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Part A — Executive summary

1) Bonjour’s Current State of Business: Bonjour Holdings Limited (Bonjour) is a
chain of retail stores selling mainly beauty and lifestyle products in Hong Kong. While
it has closed around 60% of its retail branches from 2019 to 2022, it has established
its KOL live streaming team to promote the products. The newly built O20 system of
Bonjour HKMall has allowed it to evolve from a traditional cosmetics retailer to offer a

fusion of online, offline and experience retail services.

2) Key Findings of Financial Analysis: The Group’s financial performance in 2019
and 2020 was severely hit by social movements and the COVID pandemic, hence
largely eroding its equity. Given the breach of loan covenants and early demand for

loan repayment by lenders, RSM Hong Kong, the Group’s auditor, has raised the

significant going concern of the Group. Unless the Group finds a new capital injection

or quick turnaround of its profitability, it is at high risk of becoming insolvent.

3) Key Findings of SWOT Analysis: Despite having diversified products and a well-
established foundation, the Group relies too heavily on Mainland tourism and fails to
attract local customers. As a result, the Group’s revenue was severely hit by the
COVID-19 pandemic, which triggered a slump in inbound tourism and poor economic
performance. Furthermore, the Group has to face fierce competition in both cosmetic

retailing and online shopping platforms.

4) Key Recommendations of the Business Plan: Based on the analysis and
research findings, activities and campaigns such as seasonal pop-up booths, beauty
empowerment, green products, and social media promotion are suggested to atiract

the younger generation and build a customer-centric brand image for Bonjour.

Part B — Introduction
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Background: Founded in 1991, Bonjour Holdings Limited has grown to a
in Hong Kong. It adapted to the recent pandemic by
. It operates about
in Hong Kong and Macau and on 44 online platforms.
Objective: This proposal aims to enhance
with the help of . Market research about
in beauty and healthcare products has been conducted to
search for possible directions ahead. Several suggestions would be made to
and expand its customer base to the

Part C — Comprehensive analysis of Bonjour’s financial performance

(All dollar amounts in HK$’000, except for earning per share)

Profitability Ratio and Year 2020 Year 2019
Formula
Gross Profit Margin 173,095 490,443
Gross Profit . = 538,788 © 00 = 1458828 < 100%
= 0
Turnover = 32.13% = 33.62%
Net Profit Margin  —259,112  —131,588
_ Profit (Loss) Before Tax < 100% — 538,78_8 X 100% = —1,458,828 X 100%
Turnover = -48.09% = -9.02%
—258,423 —130,621
Rﬁ}ﬂ}rii‘(g?ﬁf Trﬁegyfa'f‘ssets ~ (371,775+176,509+1,197,644X100% ~ (1,197,644 + 341,994 X 100%
= 7 X 100% +341,994 + 479,262) = 2 +831,471 + 561,688) + 2
verage Total Assets
= -20.13% =-8.91%
Bonjour Group recorded a in 2020 by $1 billion due to the
COVID pandemic, which slightly by 1%. However, due
to the relatively of the Group, including administrative
expenses and finance costs, the was much by 39%. As a
result, the of the Group from $435 million to $169 million. Such
a significant loss may greatly hinder business in the medium term. Even
the Group recorded , Its further

by 11.22% due to the increased net loss. Although the ratio is more relevant to asset-
based companies than retail trading companies, the Group is in

from its business resources.

Management Efficiency Ratio Year 2020 Year 2019
and Formula
i (187,968 + 97,318) =+ 2 (235,697 + 187,968) + 2

Axngggeellnryveer:ltt(())%Tu3r:sozer Period 1 365,603 * 365 days B 968,385 x 365 days
"~ Cost Of Goods Sold % ays = 142.37 days = 79.84 days
Average Trade Payab|es B (23,734 +83,131) = 2 _ (83,131 + 125,812) = 2
Repayment Period = 365,693 97,318 — 187,068 ~° ¥ [~ 368,385 1 187,068 — 235,697 ~ 0> 4D

Average Trade Payables = 7091 days = 41.42 da){s
= - X 365 days - -

Credit Purchases
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Turnover

" Average Total Assets

Average Total Assets Turnover

538,788

1,197,644

(871775+ 176509 + (341 604 1 479,262)) * 2

= 0.42 times

B 1,458,828
~ (1,197,644 + 341,994) +
(831,471 + 561,688)) + 2

= 0.99 times

The inventory management efficiency of Bonjour was unsatisfactory. The almost-

doubled average inventory turnover period might be brought by a decline in demands

for the Group’s products. The increased inventory level increased the risks of obsolete

inventory and loss due to product expiry. While a lengthened trade payable period

might be caused by a successful negotiation between the Group and its creditors, the

elongation may indicate insufficient cash flow and payment delay by Bonjour. It may

worsen its relationship with its creditors and affect its sourcing in the future. Meanwhile,

the decreased average total assets turnover indicates a less efficient use of assets,

attributable to the slow inventory sales.

Short-term Liquidity Ratio Year 2020 Year 2019
and Formula
Current Ratio (176,509 + 479,262) 341,994
__ Current assets = 772,320 — 595,115
Current Liabilities —0.85 1 = 0571
Cash Ratio 16,748 98,855
 Cashand Cash Equivalents ~ 772,320 — 595,115
B Current Liabilities = 0.02: 1 = 0.17: 1

The considerable increase of current assets in 2020 was mainly due to the $479

million of land and buildings newly classified as held for sale within one year. If the

item is excluded, the current ratio for the year 2020 would be 0.23:1, which is a

more-than-50% reduction from the end of 2019. It was mainly due to the shrinkage of

inventories and cash and cash equivalents attributable to less net cash generated

from operating activities in 2020. The cash balance decline is also reflected in the

almost-90% decline in the cash ratio. It is worth noting that the current portion of the

bank and other borrowings jumped in 2020 due to repayment on-demand as the

Group breached certain covenant clauses in bank facilities to net assets level, debt-

to-equity ratio and debt-to-inventory ratio. That has triggered the fundamental issue

of liquidity. Insolvency and going concerns were also highlighted by the Group’s

auditor, RSM Hong Kong, in the Material Uncertainty Related to Going Concern

in its audit report. Unless the Group finds a new capital injection or quick turnaround

of its profitability, it is at high risk of bankruptcy.

Long-term Solvency Ratio
and Formula

Year 2020

Year 2019
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Gearing Ratio o _ 86,678 % 100% _ 509,097 X 100%
N (Non — current Liabilities) . 86,678+34,126+138,040 509,097 + 34,126 + 402,172
= /Non — current Liabilities +\ 100% |- 33.49% = 53.85%
( Share Capital + Reserves )
Debt to Equity Ratio 86,678 + 772,320 | 509,097 4+ 595,115
_ Total Liabilities . = 1egsag < 100% = 35426 < 100%
"~ Total Equity ’ = 509.65% = 253.59%

Based on a narrowly defined gearing ratio of including non-current liabilities only, the
gearing ratio was reduced by 20%. However, it does not reflect a fair gearing situation
given that a large part of the borrowings was reclassified as current liabilities due to
the breach of loan covenants. The debt-to-equity ratio, which increased by 256%, is a
better reflection of the solvency situation of the Group. Its sharp increase could be
explained by the increased payable and, more importantly, the quick erosion of equity
due to the significant net loss in 2020. The increase in payable could indicate that the
Group had delayed payment to its suppliers due to the liquidity pressure. Another
notable reduction of total liabilities is the significant decline in lease liabilities. It is also
related to the reduction in the right-of-use assets, which could be explained by the

closure of retail stores during 2020.

