't Catch-up

% ,

s
o

L 7y
Ay

»
"% A

16

. . s’
‘,c\.’..ﬁ‘ P
“

Vit

okt TR
‘. J
radde "',_. -5
f.: =t . :
» LIl O ’
5 /"'-"(“ T
Al e
r 1= OF DA Y 4
e r
- I
L ¥
My > ) P
| L@V ~ Y '
’ .. »
0" - 4 o
»
-’
’

W P

Association . - 7

g .
a » ! v

y nattd
. o
-

G EYNS S

Paradigm Communications




Top 10 Wine Importing
Countries to China in 2()20 h

The gap between the top two players Australia and
France and the rest of the pack is very big




Our client’s wines bring a world of difference:

250+ indigenous grapes.

Extensive use of blending technology in
wine making.

High diversity of geographical
conditions in the region.

nl

Chinais arguably the largest wine
market worldwide.

Chinese consumers have a strong
preference towards wines from the
Old World.

Strengths

Opportunities

. Late comer to China.

+ Marketing budget is not big with limited
government’s financial backing.

The gap between the top 3 importing
wine countries to China comparing with
the rest is big:

* France: Local consumers’ deep-
seated preference

* Australia: Tremendous government
support

* Chile: Import tax advantage
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promote Aussie wine
R — Example of Wine Australia’s
Extravaganza

Wine Australia has employed two Chinese social media stars, dubbed the ‘Kardashians of China,’ to
promote Australian wine online to a growing number of female wine drinkers.

The two stars, Chufei and Churan, were brought
by the trade organisation to Australia for a two-
day whirlwind trip to Australian wineries and
tourist spots last week, while they live-streamed
the whole trip to millions of their followers on
Tmall, Alibaba’s retail platform.

The twins were paid a total of AU$34,000 for the
two-day boozy trip packed with food and wine
tastings.

The marketing campaign comes as Tmall was
launching its annual ‘September Nine’ promaotion,
where 576 million Chinese consumers will have
more than 100,000 international wine and spirits
brands to choose from, as reported by the




* Our client could not spend in this way as
Its marketing budget are mainly funded
by members’ hard-earned money.

« Since 2016, Paradigm has been working
with this wine association to conduct
“play smart” brand building initiatives on
top of providing B2B marketing support.
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« Organising client’s proprietary wine tasting
events is a vehicle that could facilitate in-depth
interaction with target audiences.

* Location selection is very important for
ensuring critical mass of right types of
participants. In the case of our client, its
selections were:

* Re venue selection, working with hotels that
have robust wine programmes will provide a
leverage of expanding our event’s reach.
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 1In 2016, we helped client invite a group of
F&B directors and chief bartenders of five-
star hotels in Hong Kong and Macau to
visits its 14 wine maker members. The
client had organized a couple similar fam
trips for trade people from China before.

« It has been concluded that in terms of cost
effectiveness, such trade fam trip could not
be justified for brand building purpose.
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* Intier-one Chinese cities, there are a
growing number of high-end/boutique
supermarkets that are good for consumer
activities, i.e. setting up branded tasting
booth at their wine corners/sections.

 Nevertheless, this does not work well with
our client because:
v' The venue rental/co-operation fees are

very high.

v As our client has many members, it will
be tricky to ensure equal presence for
their wine offerings for tasting.

o
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« Catalysed by the prolong interruption of COVID-19, the Chinese
market has become more receptive to online events ranging — —
from product launches, forums to consumer workshops during o T i
the past 15 months. This open a door for our client to a cost- N -
effective alternative.

