e

S - - S ‘ﬁ_\\\:‘\\\\\\\; S S
S N \X\"'\\\t\\‘\\\\\\\\\\\ 3
SN \\\\\ RS

Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David

%

%
%

Module: Marketing Management

Module code: HKBM 7012
Lecturer: Dr. Arion Wong
Submission Date: 29 June 2024

Assignment 2 — Group Presentation

Student Name Student ID Number
4 1. Siu To, Cheung (Jacky) 2322639
V4 2. Shuk Man, Chau (Kathy) 2322640
yf 3. Yin Ho, Tong (Tommy) 2322644
§§ 4. Mei Yan, Kwan (Karla) 2337373
gf 5. Chit Chi, Ho (Jeffrey) 2337376



Let’s Start with a Mini

https://ahaslides.com/8XMWO
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Unleashing the Potential:
Social Media

Marketing Journey

in Hong Kong




+ Company Background
+ Market Overview

+ San Mig Light

* San Mig Light - Traditional Advertisement

* Competitors” Analysis and Effectiveness

* Marketing Plan: Social Media Marketing Campaign
> Plan and Setting
> Preparation
> Execution

> Evaluation







San Miguel Brewery Hong Kong

San Miguel Brewery Hong Kong

R s TA?LE

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

8-
San Miquel

(San Miguel, 2024)
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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 :

Characteristics, especiall
(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

(lorizzo, 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

v % Beneficial Effects for the Consumers %

(Apud, 2024)






San Mig Light - Features

¥ light [ Taste is Important N
¥ reduced-calorie (Oneferirte
¥ lager Low-Alcoholic is

benefit
(Apud, 2024) y

¥ smooth and crispy taste
¥ less filling and light on the stomach e

¥ Alcohol Content: 3.6% ABV*
*May vary

#Number1LightBeer
#low carolies #light #tipsy #SanMigLightHK

2010 -young
Launched in Hong Kong (San Miguel Brewery Hong Kong LTD,2024)




Launched the new San Mig light
in lower calories

-Launched New San Mig Light TVC
-Launched San Mig light 600ml large bottle

@} Launched San Mi Light
330 mland 500 ml can

San Mig Light - Highlight

il

Tsang

San Mig Light
launched a celebrity

Cross- over campaign

featuring actress

model Chrissie Chau

Q

fit &firm “wow"party, invited HK Launched a New San Mig Light
area champion miss Jumbo TVC, “Feel light, Feel good"s

5

Launched New San Mig Ligh

[=

Draught Beer in restaurants

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




Problems in Social Media

sanmiglighthk

{ San Mig Light Hong Ko.. 51 Q

1,175

e # 44

San Mig Light HK
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Low Interaction

Low Brand’s Exposure
Lack of Attractive Content
Less Investment

Slow/Failure Response

(InfluencerMarketingHub, 2024)






~ Traditional Advertisement
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STP Marketing - San Mig Light

Segmentation Positioning
Definitions Divide the Determine which Create the product
(Antara, market into segment(s) to positioning and g
Lestari, distinct groups, : focus on - marketing mix S
2022) i.e. segments SEGMENTING TARGETING which will appea| to POSITIONING
the targeted group
~ Premium, Elegant,‘j.igﬁ:c and
Demographic Age 18-35 Young: refresh beer fox-social
: gathering and health-conscious

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




4 _Traditional Ad - Print Advertisement

2024
San Mig Light Print Ad
In Supermarket & Convenience Store




Ad - Billboard in Transportation

ER104

2023-2024 i = o o
San Miguel Light Billboard j§iaisss A
in Bus and Train - i

Chiné




. Traditional Ad - TV Commercial (2022 - 2024)




Special Advertisement Selection - TV Commercial

Brand Ambassador 20222024
Vivian Lai (Famous KOL) Sy ‘

TVC Blast Period
2022-2024

Channel
TVC

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




p TV Commercial - Content and Purpose

2022-2024 Content

SML features silver and blue label
N 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




Bs 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




T

Traditional Advertisement - Limitations and Challenges

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

 Traditional advertising can be expensive to produce and distribute (Harvard
business review, 2022)

