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Objectives

 Attract more potential customer segment
Enhance brand recognition

* Increase product sales

Presenter : TonyLUI (Student ID 2019945)
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Chapter 1
Introduction

Presenter: Lui, Tony Man Hung Student ID: 2019945




Introduction :

 Industry overview
About the Nin Jiom Pei Pa Koa
Overview of social media marketing application

Presenter : TonyLUI (Student ID 2019945)



Market environment

related supplement increased.

2014

45 %

2008

5%
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B % Percentage of respondent who take health supplements over years

Figure 1.1 : Percentage of respondent take health supplement
Source : (HKHFA, 2014, 2019)

Presenter : TonyLUI (Student ID 2019945)

As the people of Hong Kong live longer and the population is aging, the citizens are more concern their health,

2012 to 2041 Population by age group
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Figure 1.2 : Population by age group 2012 to 2041
Source : (The2013-14Budget, 2013)




Consumer factor

- Willingness to purchase proprietary Chinese medicine is high.

- Consumers are health conscious driven nowadays.

/
Vitamins or . Western herbs Prop_rletary
. Omega series Chinese
minerals and other .
medicine
Mean $390.2 $396.8 $406.7 $667.2
Market size

per year about $7 billion about $3 billion about $3 billion about $6 billion

Table 1.1 : Health supplements purchasing
Source : (HKHFA, 2014)

Presenter : TonyLUI (Student ID 2019945)

]/ “GOWITH 0/ “SERIOUS HEALTH
/D THEFLOW" ™ 25/0 MAINTAINER”

| am only concerned I will go out of my way
about my health to ensure my overall
when there are wellbeing.
issues with it.

22% SEEKE”R'f 307% wiscous

I am relaxed in I try my best with
taking care of overall current lifestyle
wellbeing. Having fun L to ensure overall
is more important. wellbeing.

Base: All respondents (n=1,004)

Figure 1.3 : Willingness to take care personal health
Source : (Nielsen, 2018)




Similar products substitute

:
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Brand Name Nin Jiom Pe1 Pa Koa Yee On Tong Pak Yuen Tong - Lor Han | Chi Chun Tang The Bird

Peipago Kuo Chuanbei Pei Pa Koa | Nest Chuanbei Pei Pa

2 Koa 1

Product Key Nourish the lungs, healing Prevent sore throat, | Healing sore throat and Soothe dry skin, healing
Selling points cough and soothe the throat. reducing sputum. loss voice flu and chronic cough
Target General Public/Teacher/Sales, | Public / Children Public / Businessman Public / Female
Customer Performer / Teenager

Table 1.2 : Competitor’s product analysis (a)
Source : (Nin Jiom, 2018), (Yee On Tong, 2021), (Pak Yuen Tong, 2020), (Chi Chun Tang, 2021)
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Similar products substitute

- Pricing

Brand Name Nin Jiom Pei Pa Koa

Yee On Tong
Peipago

Pak Yuen Tong - Lor Han
Kuo Chuanbei Pei Pa Koa

Chi Chun Tang The Bird
Nest Chuanbei Pei Pa
Koa

Product Variety T

g
Ol
)

e e

B
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Product line 4

Product Price HKD 43 /300 ml

HKD 62 /300 ml

HKD 50/ 300 ml

HKD 55 /300 ml

Table 1.3 : : Competitor’s product analysis (b)

Source : (Nin Jiom, 2018), (Yee On Tong, 2021), (Pak Yuen Tong, 2020), (Chi Chun Tang, 2021)
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Brand story

« The product story began over a hundred years ago
« Based on a story of filial piety

A one magistrate named Yang Xiaolian want to heal his
mother

A doctor named Dr. Ye gave a remedy to Yang and healed
his mother

Source : (Nin Jiom, 2018)

Presenter : TonyLUI (Student ID 2019945)



About the Nin Jiom Pel Pa Koa

* Yang named this remedy ‘“Nin Jiom” ((ZZ&%) meaning filial piety — B ®
* Yang next generation then decided to open a shop in Beijing ¥ 4 ' "
¢ Added “King To”(ZR#B), which mean capital |
Since then, the brand name called “King To Nin Jiom Pei Pa Koa ”:
Yan entrusted Pei Pa Koa to Mr Xie e

