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Scan, ask a question, and

enter to win a prize
 (Winner announced at the end)



Meet Michael Michelini
Founder & Host, Global From Asia

An American expert in Social Media, E-Commerce, and SEO, 
recognized as a "Business Connector."
Based in China since late ����, with a background from Wall Street.
Passionate about bridging global markets, assisting foreign 
companies entering China and Chinese companies expanding 
overseas.
Founded GlobalFromAsia.com in ����, a platform dedicated to 
international e-commerce.



Navigating the Global E-commerce Landscape
With �� years of experience connecting brands from China and Asia to the world, Michael Michelini offers unique insights into the 
dynamic global marketplace.
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YouTube

Cigarette Flip Trip @ Chinese KTV
Last night I was with some business associates talking
about some new product development...at a KTV of&

https://www.youtube.com/watch?v=CGHbafszgKw






Our goal: make the highest impact possible for you today.

alivefor.com/michelini



Lesson 1: Build a Solid 
Brand Foundation

Brand Story
Chinese consumers crave 
authenticity. Your origin story, 
mission, and values must 
resonate with local cultural 
values like reliability, heritage, 
and innovation.

Visual Identity
Consistent branding across 
Tmall, JD.com, and WeChat 
builds instant recognition and 
trust4critical for standing out 
in crowded marketplaces.

Cultural Adaptation
Your brand book should be easily shareable via WeChat and 
adapted for Chinese cultural preferences while maintaining global 
consistency.



Start with Why
by Simon Sinek



Lesson 2: Leverage China's 
Restricted Internet Landscape
The Great Firewall Reality

1
Platform Assessment
Map your target audience to the right Chinese platforms 
based on demographics and behavior patterns.

2
Content Localization
Adapt your content strategy for each platform's unique 
format and cultural expectations.

3
Compliance Integration
Build regulatory compliance into your strategy from day 
one, not as an afterthought.





Lesson 3: Distribution Channels Serve the 
Brand, Not Define It

Central Content Hub
Create brand-owned content that 
feeds all channels consistently

Platform Adaptation
Customize content for each 
channel's unique requirements and 
audience

Brand Control
Maintain consistent messaging while 
leveraging each platform's strengths



API is the Key
(and AI Coding)
I truly believe the AI era is a great opportunity for an open 
internet, where we can distribute content through APIs.

We should all aim to be more technical and invest time in 
learning this.



Lesson 4: Stay a Student, Not a Teacher

The Humility Advantage
I smile because I have no idea what is happening

"Every customer complaint is a free 
consulting session. Every supplier suggestion 
is a competitive advantage waiting to be 
unlocked."



But Teaching (well) Keeps You Sharp



Lesson 5: Make Video the Core of Your 
Content Strategy

Video Creation
Start with short, engaging ��-�� 

second videos optimized for mobile 
viewing

Image Extraction
Pull high-quality stills from videos 
for WeChat posts and product 
listings

Text Adaptation
Convert video narratives into 
compelling copy for articles and 
descriptions

Audio Repurposing
Extract audio for podcasts and voice-

based content on emerging 
platforms



Our Global From Asia Podcast



Lesson 6: Build Relationships Through Content

Guanxi Through Storytelling
In China, trust grows from authentic 

stories, not product features. 

Customer-Centric Narratives
Real testimonials on WeChat and Douyin 
build stronger trust than traditional ads.

Supplier Partnerships
Showcasing factories and quality 
processes creates transparency.

Content that builds guanxi is about long-term relationships. Interviews, factory visits, and success stories foster loyalty.



I met my wife on social media
(Don't tell her I told you) 



Lesson 7: Add Fun and Engagement 
to Your Brand
Gamification That Works

Chinese consumers love interactive, rewarding brand experiences.
WeChat Mini Programs = perfect gamification platform.

Point Systems
reward reviews, shares, 

purchases.

Achievement 
Badges

unlock levels & privileges.

Surprise Rewards
daily bonuses, limited-time 

offers.

Luckin Coffee's app success demonstrates how gamification drives habitual usage. Their daily 
check-in rewards and surprise discounts transformed coffee buying from a transaction into an 
engaging daily ritual.



Example:

now.mikesblog.com 

weekly winners



Lesson 8: Partner Locally
Local Partnership Power
Empower these partners to own their domains4don't micromanage from abroad.

Starbucks succeeded in China by embracing local festivals, creating zodiac-themed merchandise, and adapting store 
designs to local preferences. Meanwhile, effective partnerships like my experience with Justin at Easy China Warehouse 
show how modular operations4where local experts own logistics, marketing, and content distribution4create scalable 
success.

Key insight: Localization without local partnerships is just expensive translation. True success requires both 
cultural adaptation and operational delegation to trusted local experts.



Blessed with Good Partners



Lesson 9: Authentic Localization

1
Chinese
My Chinese name Ïvz (Mai Li Ni) isn't just phonetic; it carries meaning that connects 
with local audiences in ways my English name cannot.

2
Thai
My Thai name N/�/? ./?N/?/�  (Maitree Srimuang) 



Conclusion: No Lesson 104Focus on 
Authenticity
After �� years, the biggest lesson isn't a complex strategy or a hidden trick. It's the enduring power of authenticity. In China's 
dynamic e-commerce landscape, genuine connection and value stand the test of time.

Authenticity is Key
Success isn't found in hacks or 
shortcuts. It's built on a foundation 
of authentic, high-quality content 
and products.

Context is King
Chinese consumers value brands 
that resonate through compelling 
storytelling and unwavering 
reliability, beyond just SEO or 
automation.

Deliver Lasting Value
Build a long-term brand by 
consistently delivering genuine 
value, whether it's through your 
products, your content, or your 
relationships.

Your time is finite, just like the ticking clock on AliveFor.com reminds us. Invest it wisely in building a brand that truly 
connects, consistently delivers, and genuinely matters in the vibrant Chinese market.

https://alivefor.com/


And the Winners Are...
We're thrilled to celebrate the incredible engagement and creativity within our community! 








