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Executive Summary

Research Backaround

Given the dynamics of the consumer market in Greater Bay Area, for brands, which
have been competing there would find consumers in the region no longer fit into the
traditional archetypes. However, for Hong Kong-based brands, with good and up-to-date
knowledge of consumers in the GBA market today, they will be best positioned to grow and
succeed.

To assist Hong Kong companies in capitalising on the vast growth opportunities in the
Greater Bay Area and leverage on branding strategies to enhance long-term competitiveness,
the Hong Kong Brand Development Council (the BDC) joined hand with the Chinese
Manufacturers’ Association of Hong Kong in organising a series of activities under the
banner of “Hong Kong - IN - Brand Greater Bay” Serial Activities (Phase Two) during the
period from April 2024 to March 2025. With the sponsorship of the Trade and Industrial
Organisation Support Fund of the Trade and Industry Department, HKSAR Government, the
Project rolled out high-efficiency brand promotion campaigns, coupled with a bevy of in-
depth market researches that aimed to succinctly portray the numerous opportunities in the
GBA and map out the paths for further growth as well as the competitive advantages required
for continuous development for Hong Kong brands.

The BDC appointed a research team, led by Professor of Marketing at Emlyon Business
School Dr Sherriff Luk, to conduct a quick-view analysis on the Greater Bay Area market and
compile a report entitled “Greater Bay Area Market in Perspective and Implications for Hong
Kong Brands” to document the findings of a business tour and company visits to Guangzhou,
supplemented by extended analysis that dissects the dynamics of the GBA market. The
research team analysed and interpreted the observations through multiple lenses, with focus
on the competition landscape of GBA market, trends of branding practices as well as the
recent changes in local consumption culture and consumption behaviour. These findings
update and advance Hong Kong companies’ knowledge of the core capabilities critical to
successful implementation of brand-building and management strategies in the Greater Bay
Area market.

The report contains two parts: The theme of Part I is on “Changes”, which highlights
major changes in the market characteristics and consumers’ buying behaviour in the Greater
Bay Area, whereas Part II themes on “Strategies and Tactics” and suggests several promotion
and growth strategies for Hong Kong-based brands competing in the Greater Bay Area
market.

Part I: Changes - The Evolving GBA Market

The recent years have witnessed significant changes in the Greater Bay Area market,
especially during the period from year 2021 to 2024. As affected by the endemic, geopolitical
tensions, and economic recession, many consumers in China tend to hold back on splurge and
curtail their spending. Pessimism about economic prospects in the forthcoming years has led
to lower levels of future consumption. Pent-up demand, rampant downtrading and
discretionary purchases are common across different cohorts of consumers and have become
a “New Normal” in the Mainland China market.

Local consumers are increasingly conscious about the issues pertaining to public and
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personal health, environmental sustainability, and sustainable development of the society.
They demonstrate a heightened interest in wellness and environmental-friendly products and
services, and are more receptive to the advertisements making the aforesaid claims overtly.
Correspondingly, green consumption, wellness consumption, and beauty consumption have
been prevailing.

Other notable changes include the proliferation of modern shopping malls in the Greater
Bay Area, new strategies for economic growth especially initiatives on stimulating domestic
consumption implemented by local governments, and the rise of innovative retail modes and
marketing strategies. These changes have led to the emergence of various types of new
economic patterns, including holiday economy, night economy, bazaar economy, street
economy, first-shop economy, and trendy economy. Besides, many shopping malls have
adopted the “People-Goods-Venue” and “friendly business” strategies to drive in traffics;
they are competing with each other through an innovative “Venue + Event + Traffic +
Conversion” strategy and even by introducing new retail formats like “curator retail”. These
vicissitudes in the retail market have profound impacts on consumers’ expectations and
buying behaviour as well, forcing the management of shopping malls to pay greater attention
to personalisation and the design of brand consumption experience that matches well with
consumers’ lifestyles.