« Starting this Spring, we have been organising a series of four

consumer interaction workshops for our client. Hosted by a 2eFasE B ?
popular wine educator through collaboration with a wine portal WUARSNES FAEEE_1H
(for ensuring participation), each session lasts for 90 minutes ifﬁ;?ﬁ%fﬁ;??fﬁm
. ’ . . . . o BERNRERT AIRE”,
and includes host’s curation/presentation, Q&A and interactive BE e (Denis Lin) TEi.
games. THIEE, Foown, TENAR
BEELS,
« 1stworkshop ; 3,700+ participants s
« 2nd workshop ; 4,000+ participants o e
o 3 d k h . J I 2021 BEiEEEFN: BREEEESAAER
rd wWorkshop : uly 3R ARG RIS B
« 4t workshop ; September 2021 v . RBREEEAAE, RIHL
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ERBLL, ERETRRSER

\9' @ 88 M



e EQzlcation




Our client tied in trade education
activities with wine show
participation.

Before the pandemic, these
Initiatives were curated by its
dedicated educator from the
headquarters. Because of travel
restriction in 2020, client assigned
this task to designated local
educators.
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Conventional PR refers to basic media interviews and news service.

We take an opportunistic approach in arranging these initiatives -
whenever it is involved in local marketing events, e.g. participation

in wine shows.







After thoroughly considering
both practicality and
resources availability, we
have developed/been
managing the following digital
media assets for our client:

 Chinese language website
« WeChat account

« WeChat Mini Program

« Facebook




WecChat is arguably the most widely used social
media platform in China, boosting 806 million+
monthly active users and covering 94%+
smartphone users in China.

Its functionalities are intertwined with people’s
everyday life: Messaging, shopping & payment,
information seeking, games and apps.

WeChat has also become a very important type
of owned media being used by various brands.
Currently it has 8 million+ public accounts
established by corporations or organisations.




These are small apps running within WeChat. WeChat Mini Programs
enable companies to provide its WeChat followers with advanced features
such as e-commerce, task management, coupons, etc.

It is said that there are one million+ WeChat Mini Programs covering 200
categories and 200 million daily users.







The following out-of-home (OOH)
advertising platforms could pinpoint
at middle class consumers in cities:

1

Office Building

Office buildings in CBD of cities.
The OOH ad would be placed
inside or outside of the lifts in the
office buildings.

: : ks Subway Station
— 1 — . - e I OOH to be placed in subway

- v stations of metro transportation
system in Beijing, Shanghai and
Guangzhou

Express Locker

OOH ad to be place in the monitor
4 . of public express lockers at office
fi buildings in CBD.

- — e ) e i st NSNS S B S




Another Possible Ad Placement Options: WeChat Advertising

Ve
‘,) Path #1
Direct Ad Placement
A%

™

/

Ve

Channel A: WeChat Moments

Channel B: Public Accounts

Channel C: Mini Program/H5

‘Q‘. Path #2
may, KOL Collaboration

=)

)

/ How it works?

First we would tell WeChat on the attributes of target
audience, e.g. Age, sex, socio-economical status,
location or industry.

After the recipient group has been pinpointed, we
would provide a still/video ad of client, and/or link to
its account or mini program to WeChat.

Client could choose to place the Ad in channel A, B
or C.

How it works?

Client would first select suitable KOL(s) in the pool
provided by WeChat.

Then the KOL would “soft sell” client in his/her posts.




Our client have not taken the
advertising paths because of two
reasons:

* Its mandate is to promote the
overall branding instead of
individual members’ product
offerings.

« Therequired outlays of these
advertising platforms are
significant. Without product
selling as a KPI for RO,
advertising is difficult to be
justified.







Two types of e-commerce platforms:
Generic vs Wine-specific:

Generic

Wine-specific
4 BTH
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E-commerce platforms would
only consider co-operation
prospects that directly sell
products.

Nevertheless, we helped
arrange an orientation webinar
hosted by Tmall representative
for client’s members that are
interested in exploring e-
commerce in China.







E-commerce + Social Media = Social Commerce

Social commerce is the buying and selling of
goods or services directly within a social media
platform.

This model moves social media beyond its
traditional role in the discovery process by
encouraging users to complete the entire
purchase process without leaving their preferred

apps.



HOW

Owned media

Third party e-commerce platform
E-advertising

Livestream e-commerce

KOL cooperation
Plog/Vlog/Instant music video
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Fly High with You in China

~ Edwin So | F it
Paradigm \  Managing Director | EE 2 &2
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