Investment Ratio and Formula Year 2020 Year 2019
Earnings Per Share(EPS)  —255,734 _ —129,648
- Profit(Loss) Attributed to Owners of the Company [~ 3,412,566 I 3,412,566
| Weighted — average no.of ordinary shares |- .7 A9 cents/ share = -3.80 cents/ share

The loss per share nearly doubled due to the significant loss in 2020. On a per-share
basis, the Group lost 7.5 cents of the shareholders’ fund, which is more than half of
the 12.76-cent net asset value per share as at the end of 2019. The net asset value
per share as at the end of 2020 was reduced to about 5 cents only. It is clear that such
an amount of recurring loss is not sustainable, and the whole amount of equity could
be eroded soon unless a capital injection or business turnaround could be achieved in
the near term.

Part D — Summary on Bonjour’s strategic efforts and directions ahead
Strategic efforts: Bonjour endeavours to move on a new track, technology and
purchase, bringing out a new concept of “Beauty, Health & Beautiful life”.

Firstly, for the_traditional offline retail stores, Bonjour launched a brand new “Bonjour

Life 0207 retail store in 2020, transformed the traditional sales model, and realised
online and offline business integration. A new retail concept store — “MEI MALL” was

also established to be the foundation of the concept.
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Breaking the traditional business model, Bonjour created a new sales structure of
multi-channel retail and actively invested in digitalisation for its transformation.

Bonjour's all-inclusive E-commence business comprises (1) its online shopping

platform, HKMall, (2) entry to numerous shopping platforms, (3) Bonjour New Retail
Innovation Center associated with nine organisations, (4) KOL live streaming studio,
(5) business matching with Cyberport Enterprise Network (CEN), (6) cooperation with
Alibaba Cloud to re-establish the customer database and cloud database to improve
the Group’s data processing efficiency. The Group promoted a new concept of
‘technology + consumption”. It has nurtured 200 frontline staff to have live streaming
sales at various platforms.

Directions ahead: For_traditional offline retail stores, Bonjour will optimise its

traditional beauty chain business and make branding, specialisation and rejuvenation
the mainstream for its operations. As the Group has a reducing number of traditional
retall stores, it switches its focus to E-commence business.

As for its all-inclusive e-commerce business, the group continues to improve its

membership system and attracts local companies to join as one of the online members
of HKMall. It also aims to fully develop the Bonjour New Retaill Innovation Center,
introducing more global trendy brands into the industry and becoming the most
extensive base for the online transaction of Hong Kong local brands and overseas
merchants. With the 5G and global digitalisation trend, the Group will actively promote
the development of comprehensive e-commerce, live-streaming, and cultivate
frontline salespersons for online live streaming.
Part E — SWOT analysis of Bonjour’s financial performance

Strength
S1. Diversified products
Bonjour is dedicated to selling international brands and private labels products.
Currently, the Group offers over 40,000 products, including skincare, cosmetics,
fragrance, health food and body care and lifestyle products and snacks from Japan,
Korea and Taiwan to cater to customers’ various needs. According to our market
research, about 85% of the respondents think Bonjour sells diversified products.
Moreover, Bonjour collaborates exclusively with world-renowned brands and further
increases its product diversity, outcompeting its local counterparts.

S2. Well-established foundation in both Hong Kong and Mainland
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Bonjour has numerous branches and a good online shopping platform for both
Mainland and overseas, namely Koala, Tmall, etc. Its online platform is easily
accessible and multifunctional. Due to its reputation, many corporations should be
willing to collaborate with Bonjour because of its mature sales network and
experiences. KOL live streaming studio and live streaming sales on different platforms
have been entrenched, providing online and offline exposure that attracted more local
and foreign customers to purchase.
Weakness

W1. Unfavourable shop locations

Since Bonjour Cosmetic targeted the Mainland visitors before the COVID pandemic,
most of its branches are located in the tourist spots, for instance, Tsim Sha Tsui and
Mongkok. According to our market research, less than 10% of the respondents think
the location of Bonjour’s shops is convenient. The mandatory quarantine measures
significantly decreased the number of visitors and made 1-day travel impossible.
Bonjour's revenue is then mainly derived from local consumers. Yet, many shop
locations are not close to the dense residential areas, which causes inconvenience for
the locals and lower the desire to shop in Bonjour. Instead, they may find substitutes
in their neighbourhood, such as Sasa and_Mannings, as shown in the market research.

W2. Ambiguous market position

Compared to its competitors, Bonjour rarely sells viral products or products exclusive
to the brand. The price of the products is not lower than its competitors either. These
make Bonjour fail to attract middle-aged customers who usually look for cheaper
products. Also, Bonjour’s brand image can seem old-fashioned and aged to young
customers as its popularity has dropped compared to the past decade. Therefore, no
matter which age group Bonjour plans to target in its current marketing campaigns,
the effects seem to be minimal.

W3. Heavy reliance on tourism

As Bonjour's marketing and operation strategy mainly target Mainland customers, its
revenue primarily came from Mainland visitors. Ever since the COVID-19 pandemic,
restrictions against tourism, such as the quarantine policy and the shutdown of the
borders, had been imposed. The tourism industry plummeted, and the number of
tourists visiting Hong Kong sharply decreased. Therefore, Bonjour’s revenue dropped
rapidly. Also, heavy reliance on tourism means that the company’s performance

mainly depends on external factors and is volatile. If the economic climate is poor,

6
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Bonjour's performance would easily be negatively affected, leading to unstable
financial performance.

Opportunities

Ol1. Increasing awareness of environmental protection
As global warming becomes more serious, Hong Kong people pay more attention to
environmental protection. People are actively engaging in eco-friendly activities and
are willing to take the initiative to save the Earth. In recognition of this trend, a business
that shows its genuine care for the environment can gain a good reputation among
citizens and be considered a socially responsible business. This bolsters corporate
image and builds its brand, attracting more customers.
0O2. Increasing acceptance for male makeup-wearing
According to our market research, 94% of respondents accept males using makeup
products. Due to the social movements targeting misogyny and phenomena like the
K-pop craze in recent years, more and more men have started to embrace their
feminine side and wear makeup. Also, because of social media, men can learn more
about the advantages of using skincare products. These factors led to rising demand
for male beauty products. This can boost sales for Bonjour in the male cosmetic
products department, generating more income for Bonjour.
03. Reviving of the Cantopop
Cantopop was once popular in Asia, which many youngsters have a craze for.
However, due to the rise of other pop music trends, the preservation of the Cantopop
has become one of the major concerns among the Hong Kong community. Instead of
supporting foreign singers or idols, many Hong Kong people choose to support local
celebrities, such as Mirror and Joyce Cheng, and always try to keep up with their idols’
newest updates. With the support of the advocators and, most importantly, celebrity
endorsement, collaborating with artists through sponsoring and shooting
advertisements would be effective in improving brand awareness.

