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User Breakdown

Total number of global
users, Incluaing 100m
outside of China.,

Monthly Active Users
(MAL) claimed by
WeChat,

Number of users
registerad for the

maobile payments
systern  (Claimed by
WeChat).
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LINKeD TO aLL OF
TEencenTs sSocClal
mebDila - QZone -
S600m+ acTive
Lisers:

avalLaiBLe Iin over
200 counTries in
over 20
LanGuaces

accessiBLe Oon
all MoBiLe OS:
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China Online Ecosystem
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" ARINS - eeene.

We first established an account on WeChat in June 2013 and have had readly good
traction so far. Our WeChat fanbase grew very rapidly and it drives really good traffic to
our ecommerce site as well. It’s actually one of the first times that we've seen
a social site driving a large number of ecommerce sales.
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Friend Focused
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Where Weibo is more focused on a
i top-down stream of messaging,
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it 1ty WelChat is more focused on sharing
N —— between closer (private) connections

* As a friend focused social network,
[ ti u D WeChat offers less “reach” for
[ " r

o marketers at the moment. However, If

brands can build a following on

“Groups™ “Moments” WeChat, the quality of "members” is
likely to be better.

T'he tight link between content,
service and ecommerce makes
WeChat a very strong CRM system

10r orands




Celebrities and KOLs are playing an increasingly important role
for brands. KOLs are now pivotal in helping branded accounts
build fallower numbers.

subsoribing to Chen's acoount

Unlike Weibo however, the rapid
growth of WeChat has not been
“top down” - its been more of a
groundswell.
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Choosing an Account

SEIBSCITPTICN]
dCCOLIFITS

Subscriptions

Subscription Accounts are
designed for brands to share
updates with audiencas, with a
limit of ore “push message" per
day. s purpose is o miror the
social awaranass building activities
that take place in Weaibo. Very few
additioral functions can be added.

selvVIce
dCCOLIMTS

Services

sanvica Accounts offer brands the
apportunity to add many more
features and functions, including
customer response, salkes/payments,
bookings...etc. Sarvice Accourts are
mara flexible but are limitad in tarms
of cortent sharing to four “push
meassagas” per month.
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Audiences scan QR from Searching for the Via an LBS search By refarral/recommendation
Offine (Shop) or from Online Brand/Account for Loyalty [Branded) by friends, influencears and
([Brand Site, Weibo...). NAME. Accourt. KOLs.
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Using KOL/Inf

Welhat is quickly following a similar path as Veibo
befora it, in the use of KOLs [Key Opinion Leaders)
to support the gowth of branded accounts -
helping brands to increase follower court.

Ther are two main ways to identify KOLs and
avaluate them for endorsemerts and seading of
branded contant:

1. dertify publc accounts in different categories
run by agencies.

2. dertify KDLs with large folowings on Sina
Weibo and/or Tencert Weaeibo, This providas a
reasonable insight into the likely follower
numbers in WeChat for accounts which are not
public,

Typically, the second way is mora effective, as
persanal acoounts have morg boyal and connectad
followers, who are maore likely to share content to
their “Moments.”

&



=G riEEiUiE s
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Branb aCCOUNTS

As with most other social media (Facebook,
Welbo...), most efforts by brands have gone
iInto creating branded spaces to share content
and provide information.

Brands distribute stories, memes, infographics
and audio ...do Q&A with authorities and
celebriti




Cadillac

Challenge: Cadilac has had a consistent effort to create awareness
about its American heritage, by sharing a multtude of stories about the
classic "Route 66." The effort has focused on story teling about the
people, places and history of the route.

Summary. For its latest effort, Cadillac created a seres of mini-
documentaries featuring "Route 66" with a focus on the Cadilac "SRX."

Onling, there was there was series of five 24 minute episodes covering the
jpumey along "Route 66." On WeChat, a special HTMLS page was setup
featuring each stage of the joumey, with director's notes and special
information about the lbcations.
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Burberry

Challenge: In 2014, Burbery held one of the largest events ever by a
luxury brand in Shanghai, with a massive music performance reprasenting
ts routes as a brand from London. While thousands of VIPs atternded the
event, Burbemry wanted to give access to a larger group of people online,
through WeChat.

