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Xinnong is a dairy brand
that is dedicated to protecting the environment and promoting the
natural beauty of Tomur Mountain. With a commitment to natural and
healthy production, Xinnong strives to produce high-quality, natural dairy
products for consumers.

In the past few years, Xinnong has focused mainly on product
development and improving production lines, neglecting marketing,
which has resulted in low brand awareness. 

Today, Xinjiang is in a phase of economic development with a stable
policy and the premise that the pandemic has ended. Because of the
epidemic, the younger generation's passion for nature and the need for
self-expression is at an all-time high. At the same time, Xinjiang
agriculture is in dire need of a fresh blood to inject new vitality into the
brand and drive economic development. 

Therefore, combining these two needs and trends, we will build a young
and creative dairy brand image for Xinnong.

As a team of young people, we have a personal investment in the success
of this campaign as we are also a target audience for milk products. Our
advantage lies in our ability to create engaging and dynamic content that
resonates with Gen Z. By leveraging our understanding of their interests
and values, we can develop a social media strategy that captures their
attention and inspires them to engage with the Xinnong brand.
Additionally, our experience in organizing pop-up events and other offline
activities will allow us to create memorable experiences that reinforce the
Xinnong brand image and build long-term loyalty among consumers.

INTRODUCTION
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We will plan a three-month campaign that includes both online and
offline activities to build a young and arty brand image and to further
demonstrate the brand's passion for nature conservation. In the pre-
campaign phase, we will conduct an offline "lay down with grass" flash
mob to attract the attention of nature lovers. 

At the same time, we will launch the "lay down with grass challenge" on
online social media platforms to encourage young nature lovers to use
their creativity to get closer to nature. Immediately after, we will release a
short documentary with influencer Yang Zongzong on ShakeYin. 

By telling the story of Yang Zongzong becoming a "plant hunter", we will
portray Xinnong's brand image of loving nature and pursuing its origin.
After that, Yang will release the "you decide my day" challenge in douyin,
through the interaction with netizens to walk through different routes in
Xinjiang, showing the beautiful scenery of Xinjiang and Xinnong ranch for
the public while popularizing plant knowledge. 

After the initial establishment of the brand image, we will further solidify
it through two activities: "Live Farm" and "Paint Milk Bottle". These two
activities will focus on the interaction with the audience and the
evaluation of the audience's creativity, through the live interaction and
milk bottle creation contest screening to show the importance of the
Xinnong brand to creativity, and further strengthen the brand image of
young, nature-loving and arty.
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Political Analysis

Facts: China released and
implemented the spirit of《国务院办
公厅关于促进乳业振兴保障乳制品质量安

全的意见》and actively promoted the
development of the dairy industry in
Xinjiang. Gradually integrate and
serve the national dairy revitalization
strategy, build Xinjiang into a
national dairy region, and construct
the "western highland" of dairy
revitalization (China Dairy
Association Information Network).

Xinnong is a nation-held company in

Xinjiang, this identity provides

strength: we can use resources from

the government; we can ask for the

local government to cooperate.

However, there is also a responsibility

to take for Xinnong, Xinnong should

promote the local economy when

building on brand development.




BACKGROUNG ANALYSIS
PEST ANALYSIS

SECONDARY RESEARCH
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Facts: According to the Market

Operation Report of China Dairy

Industry 2023-2029, consumer and

policy drive the sound development of

the dairy industry, from domestic dairy

products to 'high-end.

   Xinnong’s brand image should be

more advanced and related to fashion

icons. Xinnong has high quality but

lacks high-end package design and

publicity.

Economic Analysis

Facts: Per capita consumption of

dairy products in China increases

year by year. Along with

consumption upgrading and

national health consciousness

popularization in China, the

consumption of dairy products per

capita increases year by year.

   The dairy industry is growing, and

people's requirement for dairy is

higher. Xinnong should take the

trend.

Social Analysis

Facts: According to the Market

Operation Report of China Dairy Industry

2023-2029, consumer and policy drive

the sound development of the dairy

industry, from domestic dairy products

to 'high-end.

    Xinnong’s brand image should be

more advanced and related to fashion

icons. Xinnong has high quality but lacks

high-end package design and publicity.
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Facts: Customers pay more attention

to the name of the brand, the

spokesperson, and the activities the

brand has.

   Xinnong needs to pay more attention

to brand communication rather than

its products. The brand needed to be

known before its products. How to

construct the brand image is

important. Xinnong needs to use more

activities to attract public attention

and use some KOLs or KOCs to help

build up the brand image.

Facts: One of the few things a post-

eighties teen regrets about not starting

earlier in 2022 is 

walking outside for at least half an hour

every day. 

S

Facts: According to Hornet's 2022
Outdoor Leisure Report, 41.1 percent
of young people choose to have
outdoor fun with classmates and
friends, while only 14.9 percent
choose to go alone. Especially for
Gen Z, relieving stress, relaxing and
making friends are their biggest
needs.
   Outdoor activities are popular for
Gen Z, especially after Covid-19. This
can integrate the advantages of
Xinnong as “nature in Xinjiang” to
attract more audience.

Facts: In 2021, museums nationwide
held 36,000 exhibitions, attracting
nearly eight hundred million visitors,
with young people being the main
group. The art exhibition industry is
recovering gradually. 
   Young people like the artsy life as
well, this trend can be comprised in
Xinong’s activity.

"Nature is a huge energy field," she wrote.

Getting away from the hustle and bustle

of the big city on a regular basis and

going back closer to nature to get some

oxygen feels rejuvenating.

” People love the beauty of nature, and

this is because of the tiring work and

hard life in the big city. It is a good

chance for Xinnong to attract those

nature lovers’ attention.
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TECHNOLOGICAL
ANALYSIS
I. Large-scale dairy farms

The proportion of large-scale dairy farms in China is increasing,

thanks to the maturity of breeding technology and the year-on-

year increase in dairy cattle production capacity to meet the

incremental demand of the market.

