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G
lobal fast-food chain McDonald’s has been in business since 15 
May 1940. To date, it has more than 33,000 restaurants in 119 
countries serving nearly 70 million customers every day. Indeed, 
McDonald’s would never have fl ourished if franchising was not its 

course of expansion. 
Ray Kroc, the founder of McDonald’s Corporation, had a vision to build 

a restaurant system that would be famous for food of consistently high quality 
and uniform methods of preparation. To achieve this vision, he persuaded 
franchisees and suppliers to join him in working not for McDonald’s but for 
themselves, together with McDonald’s. His famous slogan “In business for 
yourself, but not by yourself ” underscores the importance of the partnership 
between the franchisor and the franchisee.

Till this day, the idea of building a successful business by being a 
franchisee of a popular brand continues to capture the imagination of young 
entrepreneurs all over the world. Franchising is also a well-accepted method 
of market expansion for new and established businesses that want to ramp up 
their operations and build up their business quickly.

Franchising is a rapidly growing sector in the Philippines, Malaysia, 
Singapore, and even in emerging economies such as Vietnam and Myanmar. 
A quick count reveals that there are more than a dozen dedicated franchising 
events on the Asian shows calendar throughout the year — or on the average 
three shows every two months. Such an intensive franchising show calendar 
only serves to underline the growing interest in franchising.

In addition to the red-hot interest, it is a positive development that the 
franchising sector is showing signs of maturity and increasing sophistication. 

Today, franchising brand owners are entering the market 
armed with more thought-through preparation about 

their concepts, product strengths as well as support 
for their franchise partners.

Franchisors and franchisees can also avail 
themselves of the services of experienced 
franchise consultants. In this issue, Retail 

Asia correspondents give an update on new 
developments on the franchising scene in key 

markets and speak to franchising consultants who 
share practical advice and tips on how to make a 

greater success out of franchising.

Successful franchising:
‘In business for yourself,

but not by yourself ’

Sharon Tian
Managing Editor
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 ONE VIEWPOINT

A
sian retailers appear headed 
for tough times as economic 
prospects in the region point 
to a mixed picture.  

In Part 2 of this article on the 
outlook for Asian economies, we re-
visit developing scenarios of the global 
economy and look at just-released Q2 
report cards and expert prognoses of 
the global and Asian region economic 
outlook.  

Unfortunately, there is more bad 
news than good. Th e US economy 
managed to rebound from its dismal 
Q1 performance and US job growth 
and consumer spending improved in 
Q2. However, the Eurozone economy’s 
lacklustre Q1 performance fl oundered 
further in Q2. Asian economies did 
not do much better in Q2 despite 
considerably improving Purchasing 
Managers Index (PMIs) across the 
region. 

Exacerbating Asia’s economic 
quandary, Asian consumer confi dence 
has generally sagged. Th e outlook for 
Asian retailers in the remaining months 
of the year is unhappily grim — tough 
times lay ahead for the all-important 
year-end holiday shopping.

Global economy still a patchy 
picture
Underscoring the patchy recovery of 
the world economy, the International 
Monetary Fund (IMF) titled the July 
update of its World Economic Outlook 
report as An Uneven Global Recovery 
Continues … In the update, IMF shaved 
down its 2014 global growth by 0.3% 
to 3.4% citing continuing downside 
risks to be a concern. IMF cautioned: 
“Global growth could be weaker 
for longer, given the lack of robust 
momentum in advanced economies ...”

Th e advanced economies are indeed 
a concern.

Th e US economy expanded at 
a seasonally adjusted annual rate of 
4.0% in Q2 — posting a better-than-

Part 1 of this article in the August issue 
of RETAIL ASIA looked at a faltering global 
economy as it went into Q1 of 2014. By 
mid-year, the global economy appeared 
to be mired in setbacks and its much-
hoped-for recovery grossly dampened. 
The outlook for Asian economies was in 
turn a mixed picture. 

