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[bookmark: _Toc171777089]Executive Summary

Considering the increasing demand for personal wellness, leading to a big market of health supplement products in Hong Kong, the aims of this report are to investigate Vita Green’s situation as well as its marketing environment and strategies and to provide recommendations for its marketing strategies in coming 3 years. Given the increasing awareness of the personal wellness worldwide and growing demand for supplement products, Vita Green enjoys a giant potential market in Hong Kong and international markets. In order to expand its market and satisfy the growing and emerging market demand, it is recommended that Vita Green should keep producing innovative products by research & development, expand its international presence and enhance their customer services. This report begins with the company background of Vita Green, followed by the situation analysis, its segmentation, targeting, and positioning strategies, the effectiveness of its strategies and ends with recommendations. 













[bookmark: _Toc171777090]1. Introduction of Vita Green and the Wellness industry

Vita Green is a well-established health supplement brand based in Hong Kong. It specializes in natural and organic products, offering a range of supplements to enhance overall well-being. Since its establishment in 1993 founded by two medical doctors, it is dedicated to bring health, youth and joy to all. In order to accomplish its goal of providing high-quality health supplements and so as to promote wellness, it offers a diverse product portfolio, including vitamins, minerals, herbal remedies, and other health products. Its target market includes health-conscious individuals of all ages (Vita Green, 2024).
Regarding its products, Vita Green specializes in extracting health treasures based on the essence of herbs and Chinese medicine and manufacture them with the highest Western pharmaceutical standards with the use of modern technology. It also offers a series of premium vitamins and western health supplements imported from the U.S., called the “Doctors Choice” vitamin series. Its diversified product mix not only caters the needs of customers of different genders and age groups to create a healthy and perfect life, but also prevent illnesses. 
According to McKinsey & Company, 2024, there is a rapid growing market in the wellness industry, with the USD1.8 trillion global consumer wellness market. People around the world concern more about their health and they are willing to spend money on the supplements to maintain their wellness. It is evident by Dietary Supplements Market Size and Share Report, (2030, 2024.), which states that the global dietary supplements market size was valued at USD177.5 billion in 2023 and is projected to grow at a CAGR of 9.1% from 2024 to 2030. Consumers are increasingly made aware of such products and their benefits through effective marketing campaigns, influencer endorsements, and social commerce.
Hence, the purpose of this proposal is to plan a 3-year marketing plan for Vita Green’s health products so as to enhance its branding as well as its customer loyalty, which brings the long-term benefits to the company.  

[bookmark: _Toc171777091]2. Situation Analysis (Internal & External Environment)

The situation analysis will begin with the SWOT analysis as follows:

[bookmark: _Toc171777092]2.1 Strengths

2.1.1 Strong brand reputation
Vita Green was established in 1993, over these decades, it earned its reputation by dint of high quality and effective products. For instance, a lot of recognitions were received, including the “Hong Kong Superbrands”, “Hong Kong Top Brand”, “Quality Tourism Services”, the “Reader’s Digest Trusted Brand Award”, as well as many prizes awarded by credible organizations. The accreditation is a testimony to Vita Green as a well-respected brand in the market (Awards - Vita Green, 2024).
2.1.2 Wide product range
As mentioned above, Vita Green offers a wide range of products, such as the premium Vita Green TCM series including Vita Green Lingzhi, Haircare series Vita Hair, immune booster Vita Green Yunzhi, Vita Green Yin Yang, sleep aid Vita Calm, ear health product Herba Precious, mood elevator Vita Joy and Joyful Period, pancreatic supporter Glucobest, eye supplement ISee and uric acid product Uricsil. In addition, the Doctor’s Choice vitamins and supplements series introduced to Hong Kong 20 years ago has proven to be very popular among the more westernized population providing a wide range of products for consumers to choose. In other words, it provides both Chinese and Western supplements for customers, which cover different kinds of supplements and satisfy different customers’ needs. 
2.1.3 Established distribution network
Vita Green has recruited over 550 staffs, launched 3 GMP certified pharmaceutical factories, 6 overseas offices, over 60 specialty shops and 10 consignment counters all over Hong Kong and Macau. It owns tens of original brands and more than 150 products that sell across Asia, Europe and the U.S. Its established distribution network enables the company to build up brand awareness across its markets and maximize their profits.
2.1.4 Commitment to quality and holistic health
The high-quality products of Vita Green can be proven by the awards received in these decades as mentioned above. Nowadays, brand image is crucial to enhance customer loyalty. Consumers are now seeking more value beyond just the physical functionalities and characteristics of products (Dobni & Zinkhan, 1990). Given this shift, industry management highly values brand image as it has the potential to generate greater value (Wang & Tsai, 2014). As providing high quality products will positively affect the brand image of a company, its commitment to quality and holistic health will enhance brand image and customer loyalty so as to generate more profits in long run.