2. Online market + Internet

The online market has occupied 15% of the whole milk product

market, and many milk companies choose to corporate with online

applications, such as Alipay, Baidu, and Tencent to promote their e-

commerce. Xinnong also paid attention to their Taobao, Jingdong,

and Pingduoduo stores. It is also a new trend to place more products

on social media platforms or cooperate with internet companies.

In early 2019, digital marketing firm HubSpot partnered with SurveyMonkey to

conduct a study on the buying preferences of social media users and consumers.

Social media has influenced about 50% of Gen Z’s consuming actions. The social

media platform has been the main channel that consumer chooses their products.

Xinnong also needs to pay more attention to the publication on social media.

3. Social media channel 
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MEDIA ANALYSIS

01
Xinnong's situation of social media

Xinnong has faced a situation where it lacks brand communication.

Through research we can see that media efforts have been made by

the company, however, the exposure of the company on social

media has not received high attention. The overall number of fans is

low, and the posts are not frequent.

02 Opportunity of social media

The effectiveness and results of brand communication and media

exposure are not very visible and can still be improved. This is an

obstacle to the development of Xinnong Dairy's popularity and

brand image. But the upside is that we can change this obstacle into

an opportunity. The company has a lot of room to improve the

content and mode of media distribution, which will be a new growth

in user conversions and company awareness.

03
Xinnong's advantage 

The current context is very favorable for the company's growth and

offers a wide range of industry opportunities. In terms of trends,

Xinnong Dairy is downstream of consumption in the dairy industry,

which is more focused on product production and neglects online

promotion. But we can use its high-quality natural milk source,

located in Xinjiang's great scenery as publicity to increase brand

awareness and help the brand make a name for itself.

Multi-media accounts: (The Number of Subscriptions)
TikTok:新农乳品旗舰店(6149)

Kuai Shou: 新农乳业

WeChat Official Account: 新农

Jingdong: 新农京东自营旗舰店(112k)

Taobao: 新农旗舰店(118k)

Pinduoduo: 新农旗舰店(72k)

Weibo: 新农乳业（1434）
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ORGANISATIONAL
ANALYSIS

Star Product

Main Products

 the feature of this milk is its A2
beta casein and high calcium
content
100ml organic pure milk contains
150mg of raw high calcium, 3.2g of
high-quality protein.

The series of 天上天山

, 

They have 3 types of products: Liquid milk (raw milk, normal
temperature milk, low temperature milk), Milk powder, and
other dairy products(dairy beverage and milk beer). 

Brand Value
Xinnong Dairy's brand values are centered around quality,
organic, and innovation. The company's mission is to provide
high-quality dairy products that are safe and healthy for
consumers, while also inheriting the spirit of "359" Army and
insists on creating dairy products that are "healthy, delicious,
nutritious, safe and guaranteed".
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The competition is quite drastic. With most markets are occupied by famous

brands around China, while imported brands take part. The left market share

mainly focuses on the “District brand”. Besides the local markets in Xinjiang, local

markets in other provinces are good opportunities (Wang, 2020). Based on the

main existing and expanding markets of Xinnong, we will analyze the dairy

competitors mainly in Xinjiang and Zhejiang provinces. The competitiveness of

these brands will be branded by comparing the geographical location of their

own farms, product range, etc.

Table ,Comparison between competitors

COMPETITORS

IN XINJIANG

Tian Run Dairy（天润乳业）is the main

competitor. The company's main business is

dairy farming, dairy processing and sales, who

has occupied local market share around 40%.

Another brands also have, West Dairy and

Maiquer Dairy. 

(IN ZHEJIANG (MAJOR MARKET
FOR XIN NONG)
Adopt A Cow 

LIZIYUAN 

inm 
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Product innovation: Xinnong Dairy is
committed to developing new and
innovative dairy products to meet
changing consumer preferences and
demands. The company has invested
heavily in research and development
to create new products that are both
healthy and delicious.
Expansion of distribution networks:
Xinnong Dairy's sales in Xinjiang
Province are stable, and it is expected
to expand its market in other
provinces outside Xinjiang, including
Zhejiang, Shanghai, Guangdong,
Shaanxi, Sichuan, and other places.
Emphasis on e-commerce: Xinnong
Dairy recognizes the importance of e-
commerce in the modern retail
landscape and is investing in
platforms like Tmall and JD.com to
reach consumers online. The
company is also exploring new ways
to leverage technology, such as
establishing official websites and we-
store on the WeChat platform to
improve its marketing and sales
strategies.

In terms of future development direction,
Xinnong Dairy has several goals and
strategies in place to continue its growth
and success in the dairy industry. These
include:

Overall, Xinnong Dairy's future
development direction is

focused on growth through
innovation, expansion, and e-
commerce. By continuing to
prioritize quality and safety,

investing in research and
development, and e-commerce,
Xinnong Dairy is well-positioned

to meet the changing needs
and preferences of consumers

in China and beyond.



FUTURE
DEVELOPMENT

“

”
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S

SWOT
Analysis Table

W

O

T

strong emphasis on product quality and safety 
exclusive milk source from the Tianshan Mountains golden milk zone, with organic and
red gene cows. 

a mature distribution network has been formed throughout Xinjiang
a more intensive sales network has been formed in the Pearl River Delta, East China,
North China, and South China regions

Lishui Agricultural Investment Company, a state enterprise, cooperates with Xinnong to
provide high-quality water and advanced technical support, focusing on the twin goals of
promoting the brand of "Lishui Mountain Farming" and realizing the real agricultural
economy.

