[bookmark: _Hlk171632569][image: Discover University of Wales Trinity Saint David] 
APPENDIX GA36d

	LEVEL 7 ASSESSMENT SPECIFICATION 



	Student name:
	LAI CHUN WUI
	Student ID number:
	2322642

	Programme:
	MBA

	Module:
	Marketing Management

	Module code:
	HKBM 7012
	Contribution to Overall Module Assessment (%):
	75%

	Lecturer:
	Dr Arion Wong
	Internal Verifier:
	Dr Katherine Mo

	Assignment Title:
	Assignment 1 – Written Report
	Word count (or equivalent):
	3,000 words
(+/- 10%)

	Submission deadline:
	15 July 2024
	Return date of provisional marks & written feedback:
	Within 20 days after submission

	Submission method:
	All written assessments, where practical and possible, must be submitted via Turnitin unless otherwise instructed by the Lecturer. (Please DO NOT put this assessment specification into Turnitin or it will match many similarities with other students’ submissions.)
Alternative submission method (if applicable): 
Late submission of the assessment will result in a late penalty mark.  Penalties for late submission: Up to one week late, maximum mark of 50%.  Over one week late, 0%.  Only the Extenuating Circumstances Panel may approve a change to submission dates.

	Academic honesty / referencing:
	Academic honesty is required. In the main body of your submission you must give credit to authors on whose research and ideas your work is based. Append to your submission a reference list that indicates the books, articles, etc. that you have used, cited or quoted in order to complete this assessment.  



Table of Contents



Executive Summary
1. Introduction
1.1.  Hung Fook Tong Background.……………………………………...….……...4
1.2.  Hung Fook Tong Category Brief.……………………………………….......4-5
1.3.  Hung Fook Tong – Healthy beverage…………………………………………5
2. Situation Analysis
2.1.  Macro Environment…………………………………………………...……...6
2.1.1 Political…………………………………………………………...………….6
2.1.2 Economic…………………………………………………………………..6-7
2.1.3 Social………………………………………………………………………6-7
2.1.4 Technology………………………………………………………………...6-7
3. Hung Fool Tong - Segmentation, Targeting and Position Analysis
3.1. Segmentation………………………………….………………………..……..8
3.2. Targeting………………………………………………………………........8-9
3.3. Positioning…………………..………………………………………..………9
4. Marketing Mix of Health Beverage
4.1. Product…………………………………………….…………………………10
4.2. Price…………………………………………………………..……………...10
4.3. Place……………………………………………………………….……...…10
4.4. Promotion………………………………………………………………........11
5. SWOT Analysis
5.1 Strengths………………………………………………………………..……11
5.2 Weaknesses…………………………………………………………….........12
5.3 Opportunities……………………………………………………………...…12
5.4 Threats……………………………………………………………………….12
6. Conclusions and Recommendations 
6.1. Conclusions……………………………………………………………….....13
6.2. Recommendations - Gantt Chart………………...……………...………..13-15
7. Reference List……………………………………………………………… 16-17





Executive Summary

Hung Fook Tong is a company dedicated to producing and selling health beverages, offering a variety of products that combine traditional Chinese medicine formulas with modern dietary trends, such as sugar-free chrysanthemum tea and red bean barley water, to meet the needs of health-conscious consumers. This assignment will conduct various analyses on Hung Fook Tong's health beverages and provide a marketing plan for the next three years.



1. Introduction
1.1 Hung Fook Tong Background.
Hung Fook Tong was established in 1986 as a traditional Chinese herbal tea shop. After years of development, it has become a modern healthy food and beverage enterprise. Hung Fook Tong's products cover Chinese herbal drinks, Chinese soups, Guiling paste and other foods. It insists on using natural ingredients and additive-free production methods, emphasizing the concept of healthy eating. The company has about 120 retail stores in Hong Kong and is the largest retailer of Chinese herbal medicine products in Hong Kong. In addition, Hung Fook Tong is also actively expanding into mainland China and overseas markets to meet changing consumer needs. The company focuses on innovation and strict quality control to ensure the high quality of its products.

Hung Fook Tong's products are mainly sold through two major channels: retail and wholesale. In terms of retail business, the company has approximately 110 self-operated retail stores in Hong Kong, making it the largest local retailer of Chinese herbal medicine products. The wholesale business includes the sales of long-shelf life beverages and fresh beverages to third-party retailers and distributors, covering Hong Kong, Mainland China and overseas markets.

