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1. [bookmark: _Toc140931448]Executive Summary 
AUSupreme was the first Hong Kong listing health supplements company in 2016. Due to the pandemic situation, it recorded a loss in 2021. In the health supplement market, the marketing position of AUSupreme is behind Vita Green and CATALO, which are the major competitors in this market. To reverse this situation, the enhancement of the marketing strategies may be one of the means to enhance the profit of AUSupreme. Currently, the marketing strategy is not clear on how to define its market target and even how its strategies can focus on them effectively. Therefore, in this proposal, generational marketing strategies are recommended for AUSupreme to develop suitable strategies to suit the particular needs of different age groups. The ultimate goal of this proposal is to increase the profit of AUSupreme. 
2. [bookmark: _Toc140931449]Introduction
Ausupreme International Holding Limited (stock code 2031. HK) was established in 2001 the first Hong Kong-listing health supplements company in 2016. The major business of Ausupreme is to sell high-quality health supplements and personal care products. Up to 31 March 2022, it had 16 specialty stores and 64 consignment counters and online shopping platforms in Hong Kong, Macau, Singapore, and China. Sale Channels (AUSupreme, 2022).
In the last 2022 interim report, it recorded a HK$365,000 (Unaudited) loss for the six months ended 30 September 2022. During the same period of 2021, it also recorded a HK$209,000 loss. Condensed Consolidated Statement of Profit or Loss and Other Comprehensive Income (AUSupreme, 2022b). Meanwhile, Ausupreme also obtained various types of awards (Table 2.1) in 2022, which ensure its quality and contribution to the industry. AUSupreme is a potential company with a high-quality company in this industry. To conquer the sustainable financial loss situation, the purpose of the proposal is to provide suggestions to increase the profit by enhancing the marketing strategies starting from the second half year of 2023.
	· Australian Made and Owned Logo

	· International Good Manufacturing Practice (GMP)

	· Safety Tests of Main heavy metals

	· Quality Tourism Services

	· Hong Kong Premier Brand Awards

	· Listed Company Awards of Excellence

	· Super Manpower Developer Award


Table 2.1 Awards and Recognitions (2022), created by the Author
3. [bookmark: _Toc140931450]Situation Analysis
According to the survey provided by Hong Kong Health Food Association (HKHFA, 2021), the number of respondents using supplements increased from 58.2% in 2019 to 89.1% in 2020. The average amount spent on health supplements each month also contained an increasing trend from HK$651 in 2019 to HK$1120 in 2020. According to this finding, more people care more about their health and are willing to purchase health supplements. This section will study the current market situation of AUSupreme from Macro and Micro perspectives. 
In the Hong Kong health supplement market, AUSupreme has 2 major competitors, including Vita Green and CATALO in terms of their specialty stores, consignment counters and online platform for selling their supplements (Table 2.2).  

	Items
	AUSupreme (AUSupreme, 2023)
	CATALO
(CATALO, 2023)
	Vita Green
(Vita Green, 2023)

	Number of Specialty Stores
	18
	24
	42

	Number of Consignment Counters
	66
	15
	39

	Online Selling Platform 
	Yes
	Yes
	Yes

	Contact Methods
	4
	2
	3

	Number of Spokesmen
	1
	1
	9

	No. of the Products
	124
	209
	73

	Price (Comparison on one type of Eye care supplement) up to 11 July 2023)
	HK$490
	HK$598
	HK$458

	Other Benefits
	· Free Delivery of over HK$800
· 5 % discount off for Birthday Gift
· Extra gifts after purchasing over HK$1,000
	· Free Delivery of after HK$350
· Welcome Gifts 
· Annual Discount after Joining the membership programme
· Birthday Gifts
	· Free Delivery of over HK$500
· Gifts for joining the membership
· 5 % discount off for Birthday Gift

