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AT the recent Food&HotelAsia2014, visitors 
and exhibitors had plenty to cheer about, 
including the chance to win generous vouchers 
from the ToTT, Asia’s largest kitchen store, 
tablets from Retail Asia and books from 
publisher Wiley.

The following winners won ToTT Store 
vouchers worth S$500 each:
• Lynn Chen, director, Communications 
(Asia, Middle East, Africa & Turkey) Sealed Air, 
Singapore
• Tamio Okubo, JETRO export specialist, 
Business Agriculture, Forestry, Fisheries & 
Food Planning Division, Agriculture, Forestry, 
Fisheries & Food Department, Japan
• Emmanuell Torrejon, director, Philippines 
Coffee Board, Philippines
• Paul Healy, Paul Healy Design, Singapore
The following winners won a tablet each:
• Pieter, sales manager, Rotaryana, Indonesia
• Lucian Lee, marketing engineer, Discrete 
Automation & Motion Division, ABB Pte Ltd, 
Singapore
• John Cheng, director, Trading & Business 
Development, Cheng Yew Heng, Singapore
The following 20 winners won a copy of The 
Shipping Point: The Rise of China and the 
Future of Retail Supply Chain Management 
by Peter J Levesque: 
1. Teo Mei Ling, marketing executive, Sealed 
Air, Singapore
2. Bernard Lau, manager, Pro-Integration 
Solution Services, Singapore
3. Jerry Uy, Leyte Paperworld, Philippines
4. Ida Dewi, PT Citra Cita Rasa, Indonesia
5. Sundeep Fernandes, director of Products & 
Operations, Dubai
6. Lei Thandar, Import Department, Orange 
Supermarket, Myanmar
7. Roy Chan, sous chef, Who’s Bryan Café, 
Malaysia
8. Jarrod Nguyen, marketing executive, Abeo 
Electra, Singapore
9. Jerome Chan, manager, Kitchenitos, 
Philippines
10. Kang Melany Hung, director, Red Panda, 
Singapore
11. Mayette Aribon, Research & Development 
supervisor, Albergus Catering, Philippines
12. Joyce Lye, manager, Hitachi Asia, Singapore
13. Lin Hwee, T.H. International, Singapore
14. Munir Sait, general manager, Global Reach 
Sourcing Consultants, India
15. Lucy Lin, Singapore  
16. Sandra Lee, Fresh Food Project, Singapore
17. Bernard Shaw, managing director, Sin Mian, 
Singapore
18. Sally Yuen, area manager Asia, Hero Asia, 
Hong Kong
19. Ceylilona N Tong, managing director, 
Philippines
20. Ir Hasan Johnny Widjaja, chairman, 
Indonesia Fruits & Vegetables Exporters 
Association, Indonesia

Winners
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A 
wave of eco-consciousness has led retailers to take small and big 
steps towards environmental sustainability. 

It started with consumer campaigns to persuade shoppers 
to use fewer plastic bags or bring their own bags when they go 

shopping. Now retailers have found more ways to be “green”. 
Some have progressed to larger, more ambitious goals — going beyond 

consumer programmes to wider initiatives that encompass business partners, 
supply-chain management, brand management and staff  training.

Tesco in Malaysia, committing its hypermarket to be a zero-carbon 
business by 2050, has begun to deploy “Less CO2” distribution trucks and 
trailers. Th e goal is to signifi cantly reduce carbon emissions, cut down on the 
number of trips through a centralised distribution network, and slash fuel 
consumption with energy-effi  cient refrigeration systems.

Nestlé and Tetra Pak Malaysia joined hands in a CAREton Project last 
year that saw the two companies collecting 3.62 million used beverage 
cartons for recycling.

Th e Greenwich pizza chain in the Philippines is implementing a CP2P 
programme for cleaner production and pollution prevention, with the aim to 
minimise water pollution by reducing polluting contents in its waste water.

Meanwhile, in Singapore, NTUC FairPrice goes big on LED lighting, 
zonal lighting controls, motion sensors, energy-effi  cient refrigeration systems, 
energy management and water-effi  cient fi ttings. Its Zhong Shan Park outlet 
has achieved a new benchmark for energy use — it consumes about 30% less 
energy compared to a typical Singapore supermarket. 

Smaller retailers are getting into the act too, doing their bit for the 
environment in rather creative ways. J’s Salon in Singapore emphasises the 
training of its stylists to adopt special techniques of washing and drying hair 
in order to save water and electricity.

Th e point about these stories is not the scale of 
each retailer’s eff ort, but that as a whole, the retail 

industry is embracing eco-friendly practices. 
Whether driven by consumer pressure or 
motivations for cost savings, the crux of the 
matter is that retailers are moving in the desired 
direction.

We salute their eff orts. 

Th e green retail wave 

Sharon Tian
Managing Editor
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 ONE VIEWPOINT

A
fter enjoying a couple of 
stellar years, the boom of the 
global luxury goods market 
appeared to have slackened 

off  considerably last year. Superlative 
sales growth of this glamour sector seen 
during the bullish years of 2009-2012 
declined precipitously last year.  

What had caused the downturn? In 
simplistic terms, it had been largely due 
to dampening market dynamics across 
Asia — particularly those sweeping 
China, the world’s luxury goods con-
sumer powerhouse. To what extent has 
the luxury goods market lost its lustre? 
Considerable — going by market statis-
tics. But although growth has slowed, it 
is still in positive territory. 

Th e general softening of the market, 
however, is something that industry 
players cannot aff ord to be complacent 
about. So, what is the outlook for the 
sector in the immediate and near term?  

Th ankfully, industry analysts are 
unequivocally upbeat about prospects for 
the luxury business in Asia and about the 
tremendous market share potential the 
region can command. It would seem that 
plenty is in store for Asian luxury goods 
retailing.

Changing dynamics
Studies last year generally found the lux-

The boom of the global luxury goods 
market slackened off last year. Superlative 
sales growth of the glamour sector seen 
during the bullish years of 2009-2012 
declined precipitously last year. Going by 
market statistics, the global luxury market 
has lost considerable lustre.

What is the outlook for the sector 
in the immediate and near term? For 
Asia, industry analysts are unequivocally 
upbeat about prospects and the market 
share potential. Plenty seems to be in 
store for Asian luxury goods retailing.

This fi rst part of a two-part article on 
Asia’s glamour retailing looks at some 
reasons for the optimistic outlook.

 

Steven HL Goh
Executive Chairman

Retail Asia

ury goods market to be in deceleration 
mode. Th ey also attested to signifi cant 
shifts in luxury goods market dynamics 
and changes in the playing fi eld.

One comprehensive study was the 
2013 Luxury Goods Worldwide Market 
Study published last October by Bain 
& Company, a leading US-based global 
management consulting fi rm. Th is was 
the 12th edition of the annual study 
Bain conducted in collaboration with 
Fondaziione Altagamma, the Italian 
luxury goods manufacturers foundation.

At the time of the study, Bain pro-
jected that the luxury market in 2013 
would grow by 2% at best. Th e actual 
growth for the year was probably not far 
from it — registering the fi rst signifi cant 
growth contraction since the 2009 world 

Part 1: What’s the outlook for Asia’s 
glamour retailing?

Luxury goods 
market loses glitter

“Industry analysts are 
unequivocally upbeat 
about prospects for 
the luxury business 
in Asia and about the 
tremendous market 
share potential the 
region can command.”
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fi nancial turmoil and the fi rst time the 
growth rate dipped far below double-
digit since 2009.  

Like many other leading analysts, 
Bain attributed the deceleration largely 
to China’s new macroeconomic climate 
and market dynamics. Th e Economist 
Intelligence Unit (EIU), for example, 
pointed out that the reasons concerning 
the China factor were two-fold. It said: 
“First, a slowing economy has under-
mined consumer confi dence, with real 
GDP growth falling below 8%, com-
pared with double-digit percentages a 
year ago. Second, the offi  cial clampdown 
on gift-giving and receiving by public 
offi  cials — intended to halt corruption 
— hit the luxury market hard.”

Quite interestingly, the Bain study 
found fascinating changes taking place 
in the playing fi eld. It said: “Reversing 
the trend of recent years, the Americas 
region is the king of the luxury goods 
spending hill, estimated to grow at 4.0% 
in 2013 versus 2012, surpassing the 
estimated 2.5% growth rate for China, as 
luxury spending in that country moder-
ates. In a twist, an additional factor driv-
ing the growth in the Americas is luxury 
spending by the increasing number of 
Chinese now visiting in western cities in 
the US...”

Outlook and prospects for 
Asia
“Th e hyper growth of recent years was 
destined to moderate,” said Claudia 
D’Arpizio, a Bain partner in Milan and 
lead author of the Bain-Altagamma 
Study.

Asia will however continue to ac-
count for the lion’s share of the global 
luxury goods market. In an interesting 
and in-depth report titled Rich pickings: 
Th e outlook for luxury goods in Asia, EIU 
made a number of bright prognoses for 
the luxury sector across Asia in the long 
term.  

It said: “Asia will cement its position 
as the dominant region for luxury goods, 
as income and consumption growth 
rewards the long-term investment plans 
of key players.” Th e EIU report added: 
“Based purely on consumption growth 
levels and currency headwinds, the 
region could account for more than one-
half of global luxury revenue within a 
decade, compared with one-third today.”

EIU’s bullish report is pegged to its 
projection of Asia’s high-income con-
sumers. Th e basis is clearly reasonable as 
Asia’s demand for luxury goods is obvi-

ously driven by the tastes and preferences 
of the region’s high-income consumers. 

EIU said: “Th e number of house-
holds with annual income of more than 
US$150,000 will rise from 2.5 million 
at present to around 27 million by 2030. 
China alone will have 12.7 million such 
households.” And it would not just be 
the top-earners who would drive luxury 
goods sales — Asia would be fl ushed 
with aspirational middle-income con-
sumers.  

EIU pointed out: “Luxury goods 
sales will be driven by the expanding 
middle class. By 2030, there will be 
more than 270 million households with 
income exceeding US$50,000. Th is 
represents a six-fold increase on today’s 
numbers and will account for more than 
one-quarter of the households in the 14 
key Asian markets we cover.”  In this re-
spect, the potential for luxury goods sales 
is not just the monopoly of the China 
market — a number of other Asian mar-
kets particularly those of South-east Asia 
are rising stars in the Asia-Pacifi c region.

Going forward, it would not be a 
complete picture without mentioning 
the upside potential of the Internet. 
In the Bain-Altagamma study, it was 
pointed out that “online sales contin-
ued to grow faster than the rest of the 
market, turning in 28% annual growth 
for the year and reaching close to €10 
billion(US$13.7 billion), nearly 5% of 
total luxury sales...”

Part 2 of this article next month 
shall examine the major strategic issues 
and the success drivers that luxury goods 
players in Asia need to take heed of. ra

“In the Bain-
Altagamma study, 
it was pointed out 
that “online sales 
continued to grow 
faster than the rest of 
the market, turning in 
28% annual growth 
for the year and 
reaching close to €10 
billion, nearly 5% of 
total luxury sales ...”
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 NEWS

Thomson Reuters/INSEAD survey found big improvement in business sentiment and 
confi dence among Asia’s companies in the retail sector.

BUSINESS sentiment among Asia’s 
top companies edged up in Q1, as solid 
improvement in the Philippines and 
South Korea outweighed weakness in 
China, India and Australia amid persist-
ent concerns over the global economy, 
a Th omson Reuters/INSEAD survey 
showed. 

Th e Th omson Reuters/INSEAD Asia 
Business Sentiment Index snapped two 
consecutive quarterly declines and rose 
to 64 in Q1 of this year from 62 in the 
fourth quarter of 2013. A reading above 
50 indicates an overall positive outlook.

Uncertainty about the global eco-
nomic outlook and rising costs remained 
the biggest risk factors for the region’s 
fi rms, according to the survey, which also 
found that sentiment in the autos, retail 
and resource sectors improved, while 
confi dence among companies in the 
building sector tumbled. 

Solid gains in Japan, South Korea 
and regional trading hub Singapore sup-
ported the index, but weaker sentiment 
from China, Australia and India under-
scored fragile prospects for an improve-
ment in global demand.

Th e poll, conducted by Th omson 
Reuters in association with INSEAD, a 
global management and business school, 
was compiled between March 3 and 14. 
Th e index surveyed more than 200 of 
Asia’s top companies in 11 economies 
across sectors including property, fi nan-
cials and technology. 

Companies participating in the sur-
vey included Hyundai Heavy Industries, 
Fast Retailing Co Ltd and International 
Container Terminal Services. Of the 102 
Asian companies that responded, 65% 
reported a neutral outlook, 31% were 
positive and 3.92% were negative in 
their prospects.

Philippines most bullish
Corporate sentiment in the Philippines 
rebounded the most in Q1 this year, 
with all 12 respondents reporting posi-
tive sentiment that pushed the sentiment 
index to 100, even as the majority of 
them were concerned about the uncer-
tain global economy. Most companies 
in the country reported higher new 
orders and employment levels as mas-

Asia business sentiment gains ground 

sive rebuilding eff orts, including the 
government’s US$3.1-billion spending 
plan after a devastating typhoon in early 
November, are set to help sustain strong 
economic growth this year.

Overall sentiment in South-east 
Asia’s US$15-trillion economy was 
mostly positive, with Th ailand being the 
only country in negative territory due to 
the lingering political turmoil. 

In export-reliant north Asia, Japan 
and South Korea showed a solid recovery 
as they reported increased orders. Yet, 14 
out of 17 respondents in Japan were neu-
tral on business sentiment as they braced 
for a hike in consumption tax from this 
month, which may ease a recent recovery 
in domestic consumption.

Retail, autos up
By sector, the retail industry showed a 
big improvement, with half of the eight 
respondents neutral and the other half 

positive, taking the reading up 17 points 
to 75 from 58 in Q4 of 2013. In a sign 
of growing confi dence in the sector, 
Asia’s top apparel retailer, Japan’s Fast 
Retailing Co is among global retailers ex-
panding aggressively in Asia, with plans 
to boost sales in Greater China by more 
than 30% this year. 

“A recovering economy has con-
tributed to the rosier performance of 
retailing in developed countries in Asia,” 
said Euromonitor International analyst 
Honey Lim. “In addition, the comple-
tion of new and revamped malls in the 
city centre and suburbs has supported 
value growth of retailing in Singapore 
this year. High rental costs, particularly 
in Singapore and Hong Kong, also drove 
prices upwards as retailers pass increasing 
costs to end-consumers.” ra

REPORT

KEY fi ndings of Th omson Reuters/
INSEAD survey:
• Sentiment index rises to 64 in Q1 
2014 from 62 in Q4 2013.
• Global economic uncertainty 
remains the biggest risk.
• Retail sector sentiment improves 
hugely.

Asian business 
sentiment edges up

Japan’s Fast Retailing Co, which owns Uniqlo, is among global retailers expanding 
aggressively in Asia. It plans to boost sales in Greater China by more than 30% this year. 

“A recovering 
economy has 
contributed to the 
rosier performance 
of retailing in 
developed countries 
in Asia.”

— Honey Lim, 
Euromonitor
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 NEWS

The Chinese market is continuously evolving, spurred not only by the fast-growing level of 
wealth, but also by changing consumer mindsets and consumption patterns. 

INTERNATIONAL luxury fi rms in 
China could profi t more from consum-
er-spending power by off ering appro-
priate channels for online shopping, as 
Th e Chinese Luxury Goods Buyers Survey 
2013 shows. 

Th e survey among Chinese buyers 
of western-brand luxury goods that was 
conducted by the global strategy and 
marketing consultancy Simon-Kucher 
& Partners discovered that dynamic 
pricing models combined with off ering 
new product categories to focus more on 
loyal customers are keys to success.

Th e survey found that factors that 
drive Chinese customers’ purchase 
decisions the most are product quality 
(74%), style (71%) and comfort (70%), 
followed by the overall brand image 
(69%). 

Th e visibility of the brand logo used 

China luxury goods market: 
Potential untapped

to be the traditional value driver for 
Chinese buyers of luxury goods. Now it 
lags far behind and is ranked eighth out 
of 10 alongside the price factor.

Th e Simon-Kucher study concluded 
that luxury goods buyers in China 
would be willing to spend more — if 
luxury fi rms better understood their 
brands’ value to their Chinese custom-
ers. 

Gone are the times when the brand 
label alone determined a product’s suc-
cess. Today’s Chinese luxury goods buy-
ers no longer yearn for a status symbol; 
they now want products that indicate 
fashion and quality. 

“Th e Vuittons, Hermès and Guccis 
active in the Chinese market have to 
enrich their local strategy,” stated Fan 
Chen, study author and managing direc-
tor of Simon-Kucher & Partners’ Beijing 
offi  ce. 

“Th ey must enhance their Internet 
presence to better encourage online 
purchasing. Although the media says the 

Chinese luxury market has slowed down 
in recent years, there’s still signifi cant 
profi t potential waiting to be tapped by 
multinational luxury goods brands in 
China — if approached properly.”

Chen said: “Th e maturity of Chinese 
luxury goods consumers has changed. 
Product style, product quality and 
comfort are now far more essential for 
Chinese consumers than the visibility of 
the brand logo.

“Online shopping has become a 
privileged buying channel, even for 
luxury goods. Shoppers are seduced by 
convenience, permanent product avail-
ability and simplicity.”

Chen emphasised that “despite the 
higher price of luxury goods in the 
Chinese market compared to foreign 
countries, the willingness to pay of Chi-
nese consumers remains untapped”.

Th e Simon-Kucher study covers a 
portfolio of luxury goods, including jew-
ellery, watches, bags and luggage, small 
leather goods, shoes and accessories. ra

Despite higher prices in China, the willingness to pay for some products/categories remains 
untapped. 

The Simon-Kucher study concluded that 
luxury goods buyers in China would be 
willing to spend more — if luxury fi rms 
better understood their brands’ value to 
their Chinese customers. 

REPORT

DID you know 
that the 
leading 500 
retailers in 14 
economies 
in the region 
chalked up 
an impressive 

US$1 trillion of sales in 2012? … And 
that the Asia-Pacifi c is expected to be 
the second fastest growing region to 
drive global retail sales over the next 
fi ve years? 

Keep up with the industry trends 
and developments with the Top 500. 

 

Stay on top 
with the 
Top 500  

Published by:

Source: Simon-Kucher’s 
Chinese Luxury Goods 

Buyers Survey
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 NEWS

THE favourite product categories on 
which Chinese luxury goods buyers 
have spent money in the past two years 
are (amounts on average): Jewellery 
(RMB57,300), watches (RMB48,800), 
and bags and luggage (RMB29,700). 

Their most preferred brands are by 
far Louis Vuitton (24.3%) and Hermès 
(21.3%), with Gucci following in a 
distant third place (11.8%). 

More and more Chinese luxury 
goods buyers today are male; men actu-
ally spend more money on average than 
women do. 

Furthermore, Chinese shoppers for 
luxury goods are typically loyal to their 
favourite brands, increasingly attracted 
by the convenience of shopping online 
and are well informed about price dif-
ferences between their home country 
and abroad. 