Company philosophy
[bookmark: _Hlk171632528]Hung Fook Tong adheres to the brand concept of "Naturally Made, Wholeheartedly Good", focusing on the naturalness and health of products, and ensuring the high quality of products through No additive production methods. The company actively promotes innovation and launches various popular health foods and beverages according to market demand. (www.hungfooktongholdings.com, n.d.)

1.2 Hung Fook Tong Category Brief 
Hung Fook Tong offers a diverse range of products to meet various health and wellness needs. Here is the complete list of products they offer:

1.2.1 Herbal products
(i) 	Herbal Drinks – These drinks feature traditional Chinese ingredients like ginseng 	and chrysanthemum and offer a variety of health benefits, including increased 	energy and improved digestion.
(ii)	Chinese soups - Using ingredients such as black-bone chicken and lotus seeds, 	these soups are designed to nourish the body, replenish qi and clear away heat.

(iii)	Tortoise Jell - This jelly is available in a variety of formulations and can be used to detoxify and cool the body, among other health benefits.
1.2.2 Non-herbal products
(i)	Milk Tea - Made with premium tea and milk based on traditional Hong Kong cafe recipes.
(ii)	Fruit juice drinks - such as mango and coconut drinks, are specially formulated for nutrition and beauty.
(iii)	Citi Ginseng drink - a refreshing drink made from Citi Ginseng. It is mainly used to nourish yin and refresh the brain.
(iv)	Sugar-Free Goji Berry Chrysanthemum Tea - Designed to improve vision and cater to health-conscious consumers looking for sugar-free options.
Also, Hung Fook Tong snacks and ready-to-eat foods based on traditional Chinese dietary principles to maintain good health in its physical retail stores.
1.3 Hung Fook Tong – Healthy beverage
For my assignment, I will focus on the health beverages offered by Hung Fook Tong. The brand emphasizes natural, no additive products designed to enhance consumer health. Their herbal drinks, such as ginseng tea and chrysanthemum tea, are based on traditional Chinese medicine, offering benefits like boosting energy, clearing heat, and moisturizing the lungs. Functional herbal drinks like black bean and sesame drink focus on kidney health, while sugar-free chrysanthemum and goji berry tea improve eyesight. Non-herbal options, such as Hong Kong-style milk tea and various fruit juices, use high-quality ingredients to provide nutrition and energy while delighting the palate. These beverages are not only suitable for daily consumption but also promote overall well-being.





2. Situation Analysis
2.1 Macro Environment
In recent years, Hong Kong residents have become increasingly focused on healthy living, naturally paying more attention to healthy dietary choices. (research.hktdc.com, n.d.) The healthy beverage market has emerged and developed rapidly, showing a diverse trend. 
When purchasing these products, Hong Kong consumers are very particular; they prefer beverages that are natural, low in sugar, additive-free, and nutritionally rich. The transparency of the product, namely the information and origin provided by the brand, is also a key consideration for them.
Sales channels include physical stores such as supermarkets and health food stores, as well as online platforms, where online shopping has become especially popular recently due to its convenience and sales effective (Frick, V. and Matthies, E., 2020). Facing intense market competition, brands need to continuously innovate to attract consumers, while the competition between international and local brands is also intensifying.
Looking to the future, as public awareness of health continues to increase, the Hong Kong healthy beverage market still has significant room for growth.
Below, I will use PEST analysis to conduct the analysis. PEST analysis is an important tool for helping businesses formulate strategies (Johnson, G., Scholes, K., & Whittington, R., 2008). Through the analysis of these four key indicators, businesses can fully understand the market environment and reduce risks. PEST analysis helps businesses respond to market changes, enhance competitiveness, and increase brand value.
2.1.1 Political
Health Eating Policies: The Hong Kong government implements various healthy eating policies, encouraging citizens to choose foods with low sugar, low salt (Legco.gov.hk, 2022). These policies may affect consumer demand for health beverages, thereby influencing Hung Fook Tong's product mix and sales strategies.
Food Safety and Labeling Regulations: The Hong Kong Centre for Food Safety has strict regulations on food safety and labeling (Info.gov.hk, 2009). Hung Fook Tong needs to ensure that its products comply with all standards to maintain market reputation and avoid legal issues.


