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Abstract : WeChat is an instant messaging service similar to WhatsApp developed by Tencent, one of China's largest and most
used Internet  service  portals.  This  paper  investigates  the  penetration  of  WeChat  among university  students  through a
questionnaire, analyzes the effect of brand influence, information quality, interactivity, opinions of opinion-leaders, promotion,
personal interests on the attitudes of university students towards WeChat marketing. This paper concludes that the penetration
rate of WeChat marketing among university students is generally high enough, WeChat has generally been accepted by
students as a way for businesses to market their products, and that all the above-mentioned five factors play a positive role in
the process of WeChat marketing. It also proposes that businesses could maximize the effect of WeChat marketing by focusing
more resources on the increase of brand influence, and the interactivity of WeChat contents and the use of opinions of opinion-
leaders.
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