	Suggested Ranking
	3
	1
	2


Table 2.2 Comparison between AUSupreme, CATALO and Vita Green, created by Author
According to the above table, regarding the product variety and the pricing, CATALO should be in the highest position compared with AUSupreme and Vita Green. However, in terms of reachability, purchasing the products of Vita Green is more convenient than the other two brands.  AUSupreme may lag behind them in the market position. AUSupreme is in an embarrassing position. If AUSupreme wants to break through this market phenomenon. AUSupreme should understand its situation clearly and enhance the profit with all-rounded marketing strategies. 
3.1 [bookmark: _Toc140931451]Macro Perspective – PEST
PEST is comprehensive with a four-angle tool to study the external environmental factors to determine an organisation's potential advantages and risks currently (Tanya & Davis, 2015). 
[bookmark: _Toc140931452]Political / Legal factor
Since 1 July 2010, nutrition labels have been mandatorily applied to packaged food from which customers can learn the nutrition information of the selected food (Centre of Food Safety, 2023). Due to this policy, AUSupreme is required to disclose the nutrition information of its products in detail.  The consumer has the right to know the ingredients of what they will buy before making the decision. The intention for the consumer to choose AUSupreme may increase if it is better than others. 
Due to the sources of the raw material and production process, some products of AUSupreme have passed the SGS heavy mental test, such as Supernatural Probiotics 25 billion CFU. (SGS Heavy Mental test, 2022) to ensure the safety of the products. AUSupreme shall always promote food safety messages for their products at the market. 
[bookmark: _Toc140931453]Economic factor
According to the HKSAR’s Hong Kong Economic situation (2023), after the release of the social distance policy, inbound tourism and domestic have strongly recovered, and the real GDP resumed year-on-year-on growth of 2.7% (Table 2.3). Meanwhile, the implementation of consumption vouchers also stimulates the growth of the Hong Kong economy.  The underlying and headline consumer price inflation for 2023 is also kept at 2.5 % and 2.9%. Due to the betterment of the economy, customers are more willing to purchase products which may not be defined as Convenience Products. (Murphy & Enis, 1986). 



Table 2.3 Gross Domestic Product 
[bookmark: _Toc140931454]Social factor
The population of 65 years old or above keeps steadily increasing from 482,040 in 1991 to 1,451,514 in 2021, which is around a three-time-increase within 20 years. (Population Census, 2021) Due to the health issues when getting older (World Health Organization, 2022), customers may take care of their specific health issues by purchasing relevant health supplements in the market. Therefore, the marketing strategies should focus on the specific needs of different groups to gain their attention to the products. 
[bookmark: _Toc140931455]Technological factor
Due to the rapid development of biotechnology, health supplements can be produced specifically in accordance with the health needs of the consumer. The producers can source the necessary components from various raw materials and make them from a small price of supplements. Customers can adapt their necessary nutrition easily.
3.2 [bookmark: _Toc140931456]Micro Perspective – Value Chain
Value Chain is an entire analytic tool for studying the gaps of each chain and helping to find the bottlenecks of the chains. (Schmitz, 2005)
[bookmark: _Toc140931457]Inbound Logistic
Inbound Logistics is a fundamental and vital part of the whole purchasing process. (Takita & Letite, 2016). The seller should ensure a smooth supply flow being the products being purchased by the customer. AUSupreme has received serval awards to recognise its comprehensive inbound procedures from transferring raw materials to finished products.  (Refer to table 2.1)
[bookmark: _Toc140931458]Outbound Logistic
The cost-effective and timely outbound logistic arrangements may determine the purchasing decisions of the customer if it is convenient and speedy. (Marques et al.,2019) In the current promotion of AUSupreme, free delivery is applied for all purchasing amounts if over HK$400. Also, Home Delivery and Pickup in-store, having 10 collecting points, are available for customers to collect their products. Mainland China delivery is also arranged for the needs of customers from Mainland China. The customer may collect their products the next day after confirming the order. 
