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. Overview



2020 WeChat Touchpoints c

As WeChat’s capabilities have expanded, the number of brand touchpoints throughout the WeChat ecosystem has dramatically increased.

Content
Sharing

WeChat Ads
Offline QR Codes Search
Referrals
Content Sharing WeChat Ads
Search

KOLs

Live Streaming

Referrals

— Identify

Service Account
Mini program

— Engage

— Convert
POS

O
E-commerce
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Initial Brand Touchpoints

In this report, we focus on the core
initial consumer touchpoints that a
follower will engage within the first
week of following the account.

Optimizing these touchpoints has
potential to increase acquisition,

binding rates, and conversions to

loyalty programs + purchases.

5 Core Initial Touchpoints:

Search & Acquisition

First 48 Hours

Service Account Menu Bar
Customer Service

E-commerce



5 Core Initial Touchpoints O

WeChat Search

48-Hour Journeys

The Menu Bar

Customer Service

E-commerce

+ Acquisition

+ Bindings
+ Conversions
- Unfollow Rate

+ Engagement Rate
+Bindings
+ Repeat Visits

+ Increase Loyalty
Unfollow Rate

+ Conversions
+ Repeat Purchases
- Friction

Optimize how a brand is found via WeChat search and set up a Brand Zone
to showcase all 15t party content.

Create personalized 1:1 journeys based on the follower’s status, CRM binding,
transactions and entry into the account. Drive action such as grabbing a coupon,
signing up for a loyalty program, binding PIl, or making a sale.

Design a menu bar that is focused on increased click throughs and repeat visits for
the consumer. Create custom menus for different user segments to increase
engagement and conversion.

Setup and deploy autoresponders to answer FAQs and help consumers navigate the
account. Offer a GPS store finder and a customer service mini program with a
combination of live and chatbot support.

Setup and deploy e-commerce mini program integrated with Official Account and
loyalty program. Offer WeChat pay and in-store pickup.
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Brands Included In Our Research

* Toillustrate these initial touchpoints, we gathered
statistics and case studies from a total of 67 Official
Accounts from 42 cosmetics and skincare brands

* Thisincludes 41 Mainland China Official Accounts and 26
cross-border accounts targeting Chinese consumers
outside of Mainland China in places such as HK, Australia,
Malaysia, and Singapore

*  We mainly looked at international brands as well as a
couple of Chinese domestic brands

*  Majority of brands are premium or luxury price points

To see a full list of brands included in this report, visit
the Appendix starting on page 67.

Brands Include:

&

CHANEL

ESTEE
LAUDER
TRIF=R

Estee Lauder

SEPHORA

Sephora

Lancome

MAC

CLINIQUE

Clinique

Giorgio Armani

DIOR

Dior

)
clé de peau
E

Clé de Peau

YSL Kiehl’s
Innisfree Laneige

NARS Givenchy
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Il. Brand Touchpoint Analysis



Initial Brand Touchpoints

Search & Acquisition



What is WeChat Search? = aec

WeChat (33) ®
Q Search
4:57 1 4G )
D Discover
. 7 Moments ﬁ
(;% Scan > 4:57 4G 1)
F & Shake < Search
A user of WeChat can access WeChat search from two
main portals. The first is found on the home page of T Top Stories
WeChat at the top and the second is within the discover ~ o— ¥
N
tab. From here a user can search all channels and S o
avenues for branded content and friend’s content. D i People Nearby oo
@ Mini Programs
a
‘ THEIMBAT
BEFE
" = @ » -
Chats Contacts Discover Me %EHE%
@ [} 2
_—
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13:26 all 4G @)

e o e WeChat Search Results

All Moments Official Accounts Article
13:25 all 4G @) -

—] ==
< Givenchy 8 Cancel =LANCOME =7

EWALE, =ZZBEFE,
All Moments Official Accounts Article

LRERY =

L) 28 ZFLANC _ =EEME..
ERFERERFLSREMNY, HRTRME N I e
1, AMMERID, EREBNSE, SREEY..
e S From the WeChat search results page a consumer can see all
S — 15t party content published by that brand along with the
= . . .
o ~ following information types:
@ ZB%%%H;{ @ ZE%%%HQ... \% '"% e READEF MEE29AEE
PRS 2R W = s =
2 usxnmfm E LJ_]] :
: P-m « Brand Zone
B7RS BAGEEY,  BARGMen HOEE «  Official Accounts
aps== T ¥320.00 FEAS‘Z N ¥695.00 -
e Mini programs
Official Accounts: Givenchy More HHNIHIS | Lancome= BN ZMEERH ~ o Linked prod ucts
.  RMERER X, FENARE
GIVENCHYL KA ve ﬁzuﬁz&* & lancome=EME M ENEESN, ... ° Recent artic|es

SVENHY (R Eta G RAEERAS S5 F19626 Bl3T
, UEBREHNE, HRREIE.. « Friend’s social posts
ZZANCOME|IZZ I, iR ER It =8

Moments: Givenchy More
VBB - s— ]

& Lin® 2013-7-21
..i&#Label For Less, M%Z TR amhea0
Chloe. Givenchy. Kenzo. Christian...
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WeChat Search Results: Okay, Better, Best

o hEBEH T FF1:25 @©70omm
< O BEES 9 EUH

8 BRE Bm #WE ARSIV

TEE - ARE A
{BE EHerborist O

WK ETF1008%, (FEEETEAERE
BEXNREHFERE, BAhEE..

=ESE:
EEE - EF
» BEEERFZBEEME
R EEERREEENE
FEEZIATE A e
EEE - PRE D

B Armstrongguan NSRS 2013-8-12

SARAEREEARSY) o MEEEE. A
g, BEES MRTEERRS) . Z.