Mr. Xie then established Nin Jiom Pei Pa Koa as a company in 1946 'x
Source : (Nin Jiom, 2018)

Presenter : TonyLUI (Student ID 2019945)



Company products line

lom” ¢
i (’Llilluanbt‘l Anti-coy}
ed Powde, i

Loquat Syrup Herbal Candy-original Chuan Pei Anti-Cough Concentrated Powder

Source : (Nin Jiom, 2018)

Presenter : TonyLUI (Student ID 2019945)




Current pricing position

* Price VS Quality

« Nin Jiom Pei Pa Koa provide
the same quantity, but selling in low price

Presenter : TonyLUI (Student ID 2019945)

Pricing Comparison (300ml per bottle )

70
62 HKD

a0
1]

43 HED .
L,
30 | | !
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Min liom Pei Pa Koa Yee On Tong Fak Yuen Tong
Peipago

HED

Figure 1.4 : : Pricing comparison
Source : : (HKTVmall, 2021)

55 HED

Chi Chun Tang




Product differentiation

» Product design meet the current market needs

 Given traditional herbal supplement new image to consume

Figure 1.5 : : Product dlfferentlatlon
Source : (Nin Jiom, 2018) Q.
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Branding Recognition

Awardees

» Established in 1946 ( 74 years in Hong Kong )

P o - -
* Received Hong Kong Top Brand in 1999 - A _—
Received “Top Mark™ Registered Categories
ier advertisement on TV in 1983 EAIEE IR

T725

Knje LEE KUM KEE

.oon Oils and Fats "Lee Kum Kee Co Ltd" of Lee Kum K&

Figure 1.6 : : Awarded HK top brand in 1999
Source : : (HKbrand, 1999)

Presenter : TonyLUI (Student ID 2019945)



Social media marketing application

« Using traditional promotional methods

* Focus on TV advertisement as main channel to sell the
brand history and products since 1985

- The advertisement for brand story need to be update with — |
more attractive and meaningful ’

Figure 1.7 : : TV advertisement
Source : : (HKTVmall, 2021)

gt eE
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https://www.youtube.com/watch?v=LIGHtm7grfc&ab_channel=60.70%E5%BE%8C%E6%87%B7%E8%88%8A%E5%90%8C%E9%84%89%E6%9C%83
https://www.youtube.com/watch?v=gvU5WmhaKms

Promotion
campaign target to
young generation

consumer

N

I

0% | 0% 0%
N\ WHEAB |

» Facebook and Instagram platform attract
new generation customer.

CREWRRS R IFLLRA Shop Now

pdate information and keep the customer
retention.

Released new product via
Facebook and Instagram
social media platform

Presenter : TonyLUI (Student ID 2019945)



End of Introduction

* Objectives have decided

Provided general company background, current position and product information

Briefly introduce company past and current promotional methods

Analysis of the competition and traditional promotional method will further interpret in coming
contents

Presenter : TonyLUI (Student ID 2019945)



Chapter 2
Analysis of the competition

Presenter: ANG, Arthur Wing Kai. Student I1D: 2019402




Other known brands, etc.
Yee On Tong (1L =) | BREIEE)

Pak Yuen Tong (B/R=EHE )| BHtEE)
Tsai Chung Tong (B 2 2 (R =) || BHEAES)
More than
10 different < 10%
Brands
Product

Over 90%

Market share
In Hong Kong

Local Market

Figure 2.1 — Pei Pa Koa overview
(Source: BigGo, 2021)

Figure 2.2 — Pei Pa Koa market share (%)
(Sources: BigGo, 2021 & HKTVmall, 2021)
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SO Pak Yuen Tong [Yee OnTong Chi Chun Tang  |King-to Nin Jiom
1BRE R E = REZHEE
Bird's Nest The Bird Nest o .