[bookmark: _Toc140931459]Operations
AUSupreme has multiple purchasing channels for displaying its products to the target customer. It contains 84 physical stores, including specality stores and consignment counters in Hong Kong. The most important channel is a boundless and timeless online purchasing platform where customers can reach their products anytime, anywhere. In the physical stores, the brochures have been displayed there and the salesperson can recommend proper supplements to suit the needs of the customer in person. AUSupreme also offers a free delivery service if the amounts are over $400. The operability of AUSupreme can provide comprehensive before-sale and after-sale services to the customer. 
[bookmark: _Toc140931460]Marketing & Sales
AUSupreme contains serval promotion strategies to enhance brand awareness in society. Sammi Cheng, who is a Hong Kong pop star, is the spokesperson of AUSupreme. The purpose is to enhance the buy-in of society through the influence of Sammi Cheng. Other than that, AUSupreme also promotes serval discounts or extra gifts if achieved certain amounts, such as buy 2 get 1 free and selling bundle of health supplements at a lower price compared to buying them separately. 
[bookmark: _Toc140931461]Service
AUSupreme provides multiple channels for maintaining the good quality of customer services, such as Email, WhatsApp and telephone numbers so that the customer can tackle their issues timely. It may comfort anxiety and nervousness under uncertain situations.
[bookmark: _Toc140931462]Supportive Activities
AUSupreme has its strong supporting departments to support the operations of the frontline stores. It provides a safe and healthy working environment to minimise potential risks in the workplace. AUSupreme also provides sufficient training courses for its staff to equip the relevant job skills to conquer the requests from the customer, which is 100% attendance. (AUSupreme, 2022).
3.3 [bookmark: _Toc140931463]SWOT
SWOT is a four-gid analytic tool to study internal strengths and weaknesses and external opportunities and threats. (Sammut-Bonnici & Galea, 2015) It is valuable to create future marketing strategies based on the current strengths, weaknesses, opportunities and threats. 
[bookmark: _Toc140931464]Strengths
AUSupreme contains a robust supply chain, from sourcing the raw material to selling the products to the customers, which has already been recognised by external awards. (Refer to Table 2.1) Also, the reachability of its products is very high, including 84 physical stores and an online platform. Several customer service contact points, such as WhatsApp email, are provided for the customer. The delivery arrangement is also convenient for customers who purchase their products from an online platform. 
[bookmark: _Toc140931465]Weaknesses
To compared with the other two major competitors (Table 2.2), the ranking of AUSupreme lags behind Vita Green and CATALO. The variety of the products is less than CATALO, and the pricing is not as competitive with Vita Green. Generally speaking, the selling points of AUSupreme can’t be shown to the potential customer attractively. 
[bookmark: _Toc140931466]Opportunities
Due to the ageing population, the awareness of healthy life is increasing among customers. They may be more willing to purchase particular health supplements for strengthening their body and health. The betterment of biotechnology may help to produce more user-oriented and high-quality supplements for preventing chronic health issues in future. 
[bookmark: _Toc140931467]Threats
The consumer voucher is only a temporary policy which is used to stimulate consumer sentiment during and after the pandemic situation (Consumer Voucher Scheme, 2023). When it will not issue in future, the priority of buying such health supplements, which are not convenience goods, will be eliminated. 
Due to the above situations, AUSupreme should prepare a consumer-focused marketing plan to enhance the profit of its products to stabilise its marketing position in future. 

