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Abstract

In today’s era of rapid development in internet technology and social media, the internet celebrity
economy and community economy are experiencing a surge of vitality. “Chenzao” focuses on brand
promotion and marketing, adheres to precisely influencing the values of the target audience, strength-
ens emotional connections with users by combining online and offline approaches, enhances user
loyalty, consolidates the market, and wins broader development opportunities for the enterprise.
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Taking “chenzao” as an example, which is the first female inspirational brand in China, let’s analyze
its unique operating model and the logic behind it.
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