Threats
T1l. COVID-19 pandemic
There is a local economic recession due to the COVID-19 pandemic. The strict border
shutdown significantly reduces the number of Mainland tourists. Moreover, the
increased unemployment rate due to the COVID-19 pandemic is alarming. Therefore,

the locals have a lower desire to consume. As Bonjour sells mainly non-necessity
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products, people may consume Bonjour products by a lower priority, choosing to cut
down their expenditure in Bonjour stores and reduce the Group’s revenue.

T2. Fierce competition from the local and foreign competitors

With the rising popularity of online shopping platforms, the Group faces intense
challenges and competition. As online shopping platforms overcome the geographical
constraints, both the Mainland and foreign competitors from various online shopping
platforms, such as Taobao, Amazon, and eBay, became the Group’s competitors. As
a result, the customer base of the Group reduces significantly. The Mainland online
beauty retall stores provide products at a low price, and local online shopping
platforms such as HKTVmall started to compete with Bonjour Group on selling
cosmetics products due to the prevalence of online shopping.

Part F — Business plan

After analysing the Group’s SWOT and conducting a market survey, the following table
shows how our campaigns can make use of its strength & opportunities; and alleviate

the harms brought by its weaknesses & threats that we have discovered.

Note: Strength(S), Weakness(W), Opportunities(O), Threats(T)

SWOT: Campaigns no.
1. Beauty 3. Seasonal
without 2. Paint with MAKE-UP 4. LESS is 5. App and
Boundaries Makeup Booth MORE Social Media |6. Super Cat
GEB®BER) |("b. BAF) | GIWRRELE) | (BERESE Improvement | ( =% )
S 1 Diversified products v v
S 2 Well-established foundation in both Hong Kong and Mainland v
W 1 Unfavourable shop locations v v
W 2 Ambiguous market position v v 4 4
W 3 Heawy reliance on tourism v 4
O 1 Increasing awareness of environmental protection 4 v
O 2 Increasing acceptance for male makeup-wearing v
O 3 Reviving of the Cantopop v
T1 COVID-19 pandemic v v 4 4
T2 Fierce competition from the local and foreign competitors v v
Questionnaire results: 2 3 4 5
Q3 Most respondent said they ususally get shop promotion information from social media v
Q4 77.6% of respopndent thinks "brand reputation” affect them from choosing a retial service provider
Q10 82.1% of respondent have not heard of HKMall (£1% &&5H) v
Q14/15 86.6% of respondent have ever browsed Bonjour's Instagram and Facebook account v
Q19/20 Around 95% od respondent agree that male beauty is on a rising trend and do accept male using makeup or skincare products
Q22/24 Around 80% of respondent have had experied beauty products and is willing to recycle them v
Q25/26 Around 80% of the respondent are interested in trying different makeup looks virtually and think it would be helpful to them v
Q27 71.6% of the respondent are interested in making their exclusive makeup products v
Q30/31 Around 60% and 80% of the respondent thinks tips about beauty and health and a sales rank helps them v
Q34 56.7% of the respondent will buy products without packaging from Bonjour v
Q36/37 70.1% of the respondent will play simple games on online shopping platform and they think prizes is the pull factor v
Q38 82.1% of the respondent think coupons can increase their willingness to purchase v
Q39 Most respondent think celebrity endorsement and advertisement attract their attention the most
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1. Beauty without Boundaries ( ZEREfEER)

The empowerment campaign “Beauty without Boundaries”
aims to promote makeup and self-love to everyone s CHALLENGES .
regardless of their gender, age, background and family

status. There will be challenges among influencers and the BE CONEIDENT CHALLENGE
(BERETH)
public in which they will try their best to showcase their ;

il

NO MIRROR MAKEUP CHALLENGE % 3
(1£55? EMIRROR?)

NON-DOMINANT HAND MAKEUP

makeup skills. To promote positivity, Bonjour Beauty ElrbLLalteE
(R ETREER—3)

Award would be given to the participants who have the top
20 highest views of each challenge. There could be a topic
given to all the participants to create their makeup look.
Various celebrities, artists and Olympic athletes will be
invited to accept our beauty challenges and make videos
about our campaign to let it go viral. Examples of well-known local celebrities are
Anson Lo, Hins Cheung (5E#ET) , Siobhan Haughey ({a[#5£%) and Edgar Cheung
Ka Long (5E%ZEH) . The challenges include:
€ No Mirror Makeup Challenge! (BEEE ? & Mirror?)

The participants are not allowed to use mirrors during the makeup process. This could
iIncrease the difficulty of doing makeup while showcasing their basic makeup skills.
The exciting outcome of makeup (both success and failure) could catch the eyes of
the public and become a hot topic, arousing people’s interest in our campaigns.

4 Be CONFIDENT challenge (EfEEt=fTE) ! )

To challenge one’s confidence, participants have to take videos to compare their
appearances before and after makeup. In the video, participants can tell how wearing
makeup can boost their confidence and when or how they started to be aware of both
outer and inner beauty. The challenge would positively impact society, teaching people
to love themselves.

& NON-DOMINANT hand makeup challenge (EAFHAFEEFH &)

Our dominant hands are often responsible for handling precise and skilful movements.
On the contrary, our non-dominant hands are clumsier. In the challenge, two
participants will work together and do each other's makeup with the non-dominant
hand. The process might be somehow laborious. However, it brings joy to the
participants and also the viewers. Besides, it is a fun fact that training your non-

dominant hand could enhance one’s coordination.




The HKICPA Accounting and Business Management Case Competition 2021-22 (Level 2)

Expected impact: The campaign could be all the rage during the COVID 19 pandemic
as the video creating challenges can be easily carried out at home. It can further
enhance the publicity of Bonjour, adhering to the brand motto, bringing “Beauty, Health
& Beautiful Life” to customers. A well-known endorser helps polish up the brand name.
Bonjour will benefit from the fanbase of the artists as it would enlarge Bonjour’s
customer base by attracting the fans of those celebrities. On top of that, the male
celebrities and endorsers could also convey a positive message that males can also
put makeup on their faces without being considered strange. This eliminates the
gender stereotype, and the Group could extend their target customers from mainly
females to both genders.

