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Documentation Items

Content Description

Advertising Campaign Name

Ant Forest

Organization/Sponsor Ant Financial Services Group (Alipay)
Campaign Launch Date August 2016
Primary Media Channels Alipay mobile application, social media

platforms

Sustainable Consumption Information

Encourages users to adopt low-carbon
behaviors (e.g., walking, using public
transportation, going paperless) to accumulate
'green energy' points, which are used to plant
real trees in arid regions of China.

Target Audience Description

Broad Alipay user base, encompassing
various age groups with an emphasis on
environmentally conscious individuals.

Key Messages and Symbolic Appeals

Individual actions can collectively contribute
to significant environmental improvements;
promotes a greener lifestyle through gamified
daily habits.

Visual Immersion Elements

Green-themed interface, virtual tree growth
animations, energy bubbles, and gamified
progress indicators.

Symbolic Encoding Features

Virtual trees representing real-world
afforestation efforts; green energy points
symbolizing carbon footprint reduction.

Participatory Orchestration

Users engage in daily eco-friendly activities
to earn points, collaborate with friends, and
participate in interactive challenges within the

app.

UGC and Social Reactions

Extensive UGC sharing of achievements,
environmental tips, and collaborative efforts
on platforms like Weibo and WeChat,
fostering a community of eco-conscious
participants.

Awards and Recognition

Over 500 million users participated by 2019;
planting more than 100 million trees.
Recognized with the UN's Champions of the
Earth award.

Additional Notes

Expanded partnerships added more eco-
actions such as recycling and reduced paper
usage into the app’s reward system.
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Advertising Campaign Name Letters to the Earth

Organization/Sponsor FOTILE

Campaign Launch Date March 14, 2022

Primary Media Channels Video platforms, social media, brand official

website

Sustainable Consumption Information

Through real environmental stories, the
campaign advocates integrating
environmental protection concepts into daily
life, reflecting the brand’s commitment to
eco-friendly practices.

Target Audience Description

Consumers who are environmentally
conscious and value quality of life, especially
the middle class and younger demographics.

Key Messages and Symbolic Appeals

Expressing love for the Earth through
everyday actions; showcasing the brand’s
dedication to environmental protection
through product innovation.

Visual Immersion Elements

High-quality visuals, soft narration,
background music; product functions (e.g., oil
fume purification) integrated into emotional
storytelling.

Symbolic Encoding Features

Love letters, the Earth, and emotional
symbols of environmental care and
commitment.

Participatory Orchestration

Encourages users to share stories, engage in
online discussions, and promote
environmental concepts in peer networks.

UGC and Social Reactions

Active user participation in topic discussions,
sharing eco practices, and emotionally
connecting with the brand.

Awards and Recognition

Widespread praise; received the 2022 Great
Wall Award for emotional resonance in
sustainable marketing.

Additional Notes

Featured brand ambassador Chen Kun;
campaign hashtag '#100 Love Letters to the
Earth# achieved 200M+ reads and 188,000
discussions.
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Advertising Campaign Name Buy the Hell Out

Organization/Sponsor She Luyun, China Central Academy of Fine
Arts (CAFA), School of Experimental Art,
Social Art Studio

Campaign Launch Date 2023 (exact date not publicly specified)

Primary Media Channels Taobao e-commerce platform, livestreaming

channels, flyer distribution, and social media
platforms (e.g., Weibo, WeChat)

Sustainable Consumption Information

The project critiques unconscious
consumerism by selling strands of human hair
(a seemingly worthless item), highlighting the
absurdity of assigning value to trivial objects
and questioning modern consumption habits.

Target Audience Description

Art viewers, design students, critical
consumers, and the general public interested
in social critique and sustainability discourse.

Key Messages and Symbolic Appeals

Challenges the boundaries between art and
commodity; reveals how desire and value are
constructed in consumer society; encourages
reflection on unconscious purchasing
behavior and the concept of 'value'.

Visual Immersion Elements

Hair strands individually sterilized, sealed,
labeled with serial numbers and UV codes—
mimicking luxury packaging to satirize
consumption rituals.

Symbolic Encoding Features

The title 'Buy the Hell Out' is a pun critiquing
mindless consumption ("Why buy this at all?')
and commodified identity.

Participatory Orchestration

Interactive storefront, livestream promotions,
and comment sections invited ironic
reflections and symbolic reinterpretations
from viewers.

UGC and Social Reactions

Over 49,000 strands sold; polarized
reactions—some praised the critique, others
questioned aesthetics and cost-efficiency.

Awards and Recognition

Though not formally awarded, the project
gained strong public attention and was widely
discussed in media and academic settings.

Additional Notes

The artist refused to raise the price (e.g., to
100 RMB) to avoid elitism, maintaining the
0.1 RMB price to emphasize accessibility and
critique value perception.