	Strengths
· Recognitions of the external Awards
· High Reachability
· Various means for Customer Contacts
· Convenient Delivery 
	Weaknesses
· Less varieties of the products 
· Not competitive pricing 
· Not Significant Selling Points

	Opportunities
· Increased Health Awareness
· Improvement of the Biotechnology
	Threats 
· Termination of Consumer Vouchers
· Not a Convenience Goods


Table 3.3 Summary of AUSupreme SWOT, created by the author
4. [bookmark: _Toc140931468]Current Segmentation, Targeting and Positioning (SPT)
If the current SPT of AUSupreme can be clearly defined, the future marketing plan can be developed accurately to satisfy the needs of the customers (Camiller, 2018). According to the website of AUSupreme (Promotions, 2023), its products have been classified into different categories which cover various health issues for the consideration of the target customer, including females, males and children etc… Therefore, its market segment is mass market. The target group is the consumer who cares about their current health situation. The product position of AUSupreme is falling behind its two competitors below (Table 3.4). 
	(High)
Cost

                                               CATALO

     
                AUSupreme
                     Vita Green

                                    
              

         Quality(High)                                                               


Table 3.4, Created by the Author
5. [bookmark: _Toc140931469]Marketing Mix – 4Ps analysis
Marketing Mix is another practical tool for us to evaluate the different components of the products for enhancing their market competitiveness in the market (Singh, 2012). 
[bookmark: _Toc140931470]Product
Product can be defined as the quality, varieties and value of the products (Išoraitė, 2016). The categories of AUSupreme are very comprehensive. It cares about the health needs of different age groups, and gender for preventing and decelerating the influence of chronic health issues, such as eye care supplements for people who are always looking to the screen every day, goats milk for improving the digestive system of children. It also provides various delivery tools for the customers to receive their products. It also received a lot of rewards to certify the product quality in 2022. 
[bookmark: _Toc140931471]Price
The pricing strategies can highly determine the marketing position of AUSupreme (Darmawan & Grenier, 2021). To compared with the other two competitors, the pricing position of AUSupreme is between Vita Green and CATALO. Although it provides several promotional discounts and packages to attract the customer to purchase their target products though physical or online platforms, the edge of its price can’t display to the public soundly. 
[bookmark: _Toc140931472]Place
Place is another core element to influence the interaction with the society which means how the public to understand you more (Westerbeek & Shilbury, 1999). AUSupreme has developed serval promotion channels to enrich the popularity of AUSupreme, such as Sammi Cheng as a spokesman for attracting the middle-aged target, and advertisements from Facebook for young generations. 
[bookmark: _Toc140931473]Promotion
Promotion is the main means to expand their product information to their target customers (Darmawan & Grenier, 2021). The promotion of AUSupreme is not as much as Vita Green.  People may more get familiar with the products of Vita Green and ignore the edges of AUSupreme. If the marketing strategies are not as competitive as Vita Green. The features of AUSupreme may eliminate within the market. 
6. [bookmark: _Toc140931474]Recommendations
After analysing the current situation of AUSupreme, its AUSupreme should keep the mass strategy. However, the marketing strategies don’t focus on the particular targets which is just a general marketing strategy. To reach the particular needs of different target groups (Williams & Pages, 2023), AUSupreme should gain the attention of different groups through a customer-oriented marketing strategy (Lynn, 2011). Therefore, AUSupreme can propose a generational marketing plan for each group (Williams & Pages, 2023) to arousal their intention to select AUSupreme’s products.  The table below will show the marketing recommendations for different age groups. It may help to develop the particular strategies for particular target groups. 

	Categories
	Range 
(Age up to 2023)
	Features
	Marketing Recommendation
	Marketing tools

	Baby Boomers
	Born during 1946-1964
(59 to 77)
	Workaholics, Active Retirement, High-income group
	Listen to the trusted advisor, discuss with their friend
	Social and recognition events, professional advisors, direct mail and face-to-face communication, customization of the internet format 

	Generation X
	Born during 1965-1977
(46 to 58)
	Family first, High education, Work-life balance, financial Sufficient
	Care the value of the service/products, Plan for their future, balance work, family and personal life
	Consultant Role (Personal Selling), Use their language, social events, Peer gathering

	Generation Y
	Born during 1978-1994
(29to 45)
	Fast-paced change, computers in the home and schools
	Custom to their unique needs, expect competitive pricing from the internet 
	Blended Promotion tools, content with humour & irony

	Generation Z
	Born after 1994
(28 or below)
	Use high-tech and multiple information sources, 
Always lived with the Internet
	Peer influencing 
	New Media, Virtual Technology


Created by the Author
For the group Baby Boomers and Generation X, traditional marketing tools, including TV radio promotions or face-to-face communication. They will listen to their advisor and discuss their thoughts with their friends. Meanwhile, their financial foundation should be better than these two groups. Their need to purchase health supplements may also be higher than other groups. Therefore, the marketing team should focus on this group. 
For the group of generation Y and Z, an online platform has already been integrated with their life. They feel comfortable and easily purchase their needs through online platforms. Therefore, if AUSupreme targets to reach these two groups, an attractive and feasible online platform should be developed to attract them to visit. 
Due to the trend of mature development of the online platform, it is unavoidable to use online platforms in future. Therefore, blended marketing strategies should be applied to the current market, which will be more comprehensive and all-rounded. 
[bookmark: _Toc140931475]Proposed Product Position
After the enhancement of the marketing strategies, the competitiveness, including the quality and the price of AUSupreme, will assume to be increased. Because of this proposal, the marketing strategies will be suggested as below: 
	(High)
Cost

                                                       CATALO

     
                          AUSupreme              
                                                        (New Position)
                                     Vita Green     AUSupreme

              

    Quality(High)