2. Paint with Makeup ( "k, BEE )

The unwanted or post-dated makeup products collected from customers will be
processed to become recycled drawing materials in this campaign. They will be
distributed to Bonjour’s physical branches. Participants can pick up the materials from
any Bonjour shops and deliver their finished work to Bonjour Group. The arts are then
posted on Bonjour’s social media accounts and voted by the followers. The winners

with the most votes get their work shown in an exhibition in Hong Kong Art Centre and

will be awarded cash prizes and unique gifts. After they have been exhibited, works
will be donated to charities and hospitals for good causes.

Expected impacts: This campaign allows participants to express their creativity in
their artworks, showing that makeup can be a form of art and expression. In a lacking
art development society, people often have a little channel to express their artistry.
The campaign provides a platform for artistic people to express their feelings. This
helps build connections with customers, facilitating a positive image of makeup
through the painting of artwork with cosmetics. As the products used are primarily
overdue or unsuitable, no products are wasted, which helps establish an
environmentally conscious image for Bonjour. Furthermore, through voting on social
media accounts, both the event and the brand can gain social media traction. The

donation of the artworks after the exhibition can build goodwill for the brand.

3. Seasonal MAKE-up Booth (FRM&IRANT)

The following events last for three months respectively in different retail malls. A
longer-term recurring event globally can be considered if they receive positive
feedback.

10
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€ Virtual make-up (EHEEEY)

To modernise the shopping experience, virtual makeup fitting will be provided.
Customers could wear different makeup styles virtually, such as Korean, Japanese,
and western-styled, giving them a glimpse of each while reducing their time cost of

trial and error. After their fittings, the Instant camera (H[Z2[]]]45) machine will print out

the style that the customers favoured. A list of related product suggestions will be
automatically attached based on their choices. This could provide a feeling of
freshness, impressing the generation Z born with technologically advanced age. Thus,
the desire of shopping will be enhanced.

¢ Make-your-own lab (ZFZHREHC®E ! )

Unigueness is being prioritised nowadays. In our “Laboratory”, we will provide
customers with an opportunity to mix and match the cosmetic ingredients. The colour
tone, the aroma, and the waterproofness can all be customised under the supervision

of _cosmetic _chemistry professionals Bonjour hired. Products such as foundation,

lipsticks and perfume can be DIY in the programme. With the above mentioned, each
customer's shopping experience will be exclusive, creating a feel-good effect. Thus,
according to the market research, 70.1% of respondents were interested, and many
were willing to pay a higher price for the experience.

¢ All there LIGHT-to-DARK (HEAZE)

Beauty Iis without boundaries; people with skin tones ranging from dark to light all
deserve the right to wear makeup. However, the concept of mass production does
affect the availability of choices, especially for makeup foundations, for those on two
different ends, the lighter and darker coloured. The event will provide a complimentary
skin tone test for customers who shop for more than $1000, allowing them to know
which products are suitable for them and give out the matched foundation to them.
This can help further promote the brand name of Bonjour to people of all races and
from all around the world.

Expected impact: The pop-up booth can echo Bonjour's new concept ‘Technology +
Consumption’, providing novel shopping experiences to consumers. Bonjour can get
closer to the public and sell products in the residential areas, thus generating more
revenue. Moreover, the Group can conduct a market survey on the required district,

which is useful in expanding its business in the future.
4. LESSis MORE (FE§EEREEE)

11



The HKICPA Accounting and Business Management Case Competition 2021-22 (Level 2)

€ Package free products
Bonjour will be the first pharmacy in Hong Kong to be package-free, aiming to be the
pioneer of this area. The products that can be sold in package free corners are
shampoo, toothpaste, mouth rinse, hand cream, cleansing, etc. Package-free stores
eliminate all forms of packaging. Customers can buy as much or as little as they need
with reusable bags and containers from home to weigh and buy their plastic-free
produce. Due to hygiene issues, biodegradable containers will be used instead of
plastic for packaged products. This change can begin with Bonjour’'s own brand.
Expected impact: It has to be acknowledged, however reluctant, that some
companies still placed their profit before environmental protection. Bonjour can act as
a role model for other firms in the same industry and brands that cooperate with
Bonjour and use its own experience to persuade brands to make a slight change in a
bid to save the Earth.

€ Zero waste beauty products (&FEER)

Bonjour can collaborate with some foreign zero waste beauty brands and sell their
products in Bonjour branches. For example, Dab Herb, a plastic-free brand
specialising in skincare and makeup and Ethigue, has a wide range of zero waste
shampoo and conditioners for all hair types. These products are either naked or with
reusable or compostable packaging, reducing the harm to the environment.
Expected impact: The foreign zero waste beauty products can enter the Hong Kong
market with the help of a veteran retail brand, having a wide network, resources and
experience to sell products. Besides, Bonjour can have a more diversified product line
as it could collaborate exclusively with these green brands. This enlarges the customer
base because environmentally conscious people can be attracted to purchase in
Bonjour. The Group’s eco-friendly image will further be enhanced. With the promotion
of zero waste beauty, the Group could make valuable contributions to protecting the
environment and fulfilling its social responsibilities. A win-win situation will then be
achieved.
5. App and Social Media Improvement

Adding a new section called Latest News could be an effective measure. Some basic
makeup tips, beauty and health information and introduction of some products or the

comparison of specific products of different brands can be displayed in the section.

12
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Another new area called Recommended Products can also be added. The best-selling

products or products with the highest ratings each month would be included.

As for the membership system, except for purchasing online and offline, members can
accumulate points by doing some daily tasks, such as liking or commenting under an
article and visiting the Latest News section. With the points, members can redeem
beauty products or coupons used in Bonjour.

Expected impact: With the modified version launched, customers will have more
iIncentives to use the app. Customers could get more information and try new products
through the HKMall app. At the same time, Bonjour can benefit from obtaining more

big data for market analysis and producing a tailor-made recommendation section for

each customer. The enhanced convenience for the online platform customers will then

boost sales.

& Hide and Seek ( 8:545%)

i DT 7 122 s avau
[ ~\“,y b | i m\*‘,??')g-\‘

Cleansers

HARTEEDEANEFE
6 A @¥% £ HKmallg #4 ﬁ&ﬂ'u:&ﬁiﬂmﬁt&% )
r 3 » o] £ <
*a:';;?;:; ke - HKmallA &3 85 5 7

A BRI E) R MR R 2

Simple games could be introduced according to the festival or latest trend. A game

called Hide and Seek (#3735 ) can introduce the new function of the apps to the
members. The player will be given a question every day, for example, “Find the place

where you can buy cleansers”. When the participants arrive at the correct page, a
cartoon cat will be on the screen. The task is completed by clicking the cat, and
members would be rewarded some points.

Expected impact: These games and daily tasks for gaining points can maximise the
members’ engagement in Bonjour app and provide entertainment to members while
introducing a new function. Members can have numerous ways to earn points, and the

prizes redeemed could be the incentive for people to register as members.

13
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€ E-connect (37 - E%)

In order to increase the fans base, having more interaction with the followers on social

media is needed. One good way is regular giveaways. It can attract more followers

and promote its accounts as there will be some requirements for participants to join
the giveaway, such as tagging three friends in the comment and reposting the posts.

