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Part I: Jockey Club Responsible
Consumption Programme

* HKBU and Education Bureau
collaborative practicum learning

Sharing Agenda projects

Part II: Insights in Life and Career
Planning

= Preparation of a marketing career for
students



| was once asked by a student during the JUPAS
interviews:

1. What should I do to prepare for the study of marketing ?

2. Many people regard marketing as “BLOW WATER”
profession, no need to study seriously ?
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The Socially Responsible Business Teaching Initiative

Why should (HKBU MKT) ..... prepare socially
responsible leaders in local and global markets

We prepare our students to be future leaders in both local and global
markets. Not only do we develop them to be competent in marketing
management, but also, more importantly, to possess a strong sense of
social responsibility and conduct marketing ethically.

MKT https://mkt.hkbu.edu.hk/eng/main/Index
Head https://mkt.hkbu.edu.hk/eng/heads-message/index.jsp
JCRCP https://mkt.hkbu.edu.hk/eng/jc-responsible-consumption-programme/public-education--tv-programme/tv2018.jsp



https://mkt.hkbu.edu.hk/eng/jc-responsible-consumption-programme/public-education--tv-programme/tv2018.jsp
https://mkt.hkbu.edu.hk/eng/main/Index
https://mkt.hkbu.edu.hk/eng/heads-message/index.jsp
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Socially Responsible?
70’s - Why Bother?

) IR0 00D HEALTH QUALITY GENDER
POVERTY y AND WELL-BEING EDUCATION EQUALITY

Milton Friedman about
Corporate Social Responsibility

" 1 CLEAN WATER DECENT WORK AND INDUSTRY, INNOVATION REDUCED

There Isone and Only one AND SANITATION ECONOMIC GROWTH 9 AND INFRASTRUCTURE 10 INEQUALITIES
social responsibility of
business: to use its resources
and engage in activities

designed to increase its 19 Fsroisa

P i
profits so long as it stays é : THE GLOBAL GOALS HOPROGTON
within the rules of the game, N Q“‘V For Sustainable Development

which is to say, engages in e

1t CLIMATE LIFE BELOW PEACE AND JUSTICE PARTNERSHIPS
open and free competition 13 s 14 s 16 Seoemsmumoes | 17 Fonmiesons
without deception or fraud."

() 2014 KyoSei Leadership Sandy Beky All rights reserved

Friedman, M. (September 13, 1970). The Social Responsibility of Business is to Increase its Profits. New York Times Magazine.
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80’s — Opportunities — 90’s — 00’s

Business

Every single social and global issue ¢

of our day is a business opportunity
in disguise.

— Peter, Drucker, —

AZQUOTES

Society

Planet

Drucker, P. F. (1984). Converting social problems into business opportunities: The new meaning of corporate social responsibility. California Management Review (pre-1986), 26(2), 53.



Socially Responsible? £
New Millennium - Creating Shared Value

The Connection Between
Competitive Advantage and Social Issues*

Profit

Economic
Legal boundaries
Efficiency

Environmental
Impact

Supplier
Access and
Viability

Planet

Environment
Natural resources
(Air, water, land, energy)

Company
Productivity

Social
Community
Public Education

Employee

"[Urc T ]_ .
Water Use Skills

Standard of living Pollution
Fairtrade Ecosystem
Employee Rights (Waste, animals, plants)

Employee
Health

* A dapted from Porter and Kramer. 2011. Creating Shared Value: How to reinvent
capitalism and unleash a wave of innovation and growth. HBR (Januarv/February): p.68.
hitps://maaw.info/ArticleSummaries/AriSumPorterKramer2011 htm

Triple Bottom Line

Porter, M. E. and Kramer, M. R. (2011). Creating shared value: How to reinvent
capitalism and unleash a wave of innovation and growth. Harvard Business
Review (January/February): 62-77.
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eaching Out through Practice

https://www.chronicle.com/blogs/linguafranca/2012/10/08/thanks-for-reaching-out/
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BEGEMH "B 518 BT RAETEHREAT2018 FEH B

https://www.youtube.com/watch?v=cHklgrfvGa4&feature=youtu.be

BREGRMEN "B 5TE: BT EENSHERAT2019 FER B

https://www.youtube.com/watch?v=Fitt s1VHhs&feature=youtu.be



https://www.youtube.com/watch?v=cHklqrfvGa4&feature=youtu.be
https://www.youtube.com/watch?v=Fitt_s1VHhs&feature=youtu.be
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CONTACT US