Perpago San She Nin Jiom Pei Pa

Product Name:

Chuan Bei Peo

Chuanbei Pei Pa

Dan Birds Nest Koa
Pa Koa Koa
Type of Media:
Business Website|Yes Yes Yes Yes
SEM Ads|Yes Yes Yes Yes
Display Ads - - - Yes
YouTube|Yes Yes Yes Yes
Facebook|Yes Yes Yes Yes
Instagram = - - Yes
Twitter|Yes - - -

Table 2.1 — Competitor’s media overview

Presenter : Ang, Arthur Wing Kai (Student ID 2019402)




Competitor’s Media Promotional Platform

= Social Media Ads
e.g. Facebook, YouTube, Instagram & Twitter

= Business Website
» Search Engine Marketing (SEM)

Presenter : Ang, Arthur Wing Kai (Student ID 2019402)



Social Media Ads
eg.: Facebook, YouTube, Twitter & Instagram

Competitor's Social Media Views in Total
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Figure 2.3 — Competitor’s social media views overview
(Sources: YouTube, 2021a - d, Facebook, 2021a - d, Instagram, 2021 & Twitter, 2021)
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Social Media Ads

eg.. Facebook, YouTube, Twitter & Instagram

- Cost efficient vs Highly / wider targeted with fast results
- Interact and helps to connect with audience, eg.: storyteller etc.

- Potential replace display Ads with less cost

- In-market audience, may have bad influences from public
(Source: Webfx, 2021)

-

The Power
of Social Media Marketing

: of marketers believe

o A < :
social media marketing
has been "somewhat

J effective" or "very

- effective" for their YouTube

Bt S
L /

Figure 2.4 — The power of social media marketing
(Source: Mahoney, 2021a)

. BERA. RUEH. EREAHIETE
FAEFEE, SEERSSTR0EE!
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T1=000)
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Social Media Ads
eg.: Facebook, YouTube, Twitter & Instagram

WRE  ART | o oEERE | 5 O == , & Pak Yuen Tong
0% 40 Tweets
e sEBBQ :
o B8 O e 5 H Explore . =
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Facebook Twitter

Presenter : Ang, Arthur Wing Kai (Student ID 2019402)




Business Website (with e-shop)

- Keeping fresh with regular update

- Easy to improve credibility, eg.: quick & easily to give feedbacks

- Engage with customers

- Sell and push targeted product directly

rﬁ- i

o

L-
[

|

J2%

A& (75/150/300 BF)

75 BF+ $20.00 HKD |

MBIBE { HK$58.00

eRE )| BHERE 300ml

HKS 66.00 B A AR HKP-12163 [1 |

Presenter : Ang, Arthur Wing Kai (Student ID 2019402)




Search Engine Marketing (SEM)

(based on product name search only)

Competitor's SEM result in Total

40,000
30,000
20,000
10,000 I
0 . — = I o — N
Pak Yuen Tong Yee On Tong Chi Chun Tang King-to Nin Jiom
BIEE e ERE RAZERE
B Google B Yahoo M Bing

(acc. to product name search only)

Figure 2.5 — Competitor’s social media views overview
(Sources: Google, 2021, Yahoo, 2021 & Bing, 2021)
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Search Engine Marketing (SEM)

- Higher long-term cost

- Search at the right time, fast and large-scale results

- Highly competitive, eg.: search for keywords

- Testing opportunities and may not work tomorrow
\
B Oberio Customers
Are Using Social Media
(o) /v\
54% |4 }
of Social Browsers
use social media
e — ﬁfﬂfﬂfhﬁ
. [\ &
N )

Figure 2.6 — The power of social media marketing
(Source: Mahoney, 2021b)
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Search Engine Marketing (SEM)

Wy . \§ | ;Eﬁ%
Www hkty. n

m
F33929 :all

Bing

Google

Presenter : Ang, Arthur Wing Kai (Student ID 2019402)




How Competitors Applied Ads

Business Website

Social Media Ads

To pay for short term and using information
exchange & interacted with customers by getting
creditilities, e.g: Q&A incl. online purchasing
(One-stop service).

SEM Ads

To pay for long-term & receive opportunities to
put Ads in front of movable customers by using
keywords to find what they are looking for and
ready for them to make a purchase.