EEENEFME? BEESFRRE Aﬁ?"

R
B i EEE AE BER. BE.

ol FERE T T44:58 @ o[04

< Qs 9

8 BRE @Bm #E RS

YSLEF = £

‘BRERE, BRK. FB. AR, EE. Re.
EERNBERLME, BESIGHT, BHME..

~

ARS

YSLEB = EN
“EREE, ERW

2R ECICOND

YSLED =W E H
YSLEZ =4, 8. ik, B,

IRRS|ME T, MEFHIRAE, B..

BREE
RS
BAEE KA
ysl - BARE FZ )

TH4:32 (CaC NE kg
0 Bz O BUH

B&RE BEm ARS VER

EEBT= Guerlain

EEFT= GuerlainfA F1828F Y22
RERE, XEEEF=FPEET..

SEER = Guerlain

SEEFT = Guerlain WiZE—EE EE
FhHRAE, WFENLER!

BREE

Key Highlights:

1. Okay: Optimized search shows
1st party content on top

2 . Better: YSL Brand Zone occupies
entire area above the fold, driving
traffic to 15t party content

3. Best: Brand Zone with cover

image set up for arich viewing
experience
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WeChat Account IDs

WeChat ID: Optimizing the account ID increase exposure and gives the account credibility, helping it stand out from fake accounts.

Account ID
includes
brand name

/

13:28 il 46 @)
X RXFARS
RRSEN

innisfreef™ @I58, RAZTWEM, &2
HER, VSIS ESE, AKSHER
EEREBERA.

WeChat ID

innisfreefamily

Account Entity

BERFAXFFERZERLRE)

BRI
® BRI

Service Hotline

4009209238

AccountIDis
just random
numbers and
letters making
it difficult to
search

/V

FEZLIREHRS S

WeChat ID

gh_d89dd38a72d0

Account Entity

FHETRR S EIRAE]

BRI
®F&=

il 4G @) 13:28 il 4G @)

X XFARS

PRSEN

ALY BRI AR R B EC DA MR 85 H2 3R 8l
I TF1851F, THERMEKN@EHEN
BE™H, RAMEEREDHER. B
REKEARR, BMERRIEWLR
iE=N

WeChat ID

kiehlschina

Account Entity

ER3EHE (FE)BRAE)
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| WeChat Search - Beauty Brand Results (1/3)

Optimized ID

Mini program Linked Search

Brand Zone

Optimized ID

Mini program Linked Search

Brand Zone

Shiseido

No

Yes

No

Kiehl's

Yes

Yes

Yes

@
clé de peau

CLE DE PEAU
BEAUTE
Yes

No

No

LOREAL

L'Oreal Paris

Yes
Yes

No

/
[PSA

IPSA

No

Yes

a # »
shu uemura

Shu Uemura

Yes

Yes

Yes

*  90% of brands have optimized IDs

e 80% have an MP in search

e ONLY 19.5% have a Brand Zone

NARS

Yes

Yes

No

Biotherm

Yes

Yes

No

Lancome

Yes

Yes

Yes

ESTEE

LAUDER
RIFZE

Estee Lauder

Yes

Yes

Yes

Giorgio Armani

Yes

No

No

MAC

Yes

Yes

Yes

Yves Saint
Laurent Beauté
Yes

Yes

Yes

=

LAMER

Yes
Yes

No
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| WeChat Search - Beauty Brand Results (2/3)

Optimized ID

Mini program Linked Search

Brand Zone

Optimized ID

Mini program Linked Search

Brand Zone

ORIGINS

Origins

Yes

Yes

No

Laneige

Yes

Yes

No

CLINIQUE

Clinique
Yes
Yes

No

NN ER

Sulwhasoo

Yes
Yes

No

o oo
o o
=™
= —

BOBBI BROWN

Yes

Yes

::5?»:«3
ETUDE

HOUSE
PRZE

ETUDEHOUSE

Yes

No

No

Jo Malone

Yes
No

No

Givenchy

Yes
No

No

TOMFORD
BEAUTY

TOMFORD
BEAUTY

No
No

No

DIOR

Dior

Yes

Yes

No

Lab Series

Yes

Yes

No

GUERLAIN

Guerlain

Yes

Yes

Yes

innisfree

innisfree
Yes
Yes

No

Benefit

Yes
Yes

No
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| WeChat Search - Beauty Brand Results (3/3)

&
OLAY SKI e @ SR, Fh0h e
maxam

Olay SK-1I La Prairie NIVEA BEEE =g 74

Optimized ID Yes Yes Yes Yes Yes Yes Yes
Mini program Linked Search Yes Yes Yes Yes Ve No No
Brand Zone No No No No No No No

@ [ “' A‘l;\il‘(“-)]‘{HI)lN('v

CHANEL SEPHORA Watsons 8= EXFE CLARINS
Optimized ID Yes Yes Yes No Yes Yes
Mini program Linked Search Yes Yes Yes Yes Yes Yes
Brand Zone No Yes No No No No
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One Month WeChat IndeX (s.mpling of Brands) C

Creating a WeChat brand zone and optimizing

— WeChat content can help increase a brand’s index
results
12,000,000
10,000,000
Index Ranking:
8,000,000 1. Estee Lauder
2. Chanel
6,000,000 . 3. Loreal
4. Shiseido

