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Chairman
Elton Chan

Elton is also the co-founder of Branch8 Limited. Branch8 is a
website that helps online sellers list and manages product on e-
commerce marketplaces, like Amazon, eBay, and Tmall.

Branch8 Limited raised US$1 million from Y Combinator, the
top accelerator in the world. Y Combinator has also invested in
Airbnb, Dropbox, and many billion-dollar businesses and was
accepted to the Cyberport Incubatee program, 36Kr Space (a
leading China accelerator) and Appworks (a leading Greater
South East Asia accelerator).
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Vice-Chairman
Matt Li

Matt is the co-founder and Director of Branch8, a consulting
and technologies service provider specialized in Omni-channel
e-Commerce. Branch8 is backed by Y Combinator, a well-
known Silicon Valley start-up fund. The early entrepreneurial
journey of the company was also covered by multiple online
media like TechCrunch, Unwire.Pro, South China Morning
Post, StartupBeat.

Prior to founding Branch8 in 2015, Matt was a Vice President
for Mid-Market Enterprises segment at HSBC. Matt holds a
Bachelor of Commerce (Finance and Economics) from the
University of Toronto.
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Introduction to Omnichannel Sale
& Commerce
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3 Stages to Capture Omnichannel Shoppers

Measurement

Advanced

Presence 3
Solutions
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Google

Business faces many challenges. How businesses find their customers and
engage with them has become difficult. Because of this, everyone is
looking for Offline to Online (O20) strategies. In the workshop, Google
has introduced the omnichannel approach for offline business to win their

business in the online space.

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

0+:@+0-

Offline Sales Call Center Sales

- Make use of Google Solutions to track and
measure 020 through coupons, emails, SMS et
Promote logged in activity and loyalty card use ROAS ROAS ROAS ROAS

CHECKLIST B ot

New World Development Company Limited

Key picks the digital marketing campaign of Baekmidang first came to Hong Kong in
2017 to demonstrate how content pays the important role in Omni-channels retail
marketing.

From creating the brand story to amplifying the product feature and how to maximize the
spreading power of each channel, the sharing shows how content engages audience to
create the “must-buy” and “IG-able” Backmidang ice-cream heat in Hong Kong.
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Asiaray Media Group

Introduction to Omnichannel Sales
& Commerce
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Outdoor media has experienced growth despite the threat posed by digital media, Airport,
railway and the outdoor signages in cosmopolitans clearly demonstrated their advertising

values brilliantly to advertisers. Nevertheless, advertisers purchasing decision still rest on
two pieces of information, numeric one: traffic, graphic one: media ambient. Hardly have
any scientific approach on quantifying the target audiences. However as mobile handset is
equipped over 100% population, people carrying it every minute, passing through various
location, aggregation of data drawn from various mobile app, filled the long time missing
valuable piece of information of this major advertising media. Regardless brand building

or acquisition, outdoor media can now join the valuable added chain of smart retail.
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The Lane Crawford Joyce Group

Applications of Platform and
Enterprise Data Analytics
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BETA LABS

4 pillars enabling an insight-driven enterprise: Data Management, Insights & Strategy,
Training & Education, Research & Development.

BETA LABS
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4 PILLARS ENABLING AN
INSIGHT-DRIVEN ENTERPRISE

ENTERPRISE VALUE

THE CURATION OF
EXPERIENCE ACROSS
CHANNELS
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Applications of Platform and
Enterprise Data Analytics
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Boosting your brands in China
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Amazon

Amazon sites in global. There are 185 countries which including North America, Japan,
Europe and etc. Around 300 million customers in the world. Sites analysis:

For gender in North America, 52% of women have been online shopping. For age, 34% of
Generation X age around 35 to 54 have been online shopping.

For gender in Japan, 66% of men have been online shopping through using Amazon

platform. For age, 29% of age around 45 to 54 have been online shopping.
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Tmall Global (Alibaba Group)

China Trends - the world’s largest and fastest-growing market. As shopping online is
fun with social networking they want to enjoy and share with others. Young shoppers
are interested in the latest and coolest trends. Moreover, they are selective and also
more willing to pay for premium overseas products. Enabling brands - To sharpen the
company competitive edge, businesses need to ensure they are up to date with the latest

industry developments, population demographics and focus on providing the best




Tmall Global (Alibaba Group)
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Boosting your brands in China
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Fung Omni Services (HK) Limited

Fung Omni is a total solution eCommerce provider in Asia with proven experience in
Marketplace, Branded website, Wechat mini program and Customer loyalty initiatives.
We partner with Multinational brands to grow their eCommerce business on Tmall, JD,
Red, Lazada, Shopee, in collaboration with Li & Fung Logistics.