[bookmark: _Toc171777093]2.2 Weaknesses

2.2.1 Limited international presence
Though Vita Green has established research centres in Hong Kong, Mainland China, Europe, its presence in overseas countries is still limited. The brand awareness in the overseas countries is not high, as its major markets are Hong Kong and mainland China. In order to enrich its market share, Vita Green should improve its international brand awareness so as to expand the market aboard. 
2.2.2 Intense Competition from local and global health supplement brands
The competition in the nutrition and supplement market is keen, particularly in Hong Kong. There are plenty of brands available in Hong Kong, which means the customers have alternatives to choose their nutrition and supplement products, for instance, some major competitors of Vita Green in Hong Kong are Eu Yan Sang International Limited, RightEA Trading, Health & Happiness, Biostime International, Nestle, GlaxoSmithKline, etc, (Insights10, 2024).  Therefore, Vita Green faces a keen competition in the nutrition and supplement market, particularly the local market. They have to maintain their innovativeness and differentiate their products to enhance their competitiveness. Even in the international markets, there are plenty of global brands in the nutrition and supplement industry, Vita Green has to differentiate themselves to build up a strong branding in order to compete in the international markets. 

[bookmark: _Toc171777094]2.3 Opportunities

2.3.1 Growing health-consciousness among customers in the world
People around the world concern about their health more and more nowadays and they have been looking for ways to prevent different kinds of critical illness and cancer is one of the critical illnesses causing a high risk of death. In 2022, there were around 20 million of new cases and approximately 10 million of deaths found all over the world. Cancer is an active killer worldwide, including in Hong Kong. Total 38,462 of new cancer cases were diagnosed, and 15,108 deaths were recorded in 2021 (Insights10, 2024). When people in the developed countries are having a higher standard of living, they care more about their health and personal wellness in order to have a longer life. This indicates a big market in the nutrition and supplement products. 
2.3.2 Increasing demand for natural and organic products 
As mentioned above, people nowadays put more concern on personal health and wellness so that there is a growing demand for natural and organic products. The global organic food and beverages market size was valued at USD 231.52 billion in 2023 and is expected to grow at a compound annual growth rate (CAGR) of 13.9% from 2024 to 2030 (Insights10, 2024). Therefore, Vita Green has a high potential market for its natural and organic supplement products. 
2.3.3 Expansion into new markets
Vita Green already has over 550 staffs, 3 GMP certified pharmaceutical factories, 6 overseas offices, over 60 specialty shops and 10 consignment counters all over Hong Kong and Macau. Vita Green owns tens of original brands and more than 150 products that sell across Asia, Europe and the U.S. In future, Vita Green has the potential to expand its product lines and see them to the new markets, including some developing countries, which are having rapid economic growth, such as Thailand.
[bookmark: _Toc171777095]2.4 Threats