7. Sephora

2,000,000

o 5. Clarins
4000000 — N 6. SKI
”\ —
\

0
5333333333333 33333535353328888888¢4
zz22Zzzzzzz2zz223222z2Zz2zzzzzQQ0000000920
0O O 9 N MO & 10 O N O 060 O <4 N O F 10D 0ON 0O 068 O W N ™M < 1 0 N ©O O
s v~ v v v v v e 1 AN AN AN AN N N N N N YNoMm
==FsteelLauder ===Shiseido Loreal Clarins SK-II e==Chanel ===Sephora
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WeChat Search Highlight: YSL

Key Highlights:
ol FERE T T44:58 @ Q9 [)4 wll FERE = T44:56 @ 9 [0)4
< Cysl o EUH < () )

1. Full screen official

2 PBERE Bm HE ARSIV
@ YSLR B 2 4 MRIRFEME Brand Zone for easy

YSLEZ = £
T consumer access
“BRAE, BRN. FB. D, BE. R _ 1
ERRNE LRI, HESITET, SHM.. BRASR
O = -

2RE — 2. Mini program access

YSLEZ =24 A—ZM[H 9:00-21:00 -

“EREE, BRR WG

AT . .
i A “ERWE, BREC. F8. 1. 5%, k8 ARSER O 3. Service offerlng
IJ\#EE EDBS | e 04 AT L - \
FEEERNSER MMM, BASIHMET, BA.. YSLEB ZEHK

YSLEZ =24, T8, sk, 84

@ YSLE B2 EWE AR shortcuts

PAREIY T, INEIRASHORAS, B AEss " .
wxeas S s 4. YSL brand service page
RS
EHEE KRB 5. Intro to best selling
e .. products for fast
ysl - AR 53 P . S purchase
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WeChat Search Highlight: SEPHORA

wl FERZH T TF4:42 @ 9 [+ o FERBEH T44:44 @ 0 T+

< “E= 9 EUH UER=H#ZF o | @

2% MRE MEE A0S X3 SEPHORA e Key Highlights:

SEPHORA%£ %= ﬁsspuocug

SEPHORAL % 2 L1 S Pk -5 E R FARS, I iR W ” i
(LVMHBEF@HE, HERRERAE AR, o R 1. Brand Zone that fills the

ERHORA Erp e =PJ]=:E >4 EE—Ex
Ane . SEPHORAZLR 2 whole screen.
SEPHORA% % 2 PO 4 Ao SEP"f{;;W‘/ghm(a%/'
B3N, ESFE. B3R, R BIANE A b Ll

|

FESEPHORA! “‘[ﬁaﬂ%
SEPHORAZ 3 10 @M I i - 5 E IR R BR 5T (L i
NERF VMH)IE R 248, REIRMERMS LS. ..

g | ¥ g 2. Link to the mini program

e via the Brand Zone search
£ ,SEPHORA SEPHORA reSUItS.

SEPHORA% 32 " Z A
O == ES5B. E2R, R BRES v S AL
FESEPHORA! 7 u.\f ‘y\—‘

X

/4

3. Access to the Gift card
Mini Program for direct buy

BAREE 238

FXRAM9I:00-PM22:00

BRSS
QUEEN . ey
e T . HEE é,fﬂ | KRG E /SOClaI glftlng.
@ i ARSER . i
L ]
SEPHORAZZR= BRI R, RERKT
223~ - AR 24
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Best In Class: Guerlain

w! FER T T44:32 @ 9 )4 ol FERE T TH3:41 @ o @)
< i 0 EUH ¢ LEERS e

£ BRE @ Bm  2ARS iER

SEE = Guerlain
BEEX
BEHR=E A28 M
B 75 Store TIESM

SEEF = Guerlain

EEPF=Guerlainia F1828FE I E 2R
MENLE, XTEERF=FEES..

SEEYT= Guerlain
SEETZ Guerlain WRE—EE LB
FHRTE, WRERLERL!

BREE

ol FE®E T T43:42

o Guerlain ;ZEifF=

GUERLAIN @
= =

BEANEMREMNE17,560T M FERY HE KL

lfmc_mmi

Key Highlights:
1.Brand background image

2. Offering of direct service
through mini program

3. Redirect, via one click, to
campaign mini program
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Initial Brand Touchpoints

First 48 Hours



What is the “First 48-Hours”?

48-Hour Welcome Journeys can be deployed to
increase CRM mappings, increase loyalty signups and
decrease unsubscribe rate.

What is a 48-Hour Journey?

During the first 48 hours after someone follows a WeChat
Official Service Account, the account can send that user an
unlimited number of messages and content, meaning that brands
can create customer journeys similar to an automated email
sequence.

What’s more, this series of messages can be customized
depending on how that person entered the account or based on
whether they are a customer or loyalty member.

The responses and engagement with this series of messages help
the brand tag the user, group them, and know which type of
content to send them, as well as drive the user to take immediate
action such as making a purchase or joining a loyalty program.

Nivea i

W 4G @)
< SEPHORAZ X = 2
12:58 o 4G @)
< IRAEHENIVEA 2
Hi Sunanda, @&t ESEPHORA
— wE) .
@ FEFEELVMHERE 1252 il 4G @)
WL IR BT E HREARE ! R EBNTNARERm@A e
BAER, RAGHBENMPR gEWrEES, 87 S SEPHORAZR = L
B, 100%EREE!
LOIIANEEEZRGR:
ENe] i85 584458 . ”
£E. [RERY] REER, BFE
LBEBERATE: X% BiEE. BEEA.

FEESEHIRERE
WX =EM. APP,
bulnky) by 8

€ SUEMESE,
% 100%51L!