« Advertisements reach audience, potentially wasting resources on individuals not
interested in the product (MarketingProfs, 2024)

Limited

Targeting

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

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

Nature




e

Traditional Advertisement — Limitations and Challenges

« Print advertisements contribute paper waste, while billboard
JUELWEHE  consume energy (Movia Media, 2024)

Impact J
~

A Hard to stand out the brand among other TVC (Advertising week, 2023)
Saturation Y,
~

 Traditional advertisements are location-specific, limiting the spread out
Geographical (Bain, 2016)

Limitation _/

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



.

b Traditional TVC - Digital Shift

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

" transitioning out of the
traditional market




Why Social Media Marketing?

Social Media Statistics for Hong Kong — January 2024

Total Population

Internet Users % of Internet Users
VS. Accessing via

Total Population Mobile Phones
7.79 Million ,

Total Numbers l

of Internal Users

‘ 95.6% 93.9%
(6.73 Million)

7.17 Million

Source: Meltwater, 2024



Why Social Media Marketing?

Social Media Statistics for Hong Kong — January 2024

Daily Time Spent Time Spent Time Spent Mobile Phones’

Using the Internet Using the Internet Using the Internet Share of Total

Across All Devices on Mobile Phones on Computers & Daily Internet Time
Tablets

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

*Internet Users Aged 16 to 64 Source: Meltwater, 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) /.

Segmentation Targeting

1 8 to 3 I A S & Taste with a Twist,
744y Playfully Elegance,
. 6 p’4l Premium lifestyle

] ' ammm J (Chan, 2023)

Demographic

Premium,
Superior Quality
(Blue Girl, 2024)

BLUE GIRL

aﬂﬂﬂig




One of Main Strategies

= Celebrity Endorsements with the Power of Social Media 2 Influencer Marketing

Social Media

Content

(Glenister, 2021)

Instagram

Appealing photos and short

Engagement

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

(Bazi, Filieri and Gorton,2023)




= 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)
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BRAND
e
(Toerek, 2019)
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"KEUNG 10

2022

BRUT

THE SPARKLING LAGER
WITH AN ELEGANT TWIST

2023

Celebrity Endorsement
For Brand Awadreness

Past
TV Commercials, Print Advertising

Nowadays

+

Influencer Marketing
in Social Media
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Celebrity Endorsement S SR
For Brand Awareness N

Past
TV Commercials, Print Advertising

Nowadays

+

Influencer Marketing
in Social Media







YouTube Q ¢
3 YouTube Q . 3 YouTu

1,927,738
views

2,131,176
views

-
> b O onjvs — @ = & @ O 50
- — (1664 x 28 W TE/RMEINE) MRS HEE - 0K1664(9Good Taste with a Twist !
(1664 x &% BEMBARRE) BBANZHEE - #B1K166419Good Taste with a Twist | 3.7 Kronenbourg 1664 HK BIK P D s 3 Downiosd e (e
34 Kronenbourg 1664 HK @ I G D shwe L Downkad  H Save o i K b 1 664 H K 202 2
2131176 views May 23,2022 ( ronenbour )
38 views May ]
- (Kronenbourg 1664 HK,2022) 9
3 YouTube blue girl light X Q 0 3 Youlube a .

1,080,657
views

> B oo (BIue Girl Bear

(B I ue G I rI Bea r 37 & Blue Girl Light ;& #7838 Blue Girl Beer® Taste the Real Moment featuring Edan Lui "% - "& - §&75), @9 ARN (25K)

H ong Kong ‘ Blue Girl Beer Hong Kong (G689 G Dsnwe L Downlosd =+ Save - H o ng KO n g, O Blue Girl Beer Hong Kong GK P AHsnwe L Download K Clp T+ Swe
[
202 3) 1,018,313 views Apr 26,2023 #8 e sedan 2022) 1,080,657 views Jul 26,2022 #Bluegirl 9Edanlul