2.4.1 Strict regulatory environment
Since Vita Green is selling supplement products, the regulations governing the food, medicine and supplement products are strict worldwide. In other words, in order to fulfil the relevant regulations before entering into the respective markets, the costs of production may be increased. In the meantime, the risk of breaking the regulations and leading to adverse impacts on the brand reputation may be higher, if Vita Green cannot fulfil any of the regulations when exporting its products to a market. 
2.4.2 Keen Competition
   There are so many competitors in the supplements and health products’ market. Customers have so many alternatives when they are choosing the supplements. Hence, in order to maintain its competitiveness in the market, Vita Green should have a clear positioning strategy and differentiate its products in order to stand out in the highly competitive market. 
2.4.3 Evolving customer preferences
Nowadays, customers preferences and tastes keep evolving and they would demand more on the quality products and customer services. Hence, Vita Green should keep enhancing their products and services in order to meet the ever-changing customers’ needs. For instance, the research and development (R&D) should align with the marketing research in order to produce good quality products that can satisfy customers’ needs. In addition, good customer services are crucial for nowadays customers. 
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[bookmark: _Toc171777097]3.1 Segmentation and Targeting
Regarding the segmentation, Vita Green bases on age groups, income groups, lifestyle  as well as geographic locations to do the segmentation. It sells a wide range of supplements with price range from around HK$300 to $1,500 for those who are health-conscious. Therefore, its target market is the health- conscious individuals aged around 25-75 with above average income, who are proactively seeking supplements to support their overall wellness. Therefore, its target market is a wide age group from youth to elderly individuals who are looking for natural remedies to manage age-related health issues. However, as its health supplement products are middle to high priced, its target market is the middle-class individuals with above average purchasing power who concern about personal wellness. 
In terms of geographic locations, Vita Green in recent years focuses on the markets in developed countries, such as Hong Kong, mainland China, Europe and the U.S. 
[bookmark: _Toc171777098]3.2. Positioning Strategies
To align with its target markets, Vita Green positions itself as a premium health supplement brand, offering trustworthy and effective natural supplement products to enhance overall well-being. It also has a strong commitment to quality, research and holistic health. Therefore, it positioning strategies are offering quality, differentiated and innovative products that can effectively enhance overall well-being. It also provides good quality customer services and listens to customers’ needs. 
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[bookmark: _Toc171777100]4.1. Product
As mentioned above, Vita Green continuously develops and launches innovative products that cater to various health and needs, which are supported by scientific research and clinical trials. Therefore, it offers a wide range of high-quality products that can meet different customers’ needs, this can be reflected by its growing sales and high varieties of products. 

[bookmark: _Toc171777101]4.2 Price
As analysed in the segmentation and targeting part, its value based pricing strategy, considering the quality and effectiveness meets the target market of middle class with above average income groups or purchasing power, therefore, its pricing strategies can effectively reach its target markets. However, if Vita Green would like to expand its target markets to younger people with lower income, its pricing strategy may be revised to attract the new market by reducing price via sales promotion or develop a new product line with a lower price. 

[bookmark: _Toc171777102]4.3 Promotion
Vita Green adopts a wide range of traditional and digital marketing channels to promote its products, for instance, print advertisement, TV commercial, banner advertisement, YouTube, Instagram, content marketing, etc. By using multiple marketing channels, Vita Green could reach its target markets of different age groups and geographic locations, ranging from adults to elderly, who have different lifestyles. Elderly individuals mostly prefer reading print advertisements and TV commercial, while the working adults mostly prefer browsing social media platforms. Therefore, its comprehensive promotional strategies could fully reach its target markets all over the world by developing targeted marketing campaigns tailored to specific segments and emphasizing the unique benefits of Vita Green’s products.
Continuously develop and launch innovative products that cater to various health needs, supported by scientific research and clinical trials.

[bookmark: _Toc171777103]4.4 Distribution Strategy
   Vita Green adopts multiple distribution channels to sell its products in order to reach its different target markets. For the elderly individuals, they can buy Vita Green’s products via the pharmacies partnered with Vita Green, such as Manning, or via Vita Green’s stores. For the working adults, they can reach Vita Green’s products at online platforms. Therefore, Vita Green has comprehensive and well-established distribution channels to reach it different target markets in which its customers can buy Vita Green products through the channels they think convenient and preferred. 

