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Company Background



San Miguel Brewery Hong Kong

San Miguel Brewery Hong Kong

◼ Started exporting to Hong Kong in 1914

◼ 1948: Established its first brewery in Sham Tseng

◼ 1996: Inaugurated a new brewery in Yeun Long

◼ Stands as the sole internation beer company with 
a large -scale brewery in Hong Kong

◼ Operates 20 brands currently

(San Miguel, 2024)

(Mill Milk, 2023)



Market Overview



Local Beer Industry

Assessing the Impact of COVID-19 on the Local Beer 

Industry and Its Connection to Open Innovation

➢ Price (58.025%)

➢ Primary taste (12.452%)

➢ Alcohol content (9.706%)

➢ Mouthfeel (6.445%)

➢ Aftertaste (6.355%)

➢ Aroma (5.189%)  

➢ Color (1.827%) 

Hong Kong consumers choose bear brands : 

Quality Characteristics, especially Taste

(One, et al. 2022)



5 Sets of Beer Operations

1) Steeping, germination, and moisture removal from the cereal grains

2) Milling, mashing, and draining

3) The boiling, clarification, and cooling of sweetened wort

4) Fermentation 

5) Yeast removal, stabilization, and packaging

(Iorizzo, et al. 2021)



Health-Promoting Peptides in Fermented Beverages (Beer)

★ Germination process of malt grains produces enzymes

★ Beer contains more than 800 compounds

★ Volatile and non-volatile components

★★Beneficial Effects for the Consumer★★

(Apud, 2024)



San Mig Light



2010
Launched in Hong Kong

San Mig Light - Features

(San Miguel Brewery Hong Kong LTD,2024)

Taste is Important
(One et al. 2022)

Low-Alcoholic is 
benefit

(Apud, 2024)

light

reduced-calorie

lager

smooth and crispy taste

less filling and light on the stomach

Alcohol Content: 3.6% ABV*

*May vary

#Number1LightBeer

#low carolies #light #tipsy #SanMigLightHK

-young



(San Miguel, 2024)
(Galang & Delios, 2009)

San Mig Light - Highlight

Lack of Promotion!!!!!!



Problems in Social Media

! Low Interaction

! Low Brand’s Exposure

! Lack of Attractive Content

! Less Investment

! Slow/Failure Response

(InfluencerMarketingHub, 2024)



San Mig Light

Traditional Advertisement



Traditional Advertisement

SML Traditional Advertisement
• Print Advertisement
• Billboard
• TVC

(Jetso, 2024)



Segmentation Target Positioning

Definitions
(Antara,
Lestari, 
2022)

Divide the
market into
distinct groups,
i.e. segments

Determine which
segment(s) to
focus on

Create the product
positioning and
marketing mix
which will appeal to
the targeted group

Demographic Age 18-35 Young
Premium, Elegant, Light and 
refresh beer for social 
gathering and health-conscious

(Ken Research, 2023)
(MarketLine, 2024)
(MarketResearch.com, 2023)

STP Marketing - San Mig Light



Traditional Ad - Print Advertisement

2024

San Mig Light Print Ad

In Supermarket & Convenience Store



Traditional Ad - Billboard in Transportation

2023-2024

San Miguel Light Billboard 

in Bus and Train



Traditional Ad - TV Commercial (2022 - 2024)
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Special Advertisement Selection - TV Commercial

2022-2024Brand Ambassador

Vivian Lai (Famous KOL)

TVC Blast Period

2022-2024

Channel

TVC

SML choosees one Celebrity for Brand TVC in every year (Instagram, 2023)



TV Commercial - Content and Purpose

2022-2024 Content
SML features silver and blue label 
with light and refreshing character

Colors
Light Blue to match SML package

Slogans
Feel light, feel good

Purpose:
Associate the brand with experience of good time with friend



SML TV Commercial - Limitations & Challenges

◼ Hight Cost

◼ Limited Targeting

◼ Netgative Feeling to client 

concentrate on TV show

◼ Hard to make SML stand out 

among other TVC

◼ Advertisement cannot reach to 

other country customers



Traditional Advertisement - Limitations and Challenges

Traditional advertisement to TVC, print advertisement and billboards face CHALLENGES
which impact brand effectiveness and return on investment

High     

Costs

• Traditional advertising can be expensive to produce and distribute (Harvard 

business review, 2022)

