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Who Am I?

Sam has been in the media industry over 25 years , he is now dedicated in digital
media and CBT eComm business in China. Prior his own venture, he was;

« General Manager of Next Media Group (HK & TW)
« Consultant and Program host at DBC Radio

Now he is

« Founder of Media Pro Hong Kong Ltd.
« Executive Director of Ideal Radio Ltd.
« Columnists
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Associations

* The Chinese Manufacturer Association - IT Ind. Committee
* Chamber of Hong Kong Computer Industry

* Association |OT HK

* Hong Kong Association of Interactive Marketing

* Hong Kong Information Technology Federation

* Vocational Training Council (ECTB)

* HK General Chamber of Cross Boarder E-Comm

Convener

Vice Chairman
Vice Chairman
Vice Chairman
Councilor
Councilor

Exe. Committee
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The IT pioneer who is bold in innovation

Mr. Sam Hui, Chairman of Information Technology Industry Committee
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epping into the era of rapid advancement in
A )

the focal point of businesses worldwide, s also booming
around the world. However, Hong Kong has lagged far
behind the global pace in this aspect. In this ssue, the
featured interviewee of industry committee chairman
~ Mr Sam Hui, who is the chairman of Information
logy y Committee, i
His insights about th

development of e-commerce are indeed worthy of our.
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R Studying abroad in the UK. n his younger
= - udying abroad in the UK. in his younger days,
SRR Wt e o Hons Ko et oasungon.

the beginning he engaged in exhibition and media
warks, and later joined the NEXT MEDIA as the head
of information technology department to specifically
manage the new media businesses of Hong Kong and
PUSRERERIF R AR T | Taiwan. Together with his efforts in developing a new
PP S B S « ABEFIRIMEH - (£ | online media platform and the Action News mobile app
[P IRETA R HEF WE A g5 | during hi i
B BN - | o h :’; business v;m:h had once urmedrgune
> B nerin losses. While switching job by joining the DBC digital
EOMUBI ERR SR radio lter, Hul ook the role in aranging the technical
{F - ERBRaEELWEE - FRR works of operation initialization, Once the operation
B 9 TP 80 BRSEFE T2 | of the digital radio was on track, Hui decided to launch
his own business and started to establish multiple
campanies which are e-commerce related based on his
T i RUCE LR | years of workis in the field of information
&= RFMEFARANG  HEWEEM | technology.
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Currentiy the business scopes of Hui's companies
designi

websites and mobile phone apps, taking the duties of

agent for renowned web brands and digital products,

such as being the Hong Kong agents for Sina and LETV.

Moreover, Hul also assists listed companies to introduce
i nt.

As highly emphasizing social network in assisting
Hul thinks that this

ot be restrained in local business sector. He also takes

benefits of the social networking websites in order to

proactively get along with industry elites in different

regions. He seizes business opportunities by taking
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Regarding the Industry development, Hui thinks
that the industry has to conform to the trend of product
design of ‘internet of things" Through combining old
industral techniques and new science and technology,
product values can be raised by applying this
combination. Not only should the industry apply the
new technology to simple functions of the products,
butaiso find reference from the user-friendly designs
in those foreign science and technology products and
take the advantages of new technology to improve user
experiences.

Asthe chaiman of Information Technology Industry
Committee of CMA, Hui hopes to push the industy to
strengthen technology quality and innovation value of
product designs through the organization's platform.
Alang with the benefits derived from the policy of
redevelopment Industrial land in the Science Park
introduced by the goverment, production procedure
can be moved back to Hong Kong so that the new
science and technology produicts designed by ourselves
can become more attractive with made in HK and local
technology as the seling points.

Talking about hobbies in his leisure, Hui said that
he was addicted to rugby and was the Hong Kong
representative player in competitions when he was
young. Although he is focusing on his family life at this
‘moment, rugby has become he and his son's common
hobby, Because of hs son, he even picks up rugby again
which brings him family happiness,
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Digital Transformation
Why it” matter of concern to Association?