[bookmark: _Toc171777104]4.5 Marketing Effectiveness
   Overall, from the above analysis of the Vita Green’s marketing mix, the high effectiveness can be reflected by its rapid sales growth, high customer satisfaction, good brand awareness and reputation, etc. This can be proven by its rapid expansion since 1993.  
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[bookmark: _Toc171777106]5.1 Expand international presence
In response to the keen competition and the growing market needs for the wellness products in the world, Vita Green should expand its international presence by expanding its markets, e.g. Southeast Asia markets. However, as there are different regulations in different countries, before Vita Green enters into a new market, it has to ensure the compliance with local regulations. Customized marketing strategies have to be adopted as well to suit the cultural and local regulations. For instance, different languages should be used in the packaging when entering into different markets. 

[bookmark: _Toc171777107]5.2 Develop targeted marketing campaigns
When expanding Vita Green’s markets, tailor marketing messages and tactics to communicate with different market segments are needed to satisfy different market needs. Brand image becomes increasingly important nowadays, in order to enhance customer relationship, customized marketing messages and strategies should be used for different markets so as to satisfy different needs and preferences for different target markets. Different marketing approaches can be used, such as collaborating with key opinion leaders, healthcare professionals, fitness influencers and wellness experts to amplify brand creditability and reach. 

[bookmark: _Toc171777108]5.3. Invest in research and development
To cope with ever-changing market demands in new wellness functions and concerns, Vita Green should continuously innovate and develop new products to satisfy the changing demand to address emerging health trends and needs. Hence, research and development (R&D) is crucial for Vita Green to grow its business. It should invest more in the R&D to produce innovative health products to meet the changing market demands. In the meantime, nowadays, customers would like to know the products backed by research and data and they would like to know the ingredients of the health products, therefore, the investment in research-backed formulations and clinically proven ingredients is important for Vita Green to satisfy customers’ needs. 

[bookmark: _Toc171777109]5.4 Enhance customer experience
In addition to quality products, customers nowadays demand more in quality services and good customer experience. Vita Green should focus on personalized customer services, for instance, it could enhance the online buying system and logistics efficiency to provide better customers’ buying experience. Good buying experience will enhance the customer relationship so as to attract repeat purchase. 
In the meantime, a more comprehensive loyalty programme can be implemented to encourage repeat purchases and positive word of mouth. Through the well-established loyalty programme and the customer database, Vita Green could better understand the buying behaviour of its customers. With a better understanding of customer behaviour, Vita Green could have a better marketing strategy planning and customized services to attract new customers and retain loyal customers. 

[bookmark: _Toc171777110]5.5 Brand extension
Vita Green could consider expanding its market to a lower income group by developing a sub-brand through vertical brand extension. In order to capture the lower income group market yet avoid brand ambiguity as well as unclear positioning, Vita Green could consider to develop a new sub-brand and lower priced products to attract lower income group customers. In other words, brand extension can be one of the considerations for Vita Green’s future development. 





[bookmark: _Toc171777111]6. Conclusion
Vita Green is a well-known brand, selling health products worldwide since its establishment in 1993. Through its expanding R&D, its business and brand awareness have been being expanded throughout these 3 decades. Its target markets focus on the above average income group ranging from working adults to elderly, who concern about personal wellness. To satisfy its target market segments, it adopts a positioning strategy by providing high quality and differentiated products with good customer services. 
Regarding the effectiveness of marketing mix, Vita Green implements appropriate and effective marketing mix strategies to attract and retain its targeted market segments. The alignment and harmony of its 4Ps strategies can facilitate Vita Green to attract and retain its targeted market segments. This can be reflected by its growing business worldwide in recent years. 
In order to sustain its business and enhance its competitiveness in the market, it is recommended that Vita Green could expand its international presence, develop targeted marketing campaigns, invest in R&D so as to new innovative products, enhance customer buying experience as well as extend its brand to capture new target segment. 
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