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79%
Mobile Penetration

85%
Internet Penetration

Hong Kong is one of the most digitally savvy 
markets in the world



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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95%

“GO ONLINE”
We don’t

anymore

“LIVE”
We

online
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TV Most

11:15pm

On the bus, 

watch movie trailers 

8:42pm

At train, read 

entertainment 

8:30am news Check emails on 

phone

11:36am
Check stock price

8:30am

Play Candy Crush 

1:33pm

150X
per day

Times Per Day?

Cosmetic review

11:09pm

CNN News

6:50am

Where to go for dinner?

5:09pm

Call taxi

8am
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Today’s customer journey is increasingly complex
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89%
Research Online before 
purchase 

Source:  Google Smarter Digital City, Nielsen & Google 2017, n = 902, those who made purchase in past 6 months



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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But… 95% of Hong Kong Retail sales still happen offline

Source: Smart Digital City White Paper, Google,  2018

We are 
here

95%
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in
People will conduct online 

research  in-store

MORE THAN 

ONLINE

Source: Smart Digital City White Paper, Google,  2018, n=872, those who made in-store purchase in past 6 months



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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95%

1
9
9
9

2
0
1
9

Research Journey Purchase



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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Source: Shoppertrak 2015, Mastercard SpendPulse  2015.

How can we explain this?

40B

16B

$641B

$750B

2010 2015 2010 2015

Foot Traffic Store Sales
(Nov-Dec) (Nov-Dec)

60% 
decrease in 

foot traffic

3X 
value of a 

store visit



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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In fact, over a third of APAC Retail is already web-influenced

Source: Forrester Data Web-Influenced Retail Sales Forecast, 2015 to 2020 (Asia Pacific)



55% 34% 36% 40%

34

P2a/P3a/P4a. When you last time purchasing [Insert S10 category], did you do any following things to learn more about these brands listed?
Base: Total N=2000

Respondents are sourced from a rep sample of total HK netizens aged 16-54 yo 

Information Source throughout Purchase Journey

One-third of Hong Kongers use YouTube throughout their purchase journey.

: Significantly higher than any others at 95% confidence level



35

P9. Did the information you got from below about a product/service impact your purchase decision? (SA)
Base: Respondents who have visited Google Search/YT /FB /TV during the purchase journey N=1146/ 703/ 739/ 778

Respondents are sourced from a rep sample of total HK netizens aged 16-54 yo 

: Significantly higher than TV at 95% confidence level

It helped me choose a different 
product to buy

Yes, it helped confirm the product 
I planned to buy

No, it had no influence on my purchase 
decision

28% 32% 29% 24%

58% 51% 51% 48%

14% 17% 20% 28%

86% 83% 80% 72%

Impact on Purchase Decision

Information found on both Google Search and YouTube impacted more so on final 
purchase decision than that on TV did.



Purchase Omnichannel

Research Omnichannel



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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3 Stages to Capture Omnichannel Shoppers
Proprietary + Confidential

Help Consumers 
Find You

Start Measuring the O2O 
Effect

What’s next?

Presence

Measurement

Advanced 

Solutions
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Help Consumers 
Find You

Start Measuring The 
O2O Effect

What’s Next?



MICRO−MOMENTS
THE NEW BATTLEGROUND FOR 

BRANDS

I-want-to-do
Moment

I-want-to-go
Moment

I-want-

to-know
Moment

I-want-to-

see
Moment

I-want-to-

buy
Moment
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Google Searching “Near me”

23x

Google Searching “Near me”

36x

Near Me????
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‘

‘Near me’ searches inn the past 3 

years

88

%
of consumers go to 

Search Engine to look 

for local business

I-want-to-

go

Insert client mobile 

screenshot with 

location extensions

Moment

Source: Google Trends,  2015 & Think with Google, 2016.

