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Revamping Social Media Strategies for
Pricerite: Innovating Promotion in
Hong Kong's Furniture Retail Landscape




OVERVIEW OF HONG KONG FURNITURE AND
FIXTURES RETAIL INDUSTRY

Furniture and Fixtures - Retail outlets selling furniture and fixtures, mattress and kitchen
cupboards, etc.

(Census and Statistic Department, 2009)



OVERVIEW OF HONG KONG FURNITURE AND
FIXTURES RETAIL INDUSTRY
2017 _ e ot
1,120 retailers Top five retailers’ market share=39.7%

b & 16.2%

® Pricerite  13.2%

(Hong Kong Exchanges and Clearing Limited, 2018)



FIXTURES RETAIL INDUSTRY

Hong Kong
Furniture and Fixtures - Value of Retail Sales

OVERVIEW OF HONG KONG FURNITURE AND

8,000.00

7,800.00

7,600.00

7.400.00
7,200.00 . /

7,000.00
\

HKD Million

6,800.00
6,600.00 - \
6,400.00
6,200.00

6,000.00
2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Year

Hong Kong
Newly completed residentialflats by type
(2014-2023)

50

45

40

Thousand '000
N
(4]

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

—e=Public rental housing units  =e==Subsidised sale flats  =@==Private flats =—#=Total

(Census and Statistic Department, 2024a)

(Hong Kong Housing Authority, 2024)
(News.gov.hk, 2024)
(Rating and Valuation Department, 2023)




OVERVIEW OF HONG KONG FURNITURE AND
FIXTURES RETAIL INDUSTRY

Market Category is divided according to price range.

Category Description Targeted customers

-Pay attention to design style,
quality of life, brand image
-Higher requirements on design

(1) Luxury/High-End -High-quality brand-name products
goods -Imported from Europe and U.S.A.

-Care about design style
-Concern price, but more
emphasize quality life and beauty

-High-end that is not considered a luxury brand

2) Light
(B U (e -Excellent quality and exquisite materials

-Price sensitive
-Pay more attention to practicality
and price, not quality and design

(3) Affordable products -Manufactured at lowest cost
for mass of people -Highly competitive in the market

(Hong Kong Exchanges and Clearing Limited




PRIGERITE BAGKGROUND i
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(Pricerite.com.hk Ltd, 2024)
(CASH Limited, 2024)



PRICERITE BACKGROUND

COREVALUES

create customer satisfaction

Activate and integrate design, health, safety and
environment

Redefine and rationalize space management

"‘\?,.:‘ -

WECARE

Enable employees greatness

(Pricerite.com.hk Ltd, 2024)



PRICERITE BACKGROUND

Celestial Asia Secunty Holdings Limitd - Retail (Pricerite) Revenue
2014-2023
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PRICERITE SEGMENTATION

2021 Domestic households by income groups (excluding foreign domestic helpers)

Decile Grou Range of monthly Median monthly No. of persons
P income (HKS) income (HKS) involved
1st-2nd <10,000 4,690 882,041

9th-10th > 60,200 90,710 1,697,038

*71% of the people in this group are aged from 15 to 64."

(Census and Statistic Department, 2023a)



PRICERITE SEGMENTATION

2021 Domestic households by income groups (excluding foreign domestic helpers)

No. of domestic
households

Range of monthly Median monthly

Decile Group income (HK$) income (HKS)

3rd - 8th 10,000 - = 60,200 27,320 1,603,006

O O m@m()m
W% :EE: < (1 B
2.8 34% 47%

Average household size Public Rental Housing Private Permanent Housing

(Census and Statistic Department, 2023a)



PRICERITE SEGMENTATION

Average living space Living space
per person

N | A4
AN

e 0 ©
482 sq.ft.

(Census and Statistic Department, 2023a)




PRICERITE TARGETING 7

"Hong Kong people earn enough to

only afford small living spaces, \\
despite their hard work.” =
Small Space: Big Universe -behind the scenes (1'25”7-2'22")

“small saleable areas”

“large window sills”

“wise product design”

“furniture with hidden

“furniture suitable for features”

Hong Kong housing”

(Pricerite, 2015)
Remark: The company's current targeting remains unchanged compared to 2015.


https://docs.google.com/file/d/12U1Ddn34DUxcgFE4jhRlkQzCzqVtcgWO/preview

PRICERITE TARGETING

Median monthly
income: HK$27,320

Budget-conscious families
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Flat size:
172 to 482 sq.ft.