Product quality and safety

Distribution network

Governmental Agency Cooperation

Strenghth

Unclear targeted customer
Xinnong has varied product lines to cater to different groups’ needs, but the marketing
strategies are not consistent with the product’s features

Product packaging is insufficient
the packaging of products is not recognizable enough to help build a solid brand image.

Xinjiang milk trust problem
the dairy industry in Xinjiang has faced several food safety scandals in recent years, which can
damage consumer trust in Xinnong Dairy's products.

Lack of branding and innovation
Xinnong's brand influence is limited to Xinjiang with a lack of innovation; Major dairy brands
have stronger national brands with more product innovation and R&D capabilities.

Weakness

Growing demand for dairy products in China
As the Chinese middle class continues to grow, there is an increasing demand for high-quality
dairy products.

Expansion into new markets
Xinnong Dairy can expand its distribution networks and brand recognition in other provinces in
China, such as Zhejiang and Shanghai. 

Product innovation
There is an opportunity for Xinnong Dairy to develop new and innovative dairy products that
meet changing consumer preferences and demands.

E-commerce
The growth of e-commerce in China provides an opportunity for Xinnong Dairy to reach
consumers online and expand its customer base.

Opportunity

Competition from domestic and international brands
The dairy industry in China is highly competitive, with both domestic and international brands
vying for market share.

Government regulations
The Chinese government has implemented strict regulations on the dairy industry in response
to food safety scandals, which can impact Xinnong Dairy's operations and profitability.

Changes in consumer preferences
Consumer preferences and demands can change quickly, and Xinnong Dairy may need to
adapt its product offerings and marketing strategies to keep up with these changes.

Threaten
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Producer1.
 The company has three large-scale farms with more than 4,300 Holstein cows
and five large-scale farms with more than 4,200 Holstein cows, which produce
45,000 tons of fresh milk annually. There are 6 Tetra Pak sterilization and filling
production lines in Sweden and 2 Bailey packet production lines for normal
milk, and 5 Hangzhou Central Asia filling equipment for low-temperature milk,
and milk powder production equipment imported from Nile in Denmark.
Processing and production. Now it can produce 60,000 tons of normal-
temperature dairy products, 40,000 tons of low-temperature dairy products, and
8,000 tons of whole milk powder, and the annual processing capacity of raw
milk reaches more than 100,000 tons (Alar New Agricultural Dairy LLC).

PUBLIC ANALYSIS

2. Stakeholders
Legal representative
Tan Luping

Director and general manager: 
Xu Jinyi, Li Xiaojuan, Zhang Chunhua, Fan Wenjian

Enterprise type
limited liability company (state-owned holding)

Registration authority
Market Supervision Administration of the First Division of Xinjiang

Production and Construction Corps
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Xinjiang Production and
Construction Corps

As a state-owned company, Xinnong’s leadership should be

more traditional. The management department may not care

too much about publication or public relations, but more about

the quality of the products. What’s more, they may pay more

attention to the local market in Xinjiang since they are

supported by the local corps institution. For a state-owned

company, the leadership may prefer a stable strategy rather

than an innovative strategy. Also, they may prefer winning some

national prize rather than high sales.

Introduction
The Xinjiang Production and Construction Corps assumes the

responsibility of cantonment and garrisoning the borders given

by the state and implements a special management system

with a high degree of unification of the party, government,

military, and enterprises, and manages its own internal

administrative and judicial affairs in accordance with laws and

regulations in the cantonment areas under its jurisdiction.

Administrative regions, mainly by the Corps from top to bottom

implement unified leadership and vertical management.

Analysis
Xinnong’s development is part of the economic responsibility of

the corps, thus, the corps may give Xinnong beneficial policies

and social resources to help Xinnong grow. The corps directly

belong to the Communist Party of China, so Xinnong also has

given the advantage of a stable situation. The company will not

confront big threats as corps exists.

Still, this corps emphasizes the agricultural development of

Xinjiang, Xinnong should also bare the responsibility of

protecting local farmland and the environment.

 

Leadership Style Analysis

13

https://baike.baidu.com/item/%E6%96%B0%E7%96%86%E7%94%9F%E4%BA%A7%E5%BB%BA%E8%AE%BE%E5%85%B5%E5%9B%A2/710933?fr=aladdin


GEN Z

Generation Z is the upcoming consumer group. They

prefer the value or trends more than the product itself.

Gen Z will focus more on dairy products that have

their own brand identity. For example, Gen Z likes

high-end milk products or products like cheese. Low-

fat milk powder and cheese sticks can help Gen Z's

fitness routine and schoolwork. Milk brands'

promotional copy, casing packaging, etc. will also

attract Gen Z to pay for the values.

 OLD PEOPLE IN URBAN CITY

The middle and old age groups (especially the affluent

groups in the cities) are becoming concerned about their

health in the new era. Milk is rich in high protein and

other essential nutrients that allow the elderly to better

regulate their health. Milk powder and room temperature

milk are the favored dairy products for the elderly. Among

them, milk in premium packaging can also be given to

seniors as holiday gifts.

THE FAMILY DECISION GROUP



The decision group is more likely to be the parents in a

family. Household decision makers pay more attention

to the quality of milk, and nutritional value. A part of

the purchase for the children in the family, looking at

the nutritional value of dairy products, but also

because of the dairy promotion. They are more

interested in practicality and cost-effectiveness.

3. Customer groups
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Gen Z in China has become the main consumer

group of dairy products. According to a survey

conducted in 2021 by global market research firm

Kantar, around 77% of China's Generation Z

consumed dairy products due to several factors.

Moreover, urbanization and rising incomes have

led to an increase in the demand for premium

dairy products among young Chinese consumers.