At the same time, promoting brands and serving consumers in the Greater Bay Area
market through an omni-channel approach are only possible with the adoption of powerful
big data e-commerce solution. Nowadays, local consumers have spent more on purchases
made through social media and content creation platforms.

In addition, significant differences in local consumers’ brand buying and consumption
behaviour have become increasingly apparent due to the changes in population structure and
the living environment of consumers in different age groups. Today, people classified into the
Y-Generation and Z-Generation are the major consumer groups in China. However, it is
worth-noting that the Alpha Generation, who were born in 2011 or after, have started to
gain prominence and their information searching behaviour, brand learning behaviour, as well
as choice criteria are significantly different from old generations.

Part 11: Strategies and Tactics - Brand Management Imperatives

The evolution of the consumer market in the Greater Bay Area, coupled with the
significant changes in the retail landscape, the protean consumption behaviour across
different age groups, and emerging consumption needs driven by the economic development
strategy undertaken by the government, have profound strategic and management
implications for effective promotion of Hong Kong-based brands in the Greater Bay Area.
Major brand management imperatives are summarised below:

— Support the building and growth of the brands with a holistic brand experience strategy.
This requires brand owners to go beyond conventional product-oriented marketing
communication approach to designing and promoting the content of advertising
messages. In particular, brand owners should adopt a holistic brand experience approach
to designing messages of experiential nature, so as to enhance brand experience by
provoking positive emotional responses; and inclusion of the pictures and videos that
reflect innovative retail experience should be encouraged. These contents would
ultimately enable the brand to deliver differential values that are essential elements of a
strong brand.
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Employ a micro-segmentation approach. Brand owners should adopt a more precise
segmentation approach to uncovering the market structure and identifying target
segment(s) for their brands. A hybrid segmentation method combining the use of
geographic variables, socio-economic characteristics of potential consumers, dynamics
of consumption styles, and psychographics will produce a more effective segmentation
outcome that allows the brand to leverage its competitive advantages and grow in an
optimal way.

Ride on the emerging consumption trends. Employment of innovative and tailor-made
marketing communication and service programmes is effective in satisfying target
consumers’ emotional and psychological needs and social expectations. These would
help highlight the distinctive differential values of the brand and deliver the brand
experience expected by local consumers.

Establish a brand ecosystem. This would not only facilitate the delivery of the values
promised by brands to meet consumers’ expectations on brand experience but also
supports the sustainable growth of the brand.

Develop a holistic brand management mindset. Brand owners should go further from the
traditional brand management approach which mainly relies on a single brand
management department to oversee brand building and promotion activities. Instead,
inter-functional cooperation is an integral part of holistic brand management approach.
Besides, there must be a brand leader within the organisation to direct, coordinate, and
monitor all brand management activities.

Consider pursuing a lifestyle brand strategy. Brand operators can opt to adopt a lifestyle
brand strategy to develop their brands as a lifestyle brand which matches the lifestyle of
target customers. A lifestyle brand can deliver greater emotional and psychological
benefits to customers and boost brand loyalty. However, the decision must be made
based on a thorough analysis of the brand’s competitive strengths and weaknesses, its
position in the market, and the benefits/values expected by target customers.

Pay attention to the trend of IP licensing. Brand owners can use intellectual properties to
deliver and enrich brand experience. This approach helps enhance brand image and
signify a special type of consumption trend and lifestyle to attract consumers. Hong
Kong-based brands should explore the IPs loved by consumers in Greater Bay Area
market and employ a licensing strategy to secure the use of the IP to add value to their
brands.

Invest in training to cultivate and improve brand management capabilities. In tandem
with new operational needs, brand owners are required to enhance their brand
management competencies and nurture new capabilities. The contents of brand
management capabilities programmes should cover holistic brand management
capabilities, innovation and branding, technology and brand experience, customer
participation and value co-creation strategies, establishment and management of brand
ecosystem, use of big data, management of omni-channels, and design and management
of brand experience.
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