Like Facebook, Youtube

- By Image Ads

- By Star cast storytelling Ads
- By Video Ads

To interact audience, Comme

nt, Like & Share

Table 2.2 - How competitors applied Ads

Presenter : Ang, Arthur Wing Kai (Student ID 2019402)
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Brief of competitor using New Media

- Engage & Interact with consumers

- Reach wider range audience

- Easy to collection data and getting growth

- Automated and able to do multitask

- 24/7 Marketing, convenience and quick services
- Affordable cost operations

- Easy to be bad publicity

Traditional | New Media
Interaction with Consumers Low High
Word of Mouth In-direct Easily Spread
Tracking Low High
Audience Target Low High
Ads refreshing Slow Fast
Customer Service In-direct Direct
Cost Effective Low A High !

Table 2.3 — Traditional vs New Media
Presenter : Ang, Arthur Wing Kai (Student ID 2019402)




Chapter 3
Traditional Promotional methods

Presenter: To, Felix Wun Fong

ID: 2040802




Previous and existing promotions methods

» Radio and TV

» Newspaper and magazines

® Transportation, boards and banner
» YouTube channel

Social media

= Corporate homepage

Presenter : To, Felix Wun Fong (Student ID 2040802)



Radio

» Advantages

» Personal, theatre of mind
» | ow production cost

» Portable

» Disadvantages

» Sound only

» Declining listening
(Warner, 2009)

Presenter : To, Felix Wun Fong (Student ID 2040802)

®» Radio advertisements started in 1950s.

= 1PHEN
, 5
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=

Figure 3.1 Radio Ad (Source, YouTube, 2021a)




TV (1)

» TV advertisement started in 1970s.
» Advantages

» [nformation richness
= High audience

® Passive entertainment during
leisure time

(Owen, 1999)

Disadvantages

= High cost — produce and run
® (Other cost — spokesman

» |nternet popularity
(lorgulescu, 2017, p.49)

Presenter: To, Felix Wun Fong
ID: 2040802

BL.Z0

P »l o) 006/030

(RERES] 1985F REPSERE) | BHES .

1,481 views * Jan 15, 2021 il 15 o P SHARE =y SAVE

Figure 3.2 TV Ad 1985 (Source, YouTube, 2021b)




TV (2)

» Hereisone TV ad in 1991.

https://www.youtube.com/watch?v=SUEgTz| wos

= 30s
Celebrity
®» Smile

® Target customers

[EEEHES](199) mHIEE) | BHHES (EaR)

2,377 views * Nov 13,2020 yflg 21 @0 P SHARE =y SAVE

Figure 3.3 TV Ad 1991 (Source, YouTube, 2020c)
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https://www.youtube.com/watch?v=SUEgTzl_wos

TV (3)

» Hereisone TV ad in 2017.

https://www.youtube.com/watch?v=E4wQcr3a6Lw

RERE: DR

» 20s.
Problem solving strategy.
» Quality and ingredients.

®» Professional.

= Target customers.

Presenter : To, Felix Wun Fong (Student ID 2040802)


https://www.youtube.com/watch?v=E4wQcr3a6Lw

TV (4)

= Comparison

1985 2017
Time 30s 20s o
Celebrity Yes No
Ttwe/ Joyful Painful to joyful o
Professional No Yes o
Target cutomer Unclear People suffering same symptoms o

Table 3.1 1985 vs 2017 TV ads comparison

Presenter : To, Felix Wun Fong (Student ID 2040802)




Newspaper and Magazines Advertising

® Print advertising started in 1450.

R Nl
» Advantages | ,@@ggﬁgﬁ -
®» [Effective smy |ioihd|l | Z

» (Clear-cut target
» Graphic (Qu, 2021)
» Disadvantages

|

SN R#tEw

—RERREE —

» Reader numbers declining | et miaat

- Magazines Iong re-print cycle Figure 3.8 Newspaper Ad (Source, Zhen Newspaper , 1995)

Figure 3.9 Magazine Ad (Source, UNITAS, 1991)

Presenter : To, Felix Wun Fong (Student ID 2040802)




» Bus, tram, MTR, tunnel boards,
building board etc.