1)  Brands can leverage Tmall Global to test the Chinese eCommerce market, which
40% of online consumers have made a purchase for imported goods. Brands can grow
faster via Tmall Global. For instance, it will take a longer time for cosmetics products to
pass animal testing and meets all regulatory requirements, in case retailers choose to sell

in China directly.

2)  Fung Omni provides One-Stop services for brands to enter China - Fung Omni
successfully helped many brands enter China by setting up stores on Tmall Global and
WeChat, such as Footlocker, Friso. Fung Omni helps brands develop merchandising

plans, for instance, we forecast what products would be popular and provide advice for

how much inventory should be kept in warehouses. Case study: we empower FootLocker
to sell more than 8,000 Vans boots on 11/11 last year. Fung Omni also helps brands sell
to Southeast Asia by setting up stores on Lazada and Shopee. For brands interested to
explore more in Asia eCommerce and marketing services, please visit

www.fungomni.com.




Fung Omni Services (HK) Limited
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Hong Kong Retail Management Association

Quality E-Shop Recognition Scheme, introduced by Hong Kong Retail Management
Association (HKRMA) in 2017, aims to give recognition to quality e-shops which
covering the attributes of Trustworthiness, Recognized hardware, User-Friendly, Safety,
Timeliness (T.R.U.S.T.) through a comprehensive and objective assessment by mystery
shoppers and 3rd party audit in a period of 4 to 6 weeks. The ultimate objectives are to

raise consumers' confidence in Hong Kong's e-shops and to develop industry-wide

standards and best practices for online retailing in Hong Kong.

The Scheme is developed in 2 plans; one is Standard Assessment Plan with 23
prerequisites for those e-shops achieving as “Recognized e-Shops”; another one is All-
round Assessment Plan with 60 assessment criteria including the standard 23

prerequisites for those e-shops achieving as “Recognized Premium e-Shops”.




Hong Kong Retail Management Association
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Google

E-commerce global sales is amounted to USD3,535billion. This enormous amount is just

14.1% of the total retail sales and is still growing fast at 21%. To capture the coming

Q;,g}erging%};;%;mme business growth, E-commerce player must seize the opportunity in the latest E-commerce trends.
1.Mobile-only Countries - APAC & Latin America

2.Go Global, Do Export

3.New Retail Era - Personalisation starts from owning your data.
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Accelerating your e-commerce busing
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Legacy on-premise Current
solutions SaaS solutions

Growing crossborder e-commerce for
brands in South East Asia
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Shopify

In the last five years, the ecommerce landscape has new brands disrupting traditional
brands across various industries. Companies like Allbirds, Kylie Cosmetics or MVMT
watches all have achieved outstanding business valuations based on their ability to be
agile, consumer-oriented that use technology to help them scale. They also share the
commonality of using the industry-leading platform, Shopify, which allows anyone and
any business to create an online presence. No matter the opportunity, Shopify aims to be
at the forefront of commerce allowing all entrepreneurs to succeed.
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Trend #1: Scarcity and Exclusivity
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AsiaPay Group

Driven by the three key driving forces G.D.P. — Globalisation, Digitization and
Personalisation, the development and adoption of digital payment continues to grow
phenomenally in Asia and beyond. These include the continued evolution of new
payment means such as eWallets and QR payments, the continued demand and adoption
of “Omni-channel payment management” by businesses, and the latest development of
integrated mobile payment solutions in retail using smart POS technologies. Beyond
these, Asia continues to take the lead in new technology adoption in payment, especially
the use of biometrics, use of blockchain, wallet payment partnership in Asia...etc. What’s
next, Asia is soon ready for the new tokenization models of card schemes as well as 3D

Secure 2.0.




