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Session: Social Branding - Growing Customer Loyalty & A Better World 
 
Synopsis 

With the rise of socially-conscious consumers, brands are always being asked about how their 
businesses are contributing to the societies. And consumers expect business, commerce and 
industry to share their concerns – or be spurned. 
 
Our panel of brand leaders and PR agencies shares insights, strategies and tips on how 
responsible, sustainable business practice enhances customer loyalty and contributes to brand 
success. 
 
Moderator 

▪ Dr Shih-chia Wu 
Professional Consultant, School of Journalism and Communication, The Chinese University 
of Hong Kong 

 
Speakers 

▪ Ms Regina Hui 
Vice President, Communications, McDonald’s China 
 

▪ Mr Lap Ki Richard Tsang 
Chairman, Strategic Public Relations Group 
 

▪ Mr Andrew Ryder 
Strategy Director, Edelman 
 

▪ Mr Stephen Thomas 
Head of Group Brand and Communications, AIA Group 

 
 

Summary 

Dr Shih-chia Wu moderated this panel and make it very interactive making sure that all speakers 
shared their own perspectives, from brand to PR agencies.  
 
Ms Regina Hui, Vice President, Communications, McDonald’s China shared with the 
audience McDonald’s CSR activities and specifically the campaign “Scale for Good”. Part of the 
campaign was the launch of a green packaging aimed at reducing the use of paper and plastics, 
and the test of straw-less lid in Beijing.  
 
This activation involved 69M customers across 6Kstores all over the world and China is the 
second largest market where the brand opens 500 stores every year.  
 
Having such a huge business, the brand needs to commit and take responsibility and recognize 
its impact on the world. In the same way, the brand set its KPIs for business, it is now setting its 
KPIs for CSR, after testing in specific cities, they will launch globally. The brand is aware that to 
become a truly global brand, it needs to develop a truly sustainable plan to meet also customers’ 
expectations.  
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Takeaways from Regina are:  
- Do not over-analyze customers’ data.  
- The brand needs to understand the sustainability trends and apply them to its brand identity.  
- The brand needs to educate the customers.  
- The brand needs to understand business locally and decide the strategy based on what is 

relevant for the customers and apply it to remain relevant.  

Mr Lap Ki Richard Tsang, Chairman, Strategic Public Relations Group discussed in between 
presentation and questions how CSR was actually necessary to businesses and where this recent 
trend had come from. Besides, understanding whether customers are keen to be loyal to brands, 
which has a CSR plan, the brand should understand that both brands and customers are people.  

CSR is broader than environmental-friendly conduct, it is also about people who work for the 
brand and the actual customers. Activities such as NGO volunteering for employees in a company 
work both for team building and contribution to the community, brands just need to find the right 
way to engage in those activities and inspiring people around them to do so.  

As we are talking about social, but also branding, social media are a good tool to spread the word. 
Communicating on CSR activity is also a good way of collecting the feedback from followers about 
those activations and tune the next ones based on what is relevant for the customers.   

Mr Andrew Ryder, Strategy Director, Edelman was very strong in explaining that brands need 
to take action instead of reacting to government’s regulations. A research conducted in different 
companies shows that 71% of the respondents want the CEOs taking action without waiting for 
government to regulate CSR. 

Good examples are Johnson & Johnson’s activity aimed at providing eye health in rural areas 
and Samsung talking to people in HK to get a sense of what they think it could save the world.  

Tips for businesses are to engage the employees to run activities and being aware of the true 
meaning of contributing to the society. 

Mr Ryder also believes that social media are a good testing platform to understand the perception 
of followers towards the brands’ activities.  

AIA is not a life insurance company, it is a partner for life, Mr Stephen Thomas, Head of Group 
Brand and Communications, AIA Group stated.  

Being a partner for life, CSR is a must. In 2008, AIA launched “Healthy Longer Battle”, and it was 
more than a marketing campaign, it was a way of improving life in Asia through educating 
customers, or potential customers to a healthy lifestyle and be the first one to care for themselves. 

Of course, CSR requires investments, but it is spread across customers, company, and society 
and more than bringing expenses it can triple the profits if we think of shared value coming from 
customer engagement. 

Mr Ryder reminded the audience that based on the concept of authenticity, companies should do 
CSR because they believe in it and not considering it as a marketing campaign on which to 
calculate the ROI.  

Once, companies start, they become CSR ambassadors, and understanding the community they 
operate in is crucial to understand the next steps. 
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