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Industry overview

Industry: Chain HK-style Herbal tea store

e  Declined in last century since Hong Kong government started to support western
medicine. It regained its popularity since 2003 SARS, believed to be health
promoting effectively (FP B 3 b & 35 e, 2021).

The major herbal tea retail market is dominated by chain herbal tea stores, such as Hung
Fook Tong (34.4% market share), HealthWorks (19.7%) and Yeung Woo Tong (6.7%) at 2013
(Hung Fook Tong Group Holding Limited, 2014).

Their products are mainly fresh herbal tea and related herbal products.
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Figure 1. From 2008 - 2013, the number of chain herbal
tea store is increasing, while single herbal tea store is

decreasing. (Hung Fook Tong Group Holding Limited,
2014)



Overview: Hung Fook Tong (HFT)

Industry: HK-style Herbal tea chain store

Hung Fook Tong (HFT), started at 1986 as a herbal tea store that specialized in Chinese herb teas, soups, healthy cuisine, and quiling Gao
(Hung Fook Tong, 2019).

* Mongkok is their flagship site. The flagship shop is located in Hong Kong.

* In 2015, Hung Fook Tong had a market share of 37 per cent in Hong Kong's wellness drinks market (Hung Fook Tong, 2019).



Business units of HFT

Business units of HFT: Retail and Wholesale
Retail: Has grown to around 110 chain stores at 2019, the largest Chinese herbal tea based company in HK.
Wholesale: Manufacture and wholesale bottled drinks to HK/ Mainland/ other retailers

(Hung Fook Tong, 2019)



STP Explanation

Segmentation Lifestyle, Occupation, Age

Targeting Health conscious, Office
workers, Age 30 - 45

Positioning A convenient, middle-priced
and -quality herbal tea in
chain store

Table 1. STP for Chinese herbal tea retail of HFT

Fresh Drink Fresh Drink Products(Herbal Fresh Drink Fresh Drink
Products(Traditional Nourishment - Healthy Tea) Products(Healing Herbal Products(Restoring Balance
Formula - Herbal Tea) Remedy - Functional Tea) - Healthy Tea)

“Naturally Made,

* Determine important characteristics of each market WhOlEheartEdly GOOd (E
segment ’L\qﬂiﬁ , § %iﬁﬁg )”
“No additive (FEZ&n0)"
(Hung Fook Tong, 2019)

Market Segmentation

* |dentify basis for segmentation

Market Targeting

» Evaluate potential and commercial attractiveness of
each segments
* Select one or more segments

Product Positioning

» Develop detailed product positioning for selected

segments
* Develop a marketing mix for each selected segment

Figure 2. STP flow (Hanlon, 2022)



Marketing Mix of Chinese Herbal Products Retail

Price : Around average in the market

Place: Geographically diverse 121 chain stores, mostly inside MTR stations (Hung
Fook Tong,2021)

4Ps of Marketing Mix

Product: Maintain existing herbal tea and create innovative herbal products (Lim,
2021) Figure 3. Marketing mix enables
product based companies coming
up with strategies to sell their

Promotion: Social media eg. Facebook and Instagram, Traditional eg. couponing oroducts by 4Ps (Byju's, 2022)

Price

Ry
WG FOOK ToNG Figure 4. Price versus Quality

for HFT Chinese Herbal
Products Retail

Quality



Analysis of Competitors: Summary

Hung Fook Tong (HFT) HealthWorks Yeung Woo Tong Kung Wo Tong
e BELRE ik FANE
Market share Lead (Stock code:1446) Medium Relatively low Relatively low
Chain stores 121 27 8 4
Active member > 825000 (Hung Fook Tong, No record No record No record
2019)
Segmentation Lifestyle, Occupation,Age Lifestyle, Occupation,Age Lifestyle, Age Lifestyle, Age
Target Health conscious, office Health conscious, office workers, Health conscious, age 40 to 60 Health conscious, age 40 to
workers, age 30 to 45 age 35to 50 60
Positioning Middle-priced&quality Chinese | Middle priced&quality Chinese Low to Middle priced&quality Low to Middle priced&quality

herbal tea in chain store
(Hung Fook Tong, 2021)

herbal tea chain store
(HealthWorks, 2022)