E P uEZNEFEL
U S S At R Y
BIZIFFBEN Z HRk>>

I
I IRFE! kS
3, BARETLE
PIUBEE>>

ShmE -k

EREA - igehiE - hpiEs

Nivea’s Welcome Journey is poor, with only a simple welcome
message lacking any CTAs. Sephora, on the other hand, has an
engaging multi-message 48-hour journey that drives users to sign
up for their loyalty program and win prizes.

REEH, FRBEIES!
PIUNEE>>

[vsk] “£E=ZDKETRXS”
T KEFRE, mild
8, XTER~REFILFME
RU! LIUBEE>>

[ZiEds]] REEH, BH
RE! BHIEE. BEVA.
REEA, FREEZES!
PIUNEE>>

[NEsk] 423K = KBRS
T KEFE, Rilk
18, BTER~FEFALFIRAE
R PLIUEE>>

= ;iE = fE a4
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48-Hour Journey - Key Criteria

Avg. Message Volume

Has Personalized Content

Includes Interactive Journey

Pushes to Binding

1.2

12%

78%

68%

Within the first 48-hours a user follows the account, the brand can send them an
unlimited amount of messages. Most brands are vastly underutilizing this
feature. At a minimum they should send 4 messages during this time period.

48-hour journeys can be customized depending on how that person entered the
account, based on whether they are a customer or loyalty member, as well as other
criteria. Personalized journeys are more relevant thereby driving more engagement.

The 48-hour journey includes hyperlinks, mini program cards, an automated survey, or
other interactive features that encourage the user to engage with and explore the
account and helps the brand build a user profile.

Journey content incentivizes user to immediately bind their WeChat Union ID or PlII,
allowing the brand to access more information about the user and track all their future

actions.
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48-Hour Journey Highlight: CHANEL

ol FERE =

<

@

T43:49 @ O ()

BERIEEZEBKSXER X

R REERILIBEEKSE
@cﬁ:ﬁﬁ?ﬁﬂ1§$éo
&L ﬁfﬁﬁmﬁﬁﬂﬂ, FREM—7
SR 2R,

W=, BARAG“ITRE"?
IERILTRR (WERT,
FHRH%)

I, MR

B/ T HRRESRIE 2RE

all FERE T T44:15

0 BRI\ GEEKEE.. o O

AMERILEZEBKEEXERER

WHEMLICE, ERFRIMNFNSHSBWINBIECHFNS
B

e B>

ERAMESHESR
FHSH* SRENEDIERS
JOTIERS*

CHANELIR &= i F1RM S R KRS K B MRS EE
HTAGER (BfEgs. BRIESHBE) HRNAENR
2t ZFEEREEELSNLEEEREREEE
MERITEME. (RETFIM EABNNFTE, JAITHE
SHEBH T ANEBANUTERN/FRIMIE=T R
SiRME, BANERLBERPHRIFHER.

FARBEZER)LFRREDER.

@ O mm)

(1] EF'E]*;E}J

X

= FHF4:16

W — R fReIRAR B

e'J
e

HIEEEHRE ThSZK

N'S
vEAU
CHANEL

KIRREFER

/\EéAﬁ%E IEHHQ)HEY{Z’SQAAt

Key Highlights:
1. Membership Binding

2. Redirect to Mini
Program

3. Survey and
recommendation
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48-Hour Journey Highlight: GIVENCHY

ol FERE) T

<

@

HILEFEENCRFEIEZ
ik

e
it
B
biid

BERLE

ELIEN

ol FEBH T FFan2 @ o mm
X RGEM

GIVENCHY

-

MIIANC R B EME!

MEHFRMALHAZRAR, G LEIEHR!

MEE
ns—

F M

LRl

RERFENEERER, BAEHREERF
RYPE !

BERMAFINS SRERQIFR

BTG F A2 0IERD

ol FERE T
X
=yl

LRHEEN

TF4:12

mIEELE

eRFHEL TRERR) BEER
—ERIBEBFNEERY

Key Highlights:
New product promotion
Membership Binding

Redirect to Mini Program
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48-Hour Journey Highlight: Serge Lutens HK

-l Sune v 0 LR )

L4 Sergelutens B8 &

. B X Serge Lutens BAW
Al faRxEElSeNe,

LA~ E 28 Serge Lutens 1)

L]
IHMEN
2. 0oty Exsentals HIREM
AKX RAEN? R
1%, Nl Serge LunersN¥ 5
=

©

3 Secton dOr RELBIRH

& Geatto-Clol BEM B

User fills in registration form at s g
offline store and scans auto- T AU BASAEN

binding QR code to follow OA

User receives welcome
message with product
keyword instructions

il FEBE T 10:33 8@ 69%m)

< SergeLutens & ;& B8

- 8

Collection Noire 2%AR 51

9

y
BEES | BSFNumbered Edition F 44
ZREN
BB EIE? SERGE l f
LUTENS SR A 1t »

La vierge de fer % E& | BTl
HTHEEE

RIVAR HeLER aNEN

User sends keyword for

product reference to receive

product related content

. Daisy, BEERNE, Bif—5T
fi# Serge Lutens (A R 7132
WIBIEE Serge Lutens B[ ER R
BT ENEMRERRY, %
ST EBFENHE,
REXBFLYIXE F749 Serge
Lutens BB {436 2 fik .

