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Synopsis

As a consultancy firm specializing in reviewing on the marketing strategies of companies and proposing resolution plans, this report has been put together to evaluate the marketing strategies of b-MOLA Air Purifier, a start-up entrepreneur consumer goods company in Hong Kong specializing in innovation and technology.  To review on the overall air treatment industry, company background, the product portfolio, current marketing plan and future marketing development plan proposed going forward.  It is recognized that b-MOLA has got strong innovative product of Household Air Treatment Unit, advanced patented Nano-Confined Catalytic Oxidation (NCCO) technology, and competitive price.  However, b-MOLA needs to continue improving on the Place and Promotion by increasing their point of sales physically to Broadway as well as Fortress and virtually to big big shop & HKTV mall as well as JD.com & TMALL.com to generate more sales.  Besides, it is recommended to enhance the social media coverage to Instagram, LinkedIn, and Twitter to bring the brand awareness.  Also, it is vital to engage customer-facing marketing strategy in membership and personal selling to maximize their loyal members buying impulse and in turn increase sales and brand belongingness.  To summarize, it is recommended that b-MOLA to formulate a diversified marketing strategy to achieve the company’s goals of increasing overall sales revenue and enhancing brand awareness.  
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1	Introduction  
This report aims at evaluating the marketing strategies of b-MOLA Air Purifier, a start-up brand passionate on innovation and creativity.  We are to investigate on the current industry situation, the internal and external review of b-MOLA, their current marketing strategies, and their future development needs.  Finally, we will pull forward our conclusion and recommendations to maximize their sales revenue and brand positioning.  

1.1	Objective of the Study
[bookmark: _Hlk63355700]The objective of this study is to review on the current situation of b-MOLA, an innovator for Air Purifiers, showcase their core product b-MOLA Household Air Treatment Unit, and how they compete with their other competitors with their current marketing strategy and marketing mix.  Then, we will focus on their future development plan to increase sales revenue and brand awareness.   
The reason that the research is to focus on b-MOLA Air Purifier is because there is a substantial need to improve on air quality in people’s top priority.  A quality product and a quality marketing plan will certainly make the product sell and the brand being recognized.
In view of the air pollution problem nowadays in developed countries and emerging countries, air pollution is a core issue for people to pay special attention to.  Ito and Zhang (2020) stated that air quality is exceptionally bad in emerging countries, and serious air pollution causes major health and economic problems on billions of people.  Such serious air pollution causes negative effects on economic outcomes, such as infant mortality, life expectancy and labour supply.  In this case, air pollution is not only causing health symptoms but also causing economic impacts to society. 
Besides, it is estimated that 4.2 million premature deaths internationally were caused by indoor air pollution compared to 3.8 million from outdoor pollution in 2016 (WHO, 2018).  It is also estimated that 90% of people do not breathe air complying with the World Health Organization Air Quality Guidelines (WHO, 2016).  
According to Environmental Protection Agency (EPA), most indoor air quality at homes is 10 times worse than outdoor air.  Therefore, people are urging for air purifiers to improve the indoor air quality (Chatham, 2017) 

1.2	Industry Overview
Air Purifiers are classified as Home Appliances category in retail shops.  There are various brands and companies offering Air Purifiers in Hong Kong.  The market competition is keen.  Especially during the COVID 19 pandemic situation, people are more self-conscious on health care.  In view of the lock down, social distancing and quarantine, more people are staying at home or work from home.  There are more concerns about the air conditions indoor and it becomes vital to keep the air clean.  One of the best ways is to filter out the dust and pollutant by air purifiers. 
There are multiple brands of Air Purifiers trading in Hong Kong mainly via Fortress, Broadway, and other Electrical Shops.  The brands include Dyson, Philips, Honeywell, Sharp, Toshiba, 3M, Panasonic, LG and so on. 
The main function of air purifiers is to trap and remove dust and particles from the air.  The key component of air purifiers is the filter. Filter should trap up to 99.97 percent of all air particles which are bigger than 0.3 microns wide to regards as High-Efficiency Particulate Air (HEPA) standard.  Most common used substances together with the filter is activated carbon.  The activated carbon can absorb molecules or toxins and helps remove odour.  Some units used ultralight to kill bacteria and some used ionization or electric attraction to trap and remove particulates (Chatham, 2017).     