27

%



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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Show people you are open for business with 
Google My Business (GMB)



Proprietary + ConfidentialDirect consumers to your nearest stores with Location Extensions

Ads leveraging Location Extensions see an 

average CTR uplift of ~10%



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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Optimize your search strategies for the right moment

I-want-to-go

Moment

I-want-to-know

Moment

I-want-to-buy

Moment



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem
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Low Online Sales
High In-Store Sales

Low Online Sales
Low In-Store Sales 

High Online Sales
High In-Store Sales 

High Online Sales
Low In-Store Sales 

Identify and value top performing online to offline categories

Online Sales

In-Store Sales

Consumer 
ElectronicsMobile Phone 

w/ plans

Books

Sports

BabyFurniture

Apparel

Beauty

Auto

Grocery
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+30%

Use bid-by-distance to bid optimally for consumers near your store

+70%

+20%
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Capture nearby shoppers with Display 
Location Extensions

Measure two key conversion metrics: (in 

addition to call and website visits): 

● User’s requesting directions to the 

store 

● User’s exploring where the store is 

located via Google Map 



CHECKLIST: 

1 - Enable Google My Business (& link to AdWords)

Proprietary + Confidential

Help Customers Find you 

2 - Enable Location Extensions

3 - Use Location bid adjustments
4 - Have a proper mobile bid strategy
5 - Test Display Location Extension
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Help Consumers 
Find You

Start Measuring The
O2O Effect

What’s Next?
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Measurement is getting more complex

Devices Media Channels

Computer • Tablet • Phone Search • Display • Video

Digital

Phone

Store
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Make sure you’re making decisions based on the full impact of your digital 
spend

3:1
ROAS

Online Sales

2:1
ROAS

Offline Sales

1:1 
ROAS

Call Center Sales

6:1
ROAS

Total Sales
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Ideas to Measure Online to Offline Sales Today 

Google 
Analytics

“Tag” your 
visitorsCoupons
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Voucher Code ABC
20% off

Match Offline Revenues 
Back To Ad Campaign 

Spend

Voucher Code XYZ
20% off

Voucher Code LMN
20% off

User Sees 
Voucher in Ad

Search Campaign

YouTube 
Campaign

GDN Remarketing 
Campaign

User Redeems 
Voucher in Stores

Sale & Voucher# 
Logged

Online Ads
1 2 3 4

Coupons to be used in-store
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“Tag” your in-store visitors

● e-receipt
● Insurance email
● Voucher email
● etc



1. User googles “vacation” 

& clicks ad

2. User finds store 

location on website

3. GA records AW session for 

the Client ID

Online

In-Store $

5. User buys vacation 

package
4. User visits store

8. GA records a 

transaction for the 

Client ID

6. User receives email or paper 

voucher with unique link

7. User visits website to read travel 

tips and redeem voucher

Google 
Analytics

“Tag” your in-store visitors - Case Study
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“Tag” your in-store visitors - Case Study

53%
of in-store sales were 

influenced by digital

27%
of in-store sales were 

driven by paid search 

ads

Google Display was 

3x
more effective than 

other display or social 

channel

+60% 
traffic to store

+30% 
online revenue

+25% 
online bookings



Dealer visits reported 

in AdWords

Mobile:
0912345678

Email:
guest@gmail.com

dealer_id: 03

SMS

Thanks for your visiting. 

Please click on the link: 

http://example.com/gift.h

tml?dealer_id=03

Landing 

page
Campaign 

website with AW 

conversion tag

“Tag” your in-store visitors - Case Study - Automotive

http://example.com/gift.html?dealer_id=03
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Google Analytics to track omnichannel consumers

Website logged-in Visitors 
with loyalty card

Matching
User ID

Measurement 
Protocol to send 
store data to GA

In-store buyers
With loyalty card

1

2

3 4
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Google Analytics to track omnichannel consumers

Context

153 stores in France
36 days of store data loaded in Google Analytics

From 10/26/2015 to 12/1/2015

In-store buyers 
with loyalty cards
A high % of transactions’ volumes are made through the 
loyalty card program

1 2 3
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Key Findings

44% x3

of in-store buyers visited 
the site before making a 

purchase

x6.4

Is where the O2S effect 
is maximized

Mobile

O2S1 effect when average 
basket value is high

AdWords ROAS when in-
store sales are 

considered 

1 In-store buyers who visited the site before making a purchase (the standard lookback  window of this study is 7 days)
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Offline Retail - O2O Proxy - for the entire consumer Journey