AsiaPay Group
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Hong Kong eCommerce Supply Chain
Association HKeCSC

Crosshorder Supply Chain Innovation in the New Retail Era: Excellent Solutions for

Leading Brand to Win the eBusiness in the Emerging Markets of South East Asia. The
topic synopsis are: 1) to rethink about what is relevant to your end customer to ensure
quality and timeliness: key questions and megatrends in the New Retail Era of the new
emerging market in South East Asia, 2) to create the formula of a cost effective and
operation efficient Supply Chain transformation in the New Retail Ecosystem: challenges,
tips, tricks, and tools, 3) to designing digital transformation framework in order to
conduct supply chain innovation by utilizing readily available & disruptive technologies
in the new emerging market of South East Asia.
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Hong Kong Productivity Council

The BUD Fund aims to assist Hong Kong enterprise by providing funding
support to undertake projects to develop brands, upgrade and restructure their
business operations and promote sales in the ASEAN and the Mainland.

Funding would be provided on matching basis covering a maximum of 50% of

Growing crossborder e-commerce 18

brands in South East Asia the project cost with cumulative funding ceiling per enterprise at $1,000,000 for
R ELEs 5 TR B ) R the ASEAN Programme, and $1,000,000 for the Mainland Programme.
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Funding Principle: 50/50 Matching basis
Project Duration: Maximunm of 24 months

Funding Principla: 50450 Matching basis
Proje ion: Maimunm of 24 months

eBay

Today, Hong Kong businesses are facing various challenges amid a global economic

General Managers' view on slowdown. Yet, cross border e-commerce provides fresh opportunities for Hong Kong
crossborder . . )
e-commerce from Hong Kong companies to grow and expand their businesses to new markets.
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The rise of digital natives, the increasing popularity of the internet and the large varieties
of online marketplace makes cross border trade (CBT) easier than ever before. eBay is
committed to empowering local SMEs and individuals to capture the global growth
opportunities of cross border e-commerce by leveraging emerging technologies such as

Al and Big Data as well as fostering the development of a trusted CBT ecosystem.
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Chow Tai Fook

Why E-Commerce?
1.Enhance Brand Power
2.0mni-Channel and customized Marketing

3.Seamless connection of stock and logistic
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China for many years

Self-Introduction & - Retail, ecommerce
Career Journey

- MBA experience
- Road to Walmart role

- Now at HSBC

- HK raised, US educated, worked in

Chow Tai Fook Jewellery Why E-Commerce?
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Followers E-commerce platform

Sam's Club Ecommerce, Walmart
eCommerce & HSBC

Sam’s Club membership model: importance of targeting, not go after the mass

audience
- 1 hour delivery roll out: last mile & logistics in ecommerce business
- Customer Experience and tracking it is critical

- Managing a large team and how to succeed
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- Sam’s Club membership model:
importance of targeting, not go
after the mass audience

lison Chan

Former Senior Director
Sam's Club Commerce

Key Achievements at -1 hour delivery roll out: last mile &
Walmart logistics in ecommerce business

E-Commerce

- Customer Experience and tracking
itis critical

Walmart eCommerce

- Managing a large team and how to
succeed




Data & Privacy in a Digital Age
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By putting the customer in control of their data

SAP

Sam had shared how SAP builds the trusted customer relationships.

With the European GDPR enforcement last year, it is becoming controversial for most of
companies to identify its data collection from their consumers.

Sam introduced the SAP Customer Data Cloud which is known as CIAM (Customer
Identity and Access Management) solutions and three key products including SAP
Customer Identity, Customer Consent and Customer Profile. It helps customers to manage

digital identities and track user preferences and consent across the entire lifecycle.
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Data Collected (PIl) Individual Rights

.....

Overview of Cybersecurity
and the current Cyber Threat Landscape

HSBC

Objectives of the seminar:

1.Increase the knowledge of the cyber threat landscape

2. Improve the understanding of how we protect, detect and respond to these threats

3. Raise awareness of what we can do to support us and our businesses in the fight against
cyber crime
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Data & Privacy in a Digital Age
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Goldjoy Travel

Why Do We Collect Data?

Data - Personal Identifiable Information (P11)
Nature of The Business

To Provide You a Service

Personalization and Recommendations

Digital Transformation
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WHY DO WE COLLECT DATA?

+  DATA - PERSONAL IDENTIFIABLE INFORMATION (Plly
+ NATURE OF THE BUSINESS

+ TO PROVIDE YOU A SERVICE

+ PERSONALIZATIOM AND RECOMMENDATIONS

* DIGITAL TRANSFORMATION

The development of checkout
technologies
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A New Sales and Marketing Way to Connect Consumers and Facilitate Check-out

* CONNECT

PRODUCT INTRODUCTION

* ENGAGE

SHOPPERS.