Chinese herbal tea in chain store
(Yeung Woo Tong, 2022)

fresh Chinese herbal tea in
chain store
(Kung Wo Tong, 2019)

Table 2. Analysis of Competitors of HFT



https://www.foodpanda.hk/zh/restaurant/w2dp/kung-wo-tong-causeway-bay
https://www.foodpanda.hk/zh/restaurant/w2dp/kung-wo-tong-causeway-bay

Analysis of Competitors s @7;

e  The competitors of Hung Fook Tong (HFT) are HealthWorks, Kung Wo Tong,
and Yeung Woo Tong.

e  HealthWorks: Facebook / Instagram / Street adverts as promotion channel

. . .. . Pri
— Targets convenience, health conscious and traditional herbal recipe rice

oriented

— Older age

(HealthWorks, 2022)

>

Quality

Figure 5. Price vs Quality for HFT's competitors
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Analysis of Competitors

Yeung Woo Tong and Kung Wo Tong:

1.  Relatively fewer chain stores

A bk

[ 2t
TV (fE16S100)
3. Facebook as main social media channel s
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2. Target older age with nostalgic sense

(Kung Wo Tong, 2019) ZSFR koongwohtong B3
Fa= 4 posts 53 followers 0 following
&
X K?E“VE HOH ":“ﬁﬁ Koong Woh Tong M'sia S3R7AAIEHHIE
(Yeung Woo Tong, 2022)
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PEST analysis

-

Political

1. Regulatory Practices
support on Chinese herbal

products market

2.Increasing liberalization

of trade policy

=

1. Distribution of
Consumption Voucher

Scheme

2. High pedestrian flow
. within MTR station/
shopping mall

S

Social

1. Change of consumer

behavior

2.Raise of health

consciousness

3.Increased social media

popularity

T

Technological

1. Lowering cost of

production
2.Mobile devlopment

3.5G and its potential

Table 3. PEST analysis for HFT




SWOT analysis

Strengths

Hung Fook Tong's non-alcoholic drink market - Increasing competition in the Beverages

share is growing due to new offerings. category is reducing Hung Fook Tong's average
Hung Fook Tong manages talent and develops revenue per unit and profitability.

skills. - Hung Fook Tong is concerned about low-level
turnover.

To recruit and maintain talent, this may lead to
higher remuneration.

Threats

Hung Fook Tong establishes strategic - Atrade war is imminent, making it harder for
partnerships with major companies looking to Hung Fook Tong to expand in China.

grow. - (Consumer goods companies are releasing new
Hung Fook Tong knows global protocols and items at an alarming pace.

implementation.
Hung Fook Tong may bring global norms and
implementation knowledge to the table.

Table 4. SWOT analysis of HFT (Hajizadeh, 2019)



Traditional Promotion Methods

e \Website
e Print Advertisement
e Product innovation

e (onventional media channel eg. TV program sponsorship

— Attract the most target feasible in the market (Tang et al., 2020)



Traditional Promotion Analysis

Hung Fook Tong (HFT) HealthWorks Yeung Woo Tong Kung Wo Tong
ekt REIE il FEAIE
Tradtional Moderate Moderate Few Few
promotion
Website Well established Well established Online shop available, few Promotion seen, no online

promotion seen

shop available

Print advertisement

1-2 printed ad & news /
month in SkyPost in 2021

Occasional news in 2021/22

Product innovation

Frequent, eg. Detox & Heat
Relief Soup (Hung Fook Tong,
2021)

Often, eg. Tri Lex Herbal Tea
(HealthWorks, 2022)