2.1.2 Economic
Consumer Income Levels: The cost of living in Hong Kong is high, but the average income of year 2023 is also relatively higher than that in year 2022 (Report on Annual Earnings and Hours Survey, 25AD), which means consumers may be more willing to pay a premium for high-quality health beverages.
Economic Fluctuations: The economy of Hong Kong is heavily influenced by international financial markets and local political situations, and economic fluctuations can indirectly affect consumer spending and the sales of health beverages.
2.1.3 Social
Increasing Health Awareness: The attention to healthy eating among Hong Kong residents is increasing. This trend is a positive driver for Hung Fook Tong's health beverages (research.hktdc.com, n.d.).
Demographic Changes: Hong Kong faces an aging population issue (Census and Statistics Department, n.d.), and older people pay more attention to healthy eating, which may be an important consideration for Hung Fook Tong's market strategy.
2.1.4 Technological 
Digitalization of Production and Sales: Utilizing advanced technology to improve production efficiency and product quality is key to enhancing competitiveness (Frick, V. and Matthies, E., 2020). Moreover, the use of online sales and social media is crucial for attracting younger consumers and expanding market share.




3. Hung Fool Tong - Segmentation, Targeting and Position Analysis
3.1 Segmentation

3.1.1 Health-Conscious Consumers
Reason for Segmentation: The demand for health-oriented and natural products has surged in modern society, leading to the emergence of this market segment. With the widespread awareness of nutrition and heightened concern for food safety, an increasing number of individuals are opting for beverages with no additives and natural ingredients. These consumers generally seek products that offer health benefits (research.hktdc.com, n.d.).

3.1.2 Busy Urban Professionals
Reason for Segmentation: Characterized by their hectic lifestyles and time constraints, this group seeks quick and convenient nutritional solutions. They often lack the time to prepare healthy meals outside of their work or family commitments, thus heavily relying on ready-to-eat products that provide quick energy and health benefits.

3.1.3 Elderly and Traditional Supplement Seekers
Reason for Segmentation: This market segment predominantly consists of older consumers focused on health and longevity. As they age (Census and Statistics Department, n.d.), their concern for the dietary impact on health intensifies, particularly showing trust and preference for traditional supplements and herbal products. They tend to choose products that offer health benefits and align with traditional dietary cultures, such as herbal teas and soups known for improving constitution and preventing diseases.

3.2 Targeting
3.2.1 Health-Conscious Consumers
Hung Fook Tong targets this group through specialized marketing campaigns and precise advertising strategies, highlighting natural ingredients and health benefits. The brand engages in health and natural product expos, health magazines, and social media platforms (www.facebook.com, n.d.) to attract and retain loyal customers within this market segment.






3.2.2 Busy Urban Professionals
The positioning strategy for this group includes establishing stores in convenient locations like business districts and transport hubs (hungfooktong, n.d.), offering speedy service and portable packaging to meet their high demands for efficiency and convenience. The brand attracts and serves this customer base with social media advertisements and special promotional events.

3.2.3 Elderly and Traditional Supplement Seekers
For this market segment, Hung Fook Tong incorporates traditional elements in its advertising and packaging designs to appeal to this group’s preference for tradition and natural therapies.

3.3 Positioning
Hung Fook Tong’s market positioning strategy clearly reflects an understanding of each target market’s needs and positions the brand as a leader in health beverages by adopting the following approaches:

3.3.1 Health-Conscious Consumers
The brand emphasizes its products' natural ingredients. Promotional messages focus on how consuming their products can enhance health and quality of life, making it the preferred brand for this customer group.

3.3.2 Busy Urban Professionals 
Hung Fook Tong’s positioning strategy highlights the convenience and quick consumption features of its products, meeting the immediate needs of a busy lifestyle. By offering quick boosts of healthy energy, the brand becomes a reliable daily companion for urban professionals.

3.3.3 Elderly and Traditional Supplement Seekers
The brand particularly emphasizes the traditional and nourishing characteristics of its products, providing health benefits while respecting the dietary traditions of older generations. This creates a strong cultural resonance and brand loyalty within this market segment.

Through the above STP analysis, we see how Hung Fook Tong effectively segments its market based on the specific needs and lifestyles of different consumer groups, helping the brand to position its products and marketing strategies more effectively, thus standing out in a competitive market.




4. Marketing Mix of Health Beverage
The following analysis will involve the 4Ps, a concept introduced by E. Jerome McCarthy in 1960. The 4Ps is a fundamental framework in marketing that helps businesses develop and implement effective marketing strategies. By comprehensively considering Product, Price, Place, and Promotion, companies can effectively meet consumer needs, achieve market objectives, and maintain a competitive edge in a fiercely competitive market (McCarthy, E.J., 1960).

