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Strategy of “Acting Cute” in the Network Marketing

Taking Taobao as a Case

GUO Fang' ZHANG Zhigiang
(1. School of Economics and Management Liming Vocational University Quanzhou Fujian 362021 China;
2. College of Liberal Arts Huaqiao University Quanzhou Fujian 362021 China)

Abstract “Acting Cute Marketing” is a new marketing method that applies “acting cute” to virtual space. “Acting Cute Market—
ing” has become a criterion because of its innovative form recently and been well received by overseas netizens especially in vir—
tual space. Taking Taobao as a case making “cute point” needs to focus on shop designs creation of copy-writing customer
service and after—sales that makes “cute” throughout each aspect in Taobao stores. Multi-platform integrated marketing is a key
to extending Taobao’s “Acting Cute Marketing” in such social media marketing atmosphere. However we should also see it just
as a means and “Acting Cute Marketing” has definite range of applying which marketing is biased towards young market and
doesnt apply to every goods or brand.
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