For Fan Chen, author of The Chinese 
Luxury Goods Buyers Survey 2013, it 
is clear that many luxury fi rms do not 
seem to be aware of this consumer de-
velopment. “They still have an insuffi -
cient understanding of the preferences, 
price sensitivity and willingness-to-pay 
of the target group,” she reported. 

The companies’ pricing strategies 
are still being developed at distant 
headquarters in the West. Due to taxes 
and access costs, luxury products are up 
to 40% more expensive in China than 
in their home markets. 

It is therefore not surprising that 
most respondents of Simon-Kucher’s 
survey stated that they spend more 
money on luxury goods abroad than in 
China. 

“Many fi rms are not aware of the 
fact that the customers’ perceived fair-
ness of luxury prices in China is just as 
important as the absolute price level,” 
said Martin Crépy, expert for luxury 
goods and partner at Simon-Kucher’s 
Paris offi ce. 

“Luxury fi rms need to work with 
dynamic pricing tools if they want 
to grow sustainably in the country 
market.” For 75% of the respondents, 
the higher price is an obstacle to shop-
ping in China, topped only by a lack of 
product availability (84%) due to the 
deferred product launch in the country, 
he explained.

However, as the analysis reveals, 
despite higher Chinese prices, there is 
still an untapped willingness to pay 
for some products and categories. 
For example, given a product price of 
RMB 11,000 as reference point for a 
luxury bag, 25% of the respondents 
were willing to pay over RMB24,000 
for another luxury bag currently being 
sold for RMB17,600. In other words, a 
40% price increase would have been 
possible. 

“The survey results speak a clear 
language: To optimise their current price 
strategy, luxury fi rms need to precisely 
measure the perception of their brands’ 
value within their customer segments,” 
advised Crépy. 

Key levers
Luxury brands have to carefully analyse 
willingness-to-pay of their changing tar-
get group and investigate their needs 
and expectations. Chinese customers 
are Internet savvy and increasingly loyal 
to their favourite luxury brand. 

“Enriching their online portfolio and 
adding new product categories to their 
product range is the key to success for 
Western-brand luxury fi rms in China,” 
commented Chen. ra

The new face of Chinese 
luxury goods buyers

Chinese shoppers 
for luxury goods 
are loyal to their 
favourite brands, 
increasingly 
attracted by the 
convenience of 
shopping online 
and are well 
informed about 
price differences 
between their 
home country and 
abroad. 
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ALIBABA GROUP has announced it 
will invest HK$5.37 billion (US$692 
million) in Intime Retail Group, owner 
of department stores and supermarkets. 
Th e investment will give Alibaba a stake 
of 35% in Intime Retail and enable the 
biggest e-commerce operator in China 
to integrate online and offl  ine shopping. 

Th e two companies will form a 
venture in China, using shopping malls, 
department stores and supermarkets to 
develop an online-to-offl  ine business.

Alibaba, which competes with 
Tencent Holdings Ltd and its WeChat 
instant messaging application, said it 
sees “signifi cant opportunities to extend 

Alibaba buys stake in Intime Retail
[their] e-com-
merce platform 
to physical 
retail, develop-
ing a more engaging, omnichannel and 
digitally-connected shopping experi-
ence.” Alibaba COO Daniel Zhang said 
a partnership with Intime will allow for 
the increased integration of online tech-
nologies at physical points of sale.

In recent months, China’s Internet 
behemoths such as Alibaba, Tencent 
and Baidu have been acquiring mobile, 
shopping and entertainment content 
devices as they fi ght for the attention of 
China’s 618 million Internet users and 

FOOD RUNNER, the No.1 food 
delivery company in South-east Asia, 
has acquired the Philippines’ leading 
delivery company, City Delivery. Th e 
acquisition comes just eight months 
after the set-up of the regionally focused 
Food Runner, operating as consumer 
brand Room Service Delivery in Singa-
pore and Malaysia. 

Food Runner said the devel-
opment adds hundreds of restau-
rant partners, tens of thousands 
of customers, and increases Food 
Runner’s food delivery sales by more 
than 50%. 

City Delivery, launched in the Phil-
ippines in 2009, is the country’s leading 

Singapore’s Food Runner acquires City Delivery

Fossil to set up fl agship stores in India
US-BASED watch and accessories 
manufacturer Fossil Inc has launched 
its fi rst outlet in Mumbai after receiving 
approval to open fully-owned stores in 
India in February last year. 

Fossil, which reported global annual 
sales of US$3.3 billion from its fashion 
accessories business last year, has plans 
to open more than 20 stores in India 
over the next three years, at an invest-
ment cost of US$4.5 million.

Fossil India Pvt Ltd’s managing 
director, Vasant Nangia, said Fossil 
also plans to sell jewellery as it seeks to 
broaden its reach and boost its presence 
in India, a country where consumers are 
known for their love for jewellery.

Fossil is also planning to franchise 

to shore up their 
market positions 
and expand into 
new business 

lines.
Online-to-offl  ine businesses seek to 

benefi t from the meteoric rise of smart-
phone use in China and can help turn 
a search into a shopping trip or meal 
based on the user’s location.

With its new venture in Intime 
Retail, Alibaba’s T-mall.com will have 
access to Intime’s inventory, broadening 
the variety of merchandise available, and 
customers can pick up online orders at 
Intime stores. ra

stores under the WSI brand, which will 
sell all its brands such as Fossil, DKNY, 
Michael Kors, Emporio Armani, Diesel 
and Skagen.

Selling online is also part of the 

company’s strategy in India. It is look-
ing to launch its e-commerce business, 
subject to approval from government 
authorities. Currently, Fossil sells its 
products on Flipkart, Myntra and a few 
other e-commerce sites.

For its brick-and-mortar stores, 
Fossil India said for now it will focus 
only on malls for the Fossil brand, aim-
ing for dedicated traffi  c and good brand 
exposure. India has about 400 malls and 
Fossil will be selective about its place-
ment. 

Fossil currently sells watches through 
multi-brand shops and department 
stores such as Shoppers Stop and 
Lifestyle. It also imports and sells Fossil 
leather goods and eyewear. ra

comprehensive 
delivery service 
provider, deliver-
ing prepared food, 

specialty foods, groceries and other 
consumer products round-the-clock. 

City Delivery has more than 350 
restaurant and food partners, along with 

pharmacies and fl orists. 
Food Runner CEO Lance Frey 

noted: “Th e Philippines has seen some of 
the fastest economic growth in Asia for 
several years now. Manila has benefi ted 
from high levels of investment and a 
growing middle class. Our acquisition of 
City Delivery continues our South-east 
Asia expansion strategy in a fast-growing, 
promising market.” 

Ashley Jorge Co Kehyeng, founder of 
City Delivery, will join the Food Runner 
regional leadership team as vice-presi-
dent, International Strategy and Business 
Development, while continuing to guide 
City Delivery. He will be based in the 
Philippines. ra

Fossil currently sells watches through 
multi-brand shops and department stores 
such as Shoppers Stop and Lifestyle.

Food Runner’s 
Lance Frey: “Our 
acquisition of City 
Delivery continues 
our South-east Asia 
expansion strategy, 
in a fast-growing, 
promising market.”
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LANE CRAWFORD, the iconic 
luxury department store, has opened in 
Chengdu, bringing the fi rst multi-brand 
luxury fashion and lifestyle destination 
to one of China’s fastest-growing luxury 
markets.

Located in the new Chengdu Inter-
national Finance Square, the Lane Craw-
ford store totals 82,000sqf, the same size 
as its Hong Kong fl agship at IFC mall. 

Th e store is set over two fl oors, with 
more than 300 international brands 
across women’s wear, ladies’ shoes and 
accessories, beauty, menswear, men’s 
shoes and accessories, and home & 
lifestyle.

Th e store represents an RMB300-
million (US$48.7-million) invest-
ment and follows the opening of Lane 
Crawford’s China fl agship in Shanghai 
in October last year. Lane Crawford’s 
portfolio in mainland China also in-
cludes two stores in Beijing and a global 
online store, fully optimised for the 
China market with Chinese language 

Lane Crawford brings luxury to Chengdu

editorial, customer service and payment 
capabilities.

“Lane Crawford is building beautiful 
stores strategically positioned in major 
regional hubs in Greater China. Our 
stores are seamlessly connected to our 
digital fl agship through product and 
service, and this enables us to cover all 
of China, extending reach into new mar-
kets for our customers and importantly, 
also for our brand partners,” Andrew 
Keith, president, Lane Crawford, said.

“We’ve seen fi rst-hand the appe-
tite for designer fashion and lifestyle 
through the increasing numbers of 
Chengdu residents coming to Lane 
Crawford in Hong Kong and our online 
store — not simply to buy but also to 
learn and experience the world of style. 
Th at same passion and eagerness to 
engage and learn was also very striking 
in the 200 staff  we’ve recruited,” Keith 
added.

Lane Crawford is unique in Greater 
China for its “buyers model” executed 
at the scale of a department store, while 
other multi-brand retailers operate con-
cession models, essentially renting space 
to brands. 

Keith said the unique collection 
of merchandise for Lane Crawford 
Chengdu IFS was selected by a buy-
ing team of 85 experts who have close 
relationships with brand partners and 
designers globally. About 40% of the 
brands are exclusive to the China mar-
ket. ra

Lane Crawford has opened in Chengdu.
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LI & FUNG, the world’s largest sup-
plier of clothes and toys to retailers such 
as Walmart and Target, posted a 17% 
jump in profi t and revealed plans for a 
possible listing in Hong Kong. 

In spite of facing a diffi  cult environ-
ment in its two main markets in the US 
and Europe, Li & Fung’s net profi t rose 
to US$725 million last year, on revenue 
that edged higher by 3% to US$20.7 
billion.

Li & Fung had been restructur-
ing its US distribution network, after 
booking a US$39-million operating loss 
a year earlier. It separated the branding 
and licensing business from the rest 
of its operations, in a move that CEO 
Bruce Rockowtiz said “would add a lot 
more potential for growth”.

Li & Fung to spin off global 
brands group and change CEO

Th e new entity, called Global 
Brands Group, is likely to off er higher 
margins but also more volatility as it 
seems likely to include the restructured 
US operations.

Li & Fung said it does not need 

Gap launches Old Navy 
stores in the Philippines
GAP INC is planning to open fi ve 
franchise-operated Old Navy stores in 
the Philippines this year, an important 
pillar of the company’s international 
growth strategy for the brand. 

Th e fi rst two Old Navy stores 
opened in Manila in March and there 
are plans to open three more stores in 
the second half of the year.

“Th is is an extremely exciting time 
for Old Navy,” said Robert Frank, 
executive vice-president, Old Navy 
International. “With our recent entry 
into China and continued growth in 
Japan, the openings in the Philippines 
position us for further growth in Asia 
and beyond.”

“Th e Philippines is a natural fi t for 
Old Navy as the country has a strong 
and growing economy, and consumers 
in the market are interested in iconic 
American apparel brands,” said Blair 
Dunn, general manager, Old Navy Fran-
chise. “Th rough local partners, we have 
immediate access to a deep understand-
ing of the marketplace and consumer 
needs.”

Th e fi rst of two Old Navy stores, 
a dedicated three-storey building, 
opened in the heart of Manila’s fashion 

and shopping district, Bonifacio High 
Street. Th e second store is located in the 
prominent Glorietta mall. Both stores 
launched with the spring 2014 collec-
tion of fashion essentials and acces-
sories for men, women, children, baby 
and maternity in the same energising 
store environment that made the brand 
famous.

Th e three additional Old Navy stores 
are targeted to open in the Manila area 
in the second half of this year in new 
and existing developments.

Old Navy is partnering with Stores 
Specialists, Inc to open the stores, which 
already operates Gap brand and Banana 
Republic stores in the Philippines. ra

to raise new capital through the IPO. 
Instead, it plans to issue new stock to 
existing shareholders.

If the spin-off  goes ahead, 
Rockowitz plans to take over Global 
Brands Group and the current COO 
Spencer Fung would become the fourth 
generation from the Fung family to run 
the company.

Li & Fung is controlled by the 
billionaire brothers Victor and Wil-
liam, whose grandfather founded the 
company in 1906. Th e company’s core 
business involves connecting western 
brands and retailers with manufacturers 
across Asia, but largely in China. As 
labour costs and raw materials have 
risen in recent years, Li & Fung’s mar-
gins have come under pressure. ra

McDonald’s 
Singapore 
launches mobile 
food delivery app
MCDONALD’S in Singapore has 
started a service allowing McDelivery 
users to use their Visa cards to pay for 
orders through the McDelivery mobile 
application, rather than having to pay 
cash upon delivery. McDelivery users 
in Singapore are the fi rst in South-east 
Asia to enjoy the service.

To make use of this new payment 
feature, customers simply create a 
one-time user account on the app and 
securely register their Visa cards. When 
orders are placed, the pre-registered 
Visa account will be used and pay-
ment can be made with a single click. 
Card details are encrypted and securely 
managed by Visa’s payment gateway 
CyberSource.

Ooi Huey Tyng, Visa country man-
ager, Singapore and Brunei, said Visa is 
excited to be working with retailers in 
Singapore to drive e-commerce. “With 
the rise in mobile usage in Singapore 
and the increasing comfort level for 
technology, this new service provides 
a viable alternative to what has been a 
traditional cash-based service.” ra

Li & Fung is controlled by the billion-
aire brothers Victor and William, whose 
grandfather founded the company in 
1906. 

Gap Inc will open fi ve franchise-operated 
Old Navy stores in the Philippines this year.

p8p10p12p13p14.news.0414.indd   14 4/17/14   5:26 PM



p15_RA Apr page 15 - FBA-poster-expandUrUniverse.indd   1 4/17/14   5:13 PM



16   Retail Asia April 2014  

 E-COMMERCE

WHEN one thinks of online shopping, 
pharmaceutical products such as thermo-
stats and pregnancy test kits are certainly 
not the fi rst things that come to mind. 
However, the scene is slowly changing as 
increasing numbers of consumers in Asia 
shop online.

CARiNG Pharmacy became the fi rst 
health and personal-care retail chain in 
Malaysia to take its business online in 
November 2012. Since then, it found 
that not only was online commerce a 
viable sales channel but also, some of its 
best-selling products on the online store 
are not that popular in its offl  ine stores. 

Th is insight gave the retailer the 
confi dence to expand its online store 
product selection, off ering customers a 
wider selection and catering to the needs 
of more Malaysians, including younger 
consumers and a more geographically 
diverse market segment. Customers 
who previously did not have easy access 
to a CARiNG Pharmacy store in their 
neighbourhood are now able to browse 
and purchase products online.

CARiNG Pharmacy also found that 
the average order volume for online 
purchases is much higher, compared to 
purchases at its physical stores.

Off ering a wide range of products 
that span across health food & supple-
ments, beauty and personal-care needs, 
CARiNG Pharmacy has established itself 
as a household name and is now one of 

Malaysian pharmacy reaps benefi ts 
from joining online marketplace

the top three pharmacies in Malaysia 
with more than 80 outlets nationwide.

Beyond the sale of pharmaceuti-
cal products, CARiNG Pharmacy has 
extended its services to include accessible 
pharmacist counselling services, free 
blood pressure checks, and other health 
checks at a minimal fee. 

CARiNG Pharmacy joined Rakuten 
Online Shopping shortly after the 
Malaysian online marketplace was 
launched. “We approached Rakuten as 
we were sold on their successful track 
record in Japan and Taiwan. We share 
an enthusiastic desire to provide a wide 
variety of product off erings that have an 
extensive reach across the community,” 
said Loo Jooi Leng, marketing director 
of CARiNG Pharmacy. 

Rakuten’s virtual platform, paired 
with the strategic locations of its physical 
shops, makes for an excellent combina-
tion that has increased CARiNG Phar-
macy’s customer base. 

CARiNG Pharmacy admitted that 
at the start, it was slightly apprehensive 
about launching its virtual store on 
Rakuten Online Shopping, especially af-
ter its initial attempt with a local online 
marketplace did not turn out as well as it 
had hoped. 

However, taking note of the bur-
geoning e-commerce trend, 
CARiNG Pharmacy decided to venture 
into e-commerce again, the second time 
with Rakuten Online Shopping. 

Six months after joining the Rakuten 
platform, CARiNG Pharmacy became 

one of the top performers on the online 
shopping marketplace. “We now have 
the fi rst-mover advantage of being the 
fi rst local pharmacy in Malaysia to have 
an online presence, and this puts us 
ahead of the game,” said Loo. 

Since the launch of its virtual 
storefront, the pharmacy has found 
that Malaysians are keen to make their 
pharmaceutical purchases online. Th e 
most popular products are Tongkat Ali 
supplements, pain relieving gel Flexiseq, 
digital ovulation thermometers and 
health supplements. 

CARiNG Pharmacy also found that 
its online store works well to increase 
awareness among customers. Its new 
venture into the Rakuten Online Shop-
ping marketplace has successfully con-
verted a prolifi c group of online searchers 
to loyal customers. 

Following the “online-to-offl  ine” 
commerce trend, customers now go to 
CARiNG Pharmacy’s physical outlets 
after fi nding out about products on its 
online store. Additionally, the online 
store is helping CARiNG Pharmacy to 
acquire new customers, especially from 
among the young adults. 

Whether it is online or offl  ine, 
CARiNG Pharmacy hopes to continue 
growing its nationwide presence. “We 
want to provide an all-encompassing 
health, beauty and personal-care experi-
ence for our customers,” said Loo, adding 
that the ultimate objective is to make 
CARiNG Pharmacy’s products available 
and easily accessible to all Malaysians.” ra

RETAIL ASIA’S 
fi nancial guru, 
Brian Moore, 
shares tricks 
and tips with 
retailers on 
strategic 
procurement, 
branding, 
communica-
tions and fi nance to run their business 
more effi ciently and save money.

Read his column to get the info 
you can use.  

Read it in Retail Asia 
Make $ense of 

Your Retail Business 

CARiNG 
Pharmacy became 
the fi rst health 
and personal-
care retail chain 
in Malaysia to 
take its business 
online in 
November 2012. 
It soon found 
that customers 
are keen to 
make their 
pharmaceutical 
purchases online.
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Cache-Cache speeds up its development 
in China thanks to hybris and Keyrus
CACHE-CACHE, a brand owned by 
fashion retail group Beaumanoir, has 
sought the expertise of hybris software, 
an SAP company, and Keyrus, a consult-
ant and integrator of cross-channel 
commerce solutions, to create its own 
e-commerce website in China. 

Th e women’s clothing retailer is keen 
to step up its development in China, 
increase its online sales and further boost 
the company’s growth, which currently 
stands at around 30% a year. Th e design 
and implementation of the Cache-Cache 
e-commerce site was carried out by 
Keyrus China, based in Shanghai.

Cache-Cache, which currently has 
850 outlets in 22 Chinese provinces, 
already off ered online shopping via the 
Chinese website, Tmall. However, the 
retailer said it became vital to have its 
own commerce platform in order to 
control its online business and support 
its omnichannel web-to-store strategy. 

