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Under the trend of Chinese new tea drinks sweeping the globe, Mixuebingcheng Bing Cheng has
firmly expanded its overseas market at the end of the year, fully demonstrating the ability of Chinese
brands to open up overseas markets in the process; At the same time, TikTok has about 170 million
daily active users, and it is also an important position for Mixuebingcheng Bing Cheng to break
through the differences of local cultures. Based on the above background information, this article
dismantles the four layers of Mixuebingcheng Bing Cheng's game play on Tiktok in North America
through the analysis of video copy, case investigation and related data: one is that the content meets
the tastes of the local population in North America; the second is the localization transformation
of the Snow King IP to deepen the impression; the third is to actively interact with users; the fourth
is to find their own differentiated positioning. Its Happy Lottery Super Sweet product, the image of
"everyone can participate integrate local cultural symbols" Snow King, and the creation of a popular
#SnowKingChallenge have made it unforgettable, and also made all topics break through hundreds of
bilions of exposures, providing suggestions and practical methods for Chinese consumer brands to
use social platforms for overseas marketing in the future.

Mixuebingcheng; overseas market; intercultural communication; TikTok; communication
strategy; brand going
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策略研究——以TikTok 为例



