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Portfolio Summary. This research translated a broad set of pet-content observations into a
product strategy framework for Pawly: which account archetypes should exist, what each content
layer should accomplish, how content can reduce pet-parent social friction, and how Pawly can
turn pet-parent emotions into acquisition, trust, activation, and product understanding.

1 Executive Summary

Pawly should not treat content as a separate marketing layer after the product is built. For
a pet social platform, content is part of the product’s trust-building and activation system. It
introduces the emotional problem, lowers the awkwardness of social participation, teaches users
how to interpret pet-parent interactions, and makes the product’s value easier to understand before
users fully commit.

Core Thesis: Pawly’s content strategy should not chase pet virality alone. Its role is
to turn pet-parent emotions into product understanding, trust, and activation.

The central finding is:

Storytelling helps users see Pawly. POV and educational content help users
trust Pawly.

Cute pet content can create attention, but attention alone does not create product understanding.
Pawly’s advantage depends on turning pet attention into a warmer product narrative: why pet-parent
connection feels awkward, why compatibility matters, why local routines create social opportunities,
and why a low-pressure product can make those moments easier.

Strategic insight. Attention is only the entry point. The real content challenge is converting
emotional recognition into product understanding and trust.

Storytelling, meme, and UGC-friendly content should create visibility, emotional entry, relatability,
and lightweight sharing. POV and educational content should create saving behavior, brand trust,
product explanation, and long-term credibility. Pawly needs both. A purely cute-pet strategy may
gain attention but fail to explain the platform; a purely educational strategy may build credibility
but fail to generate enough emotional pull.
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2 Research Objective

The purpose of this research was to turn creator observations into an actionable content and account
strategy for Pawly. The work focused on four product questions:

e What kinds of pet content reliably create attention and emotional resonance?
e Which content types are better for trust, saves, and product explanation?

e How should Pawly distribute content responsibilities across official, educational, meme, UGC-
friendly, and lightweight companion accounts?

e How can content help users understand Pawly’s product value: low-pressure local connection,
pet-parent social friction, pet personality, compatibility, and real-world meetups?

The goal was not to copy creators directly. The goal was to extract repeatable content mechanisms

that Pawly could adapt to its own product strategy.

3 Research Inputs and Evaluation Framework

The research reviewed pet-content accounts across Xiaohongshu and Douyin, including storytelling-
driven pet accounts, meme or UGC-friendly formats, pet education accounts, POV-style explainers,
and dating-content parallels.

Accounts were evaluated across three practical dimensions:

Dimension High Medium Low

Follower scale 1M+ followers 100K—-1M followers Under 100K followers

Content efficiency Regular posts exceed Regular posts receive Most posts stay below
10K engagement or around 1K-10K en- 1K engagement
produce frequent gagement with occa-
breakout posts sional breakout posts

Posting intensity 3-5 posts per week 1-3 posts per week Less than once per

week

The analysis did not treat follower count as the only signal of value. A smaller account with low
posting frequency but consistently high engagement can indicate stronger content-market fit than
a large account with weaker per-post efficiency. For Pawly, content quality, emotional specificity,
strategic role, and repeatability matter more than raw scale.

Evaluation insight. Follower scale measures reach, but content efficiency and emotional specificity
reveal whether a format is actually working.
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4 Strategic Framework: Visibility and Trust Require Different Content Layers

Pawly’s content ecosystem should be divided into distinct layers because different content forms

solve different user and product problems.

Content Layer User Job

Product Role

Pawly Strategy

Storytelling
meme content

/ Feel seen and enter-
tained

Acquisition, relatability,
lightweight sharing

Make pet-parent fric-
tion emotionally legible

and easy to share

POV / educa- Feel guided and reas- Trust, saves, product ex- Explain compatibil-
tional content sured planation ity, safety, meetup
etiquette, and low-

pressure participation

UGC prompts Participate without Community loop, com- Turn small pet-parent
pressure ment behavior, social moments into repeat-

proof able prompts that can
later connect to profiles

and events
Pet personality Express pet identity = Profile completion, iden- Connect content to
content tity, activation Pawly Type, profile
setup, and shareable

social identity

This framework keeps Pawly from over-optimizing for one metric. Reach matters, but reach without
trust does not create product adoption. Trust matters, but trust without emotional entry may not
create enough attention.