Brand Lift Survey

Ad Recall Brand Awareness Consideration Favorability Purchase Intent
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Offline Retail - O2O Proxy - for the entire consumer Journey

Brand Lift Interest



CHECKLIST 
- Include all sales channels in your measurement
- Make use of Google Solutions to track and measure 

O2O through coupons, emails, SMS etc
- Promote logged in activity and loyalty card use

Proprietary + Confidential

Measure the O2O effect
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Help Consumers
Find You

Start Measuring The 
O2O Effect

What’s Next?
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Innovative ways to 
measure offline 

impact

New technologies to 
improve your in-store 

experience
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Customer clicks on 

Search ad on 

computer, tablet or 

mobile device

Store Visit conversion is 

reported in AdWords 

Customer 

visits store 

Store Visits - Australia and Japan
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Visits 
store

Store

2

Ongoing data validation 
(surveys) with 5M+ user panel

Store 
Visits

Extrapolated to the population
aggregated and anonymized

3

Geometry, Wifi 
scanning 

(200M+ locations)

GPS, Wifi 
triangulation, 

Location history

Backend 
data

Clicks on 
an ad

Signed-in and opted into 
location history

User behavior

1

Measure offline Impact
Store Visits - Methodology
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Nespresso Hong Kong uses Store Sales Direct to link 
O2O and achieve a higher Return on Ad Spend and 

lower Cost Per Acquisition in a competitive 
landscape

● Understand how many customers were 
influenced online and  purchased 
offline

● Understand which campaigns were the 
best at driving offline sales and double 
down on them

● Upload hashed email-linked transactions into Google Ads

● Store Sales Direct API matches emails from email-linked 
offline transactions with online Google.com paid search 
clicks

● Close the loop from online search media to offline sales to 
understand how the former influences the latter

● 35% lower cost per acquisition vs. past search 
initiatives

● 60% lower cost per acquisition for search 
initiatives that particularly reached out to 
undecided customers

● 53% improved return on ad spend on overall 
search initiatives

RESULTS

METHODOLOGYGOALS

“With excellent results in Google Paid Search, 
we have taken an extra step to understand 
our audience behavior with Google. The 
insights found from this O2O study has 
influenced our marketing strategy and will 
enhance our campaign performance without 
a doubt. The results has definitively proved 
the synergy between Search and Offline 
performance.”

Camy Wong - E-Commerce Senior Executive

35%
Lower CPAs
When online-to-offline 
transactions were included

60%
Lower CPAs
for generic campaigns reaching 
undecided customers

53%
Higher ROAS
When online-to-offline 
transactions were included

Camy Wong | Nespresso, E-comm Senior Exec
Ronnie Lee | Google, Analytical Lead

Andrea Lee | Google, Industry Manager
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Store Visits - Case Study in Japan

Store Visit Rate

desktop smartphone

Cost per Store Visit

desktop smartphone

Going forward, in-store conversion 
data will be critical for us to 
maximize the value of our omni-
channel strategy by capturing all the 
micro-moments, regardless of time, 
location, or device type.

Ryoji Harada
Corporate Identity Office 
Seven & i Holdings Co.

”
“
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Innovative ways to 
measure offline 

impact

New technologies to 
improve your in-store 

experience
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Multi-industry app in Hong 
Kong: visitors can enjoy audio 

tours, interact with exhibits, and 
enter to win free drinks

(press release)

Improve your in-store experience
K11 Art Mall

https://www.youtube.com/watch?v=ds21AFbq9lQ&feature=player_embedded
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Key Takeaways & Next Steps
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Think Omni 1
The basics are a no-brainer 2

It doesn’t have to be perfect 3

And remember...
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Digital transformation advice
to omnichannel companies
ATung Lee
Group IT, General Manager