Posts about beauty and health tips should also be added on social media. The posts

should be up to date and can catch up with the trend. Followers can regularly receive

beauty information through the account—for example, the Top 10 highest rating masks

or the procedure of doing makeup. Under the posts, we could invite customers to share
their user experience and feedback on different products in the commenting section.
Coupons and gifts can be given to those followers who had the most interesting
comments and post on the status regularly as a reward.

Expected impact: The Group’s brand awareness can be enhanced, and the followers
will regularly check Bonjour's account in a bid to get free gifts. It can effectively improve
the communication between Bonjour and their customers as we can receive users’

comments and better cater to their needs, improving the after-sale service.

6. Super Cat (EH#kSH)

A mascot will represent the brand. The mascot can be modified based on the cat of
HKMall, and it will be given a warm-hearted and energetic personality. “Super Cat

Mascot” can promote products in shops, the HKMall app, and social media posts. Also,

it would be appeared in the game “Hide and Seek”, as mentioned above.

Furthermore, “Super Cat Cleaning Machines”

could be produced for the promotion of Bonjour
and “Seasonal MAKE-up (pop-up) Booth” in

shopping malls two months before the launching
of the booth. Also, they could be placed in the
shopping malls in which Bonjour’s branches are

located nearby. “Super Cat Cleaning Machines”

are artificial intelligence robots. Not only can it disinfect the floor surface while moving,
but it also communicates and answer questions about Bonjour and beauty raised by
the mall visitors, showing visitors the information about a particular product. Two digital
monitors will be installed on the Machines, the upper one for the Cat's facial

expressions and the lower one for the touchscreen digital directory. The Machine’s

14



The HKICPA Accounting and Business Management Case Competition 2021-22 (Level 2)

arms are sanitising spray that could disinfect its monitors regularly. During its “parade”
in the shopping malls, the visitors can view information about Bonjour in different
sections on the panels. For instance, Bonjour’s latest events and products, health and
beauty tips, promotion of membership system, HKMall and its social media account.
Additionally, discount QR codes for the booth and shops would be shown randomly,
motivating people to flock to find the “Super Cat Cleaning Machine” as if they were
playing “Hide and Seek”.

Expected impact: It helps Bonjour build and strengthen its brand identity and show
its friendly, customer-centric side instead of feeling like a distant enterprise. The
personified brand can help create an emotional bond with the customers, generating
more loyal customers and revenue. It allows the Group to be in the public’s eyes while
promoting Bonjour’s new campaigns to help pave the way for launching the pop-up
booth.

Budget Plan:

Details Budget ($'000) % of Budget |Details Budget ($'000) % of Budget
1. Beauty without Boundaries (EEEfitiE 57) 4. LESS is MORE (fii B E=)
Promotion cost (advertisements) 350 3.5|Promotion cost 500
Celebrity Sponsaring cost 2,300 23|Layout and Design cost 150 15
Winners' Reward cost 600 6

Sub-total 3,250 32.5 Sub-total 650 6.5
2. Paint with Makeup ( " {L | [ER3) 5. App and Social Media Improvement
Promotion cost 300 3|Maintenance cost 400 4
Winners' Reward cost 400 4|Game Designing cost 350 35
Collection and Distribution cost 20 0.2|Post Designing cost 100 1

Sub-total 720 7.2 Sub-total 850 8.5
3. Seasonal MAKE-UP Booth 6. Brand image improvement
Promotion cost 400 4|Promotion cost 350 3.5
Machine cost 400 4|Designing cost 150 1.5
Labour cost 800 8|Research and development 300 3
Maintenance cost 50 0.5|Machine cost 800 8
Rental cost 1000 10|Maintenance cost 50 0.5
Booth decoration cost 100 1

Sub-total 2750 27.5 Sub-total 1650 16.5

Spare Budget 130 1.3
Total 10,000 100

Implementation plan:

Decision-
Implication Research Design System testing |making Promotion
Colour
Implication Contact Launch Updating Evaluation
Colour
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Event promotion

Year ended 31/12/2022

Year ended 31/12/2023

Campaign Q1 (2022) Q2 (2022) Q3 (2022) Q1 (2023) Q2 (2023) Q3 (2023) Q4 (2023)
Research on Contact the Research on Contact the
celebrities and celebrities and celebrities and celebrities and
Beauty without purchase invite them to purchase invite them to
Boundaries commedities as  |acccept the commodities as
(EERER) gits challenges gifts
Research on )
Paint with Makeup |F€lated information Rl et e
("{b. fenizs) |Collect expired or |unwanted makeup
unwanted makeup |fromthe public
from the public
Decide the date
and the venue of
Seasonal MAKE- |the booth to be Collecting market
UP Booth hosted Design the booth response
(FAMEIRZHT) Contact the
person in charge
for the venue
Research on
possible green Contact and
brands and collaborate with
LESSis MORE |products to be various green
(BERER) sold
Design the green Callecting market
corner in shops response
Designh on mascot
Contact designers |(& beauty advice Updating the
for "Super Cat slogans) & system
Super Cat Mascot" and machine
(=) "Super Cat
Cleaning
Machine" the cleaning
machines
App and social media Improvement
Year ended 31/12/2022 Year ended 31/12/2023
Part Q1 (2022) Q2 (2022) Q3 (2022) Q1 (2023) Q2 (2023) Q3 (2023)
Design the layout
of 'Recommended Design the layout
App Improvement |products' System Testing of 'Latest News' |System Testing
"Hide and Code and design the layout and -
Seek"(BE5E) cartoon illustration of the game System Testing
Design on events
E-connect Research on Design on posts held on social
(37 - W% recent trends and content media

Projected impacts on turnover and profit

The following projection assumes the relaxation of social distancing measures, and

the makeup and skincare shopping patterns started to normalise from the second half

of 20

22.

Turnover: Through launching the campaigns and events “Beauty without Boundaries”,

“Paint with Makeup”, “LESS is MORE”, and “Super Cat”’, more long-term customers

will be attracted. Meanwhile, the game “Hide and Seek” and beauty tips in “App

Improvement” could make online shopping joyous and motivate people to shop. It is

projected that the turnover of Bonjour Group can be raised by 39% from $538 million
in 2020 to $750 million in 2022 and further increase by 67% to $1.25 billion in 2023,

which is closer to the turnover level in 2019 when all campaigns are launched.

Profit: Expanding into the green market can attract environmentally conscious

customers, ‘Beauty without Boundaries” can enlarge the customer base, and
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implementation of the “Seasonal MAKE-up (pop-up) Booth” can provide easily

accessible products and brand-new shopping experiences to customers. We project
that the loss of the Group could be reduced from $258 million (loss) in 2020 to nearly
breakeven at $0.5 million loss in 2022, and a profit in 2023 at $7 million.

Part G — Conclusion

As reflected from the financial analysis, survival is of utmost importance. The Group
should actively seek new funding and capital injection to ensure solvency and liquidity.
Meanwhile, it should prudently allocate its expenses to prevent further loss during the
COVID pandemic and wait for the market and business turnaround.