Limited 

Targeting

• Advertisements reach audience, potentially wasting resources on individuals not 

interested in the product (MarketingProfs, 2024)

Intrusive

Nature

• Advertisement can create negative associations with the brand and lead to 

consumer frustration by client cannot concentrate ton TV show (Springer, 2013)



Businesses must carefully consider these limitations and integrate digital strategies for a 
more comprehensive and effective marketing approach (Harvard business review, 2022)

Traditional Advertisement – Limitations and Challenges

Environment 

Impact

• Print advertisements contribute paper waste, while billboard 

consume energy (Movia Media, 2024)

Market 

Saturation

• Hard to stand out the brand among other TVC (Advertising week, 2023)

Geographical

Limitation

• Traditional advertisements are location-specific, limiting the spread out     

(Bain, 2016)



Traditional TVC - Digital Shift

Social Media Marketing is the reply to 
Traditional TVC Limitations and Challenges



Why Social Media Marketing?

Social Media Statistics for Hong Kong – January 2024

Total Population

7.79 Million

Total Numbers 
of Internal Users

7.17 Million

Internet Users
vs.

Total Population

95.6%

% of Internet Users
Accessing via

Mobile Phones

93.9%
(6.73 Million)

Source: Meltwater, 2024



Why Social Media Marketing?

Social Media Statistics for Hong Kong – January 2024

Daily Time Spent
Using the Internet
Across All Devices

Time Spent
Using the Internet
on Mobile Phones

Time Spent
Using the Internet
on Computers &    

Tablets

Mobile Phones’
Share of Total

Daily Internet Time

6hrs 19mins 3hrs 17mins 3hrs 2mins 51.8%

*Internet Users Aged 16 to 64 Source: Meltwater, 2024



Competitors’ Analysis 

and Effectiveness



Segmentation Targeting Positioning

Demographic 

Competitors – 1664 & Blue Girl – STP Marketing

Taste with a Twist, 
Playfully Elegance, 
Premium lifestyle
(Chan, 2023)

Premium, 
Superior Quality
(Blue Girl, 2024) 

1664 Blanc (under Carlsberg Group)
◼ Born in France in 1664 (1664 Blanc, 2024)

Blue Girl and Blue Girl Light
◼ Born in Bremen of Germany in the 19th century (Blue Girl, 2024)

18 to 35

✓

✓

✓



One of Main Strategies

◼ Celebrity Endorsements with the Power of Social Media → Influencer Marketing

(Glenister, 2021)

Social Media Content Engagement

Instagram Appealing photos and short To maintain a dynamic presence

Facebook Posts about product launches, events, 
promotions, and collaborations with 
influencers

Interactive content such as polls and 
contests to engage followers

YouTube Longer-form content such as 
advertisements, event highlights, and 
storytelling videos

Comments and likes which foster a 
community feel among viewers

Competitors – 1664 & Blue Girl – Social Media

(Bazi, Filieri and Gorton,2023) 



Influencer Marketing 

◼ Hybrid of old and new 

marketing tools, combining 

the concept of celebrity 

endorsement with the social 

media marketing

◼ Authentic connections and 

leveraging influencers’ reach 

to enhance brand exposure

(Glenister, 2021)
(Toerek, 2019)



Competitor – 1664 Blanc (under Carlsberg Group)

Celebrity Endorsement
For Brand Awareness

Past

TV Commercials, Print Advertising 



Nowadays



Influencer Marketing

in Social Media
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Competitor – Blue Girl and Blue Girl Light

2023

Celebrity Endorsement
For Brand Awareness

Past

TV Commercials, Print Advertising 



Nowadays



Influencer Marketing

in Social Media

2022



In the Past……

TV Commercials were only shown in TV



YouTube – TV Commercials / Short Videos

1,927,738 
views

1,080,657 
views

2,131,176 
views

1,018,313 
views

(Kronenbourg 1664 HK, 2022)
(Kronenbourg 1664 HK,2022)

(Blue Girl Bear 
Hong Kong,
2023)

(Blue Girl Bear 
Hong Kong,
2022)

*All No. of Views as of 8 June 2024



Instagram – Posts and Reels

(1664blanchk, 2024) (bluegirlbeer, 2024)

(sanmiglighthk, 2024)

*All No. of Followers as of 8 June 2024



Events/Activities with Celebrity Endorsement

Promotions 
via 

Social Media

(Kronenbourg 1664 HK, 2024)