Summary. Burberry setup a special interactive HTMLS page, to allow
people folowing online the opportunity to view the entire performance on BURDERRY
their mobile phones. |t featured a full 360 degree (augmentad reality) view SHANGHAAL
of the show. With the approach, they dramatically amplified the attendance
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Glico

Challenge: The Glico "Happy Box" campaign is an ongaing effort to buikd
following with audiences through WeChat - and includes digital interactions
and 020 links,

Summary: Glico buit a special HTMLS site for users to create cartoon
avatars and add funny wvoice messages. The customized messages/
avatars could then be sent to friends in the form of a package (box), to be
digitally urwrapped.

The campaign ran for 2 weeks during June (including special messages for
"Father's Day"). To encourage participation, Glico gave away 100 gift packs
ard invitations to offline events as prizes. It created a lot of social buzz as a
fun way to get a laugh and make somebody "happy.”
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After content, the second most appliea
strategy on WeChat is in providing customer
service and support.

At the moment, most of this service/support Is
automated (providing balances, bookings) but
there clearly is an opportunity for brands to
distinguish themselves with more hands-on,
customized support.
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Tesla

Challenge: Educating consumers about Tesla's functions and design in
an easy to understand way?

Summary: Using a seres of immersive HTMLS pages in WeChat, Tesk
gave "woulkd be buyers" the opportunity to get a feel for what using the car
would De like, helping o answer key questions about how things waork
(charging time, energy consumption...), together with very detalled journeys
through the car.

The experences created through the applcations aim to  simulate
experences and make answers more fun, more high-tech.
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China Southern Airlines

Challenge: To provide attentive and detailed customer service through its
WeChat interface - at right time, place - throughout a joumey.

Summary: The interface includes functions for (abooking flights,
(bjcheck-ins, luggage sewvice and hotel support, (clrelated membership
issues. They have found ways to support at all stages of the trip - pre,
during and post. Users can even use the wice messaging function to get
feedback.

China Southem has become one of the best service accounts in WeChat.

Within 10 months after launch, it has attracted over 1 milion followers. 0 W] LA T 4
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Nuan Wo

Challenge: Available to pet owners in Shanghai, Nuan Wo, has started a
service to help busy people in taking care of their favorite pets.

Summary: Nuan Wo uses WeChat as its key platform to provide
"‘concierge services' for pets. They have created a special directory of pet
trainers, groomers, etc, where interested "pet owners" can view a profile
ard contact them directly. The company is the first in the category to
provide this service and has already attracted the interest of 10,0004
users/followers.

Cffine activiies ara offen held as gel-togathers for pats, pat cuwners for lraining and
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R
OFFLINe-TO-0Ornuine

As a mobile, social network, WeChat enables
strong connections between online-to-offline
(and reverse), at scale.

Location based (LBS) in WeChat offers the
potential to; (1)Drive and track retail footfall,
(2)Encourage attendance at events/locations,
(3)Collect offline audiences to online (for online
CRM).
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Challenge: In order to improve the access to
cation-pased search and drive more onling to
offline search, WeChat has made Dianping more

accassible.

Summary. Tencent-invested "Dianping” (China's
top LBS rating/review application) has been
integrated into the main SEARCH function on
WeChat, allowing customers to do  location-
specific searches for restaurants, entertainment
and ather venueas nearpy.

Some brands even optimize consumption
axpenance by gwmng users some  incentives
[coupons, discount...)



Olay

Challenge: To celebrate wormen on Mother's Day, Olay teamed up with
"Didi Da Che" [call taxi app), to offer free skincare assessments at any Olay
retal counters in Beiiing, Shanghai and Guargzhou. Qualifying customers
got a free ride to Olay's counter by "Didi Da Che."

Summary. By reserving through the co-branded application on WeChat,
women in Being, Shanghai & Guangzhou were gven a coupon for
RMB100 free taxi ride by "Didi Call Taxi" to the nearest Olay location for a
free skin test. It's part of a larger effort by Olay to help celebrate beauty.

