






well-known beverage company in Thailand.
WeChat's fun features coupled with Tencent's

strong marketing skillshave made the app popular
across different markets and helped the app's

popularity soar. User growth is one encouraging
sign for the tech company, one of several Chinese

Intemet companies that have ambitions to expand
their businesses abroad. "Successful or not, this

is an once-in-a-lifetime opportunity for Tencent,"
said Ma Huateng, co-founder and Board Chairman

of Tencent, speaking about Tencent's global
layout

Not easy
While boosting popularity among users outside
China, WeChat is faced with competition in the

SIMPLE AND SMART:
WeChat's user interface

global mobile-chat app market from WhatsApp,
Line and Kakao from South Korea.

WhatsApp announced in June it has racked

up over 250 million active monthly users world­
wide. Line announced on July 23 that it has

amassed 200 million global users, and Kakao
said in July that the number of its users has
topped 95 million. The four are bound to duke it

out in the global market

WeChat has made a splash in emerging na­

tions, especially in Southeast Asia, and has yet to

gain a foothold in a large developed economy
like the United States, a highly coveted market

By the end of September 2012, there were

100,000 registered WeChat users in the United

States, a distant cry from the numbers WeChat
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