By opting for the hybris solution, 
Cache-Cache now has a solid and fl ex-
ible interface able to incorporate all new 
applications created on the Chinese 
market. Th e hybris B2C Commerce 
Accelerator for China integrates plug-
ins for all the major social networks in 
China such as WeChat, Weibo and QQ. 

“hybris provides us with a strong yet 
fl exible base able to quickly integrate all 
the developments and innovations in the 
Chinese market. hybris, coupled with 
the expertise of the Keyrus consultants 
in China, meets our needs in terms of 
adaptation and fl exibility, and allows us 
to be present, visible and active wherever 
the consumer can be found,” explained 
Stéphane Torck, managing director of 
Cache-Cache in China.

Since it arrived on the Chinese mar-
ket in 2005, Cache-Cache has primarily 
focused on adapting its business model 
to the local market. Th e retailer began 
by adjusting its entire collection in terms 

of price, style and fi tting. It then centred 
its development on partnerships based 
on a commission-affi  liation system. 
Th is means that 70% of its outlets are 
partner retailers and the rest belongs to 
the brand. In this way, the company has 
brought the Cache-Cache brand quickly 
and effi  ciently onto the Chinese market.

“When you consider that China is 
home to 20% of the world’s population, 
it is essential for a clothing retailer to 
be doing business here. What’s more, 
e-commerce is booming here. We feel 
China is a priority market that we need 
to invest in to support our company’s 
growth,” said Torck.

So far, shoppers on the Cache-Cache 
site can access the primary features 
vital to any e-commerce website, which 
includes a presentation of the products, 
online payment, promotions and the 
possibility of adding product comments. 
Th e fi rst stage of the project was fi nalised 
in less than four months.

Th e second phase will see the ad-
dition of new features such as coupons 
and increased in-store traffi  c based on 
promotional off ers. Ultimately, the aim 
is to sell the Cache-Cache collection on 
all retail channels, including stores, Web 
and mobile. ra

ARCADIA GROUP, which is behind 
retail brands such as Topshop, Topman, 
Miss Selfridge, Dorothy Perkins and 
Wallis, has selected multiple com-
ponents from Manhattan Associates’ 
Supply Chain Commerce Solutions 
portfolio to enable new supply-chain 
processes and maximise service levels 
across its growing omnichannel retail 
operations.

On top of its 1,500 stores in the 
UK, Arcadia Group also owns more 
than 700 franchise and concession 
stores in 42 international markets. Th e 
group also has an online retail operation 
serving customers in 123 countries, and 
involving some 40 websites supporting 
multiple languages and currencies. 

Given its complex and evolving 
commerce footprint, Arcadia needed a 
proven, scalable supply-chain platform 

to enable its omnichannel retail opera-
tions, and more importantly, support 
continued growth of the business.

Manhattan Associates said it is no 

stranger to working with many of the 
world’s leading retailers. Its supply-
chain commerce solutions are designed 
to drive margin enhancement. 

Th rough this collaboration with 
Arcadia Group, the Manhattan solu-
tions will replace Arcadia’s supply-chain 
technologies and will be fully integrated 
with Arcadia’s other enterprise systems.

Sir Philip Green, owner of Arcadia 
Group, said: “Manhattan’s solutions 
will help our team manage the growing 
supply-chain complexity associated 
with running a multi-brand, multi-
channel and increasingly international 
retail operation. Th ey will help ensure 
our brands’ products continue to be 
readily available to our customers 
throughout the world, no matter how 
they choose to shop with us — in store 
and online.” ra

Cache-Cache is keen to step up its develop-
ment in China, increase its online sales and 
further boost the company’s growth, which 
currently stands at around 30% a year.

Arcadia selects Manhattan supply-chain platform 

Arcadia Group, which owns retail brands 
such as Topshop, Topman, Miss Selfridge, 
Dorothy Perkins and Wallis, has selected 
multiple components from Manhattan As-
sociates’ Supply Chain Commerce Solutions 
portfolio.
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CAPITAMALLS announced that it 
achieved profi t after tax and minority 
interests (PATMI) of S$216.4 million 
(US$170.7 million) for 4Q last year, up 
17.1% compared to 4Q 2012.

PATMI for FY2013 was S$600 
million, 9.9% higher than the S$546 
million for FY2012. Th e total PATMI 
comprised operating PATMI of S$246.3 
million, portfolio gain of S$25.3 million 
and revaluation gain of S$328.4 million.

Th e operating PATMI for FY2013 
of $246.3 million was 40.1% higher 
than the S$175.8 million for FY2012. 
Th is was largely due to the opening of 
Th e Star Vista; higher contributions 
from the acquisitions of stakes in four 
CapitaMalls in Japan, commencement of 
profi t recognition for units sold in Bedok 
Residences; and higher contributions 
from three Singapore CapitaMalls which 
resumed full operations after major asset 
enhancements.

Ng Kee Choe, chairman of Capita-
Malls Asia, said: “Growth in our key 
markets in Asia is expected to be under-
pinned by resilient domestic demand, 
and this bodes well for the performances 
of our shopping malls.”

CEO Lim Beng Chee said Capita-
Malls’ key markets of Singapore, China 
and Malaysia continued their good per-
formances last year, recording increases 
in net property income and tenants’ sales 
and strong shopper traffi  c. “Our China 
malls grew the fastest, with net property 

Good performances of shopping 
malls lift CapitaMalls’ Q4 profi t

income increasing 13.1% and total ten-
ants’ sales up 13.2%.”

“Th is year, we target to open four 
new malls: Two each in China  — Capi-
taMall SKY+ in Guangzhou and Capita-
Mall Tianfu in Chengdu — and India, 
in Hyderabad and Mangalore.”

Last year, CapitaMalls Asia com-
mitted a total investment of more than 
S$2.2 billion in acquisitions of stakes in 
four shopping malls in Singapore and 
China. Th ese included the Project Jewel 
in Singapore, and in China, the Capita-
Mall SKY+ in Guangzhou, a prime site 
at Gutian in Wuhan, and CapitaRetail 

China Trust’s acquisition of CapitaMall 
Grand Canyon in Beijing.

In terms of operations, CapitaMalls 
Asia opened four CapitaMalls last year. 
Th ese were the Westgate and Bedok Mall 
in Singapore; and CapitaMall Meili-
cheng and the second phase of Capita-
Mall Jinniu in Chengdu, China. ra

ASIA’S accelerating economic growth 
and rising industrial output and retail 
sales all point to a positive outlook for 
the region’s property markets this year, 
according to Colliers International’s 
Asia Real Estate Forecast 2014.

“A striking feature in the market is 
likely to be a big increase in outbound 
capital investment by Asian investors,” 
said Simon Lo, executive director of 
Research & Advisory, Asia, at Colliers 
International. 

“Th ey will be seeking to exploit the 
big diff erences between the property cy-
cles in Asia and the US and Europe in 
order to achieve better yields and enjoy 

the strategic benefi ts of diversifi cation.”
Chinese investors are set to lead 

the way in this trend. Th ey are likely 
to spend at least twice as much on over-
seas property assets as last year. Th eir 
favourite investment destinations will 
be gateway cities such as London, New 
York and Chicago.

Colliers forecasts that retail rents 
will grow by an average of about 3% 
across Asia this year, with retailers 
increasing their emphasis on decentral-
ised locations. 

While retail rents in Guangzhou, 
Hong Kong and Ho Chi Minh City are 
on a rising trend, those in Hanoi and 

Singapore are likely to remain static.
Th e rents of industrial and logistics 

premises will grow by an average of 
about 3% across Asia, as more small 
and medium-sized companies out-
source logistics operations to third-
party logistics operators. Industrial and 
logistics rents in Manila are expected 
to remain the fastest growing in Asia, 
although by a more modest 21% this 
year.

Overall, Asia’s offi  ce leasing sector 
will remain steady, with rents increas-
ing by an average of around 3% this 
year. Jakarta and Manila are expected to 
remain the hot spots. ra

Positive outlook pushes retail rents up 

In terms of operations, CapitaMalls Asia 
opened four CapitaMalls in 2013. These were 

the Westgate and Bedok Mall (pictured) in 
Singapore; and CapitaMall Meilicheng and 

the second phase of CapitaMall Jinniu in 
Chengdu, China. 
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Toast Free Trade, Taste Taiwan!

ASTEP Pact a Win-Win
for Taiwan and Singapore

Singapore and Taiwan, both members of the WTO, signed 
the Agreement between Singapore and the Separate 
Customs Territory of Taiwan, Penghu, Kinmen and 
Matsu on Economic Partnership (ASTEP) in Singapore 
on November 7th, 2013. This Agreement has cleared the 
legislature early this year and is coming to be officially 
effective by the end of April, 2014.

Under  th is  agreement , 
S i n g a p o r e  a g r e e s  t o 
liberalize 100% of its tariff 
lines, including six kinds of 
alcoholic beverages (beer 
and samsu), which will 
boost Taiwan’s beer, wine, 
and spirits expansion in the 
Singaporean market. Given 
this fantastic achievement, 
the  Bureau of  Foreign 
Trade/  MOEA and the 
Taiwan External Trade 
Deve lopmen t  Counc i l 
(TAITRA) led 99 certified 
Ta i w a n e s e  e x p o r t e r s , 
i n c l u d i n g  3  a w a r d - 
winning key players such 
as the Taiwan Tobacco & 
Liquor Corporation (TTL), 
Whisb ih  In te rna t iona l 
Enterprise Co., Ltd., Sun 
Village Wine Co. Ltd., 
to host  a  Taiwan Food 

Pavilion in Food & Hotel 
Asia 2014. Besides all 
the tasty, hygienic, and 
quality assuring delicacies 
made in Taiwan, TAITRA 
aims to serve a variety of 
Taiwanese twists on draft 
beers, fruity beers, fruity 
wines, Shaohsing wine, 
Kaoliang liquor, etc. With 
this introduction, people 
are allowed to experience 
refreshing new tastes that 
will match any palate and 
setting.  100 VIPs were 
cordially invited to attend 
the  opening ceremony 
at the Taiwan Pavilion 
to celebrate the ASTEP 
signing at 9:00 a.m. today 
at Hall 7K2-01. Taiwanese 
fruity beer mojitos and 
litchi wine cocktails will be 
served to all the guests.   

Taiwan wi l l  l ibera l ize 
9 9 . 4 8 %  o f  i t s  t a r i f f 
l i n e s  ( e x c l u d i n g  4 0 
products, such as r ice, 
mangos, garlic, shiitake 
mush rooms,  red bean , 
s h e l l e d  g r o u n d - n u t s , 
l i q u i d  m i l k ) ,  w h i c h 
represents a higher level 
of  l ibe r a l i z a t ion  t ha n 
what Taiwan cur rently 
com m it s  t o  u nde r  t he 
WTO f ramework.   For 
certain products that are 
used domestically or are 
less  compet it ive,  such 
as home appliances (air 
condit ioners ,  washers , 
refrigerators, microwaves, 
TVs, etc.), auto engines, 
auto parts, motorcycles, 
towels, and cotton clothing, 
ASTEP allows for a longer 
transition period.  ASTEP 
provides preferential tariff 
access that offers the city-
state exporters competitive 
advantage in an important 
market of 23 million.

"It is my great pleasure 
to wit ness the sign ing 
o f  A S T E P.  T h i s  i s  a 
milestone achievement for 
Taiwan's progress towards 
economic liberalization. 
A s  S i n g a p o r e’s  t r a d e 
system adheres closely to 
international standards, 
t h e  A ST E P  w i l l  h e l p 

bring Taiwan more in line 
with global practices and 
en hance the cou nt r y’s 
national competitiveness,” 
said Minister Chia-Juch 
Chang of the Ministry of 
Economic Affairs (MOEA) 
in Taiwan.

S i n g a p o r e  i s  n ow  a 
m e m b e r  o f  t h e  Tr a n s 
Paci c Partnership and the 
Regional Comprehensive 
Economic Par tnership. 
Strategically positioned in 
the hub of Southeast Asia 
with a sophisticated trade 
regime that aligns with 
international standards, 
Singapore has signed 20 
FTAs w i t h  31  t r a d i ng 
par tners.  On the other 
hand, ASTEP is Taiwan’s 
first ECA with its trading 
partner in Southeast Asia, 
following the ANZTEC 
b e t w e e n  Ta i w a n  a n d 
New Zealand in August 
2 01 3 .  S i g n i n g  t r a d e 
pacts with New Zealand 
and Singapore in a row 
demonst rates Taiwan's 
determination to engage in 
greater trade liberalization 
and meaningful regional 
economic cooperation in 
the future.  

Singapore is Taiwan’s 
fth largest trading partner 

and fourth largest export 

Mr. Calvin Eu, Trade Rep of the Singapore Trade Office in Taipei, and Mr. Hsieh Fa-dah, Rep of the Taipei 

Representative Office in Singapore, signing ASTEP on 7 November 2013

ASTEP is a comprehensive and high quality 
agreement covering areas such as trade in goods, 
trade in services, investment, dispute settlement, 
e-commerce, government procurement and customs 
procedures between both markets. It is expected 
to yield significant tariff reductions, widen market 
access and promote bilateral trade and investments. 
Measures have been built into the agreement to 
encourage cooperation between the public and 
private sectors of both sides, making economic and 
trade ties more comprehensive between Taiwan and 
Singapore. And since the two countries’ production 
chains complement one another, enhanced industrial 
cooperation under ASTEP will benefit the people, 
creating a win-win scenario all around. 

Source: www.iesingapore.gov.sg/Trade-From-Singapore/ASTEP/

market, while Taiwan is 
Singapore’s eighth largest 
partner and 10th biggest 
e x p o r t  m a r k e t ,  w i t h 
bilateral t rade totaling 
approximately 28.2 billion 
U.S. dollars in 2012, up 
13.55 percent f rom the 
year before. According to 
the study conducted by 
Chung-Hwa Inst itut ion 
of Economic Research, 
ASTEP is  expected to 

increase Taiwan's total 
e x p o r t s  b y  U S $ 7 8 2 
m i l l i o n ,  i m p o r t s  b y 
US$719 million, Taiwan’s 
GDP by 700 million U.S. 
dollars, the total national 
output by 1.4 billion U.S. 
dollars, and add a total 
of 6,154 jobs in Taiwan 
after fifteen years of the 
agreement entering into 
effect, said MOEA.
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HP has introduced a sleek yet durable 
Windows 8.1 tablet-based point-of-sale 
(POS) solution that makes it easy for 
small business retailers to eff ectively man-
age their business and cut operating costs.

Th e HP TX1 is designed for small 
businesses including retail and hospital-
ity. It combines the sleek 10.1-inch HP 
ProPad 600 with a sturdy stand and 
essential POS accessories in one easy 
solution to complete sales transactions 
smoothly. 

Th e durable stand securely holds the 

HP transforms small business 
retail with tablet POS

tablet upright and also allows it to turn 
and tilt with ease to capture a customer’s 
signature. Th e HP TX1 can also easily 
detach from the stand so employees can 
take it home at the end of the day when 
needed.  

Users can count on the HP ProPad 
600, which features the latest lntel Atom 
quad-core processor, long battery life, 
Windows 8.1 and up to 64GB of stor-
age. 

Th e HP TX1 includes a compact 
receipt printer, aff ordable cash drawer, 

EMARSYS, a provider of customer en-
gagement solutions, has announced the 
launch of Emarsys Predict in Asia.

Emarsys Predict is a self-learning 
marketing engine which intelligently cre-
ates unique and individually relevant rec-
ommendations based on online behav-
iour analysis and predictive technology. 
It uses data from each individual’s most 
recent interactions on a client’s website 
such as products viewed, time spent on 
pages and purchase history, to develop a 
constantly-evolving algorithm. 

Th e result is that automated cam-
paigns can be smarter than ever, emulat-
ing the kind of sophisticated customer 
targeting that e-commerce giants such as 
Amazon and eBay currently undertake.

With Emarsys Predict, a retailer can 
for instance conduct a far more eff ective 
stock clearance sale by targeting specifi c 

Emarsys predictive technology 
strengthens customer engagement 

product categories or even products at 
specifi c customers. Th e technology also 
enriches the client’s existing database 
with data, allowing more effi  cient target-
ing and re-targeting campaigns.

Square Meal, the UK’s leading guide 
to fi nding and booking restaurants, bars, 
venues and events, was the fi rst Emarsys 

customer which integrated Predict as 
part of the Emarsys eMarketing Suite. 
Square Meal now uses Emarsys Predict 
as its recommendation technology which 
seamlessly links with the Emarsys Auto-
mation Centre. 

According to Emarsys and Square 
Meal, visitors are now 67% more likely 
to click through to a restaurant from 
e-mail recommendations, as well as 
400% more likely to convert, thus grow-
ing their brand loyalty. With Emarsys 
Predict, recommendations are more 
relevant than ever, which strengthens the 
customer’s affi  nity with Square Meal.

“When searching for top-end recom-
mendation tools, we did a lot of research 
over several months and even ran split 
tests. Emarsys Predict won hands-down,” 
said Ed Butcher, head of Online, Square 
Meal. ra

The HP TX1 is designed for small businesses 
including retail and hospitality.

USB hub and optional barcode scanner 
to give business owners complete POS 
functionality. ra

MASTERCARD has announced Mas-
terPass in-app payments, which enables 
consumers to make secure purchases 
within a mobile app. MasterPass in-app 
payments eliminate the need to store 
payment card credentials across numer-
ous mobile apps, providing consumers 
with a fast and simple payment experi-
ence. 

Forbes Digital Commerce, Fat 
Zebra, MLB Advanced Media, NoQ, 

Starbucks Australia and Shaw Th ea-
tres Singapore are among the fi rst app 
providers that will power their in-app 
purchasing capabilities with MasterPass. 

According to ABI Research, overall 
revenues from mobile applications, 
including in-app purchases, will reach 
US$46 billion by 2016, more than fi ve 
times greater than the US$8.5 billion 
earned in 2011. With the average global 
smart device user having downloaded 

26 apps, consumers are storing payment 
card and other sensitive information 
with numerous app providers to set up 
accounts and make purchases. 

MasterCard says MasterPass in-app 
payments extend the capabilities of 
the current browser-based MasterPass 
digital service into the mobile app 
environment, and provide consumers 
with one secure direct relationship with 
their bank. ra

MasterCard launches MasterPass in-app payments

Emarsys uses data from each individual’s 
most recent interactions on a client’s web-
site such as products viewed, time spent on 
pages and purchase history, to develop a 
constantly evolving algorithm.
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India’s bold king of malls

E
mblazoned on the walls of the sprawling reception 
area of the Future Group’s headquarters in suburban 
Mumbai is a slogan: ‘Retail is our religion, consumer 
is our God.’

“Th e slogan was coined by my elder daughter Ashni, who 
has been associated with the group for the past fi ve years. I have 
often wanted to add ‘stores are our temples’ to it,” says Kishore 
Biyani, founder and chairman of the Rs160-billion (US$2.56-
billion) Future Group, and widely recognised as the pioneer of 
the modern retail industry in India.

