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Abstract. In the context of the large-scale entry of external netizens into RED-

note, merchants need to adopt effective online communication strategies to adapt 

to the needs of new cultural users while not neglecting the experience of existing 

users. Based on social identity theory, this paper analyzes how merchants should 

interact with users by posting and replying to comments. The content of merchant 

posts should be attractive and relevant, which can resonate with and engage users. 

At the same time, merchants should ensure the quality of comments, respond to 

users' questions and feedback promptly, and show their attention and care for 

users. Reasonably arrange the frequency of posting to avoid excessive posting 

that causes user fatigue, while maintaining continuous interaction and communi-

cation. Comparing the two, merchants should focus on the content and positivity 

of comments. At the same time, by balancing posts and comments, merchants 

can not only improve user satisfaction and loyalty but also expand the influence 

and popularity of the brand and ultimately achieve marketing goals. 

Keywords: Social Identity Theory, Online Communication Strategies, Posting 

and Commenting, Rednote. 

1 Introduction 

As the deadline for the "sell or ban" bill for TikTok approaches (January 19), some 

American users who call themselves "TikTok refugees" have flocked to the Chinese 

short video social app " REDnote " in large numbers to protest the US government's 

policies and boycott local alternative platforms. As of January 15, Beijing time, the 

"TikTok refugee" tag on REDnote has received nearly 250 million hits and more than 

5.5 million comments [1]. With the influx of many TikTok users into the Chinese mar-

ket, the market positioning and consumer behavior strategies of many brands have un-

dergone major changes. For example, Ele.me and Mengniu have successfully attracted 

many new users by publishing bilingual posts. This change has prompted various 

brands on REDnote to pay attention to consumer diversity and make changes to their 

communication and marketing strategies. 

This paper uses social identity theory to explore the impact of TikTok user migration 

on the changes in online communication strategies of REDnote brand users. Social 

identity theory holds that group norms and values influence the behavior and attitudes  
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of individuals in a group. With the influx of many TikTok users into REDnote, these 
new users bring different cultural backgrounds and behavioral habits, prompting brands 
to adjust their communication strategies to adapt to the new user groups. Merchants 
need to attract new users through proactive communication, including posting bilingual 
posts, sharing interesting content, and hosting online events. These measures can not 
only attract the attention of new users but also enhance the brand's affinity and interac-
tivity. In addition, merchants can also use REDnote's recommendation algorithm to en-
sure that new users can see the brand's latest developments and activities, thereby in-
creasing brand exposure. At the same time, merchants need to maintain user relation-
ships through passive communication, including timely replying to user comments, 
solving user problems, and paying attention to user feedback. By actively replying to 
user comments, merchants can show their attention and care for users and enhance user 
satisfaction and loyalty. At the same time, merchants can also analyze user feedback to 
understand user needs and preferences, adjusting products and services to meet the 
needs of different users. To achieve effective online communication, merchants need 
to find a balance between proactive and passive communication. Excessive posting may 
cause user fatigue while ignoring user comments will reduce user satisfaction. There-
fore, merchants should arrange the posting frequency reasonably, ensure that the post-
ing content is attractive and relevant, and actively reply to user comments to ensure the 
quality of comments. By balancing the two, merchants can not only improve user sat-
isfaction and loyalty but also expand the brand's influence and popularity and achieve 
the ultimate marketing goal. 

2 Social Identity Theory 

Social identity theory was proposed by social psychologists Henri Tajfel and John 
Turner in the 1970s and 1980s. The theory holds that social identity is part of an indi-
vidual's self-concept and stems from an individual's cognitive and emotional attach-
ment to a specific social group. The theory mainly explores the phenomenon of "in-
group" and "out-group" and predicts certain inter-group behaviors based on group sta-
tus differences and perceptions [2]. In the context of TikTok user migration, social 
identity theory can help us understand how users influence brands' communication 
strategies for consumer identity cognition through the division of "in-group" (such as 
new REDnote users) and "out-group" (such as original users or American platform us-
ers). This theory emphasizes that group norms and values influence the behavior and 
attitude of individuals in a group. As many TikTok users flock to REDnote, these new 
users bring different cultural backgrounds and behavioral habits, prompting brands to 
adjust their communication strategies to adapt to new user groups. 