* COMMERCE

* GAIN INSIGHT

SHOPPER PROFILE

* Check-out

FASTER.
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:
BIGLINE & -
EDDEEPTEDREDEED ‘- & 558

2jAN
L .

29.30 DEC

GS1 Hong Kong

Shoppers are looking for a different in-store experience: more information, more
personalization and more convenience. GS1 Hong Kong’s Smart Retail Solution is packed
with the latest 10T (RFID & video analytics) and Al (data analytics and predictive
analysis) technologies, transforming retailers into connected, data-driven smart retail;
creating a richer, more personalized experience for customers and drive sales & marketing
for retailers.

W IEfE AR RS RS E2EE, E2MEMEIMEZ MR, GS1 Hong
Kong 1% B8 & MR T REAERL T 50BN 1oT (RFID FFSES M A AL (B 5y
BrARTERI AT ) BT, R R R A DB SR ) B RE . AR P AIEE
SE, BEEE S, B R E R .

RECOMMENDATIONS & SALES

Smart Kiosk/Tray Packed with Advanced loT Technologies At Heart — Advanced Al & Data Analytics for Sales & Marketing

Real-Time Video Analytics

® G @ ﬁ z ; : % g Ifn-l::ep u::'e;:::ing Shopper pmmgﬂ ;
G@Ea® '



The development of checkout
technologies
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FASTER PAYMENT SYSTEM

An Enhanced Domestic Payment Infrastructure

HSBC

To address the increasing market needs for more efficient retail payment services, the
HKMA has launched the Faster Payment System (FPS) on 17 September 2018. All banks
and e-wallet operators in Hong Kong can participate in the FPS. The FPS enables their
customers to make cross-bank/e-wallet payments easily, by entering the mobile phone
number or the email address of the recipient, with funds available to the recipient almost
immediately. The FPS operates on 24x7 basis and supports payments in the Hong Kong

dollar and the renminbi.

A BRI B R R T SO RGP I 5K 0 s in, & Rt 2018 42 9 A 17 Hif
PR ST R TR ], FHERRAT AR TR AR T 2 B Rt
e B A B GRS B AL SR e B L, BV ATHEREAT IS AT / R R
S, TSGR TT BRI B GRIH . SO 4 ] 24 /NRpAMEIEAR, 3 SCRFE T
NERHES AT

HSBC BUSINESS COLLECT HSBC
A seamiess, secure collection servicefor mable payment BUSINESS. E-COMMERCE

SR g U £ COLLECT.
TESE TS

)‘35 -
E-Commerce

M-Commerce

Li & Fung (Explorium)

HK First Al Checkout Experience

Circle K x JD.AI
T RN LR REAS RS 5
Circle Kx JD.AI

Benefits &5}

An easy and hassle-free checkout experience % 5% £ & (1) 45 1R A4 55

Barcode and RFID not necessary 7 f& 21§ il RFID

Faster check out % 5t

Time & Cost benefits F ] Fl sl A 4 2

Diverse product category % A2 i 557

Overall in-store checkout time is reduced by 30% %45 PN &5 iR K5 #9807 30%

L e
o T

Image recognition technology
+ 97% accuracy - machine leaming
- nd

+ Batch processng

+ Higher accuracy with more data




Microsoft

What does mixed reality mean for your organization?

1.Reduce timelines and costs and create more accurate solutions with better previewing
capabilities

2.Bring customers closer to products at all stages of the buying journey

3.Improve team communication and collaboration through high-fidelity digital rendering.

How VR and AR works with IRAHBEEIEH AT A HBRES?
commerce?

VR #1 AR L B A 1E 7 LY R R R AN A, S 308 3 B 47 ) P 8 0 B s SV i ) A R s 5
2. T B 0 %518 B B A % 5 S 30 8
3. 300 2 P MRS e Vo B i A

Microsoft HoloLens (available now)

Our wide range of devices #
a

e ones that UD<I
r needs, and

scale ?e\ investment by
having one platform for all ‘ ﬂ -
mixed reality experiences a :

acer fSUS () Lenovo e 2

What does mixed reality

Mied reality device portners

Shadow Factory

VIRTUAL REALITY (VR)

Fully immersive and interactive computer-generated environments and experiences:
Spans games, simulations, other applications

AUGMENTED REALITY (AR)

Overlay of digital objects and elements that enhance user perception of the world :
Location/spatial information and visualization tools used to engage with surroundings
Newer executions introduce aspects of virtual environments that modify the
immediate space

JEHERE (VR

SE YU NS G SR A i BR AN S . Spans TEI8K, 5L A0 L At
HoEBE (AR

$E 98 5 B S RN BB B SR T R BB

PP B ] (R B 5 L i o B / 2 el A AT 45 4k  A
RTINS T BEERIR R &8 5 T, 18 L T 1 T B A ]
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How enterprise brands grow sales thrd
e-commerce during turbulent times?