They are willing to pay a higher price for

imported and high-quality dairy products, such as

cheese, yogurt, and milk. A study by Euromonitor

International shows that the premium dairy

market dominated by young consumers in China

is expected to grow at a rate of 17% annually

between 2020 and 2025. Generation Z in China is

becoming the major dairy consumption group

due to the increasing health awareness among

young people and the development of

urbanization in China.

Target Audience: Gen Z

Generation Z, members of people who were born between
1995-2005, is the most potential group for the Chinese
market, nearly 300 million Generation Z people are
expected to pry up consumption expenditure of 5 trillion
yuan this year. 
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3 Mobile
Community

4 Interative

They continually flow

between

communities that

promote their causes 

They value online

communities

because they allow

people of different

economic

circumstances to

connect and

mobilize around

causes and interests.

Gen Z believe in

the importance

of dialogue and

accept

differences of

opinion with the

institutions in

which they

participate and

with their own

families

Consumption

means having

access to products

or services, not

necessarily owning

them. 

As access becomes

the new form of

consumption,

unlimited access

to goods and

services creates

value.

5 Meaning >
Products

The core of Gen Z is

the idea of

manifesting

individual identity. 

Eager for more

personalized

products but also

willing to pay a

premium for

products that

highlight their

individuality.

6 Individuality

CHARACTERISTICS OF GEN Z
Generation Z, members

of people who are 18-

28, is the most

potential group for the

Chinese market, nearly

300 million Generation

Z people are expected

to pry up consumption

expenditure of 5 trillion

yuan this year. 

1 Social media engagement
Social platforms serve as catalysts for word-of-mouth
communication amongst Gen Z. As a result, peer content
is critical. Gen Z greatly enjoys reading and engaging with
the comments section on social.

2 They suffer from FOMO
Constantly scanning social media to see what everyone
else is doingGeneration Z is suffused with “fear of missing
out,” always worried there’s something better going on
somewhere else. 
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01 Social media creativity

Xinnong should pay more attention on the community

construction of Xiaohongshu, Douyin, Weibo, Bilibili, etc.

Social media content is important to attract Gen Z and

enhance their willingness to choose Xinnong.

02
Identity

Xinnong can provide them with a different identity if

Xinnong constructs the brand image with young and unique

attributes.

03 Niche value community

Gen Z wants a brand that can provide the experience of the

community. The community is where they can demonstrate

their value and feel belonging to. If Xinnong can engage

value in activity, it can provide Gen Z with more brand

stickiness.

What Xinnong Can
Offer to Gen Z?

17



Q1: Do you consume milk or dairy
products regularly?

PRIMARY RESEARCH
METHOD 1: QUESTIONNAIRE

The aim of this survey is to gain insights into Gen Z’s preferences and behaviors

surrounding milk consumption, which may influence their attitudes towards

milk products.

The survey was conducted online using Google Forms and targeted participants

aged 18-28 years old, which are considered Gen Z. The sample size was 100

participants, with an equal distribution of genders.

Q2: Are you more likely to have dairy
products of one fixed brand for a long
time, or are you willing to try a new one?

Q3: When you want to try some products of a new brand, what kind of dairy brand
temperament attracts you more? (Multiple choices allowed)
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This is less commercial and I can feel
more intuitively the cultural value that
the brand gives to the goods
themselves”, Yang said in the discussion.
Another participant also mentioned, "I
don't like brands with too much sales
purpose in their advertisements." A hard
sell can make young people form
rejection psychology towards the brand.
They expect the brand to attract them
through meaningful and artistic
interactions.

The purpose of the focus group
discussion was to gain insights into the
consumption habits and preferences of
young customers aged 18-28 years old.

A focus group allows us to speak directly
with young customers and hear about
their consumption habits on their own.
This provides unique and valued
firsthand insights. An in-depth
understanding of the target audience
will also help us conduct a campaign
that'll get their attention. 

What We Found
After 4 thorough discussions with 40
young people (27 females and 13 males),
we gain deeper insights into our target
audience’s characters and preferences.
Our findings can conclude that young
customers are willing to pay for art and
that outdoor socialization has emerged
as a new trend in consumption habits.
They value products that are high
quality, unique, and match their own
personality.

When it comes to their favorite leisure
activities, visiting art exhibitions was the
most commonly mentioned activity
among young participants. relax. Some
people mentioned that they are more
willing to attend and participate in the
brand’s marketing campaign if the
brand can combine its brand value with
the artifacts. 

 METHOD 2: 
FOCUS GROUP DISCUSSION

Except for the art, back to nature is also a

hitten topic in the discussion. Many

participants expressed the willingness to

spend time outdoors and be close to

nature as a key part of their desired

lifestyle. Many participants described

nature as an escape from their high-paced

lives.They valued spending time outdoors.

“I am so tired of heavy and stressful life, I

need some fresh air to refresh my mind”,

mentioned by Liu. 

 FOCUS GROUP INSIGHTS

19



Nature gave participants an

opportunity to slow down, embrace

the slow-paced lifestyle and refresh

their minds away from the stresses of

work. 

This interest in nature also affects

participants' preference for dairy

brands. They wanted them to share

their respect for the environment and

value nature.

Social media platforms provide access

to a brand's potential audience . They

offer an effective way to connect

brands and consumers directly and

allow brands to understand customer

needs and issues in real time.

We conducted this study to gain insight

into media consumption habits among

young people. We used a research

approach combining participative

observation and interviews. We

interviewed 34 university students,

consisting of 20 females and 14 males.

The survey findings revealed several key

characteristics of young consumers'

media habits. The survey findings

revealed that most young respondents

can be considered "heavy media users".

A large proportion reported that they

spend their time surfing through

different types of content on social

media. The specific results is on the left

chart.

The findings can hlep us inform the

content creation strategies suit to

different platforms.