Part 2 now looks at Q2 report cards 
of the world’s major economies. The US 
economy managed to rebound from 
its dismal Q1 performance. However, 
the Eurozone economy’s lacklustre Q1 
performance fl oundered further in Q2. 
And Asian economies did not do much 
better in Q2 along with a sagging Asian 
consumer confi dence. The outlook for 
Asian retailers in the remaining months 
of the year is grim.

 

Steven HL Goh
Executive Chairman

Retail Asia

expected growth. Consumer spending 
increased an impressive 2.5% which is 
more than double the 1.2% rise in Q1. 
Job growth remained sturdy in Q2, 
with a robust 288,000 jobs added in 
June alone. However, just one month 
after, the growth momentum seemed 
to have tapered off . US retail sales were 
reportedly fl at in July compared with 
the prior month. And the number 
of jobs created in July came down to 
209,000 — well below expectations. 
Th e US Federal Reserve has expressed 
caution about job creation momentum. 
At the Fed’s annual economic policy 
conference in late August, Fed chairman 
Janet Yellen reportedly said: “Five years 
after the end of the recession, the labour 
market has yet to fully recover ... and 
there remains considerable uncertainty 
about the level of employment.”

Th e Eurozone economy fared worse. 
Eurostat, the Statistical Offi  ce of the 
European Union, revealed that the 
growth among the 18-nation Eurozone 
grounded to a standstill in Q2 — 
dragged down by poorer-than-expected 
performance of Germany and France, 
the currency bloc’s largest economies.  

Bringing Japan into the discussion 
here, the picture looks even more 
dismal among the world’s advanced 
economies in Q2. Japan’s Q2 
performance tumbled by a whopping 
annualised 6.8% — the country’s worst 
slump since the Fukushima earthquake 
in March 2011. Analysts blamed the 
contraction on the April 1 sales tax 
hike. 

Asian economies a mixed 
picture
Asian economies are generally fi ne but 
not uniformly so across the region. 
In the July supplement to its Asian 
Development Outlook (ADO), the Asian 
Development Bank maintained its 
earlier forecast of a 6.2% GDP growth 
for developing Asia as a whole for 2014. 

Th e ADO Supplement, however, 

Asian Economies: Mid-year outlook

Tough times ahead
for Asian retailers?
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cut the growth expectations of the 
South-east Asian economies for 2014 — 
down to 4.7% from its earlier forecast 
in April of 5%. Singapore is a case in 
point. Its Q2 growth was 2.4% — half 
of the 4.8% expansion posted in Q1. 
Indonesia is another case. Its GDP 
growth for the fi rst half of 2014 was a 
year-on-year 5.2%. Malaysia, however, 
is an exception. Its Q2 growth posted 
a laudable 6.4% that surpassed market 
expectations.

Elsewhere across Asia, the economic 
growth scenarios remain somewhat of 
a mixed picture. Th e South Korean 
economy advanced a seasonally adjusted 
0.6% in Q2, slowing from a 0.9% 
expansion in the previous two quarters.  
And advance estimates showed private 
consumption declined for the fi rst 
time in fi ve quarters. Taiwan, on the 
other hand, painted a rosy picture. Its 
Q2 economic growth was 3.8% — the 
fastest pace in the past six quarters.  

Asian PMIs and Consumer 
Confi dence
PMI, which measures manufacturing 
activity in Asia’s industrial powerhouses 
gained good traction in June and July 
after languishing for months. 

China’s fi nal HSBC/Markit 
PMI rose to 50.7 confi rming its fi rst 
expansion in six months. In July, the 
index rose to 51.7 — the strongest rate 
of improvement for a year-and-a-half. 
Many of the other Asian industrial 
powerhouses such as Japan, India and 
Indonesia exhibited similar pictures of 
improving manufacturing activity. 

Improving PMI obviously augurs 
well for economic growth and therefore 
consumer markets.