Product strategy insight. Visibility and trust are different jobs. Treating them as one content
goal would make Pawly either loud but shallow, or credible but invisible.

5 Layer 1: Storytelling for Visibility

Storytelling, meme, and light pet-narrative content help Pawly enter the user’s attention stream.
This content works because pet content is naturally low-friction. Users do not need to understand
the full product to react emotionally to a dog, a relatable situation, or a funny pet-parent moment.

This layer is strongest for acquisition, emotional entry, comments, UGC, lightweight sharing, and
early brand familiarity.

The best storytelling patterns for Pawly are not generic cuteness. They are emotionally specific
moments: awkward first meetups, mismatched dog energy, owners struggling to open a conversation,
dogs acting as social bridges, and the small frictions of arranging or ending a playdate.
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User insight. The strongest Pawly content should not simply show pets. It should surface the
tiny social frictions that make a pet-parent product necessary.

6 Layer 2: POV and Educational Content for Trust

POV and educational content should not be judged primarily by virality. Its value is trust
accumulation. This content helps users understand the product category, the social behavior Pawly
supports, and the reason the platform exists.

This layer is strongest for brand credibility, saves, product explanation, official-account authority,
and long-term platform understanding.

?

For Pawly, educational content should stay specific and situational. Instead of broad “pet tips,’
Pawly should explain product-adjacent questions: how to tell if two dogs are socially compatible,
how to make a first meetup feel less awkward, how to read a dog’s comfort level, and how to end a
pet playdate without pressure.

7 Visibility Mechanisms: Storytelling, Personality, and Repeatable Formats

This section translates storytelling account patterns into product-relevant mechanisms for Pawly.

7.1 Short Contrasts and Everyday Mini-Drama

Representative account pattern. A Bichon-focused Xiaohongshu account with 865K followers
and 9.01M likes/saves used short, fast, caption-driven videos built around food, sleep, daily routines,
and quick behavioral contrasts. Typical posts performed from roughly 1K to 100K+ engagement.

Why it works. The account turns ordinary pet moments into instantly legible mini-drama. The
appeal is not only that the dog is cute; it is that the user understands the emotional situation within
seconds.

Pawly implication. Pawly can use quick contrast formats to make social friction feel funny instead
of intimidating.

Adapted content ideas.
e “Which word does your dog react to first: dinner or playdate?”
e “The ideal first dog meetup vs. the actual first dog meetup.”
e Use the mismatch between user expectations and real dog behavior to make Pawly’s value feel
natural rather than promotional.

7.2 Pet Personality as a Memory Device

Representative account pattern. A high-scale Bichon account with 1.93M followers and 32.4M
likes/saves performed strongly because the pet had a clear personality: tough, silly, greedy, stubborn,
or emotionally expressive.
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Why it works. Personality labels make pets memorable. Users are more likely to follow, comment,
and identify with a pet when the account gives the pet a recognizable social identity.

Pawly implication. This supports Pawly’s Pet Personality Assessment and Pawly Type system.
Personality is not only entertainment. It can become a profile-completion driver, a sharing asset,
and a lightweight identity layer.

Activation insight. Personality content turns profile setup from administrative input into
self-expression, making onboarding feel more emotionally rewarding.

Adapted content ideas.

e “What kind of social personality does your dog have? Social butterfly, observer, slow warmer, or
sniff-and-leave type?”

e “If your dog chose your friends for you, what kind of people would they pick?”

e Use dog social personality as a bridge between content, profile identity, and product onboarding.