Method 3: Observation & Interview
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Method 4: Users Diary

Introduction: 

Method:

Gen Z is a generation that values sustainability

and innovation, making them a unique group

to study. After we identified the target

population as the Gen Z group, we conducted

the primary research to further explore their

interests and needs in milk consumption. This

research will use a qualitative research

approach, employing diary research as the

data collection method. Participants will be

asked to keep a diary for a week to capture

their daily experiences. The diary is a digital

platform that participants can access using

their mobile devices. The format allows

participants to record their daily activities,

thoughts, and emotions related to their milk

consumption.

We recruited 20 Gen Z participants who

regularly consume milk as part of their daily

diet. We provided participants with samples

of Xinnong milk (random types), and they

were asked to complete a diary over a one-

month period, recording their thoughts,

feelings, and observations related to milk

consumption. The diary was accessible

through a digital platform wherein users can

upload entries daily.

Data Analysis
Upon completion of the diary study, we

analyzed the participants’ entries for common

themes that emerged related to their milk

consumption habits and attitudes towards

the environment and art. The data were

organized into two main categories for

analysis: environmental consciousness and

artistic expression.

Firstly, participants showed a preference for

organic milk, indicating their concern for the

environment and sustainability. They pay

attention to the place of milk source origin,

caring about the life quality of the cows and

the environment of the area. Several

participants also mentioned their desire to

reduce their milk consumption due to

concerns about the negative environmental

impact caused by the dairy industry.

In addition, participants also showed an

affinity for visually appealing milk products,

showcasing their interest in aesthetics. Many

participants enjoyed taking photos of their

milk with beautiful packaging and

incorporating it into their social media

accounts. Several participants also expressed

their appreciation for creative milk-based

recipes and the cultural significance of milk in

their diets.
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Results:

Limits:

The diary study demonstrated the influence of Gen Z’s passion for protecting

the environment and their love of art on their milk consumption habits.

From their preference for eco-friendly milk production to their use of milk in

artistic expression, the participants’ entries suggested that this generation

values a sustainable and creative approach to their diet. In conclusion, the

diary study provided evidence supporting Gen Z’s passion for protecting the

environment and their love of art has an impact on their consumption of

milk. These insights can be used to look to appeal to this generation through

a campaign related to nature and art.

A potential limitation of this study is that it relied on self-reporting, which

could be subject to bias or inaccuracy. Additionally, the sample size was

relatively small, limiting the generalizability of the results. Finally, the study

was conducted over a relatively short period of time, so the findings may not

reflect longer-term attitudes and behaviors among Gen Z.
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01 Gen Z is a significant group for dairy consumption in
China. 

02 Gen Z is environmentally conscious and mostly nature
lovers.

03 Gen Z is more likely to prioritize outdoor activities as a
means to explore the world and learn new things.

Gen Z’s aesthetic needs are increasing.04

PERSONA

Gen Z is environmentally conscious and will likely be interested in outdoor activities.

Brands that prioritize the value of nature may attract Gen Z. This suggests that

brands implement eco-friendly practices and close-to-nature social media activities.,

Gen Z’s aesthetic needs are increasing, and they are more likely to value artistic

expression and creativity.  Brands that incorporate unique packaging designs and

labeling may appeal more to Gen Z’s appreciation of art, leading to more

consumption of milk products. Overall, brands that cater to young people’s outdoor

hobbies, and prioritize the sense of environmental protection and artistic expression

may have an advantage in marketing milk products to Gen Z consumers in China.

INSIGHTS
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STRATEGY

Considering of targeted audience---Generation Z, and their common use of social
media, we choose social media as the main platform to place our activities. Based on the
insights we conclude, Gen Z are outdoor nature lovers and they also favor art. So, we
choose to combine the characteristics of Xinnong---Nature and origin. Xinnong has
organic farmland with natural plants and animals, and these can be attractions to our
audience. Still, we should corporate some trendy and fashionable ideas in our activities,
to make them interesting and niche enough to attract our targeted audience---the
nature and art lovers among Gen Z.

Goal 1: Attract the attention of people who love nature and art to pay

attention to Xinnong brand.
Objective 1: Increase people’s association between Xinnong and the image of beautiful

nature in Xinjiang by 30%, as measured by the CTR of this event

Objective 2: To have an effect on the awareness of nature-loving young people,

specifically to increase their attention to Xinnong as a brand that is passionate about

nature, (30% within 3 months)

Goal 2: To establish the reputation of Xinnong concerning the natural

environment. 
 Objective: Increase consumer awareness of Xinnong’s cherished nature practices by

30% within 3 months, as measured by an increase in Douyin mentions and website

traffic to Xinnong’s sustainability page.

 

Goal 3: Strengthen brand stickiness by enhancing the interaction and

communication between the brand and consumers.
Objective 1: To have an effect on the action of nature-lover, specifically to obtain an

increase in interaction in the Douyin platform. (30% within 3 months)

Objective 2: Build the salience and niche point of the “artsy” brand image into the

audience and increase their belongings to Xinnong’s community by 40%, measured by

the number of increased followers on three social media accounts

Proactive Stretegy
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MESSAGE HOUSE
 A three-month online and offline campaign is conducted to display the natural
environment of Tumor and attract nature and art lovers using social media to
promote the brand's image. 

Slogan
“自然创艺，从‘新’开始” ； Let Nature Inspire Your Art: Starting with Xingnong

Tone
Engaging

Theme
Nature and art, together with the Xinnong brand
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Goal 1

Tactic 1: Pop-Up Store

Tactic 2:
Online #X Lay Down# With Random Grassland

We will hold a six-day pop-up activity in three cities ---Ningbo, Aksu, and

Suzhou. In this pop-up store, people can freely and comfortably lie down

on the “grass”, a place we designed just like the grassland on Xinjiang

Tomur. Whether you are wandering, shopping, or suddenly attracted by

our settings, you can lie down here. If you feel comfortable, a simple post

on social media can earn you free Xinnong milk! We will firstly invite some

KOLs to lay down and posts their thoughts on social media with our

hashtags #新农躺草坪挑战#（# X Lay Down) to attract more people, then

people can also post their thoughts freely on social media.