Few (Yeung Woo Tong, 2022)

Few (Kung Wo Tong, 2019)

Other promotions

Sponsored “Recycle Actions of
Returning Plastic Bottles”in
2020 (Hung Fook Tong, 2021)

Free distribution of herbal tea
to elderly in 2016 (Suicide
Prevention Services, 2016)

Free distribution of herbal tea
ticket in 2020 (SkyPost, 2020)

Table 5. Traditional promotion among competitors



https://www.foodpanda.hk/zh/restaurant/w2dp/kung-wo-tong-causeway-bay
https://www.foodpanda.hk/zh/restaurant/w2dp/kung-wo-tong-causeway-bay

Traditional promotion examples
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Traditional promotion examples By 3

HUNG FOOK TONG

Most of the HFT print advertisement shown in front of store and newspaper.
The content is about product discount and social connecting. ,
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Products of Retail Business

Chinese herbal products retail
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Recent HFT Retail conditions

e Retail sales rise at quickest pace in six months in April (Focus Economics, 2022)
e  HFT being the largest in the herbal tea retail market

e  Retail: Largest contributor (Revenue: HK$548.6 million)

e Retail: Diversified the product categories for suiting the market needs.

e  Online purchasing platform has successfully drawn new potential customers’ attention (Hung Fook Tong, 2021)



Current social media promotion position of HFT

Mainly Facebook / Instagram / Youtube
Trying to explore different online platform for promotion

Examples:

1. JIKAON
2. online sales channels, including hksuning.com (8% Z£), Neigbuy.com (#B{¥ &), HOME+ and foodpanda mall

(Hung Fook Tong, 2021)
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Marketing by social media (HFT) e

Ssaldvy Tokiony

Digital marketing Social Media Usage Growth

The number of social media users worldwide has grown 61% from 2016-2020,
while average time spent per user per day has grown only 13%.

2016 2017 2018 2019 2020 2016 2017 2018 2019 2020

(Rathod 2019) YoYChange 209%  146%  83%  72% YoYChange 53% 6%  17%
)

e  Search engine 3

e  Electronic Word of mouth m,;,m Eni" "‘“ il‘au E!!
e Improved customer insights azcncamn. mmosnice can - m in - an
e Enhanced customer service e A g

e  (ost effective 5

e  Business conversion

Figure 6. Growth of Social Media users is rapid since
2010s (Goldstein, 2021).




HFT in social media promotion
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Facebook followers: 94961
Instagram followers: 1812
— Product and Collaborative marketing

(Hung Fook Tong, 2022a)



S hungfooktong_hk + i85

56858

Influencer marketing

Invited Alfred Hui to be the ambassador of HFT since 2014

The promotion includes the celebrity’s image, advertisement and
music video, only small portion is promoting retail products.

*ﬁ oav R
8 @R

Only one celebrity in a period of promotion recently. —




Other promotion

e online eCom platform (Android and Apple App)
e Promotion campaign with DBS credit card
e HFT gift voucher (for wedding, new born baby)

e JIKA CLUB — boost member engagement through exclusive offers, bulk purchases and top-up promotions

(Hung Fook Tong, 2021)



Social media promotion among competitors

Hung Fook Tong (HFT) HealthWorks Yeung Woo Tong Kung Wo Tong
pEEEh REIE B FAE
Social media Moderate Low Very Low Very Low
involvement
Instagram and 1812 and 94961 606 and 16155 144 and 1747 No Instagram ac,
Facebook follower 2499
Post update Daily 1-4 per month 5-6 per month 1-2 per month
frequency (FB)
Average like and 10-20 like per post 5-20 like per post, 4-5 like per post,no comment | 20-30 like per post, 1-2
comment of one 1-2 comment comment
Facebook post
Influencer marketing | Moderate (Hung Fook Tong, | Often (HealthWorks, | Seldom (Yeung Woo Tong, Seldom (Kung Wo Tong,
20223) 2022) 2022) 2019)