(Kronenbourg 1664 HK, 2023)

(plateateasy, 2024)

(Blue Girl Beer Hong Kong, 2024)

(Blue Girl Beer Hong Kong, 2023)



Via Other KOLs in Social Media – Promote the Promotion

Do Do Cheng

◼ Renowned HK radio and television host and actress

◼ Actively present in social media in recent years

◼ Not Celebrity Endorsement or Brand Ambassador of 1664 Blanc

◼ But used her own Instagram account to promote 1664 Blanc as 

Keung To’s fans

◼ Shared by other Keung To’s fans in X and Facebook
(do_do_cheng, 2022)



Search Engine Marketing – Blue Girl

(New iMedia, 2023)

Search Engine Marketing

◼ To increase website visibility on search engine 

results pages through paid advertising

◼ To maximize advertising Effectiveness by using data

(Kansara, Panchal & Shah, 2021)



Effectiveness – Impact on Sales Performance

(MingPao, 2022)

(FINANCE730, 2022)

1664 Blanc
– Sales Growth by 30%
- Female’s Market Expansion



Effectiveness – Impact on Sales Performance

(On.cc, 2024)

Blue Girl
– Market No. 1



Effectiveness

Measurements Indicators Results

Engagement 

Metrics

Likes, Comments, 

Shares

High engagement on posts, with a focus on visually appealing content and interactive posts. 

Posts featuring events and influencer collaborations tend to receive more interactions.

Video Views High view counts on YouTube and Instagram Reels, indicating strong interest in video content.

Follower Growth Growth Rate Steady increase in followers across platforms, indicating successful outreach and brand 

interest.

Influencer 

Impact

Notable spikes in follower count following influencer collaborations and event sponsorships.

Influencer 

Impact

Reach and 

Engagement

Influencer campaigns generate high reach and significant engagement, driving brand 

visibility and consumer interest.

Audience 

Resonance

Partnerships with well-known local influencers create strong brand associations and positive 

sentiment.

Sentiment 

Analysis

Public Perception Generally positive sentiment with frequent mentions of the product’s quality, taste, and stylish 

branding.

Feedback Constructive feedback and active community management help maintain a positive brand 

image.

Event 

Participation

Social Media 

Buzz

High levels of social media activity during events, with extensive sharing of event content.

Brand Alignment Events align well with the brand’s upscale and stylish image, reinforcing its market position.

(Lou, 
Taylor 
& Zhou,
2023)



Effectiveness - Marketing Awards

(Carlsberg Group, 2023)(Jebsen Group, 2023)(Jebsen Group, 2023)



Effectiveness - Marketing Awards

(Carlsberg Group, 2023)(Jebsen Group, 2023)(Jebsen Group, 2023)

Blue Girl - 2022
Best Use of SEM Strategy 
Bronze Award 
at MARkies Awards 
(by Marketing-Interactive)

*SEM = Search Engine Marketing

1664 Blanc – 2022
Excellence in Retail Marketing
Gold Award
at Marketing Excellence Awards
(by Marketing-Interactive)

Excellence in Media Marketing
Silver Award
at Marketing Excellence Awards
(by Marketing-Interactive)

Blue Girl – 2023
Excellence in Retail Marketing 
Silver Award 
at Marketing Excellence Awards
(by Marketing-Interactive)



Opportunities for Differentiation

Understanding the Target Market

Recognizing the Unique Value Propositions

Comparing with Competitor

Optimizing Brand Exposure

Leveraging Technology and Innovation

Enhancing Social Media Marketing Plan

Building a Strong Brand Identity 

18 to 35 (young)

Brand Recognition, High Quality, Reduced-Calorie

Market Perception: Mass, Not Premium

Engaging Content Across Carious Platforms

Social Media, Targeted Advertising

Plan, Strategy and Implementation

Expected Outcome and then Leads to Sales Growth

Enhanced Brand 
Storytelling

Interactive and 
Immersive Campaigns

Local
Collaborations

Sustainability
Initiatives

Enhancing

Social Media

Marketing Plan

1

2

3

4

5

6

7

6



Marketing Plan: 

Social Media Marketing Campaign

- Plan and Settings



◼ Core Approach: Search Engine Marketing

◼ Leveraging Social Media and Influencer Marketing

◼ Objectives:

◼ Enhance Brand Visibility

◼ Accelerate Revenue Growth

◼ Cultivate Customer Loyalty

Marketing strategy



Define the Target Audience

Target Platforms

Facebook

→
Targets middle to upper-middle class 
customers

Instagram / YouTube

→
Appeals to individuals who are highly 
active on social media

WeChat

→
Focuses on young professionals 
primarily from mainland regions



Source: Meltwater, 2024



Source: Meltwater, 2024



Time Spent in Using the Internal for Online Social Media

(Census and Statistics Department, HKSAR, 2023)



Marketing Plan: 

Social Media Marketing Campaign

- Preparation



Gantt Chart



Phase 1: Pre-Launch (Preparation Stage)

Influencer Outreach Content Creation Teaser Campaign

(1st and 2nd month) (1st to 3rd months) (2nd and 3rd month)

• Recruitment of 
influencers and 
influencers for 
partnerships

• Develop high-quality 
visual and educational 
content for social media 
platforms.

• Launch a teaser 
campaign to create buzz 
and anticipation for the 
upcoming social media 
campaign

• Paid Advertisement in 
social media platform



Influencer Outreach

◆ Recruitment Criteria

◼ Number of followers:50k to 500k followers

◼ Individual influencers to famous youtuber channels

◼ 5- 10 influencers

◆ Content Format

◼ Advertisements through "POST" and "Story"

◼ Advertisements through Multimedia content 
(e.g., YouTube)

◆ Create specialized contents



Content Creation

Ad. Criteria

Lifestyle: 

Socially active, enjoys 

nightlife, and values 

experiences

Interests: 

Music, sports, social 

events, and dining out

(Chan, et al. 2023)

Promotion Content

Share longer-form content, 

engage with followers through 

comments and messages, and 

run targeted ads.

Visual nature to showcase 

high-quality images and videos 

of the product in social 

settings.



Setting Social Media Advertisements



Content Theme

◆ Local Culture

◼ Brand Storytelling (Multimedia format) 

→ Word-of-Mouth Marketing and 

Consumer Engagement

(Coker, Flight & Baima, 2017)

◆ Lifestyle, Food & Drink

◼ Product Reviews (Customer Education)

◼ Taste tests

Content Creation – Content Directions

(Mill MILK, 2024)



Interactive Content 

◼ Questions and Polling

◼ Prized User-Generated Content 

(Sharing Content / Hashtag)

Information Distribution

◼ Upcoming sponsored events and 

promotions

Content Creation – Content Directions

(Blue Girl Beer Hong Kong 藍妹啤酒, 2024)



(HK Food Media《飲食男女》, 2021)

Content Creation – Content Directions (Con’t)



Marketing Plan: 

Social Media Marketing Campaign

- Execution



• Regularly post engaging content on Social Media Platform

Content Distribution 

• Sharing of brand experiences and User-generated content

• Run exclusive discounts, promotion code, contests, and giveaways to drive 

engagement and sales

Promotions and Contests

• Launch influencer campaigns to reach a wider audience and increase brand 

visibility

Influencer Campaigns

Phase 2: Campaign Launch



What Interactions Could be Made within Campaigns / Promotion Materials ?

1. Company Interact with User → Share and Save

◼ 2024 Social Media Algorithm:

- (NO) More Likes

- (YES) More Shares and Save

- With suitable use of good hashtags

→ More users could saw the post through the social media

2. KOL Interact with Users → Promotion Code, Invitation to Buy

◼ Fans would like to buy with the use of celebrity effect

◼ Use of designed promotion code

→ Company could track the effectiveness



Marketing Plan: 

Social Media Marketing Campaign

- Evalution



◼ Engage with followers through comments, 

messages, and interactive content to build a loyal 

community.

Community 

Engagement

◼ Track key performance indicators (KPIs) such as 

engagement rates, follower growth, and sales.

Performance 

Monitoring

◼ Continuously optimize content based on 

performance data and feedback from followers.

Content 

Optimization

Phase 3: Post-Launch (Campaign Evaluation)



Check Social Media Advertisement Performance (Posted by Company)



Check Promotion Code / Coupon Performance



Check Monitor Brand Mentions and Sentiment



Track Conversions and Sales Revenue from Social Media Traffic



Conclusion

◆ Social Media Marketing: CRUCIAL!!!

◆ Benefits:

✓ Visibility

✓ Engagement

✓ Brand Awareness

✓ Traffic

✓ Insights

→ Sales Growth
(Balas & Bija, 2014)
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Thank You
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