Objective 1: Increase people’s association between Xinnong

and the image of beautiful nature in Xinjiang by 30%, as
measured by the CTR of this event

12
KOLs to have the
warm-up action

Association between
Xinnong and Tomur
nature 

30%
Days activty
Offline + Online

10

Lay Down With Grass 
X Lay Down

The online hashtag #X Lay Down# activity still lasts when the pop-up

activity ends. People can still post their thoughts on social media if they lay

down on random grassland with our hashtags #X Lay Down# and

Xinnong’s symbol of “新” or “X” shown in the posted photos or videos. This

will last for more than two weeks. During this time, our official accounts in

Xiaohongshu, Weibo, and Douyin will choose 5 mostly liked posts every day

to send the Tianshang Tianshan milk products freely.
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Goal 1

Bring Tomur Back Home 

Objective 2: To have an effect on the awareness of nature-

loving young people, specifically to increase their attention
to Xinnong as a brand that is passionate about nature, (30%
within 3 months)

Tactic 1: Grass from Mount Tomur
When selling Xinnong products, pack the seeds of the grass

from Tomur Peak into cans and give them away as gifts to

customers. Seeds can be put in a dormant state at a specific

humidity; Thus, it is easy to ensure the survival of seeds in the

can during transportation and storage. Instructions on how to

grow the plants can also be included with the cans. By

utilizing these online platforms to attract our target consumers

to participate, we aim to enhance our brand awareness and

connect Xinnong's brand image with nature-friendly.

Online Sales
Platform

3 1+25
1 KOL and 25 KOC co-
publishing promotional
videos

Increase their attention to
Xinnong as a brand that is
passionate about nature

30%

Tactic 2: KOL+KOC promotion
We plan to invite one key opinion leader and 25 KOCs to

create promotional videos and "unboxing" clips for our

campaign to maintain buzz. With the reach and authenticity

of influencer marketing, we aim to amplify the impact of our

seed packet gifts.
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Follow along as we explore the

natural beauty and

environmental wonders of

Tomur Peak and Tianshan fields.

With a focus on sustainability

and responsible farming

practices, we're committed to

promoting the power and

beauty of nature in everything

we do.

Join us on a
journey "Back to
Origin" with
Xinnong and
Yang Zongzong! 

We're thrilled to partner with the influential and
passionate Yang Zongzong to create a short
documentary that showcases his love of nature and
our shared commitment to organic farming. 

The short film involves Yang Zongzong's personal
humorous style and cinematic quality images to
attract the attention and viewing of young
people.Featuring stunning cinematography and a
personal and humorous touch, this video is sure to
inspire and engage audiences of all ages.

Back to origin

Objective: Increase consumer awareness of Xinnong’s cherish nature practices by 30%
within 3 months, as measured by an increase in Douyin mentions and website traffic to
Xinnong’s sustainability page.

Invite Yang Zongzong to visit Xinnong Organic Ranch
and Tianshan District, and collaborated with him to
post the "you decide my day" challenge on the Douyin
platform for one week in a row. Each day, a poll was
posted on Yang zongzong’s Douyin homepage, and
netizens make the decision on Yang's itinerary for the
day at the organic farm and in the Tianshan region. 

In the process of completing the challenge, Yang
Zongzong could introduced the rare plants he passed
by to popularize the plant species of Xinjiang to the
netizens. The challenge not only achieved instant
interaction between the blogger and the young
audience, but also showed everyone the pasture
environment and natural scenery of Xinjiang.

Tactic 2: You decide my day Challenge

Tactic 1: Xinnong x Yang zongzong
documentary video 

Goal 2
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Scenario deduction

During the interview, the directing team

and camera crew followed Yang

Zongzong in his home to listen to his

collection of precious plant specimens

and photographic records. "I used to

swear not to study plants anymore, but it

turns out that I still can't give up. Plants

bring me to see a different nature and a

different self." Afterwards, he tells us

about the power of nature, "Plants are

quiet, does not climb, is chronic, and lives

only where it should grow. For the goal of

reproducing offspring, it evolved many

skills, which is also an inspiration for

people - when we decide to do

something, don't rush, and trust in the

power of time, but also in the power of

nature and our origin."

After Yang Zongzong's interview screen

cut out, the screen showed the theme of

the event, "Xin Nong always holds the

awe for nature and the pursuit of the

origin, insisting on producing natural

organic pure milk. Together with

Xinnong, trace back to origin."

The Video Clip Description
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Goal 3

Look at My Cow live-streaming

Objective 1: To have an effect on the action of nature-lover,

specifically to obtain an increase in interaction in the
Douyin platform. (30% within 3 months)

Tactic 1: Pre-publicity

#Fantastic Cows and Where to Find Them

Creating a series of short video clips and stories previewing the types

of content viewers can expect from "Fantastic Cows and Where to

Find Them". These prelaunch short videos will showcase the daily lives

and personalities of Xinnong's cows living peacefully at our farm on

Mount Tomur.  This tactic aims to trigger people's natural affection for

animals while conveying Xinnong's values of environmental harmony

and respect for all life.

Tactic 2: Formal activity
Launching live streaming three times per week featuring Xinnong's

cows in different themed segments. Viewers will be able to get up

close with our lively cows and gain insights into the wonderful

rhythms of natural dairy life. By showcasing the natural scenery of

Mount Tomur farm and the day-in-the-life scenes of our easygoing

cow, we can offer urban youth an experience of rural peacefulness to

counteract the stress of modern life.