Table 6. Social media promotion among competitors


https://www.foodpanda.hk/zh/restaurant/w2dp/kung-wo-tong-causeway-bay
https://www.foodpanda.hk/zh/restaurant/w2dp/kung-wo-tong-causeway-bay

Analysis on Facebook promotion (HFT vs HealthWorks)

HET HealthWorks

Frequent updates in posts The post update is slow (4 per month)

iverse promotional events eg. Paintin nts, cherity, awaren : :
Pve > pg otional events eg ting events, cherity, awareness Some posts are irrelevant to the product (recruitment)
in pandemic, products etc

, o Not creative and attractive promotion to younger people
Always a link to their online shop

L : (HealthWorks, 2022)
— Broad coverage in online marketing

(JB4E & Hung Fook Tong, 2022a)



Analysis on Influencer marketing (HFT)

Advantages Drawback

e Influencer motivated consumers to purchase advertised e Unstable effectiveness
brands in order to acquire the same associations with the

Only one celebrity in a period of promotion (Hung Fook
influencer (Bearden & Ftzel, 1982) y yinap p (Hung

Tong, 2022).

The particular celebrity may be biased by the personal
indiscretions and scandals — brand reputation may be

denigrated

(Campbell and Farrell, 2020)



Current situation - limitations

#22¢® JBIEE Hung Fook Tong
T 1d-Q

[CORBRR - 18R]

IFIRRBIRRKER ) » BEEEASERAEE... See more

INSTAGRAM
Followers: 1.9K
Engagement: 19 Likes

FACEBOOK
Followers: 92K
Engagement: 17 Likes + 5 shares

o7 5shares @«

Like Comment i7 Share
&} ]
o hui_alfred

Hung Fook Tong social media platform engagements are very low with less than 20 likes per post.

The reach of Facebook is average but due to unremarkable content, the engagement is minimal

The reach of Instagram is limited with only 1,900 followers, same as Facebook, content are not attractive to engage with audience.
With limited reach, the campaigns were not effective even though the brand has already engaged with celebrity - Alfred Hui.




Recommendation

To enhance the brand visibility and desirability through social campaign.

ESTABLISH
CONTENT CREATION . ORGANIC PR . Sl COMMUNICATIONS

ADVERTISEMENT CALENDAR




Recommendation

Target Instagram and Facebook as 2 platforms that we will focus on for our campaign.
Objective: to expend the age group to the left and right of the charts,

%

Instagram users in Hong Kong
January 2022

56 3651300

c;l 46.2%

9 53',8,%

1317

18- 24

25-34 35- 44 45 54

Ly

55-64

Instagram main
functions are to read,
share content/news,
follow influencers, and
shop. This has shown
the high versatility of
the platform for its
users.

Most Instagram users
in Hong Kong are
female, comprising of
55% of the ad
audience reach.
(Asiapac Digital, 2022)

1317

Facebook users in Hong Kong

Januar

18-24

y 2020
3@ 5492000
¥ e B

25-34 35-44 45-54

UL

55-64

Facebook has the
highest share of web
traffic referrals at 58%.

Yet, the platform
appears more to be a
heritage app, and is
mainly used for
shopping purposes
(18%) and to read and
share content/news
17%).

(Asiapac Digital, 2022)

—_



Recommendation - Content Creation

Engage with suitable influencers seeding, generate thematic social media content that promotes seasonal product to drive awareness and
enhance the desirability of the brand.

. S
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Elva Ni, fashion & lifestyle influencer
To promote healthy lifestyle by introduce HFT product and
target the group of 25 - 40 year-old office ladies.

Mama Fish, parent-child/ family oriented influencer
To promote healthy lifestyle by introduce HFT product and
target the group of housewives and parents.




