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Background Information

With the rapid development of China's economy and people's living standards, the luxury car
market has shown a rapid growth trend in the past few years. First, China's economic development
has provided a solid foundation for the luxury car market. China is one of the most populous
countries in the world, with a large middle-class and wealthy population. With the development of
the economy, people have more disposable income and a greater demand for high-quality, high-
performance luxury cars. The policy support by the Chinese government has also promoted the
development of the luxury car market. The government encourages consumption and domestic
demand growth. It reduces the purchase cost of luxury cars through tax cuts and tariff reductions
so that more consumers can buy their favorite luxury cars. The entry and expansion of luxury car
brands have also contributed to China's luxury car market development. Many international luxury
car brands have entered the Chinese market and competed fiercely with domestic brands. These
brands have attracted consumers' attention and purchases by continuously launching new models
and providing better after-sales services. The concept of consumption in China is gradually
changing. More people are starting to pay attention to personalization and quality, and the demand
for luxury cars is also increasing. Luxury cars are a means of transportation, a symbol of status,
and a reflection of lifestyle. Many consumers buy luxury cars to show their social status and
economic strength.

However, China's luxury car market also faces some challenges. First, the high price of luxury cars
limits the purchasing power of some consumers. Second, the luxury car market is highly
competitive. The differentiation between brands could be more precise. Consumers have a wide
range of choices, and brand loyalty is low. In addition, the luxury car market also faces problems
such as environmental pressure and traffic restrictions.

In general, China's luxury car market has shown a rapid growth trend driven by multiple factors
such as economic development, policy support, brand competition, and changes in consumer
concepts. With the continued development of China's economy and the improvement of people's
living standards, the luxury car market is expected to maintain a sound development momentum.

Marketing Strategy

Ji Wenhua's success is not only due to his ability to provide high-quality vehicles. More
importantly, he offers personalized services that exceed expectations. Every detail reflects his
pursuit of service, from ensuring the fuel tank is full to preparing emergency refueling money in
the car and even playing music according to the customer's preferences. "

In 2019, Haochedu added the "deep home cleaning" service, which includes regular cleaning work
and details such as checking the plugs of the power strip, cleaning ladies' mirrors, and even using
the reflector to check the cleanliness of the sewer carefully. After completion, they will also
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prepare artistic flower arrangements in the living room, calligraphy works in the room, and cook
nutritious soup for the customer. This service that exceeds customer expectations makes them feel
surprised and satisfied. From checking the power strip to preparing artistic flower arrangements
and cooking nutritious soup, every step is to make customers feel the warmth of home.

"By actively promoting on social media platforms such as Douyin, Ji Wenhua has attracted many
followers. His success tells us that high-quality services and products, effective social media
marketing, and word-of-mouth communication can create a vast brand influence.

Outcomes

The project is in the laying and implementation stage; relevant data has yet to be obtained. As the
founder of Haochedu, he led the team to create nearly 1.5 billion luxury car sales on the WeChat
platform without a 4S store, a showroom, or a salesperson. Such performance is legendary in the
auto sales industry, earning him a "genius" status in the private domain circle. Moreover, Ji
Wenhua has performed outstandingly in entrepreneurship and actively shares his experience and
insights. He once appeared on Tianjin Satellite TV's "Entrepreneurial Chinese" program to share
his entrepreneurial stories and experiences. In addition, he was invited to attend the 2020 Linkshop
conference and gave a speech on the ultimate service of selling luxury cars. These activities
increased his popularity and made him a role model for entrepreneurs and marketers to learn from.

Furthermore, Ji Wenhua also used the Douyin platform to expand his influence rapidly. He has
many fans on Douyin and has attracted many by sharing knowledge about luxury cars,
entrepreneurial experience, and life insights. He also created the Entrepreneur Alliance "Peer
Advisory Group" and opened various online and offline marketing courses to help people realize
their entrepreneurial dreams.

Ji Wenhua has made remarkable achievements in entrepreneurship, marketing, and social media.
His success comes not only from his talent and hard work but also from his pursuit of ultimate
service and sincere interaction with fans.

Implications & Challenges

Douyin Haochedu Ji Wenhua has achieved remarkable results in innovative marketing but faces
various challenges. The luxury car market is highly professional and limited. How to accurately
target users and ensure that marketing content can reach potential buyers is a problem that Ji
Wenhua needs to think about continuously.

On short video platforms such as Douyin, the freshness and creativity of content are crucial. As
competition intensifies, how to continuously produce high-quality and attractive content has
become a significant challenge facing Ji Wenhua.

As a well-known figure in luxury car sales, Ji Wenhua's every move may affect its brand image.
Therefore, while innovating marketing, how to ensure the positive dissemination of the brand
image is also a problem he needs to pay attention to.
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In addition, Ji Wenhua must always consider user experience when pursuing innovative marketing.
Excessive marketing or overly complicated operating procedures may reduce users' willingness to
buy. Therefore, he must find a balance between marketing methods and user experience.

In the digital age, data is an essential basis for marketing decisions. Ji Wenhua needs to dig deeper
and analyze user data to understand user needs and behavioral habits and formulate more accurate
marketing strategies.

As the market environment changes and technology continues to develop, Ji Wenhua needs to
maintain a keen insight and learning ability. Only he can stay ahead in the fiercely competitive
market by constantly learning new knowledge and mastering new skills.
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