User receives invitation for an in-store visit

l+12h

Bl Daisy, ERIERNE, BiE—%
T & Serge Lutens (AL R T 15
? FAEARSEENITN, S
2 5Z,

User receives KOL article to learn more
about the brand

l+16h

R R A LA B F Serge Lutens
E|TEIBIRE Serge Lutens Rt
EEB? 2Z T bt T R
—7T Serge Lutens & @{R3 Z i,

User receives message encouraging them to
share the account with their friends and bring
them along for an in-store visit as well



Best In Class: Sephora

ol FEBE T

<

TF43:50
SEPHORA% %= L

Hi S&FIety, =gt
SEPHORAZ <= !
REEELVMHER R ER TS H],
LR EBTTRERMME, B
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N
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| RES

4184

Key Highlights:

1. Nickname in message 2. Reminder Messages 3. Membership Binding
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K& BHMEE. BBPA.
REEH, ARBRIES!
PIUENEE>>

[NEx%) “ 23X =KE RS
AR KEEE, HEE
#5, XPMER~FEFILEMRFE
R PLIUAEE>>

[ZErL) REER, HiE
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4.New product promotion 5.Redirect to mini program
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| First 48 Hour Experience (/)

Number of Messages Sent

Advanced Journey

Includes Binding

Number of Messages Sent

Advanced Journey

Includes Binding

Shiseido

No

Yes

No

Yes

@
clé de peau

CLE DE PEAU
BEAUTE
1

No

No

LOREAL

L'Oreal Paris

No

Yes

/
[PSA

IPSA

No

Yes

a # »
shu uemura

Shu Uemura

No

Yes

Yes

Yes

Biotherm

No

Yes

Lancome

No

Yes

ESITEE
LAUDER
RIFZE

Estee Lauder

No

No

Giorgio Armani

No

Yes

MAC

No

Yes

Yves Saint

Laurent Beauté

1

LAMER

No

Yes
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| First 48 Hour Experience (/3

Number of Messages Sent

Advanced Journey

Includes Binding

Number of Messages Sent

Advanced Journey

Includes Binding

ORIGINS

Origins

No

Yes

Laneige

Yes

CLINIQUE

Clinique

No

Yes

Sulwhasoo

No

Yes

o oo
o o
=™
= —

BOBBI BROWN

No

Yes

'\SQ“
ETUDE

HOUSE
PRZE

ETUDEHOUSE

No

Yes

Jo Malone

Yes

No

Givenchy

No

Yes

TOMFORD
BEAUTY

TOMFORD
BEAUTY

No

No

DIOR

Dior

No

Yes

Lab Series

No

No

GUERLAIN

Guerlain

No

No

innisfree

innisfree

Yes

Benefit

No

Yes
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| First 48 Hour Experience (33,

Number of Messages Sent

Advanced Journey

Includes Binding

Number of Messages Sent

Advanced Journey

Includes Binding

OLAY

EREH

Olay

No

Yes

T

CHANEL

Yes

Yes

SKII

SK-II

Yes

No

SEPHORA]

SEPHORA

Yes

Yes

la prairie

La Prairie

No

Yes
Watsons

No

No

NIVEA

No

No

&=

No

Yes

[E
HERBORIST

No

No

MAOGEPING

EXF

No

Yes

— &
o W
@

Ehnis 7
1 1
No No
No No

CLARINS

CLARINS

No

No
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Initial Brand Touchpoints

Service Account Menu Bar



Service Account Menu Bar- Key Criteria

It may seem like common sense, but the most important elements of a good menu are:
» Useful functions that match the purpose of the account
* Logical layout and clear categorization

As a Service Account, your main purpose is to provide services to your customers, therefore
you want to make sure that your key services are easy and intuitive to find.

Membership Binding

Includes a Mini Program

Access to Customer Support

90%

95%

48.8%

One of the main KPIs brands should measure is how many users have bound their WeChat Union
ID and PII. Once users are bound, we can gather much more data about them and provide more
relevant content and offers. Therefore brands should be sure to include this in the OA menu.

If the Official Account is the home base, the hub, then mini programs are the spokes. Mini
programs by nature are meant to be convenient for consumers to use and should be easily
accessible in the menu.

As the name implies, one of the key things a Service Account should offer is easy access to
customer service, and this should be clearly found in the menu bar. Avoid creative names and
simply label it as customer service so as not to confuse users.
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Menu Bar Structure Highlights: Kiehl’s

[MP] Star Products

[MP] Store

‘ Credit

Store Locations

[MP] Christmas Gift

‘ Member Center

All Series

K Trials

‘ Redeem Credit

Recycling Bottles

Reserve Service

Customer Service

Brand Story

Paid Trials

‘ Member Center

Explore Kiehl's

K Benefits

Key Highlights:

1. Membership service
2. Customer Service

3. E-commerce mini program
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Menu Bar Structure Highlights: Estee Lauder

‘ Fans Club

[MP]Member Center

[MP] Redeem Credit

[MP] Store I

Recent Events

I ‘ IMP]AERIN I [IMP] Store Service

Star Products

I ‘ Store Locations I ‘ Customer Service

Promotions

I ‘ Official Stores I ‘ Member Benefits I

Key Highlights:

1. Event and product promotion

2. E-commerce mini program and
offline store locator

3. Customer service, membership
service and community
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Menu Bar Structure Highlights: CLARINS

‘ My Account

‘ My Benefits

Brand History

‘ Best Sellers
Customer Service ‘ Official Store I ‘ All Series
‘ Nearby Stores [MP] Brand Store I ‘ Tips

‘ Redeem Credits I
4
)

‘ Member Center ‘ Store and Trials

Skin Care Expert

Key Highlights:

1. Customer service

2. E-commerce

3. Brand and product introduction
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Menu Bar Content Highlights: YSL
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Key Highlights:

Membership binding and redirection 2. UGC product review mini program to create community
engagement 3. Access to mini program store
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Menu Bar Content Highlights: Estee Lauder
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Key Highlights:

1. Community center for content sharing / engagement 2. Access to mini program store for quick
product lookup and purchase 3. Membership point access / loyalty program
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Menu Bar Content Highlights: Watsons
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Key Highlights:
1. Membership program access 2. Customer service mini program (Customized with anime characters!)
3. Mini program stores integrated with loyalty points



| Service Account Menu Bar 3

Membership Binding

Mini Program

Customer Service

Membership Binding

Mini Program

Customer Service

Shiseido

Yes

No

Kiehl's

Yes

Yes

@
clé de peau

CLE DE PEAU
BEAUTE

Yes

No

LOREAL

L'Oreal Paris

Yes

Yes

/
[PSA

IPSA

Yes

No

a # »
shu uemura

Shu Uemura

Yes

No

NARS

Yes

No

Biotherm

Yes

Yes

Lancome

Yes

Yes

ESTEE
LAUDER
ki

Estee Lauder

Yes

Yes

Giorgio Armani

Yes

Yes

MAC

Yes

Yves Saint
Laurent Beauté

Yes
Yes

=

LAMER

Yes

Yes



| Service Account Menu Bar 3

|= BOBBI o
TOMFORD innisfree
ORIGINS CLIN]QUE BRUWN .
Origins Clinique BOBBI BROWN Jo Malone ngﬁ?\R(D Lab Series innisfree
Membership Binding Yes Yes Yes Yes No No Yes
Mini Program 2 1 2 1 0 1 4
Customer Service Yes No No Yes No No No
'\SQ“
I!(\)\l!;l iR 3
Laneige Sulwhasoo ETUDEHOUSE Givenchy Dior Guerlain Benefit
Membership Binding Yes Yes Yes Yes Yes Yes Yes
Mini Program 1 2 1 2 2 1 2

Customer Service Yes Yes No Yes Yes No Yes



| Service Account Menu Bar 3,

Membership Binding
Mini Program

Customer Service

Membership Binding
Mini Program

Customer Service

OLAY

EREH

Olay

Yes

No

T

CHANEL

Yes

Yes

SKII

SK-II
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No
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SEPHORA
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No
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La Prairie
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W
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Initial Brand Touchpoints

Customer Service



Customer Service - Key Criteria O

General Auto Replies

GPS Store Finder

Commerce Auto Replies

In-Account Live Support

Menu Bar Support Access

Customer Support Mini Program

54%

76%

17%

54%

56%

68%

Brands should set up as many autoresponders as possible and constantly be updating
autoresponders based on new keywords being sent by users. Autoresponders can come in many
formats including text, images, and mini program cards.

Make it easy for consumers to find nearby offline stores locations. This is
particularly useful for travelers.

Create autoresponders specifically related to products, sending the user a website link or mini
program card taking them directly to that product’s page.

The best and most convenient option for users likely to generate the greatest customer
satisfaction is live support right within WeChat. With live support in WeChat, brands can archive
those conversations and attach them to the user’s WeChat ID for future reference.

One of the key things a Service Account should offer is easy access to customer service, and this
should be clearly found in the menu bar. Avoid creative names and simply label it as customer
service so as not to confuse users.

A customer service mini program is the best solution because it can be supported by a mix
of autoresponders, customized chatbots, and live support.
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Auto Reply Highlight: Innisfree
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Live Support Highlight: Chanel
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Key Highlights:

1. Live chat with
beauty associate

2. Message with
online store link

3. Satisfaction survey
after chat
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| WeChat Customer Service (1

%ﬁ% clede pea {PsA 3;:‘"
Shiseido CLEIIE):UF:IFE\U IPSA NARS Lancome Giorgio Armani La::;ftssti_gtj g
General Auto Replies Yes No Yes No Yes Yes Yes
GPS Store Finder Yes Yes Yes Yes Yes Yes No
Commerce / Product Auto Replies No No No No Yes No No
In Account Live Support No No No No Yes Yes Yes
Menu Bar Support Access No No No No Yes Yes Yes
Customer Support Mini Program Yes Yes Yes Yes No No No
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| WeChat Customer Service

ESTEE
LAUDER e — 1A MER S
BiF=8

e
- shu uemura

Kiehl’s L'Oreal Paris Shu Uemura Biotherm Estee Lauder MAC LA MER
General Auto Replies Yes Yes Yes Yes Yes No Yes
GPS Store Finder Yes Yes No Yes Yes Yes Yes
Commerce / Product Auto Replies No No No No Yes No No
In Account Live Support Yes Yes No oS Yes No Yes
Menu Bar Support Access Yes Yes Yes Yes Yes No Yes
Customer Support Mini Program Yes Yes Yes No Yes Yes Yes
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| WeChat Customer Service

o oo
o o
=™
= —

ﬁ I= g JoMarone TOMFORD innisfree
ORIGINS CLINIQUE - an BEAUTY

TOMFORD

Origins Clinique BOBBI BROWN Jo Malone BEAUTY Lab Series innisfree
General Auto Replies No No No No No No Yes
GPS Store Finder Yes Yes Yes Yes No No Yes
Commerce / Product Auto Replies No No No No No No Yes
In Account Live Support Yes No No Yes No No No
Menu Bar Support Access Yes No No Yes No No No
Customer Support Mini Program No No Yes Yes No Yes Yes
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| WeChat Customer Service

oo ]
3 % s
HOUSE TEY T

Laneige Sulwhasoo ETUDEHOUSE Givenchy Dior Guerlain Benefit
General Auto Replies Yes No Yes No Yes Yes Yes
GPS Store Finder Yes No No Yes Yes Yes Yes
Commerce / Product Auto Replies Yes No No No No No Yes
In Account Live Support Yes Yes No oS Ve No Yes
Menu Bar Support Access Yes Yes No Yes Yes Yes Yes
Customer Support Mini Program No No Yes Yes No Yes Yes
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| WeChat Customer Service s