Blue Gir i FEa ¥ hraoh
EILEAE LI

1,018,313
views

B0 AENRIRSLENERRES AFSEEIER  FAATAISH  GERFEE - Anytime Anywhere € W5, G5 RRMEE

*All No. of Views as of 8 June 2024




22116 H

< 1664blanchk

> @
1664 237 10.7K 22

' ‘ posts follower following

1664 Blanc Hong Kong

Welcome to 1664 Blanc Hong Kong. Don't forward our
content to people under 18. Drink Responsibly. Read our
House Rules here: http://cb-g.co/HR_CB

22 www.1664blanc.com/en-hk

Message +2

@780k

22:17 HH

14 bluegirlbeer

238 7,924

posts followers

Blue Girl Beer Hong Kong EE #1855
@ bluegirlbeer
Brewery
BEISERBHESE—
#TastetheRealMoment #& S B2 EEFL 1T #1/RKHS 1R

&A% Tag @bluegirlbeer D EARIFEE bk EL 2 AEZ 3 .
See Translation

2 bit.ly/2TIAVWd

15
following

. more

17:27 N\ il 56

4 sanmiglighthk

w 1173 3
16 posts followers| following

San Mig Light HK

EHFEOKERIELE - A0 ZEGFHRER—REREE
B ZEEE-MPRREER  —BBHRIE -

See Translation

(sanmiglighthk, 2024)

(bluegirlbeer, 2024)

*All No. of Followers as of 8 June 2024




Y Kronenbourg 1664 @

% Mays- &

166 T Hins Cheung BFELAIL Atelier 1664 HARIPRERES

SR Atelier 1664F£E T —2FIBYES » FBHSHIR
REIERAIE

ZmELER
Hins Cheung , our L'Atelier 1664 pop-up event s is about to begin!

e BHE RS

=X Good Taste with a Twist !

In collaboration with

We've prepared for you a series of exciting activities at this special episode of L'Atelier 1664. Join
us to explore every corner of Old Alberose with Hins!

Be our guest at your reserved time slot for a Francophile experience like never before to enjoy
Good Taste with a Twist !

#1664blanchk #1664brut #1664hk #1664moment #GoodTastewithaTwist #Latelier1664

GOOD TASTE
WITH A TwisT

Kronenbourg 1664

Brewery

© Send message

(Kronenbourg 1664 HK, 2024)

% playeateasy

Reels - 5510H - @ Blue Girl Beer Hong Kong E#412)E @

May 22 at

[Blue Girl &E{REE?

Promotions

22 Sparkle ¥ 5

BEE 912 .
5 e = \VAUs|

Social Media

Blue Girl Beer Hong Kong Ef#I&E @
August 24, 2023 - £

F7E Blue Girl x Edan Lui bR )

FAREFE A Edan Lui

BRREES

STRRIER

» 1PIE

UBTE | @

SRAWA @mwu

#EIIRWOId Alberose « Il =
ISR 18 191 LEH -

#playeateasy #1664 #1664blanc @1664bl;
" RAES

735
See more

BLUE GIRL

IMPORTED PREMIUM
playea ORTLD PREMIUM BELR

(plateateasy, 2024)

),_z Kronenbourg 1664 @

BLUEGIRL

BLUE GIRL
! FIREARIE1664 Blanc/ \ FEIZEHR mwlum Ry
WI=E =
i = BiEE
*Fﬂ v iiﬁrﬂ -
_l BHiR= 2 1Y
95 comments 38 shares

(Blue Girl Beer Hong Kong, 2024)

Z "Playfully Elegance
HFRELSMIZS - EHIR—O
The trademark playfulness of France, bottled in blue-white elegance.

Adorned with Keung To dressed in “Playfully Elegance” fashion, this limited-edition joint series
1664 Blanc bottle brings pleasure to the eyes as well as the tongus, adding a splash of the
extraordinary to your lifel... See more

BLUEGIRL

| BLUEGIRL ||

N

i \M “( ]

EnAN LU'

BERESENGX

OO0 1.4« 86 comments 43 shares

(Blue Girl Beer Hong Kong, 2023)

33 comments 19 shares

(Kronenbourg 1664 HK, 2023)



Dodo Cheng is a wise woman. She created a new
term # Man which is similar to gentleman
Just like her if #Keul & #1664Blanc fall into
the sea, I'll jump into the sea & save both &2

3 Fr: Dodo's IG

?&Fn‘]& 1B —EE RREIA 2 REIMAEERIZ
- TEiBR1664 BE B BN | O EREHERE
S22 @ FBSHERED  SREEILE 11664 x S8
RERERDEES | - RGPV FRELEIERE
= > $D Click AZREE R M !