1.3	Company background & Product Category
This section is to illustrate the company background, key achievements, product portfolio and market competition of b-MOLA under RHT Industries Limited.
RHT Industries Limited established in 1998 is a technology company who is strong in innovation and material science.  Partnering with the member of Hong Kong University of Science and Technology Entrepreneurship Program in 1999, RHT successfully invented and patented the Nano-Confined Catalytic Oxidation (NCCO) Technology in 2003.  The Catalysis is regards as a clean, efficient and enantioselective approach for producing high quality products in chemical and pharmaceutical manufacturing (Cheng, Wai and Armstrong, 2020). 
Today, NCCO technology is utilized by many companies worldwide including Hong Kong & Shanghai Bank Corporation (HSBC), Hong Kong International Airport, Walmart Retailing, MTR Corporation and over 200 medical institutions.  The household air purifiers are being launched under the b-MOLA brand in 2015.  NCCO has been applied to garbage station, public toilets of government projects and smoking room of Hong Kong Airport   Also, RHT research team consists of scientists around the world including University of British Columbia and the University of Vienna.  They have devoted a lot of effort in research, especially impressive results have been achieved in material science to improve people’s quality of life (RHT Industries, 2021).  
There are three product categories for b-MOLA: Solutions, Industrial and Domestic Air Treatment Units.  Namely, Total Office Management Solutions for office use, Ceiling Filtration System for industrial application and NCCO Home Treatment Units (Air Purifiers) for domestic household use.  This research is to focus on their NCCO Home Treatment Unit Air Purifiers for home use (RHT Industries, 2021).   

2	Situation Analysis
In this section, we are to use the analytic tools of SWOT and PEST Analysis to review the current situation of b-MOLA.
SWOT analysis is used to evaluate on the Strengths, Weaknesses, Opportunities and Threats.  The tools are to capture the Strengths (things are good at present), Weaknesses (things are bad at present), Opportunities (things are good for future) and Threats (things are faults for future) of a company or an organization (Humphrey, 2005).   It helps identify the current situation and thus implement action plan for future improvements for b-MOLA.   
Strengths: b-MOLA has got a strong product invention in Air Purifiers and a strong product research team. It demonstrates a professional brand identity and an innovative company in the industry. They have invented the domestic household air treatment system which the technology is unique in the market.  Strong research team consists of leading scientists world-wide by collaboration of RHT Industries and Hong Kong University of Science and Technology HKUST Entrepreneurship Program.  Subsequently, the new Nano-Confined Catalytic Oxidation (NCCO) technology is patented as its company’s distinctive asset.  The benefit of the environmental catalysis means a series of chemical procedure in which catalysts control the unacceptable compounds and produce active oxygen to minimize waste and pollutants for environment protection (Fei et al., 2021)  
Weaknesses:  b-MOLA has not got any Direct Point of Sales.  They manage retail shops via on-line or via Fortress. Pricerite and other Electrical Shops. Thus, it is not sufficient to react with customers and members.  Besides b-MOLA has got insufficient marketing strategies which their focus is on traditional marketing such as Face Book, You Tube and company website. The interaction with customers is limited.
Opportunities: b-MOLA has opportunities in expanding their Point of Sales.  They can investigate working with on-line platform such as big big shop and HKTV mall to increase their Customer-facing channels.  Also, to make best use of social media, for example Twitter and Instagram to increase their coverage to younger generation.  At the same time, they continue to invent in their research and development on new products extension by using new material.
Threats: the competition in air purifiers is keen.  There are many technologies claiming they can aid the air pollution and improve the air quality.  The professional image of  b-MOLA will lead to the niche market. 