He heads the country’s largest retail group that today boasts 
of 35,000 employees in offi  ces and retail outlets in 95 cities and 
35 rural locations spread all over India. And the man who has 
been referred to as the Mall King of India (by Forbes) or the 
Sam Walton of India has his fi nger in every conceivable retail 
pie. 

From running a hypermarket chain (Big Bazaar) to gourmet 
food supermarkets (Food Hall), home improvement stores 
(Home Town), electronics superstores (eZone) and depart-
ment stores (Central), the 52-year-old Biyani hawks just about 
everything a consumer requires, both for his day-to-day living 
and leisure pursuits.

Th e man’s entrepreneurial style defi es all known and ac-
cepted norms. Born into a small Gujarati trading family, Biyani 
replaced conventional wisdom with “guts and instinct”, ventur-
ing boldly into areas where others feared to tread.

His fi rst venture happened almost by chance. During the 
early 1980s, the 21-year-old, who had just emerged from a 
Mumbai-based management institute with a diploma in mar-
keting, noticed the trend of ‘stonewashed’ fabric being used for 
trousers. 

Riding on this demand, Biyani began the business of sup-
plying stonewashed fabric to shops. Th is gave him the fi rst taste 
of entrepreneurial success on what he refers to as a “long and 
fascinating journey”.

“Moving from one step to another became almost automat-
ic,” he reminisces. “Since I was initially supplying to the gar-
ment industry, I was exposed to retailing in all forms through 
the clothing industry. Once you start dealing with retailers for 
orders, growth comes as a matter of course.”

Within fi ve years of starting his romance with retail, Biyani 
had launched a private limited company named Manz Wear, 
and created his own brand, Pantaloons, which was to 
virtually become his second name.

“Over a period of time, you start understanding 
retail — and then you get into retail yourself,” he 
says. “Once you get into retail, you realise you are 

Kishore Biyani

With guts and instinct, a keen observation of consumer behaviour and a fi rm belief 
in the future, Kishore Biyani built a multi-billion-dollar retail business. He shares his 
fascinating retail journey with Shirish Nadkarni in Mumbai.

“Retail is our religion, 
consumer is our God.”
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dealing with only one segment of the 
market, and that you should expand. 
And when that is done, you realise there 
are some other formats that you can do.”

Biyani quickly realised that it would 
not be feasible to expand at the desired 
rate with his own funds, and that he 
needed to involve the investing public. 
In 1991, he converted Manz Wear into 
a public limited company, changed its 
name to Pantaloon Fashions (India) 
Limited, and hit the stock market in 
Mumbai, New Delhi and Ahmedabad 
(Gujarat) with an initial public off ering 
of 60% of promoter’s equity.

Within a few years, Biyani began 
contemplating turning Pantaloons into 
a large-format retail store. In 1996, he 
stumbled upon a 10,000sqf property at 
Gariahat in Kolkata (West Bengal) that 
he thought was ideal for his needs. Th e 
fi rst dedicated departmental store of 
Pantaloons opened the following year in 
a city where the biggest stores were no 
more than 4,000sqf.

Doing much, much more
“Th e next step for me was to deal 
directly with consumers and their fami-
lies,” says Biyani. “And then you think 
you can do much, much more. For me, 
the journey was one of learning, from 
supplying fabric to the clothing industry, 
to being in the clothing industry, to 
being a small retailer, to becoming a 
family retailer, and then to getting into 
hypermarkets and various segments of 
the consumption business.”

Indeed, Biyani was the fi rst in India 
to get into hypermarkets. He had a clear 
concept of a bazaar to which people go 

Indian open bazaar to a closed-environ-
ment bazaar.

“We never thought of it as a hyper-
market, in that sense. People need food, 
they also need fashion, stationery, toys, 
medicines, and so forth. We wanted to 
bring everything under a single roof, so 
that the consumer could shop for every-
thing in one location. And so, Big Bazaar 
was born [in 2001].”

And how did the concept of “bun-
dled off ers”, such as a huge discount on 
the average family’s monthly requirement 
of rice, sugar and cooking oil bundled 
together, come about? 

“Promotion is always a part of driv-
ing up sales,” says Biyani. “We believe 
that customers are always fence-sitters. 
Unless you lure them with some off er, 
they will not come and buy.

“We fi rmly believe that there are 
four things that make a consumer buy 
— greed, fear, vanity/ego and altruism. 
Greed, that it is available cheaper than 
elsewhere; fear, that it won’t be available 
tomorrow; vanity, that he is the only one 
to have bought the product, or that he 
looks better in something; and altruism, 

Born in a business family on 9 August 
1961, Kishore Biyani completed a post-
graduate diploma course in Marketing 
from Mumbai in 1982.
1982: Biyani began work after gradu-
ation; started supplying ‘stone-washed’ 
fabrics to retail outlets.
1987: A new company called Manz 
Wear Private Limited was set up, 
dedicated to manufacturing garments. 
These were sold under the brand 
Pantaloon.
1991: Manz Wear was converted 
into a public limited company, and 
the name was changed to Pantaloon 
Fashions (India) Limited.
1992: Biyani turned to the stock 

market to fuel the company’s continued 
expansion.
1997: The fi rst departmental store 
of Pantaloons opened in a 10,000sqf 
property in Kolkata.
2001: Launch of the fi rst Big Bazaar 
store in Kolkata. Two more stores were 
opened within a span of just 22 days.
2001-2011: Dozens of brands and 
many retail formats followed to cater 
to the three key needs of the Indian 
consumer — food, fashion and home.
April 2012: Pantaloons department 
stores were sold to Aditya Birla Nuvo in 
a deal size of Rs16b (US$262m).
2013: Pantaloon Retail India Ltd was 
renamed Future Retail Ltd.

BIOGRAPHY

Biyani was the fi rst in India to get into hypermarkets. He had a clear concept of a bazaar to 
which people go to buy all of their needs under a single roof. 

“We fi rmly believe that there are four things that 
make a consumer buy — greed, fear, vanity/ego 
and altruism. Greed, that it is available cheaper 
than elsewhere; fear, that it won’t be available 
tomorrow; vanity, that he is the only one to have 
bought the product, or that he looks better in 
something; and altruism, the feeling that the 
retailer is giving back to society.”
to buy all of their needs under a single 
roof. 

“Th e challenge before us was to cre-
ate a modern bazaar which has plenty of 
hustle and bustle, and in which a person 
can get whatever he or she wants,” he 
says. “We thought of moving from an 
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“If you are a giver, people 
will come to you; if you 
are a taker, they will 
shun you. Therefore, as a 
brand, we must always 
be perceived as one that 
gives, rather than one 
that takes.”

Future Group has a sales turnover of 
Rs156 billion (US$2.56 billion), with 
35,000 employees in offi ces in fi ve 
Indian metros and retail outlets in 95 
cities and 35 rural locations.
• The turnover of the three listed group 
companies are:
1. Future Retail Limited (FRL): Rs100 
billion, consolidated
2. Future Lifestyle Fashions Limited 
(FLFL): Rs30 billion
3. Future Consumer Enterprises Limited 
(FCEL): Rs16 billion 
• Turnover of unlisted group compa-
nies: Rs10 billion. These include Future 
Supply Chain Solutions Limited (joint 
venture with Li & Fung Group), Future 
Agrovet Limited (agri-sourcing subsidi-
ary), Future Brands Limited (brand IPR 
development and consultancy), Future 
Generali (life and general insurance 
joint venture with Italy-based Generali 
group) and Future Human Develop-
ment Limited (manpower training and 
development).
• Key retail formats: Big Bazaar 
(hypermarkets), Food Hall (gourmet 
food supermarkets), Home Town (home 
improvement store), eZone (electron-

ics superstores), Central (department 
stores), Brand Factory (outlet malls), 
Planet Sports (sportswear retailing), 
KB’s Fairprice (convenience stores), 
Aadhaar (rural distribution stores).
• Major product brands:
International: Joint ventures with 
Clarks, Celio; exclusive licensee for 
Indian market for Lee Cooper, Converse, 
Spalding, Umbro, Champion, Daniel 
Hechter, Manchester United, Staples, 
Sunkist.
Domestic: Tasty Treat, Sach, Premium 
Harvest, Indigo Nation, John Miller, 
Jealous, Scullers.
• Future Group’s loyalty programmes, 
which now cover almost 2% of India’s 
population, include Payback 
(American Express), T24 (shop and earn 
free mobile talktime) and Big Bazaar 
Profi t Club.
• The group’s retail chains connect 300 
million customers annually with over 
30,000 small, medium-scale and large 
entrepreneurs and manufacturers in 
India.
• On an average, 600 bills are gener-
ated every minute at Future Group 
stores. ra 

PROFILE OF FUTURE GROUP

the feeling that the retailer is giving back 
to society.

Being a giver
“If you are a giver, people will come to 
you; if you are a taker, they will shun 
you. Th erefore, as a brand, we must 
always be perceived as one that gives, 
rather than one that takes.”

After that, there was no looking 
back. Over the next decade, Biyani 
launched dozens of brands and several 
retail formats to cater to the three key 
needs of the Indian consumer  — food, 
fashion and home. Th e group’s sales 
turnover began expanding by leaps and 
bounds; and, by 2007, had crossed the 
US$1-billion mark.

In the midst of his frenetic sched-
ule, Biyani scratched out time to put 
together the story of his journey in the 
retail industry. Th e book, co-authored 
with Dipayan Baishya, was titled It Hap-
pened in India: Th e Story of Pantaloons, 
Big Bazaar, Central and the Great Indian 
Consumer, and became a runaway best-
seller, with people grabbing more than 
100,000 copies, more than those of any 
other business book published in India. 
It has been translated into eight Indian 
languages.

Th e Pantaloons Group continued to 
make substantial investments in setting 
up food processing and manufacturing, 
manpower training and educational facil-
ities, logistics and warehousing networks 
across the country. It also partnered with 
and invested in a number of entrepre-
neurs in multiple sectors, and set up 
joint ventures with well-known domestic 
and international business houses.

And that was where Biyani fi rst 
stumbled in his headlong charge. Th e 
tearaway expansion in several sectors in-
volved taking on substantial debt, which 
the group found extremely diffi  cult to 
service.

Th e problem was eventually partially 
solved by selling the high-fl ying Panta-
loons label and department stores to the 
Aditya Birla Nuvo group in a deal that 
fetched Rs16 billion (US$26.2 million).

Was it not a wrench, selling the fam-
ily silver? “Not at all,” says Biyani. “We 
are in the business of creating businesses 
and selling businesses. Th at is a model 
by itself. You invest in companies; you 
divest from companies.

“Surprisingly, there was no emotional 
attachment to the Pantaloons brand. I 
had thought I would be terribly broken 
up about it, but we actually enjoyed giv-

“We are in the business 
of creating businesses 
and selling businesses. 
That is a model by 
itself. You invest in 
companies; you divest 
from companies.”
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ing it away. It was like ‘Kanyadaan’ —  a 
father giving away his daughter to her 
husband.”

Nevertheless, though Biyani does ad-
mit that the unbridled expansion in the 
period 2005-2012 was a grave error, he 
looks at it philosophically: “We have an 
important saying in the organisation — 
people who are afraid make no mistakes. 
Only by making mistakes are you going 
to learn and move forward.”  

Parting with the Pantaloons brand 
name meant that the group required 
a new identity. Th e founder-chairman 
had little diffi  culty in coming up with a 
suitable name.

Believing in the future
“Th ere was an Indian movie called 
Ghajini in which the hero was shown to 
be suff ering from short-term memory 
loss; that is exactly my problem,” he says, 
with a smile. “I don’t remember the past 
much; I don’t dwell in the past. I believe 
in the future, in planning. I always try 
to imagine what will happen tomorrow. 
Ergo, the Future Group is the most apt 

description for us.”
In the past few months, Biyani and 

his colleagues have been busy with a 
new exercise — that of reorganising the 
numerous companies in the group into 
proper business verticals. Th e corporate 
restructuring exercise has seen the group 
go with three listed companies — Future 
Retail Limited (FRL), Future Lifestyle 
Fashions Limited (FLFL) and Future 
Consumer Enterprises Limited (FCEL).

 “We decided to separate the hy-
permarkets business from the lifestyle 
business and the food business,” says 
Biyani. “It was like making three strong 
balance sheets to deal with the challenges 
of tomorrow. Each arm has the potential 
to grow in its own way and to have a 
strong balance sheet. Each should be able 
to stand on its own feet.”

Long divorced from the day-to-day 
running of his multifarious business 
lines, Biyani sees himself as the spider 
that sits at the centre of a web and leaves 
the control of individual strands to a 
group of talented and motivated manag-
ers that includes both his daughters.

“Mine is a four-in-one job — that of 
designer, creator, preserver and de-
stroyer!” says Biyani, who is perennially 
so informal in offi  ce as to abhor wearing 
a tie or jacket. “I strongly believe in our 
credo ‘rewrite rules, retain values’.

“‘Indianness’ is the core value driving 
our group. We strongly believe that be-
lief is equal to behaviour; and behaviour 
is equal to business. Every outcome is the 
result of behaviour or a belief.”

Th e manner in which he translates 
these beliefs into action is something of 
a sore point with his family whenever 
they take a holiday abroad. Rather than 
joining his wife Sangeeta and daugh-
ters Ashni and Avni on their shopping 
expeditions, Biyani prefers to stand in a 
quiet corner of the store and observe the 
behaviour of the customers.

Th is quiet study of consumer 
behaviour patterns, and the ability to 
employ them to best purpose in his own 
stores, is what has made Kishore Biyani a 
mentor and role model for many Indian 
entrepreneurs and a thought leader in 
the country’s retail business. ra
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Philippine retail companies demonstrate their commitment to environmental 
sustainability with green business practices. Greenwich Pizza, Gingersnaps and 
Echostore tell Tina Arceo-Dumlao more about their efforts.

Going green in many ways

T
he increasingly frequent and 
intense storms, fi ercer winters 
and longer dry spells should 
help end the debate on whether 

climate change is upon us. It is. And 
if drastic steps are not taken to reverse 
the destructive trend, then humans are 
courting the worst of Mother Nature’s 
wrath.

Individuals as well as both private 
and public institutions all have a role to 
play in leading the world in another di-
rection, one that is more friendly to the 
environment with an eye on sustainabil-
ity, so that the Earth’s resources will still 
be there for the next generation to enjoy.

Retail companies are not exempt 
from the responsibility and can take 
steps which do not need to be gargan-
tuan. Small yet meaningful changes can 
go a long way in developing the mindset 
that Earth should be taken care of.

A number of retail companies in the 
Philippines are showing their peers how 
to become more green-minded for the 
benefi t of Mother Earth.

Th e Greenwich pizza chain of 
publicly listed international food group 
Jollibee Foods Corp, for example, has 
implemented paper packaging for 
take-out or takeaway orders in all of its 
branches. It has also shifted to reusable 
wares to drastically reduce the amount of 
packaging materials that are just thrown 
away after one use.

“Our actions to reduce our eco foot-
print basically come from the realisation 
that as a responsible brand, we [should] 
do our share in saving our planet and be-
come more environmentally conscious,” 
says Greenwich marketing director Luis 
Velasco III.

“Aside from that, the fact that 
environmentally friendly products are 
better for our health gave us the push to 
start this movement. We would not want 
our team members’ nor our custom-

GREEN RETAILING

“We have a vision that our actions 
will contribute to what all others are 
doing to reduce ecological footprint. 
[Th e impact] becomes more realistic and 
immediate that way,” he adds.

Velasco expects more retail compa-
nies to adopt their own green practices 
and for good reason. He says that if retail 
fi rms want to stay in business, they have 
to be relevant to their customers who 
are becoming more choosy and want to 
patronise only establishments that do 
their share for the environment.

“As a company, it gives pride to our 
team members and customers that our 
brand is doing something to make a con-
tribution for sustainable environment,” 
says Velasco.

Reduce, reuse, upcycle
Women and children clothes retailer 
Gingersnaps, meanwhile, believes in 

ers’ health to be endangered, especially 
if there is something that we can do,” 
Velasco adds.

While Greenwich, which has 200 
branches all over the country, has taken 
signifi cant steps to shrink its carbon 
footprint, the pizza and pasta chain is 
committed to do even more.

Velasco says that aside from using 
paper packaging and reusable wares, 
Greenwich is also implementing a CP2P 
programme for cleaner production and 
pollution prevention.  

“Th is programme aims to minimise 
water pollution by reducing polluting 
contents in our waste water. We are 
constantly studying other programmes 
we can implement because as a restau-
rant, we are responsible for delivering 
quality in our products, and at the same 
time, implement [environment-friendly] 
practices,” Velasco says.

The Greenwich pizza chain of publicly listed international food group Jollibee Foods Corp, 
for example, has implemented paper packaging for take-out or takeaway orders in all of its 
branches.
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recycling and reusing as much of its 
materials as possible as its contribution 
towards a green Earth.

Its eff orts include selling excess fab-
rics to buyers who turn them into rags; 
reusing all cartons used in packaging; 
using biodegradable plastic bags; selling 
all plastic materials, tarpaulins from its 
billboards and paper to scrap dealers; 
reusing posters for packing and protect-
ing furniture; and installing LED lights 
in stores.

Gingersnaps president Jerry Uy adds 
that whenever Gingersnaps renovates 
a branch, it identifi es items that it can 
reuse, including shelves, furniture, décor, 
lighting fi xtures and electric fi xtures to 
save on cost and to save on buying new 
ones. Th is is to avoid having to use extra 
energy resources and materials, and 
putting pressure on nature.

Th e 20-year-old retailer also makes it 
a point to sell to recyclers old monitors, 
printer cartridges, car batteries and tyres 
to ensure that these do not end up in the 
landfi ll but are instead reused or “upcy-
cled” into other useful products.

“Without a doubt, it is important to 
be environmentally conscious. All of us 
have experienced the eff ects of climate 
change and we must do what we can for 
the environment and for our children’s 
future. It also makes practical and 
fi nancial sense to adopt a green policy. 
Whenever we are able to reduce and 
reuse, we save. Whenever we recycle, we 
make money. As far as we’re concerned, 
it’s a win-win situation,” says Uy.

Gingersnaps has 32 boutiques and 
16 department store counters in the 
Philippines and another 45 boutique 
stores and 21 department store counters 
in Th ailand, Indonesia, Singapore, 
Malaysia, the UAE and Saudi Arabia. 
Uy says the company plans to use more 
LED lights as these have become cheaper 
and more viable alternatives.

Profi t with a purpose
One retail group that has adopted envi-
ronmental protection as one of its core 
values is the Echostore group, which is 
making a name for itself by incorporat-
ing social responsibility with commerce 
— profi t with a purpose.

“Environmental consciousness is our 
mantra and the idea behind our social 
enterprise,” says Pacita U Juan, one of 
the three founders of Echostore, which is 
expanding to fi ve stores this year on top 
of an online store.

Echostore, for example, uses only 

LED lights in its stores. It also uses 
recycled magazines as paper bags and 
inverter type air-conditioners that have 
been proven to be more energy-effi  cient 
than conventional climate control appli-
ances.

