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Purpose

Fill the world with emotion,

through the power of creativity and technology.

Technology + Emotion = The theme

Camera & AR The closest people ‘



Objectives

Attract new customers
(esp. young customers) to check in
Promote Sony offline store&

> Increase membership

registration

Increase engagement with
window shoppers







Overview:

Time: Dec.7 15:00-17:00
Location: K11 Sony Store
Method: Field observation

1.Weekend peak hour is 15:30— —16:30
2.Use the |tems on the table as shootlng

Take their own cameras with them/Mostly middle-age man

/Shutterbug/Consult the clerk

B%fe%?‘fce‘@leﬁ?ﬁé?@ﬁ‘t“éﬂgfomer typ . ﬁﬁ; .
O 0

Couple — —phone&ILDC camera
Young/Take selfies at will/Short stay

\ 4

Friends — —gadget&phone
Young/Take photos at will/Freely try it out

Household— —Television&VCR

" Adults with their parents/Parents with their kids/

Sit on the couch/Long discussion




Example: A population intensive period 16:30— —16:45

A total of 105 customers
came In.

couples.

This group was so large that there are
seven couples walked in store within
@e minute(at peak hour).

The majority of customers are

/

Type of customers

57.70%

Couple
Friends
¥ Household
® Single
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~ Introduction & Purpose

7/ \

“SONY, 5 EF%” campaign mainly aims to attract more customers and
improve membership rate by letting customers really Use and
experience SONY products to take photos.

Photo Contest With a theme of “SONY, EEE
“LOVE” “KANDOQO” #”as key message



~ TIME & LOCATION

7/ \

—

TIME LOCATION

* K11 MUSEA Mall, SONY
store. (FHENFELRIEMR
TEFE185EK11T MUSEA 3
301 ASEE.)

«* OQOutside corner next to the

% Quarterly

% 2pm - 6pm every
weekend through Jan,
2021 to Dec, 2021.

L

& D

entrance of SONY store.




-~ Display Forms
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‘/ ﬁ\ Online
** We will use online platforms, Facebook and
Instagram, to carry out the work of pre publicity and

lanch an online campaign.

Offline
f/ // // / / II \ WA <+ We will use the warm style of display stand and
// // // / Il /l II \\ \\ \\1\ posters to attract more window shoppers to

participate the activity.




Display Forms - Online

Pre Publicity: Online Voting:
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Display Forms - Offline

* Poster * Display Stand




The Flow Chart

See the
campaign on

Do not
participate

Facebook or

In5taFfam

See the

campaign
by posters

# Participate [

]

YES ¢

Do not
participate

Join the SONY membership

Can download the
photo

v

Hawve chance to publish the photo on
Facebook and Instagram to win prize

J‘m

Cannot download,
but can diaplsy the
photo on SONY's
display TV

Pubish on Facebook

Random select 5
lucky users, display
photos on SONY'S

display wall

Do not publish

VOTE

Highest votes win final prize

Random select 5
lucky users, display
photos on SONY'S

display wall

l Pubish on Instagram

VOTE

Highestvotes win final prize !

Can download
photo
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Incentive Instructions

~

Reward results will
be released:

*The end of the
day of each
quarter.

*Through
Facebook and
Instagram.

)

~

Ten lucky people have
chance display their

photos on SONY’s
display wall:
*Randomly select

From Facebook and
Instagram (Five each).
*Through the tweet

with #SONY, & E %
and @SONY.

_

~

Two Lucky people

can win the final
prize:

*The highest “Likes”
from the five
selected photos on
each platform.
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KPl —— PLAN 1

KPI Assessment Table for Campaign 1 - "SONY, ZE&EER"

Subdivision . Assessment objective | Index
' Scoring method
index (percentage system) score

Engagement = Total clicks of the likes, shares, and

Online - 59 comments of a tweet. 59
Engagement Engagement growth rate = Growth of engagement /
growth rate Previous engagement * 100%
Customer flow = Number of people passing through the
Customer flow 10% store in one day 10%
Attract New growth rate Customer flow growth rate = Growth of Customer flow /
Young Previous Customer flow *100%
Customers Entering rate = Number of people entering the store /
(50%) Entering 150, Customer flow *100% 15%
growth rate ° Entering growth rate = Growth of entering rate / Previous °
entering rate * 100%
Experience rate = Number of people experiencing
Experience 20% products / Number of people entering the store *100% 20%
growth rate Experiencing growth rate = Growth of Experiencing rate /
Previous Experiencing rate * 100%
M;,-Tqrt))fr\;iip Membership Membership registration growth rate = Growth of
registration 50% Membership registration / Previous Membership 6%