A Didh Call Tad™ with campaign ad on car On-boarding dhu QR code
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La Perle

Challenge: In order to counteract the movement of customers from offline
to online, luxury shopping mall, La Perle in Guangzhou, has developed a
srmart WeChat linked app.

Summary: Every month, La Perde features products from its tenants,
helping to bring online audiences back to malls for offine purchase.

From the 8th to 18th every month, select products are featured on the La
Pere's WeChat account. During the monthly campaign, users find the
products they want ...pre-order ...and then have 24 hours to go to the mall
for pickup - enjoying discounts of up-to 50%. A flash sales element creates
urgency to participate.
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S
PaQYmenTsS (SalLes)

WeChat has embedded a robust payments

function into its platform, allowing brands to

drive ecommerce from "accounts”, allowing

consumers to pay for a multitude of products
and services.

As of Feb 2015, WeChat has 400 million users
who have signed up for its mobile payments
system.




1 ol ] 5 ALY ]
., el NN

.
=

Q0 Tuangou

Pacific Coffes

Secan & Fay thru "Loyvalty Card”

IIH{RNEEE)

W

llsgogol MM MBI
B A S0 -

[%i*) F—RME1HE

(RSO | 20020

ﬂ ‘-h

Araciy Dangdang

&



All Bank Carca

Cradit Card
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Xiaomi

Challenge: Xiaomi has a famous "online only" sales model using flash
sales events for both marketing and sales purposes.

Summary: Xiaomi has made its online flash sales into big marksting
events and fun experiences for consumers. Using WeChat for the sales

events, Xiaomi creates a game of; [AWaiting for alerts about the "Snap-up”,
(BiGetting reservations for time-sales slots, (C)Playing games for further
discounts ... keeping audiences engaged at every step with fun content.
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WeChat

e

Challenge: Encourage more users to use WeChat payment

Summary. On May 20th, WeChat payment held a campaign named
"Transfer is message’, caling on users to transfer money o those who you
ove Instead just using words .. .to share a sentiment.

On that day, BMB400m lucky money was transfered. The most popular
transfer sums were "BMBS.20" & "BRMB13.14" .. expressing the sentiments
of "l love you" and "All my life, together with you."
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R
‘PUSH" aDVerl TISING

Early in 2015 WeChat launched is “push”
advertising offering to brands with a select few,
high-profile companies, including BMW, Coca

Colaand .....

The ads were sent to targeted audience
segments through its "moments” function,
directly into audiences’ social stream (much
like paid ads on Facebook).
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HELINTUINNTIE S BN Bl S

1. Content

Content remains the most important opportunity for brands. Creating a steady dialogue with customers (and
would-be customers), brands can keep customers informea about new products, offers and rewards. More
importantly, by creating quality content FOR audiences, brands can create a sense of “insider knowledge”
and true lovalty. Accounts built on strong content are the fuel for all activities instigated from WeChat.

2. Research, Focus-Groups

Brands and agencies are using "Chat” and "Walkie Talkie” features to conduct focus groups and surveys
with target customers...in real-time as audiences go thru regular routines. It's a lot more powerful to ask
someone a question at the right time and place. WeChat puts questions into context for brands.

3. 020 & LBS

WeChat is a great tool to link online & offline together and manage CEM. There are really interesting
opportunities to do "popup” retall, flasn sales ana product trials ...alerting followers nearby to attend on a

moment’s notice. And with payments inside WeChat, retail doesn't need to be linked to a traditional retail
location.

4. Selling thru WeChat

Payments systems have been set-up inside of WeChat and that makes it a (potentially) very powerful
channel for sales - linking social, CBM and ecommerce together into one tight ecosystem. A friend’s
purchase recommendation 1s only a couple clicks away from transaction paint.
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COMTacCT US

Chris Baker, Managing Director
Email: chris@toternmedia.net
Twitter \VeChat: Talktototem

L]

s
i (m]

Y;

rd Loass