» Advantages
» [EXxpose to public
®» Disadvantages

®» | imited exposure
» | imited information

= High cost to maintain

Presenter : To, Felix Wun Fong (Student ID 2040802)

Transportation and board or banner advertising §



YouTube Channel

Started in Apr, 2014
72 videos
6.4M views

Most popular video 795K views
» /I</Iultiple spokesman

Number of
Posted videos Celebrity spokeperson
fRZREk (Vince Ng)
Recent 1 year 4 EEE (Pheobe Chow)
SREET (Hins Cheung)
2|(%33 (Terrance Lau)
1 year ago 14 S0 (Sofiee Ng)
%52 (Charmaine Sheh)
2 years ago 14 Y (Cecilia Choi)
LIFE (Sean Lau)
H#RBAtE (MinChen)
3 years ago 12 Mﬁﬁyﬁ (Eyvonne Lam)
BREZE8 (Anjaylia Chan)
4 years ago 15 T (Miriam Yeung)
5 years ago 2
6 years ago 2
BEEEE (Cherry Ngan)
7 years ago 9 B 2= (Yoga Lin)

Table 3.2 YouTube Ad (Source, Youtube, 2014e)

Presenter : To, Felix Wun Fong (Student ID 2040802)
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Figure 3.12 YouTube Channel (Source, Youtube, 2014e)

Search

iy i s

(=

I‘ “&m fe -




Social Media

» New Trend

» Attract young generations
» [acebook

®» |nstagram

Presenter : To, Felix Wun Fong (Student ID 2040802)

& C @ facebook.com/ninjiom hongkong/videos/650189411801285 QU f & i

TO o s
sesmsze g
FSSBRESEEN-Anjayliall
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a@ﬁﬂﬁﬁ& e
> TR
Up Next

-i: s Ja | ﬁ'\“ g #
14XEXES ARREESE '
[‘@@ssupmEReEmA®S | bl

Figure 3.14 Facebook (Source: Nin Jiom Hong Kong, 2016)

ninjiom.hongkong [ Foliow |

‘ 160 posts 434 followers 8 foIIO\D

Nin Jiom Hong Kong
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Corporate Homepage
General information o son .

Links to YouTube, Facebook, Instagram ~~ 7 T o0

Buy online — Partners

imfl &

Commercial - YouTube . ElERHS

s I50E U4
_ Buy Online

Qizgt DA

Figure 3.17 Buy Online (Source, Nin Jiom Homepage 2021Db)

Figure 3.18 Buy Online (Source, Nin Jiom Homepage 2021c)
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Conclusion of traditional marketing

» From 1950s to 2010s
» Built brand image
= |[mprovements

In the future:

» [xpand target customers

» Product adjustment

» Catch young generation, ie digitalized
» Traceable
» Accessible

» Communication and feedback

Presenter : To, Felix Wun Fong (Student ID 2040802)



Chapter 4

Adapting New Media to Increase Brand
Recognition

Presenter: Ho, Henry Kin Fai. Student ID: 2019946




4 area of adapting New Media

Conversion
Acquisition
Upselling
Retention

Presenter : Ho, Henry Kin Fai (Student ID 2019946 )




What kind of New Media

A few examples of new media include:

» \Nebsites

» Blogs

®» Email

» Social media networks

» Music and television streaming services

» \/irtual and augmented reality
(Source: Joe. C, 2020)

Presenter : Ho, Henry Kin Fai (Student ID 2019946 )




Figure 4.1 Source of New Brand Discovery

ol SOURCES OF NEW BRAND DISCOVERY

202‘ PERCENTAGE OF INTERNET USERS AGED 16 TO 64 THAT DISCOVERS NEW BRANDS AND PRODUCTS THROUGH EACH CHANNEL

SEARCH ENGINES
ADS ON TELEVISION
WORD-OF-MOUTH RECOMMENDATIONS
ADS ON SOCIAL MEDIA

BRAND OR PRODUCT WEBSITES

ONLINE RETAIL WEBSITES

ADS ON WEBSITES
RECOMMENDATIONS OR COMMENTS ON SOCIAL MEDIA

TV SHOWS OR FILMS

CORSUMER REVIRN WERSIES Presenter : Ho, Henry Kin 4L}

we " .
° SOURCE: GWI (G 2020) AGURES REPRESEN NDING A BROA NTERN ERS AGED 16 TO 64. SEE GLOBAIWEBINDEX COM FOR MORE DETA are, Ql HOOtSUIte
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(ad 4 150f 101 > " m SlideShare
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Presenter : Ho, Henry Kin Fai (Student ID 2019946 )
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Conversion

Objective:
Convert the traditional marketing to digital marketing.
Apply new technology method on Advertisement or Campaign.