Social identity theory further derives from self-attribution theory, which emphasizes 
that individuals reconstruct their self-cognition through group belonging. This mecha-
nism provides a theoretical basis for brands to shape user identity through communica-
tion strategies. Classic studies by Tajfel and Turner, such as the minimal group para-
digm experiment, revealed that group divisions can trigger hostile group behavior.
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These studies show that even in the smallest group conditions, individuals will show a 
preference for the in-group, which affects their behavior and attitudes. 

3 Case Analysis 

3.1 Proactive Communication with Merchants 

3.1.1 Content Internationalization. Content internationalization is when merchants 
consider the needs of both Chinese and international users when publishing content and 
add bilingual or English content to attract and retain new users. This strategy not only 
helps expand the brand's audience but also enhances users' sense of belonging and iden-
tity. Hema has adopted a variety of strategies in content internationalization to adapt to 
the needs of users from different cultural backgrounds. First, merchants can provide 
Chinese and English versions in each post to ensure that users from different language 
backgrounds can understand and participate. For example, Hema publishes bilingual 
product introductions, user guides, and promotional information [3]. The publication of 
such bilingual content can not only attract the attention of new users but also enhance 
their sense of belonging and identity [4]. Secondly, relevant content is published based 
on festivals and customs of different cultural backgrounds. During the Chinese New 
Year, merchants publish relevant celebrations and promotional information, and at the 
same time, publish corresponding festive content during Western festivals (such as 
Christmas) [5]. This practice can meet the cultural needs of different users and enhance 
their sense of identity with the brand. 

The application of social identity theory here is reflected in enhancing users' sense 
of belonging and identity with the brand by meeting their cultural and language needs. 
Users will have positive emotions due to the brand's respect for their culture and lan-
guage, and thus be more willing to interact with and consume from the brand. Accord-
ing to social identity theory, when a brand actively accepts "out-groups" (international 
users) through bilingual or culturally adapted content, it can encourage users to regard 
the brand as part of the "in-group", thereby strengthening their social identity. This 
strategy not only reduces cultural barriers but also indirectly increases consumption 
willingness by establishing a sense of group belonging [6]. 

3.1.2 Enhanced Interactivity. Enhanced interactivity means that merchants can further 
understand user needs and attract user communication and participation by increasing 
the number of interactive posts, such as voting and Q&A. This strategy helps to estab-
lish a close connection between the brand and users. Merchants can regularly publish 
voting activities and invite users to participate. For example, brands can publish a vote 
on new product design, color selection, or functional requirements to collect user opin-
ions and suggestions. This not only increases user participation but also helps brands 
better understand user preferences. This quantitative result intuitively demonstrates the 
effectiveness of the interactive strategy. At the same time, merchants can publish Q&A 
posts to invite users to ask questions and respond promptly. For example, brands can 
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publish Q&A posts such as "What questions do you have about our products?" or "What 
aspects do you want us to improve?" to encourage users to participate in discussions. 
This interactive method can enhance users' trust and loyalty to the brand. 

The application of social identity theory here is reflected in enhancing users' sense 
of belonging and identity with the brand through interactive activities. In the process of 
participating in the interaction, users will feel that the brand attaches importance to their 
opinions and needs, thereby enhancing their identity and loyalty to the brand. Accord-
ing to social identity theory, when users participate in brand interactions through vot-
ing, Q&A, etc., they confirm their group identity. This participation behavior not only 
strengthens the user's self-cognition as a "brand community member” but also forms a 
group consensus through interaction with other users, thereby consolidating the brand's 
identification at a psychological level. This strategy not only reduces cultural barriers 
but also indirectly increases consumption willingness by establishing a sense of group 
belonging. 

3.2 Passive Communication of Merchants 

3.2.1 Language Adaptation. Language adaptation is when merchants use bilingual re-
plies when replying to user comments to better receive comments and feedback from 
international users. This strategy not only helps expand the brand's audience but also 
enhances users' sense of belonging and identity. Merchants can provide Chinese and 
English versions when replying to user comments to ensure that users from different 
language backgrounds can understand and participate. For example, when a user asks 
about the use of a product in a comment, the merchant can reply in Chinese and English, 
respectively, to ensure that all users can obtain the information. In addition to actively 
using bilingual replies, the platform also provides a comment translation function to 
further reduce language barriers. The comment translation function launched by RED-
note can automatically translate user comments, including some emerging terms and 
abbreviations. This function can help merchants better understand the feedback of in-
ternational users and respond promptly. For example, if a user uses a certain emerging 
term, the merchant can use the translation function to identify the emerging term in the 
comments of international users, and then respond accurately through bilingual replies, 
forming a closed loop of "identification-translation-adaptation". 