It also seeks to sell products that are 
friendly to the environment and promote 
Filipino culture and marginalised groups. 
Among these products are all-natural 
cosmetics and bottled food products pro-
duced by women’s groups in Mindanao.

Juan says future endeavours in-
clude using solar power to heat water 

and provide electricity in its farm from 
which it sources some of its fresh organic 
vegetables.

She admits that there are still many 
companies, both big and small, that are 
hesitant to adopt green practices because 
of cost concerns. She believes, however, 
that the benefi ts will outweigh the costs 
over the long term.

“Going green pays for itself eventu-
ally. It makes you feel better that you 
have done something for the planet. It 
also makes our business very integrated 
and sustainable,” says Juan. ra

Gingersnaps’ green efforts include selling excess fabrics to buyers who turn them into rags; 
reusing all cartons used in packaging; using biodegradable plastic bags; selling all plastic ma-
terials, tarpaulins from its billboards and paper to scrap dealers; reusing posters for packing 
and protecting furniture; and installing LED lights in stores.

Echostore’s future endeavours include using solar power to heat water and provide electric-
ity in its farm from which it sources some of its fresh organic vegetables.
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Retailers in Malaysia have embarked on a range of meaningful green projects to 
minimise the environmental footprint of their commercial activities. Prakash Sakti 
reports on the progress of their initiatives.

From less use of plastic 
bags to zero carbon business 

T
he green theme among retailers 
in Malaysia started many years 
back. But the real impact was 
only seen and felt by the public 

when the Selangor State Government 
launched the weekly “No Plastic Bags 
Campaign Day” in 2010.

Th e objective of the campaign is 
to reduce plastic bag consumption and 
save the environment. Every Saturday, 
customers at major malls, supermarkets 
and hypermarkets have to bring their 
own bag to carry purchased items. Th ey 
can still get plastic bags by paying an 
added charge of RM0.20 (US$0.06) in 
these outlets.

Despite initial objection and hic-
cups by retailers, the response has been 
very good. Th e campaign has not only 
saved the use of four million plastic 
bags a year; it has also netted the state 
government more than RM250,000 
(US$75,540) from consumers who paid 
20 sen per bag to carry their purchases.

Today, retailers have become one of 
the country’s strongest advocates of the 
green campaign, with many embarking 
on their own initiatives that go beyond 
reducing use of plastic bags.

Many states in Malaysia have also 
followed the footsteps of Selangor in 
embarking their own “No Plastic Bags 
Day” campaign, and some retailers have 
promoted the use of paper bags instead.

Th e Federal Government began the 
“No Plastic Bags Day Campaign” on 1 
January 2011. Since then, many malls, 
hypermarkets, consumer product manu-
facturers and even grocery shops have 
joined the green campaign in Malaysia.

One of the newest malls in the 
country, Setia City Mall, located in Setia 
Alam, Shah Alam, became the fi rst mall 
in Malaysia to receive Singapore’s Build-

GREEN RETAILING

A spokesman for the mall says the 
use of energy-saving light fi ttings alone 
contributes to half of the savings in 
electricity use. 

Apart from malls, many other retail-
ers in Malaysia are big on the green 
movement.

Zero-carbon business goal
Among retailers known for their green 
eff orts is Tesco Malaysia which aims to 
signifi cantly reduce carbon emissions

ing and Construction Authority (BCA) 
Green Mark Gold Award in 2012.

Th e RM450-million Setia City 
Mall has key green initiatives that have 
helped it to realise 17% in energy cost 
savings.

Among them are a high-effi  ciency 
air-conditioning system, an integrated 
building energy management system, 
daylight sensors in the car park and mall 
atrium, as well as energy-effi  cient escala-
tors and lifts. 

Tesco Malaysia aims to signifi cantly reduce carbon emissions with the launch of the Tesco 
Less CO2 distribution trucks.
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with the launch of the Tesco “Less 
CO2” distribution trucks.

Tesco Malaysia CEO Georg Fischer 
says the hypermarket wants to be a zero-
carbon business by 2050. 

Th e company has invested RM43 
million in 130 new “Less CO2” trucks 
and trailers. Prior to this, Tesco had 
established a transport management sys-
tem for effi  cient routing and planning, 
as well as GPS systems for fl eet tracking, 
and was able to bring down its carbon 
emissions by 31.2% per case delivered 
from established levels in 2012.

With the new truck fl eet invest-
ment, Tesco is aiming to achieve a 17% 
reduction in carbon emissions compared 
to its previous operation model. 

According to Fischer, the new trucks 
are powered by Volvo engines while 
Carrier Transicold provides energy-
effi  cient refrigeration, which helps to 
reduce fuel consumption per delivery by 
10% on average.

Fischer says Tesco Malaysia is work-
ing hard to ensure that it is growing its 
business in a responsible manner. 

Prior to the deployment of “Less 
CO2” trucks, Tesco had started to 
reduce its carbon footprint through its 
centralised distribution network, reduc-
ing the number of journeys needed to 
transport products to stores. 

Tesco suppliers now deliver products 
to centralised distribution centres in-
stead of all 47 Tesco stores.

Th e refrigeration component in the 
Tesco “Less CO2” fl eet allows multiple 
confi gurations in the refrigeration units 
to maintain a variety of temperatures for 
storage of products. 

In addition to cutting carbon emis-
sions by about 4,500 tonnes each year, 
the new “Less CO2” trucks will be able 
to carry 20% more goods on each jour-

ney, thereby providing the opportunity 
to save 8,000 trips each year.

Recycling beverage cartons
Last year, consumer goods giant Nestlé 
and Tetra Pak Malaysia launched a green 
campaign that led to the donation of 
460 roofi ng tiles to EPIC Homes to ben-
efi t underprivileged Orang Asli families.

Nestlé and Tetra Pak collected used 
beverage cartons through the CAREton 
Project 2013. Th ey managed to collect 
3.62 million used beverage cartons, 
double the initial target.

Manjula Murugesan, environment 
manager of Tetra Pak Malaysia, says 
the campaign was an overwhelming 
success and hopes that more people will 
continue to set aside their used beverage 
cartons for collection and recycling as a 
matter of habit.

According to her, Th e CAREton 
Project 2013 builds on the company’s 
continuous eff orts to educate the public 
that beverage cartons are fully recycla-
ble. “It was designed as a platform to 
facilitate the public to help those in need 
and the environment with a single act of 
recycling,” she said.

Both Nestlé and Tetra Pak have 
worked together for the fourth time on 
the campaign. In 2012, the CAREton 
Project collected about 330,000 used 
beverage cartons.

Th e collected cartons were fully 
recycled into 10,000 exercise books and 
100 units of school furniture including 

classroom tables and chairs to benefi t the 
Dignity for Children foundation.

Technological waste
Japanese ICT solutions company Fujitsu 
launched its Go Green campaign in 
Q3 last year. It was held across penin-
sular Malaysia to promote awareness of 
technological waste and environmental 
sustainability. 

Fujitsu’s programme off ered trade-
in and disposal initiatives through a 
partnership with major PC retailers in 
the country. Retailers taking part in the 
campaign saw customers trading in old 
laptops, desktops, printers, monitors 
and mobile batteries for rebates on new 
Fujitsu laptops. Consumers who took 
part in the campaign were entitled to 
rebates of up to RM500, depending on 
the items traded in.

Yap Hui Hui, country manager of 
Fujitsu PC Asia-Pacifi c Pte Ltd, shares 
that the company has promoted product 
recycling activities since 1998 and just 
last year, extended it to Malaysian con-
sumers. “Th is is in addition to the green 
technology that is implemented into 
Fujitsu products,” Yap says. 

Prior to this, Fujitsu had also 
established the ‘Fujitsu Group Malaysia 
Eco-Forest Park’ in Sabah. Under this 
programme, more than 10,000 employ-
ees of Fujitsu raised funds and rallied 
volunteers in support of the reforestation 
work to restore the tropical rainforests in 
Borneo. ra

Last year, consumer goods giant Nestlé and Tetra Pak Malaysia launched a green campaign that led to the donation of 460 roofi ng tiles to 
EPIC Homes to benefi t underprivileged Orang Asli families.

Nestlé and Tetra Pak managed to 
collect 3.62 million used beverage 
cartons, double the initial target.
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Singapore supermarkets 
lead a green retail wave

S
upermarkets lead the way in a 
new wave of eco-consciousness 
among retailers in Singapore. 
Given their potential for energy 

savings, reducing the use of plastic bags 
and other pro-environment initiatives, 
supermarkets are obvious candidates for 
the green movement.

But, apart from supermarkets, 
other retailers and service providers are 
showing that creative ways can be found 
to go green. Probably not many of us 
can imagine how a hairdresser can be 

eco-friendly. Later you will read how J’s 
Salon makes it possible. 

Large-scale pro-environment initia-
tives in Singapore are mainly led by gov-
ernment agencies, such as the Singapore 
Environment Council (SEC) and the 
Building and Construction Authority 
(BCA), which launched a Green Mark 
awards programme in 2005 to recognise 
eco-friendly business and residential 
premises. 

Th ese agencies have only recently 
started to include retailers. Th e BCA 

Green Mark award introduced supermar-
ket and retail categories only in Novem-
ber 2012, having earlier focused on of-
fi ce, industrial and residential buildings. 

SEC launched a pilot Project: Eco-
Shop among 32 retailers at Woodlands 
X-Change, at the Woodlands MRT 
station, in November last year. Partici-
pating retailers are given a long checklist 
of measures to save electricity, water and 
other resources as well as to minimise 
waste and promote recycling. Th ey audit 
themselves and implement the measures 

GREEN RETAILING

Singapore retailers have only recently started 
to go green, with supermarkets leading the 
way. But the momentum is fast picking up and 
many more initiatives can be expected in the 
years ahead. Richard Seah reports.

Three FairPrice supermarkets have received the BCA Green Mark award.
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before being audited by an independent 
environmental consultant. 

Once they pass the independent 
audit, the retailers get a certifi cate and 
Project: Eco-Shop decals to display at 
their shop fronts. Th e certifi cate is valid 
for two years and they can be withdrawn 
if checks show the retailers to be not 
keeping up with the standards.

More retailers can be expected to go 
green soon with the Singapore Retailers 
Association coming on board this year 
as a supporting partner for both Project: 
Eco-Shop and the SEC’s Singapore Envi-
ronmental Achievement Awards. 

Meanwhile, a private initiative led by 
Niko Eco, a newly-formed environmen-
tal company, hopes to involve as many 
retailers as possible in a project where 
residents who take part in recycling 
or community gardening projects are 
rewarded with retail vouchers. 

“Th e idea is to associate recycling 
with purchasing,” explains company 
founder Niko Tan. “We want consum-
ers to be aware that every time they 
purchase something, they will also need 
to dispose of something else.” 

Supermarkets lead the way
Th e fi rst supermarket recipients of the 
BCA Green Mark awards in November 
2012 were three FairPrice supermarkets. 
Th e newest FairPrice Finest supermar-
ket at Zhong Shan Park has achieved 
the Green Mark Platinum, which is the 
highest recognition accorded by BCA. 
Two other outlets — FairPrice Finest at 
My Village and FairPrice Supermarket at 
Ang Mo Kio Block 712 — were awarded 
the Green Mark Gold. 

More recently, rival supermarket 
chain Giant won the BCA Green Mark 
Gold Plus for its Giant Hyperfresh out-
let, which opened at Suntec City Mall in 
October last year. 

Standard “green” features at super-
markets include the use of LED lights 
(which are highly energy-effi  cient and 
durable), zonal lighting controls, motion 
sensors, energy-effi  cient refrigeration 
fans and motors, and refrigeration energy 
savings systems. But these alone are not 
enough. FairPrice has already installed 
the fi ve green features in 50 of its 121 
outlets, yet its target is to achieve 20 
Green Mark awards, and half of them 
Gold awards, in the next three years. 

“Th e Zhong Shan Park outlet, 
which won a Green Mark Platinum, 
was designed from the start for energy 
effi  ciency and it uses about 30% less 

energy compared to a typical Singapore 
supermarket,” a FairPrice spokesperson 
says. 

Other green features include: 
• A carbon-dioxide-based refrigera-

tion system that reduces carbon footprint 
by 30% and conserves energy for 
freezers. Th is system also has zero ozone 
depletion potential and low global warm-
ing potential. 

• Energy-effi  cient refrigeration show-
cases that save more than 20% energy 
compared to open displays. More than 
75% of the centrally-controlled refrigera-
tion showcases are fi tted with doors and 
electronic expansion valves. Th ey also 
have anti-sweat control and electronic 
fans.

• Integrated lighting management 
with LED lighting that consumes less 

Standard “green” features at 
supermarkets include the use of 
LED lights (which are highly energy 
effi cient and durable), zonal lighting 
controls, motion sensors, energy-
effi cient refrigeration fans and motors, 
and refrigeration energy savings 
systems.

energy and auto zonal lighting controls 
and occupancy sensors that help conserve 
energy.

• Energy management system that 
enables remote monitoring of energy 
consumption patterns from headquar-
ters.

• Water-effi  cient fi ttings to reduce 
water consumption and private water 
meters to monitor consumption and 
detect leakages. 

• Eco-Corner to educate customers 
on eco-features and recycling bins to 
encourage recycling.

FairPrice says its outlets at Zhong 
Shan Park, My Village, City Square and 
Jem Mall also have dedicated Bring Your 
Own Bag checkout counters for custom-
ers who bring their own shopping bags, 
plus a FairPrice Green Reward Scheme 

FairPrice’s outlets at Zhong Shan Park, My Village, City Square and Jem Mall have dedi-
cated Bring Your Own Bag checkout counters for customers who bring their own shop-
ping bags, plus a FairPrice Green Reward Scheme that gives them rebates.
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that gives them rebates. “Th is is part of 
an initiative started in 2007 to reduce 
the use of plastic bags,” says the spokes-
person. “Last year, more than eight 
million plastic bags were saved. Th at’s 
enough plastic bags to cover more than 
100 football fi elds.” 

FairPrice has not stopped at its super-
markets. Its 16-storey FairPrice Hub 
currently under development in Benoi 
has also achieved the Green Mark for in-
corporating extensive green architecture 
features that promote sustainability and 
conservation of resources.

Small retailers do their bit
Very diff erent from FairPrice is the fi rst 
retail winner of the Green Mark award 
— J’s Salon, for its outlet at Institute 
of Technical Education (ITE) East, at 
Simei. Th is is a hairdressing salon that 
off ers practical training to ITE students, 
learning the craft of hairstyling. 

J’s Salon has three outlets, the other 
two being very high-end salons located 
within the Marina Bay Sands and Grand 
Copthorne Riverfront hotels. 

Johnny Tan, who started the chain 
with his hairdresser wife 27 years ago, 

cites two main reasons for concern 
about the environment — his experi-
ence of visiting the Sichuan earthquake 
site in China in 2007 and his explora-
tion of business sustainability. More 
recently, the 2012 Japan earthquake and 
tsunami reinforced the importance of 
helping to sustain the Earth. 

“I watched a YouTube video of the 
Japan tsunami and saw that, within 
half-an-hour, everything can be de-
stroyed,” Tan shares. “What’s the point 
of building a successful, multi-million-
dollar business for 30 or 50 years when 
everything can be destroyed in just 30 
minutes? When we think about sustain-
ing the business, we must think about 
sustaining the environment at the same 
time.” 

Tan attended the 100th anniversary 
celebrations of the French cosmetics 
company, L’Oreal, in 2009. Th ere, he 
saw a presentation of a “salon of the 
future” that incorporates eco-friendly 
features. “What I saw was just a mock-
up, not an actual salon,” Tan recalls. 
“When I came back, I decided to build 
my own.” 

His salons have a bright and open 
feel, with plenty of fl oor-to-ceiling glass 
panels. Tan says they not only reduce 
the need for artifi cial lighting during the 
day, but also give clients a soothing view 
of the greenery outside while having 
their hair done. Th e salon uses LED 
bulbs, which cost three to fi ve times 
more than halogen bulbs and do not 
generate as much heat. 

What is less obvious is the fact that 
many of the salons’ furniture and fi ttings 
have been recycled. For example, the 
salon moved an outlet from Goodwood 
Hotel to Grand Copthorne Riverfront 
two years ago and it re-used most of the 
fi xtures. “I had a hard time persuading 
the renovation contractors to recycle,” 
Tan recalls. “Th ey prefer to use new 
materials as it is easier.” 

Going green also means that J’s 
Salon stylists learn special techniques of 
washing and drying hair, by pointing 
water sprays and hair dryers in the “cor-
rect” direction. Th is not only saves water 
and energy, but also gets the job done 
faster. And J’s Salon is now teaching this 
to hairstyling students at ITE. 

“Every bit counts,” Tan points out. 
“If a stylist saves 20% on water and elec-
tricity per client, you multiply that by 
the number of stylists and customers per 
outlet, 365 days a year … and the total 
savings can be substantial.” ra

J’s Salon uses LED bulbs, which cost three to fi ve times more than halogen bulbs but do not 
generate as much heat. 

Going green means that J’s Salon stylists learn special techniques of washing and drying 
hair, by pointing water sprays and hair dryers in the “correct” direction. 
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Capturing the 
Retail REvolution
THIRTEEN of the world’s most sea-
soned and successful retail CEOs will 
be sharing their views on Capturing the 
Retail REvolution at the Global Depart-
ment Store Summit (GDSS) 2014.

Th ey include the CEOs of some of 
the best-known department stores in 
the region: DFS Group, Intime, Isetan 
Mitsukoshi, Marks & Spencer, Muji, 
Myer, Shoppers Stop and TANGS. 

GDSS is the world’s leading discus-
sion platform for department stores. 
It is a biennial conference, specifi cally 
designed for CEOs and senior execu-
tives of leading department stores, their 
brands, suppliers and vendors, as well 
as major stakeholders from the service, 
fi nance and retail real estate sectors.

GDSS 2014 is organised by the 
Intercontinental Group of Department 
Stores (IGDS) in collaboration with 
TANGS, Singapore.

Changes in customer behaviour 
and retail technology have created 
signifi cant change in the industry, says 
IGDS. Department stores and retailers 
are experiencing a retail revolution — 
hence the conference title, Capturing 
the Retail REvolution. 

Department store retailers need to 
evolve to embrace the opportunities 
provided by changing consumer pat-
terns and new advances such as digital 
media, omnichannel, cutting-edge tech-
nology and customer analysis. Strategic 
thinking and planning are essential in 
order to take advantage of new oppor-
tunities, but there are still hurdles to 
overcome. 

A key question is how to remain 
relevant, yet robust? 

Th is year’s GDSS will off er thought-
provoking viewpoints, success stories 
from renowned and dynamic retailers as 
well as highlight the business strate-
gies and investments that could help to 
deliver growth and sustainable profi t. 