Space-conscious rather than
quality-focused families

TR

(Census and Statistic Department, 2023a)




PRICERITE POSITIONING

Perceptual Map of Furniture and Fixtures Retail

High Price
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Low Price
(Mullins and Walker, 2013)




PRICERITE CURRENT PROMOTION METHODS

Traditional Advertising | 1, . _ eftz Digitial Advertising | 15 eﬁfé
Television V Own Website V
Newspaper V Moblie Apps V
Posters and Banners V Google V
In-Store Promotions V Facebook V
Transit Advertisement V Instagram V
Billboards V Search Ads V
Event Marketing V

Loyalty Programs V




PRICERITE ADVERTISING EXPENDITURE
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MARKET COMPETITORS

DIRECT INDIRECT
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CURRENT ADVERTISING METHODS: PRIGERITE VS IKEA

Traditional Advertising Pnce!r:tTe Digitial Advertising e e'ﬁtz
Television V V Own Website V V
Newspaper V V Moblie Apps V V
Posters and Banners V V Google V V
In-Store Promotions V V Facebook V V
Transit Advertisement V V Instagram V V
Billboards V V Search Ads V V
Event Marketing V V

Loyalty Programs V **Yuu

A




PRICERITE @ TRADITIONAL

“Traditional advertising is the
foundation to which modern

marketing is built.”

BILLBOARDS
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TRANSIT ADVERTISING
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PRIGERITE @ TELEVISION ADVERTISEMENT

2015 Small Space: Big Universe - lvana x Kandy x Pricerite “The use Of commercial
messages transmitted through
the television medium to
promote products, services and
ideas." (Kotler and Keller, 2016)

»®

HKMA/TVB Awards for
Marketing Excellence 2015

Content & Purpose
e Visual Video

e Brand Building

e Emotional Storytelling

e Reach Mass Audience

e Capture viewer attention

e Create Brand Experience

 (CASH Limited{2015)' )
(GeeksforGeeks, 2024) ':

Pricerite /|\/NZEE 52018 (voutube.com


https://www.youtube.com/watch?v=-XXPFCY8N7o
https://docs.google.com/file/d/1MG7PvTFxSJsXktbSFy3bpk2SF7tZR9IP/preview

PRICERITE @ TELEVISION ADVERTISEMENT

2021
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https://www.youtube.com/watch?v=UpecyzjgsvM

IKEA @ TELEVISION ADVERTISEMENT

LR (3] _ ,

(1.16M VIEWERS @YOUTUBE)



https://www.youtube.com/watch?v=HJpifrw4d-A&list=PLCXuji8egBIJTuvKPJUvrfIzAoUzh3sR3&index=28

TELEVISION ADVERTISEMENT

15
ADVANTAGES

e Mass reach

e High impact

e Brand building

e Target specific audiences

e High production values

e Emotional Connections

e TV views declining

L 2
DISADVANTAGE &
CHALLENGES

e Costly
e Limited target options

Lack of interaction

e Linear TV views declining
e Result measurement challenges

e Short attention spans

(GeeksforGeeks, 2024)- ’



TRANSIT ADVERTISEMENT

Advertisement in public transportations
such as buses, railway, airports and etc.

Content & Purpose

e Multimedia engagement
e Visual impact

e Effective communication
e Compelling copy

_eriteEXPI€32

e LU e Build brand awareness
- e Educate consumers

e Create lasting impact
e Target demographics

(Adintime.hk, 2023)_




TRANSIT ADVERTISEMENT
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TRANSIT ADVERTISEMENT

5 1) 2
DISADVANTAGE &
ADVANTAGES CHALLENGES

*Captive Audience *Readability issues

S Frefi o i *Update difficulties
*Potential of damage
*Targeting Geographic Reach
‘Demographic target issues
el HIEE T *Result measurement
difficulties
*Long Lasting Impressions
*Independence limitation

