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What is WeChat?
WeChat is the most popular social network in China. With 700m active monthly
users, it dominates the country’s communications.
Developed by the technology behemoth Tencent in 2011, WeChat combines the
best of Facebook, Twitter and WhatsApp into one mobile app. Users can share
messages with their friends and post short updates, photos and videos for their
fans. They can scan and pay at the convenience store, order movie tickets, and
follow their favorite brands and celebrities.
It’s the one app on most Chinese user’s mobile phones.

700m

monthly
active users

200m

users link WeChat
with a credit card

700,000

WeChat articles
published every day

Brand Takeaway
WeChat’s biggest group of users (more than 40%) work in the corporate sector,
25% are employed by the government, and nearly 11% are freelance workers.
Your B2B customers, educated professionals with mobile phones, are using this
platform to communicate.
WeChat Fact

55% of users have more than 100 WeChat friends
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Account types
Businesses can set up one of two kinds of official accounts to promote their
brand on WeChat. Through the setup and verification process you will provide
documents to Tencent that prove that you have the rights to use the brand name.
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Service Account

• Offer more advanced features,
such as mobile payment and
interactive menus
• 4 posts per month (may include
multiple messages in one post)
• Accounts displayed alongside a
user’s personal contacts

Pros

• You’re not spamming your
followers
• Your message goes right into their
personal feed
• Your account is far more interactive

Cons

• Is a post of once a week (on
average) enough?
• Less frequent content has to be
very good quality to stand out
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Account types
2

Subscription Account

• 1 message per day
• Housed under a different tab, so
users have to actively check for
content
• Does not offer the same
functionality as a service account
• Used often by media, fashion
accounts and bloggers to keep
their fans up to date

Pros

• You can connect with your
followers every day

Cons

• Users have to go in and find your
content under their subscriptions
menu
• It is very content hungry

Brand Takeaway
Investigate account types and decide which one will suit your brand, your
resources and your budget best. For most B2B organizations, the Service
Account is the most appropriate.
WeChat Fact

78% of users spend more than half an hour a day on WeChat
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Menus
Menus are one way users interface
and engage with your WeChat account.
These are basically similar to a miniwebsite.
MAIN MENU with SUB MENUS
It’s worth noting, you can only use a
limited number of characters in your
menu headings.
Menus can connect to:
• A WeChat post
• A Web Page
• WeChat store page
• “H5” slideshow animation
• Other WeChat developed apps or
pages, such as an event invitation

Brand Takeaway
Think carefully about your menus. Which language is your target audience
engaging with you in? Make your menu headings clear, rather than clever. An
easy user-experience is key if your account is to be successful.
WeChat Fact

70m
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WeChat isn’t just for China. 70m people outside of the
Middle Kingdom use the platform

WeChat Post
The standard WeChat post can be boring in terms of layout, due to the limitations
of the WeChat development platfo the other hand, it loads faster than a web
page connection.
Many accounts use plug-ins to add nicer layout to their WeChat posts, although
this is quite a painstaking operation as the platforms are quite “clunky.”
Videos and photos can all be added to posts as well - note that videos must be
uploaded to the QQ video platfom and approved, which may take a few days.
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Web Page
Connecting directly to a web page allows users to develop on-brand content.
WeChat can connect to your website directly, if it is responsive to mobile, or you
can develop a web page with standard HTML/CSS coding specifically for WeChat
and host this on a server.
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Brand Takeaway
In the menus you can use a combination of Web Pages as well as WeChat posts.
Find the right combination of brand identity and speed is critical.

WeChat Fact
Penetration rates

Tier 1
cities

Tier 2
cities

93%
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69%

Tier 1

Tier 2

Beijing
Shanghai
Guangzhou
Shenzhen

Tianjin
Chongqing
Chengdu
Wuhan
Xiamen
and more
...