GDSS 2014 consists of four main 
sessions:
• Session 1: Investing into retailing 
Continuing investments into brick-
and-mortar is now challenged by the 
inevitable need to develop and strength-
en new channels and investment in 
IT, supply-chain management, digital 
media, omni-channel and click-and-

8-9 May 2014
Pan Pacifi c Hotel 

Singapore
www.dssummit2014.org

GDSS 2014 is organised by the 
Intercontinental Group of Department 
Stores (IGDS) in collaboration with TANGS, 
Singapore.

collect. Some relevant questions for 
retailers are: Where to invest in terms 
of people, merchandise, stores, systems 
and strategy? How can you best develop 
your business? 

Th e CEOs of Banyan Tree Hotels, 
DBS Bank, Esquel Group and TANGS 
will discuss how they have invested in 
retail while successfully managing their 
core business.
• Session 2: CEO Round Table — 
Management Style & Leadership
Th is session aims to provide answers to 
questions about how the latest changes 
in the digital world impact the business. 
And whether new management styles 
and leadership models are needed.

Th e CEOs from department stores 
and their stakeholders will share their 
views and compare notes with round-
table chairperson Bernie Brookes, CEO 
of Myer Holdings. 
• Session 3: Adapting New Technol-
ogies — Opportunities & Challenges
With new communication tools in 
place, department stores and retailers 
have to reset the organisational structure 
and add new resources and management 
capacities. An integrated management 
approach is required to address the 
change. 

Th e CEOs of Intime Retail Group, 
Marks & Spencer and Muji will tell 
how they have successfully integrated 
these new tools into their business 
models. 
• Session 4: Seeing the Multi-Lifestyle 
Customer
Customers’ shopping habits have 
evolved  in recent years due to the rise 
in digital devices, while shoppers’ hyper-
connectivity has aff ected their spending 
and retail behaviour. How can retailers 
shape their business model to adapt?

In this session, CEOs of Ahlens, 
DFS Group, Isetan Mitsukoshi and 
Shoppers Stop, as well as a retail special-
ist from CommEnt, will discuss how 
they have responded to the revolution 
in retailing.

GDSS 2014 will also present the 
‘Best Department Store in the World 
2014’ title to an innovative, top-class de-
partment store. Th is award recognises an 
outstanding performance that has been 
acknowledged by industry peers. ra

Department stores need to evolve to em-
brace the opportunities provided by chang-
ing consumer patterns and new advances 
such as digital media, omnichannel, cutting-
edge technology and customer analysis.

Retailers need to consider: Where to invest 
in terms of people, merchandise, store, 
systems and strategy.
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Duty free and travel 
retail exhibit vitality
“ASIA: SHAPING THE WORLD” is 
the theme of the full-day conference and 
workshop programme that will open this 
year’s TFWA Asia Pacifi c Exhibition & 
Conference, to be staged in Singapore’s 
Marina Bay Sands Expo and Convention 
Centre from May 11-15. Th e event is 
organised by Tax Free World Association 
(TFWA).

Th e keynote speakers at this year’s 
TFWA event will be Julia Gillard, 
former Prime Minister of Australia, and 
Parag Khanna, best-selling author and 
geopolitical expert. Th e opening plenary 
session will also feature contributions 
from Erik Juul-Mortensen, president of 
TFWA, and Jaya Singh, president, Asia-
Pacifi c Travel Retail Association.

Th om Ranking, TFWA’s vice-pres-
ident, says: “Th e theme of the TFWA 
Asia Pacifi c Conference refers not only 
to the fact that the duty-free and travel 
retail business is developing rapidly in 
Asia, but also to the impact of Asian 
travelling consumers on various markets. 
Our speakers have fi rst-hand experience 
at the highest level and are very well-
placed to comment on the ways in which 
Asia is shaping the world.”

Julia Gillard was central to the 
successful management of Australia’s 
economy, the 12th biggest economy in 
the world, during the global fi nancial 
crisis. As Australia positioned itself to 
seize the benefi ts of Asia’s rise, Gillard 
developed the country’s guiding policy 
paper, Australia in the Asian Century.

Parag Khanna is a leading global 
strategist and world traveller. He was  
also a foreign policy advisor to Barack 
Obama during his fi rst US presidential 
campaign. He advises many governments 
around the world, and has published 
several best-selling books including ‘Th e 
Second World: Empires and Infl uence in 
the New Global Order. At the TFWA Asia 
Pacifi c Conference, he will draw on the 
broad themes of his book.

For anyone keen to improve their 
understanding of Asian duty-free and 
travel retail, TFWA Asia-Pacifi c con-
ference promises a day of invaluable 
insights.

Following the plenary session, par-
ticipants have a choice of four workshops 
to attend, each focusing on a particular 

11-15 May 2014
Marina Bay Sands Expo and Convention Centre

Singapore 
www.tfwa.com

Following the plenary session, participants 
in the TFWA Asia-Pacifi c Exhibition & Con-
ference have a choice of four workshops 
to attend, each focusing on a particular 
sub-region in Asia.

The duty-free and travel retail business is 
developing rapidly in Asia.

sub-region in Asia.
TFWA is widely recognised as the 

global trade body for premium brands in 
the duty free and travel retail industry. 
Ever since 1984, TFWA has worked to 
defend and promote the interests of pre-
mium brands in the duty free and travel 
retail industry. As TFWA enters its 30th 
anniversary year, it now counts more 
than 480 members.

One of the key services off ered by 
TFWA to its members is the provision 
of high-quality, targeted research studies 
that aim to deepen understanding of 
the travelling consumer, thus helping 
members and their business partners to 
fi ne-tune their commercial strategies.

After a record-breaking year last year, 
the TFWA Asia Pacifi c Exhibition & 
Conference looks set to produce more 
superlatives this year. Exhibitor demand 
for fl oor space at the Marina Bay Sands 
complex looks like it will be exceeding 
last year’s total.

Regional vitality
Boasting double-digit increases in visitor 
numbers and exhibition space, last year’s 
event demonstrated the vitality of the 
region’s duty-free business. 

TFWA shares that the same energy 
is evident this year. Preliminary sales 
data for January-October last year show 
that Asia-Pacifi c exhibits the strongest 
growth of any region (+12.9% versus 
2012). Th is has driven the region’s share 
of global duty free and travel retailing 
to 37.1%, cementing its status as the 
world’s largest region for sales to interna-
tional travellers.

While it may raise the bar again in 
size terms, TFWA Asia Pacifi c exhibition 
& Conference 2014 will also introduce 
several measures to improve the visitor 
and exhibitor experiences. TFWA says 
wider aisles between stands will enhance 
the visibility of brands. Th e addition of 
a third bar will encourage relaxed net-
working during the show, and grouping 
hospitality suites means less time spent 
walking between appointments and 
more time for meetings.

Further details of TFWA events 
can be found at www.tfwa.com. Online 
registration for TFWA Asia-Pacifi c Exhi-
bition & Conference is now open. ra

Boasting double-digit increases in visitor 
numbers and exhibition space, last year’s 
TFWA event demonstrated the vitality of 
the region’s duty-free business. The same 
energy is evident this year.
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SIAL China dynamises 
Asia’s food market
FROM quantity to quality, from variety 
to value, from trends to innovation, 
SIAL China 2014 off ers everything that 
should be in the F&B industry. SIAL 
China is Asia’s leading F&B exhibi-
tion taking place from May 13-15 in 
the Shanghai New International Expo 
Centre. It will be co-located with Bakery 
China and SIAL Wine World 2014. 

With the maturation of the modern 
retail market in China and the rising 
demand for private labels, companies 
are willing to invest in new products of 
better quality and lower cost to compete 
against established brands, observes the 
organiser of SIAL China, Comexposium 
Shanghai. Sourcing in China could not 
get easier than in SIAL China with its 
extensive product range, it says.

To make it easy for buyers and visi-
tors, SIAL China features prominent 
product zones which include:

• Dairy Zone — Organised by 
China Dairy Industry Association, this 
presents a showcase of top dairy products 
including pure milk, milk beverage, 
sorbet, ice-cream, milk powder, yoghurt 
and cheese. Th e main exhibitor is Inner 
Mongolia Yili Industrial Group Com-
pany Limited. 

• Seafood Zone — Organised by 
China Aquatic Products Processing 
and Marketing Association, this zone 
gathers well-known Chinese and leading 
seafood enterprises. Key exhibitors in-
clude Shanghai Fisheries General Corp, 
Shandong Oriental Ocean Group Co, 
Ltd, Xianghai Food, Dalian Keybridge 
Marine Seeds Co, Ltd. 

• Fruit and Vegetable Zone — Th is 
zone is organised by the Foreign Eco-
nomic Cooperation Centre, Ministry of 
Agriculture of China. 

• Th e Shandong Agricultural Zone 
is organised by the Department of Com-
merce of Shandong Province. Shandong 
is the leading province of China’s agricul-
tural exports market. Its export volume is 
22.7% of the total in China.

Sweet sensation
As China is the second biggest confec-
tionery market in the world, Sweets & 
Snacks is naturally one of the highlights 
in SIAL China. Last year, elite exhibitors 
including Chocmod SA, Dan-D Foods, 

13-15 May 2014
Shanghai New International Expo Centre

Shanghai, China
www.sialchina.com

SIAL Wine World is a professional and pre-
mium B2B wine trading platform catering 
to professional wine producers, distributors 
and retailers.

Companies are willing to invest in new 
products of better quality and lower cost 
to compete against established brands, 
observes Comexposium Shanghai, the 
organiser of SIAL China.

PDO-PGI Products, Binggrae Co, Ltd 
and Caff arel made a strong presence. 
Th is year, SIAL China intends to create 
another sweet sensation. Th e Sweets & 
Snacks sector will continue to display its 
strength in the show.

SIAL China 2014 will also launch 
the third edition of “Chocolate World”. 
Th is event will feature both high-end in-
dustrialised chocolate-making corpora-
tions and boutique companies specialis-
ing in handmade chocolate products.

SIAL China is the premium 
platform to connect international and 
domestic buyers. It is supported by 
many international exhibitors as well, 
including Gefa eV, Wines of Germany, 
Bateel International, Corex Foods and 
Food Bridge Ltd. 

Show organiser Comexposium 
Shanghai says the booths are almost fully 
booked. Confi rmed national pavilions 
include Turkey, Italy, Switzerland, Tuni-
sia, Denmark, Belgium, Spain, Greece, 
the US, Portugal, Canada, Chile, Argen-
tina, South Korea, Malaysia, Australia, 
Mexico, India, Indonesia, New Zealand 
and many more. France is the guest 
country-of-honour.

Co-located with SIAL China 2014 
is the SIAL Wine World 2014. It is a 
professional and premium B2B wine-
trading platform catering to professional 
wine producers, distributors and retail-
ers. Participants are strictly qualifi ed.

According to China Customs’ 
report, China’s wine import reached 
US$1.06 trillion, 300 million litres in 
the fi rst eight months of 2013, register-
ing a 4% growth over the comparable 
period in 2012. 

As Chinese consumers move up-
wards in quality wine consumption, they 
will fi nd a wide range of middle-to-high-
end wine on the shelves at SIAL Wine 
World 2014. 

Pavilions from Germany and South 
Africa have confi rmed their participa-
tion in SIAL Wine World 2014. Many 
other countries have also expressed their 
strong interest in the show, according to 
Comexposium Shanghai.

Th e show will feature many interest-
ing events, such as pairing of suitable 
wine with Chinese food which is fi lled 
with spices and fl avours. ra

SIAL China will be co-located with Bakery 
China and SIAL Wine World 2014. 

p33p34p35p37.preview.0414.indd   35 4/17/14   5:19 PM



36   Retail Asia April 2014  

 PREVIEW

A networking platform for 
the ASEAN food industry 
SIAL ASEAN is slated to run from June 
11-13 at the World Trade Center, Metro 
Manila, with the theme ‘Best Kept Secret 
for Food and Wine Business in Asia’.

“As the demand for a more diverse 
and international food market heightens, 
this is an ideal time for a renaissance in 
Philippine culinary culture — and it ap-
pears that the global food market agrees,” 
notes MAFBEX Events Management, 
the organiser of SIAL ASEAN.

MAFBEX, in partnership with 
Comexposium, aims to bring the magic 
of SIAL to the ASEAN market. Seasoned 
with more than 50 years of experience, 
SIAL is the place to identify the most 
dynamic food markets and generate 
business opportunities in a business-to-
business (B2B) environment.

Each year, its eight trade exhibitions 
gather together 12,000 exhibitors from 
100 countries, and attract more than 
280,000 visitors from 200 countries. 
With innovation embedded in its DNA, 
SIAL off ers unique insights into food 
trends and innovations.

Making food history
Th e upcoming SIAL ASEAN will focus 
on satisfying the industry’s growing 
needs for a more dynamic networking 
platform. Expecting more than 15,000 
trade buyers at the event, SIAL ASEAN 
is poised to be a rich opportunity for 
startups and growing businesses to show 
the products and services they have to 
off er.

SIAL ASEAN expects to foster sever-
al trade and export relationships between 
businesses. Suppliers, manufacturers, 
distributors, importers and exporters can 
use the event to build mutually benefi cial 
business networks.

Among the 500 exhibitor booths 
from 20 countries are showcases of 
alcoholic beverages, bakery, canned 
and preserved products, confectionery, 
cured meats and deli, dairy products and 
eggs, frozen food, fruit and vegetables, 
gourmet and fi ne food and grocery prod-
ucts. Also included are health products 
and food supplements, ingredients and 
outsourcing solutions, meat, poultry and 
game, non-alcoholic beverages, organic 
products, prepared meals, convenience 
products, seafood, and wines. 

11-13 June 2014
World Trade Center

Metro Manila, Philippines
www.sialasean.com

SIAL ASEAN expects to foster several trade 
and export relationships between busi-
nesses.

With innovation embedded in its DNA, SIAL 
offers unique insights into food trends and 
innovations.

More than 15,000 trade visitors 
are expected from businesses including 
cafes, restaurants, clubs and bars, cater-
ing and foodservice, central purchasing 
groups, distributors, food manufacturers, 
producers, processors, grocery and con-
venience stores, retailers, supermarkets 
and hypermarkets, wholesalers and wine 
merchants.

SIAL ASEAN’s Hosted Buyers 
Programme has invited 300 top ASEAN 
buyers and will arrange matchmaking 
opportunities and one-on-one meetings. 

To showcase worldwide innovations 
as selected by a jury of food experts 
as well as those off ered by exhibiting 
companies, SIAL Innovation will turn 
the spotlight on current and future con-
sumption trends. 

Th ere will also be an area for in-the-
kitchen demonstrations and training 
known as the La Cuisine by SIAL, 
featuring international foodservice pro-
fessionals and chefs.

With the backing of MAFBEX, one 
of the Philippines’ biggest food expo or-
ganisers, and SIAL, reputedly one of the 
world’s best platforms for innovations in 
the food industry, SIAL ASEAN looks 
set for a resounding success ra

The upcoming SIAL ASEAN will focus on 
satisfying the industry’s growing needs for 
a more dynamic networking platform.

As the demand 
for a more diverse 
and international 
food market 
heightens, this is 
an ideal time for 
a renaissance in 
Philippine culinary 
culture – and it 
appears that the 
global food market 
agrees.
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CIBUS to feed global
success of Italian food
WITH one in fi ve ‘Made in Italy’ food 
products sold abroad, and almost 40% 
of the country’s food businesses cur-
rently operating on foreign markets, the 
sector remains a growing one. Last year, 
Italian food exports grew by 6.5% over 
the previous year, with 62.5% going 
to other European markets, 10.6% to 
the US, 1.8% to Latin America, 1.5% 
to Australia, 1.7% to the Middle East, 
5.3% to Asia and 0.7% to South-east 
Asia. 

In this context, leading Italian food 
fair Cibus will hold its 17th edition in 
the northern city of Parma from May 
5-8. Organised by national food-and-
drink industry association Federalimen-
tare and Parma Fairs, the event is slated 
to draw buyers and operators from 
around the world, with the overall ob-
jective of making Italian companies ever 
more projected towards foreign markets. 

“Recent food export data remains 
positive, so Cibus 2014 is aptly placed 
to seek out every possibility of develop-
ing and supporting the export-oriented 
aspect of Italian businesses,” says Feder-
alimentare president Filippo Ferrua. 

“We must capitalise on our dis-
tinctive skills by forging alliances with 
leading operators in our target markets 
— for example, we set up a joint venture 
with the Cologne Fair, guaranteeing our 
exhibitors maximum visibility on the 
Asian market thanks to privileged access 
to the Th ai trade fair Th aifex. Cibus will 
be heading to China and South America 
next, thanks to our alliances with other 
leading trade fairs,” explains Parma Fairs 
CEO Antonio Cellie.

“Cibus Market Check” is a parallel 
initiative sponsored by Fiere di Parma 
and Federalimentare. After meeting 
wholesalers in Russia, Th ailand, Brazil 
and the US on 2013, the next stop is 
Japan. Buyers from those countries will 
participate in Cibus 2014. 

Buyers from retail chains such as 
Globus Gourmet (Russia), HeB (US), 
Grupo Pao de Acucar (Brazil), AEON 
(Japan), Rewe (Germany), Intermarche 
(France), Jumbo (Holland), Loblaw 
(Canada) and Delhaize (Belgium) will 
be welcomed too.

Cibus 2014 will host an award 
presentation to the foreign wholesaler 

5-8 May 2014
Parma Exhibition Centre

Parma, Italy
www.cibus.it/en

Cibus 2014 is slated to draw buyers and 
operators from around the world, with the 
overall objective of making Italian compa-
nies ever more projected towards foreign 
markets.

Under the CIBUS Retail section, a 1,000sqm 
exhibiting zone will host a conference area 
and 100 stands with Lekkerland’s suppliers. 

that best promotes food made in Italy. 
Th e award will be announced during 
an event that includes a presentation of 
the most promising markets for Italian 
products and a panel discussion with 
Italian producers and retailers. 

Th e fair will have a wide-ranging 
programme, including novelties such as 
“Cibus nel Dettaglio” (Cibus Retail), an 
initiative that promotes traditional food 
retail. It is sponsored by Lekkerland, a 
leading multinational distributor of con-
fectionery, drinks and impulse products 
in Italy. 

A 1,000sqm exhibiting zone will 
host a conference area and 100 stands 
with Lekkerland’s suppliers. Carletto 
Barovero, executive board member at 
Lekkerland, says: “Our aim is to be the 
key player at Cibus by zooming in on 
food retail and its challenges. We will 
also showcase new concepts of the ideal 
shop and the ideal assortment.”

Cibus 2014 will involve the catering 
and travel retail industries as well with 
a conference titled “Alimentiamo le 
vendite” (Increasing sales), which will 
introduce caterers and retailers active in 
duty free and travel areas. 

Export is not an exclusive option 
for large food companies, but must 
also involve SMEs. For this purpose, 
the new area “Italian Region B2B” has 
been introduced at Cibus 2014. Here, 
the SMEs from diff erent Italian regions 
that produce traditional Italian food 
will showcase their products to foreign 
import companies looking for fi ne food.

“We have been able to propose to 
producers and distributors a new Cibus 
version, even closer to the market’s 
needs and we received amazing reac-
tions,” says Elda Ghiretti, Cibus’ brand 
manager. “In fact, we have fi lled the 
whole 130,000sqm of the fair and have 
several exhibitors on our waiting list.”