Likes

Q

#1664BLANC #1664blanchk @do_do_cheng
#1664xKeungTo #GoodTastewithaTwist
#1664hk #1664moment #E5E

See translation

(do_do_cheng, 2022)

—

Top

V Candy Keung @
664Blanc x #}

23:38 LR
Q #1664Blanc o

Latest People Photos Videos

Limited Edition can be
found everywhere in HK now

K has found the right person

‘tA t4d Z‘HJ begd s

S

F

Video

@

0o,
a
®
®

Home Live Reels Shows Explore Saved Videos Following Q

Keung_show overseas£i%
y
= <

verview Comments

See more
@ oannevu
*" Keungtoman1664%9 &I ¢ R FEFEER

Like  Reply
@ pancyLam
G \i >

Like Reply

DofH #i #iEmen jEEIRERZ 1664 FTitHAY " 1664 x Keung To BiFEIR EAR/EHE

—E 3 RRFCEHARE - ERBRBAXTROZANKEEDT RI—RE—R.. oW

mm

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




New iMedia New imedia evce

March 4, 2022 - &
[ZE/MINES] BHAISEMBESENEHIEEEE=MADEE ! CLILE
HUIEE SEEEE19E ( Blue Girl Beer ) A TN EREHESESE  Eo—EAEERED— BEMBISEMESBD
ESEFEELIEERIE - SHEMAEHIEHETIESS|EEE (SEM ) E8) - BiEREest S ERIEE RAD HAE |

1B ZEE5TE "ClubBG, -

EWAEFESCEEASERRTEANE  ORRAESIANRESRASRRAREE - A
(47193 BRI ErorE N« EAFEELIIRISRIRT S - RMEREE LR MR REE
bR FIBBRBALESAN | SAES BB ECPAR 1 B EKPIR250% !

TEIREE DU N INE R e EE R ThEE B =M ¢ https://www.newimedia.com/zh-hant/blue-girl/

New imedia ence

1. ESESRIERART&E

* RAEHRRERAMEJAREHS

BREIEDAE T NEMINEEG ? BE RS EE R E RIS S E %M !
&'m.me/NewiMedia
Eyhttps://www.newimedia.com/zh-hant/quote/ ‘!_ %
#newimedia #digitalad #digitalmarketing #marketing #marketer #marketingagency #hkmarketing .
#googlead #smallbusinesstips #digitalmarketingstrategy #35 £ iH #8HE = i #SEM S Blue Girl Beer EEFRIQIH | £ RIRMMH AR | <<
: EHE e 193F RN
. 5 Swipe b p
(New iMedia, 2023)
New imedia eice New imedia ° New imedia seve
Search Engine Marketing
* Googlef &
= To increase website visibility on search engine e P —. FABS RN
. . R (5. - BREDEFCPABLERP oo — AR T !
results pages through paid advertising O 230% )
= To maximize advertising Effectiveness by using data & % 4 % .
4. BRI S BORRE) S %«;ﬁ o\ gj’
. AR B i e
- BRTHERRRT | BLUE GIRL
(Kansara, Panchal & Shah, 2021) - '

S BERANIRSMRTEAT RS X |



FINW;%EO MEHE @HEA L =SEAE 2 RFEE 2 IFHE L4 KF

ESNERBEERLIEE BEAFEA=M

)
©202-06-20 ®

Y . Kr@henbourg 1664
j\% F EB@Mirror
by ,'

<
L3

(FINANCE730, 2022)

= THEEHER /K F25 "85,

25 1 S £ =415 1664

NE=HE : 2022568208

EEE) shac A'A RS\ § X

B2 - E2FER  164EERESEREONEE » ESRER AR EEREERFe— N « HESIESRNANEE - (BHEE)