EEERY, CERMNMERETHE
WINsHEER?

The best FREE and open-source
eCommerce platform

Set up, maintenance, expansion
L5 L g |. e
‘m\m/“ | ( ‘mv ii !

OpenCart

Almost 1 million people has been using Opencart, also is an Open source means
transparent. OpenCart comes with free downloads and updates. Zero monthly fees.
1.Powerful Store Management Benefit from our built-in SEO. Easy manage products,
customers, orders, taxes rules, coupon codes and more.

2.Extensions and Themes The biggest eCommerce selections of modules and themes to
expand your store functionality.

3.Support You Can Trust We’ve got you covered. OpenCart offers free community or

dedicated commercial support.

CA R 100 5 AEAH Opencart, 182 — &G JET-Bl.  OpenCart #5747 %
BET#AMEY. THE.

L. SR e I 4 352 2 A FRAM 9 B SEO. 3R 8 LS /i,
R, EEIACHESE.

2. 4 JR R LA SRR AR AT R i K R TR IR, DU DI RE

3BT DME R M) SRR M O AR5 . OpenCart #2 {1 G B 1 41 5 53 3R (1) 7 3E ¢

o

wF, ATHL, BiaHl

Features & Benefits of OpenCart Summary

+ Aimast 3 milion peapls has boen using Opencart Wordewide, alsa s s wrce

H

— B

3EE3s

]

1

opencart =7 opencart 77

Stripe

The Stripe Platform
Integrated technology stack for global money movement:
Billing, Connect, Terminal, Payments, Issuing, Sigma, Radar

Stripe V- &

P G BR B i B A £ B AR -
st JHgE, &, K 9T, PRSI (Sigma), #HiE

Setting up for payments... Full stack platform

CUSTOMER GATEWAY PROCESSOR ISSUING BANK

MERCHANT CARD NETWORKS.




Qupital

Qupital is a financial technology company with headquarter in Hong Kong and offices

located in Shanghai and Shenzhen. In May 2017 and March 2019 respectively, Qupital
completed the angel round funding led by Alibaba and the series A funding led by

CreditEase. Qupital is committed to building a one-stop financing platform for cross-

How enterprise brands grow sales thro¥ . ) .
e-commerce during turbulent times? border e-commerce businesses, online travel agency (OTA) and core enterprises in the

giggg ? 15 it R S £ B B Y O supply chain ecosystem through big data, platform technology and industry-leading

artificial intelligence risk control system, so as to help enterprises expand market and

business by optimizing their cash flow.

Qupital & —ZFK RN AR, BIMALAEFE, £ LBMFRIEAMFE. Qupital

JrAis 2017 48 5 AN 2019 4 3 H 58 Ak 1 H ) HLE A2 SR ) X Ao i 25 A el

CreditEase Z5H A #ifilt . Qupital B R IEIE KBHE, ~F G H 1T 3EE 5L/

N REARIzEH Ry, At RGP B E TRBMRSE, EARIRITH
(OTA) Mz L3 d L —ui s URE T 6, I8 IR G I A B Bh A SE 55 5 T 35 AN

ES

: (1 Qupital p———r——
Our service =

QUICK QUALITY CAPITAL

We empowered E-commerce seller
Business Growth

amazon LAZADA -
ebay ‘wish ol —— Information 1 fow
E-co ce s e

+100% of
revenue

\\\\\\\\\\\\

Merchant financing e el ey
business by optimizing their cash flow 4 mese Aty QY.

mmm [ Qupital

How do brands build a strong e-commerce Magento

website with Magento?