Next step, the Group needs to formulate a strategic plan to turn around its business
and profitability. As shown in the SWOT analysis, despite the well-established
foundation in Hong Kong, it is adversely affected by the pandemic and faces fierce
competition from local and foreign counterparts. The Group should strive to improve
its brand awareness and explore new markets. Considering these, six campaigns were

proposed, including organising a beauty empowerment campaign and seasonal pop-

up booths, collaborating with green brands, advocating products recycling, improving

social media promotion, and strengthening brand image. It is believed that

considerable profits can be brought about and a good reputation from the public will
be gained.
Part H — Appendices

Appendix: References

2019 Annual Report of Bonjour Holdings Limited

https://corp.bonjourhk.com/en/projects/2019-F FE/E RS/

2020 Annual Report of Bonjour Holdings Limited

https://corp.bonjourhk.com/en/projects/2020-annual-report/

Bonjour Instagram account ( bonjour.cosmetics )

https://instagram.com/bonjour.cosmetics?utm medium=copy link

Bonjour Facebook page
https://www.facebook.com/bonjourhk/

HKMall APP

https://www.bonjourhk.com/tc/
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Appendix 2: Market Research and Results

(A) Basic Questions:

1. When you buy beauty and cosmetic products, do you usually shop physically or through online

platforms?

IR E AN b S - s R A B E S IR R T E Y 7
o Physically 97
o Online 44 -

2. Which shops do you usually buy your beauty products from? (You may choose more than one

option)
AR i E S A 7 (B —IH )
o Bonjour &5
. Sa Sa b7
. Colourmix %<3
o Mannings &%
. Watsons J&£ [
. Other (please specify) HAr ( &E&EHH )

3. How do you usually get shop promotion information from? (You may choose more than one option)

B EREEGEENEEEN ? ( EZN—H)

//

o Street advertisements #HEE &

TV advertisement B ELE

. Website advertisement 48k E &

. Social media 1132 #-f&

. Recommendations from family, friends or colleagues 52 A~ i & 24 [El S aTHERE
. Other (please specify) HAtr, ( 5sEH )
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options)
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WL R & B R T B RS IR 0tR 2 (TES R —IH)

Service iR

Brand reputation ke
Convenience {EFl]

Product diversity 26184
Discount {E%

Price {Ei&

Other(please specify) HAth ( 5558 )

5. How much did you spend on cosmetic and skincare products in the last 12 months?
TEE AR 12 {8 F4E - E bt m EAE T %/ 088 2

<$1000

$1000- $5000
$5000- $10000
$10000- $15000
$15000- $20000
$20000- $25000
$25000- $30000
>$30000

6. How much did you spend on cosmetic and skincare products in a year pre-Covid?
TEFEIBRT » EFEIE bt g fE T %/ 058 2

<$1000

$1000- $5000
$5000- $10000
$10000- $15000
$15000- $20000
$20000- $25000
$25000- $30000
>$30000
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7. How much will you spend on cosmetic and skincare products in the coming 12 months?

FEARA 12 E A > Tt G AR b a M€ i EAE 2%/ D% 2

o <$1000

o $1000- $5000

. $5000- $10000
. $10000- $15000
. $15000- $20000
o $20000- $25000
. $25000- $30000
. >$30000

(B) Questions about Bonjour:

8. Have you ever heard of Bonjour ?

AR E R 2
. Yes H
. No )% H

9. Have you ever purchased any products from Bonjour before?

A B R A
. Yes H

. No ;&

10. Have you ever heard of HKMall ( @& &S5 ) ?
WY e v IR 7=

. Yes H

° No /ﬁﬁ

11. Have you ever purchased any products from HKMall before?
RS AR E B E B ER ?

. Yes H

o No ¢ FH
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12. Have you heard about the membership system of Bonjour?
EFIE AN A g SRS ?
o Yes H

. No ¢H

13. Are you a member of Bonjour?
TR 2IRATE B ?
. Yes H

. No J¢H

14. Have you ever browsed Bonjour's Instagram account?
T G 23 HRAY Instagram HRSEHE 2
. Yes H

. No J¢H

15. Have you ever browsed Bonjour's Facebook account?
A G 4538 =15 Y Facebook BReEHS 2
. Yes H

. No ;¢ H

16. Why do you purchase products from Bonjour? (you may choose more than one option)
REREBECESRBEEEZSNREER ? (UEZR—IR)

. Convenient locations of the stores {EFfY |5l B
o Cheap in price {Ei&{HEH

o Good quality products 2 558 B

. Good shop appearance i §5MNE EL4F

o Good reputation EL{FHEE#Z

o Other EHAtf,

17. How diversified do you think Bonjour’s products are?
TR Ry A EE AR ARG 2

. 1 HRMESIEE AL Bonjour's products are very not diversified
o 2 HIRHVE S AL Bonjour's products are not diversified

o 3 HIRAVEMLZHE{L Bonjour’'s products are very diversified

. 4 SR EMLIEE 2015 /E Bonjour’s products are very diversified
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18. On a scale of 1 (very disagree) to 4 (very agree), how good-quality do you think Bonjour’s

products are?

TR EEMNELLSERE ? (LIFEREE 4IFEFR)
o JEEAFEE
o AEE
. BE

o FERR

(C) Questions specifically for campaigns

19. Do you find that more of your male friends are using makeup or skincare products in recent

years?

R E AT A 5 % 55 A bt S i s 2
. Agree [EE
. Disagree ~[EZ

20. Do you accept males using makeup or skincare products?
a2 B A bt BGE R S 2

. Accept #:%

. Not accept %

21. Would you purchase cosmetics products/ play games from (Bonjour) pop-up stores?

{RE{E(Bonjour) PAEA JE i B Ltk Sh /BT iz IER S 2
. Yes &

. No “f g

22. Have you ever had some expired beauty products at home?
TG A A B HIE AR SERSEHL ZE s 2
. Yes H

. No j&H

23. Do you have expired beauty products, how will you deal with them?
T WA i B ISR E o 7

o Throw away f/4#5
o Continue to use 44 (H
. Other (please specify) HAth ( &55EH )
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24. If Bonjour provides beauty products recycling services, would you like to join? (Recycled materials

will be used for some painting events and competitions)

YR SRR AR A A IR - CRE 2 2 (SRR =58 R R )

. Yes JfEE

. No ‘R~ KFAE

25. Would you be interested in trying different makeup looks (Japanese, Korean and Western styles)

on your face virtually?
WIS AT LU BB RS ERHL A ( B~ s ) - Ea g s ©
o Yes &

. No J8FH

26. Hence, how will you think the service may help you? (1 Lowest, 4 Highest)

AR R RS e BRI R b A RR R E B 2 (1 &b 4 50K)

. 1 do not help i }4 HE B

. 2 not so helpful i R EH A AE B
. 3 a bit helpful 75 L35 B

. 4 very helpful 1R &g}

27. Are you interested in having some exclusive makeup products?
TEA RS E B O — i a9 bt 2
o Yes B

. No J8H

28. If yes, how much are you willing to pay?

WIRE » THESZ /DI EBFIE ?