Tactic 3: Sustaining part
After each live stream, we will create short video clips highlighting 2

key moments or any humorous/heartwarming scenes from the

broadcast. In this way, we expected to help extend the reach and

engagement of our program beyond those who watched the live

streaming.
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I didn't expect you to be such a milk bottle

We will start a milk bottle creation competition in Xiaohongshu
with our hashtag “ 没想到你是这样的牛奶瓶！ （Milk Bottle Creation)” .
Everyone in Xiaohongshu can participate and inspire your creative
thoughts on the package design, your work may be chosen by us
and there is a chance for it to come true! The theme can be
surrounded by Tomur’s natural species, or anything related to
nature. Firstly, We will invite some art KOLs to participate, attracting
more views. The competition will have a voting channel and
everyone can vote for the best design. The winner can get our prize,
an honor certificate, and whole milk products from Tianshang
Tianshan.

Objective 2: Build the salience and niche point of the “artsy”

brand image into the audience and increase their belongings

to Xinnong’s community by 40%, measured by the number of

increased followers on three social media accounts

Tactic 2: Put works into new sustainable packages

Milk Bottle Competition
Goal 3

Tactic 1: Milk creation on social media

After the best design is chosen, we will put the design into our new
series of Tianshang Tianshan----the sustainable material package
series. The factory will produce your design into our new milk
product with recyclable packages as a way to reinforce the theme
of protecting nature. Lastly, the new series will be added to our
online shop on Tmail and Jingdong platforms.
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Monitor social media channels:  includes mentions of Xinnong Dairy and

the challenge, also the mentions of the event venue, setting, and content.

Respond to negative feedback: If negative feedback is received, it's

important to respond promptly and professionally. This can include

acknowledging the issue, apologizing, and providing a solution or next steps.

For example, if people are complaining about the venue setting, Xinnong

Dairy could offer a discount or other incentive to encourage them to

participate in a future event at a different location.

Address issues with the event: If people are complaining about specific

aspects of the event, such as the content or activities, Xinnong Dairy could

use this feedback to make improvements for future events. For example, if

people are complaining that there weren't enough activities or that the

activities were not engaging, Xinnong Dairy could consider adding more

activities or changing the format of the event to make it more interactive.

Offer additional incentives: To encourage people to give the event another

try, Xinnong Dairy could offer additional incentives or rewards for future

events. For example, they could offer free Xinnong Dairy products or a

discount on tickets for future events. This can help to show that Xinnong

Dairy values its feedback and is committed to providing a positive

experience for participants.

Apologize and take responsibility: If there are significant issues with the

event, Xinnong Dairy needs to take responsibility and apologize to

participants. This can help to build trust and credibility with consumers and

demonstrate that Xinnong Dairy values their feedback and is committed to

providing a positive experience. 

The key to handling negative feedback about the event is to be proactive in

monitoring social media channels, respond promptly and professionally to

feedback, and take steps to address any issues that are raised. By doing so,

Xinnong Dairy can demonstrate its commitment to providing a positive

experience for participants and encourage continued engagement with the

brand. 

Reactive Strategy
Anticipated Crisis 1: People come to this event but are not satisfied with the venue
setting or content of the event, so they will share their bad experience on social media
and persuade potential consumers not to participate. 
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Examine the truth: Firstly, Xinnong should directly examine whether

plagiarism is true. There should be a social media post to inform the

audience that Xinnong has already known about this event and is coping

with it. This step should not take long. 

Placate the audience: in social media, there must have some audiences

who care about this event. If there are negative comments, Xinnong should

reply to them, which includes acknowledging the facts, apologizing, and

offering solutions. For the viewers who are watching, Xinnong should give a

clear statement that they are resisting plagiarism and will give a clear

answer.

Apologies and Restitution: Xinnong should be more accommodating, after

the truth has been found, Xinnong should apologize with sincerity on every

social media account. This can ease the audience’s anger toward Xinnong.

However, Xinnong needs to transfer the fault to our workers, declaring that it

is the carelessness of our workers that cause this conflict, and fire that

worker. In this way, the image of the purity of the brand can be preserved.

Transfer the design: First, Xinnong should declare that the original work has

been quitted, and we will adopt the second design as the final winning

design. Still, we need to point out that the plagiarist will lose all the prizes,

and we will never use these people’s work.

Reconstructing the brand image: Instead of using the design of the

original author, Xinnong can send the same prize to them, and thank them

for letting us know about the fake design. Still, Xinnong should Xinnong

could use this event to earn credibility from the artists’ group.

This is a typical crisis communication case facing legal problems. The main fault

lies with that plagiarist, but Xinnong must apologize for their carelessness and

negligence. Also, Xinnong needs to figure out the truth of who is the plagiarist.

After that, Xinnong should support the original author and declare that the

previous winning design will be changed.

Anticipated Crisis 2:  In the milk bottle creation competition, the winning design is
later found as a cheating design. It has copied some original designs from other people
who do not participate in this competition. The original author is angry and asked
Xinnong to quit on the winning design, otherwise, they will suit a case against Xinnong
and that plagiarist.

Reactive Strategy

33



Regulate or stop the interaction: The host should stop all interactions with

the cows until the situation is properly addressed. This will prevent

exacerbating the problem.

Issued an apology: pledged to investigate the matter thoroughly: Xinnong

should issue an official apology and commit to improvements. Launching a

full investigation into the actual health and living conditions of the cows and

reporting the results to the public.

Subsequent warranty: Xinnong should provide transparent information

about cow welfare and milk safety measures to demonstrate that issues have

been properly addressed.

The problematic behaviors may include excessive feeding of the cows. Frequent

feeding is beyond the cows' normal diet, which can impact their health and milk

quality. Another possibility may force the cows to perform certain actions,

interfering with their normal rest and activity. This has the potential to raise

doubts among the public about the brand's value. Viewers may question

whether the brand sees the cows merely to generate traffic, rather than as living

beings deserving of care and respect.

