Amex Social Hong Kong:
0.09 – 0.14
0.15 – 0.20
0.21 – 0.26
0.27 – 0.31
0.33 – 0.37

0.38 – 0.40
0.41 – 0.42
0.43 – 0.48
0.54 – 0.56
0.57 – 1.04
1.05 – 1.06
1.07 – 1.16

1.17 – 1.23
1.24 – 1.28
1.29 – 1.32
1.33 – 1.35
1.39 – 1.42
1.43 – 1.50
1.51 – 1.55
1.56 – 1.59
2.00 – 2.06
2.07 – 2.10

The first thing that any company should consider
when it looks at social media
as an advertising or publicity platform is to be
very clear on the outcome they want.
It can be either to actually raise sales, profile
themselves, brand themselves or whatever it is
because only when you are clear can you actually
determine the necessary steps to take.
So, if you ask me, and I talk to all my clients, the
first question I always ask them is be clear on the
outcome.
Do you want to drive sales? Do you want to
brand yourselves?
Or do you want to raise awareness for yourselves?
They all have different approaches and, of course,
they are all linked,but they all have a different
kind of slant to it.
If you are in Hong Kong and you’re looking at
social media,
one of the challenges you face is that there are
actually two major platforms that operate in
Hong Kong.
One is Weibo and the other one is Facebook.
Based on statistics, Facebook currently has a
penetration rate of about fifty-six per cent which
is about 3.7 million users, vis a vis seven million
population,
whereas Weibo has a user base of about two
million or about twenty-nine per cent of Hong
Kongers.
So, if you actually want to use a social media
campaign in Hong Kong,
you need to actually capitalise and work on two
different platforms,
so that would be one of the major challenges you
face.
Weibo is a cross between Twitter and Facebook
in the sense that you can post something and
then basically you need not have a very good fan
base; anybody can actually see it.
What would actually work well on Weibo is
similar to what would work well on Facebook contents that that give you social currency.
Things that people feel that- if I post this - my
friends or people who don’t know me will see me
in a better light.
Things that are timely, I guess currently what’s
trending at the moment.

2.11 – 2.15
2.16 – 2.25
2.30 – 2.32
2.33 – 2.36
2.37 – 2.44

2.45 – 2.52

2.53 – 3.00
3.01 – 3.03
3.04 – 3.09
3.16 – 3.22
3.23 – 3.28
3.29 – 3.33
3.34 – 3.40
3.41 – 3.45
3.46 – 3.50
3.56 – 4.02
4.03 – 4.07
4.08 – 4.16
4.17 – 4.19
4.20 – 4.25

Things that have emotive responses. And things
that are practical.
These are the four or five different kinds of contents
or categories of contents that normally will go viral
on social media.
Once you’ve determined the startwith your
platform,
the first step is actually to determine what is your
unique selling proposition.
Many customers or many clients out there start out
by saying look, you know, I have the best service, I
have the tastiest chilli crab,
but when you start… if you don’t start up with
a unique selling proposition, you get lost out
there when you start branding and positioning
yourselves.
Ultimately people come and purchase your product
or they use your services because you can offer
them something different from somebody else.
So, I would say that after determining your
platform,
the next step actually is to determine what is your
unique selling proposition and then build your
social media message around this proposition.
When talking about social media, one of the
most common matrices that businesses use is the
number of Likes,
the number of visitor hits to your website, but to
me this is not the most important.
What is more important is the actual engagement
of the respective customers you have.
There have been some studies done in the US that
say that seven per cent of all your Facebook fans
eventually buy from you.
Yes, this is important because if you don’t actually
engage them, they don’t share with their friends,
they don’t communicate with you and there’s no
opportunity for you to actually sell your product to
them.
Another common mistake among small and
medium enterprises whenever they go on social
media is to constantly sell their product.
Like, for example, I had a client recently who
actually engaged us to do a social media campaign
for them.
They are actually a Korean skincare company –
and they were very concerned and they wanted to
constantly sell their product,
meaning that every post was to sell and talk about
their product.
What we did was we told them: look nobody likes a
social media page to be constantly sold to;