7.3 Templated Visual Systems

Representative account pattern. A Pomeranian account with 258K followers and 1.95M
likes/saves built recognition through a highly repeatable visual template: fixed camera angle, fixed
table setup, fixed props, and recurring food scenes.

Why it works. The content structure itself becomes the memory point. Repetition lowers
production cost and makes the account recognizable before the user even reads the caption.

Pawly implication. Pawly should develop repeatable formats rather than reinvent every post.
Consistency can make Pawly feel more like a product system than a random content feed.

Adapted content ideas.
e A recurring “dog table” format that changes the dog persona or social type each time.
e A fixed visual template for pet social archetypes, local meetup moments, or Pawly Type profiles.

e Use repetition to strengthen brand memory while keeping production scalable.

7.4 Soft Companionship and Low-Pressure Brand Tone

Representative account pattern. A soft daily-life pet account with 1.22M followers and 23.44M
likes/saves relied less on strong hooks and more on consistent atmosphere: slow rhythm, gentle
visuals, and low-pressure companionship.

Why it works. Not all pet content needs a hard punchline. A stable emotional atmosphere can
become a long-term asset.

Pawly implication. Pawly should not over-index on viral humor. Because Pawly is a relationship-
oriented product, some content should validate slower, quieter, lower-pressure forms of social
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connection.

Adapted content ideas.
¢ “You do not have to socialize every day for it to count.”
e “Older dogs do not always need excitement. Sometimes a calm walk is enough.”

e Content that positions Pawly as warm and non-coercive, not as a platform that pressures users
into constant social activity.

7.5 Longer Narrative When the Emotional Arc Is Strong

Representative account pattern. A Douyin Alaskan Malamute account with 1.97M followers
and 43.01M likes used longer narrative videos, strong covers, clear titles, and controlled pacing. The
content could be longer because the story density justified the length.

Why it works. Length is not the problem. Weak narrative is the problem. If the emotional arc is
clear, a longer format can explain friction more deeply.

Pawly implication. Pawly’s official account can occasionally use deeper narrative pieces to explain
the emotional mechanics of pet-parent meetups.

Adapted content ideas.

e “Before my dog’s first playdate, I thought the hardest part would be the dogs. It was actually
the humans trying to start the conversation.”

e “I packed water, treats, and tissues. I forgot to prepare how to end the meetup without making
it awkward.”

e Use narrative to make product needs visible: opening cost, exit cost, low-pressure coordination,
and emotional safety.

7.6 High-Frequency Lightweight Presence

Representative account pattern. A high-frequency Douyin pet account with 2.91M followers
and 65.13M likes used short, low-pressure daily content to maintain presence. Another high-scale
daily-life account with 2.32M followers showed that lightweight companionship can accumulate scale,
even when individual posts are less strategically dense.

Why it works. High-frequency content can maintain mental availability. Not every post needs to
educate the user, but the account should stay present in the user’s everyday attention.

Pawly implication. Pawly can use lightweight daily formats as a companion layer, but this
should not become the main strategic voice. It is useful for presence, not sufficient for product
understanding.

Adapted content ideas.

e “This week’s dog-parent moments.”
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e “Is today a good day to go out and meet another dog parent?”

e Lightweight local prompts that build the habit of checking Pawly without forcing a heavy product
message.

8 Trust Mechanisms: Save Value, Clarity, and Product Explanation

This section translates POV and educational account patterns into trust-building mechanisms for
Pawly.

8.1 Low Frequency, High Trust, Strong Save Value

Representative account pattern. A Xiaohongshu pet education account with only 1,194 followers
but 45K likes/saves showed unusually strong efficiency for its size. It posted infrequently, but used
a consistent light-pink visual system, clean illustrations, and specific, easy-to-save topics.

Why it works. The content is not powerful because it is frequent. It is powerful because it is
specific, visually consistent, and easy to save.

Pawly implication. Pawly’s educational content does not need to be high-frequency at first. It
needs to be clear, concrete, visually consistent, and tied to real user questions.