1664 Blanc

— Sales Growth by 30%

- Female’s Market Expansion

(MingPao, 2022)
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(On.cc, 2024)

Home Live Reels Shows Explore Saved Videos Following

BLUE GIRL

PREMIUM PILSENER BEER

£ W% | 3

=4 ‘ié%nﬁér&%ﬁﬁﬁm

e
- —

/\ - - —

- |

BLUE GIRL s

0:15/0:15

Blue Girl

— Market No. 1




Measurements

Engagement
Metrics

Indicators

Likes, Comments,
Shares

Results

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 Notable spikes in follower count following influencer collaborations and event sponsorships.
Impact
Influencer Reach and Influencer campaigns generate high reach and significant engagement, driving brand
Impact Engagement visibility and consumer interest.
Audience Partnerships with well-known local influencers create strong brand associations and positive
Resonance sentiment.
Sentiment Public Perception | Generally positive sentiment with frequent mentions of the product’s quality, taste, and stylish
Analysis branding.
Feedback Constructive feedback and active community management help maintain a positive brand
image.
Event Social Media High levels of social media activity during events, with extensive sharing of event content.
Participation Buzz

Brand Alignment

Events align well with the brand's upscale and stylish image, reinforcing its market position.
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JEBSEN

Congratulations to the Blue Girl marketing team for winning the Best Use of SEM
Strategy Bronze Award at the MARKies Awards Hong Kong 2022
by MARKETING-INTERACTIVE!

This award recognises Blue Girl's effective planning and execution of search
engine marketing (SEM) strategies for the Club BG campaign in gaining visibility
of the brand and attracting traffic.

MARKies Awards acknowledges the most innovative, creative and effective
campaigns or projects in Hong Kong. So proud of our Blue Girl Team!

#JebsenGroup #JebsenBeverage #BlueGirl #MARKiesAward
#SuccessBreedsSuccess

(Jebsen Group, 2023)

e Jebsen Group + Follow

Congratulations to our Blue Girl team who won the Excellence in Retail
Marketing Silver Award at the Marketing Excellence Awards 2023
by MARKETING-INTERACTIVE! & ¥ ..more

(Jebsen Group, 2023)

Grisher Carlsberg Group

Group 55

The #1664Blanc Hong Kong team won a total of 4 awards for the "1664 Blanc
Presents: Keung To with a Twist” campaign at Marketing Excellence Awards 2022!

The awards recognize outstanding work in Hong Kong' s marketing industry.

Awards include:

Excellence in Partnership (Gold)

Excellence in Retail Marketing (Gold)
Excellence in Media Strategy (Sliver)
Excellence in Out-Of-Home Marketing (Sliver)

1664 Blanc presented a substantial partnership with top-of-the-town icon - Keung To,
and prominent local artist Rex Koo, to design a set of limited-edition bottles and share

the Good Taste with a twist in tandem through sight and taste this year.

Congratulations to the 1664 Blanc Hong Kong team! Well done %

(Carlsberg Group, 2023)
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Congratulations to the Blue Girl marketing team for winning the Best Use of SEM
Strategy Bronze Award at the MARKies Awards Hong Kong 2022
by MARKETING-INTERACTIVE!

This award recognises Blue Girl's effective planning and execution of search
engine marketing (SEM) strategies for the Club BG campaign in gaining visibility
of the brand and attracting traffic.

MARKies Awards acknowledges the most innovative, creative and effective
campaigns or projects in Hong Kong. So proud of our Blue Girl Team!

#JebsenGroup #JebsenBeverage #BlueGirl #MARKiesAward

5:5‘5 Jebsen Group + Follow
=) 17298 followers

JERSEN e 3
mo-®

Congratulations to our Blue Girl team who won the Excellence in Retail
Marketing Silver Award at the Marketing Excellence Awards 2023
by MARKETING-INTERACTIVE! & ¥ ..more

Blue Girl - 2022

Best Use of SEM Strategy
Bronze Award

at MARkies Awards

| (by Marketing-Interactive)

*SEM = Search Engine Marketing

Grisher Ea‘rlsberg Group

Group 557,3

The #1664Blanc Hong Kong team won a total of 4 awards for the "1664 Blanc
Presents: Keung To with a Twist” campaign at Marketing Excellence Awards 2022!