W& Magento EENLAN 4 X 6 T R 25 AY

o In the seminar, Eddy shared the latest trend of customer in building brands by improving

customer engagement experience. He highlighted the key consideration factors when
choosing technology to connect with customer: Platform Flexibility, Headless commerce,
Omni-channel, Customer loyalty and continuous innovation with Al on customer data.
With the acquisition by Adobe, Magento is now having the capabilities to target B2C,
B2B, B2B2C, Marketplace and advanced order management all in a single solution

platform. Magento can also integrate with Adobe Experience Cloud to provide an end to

end solution to customer from marketing to transaction which deliver the best user
experience. In addition, the close connection with developer and local partners
community build up a strong ecosystem in each of the local markets which provide
extensive benefits and unique experience to the customer. Customer can enjoy a global
package which can be customized with their own local favor to suit the local culture and

customer behavior.




How do brands build a strong e-commé
website with Magento?

1 3% i Magento BILAIE BT B
uh

Adobe Commerce Cloud - Intelligent, Real-Time Customer Profile

for advanced segmentation & personalization

Magento

fEWFETE b, Eddy 705 7 &) B KGR % 5 S B A S A R O S . A
FER A TR B P IR (BRI S R BB A R PR RS, MERE

Gy, &RIE, %P B URAE R ATBE P BHREAT AN . iEiE Adobe )
Wl Magento HAEE A 1L BRI T 51 & € iz B2C, B2B, B2B2C, Tl
AT A B T RE .  Magento i A LAER Adobe Experience Cloud %, L%y
T P IRBOLE S 25 B 1w B AR O 5 M SE A R T P . 4, B
B 5% N ERIA b 5 108 Pl [ 10 B B B AR R A Ty 3 P 0L 7o KA TE &
B, R P IRBLEZ RO R AR RS . %S T DL R, W DURE
H ORI E B4 h 48, DUIE I E U SO & = 47 2.

Make every moment personal and every experience shoppable Adobe Commerce Cloud — a unified B2C & B2B solution

With the continuous growth in overall e-commerce trend, it’s foreseeable that mobile
ecommerce will grow on a faster rate of 37% year on year. More than half of Hong Kong
shopper’s online spending will come via mobile channel. Consumer’s privacy data,
convenience of checkout and trusted payment method would be the top 3 concerns from
the general shoppers. To improve the overall payment conversion rate, it’s important to
select a trusted payment company with seamless payment flow, conduct regular reviews
on the effectiveness of marketing campaigns towards the establishment of Omni-channel
eCommerce. The presentation included with the latest findings among cross border
payment trend, together with the cases sharing on enhancement of checkout flow and
effective marketing mix model.

BEE B TSRS R, FTRATERIE, BEIE TR LT 37%
SRR R . AR EAEARE b — L B AR BRI . W B RS
ANBEE, AR A0 (SR A MY AT 435 B ) A R O RS 2 5 e i ) e Bl ) = K R
7y T RO T, R R X BT MR ORURE I A E R A
AT, Ve IR S B L A RE T TR B R . R ELR S 5 S
FHES R RT3 B, LA A AR AN X0 S AH & B ) R 1) 00 5
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Online & mobile commerce continue to grow

00

50000

The development of hands free/chatbot
Technologies

R R RS N BT B R

Conversion and incremental sales

46.4% T

WhatsApp Business /
Emma Global (Hong Kong)
Limited

WhatsApp Business is WhatsApp’s enterprise solution for MNC/SME.

WhatsApp Business supports a subset of the features provided by the WhatsApp
applications clients already know from Android, iOS, Web and other

platforms, including end-to-end encryption.

The difference is that this application is deployed on a server, and the client can use our
API to programmatically send and receive messages and integrate this workflow with
their own systems (CRMs, customer care, etc.).

It allows businesses to easily interact with customers by using tools to automate, sort,
and quickly respond to messages.

WhatsApp 37 /& WhatsApp If] MNC / SME {35 % .

WhatsApp Business SC5% 7 i LAEAE Android, i0S, Web FIHAt -G T ff# )
WhatsApp ERITEF IR BERIThRER T4, 036 o 21 i 0 %

ANTR 2 BRAE 7 M B PR P 0 2 A s L, Sl B2 5 o mT DA T 3RAM 89 APT A%
P AERA RO S, W TR H ORI RS (CRM, &P IRESE) £
B EAARSERT DUE A T RMEAT BB, BRI DU, R B S
.