(GeeksforGeeks, 2024)_~




PRICERITE @ PRINT ADVERTISEMENT

vverm |
‘ 2“ % Pricerite

S 5 i;J “’g“ :ﬁﬂ/ﬁ‘

“Advertising that appears in
newspapers, magazines, direct mail
pieces and other printed

materials.” (Belch and Belch, 2018)

Content & Purpose

e Eye-catching visuals & headlines
e Detailed product information

e Prominent branding
([
([

Compelling copy

Build brand awareness
e Educate consumers
e Create lasting impact
e Target demographics




PRINT ADVERTISEMENT

PRICERITE @MEGA
BOX



https://docs.google.com/file/d/1n7Nu1MfWuX80krn3vJXcrInOLkcJWk8g/preview
https://docs.google.com/file/d/1mLlrqujYpd2cU4fGlv0dj-3MFO0pnkI2/preview

PRINT ADVERTISEMENT

KIVIK
HRAEET) sotasorn




PRINT ADVERTISEMENT

15 L

7=
DISADVANTAGE &
ADVANTAGES CHALLENGES

e Tangible presence e Costly

. ) e Limited audience reach
e Fewer distractions

Not interactive

e Longevity

Difficult to change

Difficult to measure & optimise

(GeeksforGeeks, 2024)_~

e Brand recognition
e Short attention spans
e Limited distributing

e Environment impact




i e
PRICERITE TRADITIONAL ADVERTISING
CHALLENGES

 Consumer behavior shifted

* Declining effectiveness

* Higher advertising cost

 Difficulty measuring ROI

* Lack of targeting capabilities




OFFLINE VS ONLINE MEDIA TREND

HK ONLINE AND OFFLINE MEDIA SOV TRENDS
FEM LABRREMENRAES

100 ™ . .
Online and Offline Media SOV Trends
b Jan 2018 - Sep 2023
80 7%
a1 ., Online Media SOV
2 Sl 43%
© s ST ;
TR W% 52% _’_7’__;'4”'
50 7:::::~-:j:’_-:*
— A% .
. 48% (
— 44% 45%
40 e -
- _/,,./',’./’ Offline Media SOV
e 7%
» 3%
* | Online Media: Desktop, Mobile and Social Media
Offline Media: TV, Print, Radio and Outdoor
2018 {Jan- Dex) 2019 {Jan - Dec) 2020{Jan - Dec) 2021{san - Dex) 2022(Jan - Dex) 2023 (Jan - Sep)

HK Total annual spend on digital AD in 2023 “sn 82_12B

TOP CATEGORY RANKED BY 2023 ONLINE MEDIA SOV
2023F R LIRS SRR RS 1THR

Retail

Online & Offline Media SOV
Jan 2018 - Sep 2023

I Online Media
I Offline Media

s 5 8 ® & 8 8 3 88 8 B E 8§

*A 75% off rate card rate discount assumption is applied to all media above except for Social Media.

admanco
(Lighthouse Independent Media, 2024)

(Yeung, 2024)
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IKEA

Mission & Vision
Inspired by our vision and driven

by our values, we're passionate
about life at home.

“The wonderful IKEA everyday”

(IKEA HK, 2024)



IKEA HK @ SOCIAL MEDIA
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(D 1,083 264K 13
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IKEA Hong Kong,
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Home Videos
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Shorts
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@IKEAHongKong *
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ikea.com.hk and 21
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READ MORE

YouTube

Sources: IKEA HK Facebook, Instagram, Youtube



IKEA HK AD STYLE

3 AN T
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Tone: First person

Humor, funny and using

that created
engagement & interaction with
consumers.
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Sources: IKEA HK Instagram



< Pricerite B
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Pricerite

Pricerite EE ¢ >

Page - Furniture

161K likes « 177K followers

e w

Pricerite BE— B 410\ T FREMEE - #HZ1E
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www.pricerite.com.hk

& pricerite.com.hk ++ See about info

Posts About Photos More »
NN
Facebook

PRICERITE @ SOCIAL MEDIA

< pricerite_hk

(@PriceriteStores

PriceriteE=

PriceriteEE=

EE  weeaomsa* 4.65K subscribers - 426 videos
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READ MORE

