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Abstract. In the rapidly converging landscape of social media and e-commerce, 

social platforms have evolved beyond mere communication tools to the core en-

gine driving e-commerce growth. Xiaomi’s remarkable online sales success and 

previous social media marketing research are good evidence of this. Based on the 

SICAS consumer behavior model, the article proposes a concise 3C framework: 

Connection (Reach users, Grab attention, Spark dialog), Conversion (Trigger de-

sire, Seal deal, Confirm order), and Cultivation (Deepen bond, Drive repeat, Ig-

nite advocacy) to systematically address the question of how social media drive 

growth in China’s e-commerce across the four stages of customer acquisition, 

instant conversion, repeat purchases, and viral growth. Xiaomi’s success pro-

vides replicable solutions for brands, platforms, and policymakers to achieve sus-

tainable, low-cost growth through social commerce, and it is recommended that 

brands make good use of powerful social media to realize the 3C process in their 

business. 
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1 Introduction 

Over the past decade, China’s retail landscape has been completely reshaped by the 

integration of social media and transactions, enabling brands to complete the closed-

loop of “discovery, purchase, and repeat purchases” within their private domains. 

QuestMobile’s annual tracking shows that the integration of “content” and “transac-

tions” in China has deepened at an unprecedented pace over the past three years: During 

the period from 2023 to 2025, the total number of short video users is projected to 

increase from 1.07 billion to 1.16 billion, while the monthly active users (MAU) of live 

streaming e-commerce are expected to rise from 720 million to 830 million. Addition-

ally, the share of gross merchandise volume (GMV) from social e-commerce is antici-

pated to grow from 30% to 37% [1]. In this wave of change, a core question emerges: 

What role does social media play in the four critical stages of customer acquisition, 

instant conversion, repeat purchases, and viral growth?  

Xiaomi’s social media marketing strategies and successes can provide the answer. 
From its first “hunger marketing” campaign on Weibo in 2012 to the 1.5 billion yuan 
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in sales generated during a single live stream on Douyin’s “Super Brand Day” in 2023, 
Xiaomi has consistently been at the forefront of China’s evolution in “social media plus 
e-commerce” [2]. By tracking Xiaomi’s online sales trends from 2012 to 2023 and 
multi-platform social media data, the article aims to analyse the role of social media in 
the four key stages of “customer acquisition, conversion, repeat purchases, and viral 
growth”, summarize the benefits of social media to the development of e-commerce, 
and provide lessons learned for other businesses. 

2 Literature Review 

Social commerce was initially viewed as a combination of social networks and trans-
action scenarios. Its theoretical origins stem from early discussions on electronic word-
of-mouth and trust mechanisms, which help consumers reduce perceived risk through 
interaction in virtual communities, thereby facilitating purchases [3]. Meanwhile, with 
the development of the Internet, research on consumer behaviour has evolved from the 
one-way AIDMA and AISAS models to the more digitally-oriented SICAS closed-loop 
framework: the DCCI Internet Data Centre has proposed and continuously refined the 
five-stage model of Sense, Interest & Interactive, Connect & Communication, Action, 
and Share. This model emphasizes that brands first “perceive” consumer needs through 
multiple platforms, then use interactive content to stimulate interest, followed by two-
way communication to strengthen emotional connections, ultimately guiding purchases 
and triggering social sharing, thereby forming a complete chain of data traceability and 
emotional retention [4]. 

While topics such as “social media interaction”, “fan-generated value” and “e-com-
merce transaction mechanisms” have been explored by existing research, they are gen-
erally treated as separate issues: one category of research focuses on the communication 
effects and emotional connections of social media [5], while another focuses on the 
pricing mechanisms and traffic conversion of e-commerce platforms [6]. There is a lack 
of an integrated framework that can explain the entire process of “social media—fan-
generated value—e-commerce transactions”. Specifically, in the dimension of “fan co-
creation”, existing research has not systematically addressed how fans collaborate to 
produce content across different platforms and how is this content consolidated into 
tradable private domain traffic. Therefore, this article conducts a case study of Xiaomi 
to bridge the gaps in previous research, constructing a cross-platform and cross-stage 
integrated model to fill the theoretical vacancy in the integrated study of “social me-
dia—fan co-creation—e-commerce transactions”. 