The awards recognize outstanding work in Hong Kong’ s marketing industry.

Awards include:

Excellence in Partnership (Gold)

Excellence in Retail Marketing (Gold)
Excellence in Media Strategy (Sliver)
Excellence in Out-Of-Home Marketing (Sliver)

1664 Blanc presented a substantial partnership with top-of-the-town icon - Keung To,
and prominent local artist Rex Koo, to design a set of limited-edition bottles and share
the Good Taste with a twist in tandem through sight and taste this year.

Blue Girl — 2023

Excellence in Retail Marketing
Silver Award

at Marketing Excellence Awards
(by Marketing-Interactive)

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)

(Jebsen Group, 2023)

(Jebsen Group, 2023)

(Carlsberg Group, 2023)
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~ Opportunities for Differentiation

7

c Understanding the Target Market 18 to 35 (young)

e Recognizing the Unique Value Propositions Brand Recognition, High Quality, Reduced-Calorie

7

Comparing with Competitor Market Perception: Mass, Not Premium

\

7

Engaging Content Across Carious Platforms

\

7

Leveraging Technology and Innovation Social Media, Targeted Advertising

° Optimizing Brand Exposure

7

° Enhancing Social Media Marketing Plan Plan, Strategy and Implementation

\

7~
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Expected Outcome and then Leads to Sales Growth

0 Building a Strong Brand Identity

Enhancing
Social Media
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Marketing Plan







Marketing strategy

= Core Approach: Search Engine Marketing

= Leveraging Social Media and Influencer Marketing

= Objectives:
= Enhance Brand Visibility
= Accelerate Revenue Growth

« Cultivate Customer Loyalty

el [AhL ,f gwf

S HhiaR %él\) Light Beer
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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




Ml TIME SPENT USING SOCIAL MEDIA APPS ¥

2024 AVERAGE TIME PER MONTH THAT ACTIVE USERS SPENT USING EACH PLATFORM'S ANDROID APP BETWEEN O1 JULY AND 30 SEPTEMBER 2023

HONG
KONG

YOUTUBE

ot
7
i an

TIKTOK 9H 46M

I 2+ o v

TELEGRAM RIIEY]]

_ 1H 57M  SNAPCHAT
- 1H 16M PINTEREST

- OH 42M LINKEDIN

N R e we
SOURCE: DATA.AI INTELLIGENCE. SEE DATA.Al. NOTE: FIGURES REPRESENT AVERAGE NUMBER OF HOURS SPENT PER USER. PER MONTH USING EACH PLATFORM'S MORBILE APP ON AMDROID PHOMNES BETWEEMN
01 JULY AND 30 SEPTEMBER 2023. are. (O) Meltwater
° ‘ social

Source: Meltwater, 2024



bl MOST USED SOCIAL MEDIA PLATFORMS s

2024 PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO USE EACH PLATFORM EACH MONTH

MNOTE: YOUTUBE IS NOT OFFERED AS AN ANSWER OFTION FOR THIS QUESTION IN GWI'S SURVEY, SO IT WILL NOT APPEAR IM THIS RANKING HONG
KONG

WHATSAPP

FACEBOOK

INSTAGRAM

WECHAT

FACEBOOK MESSENGER 46.0%

TIKTOK 30.3%

GWI.COM. NOTE:
D ON RE

are, . <O>Mel
Social eltwater

Source: Meltwater, 2024




Time Spent in Using the Internal for Online Social Media

b Z =t

15 R 2 K e R ST e Male Female Overall

O 48 EE R (/Ne§ ) ANE AN A
Time spent in using the Internet for No. of No. of No. of

online social activities”™ per week persons H45rbk  persons  H4rbk  persons  HArbh

(hours) ('000) % ("000) % ('000) %
<5 6879 237 795.9 253 1483.7 24.5
5-<10 809.0 278 847.1 269 1 656.1 274