Presenter : Ho, Henry Kin Fai (Student ID 2019946 )




Conversion Benefit

DIGITAL @ TRADITIONAL

©
@o
@@O

MARK

Presenter : Ho, Henry Kin Fai (Student ID 2019946 )

* Global Reach

* Run Multiple Campaigns at Once
« Customization & Personalization
* Real-Time Results

« Data-Driven

« Communication/ Interaction

(Source: Megha, 2020)




Figure 4.2 E-commerce Conversion Rate by Industry

Ecommerce Conversion Rate by Industry

Sports and Recreation

Arts and Crafts 3.79%

Baby & Child

Cars & Motorcycling

Electrical & Commercial
Equipment

Fashion Clothing & Accessories

Food & Drink
Home Accessories & Giftware 2.16%
Kitchen & Home Appliances 2.48%
Pet Care 3.28%
0.00% 1.00% 2.00% 3.00% 4.00% 5.00%

(Source: Dave, 2021)
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54 Figure 4.3 Conversion Rate Optimization

Mobile Marketing (&) * C ——— R

.......... £ Email Marketing

....................

Sl T Promotion

Conversion Rate Optimization

Branded % . Social Media
+=° '

Source: BOOSTrust, 2019
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Conversion on SEO

Figure 4.4 Average Click-Through Rate

GOOGLE ADWORDS INDUSTRY BENCHMARKs Google Ads
MOBILE BENCHMARKS

AVERAGE CLICK THROUGH RATE

The average click-through rate (CTR) in AdWords across all industries k

is 3.17% on the search network and 0.46% on the display network.

AVERAGE CLICK-THROUGH RATE

The average click-through rate (CTR) in Google Ads on mobile across all
industries is 4.10% on the search network and 0.60% on the display network.
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Online Advertising Made Easy
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(Source: Michael, 2019) (Source: Dave, 2021)
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Conversion on Soclal media

Figure 4.5 Conversion rate benchmarks for Facebook Ads

(CONVERSION RATE BENCHMARKS

facebook

<
Average Conversion Rate
The average conversion rate on Facebook across all industries is 9.21%.
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Conversion on Video Promotion

Table 4.1 Type of Conversion Video

Type of Conversion Video Goals
About Us Video Tell the brand Story
Increase brand awareness
Explainer Video Explain the complex offerings
by motion and visual effect
Product / Service Video Show/explain the product differentiate.
Testimonial Video Build trust and credit by User Sharing.

(Source: Andy, 2018)
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Acquisition
Objective:
Implement Search Engine marketing

Increase usage on Social Network Campaign (Facebook, Instagram)
Make use of promotional videos to attract customers




Associate with our products

Table 4.2 Keyword for related on our products

Excessive phlegm KX
Thick phlegm BEH
Dry and itchy throat TR IfzEz /&
Hoarse voice =¥
Cold and cough N
Cough relieving 1ENZ

Presenter : Ho, Henry Kin Fai (Student ID 2019946 )

Resolving phlegm

Moistening the throat and throat
Clearing heat and nourishing yin
Health preservation

Epidemic prevention
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Figure 4.7 Major search engines in Hong Kong as of
March 2021

*
Coogle 93 .42% Fo
-
Yahoo! 4.61%

”
=

Bing 1.15%

Baidu 0.59%

DuckDuckCo | 0.09%

0% 10% 20% 30% 40% 50% 0% 70% B0% S90% 100%  11..