Anticipated Crisis 3:   In the “Fantastic Cows and Where to Find Them” live-
streaming campaign, if the host does not show enough care and love when interacting
with or feeding the cows, it may raise public concerns about animal welfare.

Reactive Strategy
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Conclusion & Evaluation
Through in-depth research into the dairy

industry and Xinnong,we have gained

valuable insights that will increase the

effectiveness of our campaign strategies. Our

research covers market trends, SWOT of

Xinnong, and competitor analysis.

To increase the brand awareness of Xinnong

among Generation Z, we conduct a

campaign called "Let Nature Inspire Your Art,

Start with Xinovation". A thorough primary

and secondary research were conducted to

have a deel insight into Generation Z.

According to the results ,we discovered that

Generation Z has a strong love for both nature

and arts. Thus, we lead a campaign that

special design for them. 

Multiple interactive offline events and online

challenges will be held to associate Xinnong's

brand image more closely with passion for

nature and the pursuit of art. 

To begin with, we wan to attract the attention

of nature and art lovers to the Xinnong brand. 35

By organizing an offline flash mob event and

launching an online “lay down with grass”

challenge, we aim to increase the

association between Xinnong and the

beautiful natural by 30% and raise

awareness of Xinnong as an eco-friendly

brand among young nature lovers. 

Secondly, we plan to establish Xinnong’s

reputation for cherishing the natural

environment. Through social media

promotions, we intend to boost consumer

recrecognition of Xinnong’s environmentally

friendly practices by 30% in 3 months.

Finally, we expect to strengthen brand

loyalty by enhancing interaction and

communication between the brand and

young consumers. We aim to increase their

engagement on Douyin by 30% and the

number of followers across Xinnong’s social

media accounts by 40% within 3 months.

If successful, this campaign has the

potential to significantly increase Xinnong's

brand awareness among Generation Z. 



When evaluating the communication

outputs, we have four parts to evaluate.

Message production: before the actual

participation, we already have KOLs and KOCs

for us to prepare the media content. We have

12+ 10+7+10 Kols to publish media content,

and 300+KOCs to publish their thoughts. The

KOLs are mainly around 10w fans, while we

presuppose, their influence will be larger. For

our activities, we assume that one KOLs can

attract 1/100 of their fans to participate, and

that number is a good result for message

production

Message distribution: the media content

will be published on Douyin, Weibo, and

Xiaohongshu. We get this result from our

primary research that these three platforms

are prevalent among young people, especially

Gen Z. The broader audience group of these

three platforms can help us reach more

people.

What’s more, we have 39 media posts that

will be distributed earlier as warm-up from

KOLs. As a result, social media activity is easier

to win attention, and there is a big possibility

that we can earn awareness from these

activities.

Message Cost: the total budget for all these

activities is around 80w. If we really can reach

a broader audience, and they tend to prefer

Xinnong among other milk products, then

everyone we reach may have 10 profits for us.

In this way, we must reach to 8w audience,

otherwise, this activity strategy is inefficient. 
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Content of messages: For each activity, we

use slogans to let the audience quickly get

the information and remembered it. For

example, in the #X Lay Down# strategy, we

just call it “Lay Down#, when people hear it,

they may understand what they need to do.

The Chinese version is more related to

internet hot words, “这块草坪我看上了“，

making people easy to remember. What’s

more, since it is a social media-based

activity, we will send posts before each stage

to guide people. If the audience is not

attracted by our messages, we need to

reflect on them and change our word

choices. What’s more, the tone we choose is

engaging, vivid, and close to youth real life.

The “神奇小牛在哪里” is based on Harry Potter,

which is a film liked by Gen Z. Our design of

posters is related to our theme of nature

and art.



OUR
SUPER TEAM

Technology changes lives~

Liu Yihan (Opal)
Love Nature, Love Self

Li Ruoshui (Ivanna)

Talent is the crown of the youth

Ni Hongye (Sophia)
Treat people with kindness

Li Zijun (Ala)
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Thanks for reading

Get your imagination
Start your Xinnovation
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Yang Zongzong is a plant researcher from Xinjiang, who is also the author of Atlas of Wild Vascular
Plants in Northern Xinjiang. In 2014, he started to go deep into the wilderness in search of plants. In
the past eight years, he has discovered eight new species and photographed more than 2,000 rare
plants in bloom. In 2021, he began releasing videos on social media to introduce knowledge related
to plants. He has been called "flower protector" and "plant hunter" by his fans since that time. So far,
Yang has posted more than 150 short videos about plants on Douyin, which have attracted more
than 100,000 followers and 900,000 likes. 

According to Yang Zongzong, recording and sharing the life of plants is not a responsibility given by
others, but a choice made by himself. In his videos, rare plants such as the flagpole of the Waxing
fruit flower growing in the Gobi Desert, the clematis scattered in the Altai Mountains in early
summer, the bright red flowers of the Tianshan Mountains in the pasture, and the snowdrop at the
foot of the glacier all showed their colorful features. "I do informative introduction on Douyin to raise
awareness of plant protection," Yang said. “We can only solve the fundamental problem of
conservation if we improve our understanding of species and scientific literacy." 

In addition to explaining knowledge about plants, Yang also records and posts short videos of his
search process. In the videos, Yang was often panting for breath from the long journey, but he found
that such authentic expressions did not affect audiences’ interest but played to some advantages.
"Short videos are intuitive and vivid, and they are especially suitable for plants, because plants
themselves don't move. So, it is better to get people to accept it by showing it in motion. Meanwhile,
it's a record of our exploration, of surprises and disappointments, and people can relate to it." 
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