YouTube

Sources: Pricerite Facebook, Instagram, Youtube




PRICERITE AD STYLE

Tone: Announcement

message delivery.
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Sources: Pricerite Instagram



FOLLOWERS COMPARISON IN TOP 4 SOCIAL MEDIA

I I I I I
| | | i i
I YouTube i Facebook i Instagram i Whats:App i =[ZERUE
| | i i service | frequence
B i | | | |
465K | 177K ' 7k ' i 1-30 days
Pncentel j | | 0 | Y
| | | |
:. KE : 125K 1 3200K | 264K | Q ' 1-5days

Sources: IKEA HK & Pricerite Facebook, Instagram, Youtube|
Contribute by writer



e Understand the target audience
e Choose the right platform

e Draw them in with content

e Keep them engaging

e Analyse and adapt new strategies

» ‘21 \ (Wibowo et al. 2021)
\ \ Bridge Insights, 2023)

EFFECTIVE OF USE IN SOGIAL MEDIA
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< IKEA ERXRE

Posts About Photos Videos

BEERTHIGE=AEN |
BREEEDARMEMSARI -

TN e 22 | B A= 238

nslate)

@D 428 46 comments 19 shares 24.5k views

46 comments 19 shares 24.5k views

Facebook

® & e o

CUSTOMER FEEDBACK

Qv W

@ Liked by cc_christy and 1,691 others
ikeahongkong 1B AR RRMEEE= &M |
HEREBEEFARMEMS AR -

MR RHETS © D168 1REEIZE 6 A 28 4KIF - FEAHMN
BRNRIBRARAR | ARBERRESEFE)

HREIE IS # KSR AEERBER 42X RIETERMN
I ey )

I, Durian Bear, don't believe the new D168 durian will be

KEA EREE © popular for long!
44-Q I, Durian Bear, don't believe everyone would still remember
L4 D168 durian until 28 June...

) Editor supplement: D168 durian sundae is available till end
Kim Cheng of this month. Next month, some even stinkier durian will
Encore D168 7E7E be waiting for you guys (Forget about that mental bear)

*Tsim Sha Tsui, Causeway Bay and Taikoo Shing’s IKEA
Bistro will extend service hours to 10pm to celebrate Durian
Month.

View all 12 comments

4 days ago
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092 B . more
13 shares View 1 comment
Most relevant ~ 24 May
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1d Like Reply 169

’ Sze Wing Chan replied - 2 replies

< Elinorah Wong
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5 ?

1d  Like Reply

@ Elinorah Wong
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1d  Like Reply

Q Sze Wing Chan
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WHY ENGAGEMENT IS IMPORTANT IN SOGIAL
MEDIA

GOOD ENGAGEMENT

Customer retention
Customer loyalty
Customer acquisition

Customer satisfaction

(Lim and Rasul, 2022)
(Wellington, 2023)
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OBJECTIVE(S) OF SOCIAL MEDIA CAMPAIGN

Increase brand awareness Drive Traffic to Pricerite
in social media \ Platforms

00 l N =8

Gather valuable insights Generate Leads and
from the audience Conversions

— f—

Monitor Online Reputation

lBRhNDl Q-i

(Dolega, Rowe and Branagan, 2021)



0 STEPS TO SET-UP SOCIAL MEDIA MARKETING

Beware of customer
needs

Identity habits of
the target audience

e Competitor research

Ways to influence
the audience

° Review results

(Bristow, 2022)




0 STEPS TO SET-UP SOCIAL MEDIA MARKETING

CAMPAIG)

Al
&4
Technology

Analyse
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DEFINE THE TARGET AUDIENGE FOR <

4
SOGIAL MEDIA GAMPAIGN =) *
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PRICERITE SEGMENTATION IN SOCIAL
MEDIA

2021 Domestic households by income groups (excluding foreign domestic helpers)

Range of monthly

Age Group income (HKS)

No Changes v No Changes

Transactional Demoaphic

(Census and Statistic Department, 2023b)
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MARKET SHARE OF GASH, CREDIT CARDS, AND OTHER

(Statista, 2024)