%)
oLAY SKII - @ $y0p
@]

Olay SK-1I La Prairie NIVEA BEEE =g 74
General Auto Replies Yes Yes No No No No No
GPS Store Finder Yes Yes Yes No Yes No No
Commerce / Product Auto Replies No Yes No No No No No
In Account Live Support Yes Yes Yes No Yes No No
Menu Bar Support Access Yes No Yes No Yes No No
Customer Support Mini Program No Yes Yes No Yes Yes Yes
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| WeChat Customer Service/

CLARINS

@ SEPHORA Z, CARSIAN
REZ

CHANEL SEPHORA Watsons 8= EXFE CLARINS
General Auto Replies Yes No Yes No No Yes
GPS Store Finder Yes Yes Yes No Yes Yes
Commerce / Product Auto Replies Yes No No No No No
In Account Live Support Yes No Yes No No Yes
Menu Bar Support Access Yes No Yes No No Yes
Customer Support Mini Program Yes Yes No Yes Yes Yes

WeChat Beauty Brand Analysis| 51



Initial Brand Touchpoints

E-commerce



E-commerce - Key Criteria O

Mini Program

Website

JD Store

Offline Pick-up Allowed

WeChat Pay

Free Sample Application

Advanced Features

66%

41.5%

4.9%

0%

85.4%

24.4%

22%

Mini programs are the best option for e-commerce on WeChat. They are easy to use, can be
created quickly for limited drops and flash sales, are fully customizable, and integrated with
WeChat Pay.

If a brand does not have a WeChat mini program store, it should, at a minimum link to its
website store, although this user experience isn’t nearly as good as a mini program.

Because of JD.com'’s partnership with Tencent, this is another option for brands that don’t yet
have a mini program store. What’s good about this option is that items sold on JD tend to appear
at the top of WeChat Search results.

Convenient option for items that the consumer might need right away such as groceries as well as
for expensive luxury items that the consumer may not trust to be shipped.

Offering WeChat Pay is crucial for e-commerce sales on WeChat. Lack of WeChat Pay integration
will cause a severe reduction in conversions.

Offering free samples through WeChat is not only a great way to get your product in the hands of
consumers, but it is also an excellent opportunity to capture user data and bind their account.

Advanced features could include virtual AR product try-on, lucky draw games, registration for
offline skin test appointments, pop-up shop visits, etc.
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E-commerce Highlight: Shiseido

wll FERE 46 TF43:55 @ o mm) Wl FERE 46 T43:53 @ o mm) all FERE 46 T43:56
X BEEMME - SHISEIDO? < BHEESHISEIDOZE... o= © B4 SHISEIDOTE. ..
JHIJEIDO FEMBE BE RS RZ BRI R .
Key Highlights:
8 iy SHUEIDO 4y ey Highlights
B onensans
A Y
1. WeChat store
HE1EE M G EmY
I o V 2. Makeup try-on mini
T e BRRKER 1. ¥1,140 ‘ il ’
B | = SRNEE Rl Rt A program
= & ..
ESERS. Sy e P~ ' P 3. Member center mini
program
@ = @

HiTE R LS TIESM J-BeautyzEiia) MR

NREE— A, - 0000000 ] S 4. WeChat Pay
*

a, BE NAH

IE FIRE P =
Q[ZEEEE LG R & wENRE
H, D1 T IE

BIZI R Z

WeChat Beauty Brand Analysis | 54



E-commerce Highlight: SK-II
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E-commerce Highlight: SEPHORA

oll PERE) 46

T43:50

SEPHORA#%E = e ®

© =
BREZRR

REMAE LT RFR
¥110

SK-II
SK-IHA AR EBIFELE. ..

¥1360

mt
=1

LRE
LERFRBIURPENE...

¥535

“xR=
L= =R AENLEIE

¥64.5

]

eeeeeeeeee

ol PERE 4G T43:48

Points
1. WeChat mini program store
2. Game mini program
3. Free trial application

4. WeChat Pay
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| E-commerce in Service Accounts (4

%ﬁ% clede pea {PsA 3;:‘"
Shiseido CLEE:JTEEAU IPSA NARS Lancome Giorgio Armani L vesSaint
Mini Program No Yes No No No Yes Yes
Website Yes Yes No Yes No No No
JD Store No No No No No No No
Offline Pick Up Allowed No No No No No No No
WeChat Pay Yes Yes No Yes No Yes Yes
Free Sample Application No Yes No No No No No
Advanced Features Makeup try-on No Skin test No No No No
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| E-commerce in Service Accounts )

e
- shu uemura

ESTEE
LAUDER e — 1A MER S
BiF=8

Kiehl’s L'Oreal Paris Shu Uemura Biotherm Estee Lauder MAC LAMER
Mini Program Yes No Yes No Yes Yes Yes
Website Yes Yes No Yes No No No
JD Store No No No No No No No
Offline Pick Up Allowed No No No No No No No
WeChat Pay Yes No Yes Yes Yes Yes Yes
Free Sample Application Yes Yes No Yes Yes Yes No
Advanced Features No Prize questionnaire No No Pop-up store No No
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| E-commerce in Service Accounts 5/

innisfree

@_ |= BOBBI BT
BROWN oo ToMEQRD
ORIGINS CLlNlQUE #-8n

Origins Clinique BOBBI BROWN Jo Malone TCB)EAABC_)I_\R(D Lab Series innisfree
Mini Program Yes No Yes Yes No Yes Yes
Website Yes Yes No Yes No No No
JD Store No No No No No No No
Offline Pick Up Allowed No No No No No No No
WeChat Pay Yes Yes Yes Yes No Yes Yes
Free Sample Application Yes No No No No No No
Advanced Features No No No No No No No
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| E-commerce in Service Accounts 4

