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2015 Awards Presentation Ceremony —
Speech (Excerpt) by the Honourable John Tsang Chun-wah, GMB, JP, Financial
Secretary, the Government of Hong Kong Special Administration Region

I’m glad to attend once again the Presentation Ceremony of Hong Kong Top Brand, Top
Service Brand, and Emerging Brand Awards. Over these years, the Chinese Manufacturers’
Association of Hong Kong (CMA) and the Hong Kong Brand Development Council (BDC)
have made strenuous and indeed fruitful efforts to assist our industries to develop brands and
expand markets.

In particular, the BDC has organised Brand Awards like Hong Kong Top Brand and Hong
Kong Emerging Brand, with an aim to give recognition to outstanding brands and services
established by local enterprises, stimulating the industries to pursue excellence.

This year’s winners come from a wide variety of industries. Engaged in distinctive products
and services notwithstanding, they have one thing in common, that is, spending great efforts
in quality control, brand image building and marketing, while continuously making
improvements in accordance with the ever-changing needs and tastes of the clients. These
brands, having been held in high regard by the consumers, are well worth the Brand Awards.

In the past decade, breakthroughs in innovative information technologies have completely
reshuffled our daily lives; and people tend to be inseparable from the mobile devices,
receiving different kind of information anytime anywhere. Technology developments,
together with the well-established global supply chain, have also changed the traditional
business modalities. As a result of booming e-commerce, people nowadays now enjoy
greater convenience, higher efficiency and more choices of goods through shopping online.
But at the same time, Hong Kong enterprises, no matter engaged in goods or services, are
facing fiercer competition from market players around the world.

In order to stand out in today’s marketplace, an enterprise must press ahead with
differentiation of products and services, and catch consumers’ eyeballs with a distinctive
brand image. Brand has become an important asset of a company, and sometimes even the
most valuable equity. A successful brand represents the trust of consumers, and it helps to
amass a number of loyal supporters, putting the company in a more advantageous position
when launching new products and expanding into new markets.

As everyone here would agree, Hong Kong itself is an outstanding brand. Thanks to long
standing efforts of our industries, products related to Hong Kong have enjoyed a good
reputation and become a symbol of good quality and innovative design.



With phenomenal economic development, Mainland China is nowadays the second biggest
economy in the world, and the population of middle class there with amazingly strong
purchasing power is growing by leaps and bounds. Now that Hong Kong products have
always been well-received by Mainland consumers, we ought to bring this favourable brand
effect of “Made in Hong Kong” into full play, so as to enable our enterprises to seize the
abundant opportunities across the border.

To assist Hong Kong enterprises to explore the Mainland market, the HKSAR Government
would continue to implement the HK$1 billion “Dedicated Fund on Branding, Upgrading
and Domestics Sales” (BUD Fund), providing funding support for Hong Kong enterprises to
conduct testing and certification for products destined for domestic sales, to prepare
promotion materials targeted at Mainland market, and to apply for patents and trademarks in
the Mainland.

The CMA and the BDC have made good use of the Organisation Support Programme of the
BUD Fund and organised “Hong Kong Brand Festival” serial activities in a number of
Mainland cities these years. The “Tianjin Hong Kong Brand Festival” implemented last year,
which aimed to promote local clothing, toys, food and health products under the theme of
baby and children brands, had received enthusiastic support from the industries.

I am much confident that, by dint of Hong Kong enterprises’ remarkable business acumen,
enterprising spirit and flexibility, we would not fail to have more and more “Made in Hong
Kong” premium brands.

* The Financial Secretary delivered his speech in Chinese. The above is the English
translation prepared by the BDC.