Characteristic

Credit card (incl. "charge card"” since
2021)*

E-wallet, Digital/mobile wallet

Cash

Debit card
Prepaid card
POS financing*
Charge card*

Buy Now, Pay Later (split off from "POS
financing" in 2021)*

Retailer/bank financing (split off from
"POS financing" in 2021)*

2017

47%

4%

14%

26%

6%

3%

2019

45%

13%

11%

23%

6%

3%

2020

56%

22%

9%

3%

3%

2%

4%

2021

55%

24%

11%

4%

2%

2%

2022

55%

27%

10%

4%

2%

2%

PAYMENT METHODS AT POINT OF SALE (POS) IN HONG
KONG

2023 2027

I 52% 43%
27% 42%
9% 6%
5% 4%
4% 3%
2% 1%




TREND OF HONG KONG ONLINE RETAIL SALES

By forecast in 2025, > 80% Hong Kong Population will
experience e-commerce

Users by Age Percentage (%)
18 - 24 years old 1.6
25 - 34 years old 25.8 - 800
/0 of the total market

35 - 44 years old 27.6

(Age 25 to 54)
45 - 54 years old 26.2
55 - 64 years old 8.8

(Census and Statistic Department, 2023b)




DEMOGRAPHIC PROFILE OF META'S AD AUDIENCE

\\ DEMOGRAPHIC PROFILE OF META’S AD AUDIENCE

SHARE OF COMBINED, DEDUPLICATED POTENTIAL ADVERTISING REACH ACROSS FACEBOOK, INSTAGRAM, AND MESSENGER, BY AGE AND GENDER

18.3%

4.2% 41% 4.0%

[ . .

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

18 -24 25-34 35-44 45 - 54 55-64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

SOURCES: NOTE: we
e COMPARABILITY: are, <{O> Meltwater
social

(Meltwater, 2024)
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AVERAGE AGE OF FIRST TIME BUYER
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MEDIAN MONTHLY EMPLOYMENT EARNING PERSONS
(2024)

Median monthly employment earnings of employed persons (1) (2)

Sex Male Female Both sexes

Year / Moving 3-month period | Age group

2023 15-24 15,100 14,400 15 000
25-34 23,000 20,000 )|
35-44 27,700 17,200] |
45-54 25,500 16,000( | 20,000
55 - 59 22,000 15,500 19,400
60 and over 17,000 12,600 15,000

(Census and Statistic Department, 2024a)




MEDIAN MONTHLY INCOME FOR 2023

Wages and Labour Earnings

Overview Press Releases Tables Reports Feature Articles Statistics in Other Sites Concepts and Methods
Dec 2023
Nominal Wage Index for employees up to supervisory levell!) (Year-on-year % +3.8
Real Wage Index for employees up to supervisory level") (Year-on-year % cha - 1 6 % tO + 40 % +1.1
: Q4 2023
Nominal Index of Payroll per Person Engaged (Year-on-year % change) ( C om pa re d to A g e +3.6
Real Index of Payroll per Person Engaged!? (Year-on-year % change) b +1.0
etween 25 to 54)
Median monthly wage® (HK$) 19,800
-on-year % change) *3.
Median hourly wage® (HK$) 80.1
Median hourly wage'® (Year-on-year % change) +3.5

(Census and Statistics Department, 2024c), (Chow, 2021)
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OUTLINE APPROACH IN SOCIAL MEDIA
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TACTICS FOR CUSTOMER
ENGAGEME

ersona“zatlon
e Personalized marketing messages for individual customer habits.

e Exclusive promotions for social media followers and membership.

2. Interaction

e Interactive live sessions for direct B1FE |E
customer interaction. f 10
lg ll_'l E! —=
e Frequent updates and news to keep DREAM HOME
customers informed.
e Reality show on house renovation: BELEY yuaaxo .

O 2228Fm2 225: 503 wiEn

RIVEEEE BEEMFA HEEBEEMUNF1000, HrhEie TSARITHEE1.7612

Dream Home Makeover season 10

O FHDN (BHEBGER) REESMIT

(BEBER, 2024), (Kim, 2021)



CHOICE OF SOCIAL MEDIA CHANNELS

e Focus on Facebook and Instagram.