Market share

Details: Hong Kong; as of March 2021; across all devices (desktops, tablets, and mobiles) © Srarista 2021

(Source: Statista, 2021)
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Search Engine Marketing
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Metasearch
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Social Networks

Most popular social networks worldwide as of January 2021, ranked by number of
active users (in millions)

- » SNS - Social Networking Services

WhatsApp

e Facebook

Facebook Messenger*

Instagram

e Instagram

Weixin / WeChat
TikTok

QQ

Douyin » VldeO BroadcaSt
Telegram O YO u Tu be

Twitter

Quora*

Number of active users in millions

(Source: Statista,2021b)




HK Facebook & Instagram Users Breakdown by Age Group
(2019 Feb)

3500000

3100000
3000000
2500000

2000000

1900000
1500000
950000 950000 1000000
1000000
610000
500000
130000 86000
0 [ [EE—

Age 13-17 Age 18-24 Age 25-34 Age 35+

M Facebook M Iinstagram

Source: Facebook Ads Manager

FACEBOOK ENGAGEMENT

alculated by average engagement rate per post on Facebook The median
across all

0.24% 024%
- Industries is
0.21% 0.16%
0.19% 0.19%
0.11%
).10% 0.10%
I I I j
§ p B K & [ ) &
< : ~."l'\ o P F SO R ¢ & & - &
< ( . & . R K

lcul r } post 1 Y
The median
across all
3.39%
industries is
1.73%
2.28%
>
2.05% 2.14%
1.78% 1.87%
1.18% )
) I a I I lJ,q
L x % K & @ Ko o> &
o N\ X ‘ X S« 1 & o o ¢
L & & S I S & & & & R &
X L0 N » < A » L o %
x{,". '

Source: Rival IQ (2018 Social Media Industry Benchmark Report)



Short Film Advertising
short film told entirely through ads

» [Entertainment
= | earning

= Engagement

gnyuwamﬂmm ' 25 PE MR 128

‘ (Source: Film Shortage, 2021)

Presenter : Ho, Henry Kin Fai (Student ID 2019946 )



Upselling
Objective:

Increase average order value and customer lifetime value

Grow revenue

Improve customer retention
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NIN JIOM
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Retention

Objective:

Encourage Online to Offline business model

Provide e-coupon for online shopping to retain the sales
Provide promotion newsletter for consumer




Online to Offline Commerce

+

Siiliadaa
cesdecsse

Reward Online. Pay Offline
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42% of purchasers repeat buying a certain brand
W because they received a timely, relevant offer.

Marketing copy, photos and discounts can be
personalized. (Harris Poll, 2021)
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Monitoring and Measuring

Objective:
Use tools to monitor the situation
Set up a rule for measuring result




Monitoring

Table 4.3 Type of monitoring tools

SEO Social Media Digital Media Platform
(Facebook & Instagram) (YouTube)
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Google Analytics
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Social Media
(Facebook & Instagram)

Insights

.........
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@ Studio

Your channel

Dashboard
Videos
Playlists
Analytics

Comments

Digital Media Platform
(YouTube)

Q

® CREATE

\, Search across your channel
Channel analytics ( Analytics
Overview Reach Engagement Audience Revenue
VENUE DISCOVERY  AUDIENCE
Your channel got 15,462 views in the last 28 days
Gender
Last 28 days (delayed 1 day) - Views
Views Watch time (hours) Subscribers Your estimated reve
15.5K © 312.6 © +42 © —  Female
462 more than usual About the same as usual About the same as usual Male
o ﬁ/\’/\/\/\’\/\
- Age
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Last 28 days (delayed 1 day) - Views

13-17

INTERACTIVE CONTEN
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Measuring

Table 4.4 Marketing Calendar
Channel Target

Month Measurement

Consumer 12 34 56 78 9-10 11-12
Social Media
Facebook Mass customers v/ v v v v v Success: Page like count increase and Post positive count increase
Failure: Page like count decrease or Post negative count increase
Instagram Y -Gen v v v v v v Success: Follower increase
customers Failure: unfollow rate increase
Email Marketing
E-newsletter Mass customers v/ v v v Success: Subscription rate increase, click rate from email increase
Failure: Un-subscription rate increase
E-leaflet Personalized v v v v v v Success: E-coupon usage increase
customers Failure: Less E-coupon used
Digital Advertising
YouTube Mass customers v/ v v v Success: YouTube subscription rate increase and like count increase

Failure: subscription rate decreases and video dislike count increase

X
=
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