Daddy, what do you do
in the Associations?




Learning

The opportunity to take
courses or professional
development activities
either online or in
person

* Seminar/Conference
* Website
* Email

Knowledge

The collective body of
information resources
produced or procured
by the association,
such as publications,
research, or websites

* Collaborate Doc

* Project Mgt

* eBook / Publishing
tools

Community

Opportunities for
members to interact
and share ideas, such
as online forums, social
media, conventions,
and meetings

e Social Media
* Registration
* Newsletter

Advocacy

The political or
lawmaking influence
that associations exert
on a local or national
scale that supports the
work of their members

* Survey
* Social / Data
Analytic
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IF YOUR ASSOCIATION IS READY TO TRANSFORM?

1.

Are we gathering information all the time from digital sources to make
business decisions and improve member experiences?

Is the brand experience we create always available to our audiences?

Is the product or content we are developing intended for digital use,
and perhaps later adapted for other channels (vs. the other way
around)?

Are we dedicating the necessary resources to stay at the digital
forefront?

Are we recruiting the talent that will be able to move the organization
into an interactive, digital future?



DATA DRIVES THE MEMBER EXPERIENCE

Associations have lots of data, but

often don’t know what to do with it.

Embrace your analytics, because
you’re going to need them. Digital
and personalization aren’t the wave
of the future — they are here and

NOW.
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YOU DON’'T HAVE TO BE BIG TO BE DIGITAL

Small organizations just might have an advantage to going all-in
on digital? Here’s why:

e Technology’s impact on small associations is greater—they
can’t throw people at a problem.

* They’re quicker to adopt new software, like marketing
automation, because they aren’t mired in a legacy structure.

* Realizing they don’t have the expertise in house, smaller
organizations are more likely to outsource.






* Registration Form
e Collaborate Document

* Meeting Scheduler

* Participation list

* Survey Form
* eBook Publishing Tools

g Google Doodle

Docs
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Free Website Free Email

Builder

weebly, mallerm

WORDPRESS

WX

JStart something




Seminar /

Conference

Interaction
Tools

Social Media
Management

System

i‘ . TweetDeck

SurveyMonkey* @

Hootsuite"
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WECHAT

i 486 MIAOPAI
15,397,092 PUBLISHED ;

ARTICLES L0,
CHINESE YUAN VIDEOS ARE
IS PAID PLAYED
DIDI
ELE.ME
3 47 55,936
r DRIVERS PICK UP
USERS PLACE PASSENGERS
ORDERS
ZHIHU DIANPING
115,740 Q 110
VIEWS OF REVIEWS
QRA'S
QUNAR.COM TAOBAO
166 13,888
HOTEL ROOMS REVIEWS
ARE BOOKED
BAIDU WEIBO
4,166,667 QQ 1,650,463
SEARCH QUERIES 1 1 1 1 1 1 1 1 NETIZENS
r r
MESSAGES BROWSE

N




I n | E I n

LinkedIn

media pro
(%1% 15 o a

ES




5N XEFE RS PEEE R

- Hnlﬁil’ﬂ
%““‘*\d < lﬁ"‘ﬂ éa'- f

0 hrh H
FEBHBKAPP
RERLERNL

https://maimai.cn/ i




MaiMai.CN

A Content driven Business Social
Community

80 million business elites
e 49% users in first-tier cities

 The world's top 500 and China's
top 500 companies.

e More than 100 industries
including financial trade, IT
internet, media, real estate,
medical care, education and etc
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Who're the KOL

KOL and Audience are in the age of 24~33 70% of KOL are Female and 60% Audience
years old mostly are Male
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What do KOLs
look like ?
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HAAATEIRAEEIRT, KoL Business Model

Advertising
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KOL Pros and Cons

Pros :

« Strong Character

« Fans are loyal and easy to be influenced by the KOL
« Relatively low in promotion cost

Cons:

« Government Regulation

« The creativity of KOL might be affected by the Sponsor
or Commercial

« Short life cycle






Wechat vs. Weibo

WeChat

One to One (Private Platform)

Strong user bonding

Great platform for Brand’s CRM
Multifunction APP

Mini Program — Better APP
capability

Weibo

One to Many (Open Platform)
High Search-ability with strong
hashtag categorization

Strong in user engagement and
content viral

Great platform for Brand Exposure
and Content Dissemination
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@ Weibo Monthly Active Users, Over 80% are >30 year of€
€ Gender: Male slightly higher than Female
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Weibo Active Users Profile
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Weibo MAU 92% are from Mobile
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" Weibo Active Users Profile

Weibo Users Interests
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A day in the life of Xiaolei, powered by WeChat

8AM
She needs her usual
morning coffee, so she
stops by Starbucks.
The waiter invites her
to subscribe to their
new Official Account
and use the ‘Shake’

WeChat Pay

% -',-".;- feature to get a free
cupcake. She scans the
QR code to

immediately follow it,
and pays at the same
time thanks to

WecChat Pay.

Persona:

Name: Xiaolei

Age: 32 years old
Profession: Head of
Marketing in a Furniture
company

Description: Xiaolei lives
and works in Shanghai,
she uses WeChat in the
same way as a typical
City resident

7AM
She checks the weather on a Mini
Program and sees that the pollution
rate is quite low today. Thankfully, there
are a few bikes in front of her house, so
she grabs one thanks to Mobike’s
integrated feature.

8:30AM
Xiaolei arrives at work, she logs on
WeChat desktop, checks Beijing’s
last meeting debrief on the
Marketing group and asks her
colleagues a few questions about it.

36




1PM
She arrives at the restaurant and gets her meal 5 min after e
arvival

She pays the bill for everybody and asks her friends through &
volte message to reimburse her via WeChat Pay. She drectly

receives the money on her Wallet

SPM

She buys heling
giothes on jD.com’s
Official Account
before buysng her
flight ticket 1o
Tatwan
Unfortundtey, hes
ViSa 8Nt up Lo date
arymore, 10 she
goes on the Public
Service native
feature to get a4 new
one

¥158

9PM
Coming back home, Xiaolel posts pictures of her
diner on Momaeants, restricting access only 1o
hes clase friends.

WeRun's nolfication informs her that she won
the daily contest by haning done 23,000 steps

N automatically donstes 2 yudns 10 Chanity,




4J Voice Chat

m Group Chat

a Moments
Free Call

& Video call

WeChat Functionalities

© e Sticker Gallery

£ ?f Chat History Backup )

© [J Broadcast Messages €) 5] Web WeChat ©

© ((*) Friend Radar

~ ﬁ Favorite Messages

Group Cha
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© ﬁ Shake A

0 Q Peopeneaty  ©
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Account type Unverified  Verified  Unverified  Verified
Vs, subscription subscription service service
Functiunality account account account account

Message displayed in
sessions list

Message displayed in
subscription folder

Send 1 message per day

Send 4 messages per month

Basic function:
receive/reply

Customized menu

Advanced features

WeChat payment

0000000
00000000
00000000
00000







* A “Sub-Application” within
WeChat ecosystem and doesn’t
occupy users mobile storage

* Enable to provide advanced
features to users as such e-
Commerce, Payment, Coupons

e Strong in LBS and Searchability
* Low development cost

-



* Don’t have push notifications
for template version

e Can’t be shared on users
“ﬁ’ﬂla[.m'é WeChat timeline

* Updates have to be submitted
to Tencent

* WeChat mini programs only
work within WeChat
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1. Don’t treat China as a single market

2. Government regulations and policy will be

important. /
. Find out what their needs and expectations are. | DOA
. Localization: Good Chinese brand name, 3

localized photos etc.

. Don’t expect to advertise your way into the
market

. Take online and social media seriously
. Prepare to be copied




4624 SamHui@MediaPro.hk
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Find me on WeChat

Find me on LinkedIn
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