
Case st udy

Dyson’s ‘All-in-One’ strategy coupled 
with versatility of WeChat’s Mini 
Program delivers seamless customer 
journey 

Dyson is a world-leading British 

luxury appliance brand renowned for 

its sleek product design and state-of-

art technologies. With the success of 

its first promotion on WeChat Mini 

Program, Dyson decided to evolve its 

platform further with an ‘All in One’ 

strategy, which combines variety of 

services into its Mini Program. This 

service ‘hub’ integrates the official 

Dyson WeChat store, its membership 

page, repair and support services, 

product guide, product registration 

and more, all within a single 

platform.

However, the push for an ‘All in One’ 

strategy was not without its 

challenges. The eventual success was 

underpinned by the versatility of 

WeChat’s Mini Program and the 

invaluable customer insights Dyson 

gained from analyzing its traffic data. 

Dyson implemented an ‘All in One’ strategy on their 
WeChat Mini Program to provide customers with a more 
integrated and seamless shopping experience, but they 
found that user profiles were too fragmented to 
accurately determine and answer the specific needs of 
different types of users. In addition, the numerous 
departments or ‘accounts’ all competed for exposure 
and a prominent place on the home page. 

The final issue was with so many accounts connecting to 
one ‘hub’, there was growing complexity in the rising 
demand for performance tracking. The growing volume 
of data and in requests for analysis resulted in 
multiplication of traffic flows and entry points, making it 
harder to conduct deep analysis and pull accurate data, 
insights and statistics. 

In order for the ‘All in One’ strategy to succeed, Dyson 
had to reassess the user journey rethink how all services 
could be held together by one ‘hub’ Mini Program and 
better address the needs of its customers.
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Firstly, Dyson categorized user profiles based on 
traffic insights gathered from its WeChat 
platform such as the frequency each user 
accesses Dyson’s Mini Program, to customer 
purchasing behavior and even the number of 
incomplete transactions etc. This analysis 
revealed to Dyson that a large portion of Mini 
Program users fell within the third category –
those selecting items to their basket but never 
completing the final payment stage. By
conducting trace analysis, they learnt that many 
customers in this category jumped to other e-
commerce platforms. The resulting insight 
implied that this category of users mainly use 
the Mini Program as a means to compare prices.

With this in mind, Mini Program developers 
brainstormed ways to better connect with these 
interested customers, but also find ways to 
boost customer retention on their platform. This 
paved way for the ‘All in One’ strategy and the 
revamp of Dyson’s Mini Program while adopting 
a more customer-centric approach. 

Dyson believed that fresh and relevant content 
would better connect a brand with its customers 
and ultimately drive higher sales. Key services 
that users can easily access from the home page 
include the search function, member 
registration, product registration, live streaming 
assistant and customer service to fully leverage 
the interactive nature of the social platform. 

SOLUTIONS

Dyson’s Mini Program is focused on the 
specific need of each consumer and 
troubleshoot their issues every step of their 
consumer journey rather than simply pushing 
users to completing a transaction via a hard 
sell approach. An example of this is a 
customer’s post-purchase experience –
customer service does not just stop after the 
purchase of a product. Dyson’s Mini Program 
helps alleviate post-purchase pain points 
through in-app reminders and ‘Ask Dyson’ 
blog posts, which answer customers’ FAQs 
regarding their products. The flexibility of the 
WeChat platform allows Dyson to easily 
create these services and provide key 
customers with effortless access to critical 
information.
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Dyson’s revamp of their WeChat Mini Program 
and their strategic and innovative use of the 
platform has resulted in major benefits for its 
customers. Fans have praised the new and 
improved Mini Program since the ‘All in One’ 
strategy was implemented, noting the 
integration of functions and services have led 
to a smoother and more seamless shopping 
experience. The ‘hub’ account is more user-
friendly, and there is a clear sense of 
guarantee and security during payment and 
customer service processes. As a brand self-
operated Mini Program, Dyson also has the 
flexibility to customize the look and feel of the 
platform’s interface and appearance, which 
has also resonated with their users.

As a result of Dyson’s Mini Program 2.0 and  
customer-centric approach, they experienced: 

• A 3 x increase of daily active users (DAU) in 
November compared to June of 2019

• A 52% decrease in bounce rate within the 
same period

• 1.7 x higher e-commerce conversion rate,

• 212% increase in GMV on Singles Day 2019 
compared to the GMV of the month of 
June,

• Increased sales on Singles Day, with sales 
made between 11:45pm to 01:05am in 
2019 exceeding total sales of the entire year 
of 2017

CONCLUSION

“Our team never positioned Dyson’s Mini 

Program as pure sales platform, but 

rather as a new and improved customer-

centric Dyson Mini Program 2.0, 

enabling us to provide unique, engaging 

and best-in-class experience for all our 

customers in the digital age. That is our 

ultimate goal and the founding 

principle”on which we build our platform 

upon. — Dyson’s Mini Program Team Leader

It is clear that Dyson’s ‘All in One’ strategy 
coupled with the versatility of WeChat’s Mini 
Program created a positive and smooth retail 
experience for their shoppers, ensuring 
consistency across the various functions. The 
result is a unified and consistent look, while 
creating a platform that fully caters to each and 
every of their customers’ needs. Dyson never 
ceases in its mission to innovate and find ways to 
make use of its Mini Program to improve their 
customer journey – in the near future, they are 
hoping to launch a new ‘Trade In’ service and 
identify other new functions through the 
ongoing consumer insights gained from the 
WeChat platform.
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