. <$100
. $100-300
. $300-500
. >$500
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29. What factors would make you join the membership system of a brand? (You may choose more
than one option)

HEBFREG S EIARRFE LG 8IE ? (TEZHR—IH)

o membership discount & £ {8H

o Earn points %5

. frequent purchase &% HgE

. easy to join ZZ A

. support to the brand 7 57k

. Other (please specify) HAlt ( &5EEH )

30. If there is beauty and health-related information in the membership app, would you be interested

in reading it?

WIRE ERANEEZEMEFEHNE - EA R AR 2
o Yes &
. No &H

31. Do you think a sales rank can help you choose your favourite products?
T8 R b B HH TS AE B Bh R BE i L R A 2 s ?

. Yes RE#

. No “~AE%

32. What attracts you to follow Bonjour's social accounts? (You may choose more than one option)

HETFRZRRER S Bt A AT HATRE 2 ( AL —IH )

. regular giveaway

. live show E#%

. product promotion 2 i #E

o celebrity endorsement B 2=

o tips about health and beauty issues ZEfi /415

Other (please specify) HAfth ( 3EsFEH )

33. Have you ever bought any products without packaging?

IR IS ) A B SR L 2
. Yes H

. No ;@&

2)
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34. If Bonjour sells packaging-free products, will you be interested in buying them?
WRENHEE SHEENE R - CgFEREREE ?

. Yes B

o No /¢ H

35. If so, which kinds of products will you buy? (You may choose more than one option)

WRF - EEHEIPEANE M ? (TSR —IH)

. shampoo }4:82/K

. body wash K555

. facial cleanser JEmHE#.

. lotion )R

. soap fE

. Other (please specify) HAfth ( FEEEEH )

36. Would you like to play simple games on online shopping platforms?
EE RS IuR/ NESL ?
. Yes &

. No f &

37. What attracts you to play these games ? (You may choose more than one option)

DUTWRELNZRRE R S [ EBriE b8y 2 (AT —TH )

. Prizes #%5h

. Entertainment & fun {5R4%

. Cute characters T[EHJHE

. Other (please specify) Hfth, ( F5E:HA )

38. Would coupons increase your willingness to purchase cosmetics products?
(BREFRE S I B a2 g 2

. Yes fE

. No 4t
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39. Which of the following option(s) can catch your attention? (you may choose more than one option)
DU URR—q&l/ £ BETR AR 0 5 | ARV RAE 2 ( AT —IH )

. Mascot &)

. Brand song /iififf 3= RE

. Celebrity endorsement BH 2=

. Sponsor activity &S

. Advertisement &%

. Other (please specify) Hfth ( =EEH )

(D) Personal information:

40. What is your age?

I RERS D 2

. 20 or under 20 5 LT
. 21-30

° 31-40

. 41-50

. 51-60

. Above 60 60 DL I

41. What is your gender?

TR 2
o Female
o Male
. Non-binary

42. What is your monthly income?

T RWARZ D2
. <$15000
. $15000- $30000
. $30000- $50000
. >$50000

Thank you for participating in our survey

IR FE Ty 22 B
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Result of the questionnaire:

When you buy beauty and cosmetic products, do you usually shop physically or through online

platforms? MEMARSLRERS, CEXSEBRESLRBBEGTAMY?
67 Ril[ElfE

@ Physically P95

@ Online
Which shops do you usually buy your beauty products from?
CEEERESREEERER? (FEZR—)
67 BEIfE
Bonjour £18 —18 (26.9%)
Sa Sa ¥ —31 (46.3%)
Colourmix -F3e3E —5 (7.5%)
Mannings BEZ —49(73.1%)
Watsons EEE —31 (46.3%)
Abroad —1(1.5%)
Kiehls —1(1.5%)
ZMBEERE | —1(1.5%)
FERERVEREIE | —1(1.5%)
BE |1 (1.5%)
Branded Retail shop | —1 (1.5%)
Drug stores —1(1.5%)
0 10 20 30 40 50
How do you usually get shop promotion information
from? BB EREEEHIENSEEN? FNESK—18)
67 Bl[=1fE
Street advertisements RS —15 (22.4%)
TV advertisement SERES —22 (32.8%)
Website advertisement {BusEE S —14 (20.9%)

Social media #1325 58 —38 (56.7%)
Recommendations from family, B 0
friends or colleagues KA., fE... 46 (68.7%)

ALl —1(1.5%)
0 10 20 30 40 50
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What factors affect you choosing a retail service provider?

LR RS ENBIETERIFIRMUE? (AHEEH—IE) (You may choose more than one options)
67 BlEfE

Service f&f% —33 (49.3%)
Brand reputation SRR —52 (77.6%)
Convenience {EFl —32 (47.8%)
Product diversity GRS —20 (29.9%)
Discount 58 —39 (58.2%)
Price {Eig& 43 (64.2%)
0 20 40 60

How much did you spend on cosmetic and skincare products in the last 12 months? 7EiBZER
12 EB#E, BEMEIESR LTS 08E?
67 Bl[E)fE

@ <$1000
@ $1000- $5000
® $5000- $10000
/ @ $10000- $15000
,_,‘-_‘__ @ $15000- $20000
‘ @ $20000- $25000
@ $25000- $30000
® >$30000
38.8%

How much did you spend on cosmetic and skincare products in a year pre-Covid? {E&15
7, BEFEMURINERR LTSO8
67 Rll[=]fE

@ <3$1000
@ $1000- $5000
® $5000- $10000
@ $10000- $15000
@ $15000- $20000
@ $20000- $25000
@ $25000- $30000
® >$30000
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How much will you spend on cosmetic and skincare products in the future 12 months?7ER3K

1288, Rt EERIIERR LS i?
67 RUEIFE

@ <$1000

@ $1000- $5000
@ $5000- $10000
38.8% @ $10000- $15000
@ $15000- $20000

@ $20000- $25000
@ $25000- $30000
@ >$30000

Have you ever heard of Bonjour ? 5B I=RIBEIG?
67 BIEfE

® YesH
@® No i8HF

o )

Have you ever purchased any products from Bonjour before? GG St 2 iHEEEIRELR?