OOH Media 
Leading Company in Greater China

The year when the company established in Hong Kong

Stock Code on the Main Board of HKEX1993

in Greater China’s Airport Advertising Media Market No.1

in Greater China’s Metro Advertising Media Market No.2

Cities where we have operations39

Airports with exclusive concession rights 

+ Sanya Phoenix International Airport Terminal 2, Hainan30

The Group’s second largest shareholderL Catterton ( LVMH fund ) 

Passenger traffic of own airport resources, capturing 

more than 1/5 of the total passenger traffic in China (2018)295 Million

Metro lines with exclusive concession rights19

Out-of-home media companies operating in the metro 

lines segment in Hong Kong

1 of the 2

Billboards and building solutions> 300

Employees> 1,000

Transportation hubs with exclusive concession rights2

Hong Kong OOH company 

with media resources at metro lines 



THE EXPERT OF OOH SPACE MANAGEMENT
With over 25 years of expertise and reputation, we have established an extensive 

network in nearly 40 Major Cities throughout the Greater China Region

30 Airports
and Sanya Phoenix International Airport Terminal 2
with exclusive concession rights to mainstream media resources

19 Metro Lines 
with exclusive concession rights to mainstream media resources

Over 300 
Billboards & 

Building Solutions
in Greater China

2 Transportation Hubs
Hong Kong –Zhuhai – Macao Bridge, Artificial Island 
Guangzhou-Shenzhen-Hong Kong High Speed Rail  (Hong Kong Section) 
with exclusive concession rights to mainstream media resources

98



Conventional business process



Profile



Profile



Advertisers’ concerns

Data Accuracy

Data Recency

Profile?

Gender

Disposable income

Qualification

Hobbies

Interest

Family status

Consumption behaviour

Social status

Price justification?

As precise as mobile 

ads placement?



Media Owners/ Landlords’ concerns

Where are the 
advertisers?

Where to place 
advertisements?

How to manage?

Vacancy?

Technology 
adaptation?

Sales method?

Pricing strategy?

Deliverables?

ROI?

Conflicts handling?

Media 
inventory 
control? Limited offerings?



DATA

PROCESS



Data Expansion



https://360.asiaray.com/zh_CN/media/1abf6d98-

7ff3-46a0-99bf-a207565729de?demo=1

Environment understanding made easy



Zhuhai Airport Profile

男 女



66% residence 33% visitors
42% China 17% Taiwan 8% Korea 8% US & Canada
60% Stay > 1 night
15% Stay > 2 nights
22% Stay < 1 night 

Approximate Traffic: Pedestrian : 32% Passengers : 58%

Partner - big data sources



Define the process - information flow



Media availability



Media availability





country
state/ province
city
choice of traffic
environment

Gender

Disposable income

Qualification

Hobbies

Interest

Family status

Consumption behaviour

Social status

Offline media SSP DSP



• Dare to disrupt

• Say yes to self-transformation

• Assess and embrace the opportunity

• Develop a tangible roadmap

• Allocate resources

• Make stuff happen

• crane for figures, and understand

• Communicate with stakeholders, Reach out to the naysayers

Digital transformation = Changes



10 most important traps to avoid:

1. Excessive caution
2. Fear of the unknown
3. Lack of focus
4. Running out of money
5. Lack of talent
6. Lack of discipline
7. Failure to learn
8. Change fatigue
9. Going it alone
10. Going too slowly

https://www.mckinsey.com/business-functions/digital-mckinsey/our-insights/a-ceo-guide-for-avoiding-the-ten-traps-that-derail-digital-transformations

With big spending you expect great results, right?



• talk in their language

• breakdown business process into 
the smallest unit

• organise dataset

• Develop a tangible roadmap -
shorten information flow

• Make stuff happen

• Teach them understand data

As business partner



https://www.youtube.com/
watch?v=HuGxvvFsQ14

https://www.youtube.co
m/watch?v=rzkkeADG3Y
g

https://www.hk01.com/
突發/240270/鍾旭華搜
救-01專訪-遺孀重組120
小時大搜索-揭定位技
術不足

No digital transformation can be vital



ATung Lee 利國棟
www.linkedin.com/in/atunglee

email:atung.lee@asiaray.hk
