Registration
Rate (50%)

growth rate

registration *100%







Introduction

Registering Sony members

4

"Theme Day" Scanning the Sony logo

v Once a month Win prizes

v" IP that has cooperation with Sony l

v Decorate the store with this theme Inviting friends to
register

v" AR Imaging Navigation

4

Increase chance of
winning prizes

Take Star Wars as an example



Theme Time & Location

Time Location

v' Last weekend of each month
during 2021 v Sony Store TST @K11 MUSEA

V Bl
5.4------Star Wars Day v Shopping mall entrance

(if there is a public holiday in that month, it will
be adjusted to the holiday day. )




Promotion
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Introduction——Theme list

INTERMATIOMNAL

or TATA D

Jan.: God Of War Feb Splder Man Mar Angry Birds Apr.: MeninBlack May: Star Wars Jun.: Jumaniji

RESIDERNT EWIL
VESDOET TA

Jul.: Astroboy Aug.: Resident Evil Sep.: Demon Slayer Oct.: 007 Nov.: The Smurfs Dec.: Blade Runner22



Objective

Attract Purpose 1:
12 Different IP Themes messssm)  More young potential
customers

Scanning SONY LOGO ey - urpose 2:
for Prizes Membership Rate



User’s Journey Map

b ]
o { !l-,_ [ |
Mew customer:
/ Greeting \

Offer product info s

Attract customer &Dﬂ&l’ Instructlcm
kExist&-l:l custormer: -r/
Customized greeting
o

== Customer
el

Store set Launch screen Store set Game page

Poster QR code format Product page SONY sign

1.Futurestic interior of the shop with sense of technology(lighting. decorations...etc.)
2. "SONY" presented in GR code

3.Posters at the enfrance, elevator of K11 MUSEA and TST MIR station

4.Launch screen with themed characters

5.Customized greeting using big database

&.Audio tour in character’ s voice

Promptgame ___ offer AR scanning Ask new customers

AR page
Fop - up page

/- Eedemplion code \\

Geoodbye page

to sign up K
Staff ot counter ,-//
/ .131 Staff

Prize display

Staff service Goodbye page

Sign up page

7.Products infroduced relating to the theme

8.Prize displayed in a themed scene for customers to try camera
9.5taff cosplay as themed character

10.Customzed goodbye page



Service Blueprint

Customer Journey Walk i . Bown code . Browsing It 1o Play Ply C BN up . Redeam . Puichose © Loaw

Tha "BONY" Ol céxde Proguct nfrodiurtion LA DaE G

Front S'_:_lgl_: AR i (G AITOOUCTION. S0 U DS ERaIT o Cole "Gy Pags
Thamed SE Bl P Qe P - BT Sraft il SR

Hack ﬁ-‘l.‘.ﬂlﬂ AL brmppng Mavigalisn

Suppor! Pracessos
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KPl —— PLAN 2

KPI Assessment Table for Campaign 2

Assessment objective
(percentage system)

Subdivision
index

Scoring method

Customer flow = Number of people passing through the

Customer flow store in one day

o) o
growth rate 15% Customer flow growth rate = Growth of Customer flow / 15%
Previous Customer flow *100%
Attract New Entering rate = Number of people entering the store /
Young Entering 20% Customer flow *100% 259
Customers growth rate ° Entering growth rate = Growth of entering rate / Previous °
(50%) entering rate * 100%
Experience rate = Number of people experiencing
Experience 15% products / Number of people entering the store *100% 15%
growth rate °  Experiencing growth rate = Growth of Experiencing rate / °
Previous Experiencing rate * 100%
Mérrrr]gecxehi Membership Membership registration growth rate = Growth of
P registration 50%  Membership registration / Previous Membership 6%

Registration
Rate (50% )

growth rate

registration *100%
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Objects that can be collected

5% Obi- Wan Kenobi

Leia Organa Solo

2% Death Star——Only 3 .



List of prizes — A

Collected objects

R2
Luke Skywalker

Darth Vader

Leia Organa Solo

Obi- Wan Kenobi

Death Star

List of prizes

Star Wars brooch
Star Wars Blind Box Toy
Star Wars Blanket

Star Wars & HM Joint
Sweater

Star Wars Lego bricks

SONY PS4 (Only 3)
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List of prizes —— B
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Replaceable Filter

Mask with filter=Double Frotaection
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Reference
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