67 Bl[EIfE
®VYesH
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Have you ever heard of HKmall (1R &iE5H)? (AR ERBREINEBHE?
67 BIEIfE

® YesE
® No g8

Have you ever purchased any products from HKmall before 1SS S IHE SRR S BER?
65 RIEIE

@ YesE
® No iBH

Have you ever heard about the membership system of Bonjour? {Z51E R IRE 2 BHIES?
67 Bi[Ef#E

@ vYesH
@ NogH
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Are you a member of Bonjour?/&8 IR E05?
66 RIEIFE

® YesH
® No i8H

Have you ever browsed Bonjour's Instagram account? #&%5 &452I 88 5 152AYInstagram 1RSI ?
67 BlEfE

® YesEH
® No 8B

Have you ever browsed Bonjour's Facebook account? 1575 &4%2I 8 1 1R AYFacebook IRSRIS?
67 Rl[EIFE

® YesE
® No 88
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Why do you choose to purchase products from Bonjour? (you may choose more than one option)

EBREERERNBEEESNREER? (FIEER—18)
66 RIEIE

Convenient locations of the sto... 5(7.6%)

Cheap in price {ff&EH 23 (34.8%)

Good quality products ERE. .. 47 (71.2%)
Good shop appearance [E§#E4... 15 (22.7%)
Good reputation RIFFEE 42 (63.6%)
Discount

diversified products

How diversified do you think Bonjour’s products are? {53258 ERHVER SHEAIS?

67 BU[EIfE
60
40 44 (65.7%)
20
y 14 (20.9%)
1 (1.5%) 8 (11.9%)
0
1 2 3 4

On a scale of 1 (very disagree) to 4 (very agree), how good-quality do you think Bonjour’s products

are? ERRARNERSHERR? (1 IFETRE 4FERD)

67 B[R
60
40 46 (68.7%)
20
15 (22.4%)
1(1.5%)
0 \ 5 (7.5%)
1 2 3 4
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Do you find that more of your male friends are using makeup or skin care products in recent
years? BRI FR B £ B HERIEERRIE?
67 Bl[FIFE

@ Agree EE
@ Disagree FREE

Do you accept male using makeup or skincare products? 2 EMEFE AL REERRIS?
67 Bl[E1fE

@ Accept 1E#Z
@ Not accept FEZ

Would you purchase cosmetics products/ play games from (Bonjour) pop-up stores?

{RE7E (Bonjour) RESEEELIZGRETHIENE?
67 BllEfE

® Yes T
@ No &
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Have you ever had some expired beauty products at home?
ERERERERIEBIERATIEMER?
67 Al[EE

® YesE
® NoigE

If you have expired beauty products, how will you deal with them? & H{El R B iBEIEAER?
67 BI[EfE

@ Throw away 38
@ Continue to use 4485

If Bonjour provides beauty products recycling services, would you like to join? (Recycled materials

will be used for some painting .. EMIREE, EEE2EIE? (SBoRMMEHSEREEZERLE)
67 BUEIfE

@ Yes [BE
@ No FAFES
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Would you be interested in trying different makeup looks (Japanese, Korean and Western styles)

on your face virtually 78N A LUEEHDAEARBNGS (HER BER) , G2EEEBERIS?
67 AIEE

® YesE
® Noigd

Hence, how will you think the service may help you? ( 1lowest, 4

Highest) L5, ERREERFPEHRBENUMBEARERY? (18D 458X)

67 2lEFE
40
30 31 (46.3%)
20
16 (23.9%
14 (20.9%) ( )
10
6 (9%)
0
1 2 3 4

Are you interested in having some exclusive makeup products?

1B B EE OB — O RIS?
67 Hl[EIfE

@ VYesH
@ No BB

71.6%

35



The HKICPA Accounting and Business Management Case Competition 2021-22 (Level 2)

If yes, how much are you willing to pay?¥I5RE, EE&FERLAS/DERZEER?
55 Bl [a]f&

@ <5100
@ $100-300
® $300-500
@ >$500

What factors would make you join the membership system of a brand? (you may choose more

than one option) BEEEERESEINANEAERENEENR? (AREH—18)
67 REIfE

Membership discount & S{8= —52 (77.6%)
Earn points ££45 32 (47.8%)
Frequent purchase £ EEE —41 (61.2%)
Easy to join FZIIA —20(29.9%)
Show support to the brand 37... —5(7.5%)
membership discount BB —4 (6%)
easy to join BRI —3(4.5%)
frequent purchase {EHEHE —3(4.5%)
Reputation| —1 (1.5%)
NA[T—1 (1.5%)

0 20 40 60

If there is beauty and health related information in the membership app, would you be interested

inreading it?A1RE SEXNEESTEFIEREN, BEEEBRERER?
67 BlEE

@ YesH
@ NoBHE
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Do you think a sales rank can help you choose your favourite

products?ERAIEEHHTIEAEE B RER VM ENERIS?
67 BIE)E

@ Yes fE5
@ No THE%

What attracts you to follow Bonjour's social accounts? (You may choose more than one option)

BEERRERS | EER AR IIRR? (FRESR—1E)
67 RIEIFE

regular giveaway 31 (46.3%)

live show ETHE

product promotion =R iERS
celebrity endorsement BHE{{S 37 (55.2%)

tips about health and beauty is... 40 (59.7%)

frequent post updates 1(1.5%)
discount code 1(1.5%)

useful information 1(1.5%)

Have you ever bought any package free products? {R&iE S B85 SENERIS?
67 RIEIFE

® YesE
® No BB
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If Bonjour sells package free products, will you be interested to buy?

MRFHEEESHOENER, LEEEHEEER?
67 BIEIE

®VYes B
® NoiBE

If so, what kinds of products would you buy? (You may choose more than one

option){IRE, KLEREEHRNVERE? FIESR—IR)
67 RIEIFE

shampoo JEEK

body wash KRBT
facial cleanser JGHEZL —29 (43.3%)
lotion ZLi&g —21(31.3%)
soap IR —29 (43.3%)
I —1(1.5%)

NA |1 (1.5%)
g | —1(1.5%)

Would you like to play simple games on online shopping platforms? {Z B B E4EEEE A Tna/ NEEL?

67 RIEIE

@ Yes
® No &g

—44 (65.7%)
—44 (65.7%)

50
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What attracts you to play these games? (You may choose more than one option)

PATBLERGRS G EITELEE? (FHESHR—IB)
67 BIEIFE

Prizes 3854
Entertainment & fun f2it
Cute characters TIE2HI@E

| don't play those games

Would coupons increase your willingness to purchase cosmetics

products {ERESFEEIR 5 SR F ST RIS?
67 AIEIFE

Which of the following would catch your attention? (You may choose more than one option)
AT —{E/ ISR 5 |2 A0R8IE 2 (] 2% —18)
67 BIEIE
Mascot Fi£H)
Brand song SaR#ERARR
Celebrity endorsement BB E
Sponsor activity B E1E#)
Advertisement &5

none




The HKICPA Accounting and Business Management Case Competition 2021-22 (Level 2)

What is your age? fR45%5?
67 HilEIFE

@ 20 or under 20a(LAT
@ 21-30

® 31-40

@® 41-50

@ 51-60

@ Above 60 60LL E

What is your gender? GBI 2(HE?
67 RIEIE

@ Female it
@ Male Bif
@ Non-binary #1~&

What is your monthly income? &8 BIA B % /D?
64 BYE]fE

@ <515000
@ $15000- $30000
@ $30000- $50000
@ >3550000

~ End of Proposal ~
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