4.1 Product
Hung Fook Tong focuses on offering a range of health-related beverages and foods, including a variety of herbal teas, natural juices, and specialty drinks blended with traditional Chinese medicine formulas. These products emphasize natural ingredients and health benefits such as cooling the body, beautifying skin, and boosting immunity. Popular items like sugar-free chrysanthemum tea and red bean barley water not only cater to health-conscious consumers but also suit the fast-paced lifestyle of modern people. Hung Fook Tong’s innovation is evident in its diverse product offerings and its ongoing adjustments to product formulas and introductions of new items in response to consumer preferences and market trends, ensuring competitive edge.

4.2 Price
Hung Fook Tong’s pricing policy is designed to be affordable and accessible, targeting the general public and working professionals. The products are priced within a range that most consumers find acceptable, ensuring a high volume of sales. This pricing strategy helps Hung Fook Tong maintain a competitive advantage in a fierce market, especially against other health beverage and fast-moving consumer goods brands. Additionally, the company occasionally runs promotional campaigns and discounts to further attract customers, boost sales, and enhance visibility, particularly during special holidays or promotional seasons (hftadmin, 2020).

4.3 Place
Hung Fook Tong has an extensive sales network in Hong Kong, with over 120 retail stores located in high-traffic commercial areas, shopping centers, and near transportation hubs like subway stations, making it convenient for consumers to make purchases. This strategic choice of location enables effective market coverage, increased brand visibility, and market penetration. The company also expands its sales channels through online platforms, catering to consumers who prefer online shopping, thereby enhancing convenience ‌(hungfooktong., n.d.).




4.4 Promotion
Hung Fook Tong actively uses various promotional methods to market its products and brand. These include in-store product tastings, seasonal promotions, and participation in health and diet-related exhibitions. Additionally, the company has an active promotional strategy on social media platforms, regularly posting health information and product updates, and engaging with consumers through platforms like Facebook (www.facebook.com., n.d.) Facebook., and Instagram. These promotional activities not only boost sales but also strengthen Hung Fook Tong’s image as a leader in the health beverage industry.

However, according to Hung Fook Tong's 2023 annual report, the company's gross profit margin decreased by 3% compared to 2022 (Annual Report 2023, 2024). This suggests that there may be a need to adjust business strategies or operational processes to improve future operational performance. It may also mean that the company needs to reassess its market positioning, cost control, pricing strategies, or product mix.

5 SWOT Analysis
Based on the 4Ps and PEST analysis for Hung Fook Tong, here’s a SWOT analysis (Sharath Kumar, C.R. and Praveena, K.B., 2023.) as below:

5.1 Strengths
5.1.1. Product Innovation and Diversity: Hung Fook Tong offers a variety of health beverages based on traditional Chinese medicine formulas, like sugar-free chrysanthemum tea and red bean barley water, meeting modern health-conscious consumers' needs.

5.1.2. Affordable Pricing Strategy: Products are priced within a range that is acceptable to the general public, ensuring high sales volumes and maintaining a competitive edge in a fierce market.

5.1.3. Strategic Location Choices: With over 120 retail stores in convenient, high-traffic areas and an online sales platform, the company achieves significant market coverage and brand visibility.

5.1.4. Aggressive Promotional Tactics: Through social media, product tastings, and health exhibitions, Hung Fook Tong enhances its brand image and drives sales effectively.





5.2 Weaknesses
5.2.1. Declining Profit Margins: According to the 2023 annual report, there was a 3% decrease in gross profit margin compared to the previous year, indicating a potential need for business strategy or operational adjustments.
5.2.2. Need for Reevaluation of Cost Control and Pricing Strategy: There may be a need to reassess market positioning and product mix in response to cost pressures.

5.3 Opportunities
5.3.1. Supportive Government Health Policies: Initiatives encouraging low sugar and low salt intake can increase demand for healthy beverages.

5.3.2. Growing Health Consciousness: The rising trend of healthy eating positively impacts the demand for Hung Fook Tong's products.

5.3.3. Demographic Changes: With an aging population increasingly focused on health, there's a growing market for health-oriented products.

5.3.4. Technological Advancements: Leveraging technology to enhance production efficiency and product quality while expanding the market to younger consumers through digital sales channels.

5.4 Threats
5.4.1. Economic Fluctuations: Hong Kong's economy, influenced by international financial markets and local political situations, could indirectly affect consumer spending and health beverage sales.

5.4.2. Stringent Food Safety Standards: Continuous compliance with rigorous food safety and labeling standards is essential to maintain market reputation and avoid legal issues.