Among the new entries this year 
are products with the Kosher or Halal 
certifi cate. Both market segments show 
interesting growth trends, especially 
from an export perspective.

Th is year, Cibus is the proud host of 
a conference dedicated to the future of 
marketing, sponsored by the University 
of Parma and Nielsen. It will focus on 
wholesale marketing. ra

The fair will have a wide-ranging pro-
gramme, including novelties such as “Cibus 
nel Dettaglio” (Cibus Retail), an initiative 
that promotes traditional food retail. 
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With the backdrop of a manpower crunch in Singapore, there is still much positivity and 
interesting developments in F&B, reports Eleanor Yap.

Emerging trends in Singapore’s
F&B and hospitality industry

T
he F&B and hospitality 
industry in Singapore has had 
its share of challenges includ-
ing a manpower crunch. But 

the industry has also seen some interest-
ing trends. Retail Asia speaks to Otto 
Weibel, an F&B and culinary consultant, 
and three Singapore chefs — Terence 
Chew, F&B director/executive chef at 
Sentosa Golf Club; Eric Neo, executive 
chef at InterContinental Singapore; and 
Edmund Toh, assistant vice-president, 
Resorts World Sentosa Hotels and 
Casino — to get their perspectives. Toh 
and Neo are also the president and vice-
president respectively of the Singapore 
Chefs Association.

Can you share some emerging F&B 
trends?
Edmund Toh: Th e concept of the quick 
service restaurant, for example, Hong 
Kong dim sum restaurant Tim Ho Wan, 
which came [into its own in] Singapore. 
It has a production kitchen and it 
maintains a top-quality and consistent 
product. Another trend is food produc-
tion, for example, Bakerzin and Le Saint 
Julien, which have moved to produc-
tion customised to meet the demands 
of hospitality, and the bistro café/bakery 
concept such as Paul, which off ers casual 
dining.
Eric Neo: Th e emerging food trends that 
I see would be modern Indian/classic 
Cantonese and, of course, modern Asian. 
People nowadays are more open and will-
ing to explore new food concepts. [Th is 
has given them] more options to choose 
from and restaurants are opening with 
these concepts in mind. For example, a 
simple dish with a focus on taste and a 
clean presentation.
Terence Chew: I fi nd the omakase-style 
of cuisine very interesting. (Editor’s 
Note: Omakase meaning ‘I leave it to you’ 
describes restaurants where the chef decides 
the menu and diners leave the selection to 
the chef.)
Otto Weibel: Th e fi rst is that people like 

to share food. You see this now a lot in 
western restaurants where people order 
several dishes and they put them in the 
middle and share. Secondly, there is more 
al fresco dining.

Another food trend — people like 
to go to restaurants where they are aware 
of the food they are getting. Customers 
these days want simple food but cooked 
with the freshest of ingredients and 
cooked to perfection. Fusion confusion is 
out! People are also looking for reasona-
ble-priced restaurants. Restaurants which 
are higher-priced are a niche market.

Is there is a manpower crunch and how 
can we move forward? 
Toh: With the labour crunch and 
companies tightening their expenses, 
the investment of training is required to 
justify the curriculum to benefi t not just 
the training school but also the em-
ployee so as not to lose any man hours. I 

would suggest four days working in the 
industry, two days at school and one day 
of rest.

Also, I would suggest collapsing posi-
tions, providing F&B staff  with higher 
salary to perform multiple tasks, focus on 
on-the-job training, and share resources 
and training among departments.
Neo: Th ere is indeed a manpower issue 
in our industry. We are unable to hire 
foreigners and Singaporeans are not keen 
on F&B jobs [which involve] long hours. 
Th ey [also] have to work on weekends 
and holidays. I think it is necessary to 
increase the salary of F&B professionals 
and ensure a career path is being planned 
for the individual.
Chew: Job enlargement is the answer, 
but it needs to be rewarded through lift-
ing the “No tipping please” custom. In 

“Fusion confusion is 
out!”

— Otto Weibel

“Food production [is 
now] customised to 
meet the demands 
of hospitality.”

— Edmund Toh
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New York, one can feel how professional 
the service staff  is.
Weibel: Defi nitely there is manpower 
crunch. Even though we have more 
hotels and restaurants and it is easy for 
Singaporeans to enter this business, 
not many are interested because of the 
long and irregular working hours, and 
not-so-attractive pay. My suggestion is 
to increase pay especially for service and 
kitchen staff  and to give better benefi ts 
such as weekend stays in the hotel or din-
ing out monthly in other outlets. 

To overcome this, hotels and restau-
rants have to work closer with schools, 
such as Institute of Technical Education 
(ITE), At-Sunrise Global Chef Academy, 
Singapore Hotel and Tourism Education 
Centre (Shatec), to get the best out of 
their students. I think another problem 
is many institutions get a lot of students 
from overseas who pick up a diploma 
course. When they get their certifi -
cate, they are not able to get a job in 
Singapore. Th is should be changed and 
they should have a chance to work for at 
least one to two years in Singapore since 
the country did train them. Th is would 
help the industry a lot.

What other challenges are being faced 
in the F&B and hospitality industry?
Neo: Another challenge is food wastage. 
At InterContinental, we monitor our 
food waste daily and try to keep it at its 

lowest by preparing as close to reserva-
tion as possible and providing recipes to 
chefs as per group of 10, so that it’s easier 
to prepare the food.
Weibel: I have seen many restaurants 
open and close. It is mostly because of 
increased rent. Building owners should 
do more to help to keep those restau-
rants. 

However, with the bad, there is also 
some good. In Singapore, we are very 
fortunate as the market for ingredients 
from overseas is very free and we can get 
the best ingredients, which is good for 
the industry.
How has the scene changed since you 

joined the industry?
Toh: [Today’s] young chefs can easily ac-
cess the Internet to Google for informa-
tion, using technology on smartphones, 
so they can gain knowledge faster.
Neo: Chefs nowadays are much more 
exposed to a larger cuisine as well as 
high-tech equipment to help them in 
their daily work. Chefs of the past relied 
a lot on manual, precise recipes. Also, 
grooming standards have improved.
Chew: In the earlier days, chefs were 
more closely in contact [with their peers] 
as they met frequently after work.
Weibel: Chefs today are more open-
minded. When I was young, chefs were 
considered very tough people. Th e work 
of a chef was hard because he would 
work long hours and work hard when 
the customer comes in. It was very 
demanding, and you would have to work 
during the holidays as well as weekends. 
It was a hard job. 

[Nowadays] we try to bring chefs out 
of the kitchen. We want the chef to have 
guest relations. Chefs have improved to 
be polite and also to listen to customer 
feedback. 

In the old times, people didn’t like 

feedback; however, this has changed. Th e 
chef associations today have also brought 
chefs closer together so they can do more 
networking and sharing to keep up with 
the latest trends, and so on.

What are some best practices, be it in 
system processes or inclusion of cer-
tain technology, in your restaurants?
Neo: One best practice is separation of 
recycling items. At InterContinental, 
we are very committed to going green; 
therefore, this act allows us to play our 
part.
Chew: Sous-vide or vacuum-pack cook-
ing. ra

“Food wastage is a 
challenge.”

— Eric Neo

“Job enlargement 
is the answer to 
the manpower 
crunch.”

— Terence Chew
Otto Weibel: 

Customers these 
days want simple 
food but cooked 
with the freshest 

of ingredients 
and cooked to 
perfection. Fu-

sion confusion is 
out! People are 
also looking for 

reasonable-priced 
restaurants. 
Restaurants 

which are higher-
priced are a niche 

market.
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Toddler milk formula: 
Hello Kitty of packaged food

MILK formula is one of the fastest grow-
ing food categories globally, with double-
digit growth rates being driven by the 
insatiable appetite of the world’s youngest 
consumers. 

A third of the US$41 billion spent 
on milk formula globally last year went 
to toddler milk formula products alone, 
making it the single largest milk formula 
category, ahead of standard milk formula 
(for newborns) and follow-on milk for-
mula (for babies aged six months to one 
year).

 In the past 15 years, sales of toddler 
milk formula have grown by nearly 
400% in constant value terms, with it 
having gone from a product that was 
overlooked to becoming an essential item 
in the shopping baskets of most middle-
class parents. 

Increasing marketing restrictions on 
toddler milk formula could be seen as 
a threat, but it is unlikely that this will 
make too much of a dent in sales. 

A fashion item commanded by 
parents and children alike, it is hard not 
to draw parallels between the toddler 
milk craze and that of Asia’s most-loved 
fi ctional character, Hello Kitty.

As with all infant formula catego-
ries, the growth of toddler milk formula 
has been driven by rising demand from 
Asia-Pacifi c, notably China (sales of 
toddler milk formula in China tripled 
over the past fi ve years, with more than 
40% of global toddler milk formula sales 
accounted for by China alone) but also 
Indonesia, Vietnam and Th ailand. 

Rising incomes mean that parents 
are able to buy milk formula not only 
for their infants but also their toddlers. 
Global companies have capitalised on this 
new generation of parents in Asia-Pacifi c 
and other emerging markets, with food 
safety scandals still having a lasting eff ect 
on local brand loyalty. 

Last year, Mead Johnson, Nestlé, 
Danone and Abbott accounted for 

nearly a 50% value share of toddler milk 
formula in Asia-Pacifi c, with retail value 
sales of US$6.6 billion between them.

Regulation is likely to become 
increasingly strict. Th e European 
Parliament has already placed a ban on 
the use of baby images on the front of 
formula products, while the European 
Food Safety Authority (EFSA) recently 
announced that the use of toddler milk 
formula does not off er any additional 
value in meeting the nutritional require-
ments of children aged one to three years.

Th e World Health Organisation 
(WHO) has recommended exclusive 
breastfeeding up until the age of four to 
six months. However, in most countries, 
toddler formula is not covered by current 
marketing regulation, although it seems 
likely that this will change, especially as 
the number of overweight and obese chil-
dren globally — which currently stands 
at more than 40 million according to the 
WHO — continues to rise.

Craze phenomenon in 
Asia-Pacifi c
In Europe, where parents are becoming 
ever more aware of the controversy sur-
rounding childhood obesity and where 

the population of children aged zero to 
four is smaller, tighter regulation is likely 
to have a negative impact on sales, which 
are forecast to be fragile, with a CAGR 
of 2% over 2013-2018. 

In comparison, the consumption of 
milk formula in Asia-Pacifi c is almost a 
craze, and brand loyalty and recommen-
dations from family and friends, as well 
as the large baby population, are likely 
to continue to reinforce sales of toddler 
formula, with or without limitations on 
marketing. 

In parts of the region, particularly 
China, demand is outstripping availabil-
ity to the extent that an illicit trade in 
milk powder has developed. 

Authorities in Hong Kong were 
forced to place export restrictions on 
toddler formula last year to protect 
domestic supply as large quantities were 
being carried across the border to the 
mainland, either for personal use or for 
resale. 

Despite narrowing restrictions on 
trade and marketing, consumption of 
toddler milk formula will continue to 
rage on for as long as parents in Asia-
Pacifi c see it as an essential item in their 
shopping trolley. ra 

In the milk formula food category, toddler milk formula is the biggest star. 
Lauren Bandy, food analyst at Euromonitor, draws a parallel between 
the toddler milk craze in Asia-Pacifi c and the attraction of Asia’s most-
loved fi ctional character Hello Kitty.

The Largest Five Toddler Milk Formula Markets Globally — Historic and Forecast % CAGRs.

Source: Euromonitor International
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Mondelez inks global strategic
partnership with Facebook
SNACKS and 
candy giant Mondelez 
International has 
committed to put 
Facebook at “the core 
of [its] media investment plans” and 
signed a deal with the social network.

Th e agreement, described as a global 
strategic partnership, covers 52 countries 
and will go beyond a traditional media 
buy to include “a joint commitment to 
innovation, opportunities to opt into 
Facebook’s beta-testing programmes, 
access to research and capability building 
through immersion days in priority mar-
kets”, said a Mondelez media statement.

Th e 52 countries include the UK, 
the US, France, Brazil, India, Indonesia 
and the Gulf States. 

Mondelez International said it will 
continue to “shift more media spending 

to digital, especially 
social and mobile, 
across the entire con-
sumer journey”.

“Our recent 
campaigns with brands such as Cadbury 
Creme Egg, Milka and Nilla Wafers 
demonstrated that Facebook can drive 
business growth, and this made us 
rethink our media approach,” said Bonin 
Bough, vice-president of Global Media 
and Consumer Engagement, Mondelez 
International. 

“For the fi rst time, we’ll be able to 
incorporate Facebook at the core of our 
media investment plans. Th is isn’t just 
about having a social media strategy; it’s 
about digitising our entire approach to 
communications.”

“As an industry, we’re shifting back 
to a more personal way of marketing,

leveraging technology to bring a per-
sonal touch to business with the scale 
and effi  ciency of mass media,” said 
Carolyn Everson, vice-president, Global 
Marketing Solutions, Facebook.

“Every day, people spend more of 
their time on mobile and on Facebook, 
which is built around people and the 
things they care about. We’re excited to 
team up with Mondelez International to 
make marketing personal again.”

 “Social and mobile is now an inte-
gral part of the consumer’s journey — 
before and after making a purchase,” said 
Gerry D’Angelo, European media direc-
tor, Mondelez International. “Th erefore, 
it makes business sense to partner with 
Facebook at a global level to leverage 
their capacity to engage with consumers 
at these critical points of the consumer 
journey to accelerate our growth.” ra 
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Japanese plastic packaging 
industry set for growth
THE Japanese plastic packaging industry 
is in rapid growth, according to a new 
report from Canadean, and demand for 
high-quality and aesthetically pleasing 
packaging will aid further growth of the 
plastics industry.

In its Latest Trends and Key Issues 
in the Japanese Retail Packaging Market 
report, the market researcher forecasts 
that fl exible and rigid plastics packaging 
demand in Japan will increase by 6.9 bil-
lion packs between 2012 and 2017.

“Japanese consumers place high 
importance on quality packaging; they 
are very engaged in the presentation of 
products and need to be convinced that 
packaging is fl awless, with particular 
regards to detail, colour and labelling,” 
said Canadean.

Canadean’s senior analyst, Ronan 
Staff ord said this factor will drive the 
wider use of plastic packaging and the 
development of more innovative plastic 
pack formats.

A demanding population in Japan 
has created a spike in the use of plastic 

Tetra Pak 
acquires Miteco
TETRA PAK, a major leader in food 
processing and packaging solutions, has 
acquired Switzerland-based Miteco, a 
leading provider of production solu-
tions for soft drinks, fruit juices and 
liquid food, with a particular strength 
in carbonated soft drinks. 

 “Th e acquisition of Miteco posi-
tions Tetra Pak as a world leader in pro-
duction solutions for carbonated soft 
drinks, with an unrivalled product port-
folio backed by strong technical support 
and broad geographic presence,” said 
Tim High, executive vice-president of 
Tetra Pak Processing Systems. 

“It also extends the company’s 
beverage production capabilities in a 
number of key areas, including sugar 
handling, dissolving, refi ning, mixing 
and blending beverage ingredients, 
providing an important complement 
to our existing portfolio of processing 
solutions.” ra 

packaging for items such as beauty, 
drinks, luxury cosmetics, and health and 
beauty products.

According to Canadean, demand 
from skincare and make-up sectors alone 

will grow at a CAGR of 4.2% and 2% 
respectively during 2012 to 2017.

As these sectors grow, manufacturers 
should therefore remain conscious of the 
quality, as well as the look and feel, of 
packaging materials, noted Canadean.

Canadean cites the example of 
AquaGirl Cosmetics, which has made use 
of DuPont’s Surlyn 3D over-moulding 
technology to create a plastic pack that 
“has the look and feel of luxury glass, 
while maintaining important barrier 
properties to protect the product”. 

In addition, Canadean forecasts the 
demand for rigid plastic bottles, jars and 
tubs to “increase signifi cantly” over the 
next few years.

Th e company predicted that demand 
for jars will grow particularly strongly 
at a CAGR of 3% between 2012 and 
2017. Th e growth refl ects rising demand 
for this packaging type in the health and 
beauty sector, as Japan’s increasingly age-
ing population requires packaging that 
is easy and convenient to use, as well as 
aesthetically pleasing. ra 

Fonterra progresses on 
milk plant in Indonesia
NEW ZEALAND milk producer, 
Fonterra, has begun construction on its 
new manufacturing plant in Indonesia, 
the largest of its investments in South-
east Asia in the last decade.

Th e new milk factory, located in 
Bekasi, West Java, will be set up at a 
cost of NZ$36 million (US$31 mil-
lion). Th e blending and packing plant 
is being built to support 
Fonterra’s consumer brands 
Anlene, Anmum 
and Anchor 
Boneeto.

Pascal De 
Petrini, Fonterra’s 
regional manag-
ing director, said 
the plant will help 
meet Indonesia’s 
fast-growing dairy 
market. “Demand 

for dairy in Indonesia is expected to 
grow by around 5% each year to 2020, 
and our investment in this facility will 
help support this growth,” he said.

De Petrini said the plant will have 
the capacity to pack and blend 12,000 
tonnes of advanced and base nutrition 
milk powder products annually, equiva-
lent to about 87,000 packs of Anlene, 

Anmum and Anchor Boneeto 
annually. It is expected to 

be operational 
by March next 
year. ra 

AquaGirl Cosmetics has made use of 
DuPont’s Surlyn 3D over-moulding tech-
nology to create a plastic pack that “has 
the look and feel of luxury glass, while 
maintaining important barrier properties 
to protect the product”. 

upport
mer brands 

s 

p 

y 
d 

Anmum and 
annually. It is

Other than the 
powder milk 
plant, Fonterra’s 
future plans 
include the devel-
opment of fresh 
milk business in 
Indonesia. 

p38-p42,p44.fba.0414.indd   42 4/17/14   5:18 PM



Retail Asia April 2014   43

 FOOD BUSINESS ASIA

Antibiotics-free chickens
SINGAPORE company Kee Song 
Brothers Poultry has successfully 
conducted a large-scale trial to show 
that chickens can be successfully reared 
without administering any antibiotics 
but with a new technology using several 
strains of Singapore lactobacillus. 

To show the eff ectiveness of its new 
technology without use of antibiotics, 
Kee Song Brothers Poultry invited six 
large international companies to take 
part in the experiment from May to 
August last year, which involved breeding 
180,000 chickens at its farm in Johor.

Antibiotics are widely used by poul-
try farmers to prevent disease among the 
poultry and as growth promoters to yield 
plumper chickens. However, in a devia-
tion from the trend, the US Food and 
Drug Administration (FDA) announced 
in December last year that all farming 
will be required to eliminate the use of 
antibiotics in farm animals within three 
years.

Th e fi ndings from the six companies 
in Kee Song’s experiment showed that 
their chickens have a survival rate of 
98%-99%, compared to normal-grown 
chickens with antibiotics, which have 
survival rates averaging around 95%.