Adapted content ideas.
e “A beginner’s guide to your puppy’s first social experiences.”
e “Foods and situations new dog parents should take seriously.”

e Product-adjacent educational guides that establish Pawly as thoughtful and trustworthy.

8.2 Professional Clarity as Brand Authority

Representative account pattern. A medium-scale Xiaohongshu pet knowledge account with
128K followers and 1.47M likes/saves used clean layouts and professional visual organization. Its
value came from clarity, reliability, and save-worthy information rather than constant posting.

Why it works. Users save content that feels reliable and useful. For educational accounts, trust
comes from specificity, structure, and visual order.

Pawly implication. Pawly can borrow this professional clarity to explain the platform itself: why
compatibility matters, why low-pressure meetups matter, and how pet-parent socialization should
feel safe and bounded.

Adapted content ideas.
e “What to prepare before your dog’s first local meetup.”
e “How to read whether two dogs are actually comfortable.”

e “What good dog socialization looks like when it is not forced.”
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8.3 High Frequency Cannot Replace Content Quality

Representative account pattern. A high-frequency pet education account with 5,146 followers
and 48K likes/saves posted often, but its performance remained weaker. The account used cute
illustrations but lacked a sharp enough content system and memorable identity.

Why it matters. This is a useful counterexample. For POV or educational content, frequency
alone does not build trust. If the content is too generic, users do not save it, remember it, or
associate it with authority.

Pawly implication. Pawly should avoid generic “pet tips.” Each educational post should connect
to a specific situation, user friction, or product-adjacent need.

Content quality insight. Education only builds trust when it answers a concrete user moment.
Generic advice creates content volume, not authority.

9 Recommended Account Architecture

Pawly should not rely on one account trying to do everything. Different account types should serve
different product goals.

Account Type Primary Role Best Use

Official main account Balance product understanding, Product explanation, POV, ed-
trust, and emotional tone ucational content, selected sto-

rytelling, and brand positioning

Meme / UGC- Expand reach and lower the entry Relatable dog-parent moments,

friendly account barrier funny first-meetup friction, com-
ment prompts, and user partici-
pation

Educational / brand Build credibility and save value Dog compatibility, socialization,

knowledge account meetup etiquette, safety, and
low-pressure guidance

Light companion ac- Maintain day-to-day presence Short recurring formats, weekly

count local moments, soft prompts,

and low-stakes habit building

10 Content Mix Recommendation

For Pawly’s broader content ecosystem, the recommended mix is:

70% storytelling / meme / UGC-friendly content
30% POV / educational / trust-building content

This gives Pawly enough reach to enter users’ attention while preserving enough educational depth
to explain why the product matters.
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For Pawly’s official main account, the balance should be closer to:

50% light storytelling / warm pet content
50% product understanding / trust-building content

The official account should not become purely cute, purely funny, or purely instructional. It should
carry both warmth and authority. The brand should feel emotionally accessible while still helping
users understand what Pawly is and why its product structure makes sense.

Brand architecture insight. Pawly’s official voice should hold two positions at once: emotionally
soft enough for pet-parent connection, and clear enough to explain product value.

11 Content Mechanisms Pawly Should Reuse

The most valuable lesson is not to copy individual creators, but to extract repeatable mechanisms.

Mechanism

Why It Matters

How Pawly Can Use It

Contrast hook
Situational educa-
tion

Low-pressure tone

Templated struc-

ture

Light relationship
moments
Personality labels

Stops the user quickly and makes
the premise instantly legible
Turns abstract friction into con-
crete, save-worthy guidance

Matches Pawly’s warm, bounded
relationship style

Enables scalable production and
stronger brand recall

Turns social longing into product
need
Makes pets and owners memorable

“Ideal first dog meetup vs. the
actual first dog meetup.”
Explain common misreadings in
dog compatibility or owner-to-
owner interaction.

Use gentle, polite, light, and emo-
tionally aware language.