Diagram 1:  SWOT Analysis of b-MOLA Air Purifier 
[image: ]
Source:  Illustrated by Writer (2021)
Simultaneously, PEST analysis is used to evaluate on the macro-environmental factors that affect a company.  It is especially useful for start-up company, or a company is entering into a new market.  PEST stands for Political, Economic, Social and Technological (Aguilar, 1967).       
	Political:  China-US Trade War (2018-2021) has persistently affecting the Hong Kong retail market in 2018-2021.  Also, the political instability in 2019 is causing negative impacts to the Hong Kong society. 
	Economic: the economic situation was poor in 2020 while we see the improvement in Quarter One 2021.  For data up to December 2020, Hong Kong Population of 7.47 million, Gross Domestic Product (GDP) declined by 6.1% compared to 2019, Retail Sales of HK$326.462 million dropped 24% year on year (HK$431,160 million in 2019), total Unemployment Rate increased to 7% (was 3.4% in 2019), Retail Unemployment Rate increased 10 11.3% (was 4.4% in 2019). For Quarter 1 Figures in 2021, the GDP has increased by 7.9% year on year compared to the same period in 2020, The Unemployment Rate has slightly improved to 6% in March to May 2021 (Census and Statistics Department, 2021). 
	Social: COVID-19 has started from end 2019 until now.  The quarantine policy, social distancing, travel restrictions and lock down has led to retail sales revenue down. Customers’ shopping impulse has become deteriorating.
	Technological: due to the face-to-face interaction limitation, the virtual platform has become common and widely adopted globally. Therefore, on-line shopping has become the core purchasing channels due to the COVID-19 social-economic situation.
Diagram 2:  PEST Analysis of b-MOLA Air Purifier
[image: ] 
Source:  Illustrated by Writer (2021)


3	Current Marketing Strategy
This section is to review on Segmentation, Targeting & Positioning that b-MOLA has currently adopted and its Marketing Mix Strategy. 
3.1	Segmentation, Targeting and Positioning 
According to its company mission, b-MOLA has currently adopted the segmentation of age, gender, belief, and social-economic status. 
Targeting are 30 years of age or above, female (motherhood), healthy living style and middle-class income or above.
Positioning is professional and innovative household air treatment system.

3.2	Marketing Mix Strategy
Regarding the marketing mix strategy, b-MOLA is recognized as a professional innovative brand specialized in home air improvement.  
Product: the household air treatment unit – air purifier is favourable for domestic use and is equipped with the world-wide patented NCCO (Nano Confined Catalytic Oxidation) Technology developed by a member of Hong Kong University of Science & Technology Entrepreneurship Program.  The NCCO Technology generates active oxygen to decompose air pollutants.  In a laboratory setting, the NCCO filter can last up to 12 years. They are strong in removal of odour, bacteria, and viruses from home.  This shows a higher efficiency compared with conventional air purifiers in the market. For example, filter added with active carbon can only collect and store pollutants without being able to decompose them and the filters can only last for a few months. In case the filter is not changed in time of the conventional treatment units, the absorbed pollutants will be released back into the air which will be harmful to health. The b-MOLA can decompose harmful microbes and eliminate formaldehyde emitted from new furniture too which is good for newly furnished family (RHT Industries, 2021).  
Price: the b-MOLA Household Air Treatment Unit is priced at HK$4,454.  Compared to leading brands of Dyson Purifier Cool Formaldehyde costs HK$5,980 and Philips Connected Air Cleaner priced at HK$5,938, b-MOLA’s price is justified at the premium range.
Place: b-MOLA is traded via omni-channels with its own on-line shops, Consignment Counters at Fortress and Pricerite Stores (off-line and on-line) and on-line retail shops JD.com and TMALL.com.  Social Media covers Company Website, Face Book, YouTube, WhatsApp, and Messenger. There is no LinkedIn, Twitter, and Instagram yet.    
Promotion:  b-MOLA concentrates in traditional advertising via Printed Advertisement, Billboard & Bus Advertising and Newspaper Advertising. There is no personal selling for such air purifiers. There is frequent consumer sales promotion at retail shops and one-line shops.  For example, Fortress has priced down the b-MOLA Household Air Treatment Unit from HK$4,688 to HK$4,454.  Regarding the public relation, b-MOLA has devoted into social accountability to use sustainable material.  Its professional research team with scientists from world-wide universities has committed in using the environmentally friendly material and its NCCO technology is proven to not only trap the dust & particles but also convert the pollutants to active oxygen which is very positive to the natural environment and to people’s health (Fei et al., 2021).