Recommendation - Organic PR

Generate organic digital coverage through media pick up/ in-house PR pitching to maximize the brand visibility through multiple publications.
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Recommendation - Display Advertisements

After generating social content and recycle for social media display ads that link to targeted product page on official website and post on
social media platforms for more details.
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Recommendation - Thematic Communications Calendar

Establish a calendar for reqular content creation and boosted advertisements on social media.

MID-AUTUM
MOTHER'S FATHER'S N FESTIVAL WINTER  clipISTMAS  CHINESE NEW
DAY DAY SOLISTICE YEAR
MAY JUN JUL AUG SEP ocT NOV DEC JAN
SUMMER PRODUCTS AUTUMN PRODUCTS WINTER PRODUCTS
GET READY FOR SUMMER WHITE COLLAR OT
DSE PRODUCTS PRODUCTS PRODUCTS



Recommendation - Thematic Social Content

Consistent social media content creation with theme and selected influencers for display advertisement according to the calendar with focus
of seasonal products.

-Dongzhi-
FESTIVAL

ey

DAY SALE!

AUTUMN £, %

HAS COME S E
Lorem ipsum dolor it amet, con- E

sectetuer adipiscing elit,sed diam

sOSéF \

Mother’s Day Winter Solstice Hot Summer Autumn
(Chinese Sweet (Chinese Soup) (Herbal tea) (Herbal tea)
Soup)




Monitoring effectiveness: KPI

® Through the data provided by social media platform to monitor

O

O

(Instagram)
the trend of hit rate after every post or video rolled out.
the age group of audience

the distribution of followers and non-followers
(new audience)

(YouTube)

number of views, likes and share for every uploaded video
number of subscribers of the official channel

< Professional dashboard O

Account insights See all

ached in the last 30 days,
806/ omp red to 20 Apr - 19 May.

4
|‘| | |
I ,,,,,,,,,,, II,,,I,I ,,,,, 0

7 May

Your tools Seeall

A Ad Tools

@ Set up branded content tools
Partner with a brand or creator for your ne

@ Set up Instagram Shopping
Tag products and create a shop
Additional resources

+2, Follow @creators

@ Facebook for Creators

Last 90 days v 21Mar -18 Jun

264
Accounts reached
+5.6%

Reached audience ®

Top age ranges
25-34

45-54
33.3%

Followers and non-followers
Based on reach

2 262
Followers ® ® Non-followers




Monitoring effectiveness: KPI

® After campaign launched, invite clients to conduct an on-site digital survey with discount coupon for
next purchase as incentive

O When was the last occasion the client saw a HFT's adv?
O What was the platform/channel?

O Did the client view the adv? For how long?

O Does the client visit/purchase with HFT due to the adv?

O Was the adv increase the frequency of visit?

® Increment of Sales after campaign launched for 3 months:

o  Target 15% YoY sales growth



Gantt chart evaluation

Evaluation of
|current marketing
|strategy

week 2 |week 3

week 4

Vweek 5

week 6

week 7

Vweek 8

week 9

week 10

Vweek 11

week 12

week 13

Vweek 14

week 15

§Developed new
'marketing ideas
'with social media

?Assessment of
lideas

Final Markering
plan

Evaluate final plan

Produce social
'media content

'Roll out 1st round
' of content to social
'media channel

‘Evaluate progress

'Refine and roll out
'2nd round of
'content to social
'media channel

‘Evaluate progress

"Final Evaluation




Conclusion

We studied the marketing of HFT retail business, finds that the use of social media marketing by HFT is
increasing but still room to develop. It is believed that the use of creative social media campaigns for
marketing would be targeting more feasible customers and successfully gain positive awareness of the

company and the promoted products.



Reference

Asiapac Digital (2022) Hong Kong Digital Marketing 2020.[Online]

Available at: https://www.asiapacdigital.com/digital-marketing-insight/hk-digital-marketing-2020

(Accessed: 22 June 2022).

Bearden, W. 0., and Etzel, M. ). (1982) Reference group influence on product and brand purchase decisions. Journal of Consumer Research. 9(2), 183-194.

