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ABOUT THIS REPORT

To analyze discussions regarding Hong Kong banks within
mainland China on Xiaohongshu, and to understand the
preferences of mainland Chinese visitors (MCVs) by studying
brand discussions and conversations about banking services.

Brand Posts By Service

Share of Voice Sentiment Analysis*

Banking Service Account Opening
o _. . O |

Discussions Discussions

Data Source: Post mentions with keywords of general banking services
(e.q. “BAEIRTT", “BAB ", etc.) and banks’ names.

# of Posts Studied: 25,069

Research Period: April - July 2024

’ *Remarks: Sentiment analysis examined discussions under top
. 5 commented posts within each type of banking service.
SOC |a| pOWe r A total of 2,578 comments were studied.




BRAND POSITIONING

Share of Voice by Brand (Post Level)
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HSBC was the most popular brand among mainland netizens. ICBC (Asia) \2%\ |
O Account Opening was the most mentioned service (43%), 3% BEA\
followed by Deposit (15%) and Transfers (10%). 4%

Dah Sing\
4%

BOC(HK) closely followed with 25% of mentions. N
O standard Chartered ranked third with around half of the g’/t"l\»
mentions of BOC(HK).
Hang Seng
7%
O The top three brands by mentions shared 67% of mentions Standard BOC(HK)
amongst all competitors. Chirzt;red 25%

*Remarks: Others included UOB, Bank of Communications, East West Bank, NCB,
China Construction Bank, Chong Hing Bank, UBS and Shanghai Commercial Bank
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BANKING SERVICE OVERVIEW

Share of Voice by Banking Service (Post Level) *Brand Distribution in Banking Service (Post Level)
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*Remarks: Multi-categorization in banking service was applied if a post mentioned more than one type of service.

(O Account Opening was the most discussed service in Xiaohongshu, with HSBC being the most popular brand.
O HSBC, BOC(HK) and Standard Chartered ranked among top three in nearly all services.
O  About Business Banking, Dah Sing ranked second in share of voice.

O  Hang Seng ranked fourth in five types of service - Account Opening, Deposit, Transfers, Stock and Currency Exchange.
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*Types of Service by Brand (Post Level)
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BANKING SERVICE OVERVIEW

*Remarks: Multi-categorization in banking service was applied if a post mentioned more than one type of service.

social power

Account Opening and Deposit were the top two
services for brands except Dah Sing, in which Business
Banking ranked second.

Netizens commonly discussed the procedures of
account opening and offers of time deposits for Hong
Kong banks.

In Transfers, except DBS, BEA, Dah Sing and Hang
Seng, other brands recorded its discussion within top
three.

Apart from top two services, DBS, BEA, Dah Sing
outperformed in purpose of Business Banking, while Hang
Seng stood out in Stock Investment.




100% E Negative ~ Neutral ®=Positive Share of Voice %

*Sentiment %

k

o, -+ —~ -+
0% e 9% 2 = % > 0 o)
5 .S O © o O O o
0 € 20 8_ + g c c
O o0~ $) ) c t.(C“ o
O Q Q ® 5 O 7
<0 2 ~ OF £
N e - Ll —
= 2 T £ g
~~ o (<)
L J e & g

social power

(7%) Stock

BANKING SERVICE

SENTIMENT ANALYSIS

100%

Business
Banking

(3%)

Account Opening, Stock and Transfers were the top
(O three banking services with the highest shares on
negative mentions.

Netizens commonly complained on the difficulties in
O account opening with mainland Chinese identity, as well
as high transaction fees.

For positive mentions, account opening and insurance
ranked top two by shares. Some netizens shared their
success in account openings, while Hang Seng insurance
attained most positive comments.

*Remarks: Sentiment analysis examined discussions under top
5 commented posts within each type of banking service.
A total of 2,578 comments were studied.




BANKING SERVICE
SENTIMENT ANALYSIS
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[Captures of verbatim were from Xiaohongshu.]
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BANKING SERVICE
ACCOUNT OPENING

Deep-dive into mentions of Account Opening, over 60% focused

O on Deposit and Physical Application.
For Deposit, netizens were keen sharing banks with high
', interest rate for new account holders; For Physical Application,

registration procedure was notably highlighted, i.e. queuing
time, documentation, customer service, etc.

Netizens also actively shared account opening strategies, with
some users offering tips for a smooth application process. The

O tipsincluded bringing along all necessary documents, the
deposit amount for waiving the management fee, and a valid
address proof, etc.

Regarding the form of application, though online application
O earned lower discussions, BOC(HK) was the most mentioned as
the mobile account opening service was introduced this year.
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Account Opening Discussion Topic by Brand
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Physical Application NI
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*Remarks: Multi-categorization in banking service was applied if a post mentioned
more than one type of service.
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KEY OBSERVATION

Experience in Account Opening

Banking experience in account opening was deemed to affect the most on
banks’ sentiment, with complaints generally related to:
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accessible and satisfying account opening experience for customers.

[Captures of verbatim were from Xiaohongshu.]
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Card Face Matters

social power

KEY OBSERVATION

Aesthetic Appeal of Card Design

Netizens posted images of their credit cards, praising their
attractive appearance. This could be a point of pride for users
to influence their decisions to apply for the cards.

Status Symbol of Wealth

Knowing the specific criteria for card applications, consumers
perceived these cards as a status symbol that implicitly
communicated their wealth on social media.
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[Captures of image were from Xiaohongshu.]
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Card Aliases and Distinctive Features ., ST RER)
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Netizens created aliases for credit cards, like “BEJif—+"
representing the HSBC Mastercard® Debit Card,

0 highlighting their unique features and specific use
cases. The trend also indicated a growing consumer
engagement with credit products, reflecting a desire
for personalisation and clarity.

[Captures of image were from Xiaohongshu.] @D .
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KEY OBSERVATION
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These individuals, who could be deemed as "=EF5", actively share the © 15 48,11 HANG SENG BANK -
latest offers and best deals from banks and other businesses online, helping
others discover opportunities to save and benefit from various promotions. 3B 32.4% +FUN Dollars EIRE{EE
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promotions and discounts. By offering tailored deals and loyalty programes, it
could be an opportunity to enhance customer engagement and foster loyalty.
Leveraging social media for word-of-mouth marketing will help attract this
savvy group, driving customer acquisition and boosting profitability.

O Banks shall consider targeting this group of enthusiasts who actively seek
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[Captures of image were from Xiaohongshu.]




END OF REPORT
THANKYOU!

The insights in this sample report aim to understand the consumer behaviors of mainland Chinese on Xiaohongshu.
Fora more comprehensive analysis, including in-depth data, strategic recommendations, and future trend projections based
on your listening objectives, please contact our sales team or visit our website for more details. We specialize in social media

analysis for Hong Kong and China, dedicated to helping clients tackle business challenges through netizens’ opinions.
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CONTACT US

Phone
(852) 3483-1338

Email
enquiry@sopwr.com

7. Website
({1

W’  https://www.sopwr.com/

Location

Unit B305-6, 3/F, Block B, Chung
Mei Center, 15 Hing Yip Street,
Kwun Tong, Hong Kong
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