
VI. Strategy and Implementation Summary 

Competitive Edge 

McCracken (1989) developed a model explaining the concept of 

meanings. Celebrities contain a wide range of distinctive demographics 

such as gender, age, status, music genre, life style, etc. When celebrities 

endorse a product or present their own products, these meanings are being 

transferred from the celebrity to the product and to the consumer. 

Consumers should be able to identify the celebrity or their own niche 

from the merchandises. For example, Madonna possesses an image of 

toughness, independence, strength and the merchandises created for her 

should reflect these meanings.  

StarBay’s competitive edge will be based on the following:  

 Identify artist’s meanings and match merchandises to reflect 

individual style 

 Products of higher quality. 

 More artist involvement in designing products and participation in 

promoting the products.  

 Competitive pricing, for products featuring special design or higher 

quality the price will be marked higher. Consumers now have a 



choice in between average products or paying more for a premium 

product.  

 35% of royalty paid to artist, which is 20% higher than that of 

competitors22, in exchange for higher artist participation in designs, 

promotion, demonstration of merchandise usage and exclusive 

licensing rights. 

 Celebrity branding and product launch.  

 

The strategic positioning of StarBay is separated into three stages, the 

current stage is to compete with existing players in the classic vintage 

merchandise market. The second stage is to grow into the celebrity 

signature products market and finally the launch of artist private brands. 

Figure 7 shows the growth of StarBay and the transformation of its 

positioning. Current market competitors are also shown in Figure 7 

according to their artist counts and product offerings. Major competitor 

in the classic vintage merchandise category is Asia Dragon which owns 

licenses from around 8 artists. The individual brands owned by 

individual artists are among the high price and high quality range.  

                                                       
22 15% is current market standard according to record labels.  



 
Figure 7. Positioning is based on number of artist under each company and price. 
StarBay is positioned strategically. 

 

62% of respondents felt that the quality of merchandises are 

acceptable but suggested that current price and quality have are not in 

proportion.  

 

 
Figure 8. Consumer perceived quality of merchandises. Results 

generated from survey.  

 



When asked what respondents wish to see improved or changed in 

the merchandises they have purchased, the respondents pointed out the 

low quality of products as the major defect followed by design, 

practicality and price. Figure 9 illustrates the distribution on the 

consumers’ feedback. 

 
Figure 9. Points consumers wish to see being improved or changed in 

the merchandises they have purchased 

 

Entry and Growth Strategy 

Aug 2008 ~ Dec 2009 (Venture and Growth period) – In the first 17 

months, StarBay will focus on acquiring merchandising rights from artists 

in the top 20 rank and discover potential designers that are can match 

with artists. On-line business will be set up and forecasted to bare 45% of 

the revenue. In order to utilize the website as a promotion tool, StarBay 



will exchange links with fan clubs, music partners, and ticket sellers to 

maximize internet exposure, targeting the main consumers. During this 

period of time, StarBay will also accumulate the supplier data base to 

increase the variety of merchandises to be designed and manufactured.  

 

2010 ~ 2011 (Growth period) – StaryBay will continue to acquire 

merchandising rights from artists and start searching for potential ‘white 

label products’23 and match artists with them. Under such a strategy there 

will be an increase in the variety of products and expanded distribution 

channels will be required as well. One sales staff will be added and 

another marketing manager to be responsible of marketing the new 

products.  

 

2011 ~ 2012 (Metamorphosis period) – This period will be another 

expansion of products with artists own brands on apparels, fragrances, etc. 

The key to such an expansion will depend on cooperation with artist 

management companies and each artist will represent a separate entity.  

At this point StarBay will be sharing rights to license trademarks with 

                                                       
23 ‘White label product’ - a product or service produced by one company (the producer) that other companies (the 
marketers) rebrand to make it appear as if they made it. � Source: http://en.wikipedia.org/wiki/White_label_product 



artists, each artist shall be an investor of their own branded products. 

 

Sourcing 

StarBay will be working with 20 designers mainly coming from both 

fashion and music industry. The work model will be on a case by case 

basis, paying designers by projects. Since product designs will vary for 

different artists, designers ideas will be collected before assigned to an 

artist’s collections.  

StarBay will join Global Resources to source manufacturers in China 

and Taiwan. The focus is currently on newly developed high quality 

products with creative ideas. Manufacturers are in charge of product 

packaging and shipping to one location. StarBay is constantly 

participating in gift & stationery shows to receive the most updated trend 

on merchandising products.  

The cost of goods used in the financial forecast calculations are 

collected from 2008 Taipei Gifts and Stationery show vendors. The costs 

for products are listed in Table 4 and 5 and are around 40% of the retail 

price.  

 



  Table 4. Individual product costs. 
Direct Cost Forecast 

Product/Direct Costs 
2008 

Aug ~ Dec
2009 2010 2011 2012 

T-shirt 200 208 216 225 234 
Hoodie 512 532 554 576 599 
Cap 120 124 129 135 140 
Cellphone hanger 180 187 195 202 211 
Badge holder 80 83 86 90 93 
Towel 104 108 112 117 121 
Poster 60 62 65 67 70 
Sunglasses 880 915 952 990 1,029 
Tank tops 200 208 216 225 234 
Glass holder 80 83 87 90 94 
Tote bag 60 62 65 67 70 
Flipflops 80 83 87 90 94 
Passport holder 140 146 151 157 164 
Aluminium water bottle 272 283 294 306 318 
Umbrella 232 241 251 261 271 
Cushions(flourescent 
cover) 

192 200 208 216 225 

Titanium bracelet 160 166 173 180 187 
Average 209 217 226 235 244 

   
Table 5. Individual product retail price.  