180.3 6.2
93.2 32
225 0.8
14.1 0.5
4t 2908.1 100.0 31451 100.0 6053.3 100.0
Total
SEHERERT (/NEF) 14.1 134 13.9

Average duration (hours)

SEFE © ~ fHlWhatsApp - ##{Z ~ Signal ~ LINE - Facebook ~ Instagram - 483& « 48 F3Ri#% - < g
(Census and Statistics Department, HKSAR, 2023)

Note: * For example, WhatsApp, WeChat, Signal, LINE, Facebook, Instagram, blogs, online forums, etc.
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Influencer Outreach Content Creation

Teaser Campaign

(1st and 24 month) (15t to 3@ months) (2" and 34 month)

* Recruitment of « Develop high-quality * Launch a teaser
influencers and visual and educational campaign to create buzz
influencers for content for social media and anticipation for the
partnerships platforms. upcoming social media

campaign

 Paid Advertisement in
social media platform



€ Recruitment Criteria

= Number of followers:50k to 500k followers

= Individual influencers to famous youtuber channels

= 5- 10 influencers

Qv
@D buskerhunter #1554 1,083 A #3817

‘ Content Format p,f‘r)uuuiyouekm‘wﬁgtc;;ééwoomnmﬁﬁaizﬁweg

= Advertisements through "POST" and "Story"

©S3yfp

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

€ Create specialized contents — ' | ﬁ\ﬁzﬂsﬁgﬁm



2 YouTube

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.

Lifestyle:

Socially active, enjoys
nightlife, and values
experiences

Interests:
Music, sports, social
events, and dining out

(Chan, et al. 2023)



€ (JKpopRandomDance > B@KpopRandomDance > [ 1EES EEEEEHE [ )
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18- 25
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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)

= Jaste tests

(Mill MILK, 2024)



o ) S - f@ . X .7.
Interactive Content . = [
‘ . bluegirlbeer (5@ HIEHKBIue Girl Light & S (RBHNBI S a ]

- Questions and Polling - L | l /‘ ' y Ellllimhrﬁ“i?lulﬁlﬂ!!lll\ " htt, {blt.ly/MJdWP
= Prized User-Generated Content

h ° h ' ) 5 " ; ;. ‘ » 1: ‘ i — MBS @edanlui @Jacechw * @jeffreyngai
(Sharing Content / Hashtag) A O M

Friendsssss fm [1

1 set Blue Girl nght
(SeRIE - AEEISBE - 14/2!.)\*1/’4

{1F£2024 #1iFESparkle ¥ >
4 § & # M ERRR 1H SERE
#Edaan #JACEChan #JeffreyNga| #Marf #BIueGlrI #BIueGlrInght

Information Distribution = B '

®
B LU E G l RL ‘ #[FEAMNBHE [] #TastetheRealMoment #AnytimeAnywhere #7553

« Upcoming sponsored events and i o [——
I6EIfIPEkBlue Girl Light o

Qv

il on BRI /PR

(Blue Girl Beer Hong Kong EEZkNE5HE, 2024)
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(HK Food MediaEx & E Z2), 2021)






| Content Distribution

« Regularly post engaging content on Social Media Platform

| Promotions and Contests

 Sharing of brand experiences and User-generated content

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

engagement and sales

4[ Influencer Campaigns }

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

visibility




1. Company Interact with User > Share and Save

RO MAY RCY MAY i l ' ‘\.
LAY

= 2024 Social Media Algorithm:

- (NO) More Likes

- (YES) More Shares and Save

- With suitable use of good hashtags rm————

©Qyvy W

- More users could saw the post through the social media @19 au.ching_T159} 560 A Bilts7

rosema.ese { ¥ H {% Giveaway ¥¥)
. . 1 D47 | T HAPURE @ 5 3 5 !
2. KOL Interact with Users - Promotion Code, Invitation to Buy BRI N A
= Fans would like to buy with the use of celebrity effect €3 share IR A post ; story tag it
(RC1S0F ! FPiEE 2 1% & check3RIR !)
Hith i & i = (18 RIRIRERMRE RBF AR — &

= Use of designed promotion code Geace code MR AP 9

fﬂfﬁlisu B 1!