SCHOTTIS Blinds Installation - IKEA Home Tour
344K views* 6 years ago

& |KEA USA @

In this IKEA Home Tour episode 402 short, we head over to the Squad's studio apartment project and see how Ginelle personally ...

A

Sl 3 moments Measure your window. | Attach with the included peel and stick adhesive. | Open blinds to desired..

NEW BLINDS
FOR UNDER $3

(IKEA USA, 2018), (Guerrero, 2023)




CREATING COMPELLING CONTENT

e Provide valuable tips and tutorials.

e Incorporate customer testimonials and reviews.

(Kim, 2021)




SELEGTED TOOLS

} Google
.. Analyt|cs

‘ sproutsocial

h SurveyMonkey-

Google analytics to monitor the each digital
campaign and event traffic (including website
and mobile app)

Sprout social to monitor all social media channels

Survey monkey to collect customer feedback




Tasks

| Select the main social channels

IMPLEMENTATIO

Cantamh

1, 2024

End Date

3-Sep-2024

| Assign the access right

Q, h

P 3, 2024

September 5, 2024

| Monitoring

| Register the accounts

September 5. 2024

September 5, 2024

30-Sep-2027

September 8, 2024

Jan-2025

Sep-2024

Gather customer

feedback

| Assign the access right September 9, 2024  September 11, 2024 2
Monitoring September 12, 2024 September 30, 2027 1098
| Export data and review result September 12, 2024 September 30, 2027 1098
| Marketing Campaign of National Day of the People's Republic of China
fSel the marketing outline and objective September 3, 2024  September 8 2024 5
| Approval from management September 8, 2024  September 13, 2024 5
Content preparation September 13, 2024 September 18, 2024 5
Final approval from management September 19, 2024 September 22, 2024 3 I
|Launch event to social media S ber 23, 2024 September 23, 2024 0 |
| Monitoring September 23, 2024 October 10, 2024 17
o meil’:::rmng prid paf;r:a fornext  uiober 11,2024  October 16, 2024 5 ’
| Set the marketing outline and objective October 17, 2024 October 19, 2024 2 L
jApproval from management October 19, 2024 October 21, 2024 2 '
| Content preparation October 19, 2024 October 24, 2024 5
Final approval from management October 25, 2024 October 27, 2024 2
|Launch event to social media October 28, 2024 October 28, 2024 0
| Monitoring October 28, 2024 November 20, 2024 22
Reviewing result and analysis data fornext o mper 21,2024  November 26, 2024 5

| social media marketing campaign




Tasks

| Select the main social channels

IMPLEMENTATIO

Start Date

September 1, 2024

End Date

3-Sep-2024

Day(s)

2

| Assign the access right

September 3, 2024

September 5, 2024

2

| Monitoring

| Register the accounts

September 5, 2024

September 5, 2024

30-Sep-2027

September 8, 2024

1105

;Asslgn the access right

September 9, 2024

S ber 11, 2024

| Monitoring

September 12, 2024

xport data and review result

September 12, 2024

tulrlmlng Campaign of National Day of the People's Republic of China

September 30, 2027
September 30, 2027

Sep-2024 Oct-2024

Align content with
audience interests

Jan-2025

| Set the marketing outline and objecti September 3, 2024  September 8, 2024 5 |
| Approval from management September 8, 2024  September 13, 2024 5 |
| Content preparation September 13, 2024 September 18, 2024 5
| Final approval from management September 19, 2024 September 22, 2024 3
iLaunch event to social media September 23, 2024 September 23, 2024 0
f Monitoring September 23, 2024 October 10, 2024 17
prapiopet d":::r:;’ng prid paf;r:" fornext  october11,2024  October 16, 2024 5
| Set the marketing outline and objective October 17, 2024 October 19, 2024 2 u
| Approval from management October 19,2024  October 21, 2024 2 |
| Content preparation October 19, 2024 October 24, 2024 5
| Final approval from management October 25, 2024 October 27, 2024 2
Launch event to social media October 28, 2024 October 28, 2024 0
f Monitoring October 28, 2024 November 20, 2024 22
|Reviewing result and analysis data fornext o mier 21,2024  November 26, 2024 5

