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My Background

Ginza West (Hong Kong)
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A (Digital Transformation Alliance)
A CMO (Chief Marketing Officer) Council



In aslowingdown economy, injecting a
new mindset to branding strategy Is need!
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Rethink about what you need to focus




Brand Image vs. Sales Focus

Brand Image




Traditional Hierarchy of Effects Model
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Digital Engagement Model
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Advocacy and Champion
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Action
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*Source: Digital Marketing Strategy by Baniel Cheung & Jeffrey Chu (2016)
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Memorigin Is a Good Example
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Compose of East and West Culture

Eastern Design - Western Design




Eastern Cultural Elements




Western Cultural Elements
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Local Design Ingredients




Word Engraving Service
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CrossOver Collaboration
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Enhance Brand Image




Brand Compositions

\ \ Third Party \
Events Causes B nents




Positioning Map of HK Shopping Malls

Prestige
Landmark
Pacific Place
IFC
Harbor City
Festival Walk
Hysan Place
APM
PMQ
K11

Stylish Tenant Mix +



Positioning Map of HK Shopping Malls

Shopping Experience +

IFC
Harbor City -~
Pacific Place
APM
Festival Walk
Landmark
Hysan Place
PMQ
K11

Convenient +



Enhance Sales




PurchaseDecision Process
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OnlinePurchase Decision Process

* Search
r—k . .
* Return by I * Navigation
Mail :
* In-Store 7777 '
Returns i Find Products
1
1
i Aquire Information
1
L Make General r____hilmages and Zoom
Returns Information _ | * Ratings and
\), Reviews

IsThis * Sizing

for Me? =7 o virtual Models
® Order Confimation

® Delivery Schedule

® Shipping Notification

T Receive Evaluate
. . T T
' -~ Post-Purchase Alternatives !
Motifications !
|
1
kL
®* Shopping Assistant
o Wish List & Comparison Matrix
* Shopping Basket ---- Place the Order

® Shipping Options and Costs
* Store Inventory and Pickup
® Checkout

* One-Click Ordering

!



Digital Strategy Roadmap to Drive Sale

Digital Transformation &
Digitally Integrated Organization (DIO)

Integrated Digital Marketing (IDM)
Analytics and Measurements

Content Creation and Distribution

Vs
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Engine Engine (SMO) Mobile
Optimization Marketing AGeneralist social Marketing
S1=e) =) media

A 'ANiche social
media




Integrating Digital and Offline Strategies




Digital and Offline Integration

Integrated Integrated
Digital Marketing
Marketing Communications

(IDM) (IMC)




Integrated Digital Marketing (IDM)

Information Sharing
and Noises Creating

(Youtube, Pinterest)

Community
Networking and
Peers Influencing

Popularity Raising
and Sales Leads
Generating

(Golden Forum,
(SEO & SEM) Facebook, Instagram)

Experience Sharing Op;gg’g;%'(')?mng
and WOM Spreading Establishing

(Blogging, KOL) (Linkedin, Twitter)




Making use of Data Analytics




For Digital, Which Areas Can Be Measuret
and Which Items should Be Measured?

Website
Effectiveness
and
Performance

Email and
Direct
Marketing

Actually
Close to
Anything
Digital Can
Be Measured

Search
Engine

Optimization
(SEO)

Social Media

Search
Engine

Marketing
(SEM)




Analytics and Measurements

Website

w Traffic, behavior,
source of entry,
funnel analysis, web
chain analysis

SEM

w CTR, content and
location, split testing
profitability, ROI

EBusiness

w Online to offline
sales, new customer
repeated customer,
purchase cycle, AO

SEO

w Popularity, site
ranking, CTR, bounc
rate, landing page
selection

Social Media

w Exposure, sentimen
sales lead, response
speed & rate,
diffusion pattern

Email

w Bounce rate, open
rate, CTR, sales leac




Examples of Digital Measurement & KPIs

Funnel

/ ) / Analysis @
Customer :
SEES Lead/ S — /. Pageview
Specific Pages \

Engagement Visited Download
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- , Web-Chain
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() Analysis Subscription

ClickThrough
Rate (CTR)




Examples of Social Media Measurement and KP

/Commented )

/ .
Purchased Customer No. of
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Speed Time "



Digital Engagement Model

Advocacy and Champion

Loyalty

Action

Involvement and Engagement

Interest & Attitude

Awareness & Knowledge

*Source: Digital Marketing Strategy by Baniel Cheung & Jeffrey Chu (2016)




Digital Key Performance Indicators

ICampaign Performance Metrig

w Impressions, likes, comments, shares, clicks, sales leads, access dura
w Effective engagement = (no. of like + comment + share) / no. of post
w Diffusion depth and speed, lifespan of effectiveness

w Level/amount of interaction, customer sentiment

Engagement Level Metrics

wAwareness and Knowledge, Interest & Attitude, Involvement and
Engagement, +velre WOM, Action, Loyalty, Advocacy and Champion

I Business Value Metrics ‘

w Sales, profit, market share, ROI
w Brand awareness, customer perception, customer satisfaction, churn r:
w Employee productivity, cost reduction, stakeholders relationship




A Closing Case StudyGinza West




Company History

w First café restaurant at Tokyo opened in year 1947 soor
after World War 2

¢ Inviting a chef from Yusen, a luxury cruise liner during the peak
of sailing days
CCSIidzNAYy3I G9OSYyAy3d GAGK /1l &
¢ Westbecameawel Y246y LI I OS 6KSNBE a:2
gathered together, instead of being just a parlor which served
expensive coffee
w Selling of biscuitsat the Ginza store of Tokyo since year

1962

w One of the most reputable café and biscuits chain
outlets in Tokyo area

1 Assorted Butter Cookies



Domestic Operation

(" ,
Parlor + Café
Outlet (Direct AGinza, Aoyama and Yokohama
X Operation)
7
_ _ A19 prestige locations in Tokyo area, e.g.
Biscuits Shop Takashimaya, Mitsukoshi, Daimaru, Isetan,
Keio, Narita Airport, Haneda Airport
\.
7
Factory AHino (Tokyo) and Yamanashi Prefecture ]
\.
7
Delivery Center |AKunitachi (Tokyo) ]
\.




Shop Locations in Tokyo
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TOKYO, JAPAN

‘www.TokyoMap.com

Ginza Parlor H The Shibuya Tokyu main shop

bt

Aoyama Garden The Shibuya Toyoko Noren-gai

Akasaka Biz-Tower Shinjyuku Isetan
Nihonbashi Takashimaya Shinjyuku Keio
The Tokyo station Daimaru

Tkebukuro Tobu

Tamagawa Takashimaya
Shinjyuku Takashimaya
Ginza Mitsukoshi
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Haneda Airport(Terminall,2and International)




Ginza Parlor




Ginza Parlor
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Ginza Parlor
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Aoyama Garden




Tokyo Station Daimaru




Shinjuku Isetan