3411 2814

m.me/HKBUMKTContest

marketing@hkbu.edu.hk

http://mkt.hkbu.edu.hk/eng/jc-responsible-
consumption-programme/|c.{sp

O RO

hkbumktcontest



https://m.me/HKBUMKTContest?fbclid=IwAR22CCI8qTBK2UooNYgUg-mvr6DRU64_nlHnOs-j0Dj-UQ2HZqwGtHsl8g8
https://m.me/HKBUMKTContest?fbclid=IwAR22CCI8qTBK2UooNYgUg-mvr6DRU64_nlHnOs-j0Dj-UQ2HZqwGtHsl8g8
mailto:marketing@hkbu.edu.hk
http://mkt.hkbu.edu.hk/eng/jc-responsible-consumption-programme/jc.jsp
https://instagram.com/hkbumktcontest?fbclid=IwAR0rICexnDV3f3c8T9qhzK4ZCX-RpMHvADe824ofeLbW-AWfjX26vB4Q6jc
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A Sneak Peek into 2020 U M
2020F ELEEXHE | OFERE/ FEBIFE (%)
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https://www.wwf.org.hk/en/wwf_sustainable_fashion_survey.cfm
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Activities with Social Impact
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Involvement and Participation U Mk
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Initiatives and Commitment — not coercion 2 iz
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Memory and Experience - the Best Reward
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Memory and Experience - the Best Reward

=

0

3
K

it
Wy

OH

3H
i

il
Wy

A

0

oo B8 ; $5,00
FH

Bl
s

% N
AN 4

il
Wy

A

: $3,000

=

i)

=
2

,000

0 S1

=
2

B B x5 8

=
B2

: $1,000 BEE -

1 P ¥ #H I 22

=
B2

Eu

B
K
=
an
ay
0N
et

-
i



Three-Year Collaborative Project A Wi
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Part lI:
Insights in Life and Career Planning

Preparation of a marketing career for
students



During the JUPAS interviews, students asked:
1. What should I do to prepare for the study of marketing ?

2. Many people regard marketing as “BLOW WATER”
profession, no need to study seriously ?




1. What should I do to prepare for the study of marketing ?

My Answer: DiSC'.p’ine

Time People Money

MARKETING : — Bl EE M EEITE



2. Many people regard marketing as “BLOW WATER” profession,
no need to study seriously ?

My Answer: ’ get that a ’Ot .'

No one can make good decisions without hard work and actionable creativity.



Inquisitive
Creative
Numbers Literate
Attention to Details
Appreciation of Technology
Language
People

Decipher, Plan, Act

00000
@--802
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Align Expectations, Set Objectives, Deliver & Measure

= Ability to identify pain points and opportunities (OH Yes, Tell me
more)

= Substantiated with convincing market research (Facts /Numbers)
= Strategies can/could be operationalized (Do-able)
= Creativity (Something unique [ different)

= (Can turninto good stories with insights that can be told over and
over again, can put into your personal CV as achievements

» Build-in evaluation (Measurable Results)

If students thinks their attributes fit, come and try it out.



Reading as a Habit

Not compulsory... Try to make it a habit

The Mew York Times and BusinessWeek Busiseller
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“What s Strategy?”
Michae! € ortar

THE
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THE FAST (BUT NOT STUPID)
TRACK TO VALUE

FOR CUSTOMERS, INVESTORS,
AND EMPLOYEES

STRATEGY

WHY RIGHT-BRAINERS
WiLL RULE THE FUTURE

DANIEL H. PINK

MICKEY RICHARD
CONNOLLY & RIANOSHEK

W.Chan Kim' + Renee Mauborgne
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A BIG THANKS to EDB
— for being an Enabler

W ' Enormous APPRECIATION to YOU TEACHERS
— for being the finest facilitators

A SINCERE invite to STUDENTS
— to unleash their potential

9‘% We shall do our BEST !!

Q&A