| social medla marketing campaign




IMPLEMENTATIO

Monkomng

Reviewing result and analysis data for next

social media marketing campaign

Ocoher <8, 2008

November 20, 2024
November 21, 2024 November 26, 2024

Marketing Campaign of National Day of the People's Republic of China Sep-2024 \ Oct-2024 \ Nov-2024 \ Dec-2024
Setthe marketing outine and objective _September 3, 2024 _September 8, 2024 |
Approval from management September 8, 2024  September 13, 2024 Track and ana [yze [
Content preparation September 13, 2024 September 18, 2024 i
Final approval from management September 19, 2024 September 22, 2024 CO nte nt p e rfo r m a n C e \
|Launch event to social media §99§§[n99g23. 2024 September 23, 2024 ‘ \
Monitoring September 23, 2024 October 10, 2024 [
mm’;%;i’:r:;‘g a":a'y:safz‘a fornext  ciober 11,2024  October 16, 2024 \
Sep-2024  Oct2024  Nov-2024  Dec-2024

Set the marketing outline and objective October 17, 2024 October 19, 2024 2 \
Approval from management October 19,2024 __ October 21, 2024 2
_ Content preparation October 19, 2024 October 24, 2024 5
|Final approval from management October 25,2024 _ October 27, 2024 - o data-drive . N
Launch event to social media October 26,2024 October 28, 2024 0 -

5




IMPLEMENTATIO
i

Reality Show on House Renovation | Jan2025 Feb2025  Mar2025 | Apr2025 May-2025 Jun-2025
Set the marketing outline and objective February 20, 2025  February 25, 2025 5
Approval from management February 25, 2025  February 27, 2025 2 |
Content preparation February 25, 2025  March 2, 2025 7 ]3 MUNTHS BAMPAIGN
L)
Launch event to social media March 6, 2025 March 6, 2025 o | START TIME I | J
Analysis 1st round enroliment data March 12, 2025 March 15, 2025 3
Boost enrollment post March 16, 2025 March 21, 2025 5
Analysis 2nd round enroliment data March 22, 2025 March 24, 2025 2
Boost enrollment post March 25, 2025 March 30, 2025 5
Close for the enroliment April 5, 2025 April 5, 2025 0
Select for the list form internal
biaaic backaround chask April 8, 2025 April 11, 2025 5
Shorten list for participants (increase user = N e o N
engagement) : : C C C
-number of likes, number of sharing by the Aprit:14,2025 Apni16;2025 5
IParudpant
Select 2 winners . a a a
vy April 17, 2025 April 20, 2025 3 0 <1810
Post to update the ign status April 11, 2025 April 20, 2025 9
Video preparation for the 1st winner April 21, 2025 May 11, 2025 20
Post to update the campaign status April 23, 2025 May 13, 2025 20
Launch videos in different social media May 15, 2025 May 22, 2025 7
Video preparation for the 2nd winner April 21, 2025 May 11, 2025 20
Post to update the c ign status May 13, 2025 May 18, 2025 5
Monitoring April 11, 2025 June 3, 2025 52 END TIME I
e y—— TREE 20 TR T 10
| soclal media marketing d




RELEVANT CONTENT STRATEGY

Align content with audience interests (gantt chart)

e Mix educational and promotional content.

Use data-driven insights for content planning (gantt chart)

Track and analyze content performance. (gantt chart)




METHODS FOR MEASURING CAMPAIGN SUCCESS

e Evaluate return on investment (ROI).

e Gather customer feedback (Gantt Chart)

(Taherdoost, 2023)



CONCLUSION

Leverage data analytics to optimize marketing performance.

Adapt to social media trends for relevance.

Address feedback to enhance customer satisfaction.

e Maintain consistent interest with regular updates.
e Investin advanced tools and technologies.

e Enhance video content for higher engagement.

e Prioritize sustainability in marketing messages.
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CHAN LOK LAM FREBIE (2322643): COMPETITION ANALYSIS (SOCIAL MEDIA) & PPT COORDINATION

LAI ON Y1 (2337393) : THE PLAN

TOW CHOON LIANG (2322637): THE PLAN
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