3 Conceptual Framework 

To systematically address the question of “how social media drives growth in China e-
commerce across customer acquisition, instant conversion, repeat purchases, and viral 
growth”, this article draws inspiration from the SICAS consumer behaviour model and 
previous studies on social media marketing to re-abstract the consumer journey in the 
social media context into a “3C chain”: Connect (connect customers and brands through 
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emotional connections), Convert (convert interest into product orders) and Cultivate 
(achieve repeat purchases and viral growth), thereby revealing how social touch points 
span the entire process of interest, purchase, and viral growth (see Fig. 1). 

Fig. 1. Framework of Connect-Convert-Cultivate process 

3.1 Connect: Attract Potential Customers and Build Emotional Connections 
with Interesting Topics 

In the digital age, establishing a strong connection between a brand and its potential 
customers is crucial, and Xiaomi has achieved this through various innovative ap-
proaches. Lei Jun, founder of Xiaomi, and his senior management team have adopted a 
more approachable style, frequently interacting with consumers on social media, which 
has earned Xiaomi widespread consumer recognition and loyalty. Lei Jun is also skilled 
at identifying trending topics for marketing purposes. When he was voted to the top of 
the “Singer” show’s fan poll, he responded with a humorous tone during a live stream, 
expressing gratitude for the support while also reaffirming his commitment to develop-
ing Xiaomi’s electric vehicle project, sparking widespread online discussion. Addition-
ally, Xiaomi has attracted significant attention from potential consumers by sharing 
engaging product videos, consumer stories, and interactive topics. For instance, on 
Weibo the “XiaomiPhone” topic initiated by Xiaomi has accumulated over 45 billion 
views, with discussion volume peaking at 2.3 million posts within the first 24 hours of 
a new product launch. These interactions not only capture the attention of potential 
customers but also establish deep emotional connections through shared experiences 
and emotions. 

3.2 Convert: Turn Interest into Orders Instantly Through Live Streaming, 
Limited-Time Offers, and One-Click Payment 

Xiaomi has demonstrated exceptional performance in the live streaming e-commerce 
sector, achieving high conversion rates through various strategies. On Douyin, Xia-
omi’s official account on this live-streaming platform has 45 million followers, and 
during the 2023 “618” shopping festival Xiaomi’s live-streaming GMV accounted for 
28% of its total channel sales. By providing real-time product demonstrations and 
showcasing usage scenarios along with limited-time discounts and one-click payment 
function, Xiaomi significantly enhances customers’ purchasing motivation. On the 
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evening of July 12, 2022, Lei Jun launched Xiaomi 12S Ultra in the official live-stream 
room of Douyin. He took photos of night scenes with the new phone to compare it with 
iPhone 13 Pro, and launched a “discount of 300 yuan for the first 10 minutes of ordering, 
plus a free wireless charger of 199 yuan and 6 interest-free installments” benefit. The 
30,000 units sold out within 30 minutes, and the total GMV of the whole event was 195 
million yuan. Through this approach, Xiaomi immediately converts customer interest 
into orders, achieving a swift transition from “discovery” to “purchase”. 

3.3 Cultivate: Promote Repeat Purchases and Achieve Expansion 

After conversion, brands need to consolidate customers relationships, promote repeat 
purchases, and achieve viral growth through continuous operations. Xiaomi has 
adopted a variety of strategies in this regard. First, Xiaomi has established multiple fan 
communities such as the Xiaomi Community and Local Fan Clubs. These communities 
not only provide customers with a platform for communication, but also enhance their 
sense of belonging and loyalty by regularly holding events and providing exclusive 
benefits. Second, Xiaomi has established Member Days, offering members privileges 
to further stimulate repeat purchases. Member Days provide exclusive discounts, gifts, 
and priority purchasing rights, significantly boosting repeat purchase rates. Addition-
ally, Xiaomi leverages UGC (consumer-generated content) for secondary dissemina-
tion, encouraging customers to share their experiences and create topics. Xiaomi col-
laborated with over 50,000 key opinion customers (KOCs) to co-create content on 
Xiaohongshu, driving a 320% month-over-month increase in brand search index. This 
content not only strengthens emotional connections with existing consumers but also 
attracts new consumers through word-of-mouth, creating a virtuous cycle from “repeat 
purchases” to “viral growth”. 