Perfect Moments
Moments are where people share content they
want their friends in the WeChat ecosystem to
see. This is why good content is so important - by
sharing, that person is endorsing and associating
themselves with your brand. They will only do this
if it’s content they really like or think is valuable.
People share from official accounts onto moments
either by clicking share buttons, either on the app
on embedded into the content. It should be easy.
Readers should not have to go to lots of trouble
and effort, or they won’t do it.
But…
WeChat is a walled garden. A lot of users like this
degree of privacy. A user‘s contact list is not visible
to others, and Moments can only be seen by
friends they have approved. In addition, they can
only see interactions with people in their contacts,
so unless all your friends know each other, they
can’t see all the other comments.

Brand Takeaway
Make sure your content is sharable. People want to pass on articles, infographics
and images that are useful, insightful, even amusing. It’s a way of enhancing their
own standing amongst their peers.
Secondly, think what B2B can learn from the B2C playbook. A lot of B2C brands
use sharing on Moments as a competition mechanism. This incentivizes
consumers and means they spread the brand word. Can your brand do this in
the B2B space?
WeChat Fact

users check their moments every time
61.4% oftheyWeChat
open the App
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Push Posts
Service accounts allow push notifications. This means the user is informed with the
red dot and a ping of their phone when the content post is published. As we have
said, it sits in their inbox alongside their personal messages, so has a much higher
chance of being opened and read.
Subscription accounts get the red dot and ping too, but only to say a new post has
arrived in their subscription folder. It doesn’t say who it is from, and the user has to
go into their folder to find and then read the post. It’s another step that may deter
your target audience.

Brand Takeaway
According to Tencent, the owners of WeChat, the average WeChat user reads
seven articles a day on the platform of around 1,000 characters each - that
works out to the length of a novel over a month.
And what are they reading? Content from the accounts they follow and is pushed
to them, but also content shared by their friends onto the moments feed. If
people are sharing your content as moments, you open yourself up to a new
audience.
WeChat Fact

registered WeChat users are active on WeChat
94% ofevery
day
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Great Content
Content is king. You’ve heard that before, but we’re repeating it because for WeChat
it is so true. Look at the types of content you can create, and the medium choices you
have for posting.

Article

Infographic

Video

Animated Slides

News
Blog
Feature Story
Company Info
Invitation

Brand Takeaway
Make sure your content is sharable. People want to pass on articles, infographics
and images that are useful, insightful, even amusing. It’s a way of enhancing their
own standing amongst their peers.
Secondly, think what B2B can learn from the B2C playbook. A lot of B2C brands
use sharing on Moments as a competition mechanism. This incentivizes
consumers and means they spread the brand word. Can your brand do this in
the B2B space?
WeChat Fact

53%
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of users reported “sharing Information” as one of
their top 10 WeChat activities

Let’s Chat
This is where most of the millions of messages
a day that are sent on WeChat end up: private
chats. It’s people arranging to meet friends,
sharing jokes, sending little love notes to their
other half. This is the way China communicates
now – go onto any metro in Shanghai and the
packed carriage will be full of people exchanging
messages.
But then there’s Group Chats – this is where you
can make an impact as a B2B marketer.
Group Chats are conversations involving more
than two people. They can range from a few
friends having a chat space to share banter and
plans, to more organized networks. For example,
we’re hearing more and more about industry
professionals setting up groups to exchange
ideas and tips.

Brand Takeaway
Like the Moments content, people will share your content if they perceive it as
having some value, and will enhance their reputation amongst their peers. Ask your
customers and contacts in China if they use such groups, and what sort of material
is shared – they are your best source of information. From them, you can create and
pitch the type of content that will make your customers the group hero.
WeChat Fact

users spend over 100RMB a month –
67% ofthisWeChat
has more than doubled since 2015

www.Brandigo.com

How do you get people to follow you on WeChat –
it’s all about the QR code
QR codes are ubiquitous in China, and if your brand is serious about penetrating
this market, you need it all over your physical collaterals, present at trade shows
and fairs – we’ve even seen companies who put their QR code on their employees’
business cards. It’s the king of offline to online conversions.

Have you enjoyed our ebook?
Get in touch with any comments and questions

3E Anken Green, 668 Huai An Road,
Jing’an District Shanghai PRC 200041

上海市静安区淮安路668号安垦绿色3E
phone + 86 21 6083 1177 // fax + 86 21 6083 1123
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