[-N=N

WhatsApp

CHATS

YourBrand 22/04/2019
Engage your ¥ Thanks for getting in touch. We can

consumers where P Viom 2/04
hey already are BW /Didyou get the package we sent?

Arwen Thomas 2/04/2019
| «¥No problem, I'l take a look first thin




The development of hands free/chatbo
Technologies

GoFR/ RS N BT O B SR

Chatbot.com.hk

Using WhatsApp Business API

1) User clicks the “Log-in via WhatsApp” button on the website or mobile apps to open

the WhatsApp with a pre-filled message. User click the “send” message to perform the

login.

2) The bot generates an unique URL and ask the user to log-in via the link. The link can

redirect the user back to the website or mobile app to complete the signup process.

3) Once the user clicks the link, the backend performs the account binding and records

the user’s WhatsApp account and number for future communications.

4) The bot can communicate the user via WhatsApp for future notifications triggered by

the mobile apps or web applications.

ffF WhatsApp Fi% API

1 H P B sk B AR 5 L0 @38 WhatsApp & 8" 1% §1 AT B #4776
I B WhatsApp. F1 7 85 9147 B AT 5 8%

2) BEEE NAKME— ) URL, 30 ER 5 @8 G ik . i n] UL P #g

Ie1) [ 4 B RS B E AR /7 DA SE G T AR

3) HIF HEEGEIEAS, 18 umis BATIR P 4% 2 I AC#% 5 i) WhatsApp 1R )5 A &%

SERS, DAURAGE TS

4) HES AT LLEIE WhatsApp B Fal(5, DU F2 ) 1 FHRE Y 5 Web &

TR il 52 FA) R ARG R

WhatsA_pp l‘Jsage Shows No Signs of Slowing Down Top Messenger Apps by Country [September 2018]
Nurmber of WhatsApp messages sent worldwide per day [Based on the Apple App Store Rank for each countfry in September 2018]
65b

1 2012 2003 2014 2015 2016 2017 2018

age sen . d as or jource: Simiarweb.com | Seplember 2018 | Based on the Apple App Store Rank for each country.
SA0ICH & statista® A‘_ Iusirated by Loy Kim | MobieMonkey.com




Omnichat

The development of hands free/chatbo
Technologies

Go BRI RS N BT B SR

Omnichannel Marketing Automation

Cross-Channel Segmented CRM: Manage Users across different channels, by

behaviour and tagging etc.

Web Targeting & Tagging:

- Location

- URL

- Campaign Source

- Time stay

- Visit times

- New vs Return Users etc.

FB feed comment Auto-Reply/PM:

Grow Messenger Subscribers

Build Segmentation

Collect Customer Information

DIY Chatbot Builder:

Design and build any chatbot flow as simple as playing LEGO
A IREEH HE L

W5 YRIE ) Bt CRM: HIRAT 2 MR RC A58 A R JRE S H R 5

At 2 L AERRC -

- fr &

-4k

PR ] 5 B

-2 Bk

S NIl EEEVEVEE

FB feed #¥&f H# 0 & / PM:

#4)m Messenger 51 7

HEEEA 7

Wb B AR S

DIY Chatbot Builder:

it AR AR AT R BE &5 NAURE, AR o i sl — Ak il B




1. Introduction to Omnichannel Sales & Commerce

UL

Y RERAR G
New World Deeicpment Company Limited

Google  #Asiaray

2. Applications of Platform and Enterprise Data Analytics
Seminar Logos

= th .
= L @ amazon (@@ WTIA

7 SRR S

Lane Crawford

3. Boosting your brands in China

n EXPLORIUM

HONG KONG HKRMA

4. Accelerating your e-commerce business
Google [ shopify @
HKRMA

5. Growing crossborder e-commerce for brands in South East Asia

O h'j" :_i
pay

(Lo

6. General Managers' vie\Arr‘on crossborder e-commerce from Hong Kong
7. Data & Privacy in a Digital Age

T i

8. The development of checkout technologies

@Hloﬂe KONG m HSBC EXPLORIUM

HONG KONG

9. How VR and AR works with commerce?

B Microsoft m

10. How enterprise brands grow sales through e-commerce during
turbulent times?

opencart 7 B [1Qupital

QUICK QUALITY CAPITAL

11. How do brands build a strong e-commerce website with Magento?

@ ' PayPal

12. The development of hands free/chatbot technologies

ﬁ ‘w' ? . Omnichat




Supporting Organisations
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