4 Benefits of Social Media 

The benefits of social media for Xiaomi are multifaceted, extending beyond short-term 
sales growth to long-term brand building and enhanced consumer loyalty. Through so-
cial media, Xiaomi can reach many potential consumers at extremely low customer 
acquisition cost (CAC), using interesting topics and interactive content to capture their 
attention and establish an initial emotional connection, enabling Xiaomi to accumulate 
customer base at a lower cost in the highly competitive market. 

During the “convert” phase, Xiaomi uses social media to instantly convert consumer 
interest into purchasing behaviour. The real-time interaction, limited-time offers and 
one-click payment features in live streaming significantly increase consumer conver-
sion rates, resulting in rapid growth in sales revenue. It not only drives direct revenue 
growth but also enhances consumers’ satisfaction and trust to the brand. 

Higher consumer satisfaction leads to stronger fan loyalty, increasing the likelihood 
of repeat purchases and frequent recommendations to family and friends. In the “culti-
vate” phase, Xiaomi uses community operations, member days, and UGC to continu-
ously activate existing consumers and encourage their repurchase behaviour. Xiaomi 
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actively interacts with fans on social media platforms, collecting their feedback and 
suggestions, which help Xiaomi continuously improve its products and services. For 
example, based on fan feedback, Xiaomi optimzed the software update process, pro-
vided more detailed camera feature descriptions, and enhanced phone’s battery life. 
Through this approach, Xiaomi successfully meets the needs of existing consumers 
while attracting new consumers through fans’ active participation and enthusiastic rec-
ommendations. 

5 Lessons Learned 

5.1 Social Media is the Bridge between Customers and Brands 

Social media has emerged as a crucial channel for businesses to establish direct con-
nections with consumers in the digital age. It not only reduces marketing costs but also 
improves marketing efficiency, giving the company a competitive edge in the highly 
competitive market. Xiaomi leverages social media platforms such as Weibo and 
Douyin to engage in frequent interactions with consumers. These interactions go be-
yond product promotion, facilitating the collection and response to consumer feedback. 
Lei Jun, Xiaomi’s founder, personally takes an active role, posting a significant amount 
of content daily on Weibo and actively responding to fans’ comments and private mes-
sages. Additionally, Xiaomi uses live streaming and short videos to visually demon-
strate product features and usage scenarios to consumers, effectively increasing their 
purchasing intent.  

5.2 Customer Engagement is Key to Building Brand Loyalty 

Xiaomi’s success is largely attributed to its highly engaging customer participation 
strategy. By establishing fan communities and hosting online and offline events, Xia-
omi has successfully integrated consumers into the brand-building process. Xiaomi’s 
“Mi Fan Festival” is not merely a sales event but a celebration that fosters a sense of 
belonging and identity among consumers, which transforms consumers into active 
brand advocates. While enhancing consumer satisfaction and loyalty, this consumer 
engagement also attracts more potential consumers through word-of-mouth marketing. 
Xiaomi’s experience demonstrates that businesses should prioritize consumer partici-
pation and experience, using various methods to make consumers feel the warmth and 
care from the brand, thereby cultivating a loyal fan base. 

5.3 Content Marketing is the Cornerstone of Brand Building 

Xiaomi’s success on social media is inseparable from its well-planned content market-
ing strategy. By publishing interesting and valuable content, Xiaomi has successfully 
attracted user attention while building its brand story. Xiaomi shares behind-the-scenes 
stories about product development and consumer experiences, giving consumers a 
deeper understanding of the brand. This content marketing not only enhances brand 
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awareness and reputation but also strengthens consumer loyalty through emotional res-
onance. Therefore, businesses should prioritize content marketing, using methods such 
as storytelling and sharing consumer cases to establish emotional connections with con-
sumers, thereby achieving long-term brand development. 

6 Conclusion 

This article proposes a “Connect-Convert-Cultivate” (3C) framework to analyze Xia-
omi's social media marketing data from 2012 to 2023. These research findings provide 
brands with replicable social media growth frameworks that not only reveal how social 
platforms convert potential customers into loyal followers, but also offer actionable 
insights for businesses and policymakers. In this era where social interactions increas-
ingly blur commercial boundaries, companies that can transform fan engagement into 
quantifiable business metrics will gain a competitive edge in the impending retail rev-
olution. 
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