Diagram 3: Product Comparison of b-MOLA, Dyson, and Philips Air Purifier (Premium Brands)
	Brand
	b-MOLA
	Dyson
	Philips

	Product
	Household Air Treatment Unit
	Air Purifier Cool Formaldehyde
	Connected Air Cleaner
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	Unique Selling Points
	Patented NCCO Technology, HEPA Filter, can eliminate bacteria and viruses thoroughly from breeding and kill bacteria and viruses by destroying their cytomembrane with oxidizing reaction.
	HEPA Filter with activated Carbon and can capture 99.95% of ultrafine particles as small as PM0.1 allergens and pollutants.
	Nano Protect Formaldehyde HEPA Filter, 99.9% removal of 3mm harmful substances, 99% formaldehyde, PM2.5, bacteria, and virus removal.

	Price
	HKD 4,454
	HKD 5,980
	HKD 5,938

	Place
	Fortress/Pricerite/
Online Shops
	Fortress/Broadway/
Online Shops
	Fortress/Broadway/
Online Shops

	Promotion

	Website
	Yes
	Yes
	Yes

	Face Book
	Yes
	Yes
	Yes

	YouTube
	Yes
	Yes
	Yes

	IG 
	No
	Yes
	Yes

	Twitter
	No
	No
	Yes

	Linked 
	No
	No
	No


Source: Illustrated by Writer (2021)
4   Future Developments 
After reviewing the current marketing strategy and its marketing mix, this section is to identify the future development needs and its marketing implementation plan. 
4.1	Future Development Needs 
	In terms of the Marketing Goals and Objectives, two main objectives are defined as increasing sales and increasing brand awareness of b-MOLA. The b-MOLA Household Air Treatment is recognized as professional innovation air solutions with NCCO patented technology for Home (good Product). The unique selling point is that the NCCO technology does not only trap pollutants but also to release active oxygen. The b-MOLA price is competitive among the dominating brands such as Dyson and Philips (good Price). 
However, the Place should be improved to allow more presence. The current points of sales are too limited. The Promotion is traditional on website, printed advertising. billboard & bus advertising and newspaper advertising and is recommended to enhance the digital platforms. 
4.2	Marketing Plan Implementation 
In this section, it aims at proposing a Marketing Plan implementation.
In terms of Place, firstly, to increase Point of Sales.  At present, b-MOLA does not have their own direct retail shops and only have consignment counters at Fortress and Pricerite Shops.  It is suggested to enhance their collaboration with Broadway to immediately increase the Point of Sales. Both Fortress and Broadway are the two biggest Electrical Stores in Hong Kong (Oligopoly).  Having b-MOLA present at both dominating retail shops of Fortress and Broadway in Hong Kong should generate sales effectively. 
	Secondly, to increase the on-line channels.  At present, b-MOLA co-operated with JD.com and TMALL.com.  However, the Hong Kong presence is not sufficient.  It is suggested to enhance their on-line shopping channels to big big shop and HKTV mall. Both HKTV mall and big big shop are leading on-line platform for Home Appliances which should generate more on-line sales.
	In terms of Promotion, firstly, to enhance their social media platform. Currently, their social media covers Company Website, Face Book, YouTube, WhatsApp, and Messenger.  It is proposed to connect to LinkedIn, Twitter, and Instagram to reach out to the younger generations and broaden their brand awareness.
	Secondly, b-MOLA has got no membership program. Customers’ training and interaction is key to success. To establish the membership program to facilitate the product training and enhance the direct channel for sales promotion marketing too. The members are effectively a pool of customers to collect feedback for continuous improvement. 
[bookmark: _Hlk77020567]	Thirdly, to establish the personal selling channel.  As such an advanced patented Nano-Confined Catalytic Oxidation (NCCO) technology, it is suggested to have personal selling, training, and explanation to customers so as to arouse their interest and make best use of the words of mouth strategy. 