6.1 Conclusion
Based on the comprehensive analysis above, it is evident that health beverages hold significant advantages in the market. Hung Fook Tong has made various strategic moves in this field. However, due to the decline in gross profit in 2023, there is still room for improvement. Therefore, in the following section, I will provide a three-year marketing strategy presented in the form of a Gantt chart. This will outline the planned activities and timelines to bolster Hung Fook Tong's market position and address the identified areas for improvement.

6.2 Recommendations - Gantt Chart 

This Gantt chart accurately outlines the various activities and timelines involved in Hung Fook Tong's marketing strategy from 2025 to 2027. Each task is initiated and completed within specific timeframes, ensuring the coherence and effectiveness of the marketing strategy. Below are the main focus areas and durations of each phase. Due to the decline in gross profit in 2023, I believe there is a need not only to strengthen existing operations but also to develop new health drinks to enhance appeal and competitiveness.
[image: ]

Below details is the three-year marketing plan for Hung Fook Tong in the Hong Kong market, including a detailed explanation for each activity from 2025 to 2027:

6.2.1. Market Research (Q1-Q2 2025)
Objective: Conduct in-depth analysis of the Hong Kong market to understand consumer behavior and preferences, identifying potential market opportunities.

Explanation: This phase will utilize both quantitative and qualitative research methods to gather data, such as online surveys, face-to-face interviews, and focus groups. The research will focus on consumer attitudes 



towards health drinks, purchasing behavior, and brand preference to guide subsequent product development and marketing strategies.

6.2.2. Product Development (Q1-Q4 2025)
Objective: Develop health drinks that meet the needs of Hong Kong consumers based on feedback from market research.

Explanation: The development team will focus on innovating and testing new drink formulas, including selecting appropriate herbal ingredients and other natural additives to ensure the product's health benefits and appeal to consumers. This phase will involve multiple rounds of product testing to ensure quality and safety.

6.2.3. Branding and Packaging (Q3-Q4 2025)
Objective: Create an eye-catching brand image and packaging design that emphasizes the product's natural and health properties.

Explanation: The packaging design will focus on simplicity, transparency, and eco-friendliness, while prominently displaying the product's main health benefits. The brand messaging will be conveyed through clear visuals and text, enabling consumers to quickly understand the product's unique value.

6.2.4. Pilot Testing (Q1 2026)
Objective: Test the new product on a small scale within the Hong Kong market, assessing consumer response.

Explanation: Pilot testing will take place at selected retail points, such as health food stores and large supermarkets. Sales data and consumer feedback will be collected to evaluate market acceptance and identify potential areas for improvement.

6.2.5. Marketing Campaign Launch (Q2 2026)
Objective: Launch a comprehensive marketing campaign to increase product awareness and drive sales.

Explanation: The campaign will include traditional advertising (TV and print media), digital advertising (social media and search engine marketing), and public relations activities. A special focus will be on content marketing to establish the brand's authority in the industry through educational content.



6.2.6. Distribution Network Expansion (Q1 2026 – Q4 2027)

Objective: Expand distribution channels to ensure the new product's widespread availability in Hong Kong.

Explanation: This includes establishing or strengthening partnerships with major retailers and online platforms, as well as exploring new retail opportunities, such as cooperatives and specialty health food stores.

6.2.7. Ongoing Evaluation and Feedback
Strategy: Establish a comprehensive customer feedback system to regularly analyze sales data and market feedback, adjusting products and marketing strategies to adapt to market changes.

Implementation: Deploy an online customer service platform for real-time consumer feedback collection and set up a dedicated team to regularly analyze data for swift market response.

6.2.8. Seasonal Promotional Plans
Strategy: Develop promotional campaigns tailored to Hong Kong's festivals and seasonal changes, such as special edition products and discounts for the Mid-Autumn Festival, Chinese New Year, and summer.

Implementation: Develop limited edition products that align with festival themes, such as special drinks for the Chinese New Year and cooling herbal tea promotions for the hot summer, promoted through both online and offline channels.

6.2.9. Enhanced Digital Marketing
Objective: Optimize Search Engine Optimization and social media strategies to enhance brand visibility and interaction in the digital space. Use targeted marketing tools, such as Facebook and Google Ads.

Implementation: Regularly publish content related to healthy living to attract attention and enhance user engagement. Utilize data analytics tools to track the effectiveness of advertisements and continuously adjust strategies to improve Return on Investment.
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