The application of social identity theory here is reflected in enhancing users' sense 
of belonging and identity to the brand by meeting their language needs. Users will have 
positive emotions because the brand respects their language and thus be more willing 
to interact with and consume from the brand. For example, REDnote can simultane-
ously translate dialect abbreviations, Morse code, and other uncommon languages, 
helping foreign netizens understand. This not only helps foreign netizens understand 
the comments of domestic users but also promotes cross-cultural communication and 
interaction. Through this multilingual support, users feel that the brand respects their 
culture and language, thereby enhancing their sense of identity and belonging to the 
brand. This strategy effectively reduces cultural barriers, improves user engagement 
and loyalty, and ultimately promotes a close connection between the brand and users. 
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3.2.2 Multi-type Interaction. Multi-type refers to merchants efficiently solving user 
questions and attracting user interest by increasing the enthusiasm and content diversity 
of comment replies. This method can show the merchant's attention and care for users 
and improve their brand loyalty. Merchants can solve user problems promptly by in-
creasing the speed of comment replies. For example, when a user asks about the use of 
a product in a comment, the merchant can quickly reply and provide a detailed solution. 
This quick reply can enhance user trust and loyalty to the brand. Data shows that if a 
company can consistently provide high-quality customer service, 70% of customers are 
willing to spend an average of 17% more [7]. In addition, businesses can encourage 
users to discuss and share opinions when responding to comments. For example, if a 
user suggests product improvement in a comment, the business can reply: "Thank you 
for your suggestion! What do you think of this improvement?" This way of encouraging 
discussion can help businesses collect more user feedback and improve products and 
services. 

Businesses can also narrow the distance between users and between businesses and 
users by posting "cat tax" pictures. For example, if a user mentions their pet in a com-
ment, the business can reply: "people also have a cute cat, take a look at its photo!" This 
interactive method can increase users' sense of participation and belonging and enhance 
their sense of identity with the brand [8]. According to social identity theory, when 
users participate in brand interactions through voting, Q&A, etc., they are in the process 
of confirming their group identity. This participation behavior not only strengthens the 
user's self-cognition as a "brand community member” but also forms a group consensus 
through interaction with other users, thereby consolidating the brand identity at the psy-
chological level [9,10]. 

4 Conclusion 

The proactive posting strategy can help merchants reach more users and increase brand 
exposure and visibility. In this process, merchants can fully control the content posted 
to ensure that the information is accurate and consistent. Through attractive content and 
activities, merchants can attract new users and get more users to pay attention and par-
ticipate. However, this strategy also has some challenges, such as large time and re-
source investment, uncertain results, and the rich content and fierce competition on the 
REDnote platform, which may make it difficult for merchants' posts to stand out, and 
guarantee user engagement and interaction is difficult to guarantee. 

Timely and personalized replies can significantly enhance user satisfaction. Mer-
chants can establish a trusting relationship with users through sincere and professional 
replies. Active interaction and solving user problems can help increase user loyalty, 
make users feel valued, and enhance a sense of belonging. However, this strategy also 
has its disadvantages, such as  the heavy workload that the support stuff would face 
42% of thier consumers acting impatiently. As a result, they need skills and patience to 
deal with negative comments, and the need for strict management and training for reply 
to quality control, which may increase the burden on the customer service team and 
affect the brand image. 
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Merchants should arrange posting strategies reasonably based on ensuring high-
quality and efficient comment replies. By balancing the two, merchants can not only 
improve user satisfaction and loyalty but also expand the influence and visibility of the 
brand. Merchants can choose to publish posts during active user periods, such as even-
ing peak hours, to ensure that the content can be seen by more users. Merchants can co-
brand with other brands to publish interactive content, such as joint activities or lucky 
draws, to attract more new and old users to participate. Merchants should use REDnote 
data for analysis, conduct precision marketing for different user groups, and establish 
emotional connections with users to improve the satisfaction and loyalty of new and 
old users by providing personalized recommendations and services. 
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