5	Conclusion and recommendations
	Finally, this section is to summarize on the conclusion and put forward the recommendations.
5.1	Conclusion
To conclude, this report has evaluated the marketing strategies for a health consumer goods company in Hong Kong namely, b-MOLA, an innovative entrepreneur start-up business.  It demonstrates its current market situation, an analysis of segmentation, targeting, positioning strategies & marketing mix and its future development needs. 
More people tend to spend most of their time (more than 80 percent) indoors (Duan, 2013).  The indoor exposure to PM2.5 is in fact 87% higher than outdoor (Ji and Zhao, 2015).  Therefore, it encourages new efforts for example using air purifiers to minimize the contact to air pollution by lowering indoor PM2.5 levels (Liu et al., 2021). Air purifiers are at a high demand nowadays especially for brands offering quality of goods like b-MOLA. 
To summarize the marketing strategy, it is recognized that b-MOLA has got a strong professional image of product brand which they have invented and patented the Nano-Confined Catalytic Oxidation (NCCO) technology for their licensed Air Treatment System.  This is a unique selling point which is distinctive from the other air treatment competitors.  
Also, the product is priced at a competitive range compared to two leading brands of Dyson and Philips Air Purifiers.   
After that, it is identified that b-MOLA needs to improve on their marketing strategies in more place presence and more promotional investment plans.  As explained, it is vital to increase their point of sales physically to Broadway Stores and virtually to HKTV mall & big big shop. Besides, it is to increase their Social Media coverage and enhance customers’ experience.
The acceleration of applying the end-to-end digital transformation technology, both on the demand and the supply aspects, implies that consumers can enjoy the benefits of the contact-free economy, and put additional emphasis on service levels (Fonseca and Azevedo, 2020).
	The research objective of analyzing their current marketing strategy of b-MOLA and how they should progress with continuous improvement in future developments.

5.2	Recommendations
As a result, here are the recommendations for b-MOLA to overcome the current challenges in increasing place presence and promotional investments.
In regards of easy access, it is highly recommended to increase the point of sales in physical stores and on-line shopping channels.  Physical stores of Broadway and on-line shops of big big shop & HKTV mall are key channels to assist b-MOLA in enhancing their omni-channel presence to the public.
[bookmark: _Hlk76999210]Regarding promotion, diversified marketing campaign is highly recommended.  To accelerate their digital technologies in social media platform of LinkedIn, Twitter, and Instagram to broaden the customer facing channels.  To have more interactive questionnaires, responses with gifts on the posts of Face Book and YouTube to have more two-way interaction with customers to enhance the customers’ experience. Hence, to generates more buying impulse and sales.
Membership program is suggested.  B-MOLA is selling not just pollutants removal but to generate active oxygen which is environmentally friendly and good for health.  Technologies are being invented and adopted fast to rectify indoor air pollution. Home Air Purifiers are one of the most effective technologies exist to clean the air of harmful chemicals of both indoor and outdoor surrounding us (Cooper et al., 2021). It delivers a very good health message to customers. It is highly recommended to engage with their loyal customers by introducing a membership program to increase the repeat purchase and membership privileged discount.
Finally personal selling, it can enhance a personal touch to explain to customers what the patented NCCO Technology is and how it is compared to its competitors.  Especially, it is advantageous when selling high-priced product that requires explanation on product functions, benefits, and technical knowhows (Popyk, 2016). 
In conclusion, b-MOLA is a technological start-up company who has got patented NCCO advanced technology and is reasonably priced in a quality product range.  It is highly recommended to increase their point of sales via omni channels on-line and off-line.  Also, to increase their promotional tools via social media platform, membership, and personal selling as a complete marketing strategy to increase sales turnover and brand awareness as a new innovative brand.   
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