[,“737}2,”7@ .
3 % s
HOUSE R % B %

Laneige Sulwhasoo ETUDEHOUSE Givenchy Dior Guerlain Benefit
Mini Program No No Yes Yes Yes No Yes
Website No Yes Yes No Yes Yes No
JD Store No No No No No No No
Offline Pick Up Allowed No No No No No No No
WeChat Pay Yes No Yes Yes Yes Yes Yes
Free Sample Application No No No No No No No
Advanced Features No No Lucky draw Lucky draw No No Makeup try on
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| E-commerce in Service Accounts s/

Mini Program

Website

JD Store

Offline Pick Up Allowed

WeChat Pay
Free Sample Application

Advanced Features
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| E-commerce in Service Accounts

CLARINS

@ SEPHORA Z, CARSIAN
REZ

CHANEL SEPHORA Watsons Carslan Maogeping CLARINS
Mini Program Yes Yes Yes Yes Yes Yes
Website Yes No No Yes No Yes
JD Store No No No No No No
Offline Pick Up Allowed No No No No No No
WeChat Pay Yes Yes Yes Yes Yes Yes
Free Sample Application No Yes No Yes No Yes
Advanced Features No Check in game No No No No
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I11. Next Steps



Recommended Next Steps

1. Usingthe criteria we've provided, evaluate
your Official Account’s initial touchpoints

2. Onceyou’ve discovered key areas for
improvement, decide which ones would have
the most impact on your brand’s WeChat
KPIs and start there

3. OR-Review the chart on the next pagein
which we’'ve mapped out the business value
of these touchpoints vs. the effort it takes to
set themup

4. Then start with low-hanging fruit!
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| Initial Touchpoints: Business Value vs. Effort to Set Up

Business
Value

,_
)
H

Link MP Search

Update Menu Contents

I—————————————————————-»

[ Brandzone

Menu

v/ ;
Offline Pickup

Effort
(Business & Dev)

Search

Free Sample Collect
' Brandzone + Image

| Mini Program Store
Makeup Try On

48 Hour Journey

Customer Service

WeChat Pay

. E-commerce




Thank You

Contact Us:

www.chatly.com

| auren Hallanan

Email: Lauren@Chatly.com
WeChat ID: H1212118514

Tom Kruger

Email: Tom@Chatly.com
WeChat ID: tom_kruger
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V. Appendix: Full Brand List



Mainland China Accounts:

Brand Name Account Name

Benefit benefit I
Biotherm ZARXNER Biotherm

Bobbi Brown BobbiBrown& LYKz
Carslan RE=KMELFE
Chanel BRI EE=EBKEEER
Clarins CLARINS;ZEIFEIF
Clinique B Clinique

CPB Ak Z A

Dior DIORJHEISEME

Estee lauder =8

EtudeHouse ETUDEHOUSEfREZE
Giorgio Armani flIgfEArmaniBeauty
Givenchy ERHBEL

Guerlain EET=Guerlain

Brand Name Account Name
Herbonist {BEEEHerborist
Innisfree innisfreelidiF /XS
IPSA IPSAEZ D

Jo Malone Jo Malone LondontBI23j;
Kiehl's RIEREGKiehls

La Mer LAMERIGIE Z 1%
La Prairie LaPrairie3IRE
Lab Series LabSeriesBA{t
Lancome ZRELANCOME
Laneige =2

L'Oreal RRSEFESENIRE
MAC MACEER]

Maxam ZENNiFmaxam
Meogeping FEXFEMGP

Brand Name Account Name
NARS NARS

NIVEA YRLEFENIVEA
Olay Olay

Origins Origins{iiAR iR
Sephora SEPHORAZ£3=
Shiseido Shiseido ZEE
Shu Uemura ELNES

SixGod 7 fH#

SKII SK-II

Sulwhasoo EYIZS

Tom Ford TOMFORDBEAUTY
Watsons R E IR EBIF
ySL YSLEZ =1



Brand Name

Cross Border Accounts:

Account Name

BAREMINERALS
Biotherm

clé de peau BEAUTE
clé de peau BEAUTE
Estee Lauder

Estee Lauder Travel
ETUDEHOUSE
innisfree

innisfree

IPSA

Kiehl’s

Kiehl’s

Kiehl’s

Kiehl’s

bareMinerals&i&
BIOTHERMZE S
A Z SAE S
AR Z $AZEE
HrmEES
x173E—%

ETUDE HOUSERFEZ EEHD
ERIREEE K innisfree
innisfree Australia
IPSATE B

Kiehls& i
RHEREGEMKiehls
RIERECHTANIR Kiehls
RIS SR TKiehls

Brand Name Account Name
L'Oreal Paris EEREZREEE
Lancéme BELANCOME
Lancéme O,5FgIILANCOME
Lancdme ZFEEIMLANCOME
Laneige BB LANEIGE
NARS NARSEE

SHISEIDO BB &L E Shiseido
Shu Uemura BB ES
Sulwhasoo HEBEFTFESulwhasoo
Watsons WatsonsfE BB ECES
Watsons Watsons Malaysia
Yves Saint Laurent Beauté  YSLESELZERGEAL