Unit Price Forecast* 

Product/Unit Prices 
2008 

Aug ~ Dec
2009 2010 2011 2012

T-shirt 500 520 541 562 585 
Hoodie 1,280 1,331 1,384 1,440 1,497
Cap 299 311 323 336 350 
Cellphone hanger 450 468 487 506 526 
Badge holder 199 207 215 224 233 
Towel 259 269 280 291 303 
Poster 150 156 162 169 175 
Sunglasses 2,200 2,288 2,380 2,475 2,574
Tank tops 500 520 541 562 585 



Glass holder 200 208 216 225 234 
Tote bag 150 156 162 169 175 
Flipflops 200 208 216 225 234 
Passport holder 350 364 379 394 409 
Aluminium water bottle 680 707 735 765 796 
Umbrella 580 603 627 652 679 
Cushions(flourescent cover) 480 499 519 540 562 
Titanium bracelet 400 416 433 450 468 
Average 522 543 565 587 611 

 

On average the entire working process takes 53 days, from 

contracting artist, designing, confirming design with artist, product 

assortment to manufacturing and shipping the products to the office. This 

schedule may vary depending on artist schedule and the designing 

process. Manufacturing process will also vary depending on product 

types. Products of higher value usually require a longer production time 

and will be offered as limited items. Figure 7 illustrate each process in the 

business cycle and the number of days taken at every stage.  



 
Figure 10. Number of days for each process in the business cycle. Source: From 
designers, artist management companies, manufacturers.  

 

Pricing Strategy 

Pricing decisions should be based on the type of consumers being 

targeted. Both price and quality are important factors in consumer 

decisions, sometimes prices are used as indicators of product quality. 

Paying less for higher quality equals to a higher value (Hofstrand, 2007). 

Value = Quality/Price 

Two types of strategies will be used depending on the product types. 

Products considered as commodities will be priced according to 

competitor and substitute pricing, either lower or same price in order to 

penetrate into the market. This pricing strategy will be used on products 

such as t-shirts, caps, towels, etc.  



A second strategy to be implemented is the skimming strategy, in 

which higher prices are set on products of limited quantity. Products such 

as sunglasses, silver accessories are in this category.  

 

Shipping and Handling 

Products sold at concert venues are transported by the company truck 

or local delivery services. 

Products sold on the website will be mailed out through the post 

office, fees are charged to consumers who purchase less than NT$ 1, 000.  

Table 6: Post office shipping and handling fees 
 Shipping and Handling Fees24 

NT$ 50 (<200g, every 100g = NT$10) 
NT$ 70 (Taipei City & County <5 kg) 

 
Post Office 

NT$ 80 (Outside Taipei City & County <5 kg) 

 

Marketing and Promotion Strategy 

When focusing on celebrity marketing there are three key marketing 

trends, interactivity, consent marketing and brand values/brand 

storytelling (Pringle, 2005).  

Results of the questionnaire25 indicate that 32% of the consumers 

                                                       
24 Post Office � Source: http://www.post.gov.tw/post/index.jsp 
25 See appendix 1.  



receive merchandise information on the concert day. It’s difficult to target 

the scattered consumers but artists and fan clubs will achieve magical 

promotion results.  

Artists are the most powerful model for product display. Using or 

wearing the same merchandises as artists allows consumers to live the 

fairytale life of their dreams and finding a stronger bond with their idol.  

Fan clubs play a very important role in terms of promotion channels. 

The power of word of mouth applied on the internet will spread 

information like a virus. News letters will be sent out one month prior the 

concert date and two months following the show day. The promotion 

strategy is to integrate resources with record companies and concert 

promoters for a larger effect.  

 

Sales Strategy 

When concerts are sold to promoters the right to sell merchandise 

stays with the artist and are usually dedicated to an outside merchandising 

company. There is a simple fee for booth space and is exclusively offered 

to official merchandise vendors. The booths are NT$5,000 each and 

part-time staff are hired to carry out the sales process. 



As a sales strategy, customers who make a purchase will be able to 

purchase the tote bag and poster at a discounted price of NT$69. The cost 

of these two items are very low (NT$30 and NT$ 20 each26) and are used 

for stimulating sales. 

All items are of limited editions, the items will have numberings on 

them to increase the value of each. Once the quantities are sold there will 

be no repeat orders.  

According to the questionnaire, 35% of the respondents have 

purchased merchandises on-line. Items that are not sold on the concert 

date will be sold on the website, no discounts will be offered but the 

shipping and handling fee will be free with the purchase of NT$1,000 or 

above.  

Some items will be sold at the autograph sessions held by record 

companies if the artist is still under the album promotion period.  

 

Web Planning 

The website will be the only other sales point other than concert 

venues. On-line marketing strategies will be implemented by exchanging 

                                                       
26 Costs of goods were collected at Taipei 2008 Gift and Stationery show.  



links with the only ticket-selling system ERA Ticketing27 in Taiwan and 

fan clubs of each artist.  

Website set up and design will be outsourced28 to outside company, 

expenses are listed in Table 5.  

Table 7: Website Set Up Expense Details 

Website Set Up Expense Details 

Online credit card, web ATM, convenient store shipment 
Domain Server (3G) 
Register .com or .com.tw  web address 
Home page design 

NT$ 35,000 

E-news letter NT$ 2,500 

Total NT$ 37,500 

 

                                                       
27 ERA ticketing � Source: http://www.ticket.com.tw 
28 SMART SHOP � Source: http://www.smartshop.com.tw/introduction.php 


