A EREmBEEM

] | | | | | I |

misia e LY - TR e - ur FES ol PHBS T F49PM -
L+ FSHANGXIAIR... =+ ® L TFSHANGXIARE... = @ T4 £ ARG @
B 7
«LI® oI
¥ 6RO ¥ 11800
[ HioER
g &
Yotk
¥11800 )
E Fi WA FE05E WHERE
s
ne

RtERMERE MENEFRBREFERPE28E
WeChat's Mini-Program Hit 280 Million Daily Active Users
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Since their launch in January 2017, WeChat's mini-programs have enjoyed explosive growth.
Luxury brands are able to create their own smaller “apps within the app”, enabling prospective con-
sumers to peruse and purchase without leaving the main WeChat application.

For luxury brands selling to China, mini-programs offer the potential to monetize on WeChat.
Since the middle of last year, a slew of brands including Longchamp, Gucci, Michael Kors and Fendi
has released mini-programs, testing out the potential of the new sales channel.

As of June 2018, the number of daily active users on WeChat's mini-program has reached 280
million, according to Yecao New Consumption, citing a new report released by mini-program re-
search agency ALD. 53 percent of these users are female and 68 percent of them have a bachelor’s
degree or above. Over 80 percent of users open a mini-program at least three times a day, and
more than half of them spend over 10 minutes on it.