' Let AOBHH
- Company could track the effectiveness RUS800000000

#rosema.ese
#2024weekdaycollection

HFEZI 216 BIE] &






: N
Communlty =« Engage with followers jchrough commen.ts,

messages, and interactive content to build a loyal
Engagement community. J)
\

= Track key performance indicators (KPIs) such as
engagement rates, follower growth, and sales.

-/
\

Content = Continuously optimize content based on

Optimization performance data and feedback from followers.
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Check Promotion Code / Coupon Performance

Performance by Promo Code €9 - % &)

‘ Oct 25 2023 - Nov 07 2023 | ~ ‘ ‘ Network: All v ‘ ‘ Include/Exclude No Promo Code: All v ‘ ‘ Partner: All v ‘ ‘ Action Tracker: All v ‘ ‘ Promo Code: All v ‘
‘ Case Sensitive : Yes v ‘ ‘ Currency: USD US Dollar v ‘ Show: None v Q
TREND Actions v ol I K
180 v Actions
Revenue
Action Cost

90

Oct 25 Nov 7



Check Monitor Brand Mentions and Sentiment

Project Research Team v . Erica@yourbrand.com v

A Veganism vs Vegetarianism

2 save | 2% Share | C Refresh | Kl Date Range | 31 Export | Y Filters v s+ More

Top Trends | Over Time iris @D

aila
—]
m Trends
o

125k o . Iris detected 2 peaks
100k e

50k

Mention Volume

25k

Sep 2017 Sep 2018 Sep 2019 Sep 2020

Share of Voice Conversation | By Topic

Popularity Topic | Monthly

Plant based diet - P 7%

@ Best of Range
Climate change | 1 457%

® EcoRange
© Budget Range Agricolture




Track Conversions and Sales Revenue from Social Media Traffic ~

CE A R

.1l Google Analytics 4  Acquisition Audience Conversions Pages Events & Last30 Days = h
Q All Organic Search Paid Search Direct Social Referral Display Email Paid Social
Sessions 886 Sessions
[ ]
60
. © Display 58
2] Y @ Paid Search 56
40 ‘ ’ 4 @ Direct 55
d 301 @ Organic Search 40
= 20 Sessions @ Referral 28
© (Other) 25
° @ Social 20
0 @ Email 19
30 Jan 6 Feb 13 Feb 20 Feb
-
B Sessions Total Users User Engagement Views Conversions Event Count
= 921 613 22m 8s 822 849 954
v
o] Showing 8 of 8 Rows Search
CHANNEL SESSIONS  ~ TOTAL USERS USER ENGAGEMENT CONVERSIONS EVENT COUNT
Direct 53 12 57s 20 22
Snnial &3 2R 4Re 29 RO

Google
.. Analytics 4




Conclusion

¢ Social Media Marketing: CRUCIAL!!!

¢ Benefits:

v Visibility
Engagement
Brand Awareness
Traffic
Insights

= Sales Growth

BT N

(Balas & Bija, 2014)




Student Name Student ID No.

1. | Siu To, Cheung (Jacky) 2322639
= 2. | Shuk Man, Chau (Kathy) 2322640
Ta S k AI I ocat I O n S 3. | Yin Ho, Tong (Tommy) 2322644
4. | Mei Yan, Kwan (Karla) 2337373
5. | Chit Chi, Ho (Jeffrey) 2337376
Section Prepared by Presented by
Mini Survey Kathy Karla =
Company Background Kathy Karla Tommy
Market Review Karla Karla ==
San Mig Light Karla Karla ==
San Mig Light - Traditional Advertisement Tommy Tommy Tommy
Competitors’ Analysis and Effectiveness Kathy Kathy Tommy
Marketing Plan: Social Media Marketing Campaign
= Plan and Setting Jacky Jacky --
= Preparation Jacky Jacky ==
= Execution Jeffery Jeffery --
» Evaluation Jeffery Jeffery -~
Final Editing and Formatting Kathy == -5
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