In addition, among other positive 
fi ndings, there were zero cases of chick-
ens infected with cocci, a pathogen that 
causes coccidiosis, prevalent in chicken 
farms throughout the world. Th is causes 
diarrhoea, slower growth and even fatal-
ity among the birds.

Kee Song’s technology, developed 
and perfected over the past 2½ years, 
has resulted in birds with lower fat and 
cholesterol levels.  

Kee Song Brothers Poultry is work-
ing with Otemchi Biotechnologies to 
showcase their new technology with a 
view to making inroads into overseas 
markets.

Th e new technology using Singapore 
lactobacillus has been turning heads over-
seas, attracting attention from as far off  
as the Brazil Poultry Farmers Association. 
Kee Song Brothers Poultry said the 
technology has also drawn interest from 
industry players from the Middle East 

and South-east Asia.
“A reason why the Singapore lactoba-

cillus is superior is that we are a tropical 
country and experience summer the 
whole year — whereas this is not so in 
the temperate countries,” said Otemchi’s 
director, Dr Chia Tet Fatt, a molecular 
biologist by training. 

“We provide a very competitive 
environment versus the temperate coun-
tries. Our lactobacillus is already trained 
for perpetual summer. In Singapore, we 
get fl ora and fauna that is native to the 
climate — whereas fl ora and fauna from 
temperate countries would need to ac-
climatise to the tropical climate.” ra 

Yili opens European R&D centre in Netherlands
TOP Chinese dairy company Yili Group 
has inaugurated its research and develop-
ment centre in Wageningen University in 
the Netherlands, becoming the fi rst such 
Chinese R&D centre in Europe.

Th e centre will focus on milk cow 
cultivation, dairy product research and 
food safety.

Pan Gang, president of Yili, said 
Europe would become the most im-
portant part of the company’s R&D 
systems.“We shall not only cooperate 
with the top research institutions, but 
also continue to conduct the world-
level research. We will also invite global 
experts into our R&D team,” he said.

Wageningen University and its R&D 

Kee Song’s technology, developed and perfected over the past 2½ years, has resulted in 
birds with lower fat and cholesterol levels.  

centre are leading scientifi c research 
institutions. With more than 15,000 
researchers, the surrounding area of the 

university is known as the European 
“food valley” with global food and nutri-
tion research clusters.

Th e chairman of Wageningen 
University Aalt Dijkhuizen said as the 
largest dairy product consuming market 
in the world, China supplies the milk for 
a sixth of the world’s population, which 
is an extraordinary achievement.

“Wageningen University looks 
forward to cooperating with Yili in pro-
moting the progress of the global dairy 
industry,” he added. ra 

Yili’s new R&D centre will focus on milk cow 
cultivation, dairy product research and food 
safety.
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Singapore consumers careless 
about packaging information
THE majority of Singaporeans do not 
read or understand the information print-
ed on food packaging, a recent survey has 
revealed.

Th e poll commissioned by milk and 
dairy produce manufacturer Greenfi elds 
looks into the buying habits of 
Singaporeans for basic produce including 
dairy and other household items.

More than half (58%) of those polled 
said that they typically “ignored” or did 
not read the information on packaging 
before purchasing dairy products or other 
produce, while 52% of the respondents 
claimed that they were not sure how to 
verify or validate packaging information 
before making their purchase.

“It is important that consumers know 
what they are buying and especially with 
fundamental foodstuff s such as milk, 
cheese and bread,” Jan Gert Vistisen, 
head of sales and marketing, AustAsia 
Food, said.  

“Awareness of what goes into each 
product is the fi rst step in helping us 
make the healthy choice, but it also ena-
bles us to assert our rights as consumers,” 

he explained.
Food labelling has been identifi ed as 

critical in the global fi ght against obesity. 
US First Lady Michelle Obama recently 
launched a change in the labelling re-
quirements for US food products making 
them easier to understand. 

Many producers still do not provide 
adequate or accurate information on 
packaging which prevents consumers 
from making informed decisions on basic 
produce, Greenfi elds said in a statement.

“Singaporean consumers are lagging 
behind many of their global counterparts 

Power Flowers
food colouring
BARRY CALLEBAUT’S IBC brand, 
specialised in colour and printing 
technology for food applications, has 
launched Power Flowers, a revolutionary 
method to colour chocolate, fi llings and 
compound chocolate. 

Made from tempered cocoa butter 
and 40% colouring agents, the Power 
Flowers enable food professionals to 
make their own colourfully personalised 
creations.

IBC said by simply using the Colour 
Master chart as a guide, every colour of 
the rainbow — ranging from deep red to 
light green and from blue to purple — 
can be applied to any fat-based product 
of choice. ra 

Tetra Pak debuts bio-based caps
TETRA PAK has launched the world’s 
fi rst bio-based opening for gable top 
packages.

Manufactured using high density 
polyethylene (HDPE) derived from 
sugar cane, the bio-based version of 
TwistCap OSO 34 marks another step 
forward in Tetra Pak’s ambition to make 
fully renewable packages. 

Last year, the company delivered 1.1 
billion bio-caps globally, an increase of 
more than 80% over the past year.

Tetra Pak said 80% of the mate-
rial in a one-litre Tetra Rex carton is 
paperboard, which is made from wood, 
a renewable resource. By introducing the 
new bio-based cap, the content of renew-
able material in the package increases 
by an additional 4%, helping to further 
improve the environmental performance 
of the package without compromising its 
functionality or recyclability.

“Launches of bio-based caps have 
been appreciated by customers such 

as Valio, the Finnish dairy who is the 
fi rst to use the new version of TwistCap 
OSO 34 for its products,” said Christina 
Chester, product director at Tetra Pak. 
“We are glad that customers see value 
in our eff orts to help them boost their 
environmental profi le.”  ra 

in demanding and analysing the informa-
tion on food products,” said Vistisen. 
“Educating our consumers to ensure best 
practices in food safety and a healthy 
consumer awareness is still a fundamen-
tal challenge in a country where slick 
advertising too frequently overrules better 
judgment.” 

According to the study, up to 77%, 
stated that they were mostly infl uenced 
by promotional marketing and advertis-
ing materials before purchasing groceries, 
including dairy products. Of these, 27% 
said that they were frequently dissatisfi ed 
with their purchases as they fell short on 
the “promise”. 

An astounding 84% of the respond-
ents were unaware of the next steps to 
take to ensure producers refrained from 
misleading the consumer. 

“Th e results from this poll provide an 
insight into the behaviour and attitudes 
among consumers in Singapore and it 
is worrying,” said Vistisen. “We urge 
consumers to be more aware and more 
assertive in protecting their rights and 
interests.”  ra 

More than half (58%) of Singapore 
consumers polled said that they typically 
“ignored” or did not read the information 
on packaging before purchasing dairy 
products or other produce.

Easter eggs 
painted with 

Power Flowers 
food colouring.

Tetra Pak customers using the standard 
TwistCap OSO 34 can easily transfer to the 
bio-based version without the need for 
any additional investment or modifi cation 
to their existing fi lling machines.
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MOTHER’S DAY 2014 is on May 11, Sunday. Consumers are big fans of this one special day when they 
are wont to open their hearts and wallets to let their mother know she is No.1. Retailers love having 
the opportunity to present the best Mother’s Day gift ideas and to ring up the cash registers. There are 
the perennial Mother’s Day favourites such as jewellery, cookbooks, kitchen gadgets, and more. Now, 
there are also trendy products for the modern, stylish mum.

Mother’s Day Specials

IN its 2014 Spring/Summer line-up, Uniqlo launches a special 
collection created in collaboration with French fashion icon Ines de 
La Fressange. 

The collection offers clothing that Ines would wear. Ines’ charm 
lies in her universal style which combines refi ned feminine beauty 
with a touch of mischievous playfulness. Her concept is Paris-
ian chic, based on authentic quality and individual values. It is a 
mixture of genres, utilising a wide range of items from luxury to 
vintage, for a universal appeal. 

The collection includes items such as caps, stoles, blouses and 
pants. ra

SAMSONITE RED presents an extensive 
range of bags that would make great 
gift choices for Mother’s Day.

The range includes the Bono Clutch, 
Bono Mini Cross, Bona Shopper, Bona 
Tote, Verdi Clutch, and SR Park Summer 
Shopping Bag, with a variety of bag 
sizes and styles. 

Colours include basic black and 
white and eye-pleasing pastels. ra

Uniqlo-Ines tie-up 

Samsonite bagsOsim uShape

THE extensive colour range — darks, 
neutrals, warm accents and fashion colours 
— of the Trussardi Women’s 
Sunglasses 2014 
draws inspira-
tion from natural 
beauty, excavations 
and treasure hunters. 

The luxurious 
materials and excellent 
craftsmanship gives rise to a collection 
of high-quality designs with a touch of 

creativity.
Trussardi Women’s collection focuses 

on big angular frames that complement 
almost every 

face shape. 
The marble 
prints add a 

hint of elegance and poise 
to the usual dark frame. Lenses 
are coloured, to meet the needs 

of modern women who prefer 
sunglasses that bring out individuality. ra

Trussardi sunglasses

t

hint of ele
to the usual da
are coloured to

i i 45

e

OSIM uShape is for the modern working mother who enjoys offi ce 
snacks while busy at work. It is a full-body vibration exerciser that 

helps to burn off calories without exhaustive effort. 
Osim says the slender and portable exerciser is 

designed to achieve a full body workout with little 
time and effort, making it the perfect tool for trim-

ming fats accumulated from regular snacking.
Snacking on rich foods while at work and 

desk-bound lifestyles can result in poor circulation 
from inactive muscles. 

Movement and exercise are recom-
mended for strengthening those 
muscles, and improving circula-

tion and fl exibility. OSIM 
promises that one 

can trim off 246 
calories resulting 
from snacking on a curry puff, just by using the 

uShape for 18 minutes. ra
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R
etailers are challenged by ris-
ing operating expenses due to 
higher manpower and rental 
costs. Meanwhile, their ability 

to raise prices is limited in an environ-
ment of keen competition, market trans-
parency and deals-loving customers. 

How do brick-and-mortar retailers 
profi t under such conditions? Th is article 
posits raising productivity as the way to 
go.

Productivity is often associated with 
cost savings, such as getting the same 
things done at a cheaper price. Th is 
focuses on effi  ciency. However, retailers, 
if not careful and if they do not keep 
up with changing consumer behav-
iours, may end up driving effi  ciency on 
something that is obsolete. Kodak is an 
example, focused on the effi  ciency of 
their print photography instead of catch-
ing on with digital photography.

Th ere is another side of productiv-
ity — driving revenue. Th is focuses on 
eff ectiveness by fi nding the right things 
to do. Apple Stores birthed because 
Apple did not think that the conven-
tional retail stores would do it their 
way: Allow shoppers to try any Apple 
product, have their concerns handled by 
knowledgeable specialists, and when they 
are ready to buy, set up the products for 
them even before they leave the store. 

Th ese services translate to higher 
costs due to the need for more dem-
onstration sets, space and employees. 
But Apple is aiming to achieve more 
customer engagement, more smiles per 
square foot at the stores that would even-
tually be converted to more sales.

Productivity is about both eff ective-
ness and effi  ciency. Th e environment is 
ever-changing; retailers need to adapt 
by constantly seeking the right things 
to do and fi nding better ways to execute 
so that they can satisfy and/or exceed 
consumers’ needs.

Outside-in approach
Eff ective productivity begins with an 
outside-in approach. Scan the environ-
ment for opportunities. Learn and move 
fast. Delete the obsolete tasks. Deter-
mine the right things to do. Th en adopt 
better ways to do it.

According to Jim Collins, who 
proposed the ‘First Who, Th en What’ 

Winning through productivity

Dr Lynda Wee
CEO
Bootstrap pte ltd

mantra, successful companies are relent-
less in seeking and appointing the right 
people fi rst. Once found, these right 
people will ask the right questions and 
determine the right things to do.   

Productivity at the top is about 
having a strong management bench of 
talented leaders who can drive per-
formance and bring their companies 
to another level. Th ey lead with vision. 
Th ey are clear on their core busi-
ness, customers and activities. With 
disciplined thought, they engage in 
disciplined actions to achieve optimum 
results. Th ey stay focused and say no to 
things that do not contribute to their 
core business.

With a clear vision of their com-
pany goals, employees no longer work 
in the dark. Th ey can work more 
purposefully by aligning their thoughts 
and actions to the vision. Leaders can 
engage them in ideas generation and 
implementation, thereby capitalising on 
their expertise.

Lego’s CEO, Jorgen Vig Knudstorp, 
exemplifi es eff ective leadership. His 
vision is to produce toys that children 
would not just want, but want more of. 
He defi nes children as the company’s 
core customers even as Lego provides 
timeless fun for people of all ages. 

He identifi es the clutch power as 
Lego’s unique selling proposition. Th e 
clutch power is the important feature 
of Lego bricks, which are easy to snap 
together tightly and easy to separate, 
thereby readily allowing for de- and re-
construction. Th e clutch power appeals 
to human creativity by off ering endless 
permutations of creations.

Knudstorp also emphasised the 
importance of performance and built 
a culture where results count. He said: 
“We needed to build a mindset where 
non-performance wasn’t accepted 
because there is no place to hide if 
performance is poor.”

Productivity is creativity
High productivity is about doing more 
with less and yet achieving the same, 
if not better, results. If employees stay 
within their comfort zone and keep 
applying the same process in a rapidly 
changing world, they are in fact regress-
ing and becoming less productive.

To be productive is to be bold. Be 
courageous in thinking, doing and 
reviewing. Give employees permission 
and space to be creative, to the point of 
possible failure. When they fail, employ-
ees must be equipped to recover fast and 
keep moving forward.

If leaders communicate their vision 
clearly to their employees and empower 
them to explore better ways to achieve 
the vision, won’t this make their jobs 
better? If employees can make their jobs 
better, they then can “make every job 
better”, an advice shared by Singapore’s 
Labour Chief, Lim Swee Say. When 
every job is made better, productivity 
will rise.

Regular feedback
Employees need regular constructive 
feedback to improve their performance. 
Currently, there are three common 
responses that leaders give at feedback: 
Say positive things, say negative things 
or say nothing. 

Of these, to say nothing is the 
worst. Without feedback, how can 
employees improve? With information, 
they are compelled to act responsibly.  

If leaders want to hold their em-
ployees accountable for their perform-
ance, they need to tell them the truth. 
Providing feedback is another way of 
expressing that leaders notice and care 
about the things that employees say and 
do.

To win in today’s competitive mar-
ket, retailers need to seriously embrace 
productivity. Appoint productivity-
centric leaders, be clear on where the 
company wants to go, articulate ac-
ceptable work behaviours, do the right 
things right, promote creativity and 
provide regular feedback. ra

Dr Lynda Wee is a specialist in retailing, business 
growth and leadership development. She is the 
CEO of Bootstrap Pte Ltd (www.bootstrap.
com.sg).
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 CALENDAR

May

May 5-8
CIBUS International Food 
Exhibition
The key event of the Italian agri-food sector and 
the platform for promotion of “Made in Italy” 
food.
Parma Exhibition Centre
Parma, Italy
www.cibus.it/en

May 8-9
4th Global Department Store 
Summit
Capturing the retail revolution.
Pan Pacifi c Hotel, Singapore
IGDS (Intercontinental Group of Department 
Stores)
www.dssummit2014.org

UPCOMING EVENTS
To submit listing information, please e-mail: info@retailasia.com.sg

May 12-16
TFWA Asia-Pacifi c Conference & 
Exhibition
The region’s essential event for duty free and 
travel retailing, gathering major brands plus Asia’s 
foremost retailers and airports.
Marina Bay Sands Expo & Convention Centre, 
Singapore
TFWA 
www.tfwa.com

May 13-15
SIAL China 2014
The leading Asian meeting point for the F&B 
industry.
Shanghai New International Expo Centre, China
Comexposium (Shanghai) Co. Ltd
www.sialchina.com

May 13-16
Seoul Food & Hotel
International exhibition for the F&B, hotel, 
restaurant, foodservice, bakery and supermarket 
industries, incorporating Wine Korea 2014, Meat 
Korea 2014, Seoul FoodTech 2014.
Korea International Exhibition Center, Goyang
KOTRA (Korea Trade Promotion Corporation)
www.seoulfoodnhotel.co.kr

May 20-22
NCA Sweets & Snacks Expo 
The confectionery and snack industry’s most 
successful, world-class event.
McCormick Place, Chicago, Illinois, USA
National Confectioners’ Association
www.sweetsandsnacks.com

June
June 10-12
Retail Asia Expo 2014    
Where retailers come to shop.
Hong Kong Convention and Exhibition Centre
Diversifi ed Events Hong Kong, LLC
www.chinaexhibition.com/Retail_Asia_Expo_2014
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2014
June 11-13
SIAL ASEAN         
The ASEAN Food Marketplace.
World Trade Center Metro Manila, the Philippines
The Comexposium Group
www.sialasean.com

June 20-22
IFRA 2014     
The biggest international franchise industry and 
business concept expo in Indonesia.
Jakarta Convention Centre, Indonesia
Debindo Mitra Dyantama
www.infra-indonesia.com

June 23-25
SCM Logistics & 
Manufacturing World 2014       
Innovation & strategy for Asia’s logistics & supply 
chain leaders.
Suntec Singapore International Convention & 
Exhibition Centre
Terrapinn Pte Ltd
www.terrapinn.com/2014/scm-logistics-and-
manufacturing-world

July

July 4-6
Luxury China 2014     
One-stop shopping for international high-end 
brands.
Beijing Exhibition Centre, China
Beijing Zhenwei Exhibition Co Ltd
www.chinaexhibition.com/Luxury_China_2014

July 8-11
Hong Kong Fashion Week for 
Spring/Summer 
Asia’s largest and world’s second largest fashion 
event offering the latest in apparel, accessories and 
fashion-related products to global buyers.
Hong Kong Convention and Exhibition Centre
Hong Kong Trade Development Council
www.hktdc.com/hkfashionweekss

July 16-20
Franchise Asia Philippines     
Asia’s biggest 4-in-1 franchise event.
SMX Convention Center, Manila, the Philippines
Philippine Franchise Association
www.franchiseasiaphl2014.com.ph

August

August 15-19
Hong Kong Food Expo     
Showcasing food products from all over the world 
and offering business opportunities in food supply 
and distribution.
Hong Kong Convention and Exhibition Centre  
Hong Kong Trade Development Council
www.hktdc.com/hkfoodexpo

September

September 2-4
Seafood Expo Asia   
Asia’s premium seafood marketplace.
Hong Kong Convention and Exhibition Centre
Diversifi ed Business Communications
www.asianseafoodexpo.com

September 4-8
Hong Kong Watch & Clock Fair    
The world’s largest timepiece event focusing on all 
sectors of the watch and clock business..
Hong Kong Convention and Exhibition Centre
Hong Kong Trade Development Council
www.hktdc.com/hkwatchfair

November

November 12-14
FHC China 2014    
The premier business exhibition for the food and 
hospitality sector in China.
Shanghai New International Expo Centre, China
China International Exhibitions
www.fhcchina.com
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