
1Conclusion

This guide has equipped you with the necessary insights to 
effectively launch social media profiles that resonate with 
audiences across Asia. However, it is important to remem-
ber that creating these accounts is just the first step toward 
establishing a comprehensive digital presence. To ensure 
you have your digital marketing foundations established in 
Asia, it is vital to establish localised websites to complement 
your social media accounts. If you require assistance set-
ting up your social media accounts for Asia, please do not 
hesitate to contact our friendly team. We are here to help 
you navigate the complexities of marketing and engaging 
your audience in Asia to achieve your marketing objectives.  

CONTACT US
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Account creation on Asia’s most popular 
social media platforms

https://www.sinorbis.com/sinorbis-sales 
https://www.sinorbis.com/sinorbis-sales 
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REQUEST A DEMO

https://www.sinorbis.com/sinorbis-demo
https://www.sinorbis.com/sinorbis-demo
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Asia boasts some of the highest rates of social media usage 
in the world. Given the large populations of countries like 
China, India, and Japan, social media marketing becomes 
essential for reaching audiences throughout the region. 
Additionally, the unique digital ecosystems across Asia, 
characterised by a mobile-first approach among users, have 
made social media a primary means of communication. This 
also contributes to the varying popularity of different plat-
forms in each locale. 
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At Sinorbis, we believe it’s crucial for organisations to own 
their digital marketing assets. This ownerships ensures com-
plete control and visibility, allowing for comprehensive in-
sights into performance and the maintenance of consistent 
standards across the region. As a result, we have developed 
a guide to help you create official social media accounts on 
the most popular platforms throughout Asia, ensuring you 
have the tools you need to engage effectively. 
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97.1% of messaging and chat app users in India

Source: World Population Review, 2024 

https://www.statista.com/statistics/1311229/whatsapp-usage-messaging-app-users-by-country/
https://worldpopulationreview.com/country-rankings/whatsapp-users-by-country
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Source: Statista 2024  

https://www.statista.com/topics/2018/whatsapp/#topicOverview
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According to a Kantar study, globally 66% of 
online adults prefer messaging for business 
interactions, rising to 72% among those 
aged 18-34.

https://business.whatsapp.com/blog/getting-value-from-whatsapp-messaging-marketing-edition
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As the world’s most popular messaging app, it will come 
as little surprise that 70% of prospective Indian 
international students indicated it as their preferred 
social media platform for communication in QS surveys.

It is common practice in India to WhatsApp businesses 
and official organisations, as well as personal and profes-
sional contacts. When it comes to university recruitment 
activity, WhatsApp’s feature-rich platform — including 
SMS, voice, video, and photo and document sharing — 
is further enhanced by the relatively inexpensive cost of 
using it.

WhatsApp Business functionality allows universities to 
create an official account, set up automated messaging 
and create a profile linking to an official university web-
site or other comms channels. “Catalogues” to showcase 
university offerings can also be created within the app.

https://info.sinorbis.com/asia-atlas-for-university-marketers
https://info.sinorbis.com/asia-atlas-for-university-marketers
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Source: Tencent Holdings’ third-quarter financial report for 2023, ZDNet 2024, TechCrunch 2024 & Sign House 2021  

https://static.www.tencent.com/uploads/2023/11/15/e2d2db9b5d85f9904e51082f5e69e7c7.pdf
https://bloggingwizard.com/wechat-statistics/
https://bloggingwizard.com/wechat-statistics/
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studies suggest

https://epublications.marquette.edu/theses_open/471/
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Source: QS, 2022

https://blog.sinorbis.com/university-wechat-account-stats
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25WeChatSource: SCMP 2017

https://www.scmp.com/tech/apps-gaming/article/2090472/wechat-top-workplace-communications-app-90-cent-chinese
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198 million monthly active users

https://www.lycorp.co.jp/en/ir/library/presentations.html
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Source: LINE Corp, Company Data

https://linecorp.com/en/ir/library/
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Source: QuestMobile 2023, Douyin 2022

https://file.digitaling.com/eImg/uimages/20240202/1706853402934638.pdf
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44DouyinSource: QuestMobile 2023

https://file.digitaling.com/eImg/uimages/20240202/1706853402934638.pdf
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Ju Liang Suan Shu

https://trendinsight.oceanengine.com/arithmetic-report/detail/976
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Source: 2023 Douyin Annual Observation Report

https://file.digitaling.com/eImg/uimages/20240202/1706853402934638.pdf
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22 trillion yuan

80% growth

Data from 2023 shows that Douyin’s total 
e-commerce transaction volume reached 
approximately 22 trillion yuan, which is about half 
the scale of Pinduoduo, a well-known e-commerce 
marketplace in China.

Moreover, the president of Douyin 
E-commerce, Wei Wenwen reported an 80% 
growth in transaction scale over the past year.  

https://36kr.com/p/2710415557441671
https://36kr.com/p/2739833799928325
https://36kr.com/p/2710415557441671
https://36kr.com/p/2739833799928325
https://36kr.com/p/2739833799928325
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Source: Qian-Gua.com, 2024 

https://mp.weixin.qq.com/s/AigCvTm7B9muVQREmgOAqg
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Little Red Book users are enthusiastic about researching 
products and sharing daily life inspiration, resulting in a 
vast array of user-generated content such as product 
reviews. According to the Little Red Book Inspiration Mar-
keting 2022 Annual Platform Report, 81% of users are 
inspired to make a purchase after exploring content on 
Little Red Book. The top three content categories that us-
ers enjoy most from creators include beverages, beauty 
products, and technology & digital products. 

https://documentcloud.adobe.com/spodintegration/index.html?locale=en-us
https://documentcloud.adobe.com/spodintegration/index.html?locale=en-us
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This guide has equipped you with the necessary insights to 
effectively launch social media profiles that resonate with 
audiences across Asia. However, it is important to remem-
ber that creating these accounts is just the first step toward 
establishing a comprehensive digital presence. To ensure 
you have your digital marketing foundations established in 
Asia, it is vital to establish localised websites to complement 
your social media accounts. If you require assistance set-
ting up your social media accounts for Asia, please do not 
hesitate to contact our friendly team. We are here to help 
you navigate the complexities of marketing and engaging 
your audience in Asia to achieve your marketing objectives.  

CONTACT US
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