Created by the Author
[bookmark: _Toc140931476]Proposed Marketing Strategies
To reach Baby boomers and Generation X, traditional promotion strategies should be kept and even enhanced to embed the image of AUSupreme to them. 
1. TV and Radio media Advertising
TV and Radio media Advertising, to some certain extent, is surely effective for interacting with older customers to suit their daily habits (Bezjian-Avery, Calder & Iacobucci, 1998), for example, switching on the TV or radio after coming back home from work or while having dinner. With the ironic effect of Sammi Cheng, the branding of AUSupreme will highly be embedded into the heart of the customer. 
2. Public Health Talks
To take the speciality of its products, AUSupreme may cooperate with NGOs and health care centres to arrange public health talks to promote the health message to the public, such as how to prevent chronic diseases in our daily life. 
3. Walk-in Souvenirs
Walk-in souvenirs may be an attractive means of attracting potential customers to visit the physical stores. The sales have a golden opportunity to introduce suitable products to them. 
4. Personal Selling Training
Personal Selling Training is essential for the sales to equip communication skills with   potential customers. The important training content should be hearing, understanding, responding and integrating the questions from customers (Castleberry & Shepherd, 1993). It should be mandatory training courses for all newly joined sales to align the services standards for AUSupreme.                    
To reach Generation Z and Y in the market, online promotion strategies should be enhanced through social media channels and even online payment platforms. 
1. KOL
Inviting KOL to promote specific products is a popular means to reach young generations. 75% of customers will consider the recommendation from the key influencers (Burns, 2023). Positive word of mouth can accelerate the purchase decision of the customers. Therefore, Sammi Cheung, who is already a spokesman for AUSupreme, can also create a YouTube channel to introduce the products of AUSupreme to reach the online potential customers. 
2. Development of Online Payment System
Collaborating with online payment systems, including Payme or Alipay, may encourage young generations. Searching for information on the internet is already a vital action before making a purchase decision (Sulastini, Fedorko & Fedorko, 2018). If AUSupreme can collaborate with online payment systems by offering certain discounts, it may grasp a selling opportunity after the customer search for the information. 
3. AUSupreme Promotion Video Creation
AUSupreme may organise a Youtube video creation competition to enhance the popularity of its products to the public. It may be divided into different groups to enhance the participation rate, including primary school, secondary school, University and even for the public. Through the creation process, the brand of AUSupreme will be embedded into the heart of participants.  
4. Blended Promotion Strategies
Traditional and online marketing strategies have their own strengths and weaknesses for reaching their customers. If the synergy between them can be created, the effectiveness will be enhanced largely. Therefore, traditional marketing means will become a bridge for introducing online shopping systems, for example, offering a discount when using an online system successfully.                                                            
[bookmark: _Toc140931477]Implementation Plan and Measurement
	Marketing Strategies
	Schedule 
	Content
	Measurement

	TV and Radio media Advertising
	Q3 2023
	To increase the frequency of AUSupreme video in TV and radio means
	20 % of an increase about products enquiry

	Public Health Talks
	Q3 & Q4 2023
	 To share how to prevent chronic disease through healthy habits
	20% of participants will visit the stores after attending the talks

	Walk-in Souvenirs
	Q3 & Q4 2023
	To give health-related products, such as blood pressure monitors if achieving certain purchase amount. 
	10% increase of the Profit compared with previous quarter

	Personal Selling Training
	Q3 & Q4 2023
	To provide a mandatory customer service training course for salesperson to enhance their relevant skills 
	Each salesperson can introduce the products to the potential confidently

	KOL
	Q3 & Q4 2023
	To invite a young KOL joining with Sammi Cheng to promote the products through YouTube or other online platforms
	Profit of its products will be increase during the broadcasting 

	Development of Online Payment System
	Q3 & Q4 2023
	To cooperate with online payment companies, such as Payme and Alipay, to offer a discount when using online payment method. 
	10% increase of using online payment methods

	AUSupreme’s Promotion Video Creation
	Q3 & Q4 2023
	To create a 2-minute short video to promote the brand of AUSupreme to the public. 
	Can create a significant noise to the public through the video creation.


Created by the Author
7. [bookmark: _Toc140931478]Conclusion
The effectiveness of the above strategies will be measured in the second quarter of 2024, which may reflect from the profit of its products. The expected profit should be increased compared to the previous quarters. Therefore, the involvement of the marketing team and even public relations need to get dedicated involvement in this project to make it successful. Increasing the profit is the ultimate goal for the proposal. Meanwhile, the banding of AUSupreme should be embedded into the heart of the target customer. 
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