Fixed covers, recurring questions,
consistent colors, and repeatable
formats.

Show awkward, warm, bounded
interactions between pet parents.
Connect directly to pet profiles,
Pawly Type, and social identity.

12 Activation Hypotheses

12.1 Hypothesis 1: Content Can Lower Social Entry Friction

If content makes first pet-parent interactions feel normal, funny, and low-pressure, users may feel
less intimidated by the idea of joining or creating a local pet event.

Example directions.

e “The hardest part of a dog playdate was not the dogs. It was the humans trying to start the
conversation.”

e “How to leave a first dog meetup without making it awkward.”
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e “When your dog is ready to socialize but you are not.”

12.2 Hypothesis 2: Pet Personality Content Can Support Profile Completion

Pet-personality labels can turn profile setup from a form-filling task into a self-expression moment.
If users see content about dog social types, they may be more willing to complete a pet profile or
take a Pawly Type assessment because the value feels emotional and shareable, not administrative.

12.3 Hypothesis 3: Educational Content Can Explain Product Design

Pawly can use educational content to explain why the product is structured around local discovery,
pet compatibility, low-pressure events, and repeat routines. This helps users understand the product
before they fully experience it.

12.4 Hypothesis 4: UGC-Friendly Prompts Can Create Community Loops

Content prompts that invite users to classify their dog’s behavior, describe awkward meetup
moments, or share local pet-parent routines can become lightweight community loops. These
prompts can later connect to events, profiles, Pawly Types, and local discovery.

13 Positioning Implications

Pawly should avoid becoming a generic pet entertainment brand. Its stronger position is:

A warm, low-pressure local social platform that understands the small emo-
tional frictions behind pet-parent connection.

This positioning lets Pawly use pet content without becoming only a cute-pet account. The content
should repeatedly connect back to the product’s deeper promise: helping pet parents move from
everyday routines into real-world connection with less awkwardness, more trust, and better emotional

fit.

14 Dating Content Parallel

Dating-related creators often become popular not because users simply want dating advice, but
because they capture tiny relational moments: ambiguity, hesitation, testing, misunderstanding,
mixed signals, pride, and boundaries. Storytelling makes these moments emotionally engaging; POV
lowers the cognitive burden and helps users understand what is happening.

Pawly can borrow this interpretive ability without becoming a dating content brand. The official
voice should translate relationship mechanics into pet-parent social contexts: how people open
a conversation, how they manage awkwardness, how they understand boundaries, and how they
decide whether a connection feels comfortable enough to repeat.

Cross-category insight. The useful parallel is not dating content itself, but its ability to name
subtle relational ambiguity. Pawly can translate that sensitivity into pet-parent connection.

10
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15 Strategic Priority

For early growth, Pawly should prioritize a strong official account supported by UGC-friendly
storytelling formats before splitting into too many separate content channels. The official account
should establish trust, product understanding, and emotional tone. The UGC-friendly layer should
expand reach and normalize the small social frictions Pawly is designed to solve.

The sequence should be:

1. Define the official voice: warm, low-pressure, trustworthy, and product-aware.

2. Build repeatable storytelling formats that make pet-parent friction feel relatable.
3. Add educational explainers that connect content to product design and user trust.

4. Test UGC prompts that can later connect into profiles, Pawly Type, events, and local discovery.

16 Strategic Takeaways

e Pawly’s content should not be treated as decoration. It should help users understand the
product’s emotional and behavioral logic.

e Storytelling and meme content should drive visibility, relatability, and UGC.
e POV and educational content should drive trust, saves, and product understanding.

e The official account should balance warmth and authority rather than over-indexing on either
cuteness or instruction.

e The strongest content should turn small pet-parent frictions into clear product needs.

e Pawly’s long-term content advantage should come from understanding low-pressure local connec-
tion better than generic pet entertainment accounts.

Prepared by Di Wu - Product Management / Growth Strategy
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