BYJUS (2022) Marketing Mix - Definition, 4 P, 7 P of Marketing, Example, Elements. Available at: https://byjus.com/commerce/marketing-mix/ (Accessed: 11 June 2022).

Campbell, C.and Farrell,J.R.(2020) More than meets the eye: The functional components underlying influencer marketing. Business Horizons, 63(4), 469-479.

Digital Business Lab (2022) Gen Z Social Media Usage in Hong Kong: 2022. Available at: https://digital-business-lab.com/2022/03/gen-z-social-media-usage-in-hong-kong-2022/
(Accessed: 21 June 2022).

Focus Economics. (2022) Hong Kong Sales Retail. Available at: https://www.focus-economics.com/country-indicator/hong-kong/retail-sales (Accessed: 16 June 2022).
Goldstein, D. (2021) Social Media Usage Growth. Available at: https://www.mekkographics.com/social-media-usage-growth/ (Accessed: 11 June 2022).

Hanlon, A. (2022) STP marketing: The Segmentation, Targeting, Positioning model. Available at:
https://www.smartinsights.com/digital-marketing-strategy/customer-segmentation-targeting/segmentation-targeting-and-positioning/ (Accessed: 11 June 2022).

HealthWorks (2022) Facebook. Available at: https://www.facebook.com/healthworkspage/ (Accessed: 16 June 2022).

Hajizadeh, Y. (2019) Machine learning in oil and gas; a SWOT analysis approach. Journal of Petroleum Science and Engineering. 176, pp. 661-663.



References

Hung Fook Tong Group Holding Limited (2014) Global Offering. Crosby Securities Limited. Available at:
https://www1.hkexnews.hk/listedco/listconews/sehk/2014/0623/1tn20140623019.pdf (Accessed: 20 June 2022).

Hung Fook Tong (2019) About Us. Available at: https://www.hungfooktong.com/en/about-us/ (Accessed: 11 June 2022).

Hung Fook Tong (2021) 2020 Annual Report. Available at: https://media-hungfooktong.todayir.com/2021042317320822029731710 _en.pdf (Accessed:15 June 2022).
Hung Fook Tong. (2022) Facebook. Available at: https://www.facebook.com/HUNGFOOKTONGFANS (Accessed: 16 June 2022).

Kotler, P.and Keller K. L. (2009) Marketing Management. Prentice Hall.

Rathod, A. (2019) Influence of Social Media on Marketing. Available at: https://socialh.com/influence-of-social-media-on-marketing/ (Accessed: 11 June 2022).

Tong, S., Luo, X.,and Xu, B. (2020) Personalized mobile marketing strategies. Journal of the Academy of Marketing Science.48(1), pp. 64-78.

Slootweg, E.,and Rowson, B. (2018) My generation: A review of marketing strategies on different age groups. Research in Hospitality Management. 8(2), pp. 85-92.

SkyPost (2020) ZF1ZE T /£ R 7 5B B A L F %2 # F1Available at:
https://skypost.ulifestyle.com.hk/column/article/2602263/%E9%A4%8A%E5 %92 %8C%ES5 %A0%82 %E4%B8%8BY%ES%91%A8%EI%80%81%E6%B6%BCIES%ECI%BOEKES%88%B8%20%E
5%8A%A9%E6%B8%AF%E4%BA%BA%EG%8F%90%E 5 %8D %87 %E5%85%8D%ET7 %96 %AB%ES %8A%IB (Accessed: 22 June 2022).

Suicide Prevention Services (2016) Dont Qua Charity Action 2016. Available at: https://www.fringebacker.com/zh-tw/projects/dont-qua-charity-action-2016/updates/ (Accessed: 22 June
2022)

TRFEHELF T (2021) B A XX 1L B FE B Available at: https://Ls.chiculture.org.hk/tc/passing-the-torch/650 (Accessed: 20 June 2022).



