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By incorporating the company's brand value "Be
Happy" into the design of its no-smoking collaterals,
Bossini has effectively communicated the smoke-free
culture to its staff.
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Bossini sees improvement in staff health and
working environment since the launch of various
smoke-free initiatives.
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Banda Tang points out that Bossini understands quitting smoking can
be a long battle, so the company's smoke-free initiatives revolve around
encouragement to help cigarette quitters persist towards cessation
success.
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Aside from organising health talks, Bossini puts up tailor-made smoke-free
notice in staff common areas to raise the smoke-free awareness.

Bossini boosts brand image

Founded in 1987 and headquartered in Hong Kong,
Bossini Enterprises Limited is a subsidiary of Bossini
International Holdings Limited - with around 4,400 staff. Bossini
is a casual wear apparel retailer with a brand value of "Be
Happy". The company has started implementing a smoke-free
workplace policy and promoting a smoke-free culture since
2007 which aims to provide a healthy working environment to
its staff and pleasant shopping experiences for its customers.

To enhance the effectiveness of the smoke-free

communications, Bossini incorporates its brand value “Be

Happy” into all its smoke-free collaterals including designs
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via smoke-free measures

of no-smoking signs, posters and information sheets are
posted in the office pantry and staff rest area at the branches.
Bossini also conducts survey to better understand staff’s
smoking prevalence to make sure appropriate smoke-free
initiatives such as health talks and game booths are planned
according to their needs. Banda Tang, Senior Manager of
Human Resources stressed that quitting smoking can be a
long battle, support from co-workers and family is essential to
reduce relapsing from the quitters. Management is glad to see
the smoke-free culture is implanted into Bossini’s corporate

culture, which enhances productivity and better brand image.
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