
Why Douyin Is Not Just 
Another Sales Channel



Introduction

Many international brands entering China approach 
Douyin as if it were a traditional e-commerce 
platform — similar to marketplaces where traffic, 
pricing, and product listings drive performance.

In reality, Douyin operates very differently.

It is a content-driven ecosystem in which commerce 
is embedded within entertainment, education, and 
creators' influence. Brands that apply marketplace 
logic often struggle, while those that understand 
Douyin as a media platform tend to scale more 
effectively.

Understanding this structural difference is critical for 
success.



Douyin vs Traditional Marketplaces
The key difference lies in how consumers arrive at a purchase decision.

Aspect Douyin Traditional Marketplaces

Entry Point Content Discovery Search And Intent

Consumer Mindset Passive → Inspired Active → Searching

Conversion Driver Content + Creators Product + Price

Traffic Model Algorithm-driven Keyword / Campaign-driven

On Douyin, consumers don’t start by searching for a product — they discover it through content. This fundamentally changes 
how brands need to approach marketing and sales.



Content-First Commerce
On Douyin, content is not a support tool — it is the core sales driver

For health and beauty brands, content must educate, demonstrate, and contextualize usage.

Products gain visibility through:

short-form videos

creator storytelling

livestream demonstrations

The algorithm promotes content based on 
engagement, not brand size or budget 
alone.
This means:

Strong content can outperform strong 
brands.

Weak content limits reach regardless 
of investment.



Consumers:

• are not actively searching for a product
• are exposed to products through content
• make purchase decisions based on interest and trust

Discovery-Driven Buying Behavior
Douyin’s model is built around discovery rather than intent.

For brands, this means that demand is created, not captured.

This creates a different conversion dynamic:

Step one Step Two Step Three Conversion

Inspiration Education Trust Purchase



The Role of Creators and Livestreaming
Creators are central to how products are introduced and explained on Douyin.

For many brands, creators serve as the primary bridge between the product and the consumer.

They provide:

Product Demonstrations

Usage Guidance

Credibility And Relatability

Livestreaming plays a key role by 
combining:

Real-time Interaction

Product Education

Limited-time Purchase 
Incentives



Why Marketplace Tactics Often Fail on Douyin
Strategies that work on marketplaces often underperform on Douyin.

As a result, brands may generate traffic but struggle to convert or scale.

Common mismatches include:

• Focusing on price instead of storytelling
• Relying on product listings instead of 

content
• Expecting immediate conversion without 

education
• Applying standardized campaigns instead 

of adapting to creators



What Works Instead on Douyin
The focus shifts from campaign-based marketing to ongoing content performance.

As a result, brands may generate traffic but struggle to convert or scale.

Successful brands adapt to 
Douyin’s ecosystem by:

• Investing in continuous content production
• Building relationships with creators
• Developing routine-based product 

storytelling
• Testing multiple content formats and 

narratives
Estée Lauder: Merging Scientific Narrative with 

High-Efficiency Conversion



Operational Requirements for Brands
Operating on Douyin requires different capabilities than marketplaces.

Without these capabilities, scaling on Douyin becomes difficult.

Brands need:

• Content production teams or partners
• Creator management and collaboration 

processes
• Fast feedback loops to optimize content
• Integration between marketing and 

sales teams

Douyin Livingstreams



What This Means for Health & Beauty Brands
For beauty and wellness categories, Douyin offers strong opportunities — but also 

higher expectations.

Products often require:

• Explanation and demonstration

• Trust-building through content

• Repeated exposure before 

conversion

Brands that succeed are those 
that treat Douyin as:

• A content ecosystem first

• And a sales channel second



Conclusion

Douyin is not simply another platform to add to a brand’s channel mix.

It represents a different way of selling — one where content, creators, and 
discovery drive commerce.

For international brands entering China, success on Douyin depends on 
understanding this shift and adapting accordingly.

The brands that perform best are not those that invest the most, but those 
that align their strategy with how the platform actually works.



Contact Us
For expert solutions tailored to your market entry and growth in China

Phone：+972 505766198 Email：dana@up2china.com Https://www.up2china.com
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