become the A-list publication in the 
first half of this year, thanks to the marketing strategy 
on WeChat, Toutiao and all other platforms. According 

to Wang Chuan, deputy director of the distribution 
department of CSTP, the book is a classic book with 
lots of knowledge. They found experts  to translate 
and assess the contents to ensure the quality of the 
translation. The publisher got in touch with a number 
of WeChat public accounts in advance, the posted 
articles warm up the market. On the "Double 12" day 
last year, two of WeChat's influential business accounts 
started the group sales at the same time. The first 
prints of 8,000 copies was sold out in merely 3 days. 
Afterwards, many WeChat business accounts quickly 
followed up. In the first half of the year, dozens of 
WeChat business accounts organised group purchases 
for more than 60 times. Since April, the publisher has 
sold through a big account on Toutiao. With the appeal 
of millions of fans, it sold 18,000 copies in ten days 
and quickly topped Toutiao's bestselling chart in all 
categories. After that, word of mouth recommendations 
began to spread in all social media platforms. The book 
began to distribute in all channels including new media 
channels like Toutiao, Douyin, with sales of 180,000 
copies and revenue exceeding 80 million yuan.

From the examples shown above, some tips can be 
concluded. First of all, high quality content is always 
the basis of any successful market campaign. The 
book per se has to meet the needs and tastes of the 
influencers' fan base or meet the needs of the new 
media platform audience for the quality content to get 
their recognition. Secondly, focus on the key period of 
a book's publication, and carry out accurate publicity 
through key influencers on social media. Finally, 
after the first stage of promotion, keep calm and carry 
on with more WeChat accounts and e-commerce 
platforms to drive the sales up and help generate 
word of mouth effect. In the end, the publisher should 
aim at both online and offline market simultaneously.

New media marketing helps make mega bestsellers
用新媒体流量红利打造爆款
■By Lu Yun

12 years of Shanghai Writing Project: 
over 100 writers from 36 countries
"2019上海写作计划"12年：36个国家100余位作家参与

On September 2nd, the 2019 Shanghai Writing 
Project with the theme of "Imaging Community" 
was unveiled at the Writer's Bookstore in 

Shanghai.
Shanghai Writing Project, initiated by Wang Anyi in 

2008, Chairman of the Shanghai Writers Association, 
is the first foreign writer writing project in mainland 
China. The project accepts applications from foreign 
writers and invites a number of them to live in Shanghai 
for two months from September to October each year 
to experience Shanghai's daily life and feel the pulse of 
urban development. The Shanghai Writers Association 
provided various conveniences for their writings. In the 
past 12 years, more than 100 writers from 36 countries 
have been invited.

During these years, foreign writers in the city have 
created works like Shanghai Xiaolongbao, The lingering 
tea fragrance, Lu Xun's Four Dreams, Kung Fu Comedy, 
Zhongshan Park Flower Girl, Lost In Shanghai, Shanghai 
Tango, Shanghai As Home and other works. The writers 
in the city recorded the adventures and surprises they 

experienced in the city. Some Writers published books 
on subjects related to Shanghai after they returned 
to their own countries, some incorporated Chinese 
cultural elements into their works, some promoted the 
works of Shanghai writers and some even moved their 
family to Shanghai.