Another key index that critically 
drives consumer markets is consumer 
sentiments. How is the index doing 
right now? Th e Nielsen Global Survey of 
Consumer Confi dence and Spending, one 
of the world’s leading consumer polls, 
provides some insights into the question. 
It measures consumer confi dence 
around a baseline confi dence index of 
100. Th e Q2 2014 issue of the Nielsen 
Survey found that globally, consumer 
confi dence had only advanced modestly, 
and in the case of Asia-Pacifi c, it had not 
grown much.

Nielsen said: “Consumer confi dence 
in Asia-Pacifi c remained fl at from the 
fi rst quarter at 106. India posted the 
biggest quarterly index increase of the 
60 countries measured (globally) with a 
rise of seven points … Confi dence also 
increased in the Philippines (120), South 
Korea (53) and Malaysia (93), and held 
steady in China for a third consecutive 
quarter at 111.”

Nielsen also found that Q2 
consumer confi dence declined in 64% 
of the polled Asia-Pacifi c markets. 
Th ankfully, more than two-thirds of 
the Asia-Pacifi c markets had indices of 
at least 90 points and a considerable 
43% of them were above the 100 points 
baseline index.

So while the times ahead for Asia 
retailers are likely to be tough, there are 
a couple of bright spots that could help 
to ring up the sales this year-end holiday 
season. ra
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 NEWS

DAIRY FARM INTERNATIONAL 
HOLDINGS is taking a minority stake 
in Shanghai-listed hypermarket and su-
permarket operator Yonghui Superstores.

Pan-Asian retailer Dairy Farm will 
pay RMB5.69 billion (approximately 
US$925 million) to acquire a 20% stake 
in Yonghui, which owns 288 hyper-
markets and supermarkets across 17 
provinces in China.

Dairy Farm, which operates 5,800 
outlets comprising hypermarkets, con-
venience stores, health and beauty stores, 
home furnishing stores and restaurants, 

said the acquisition is aimed at taking 
a larger share of China’s modern food 
retailing sector.

“As a leading Asian retailer, Dairy 
Farm has for some time been looking for 
opportunities to participate in the large 
and high growth Chinese market. Th is 
strategic partnership with Yonghui pro-
vides an attractive way to do that,” said 
Dairy Farm group CEO Graham Allan.

Th e acquisition comes at a time when 
FMCG retailers are consolidating amid 
slowing economy and tougher competi-
tion. ra

Dairy Farm buys stake in 
Yonghui Superstores

BUCKING the slowdown in China’s 
FMCG sector, Chinese hypermarket 
operator Sun Art has reported a rise in 
fi rst half net profi t.

Sun Art Retail Group reported 
that its net profi t during the fi rst half 
rose 8.5% to RMB1.7 billion yuan 
(US$276.2 million) on turnover growth 
of 7.9% to RMB48.04 billion as it con-
tinued to expand into lower-tier cities.

While more diversifi ed ways of shop-
ping and slower growth in consumer 
spending led to fl at same-store sales, Sun 
Art said it had improved margins by 
leveraging economies of scale with the 
push into lower-tier cities.

Sun Art Retail is the joint venture 
between Taiwan conglomerate Ruen-
tex Group and French retailer Groupe 
Auchan SA. It competes with Wal-Mart 
Stores in China and local rivals including 
China Resources Enterprise Ltd.

During the period, Sun Art opened 
one Auchan and three RT-Mart hyper-
markets. It intends to continue expand-
ing, having secured 162 new sites.

Besides brick-and-mortar stores, Sun 
Art also sells through its e-commerce 
platform feiniu.com which now has 
750,000 registered members.

“Both RT-Mart and Auchan banners 
will continue to open stores in more re-
gions in China, either as leased or prop-
erty projects; we will also make necessary 
investments in IT systems and marketing 
to enhance the very positive trends we 
start to see in our online business,” said 
Bruno Robert Mercier, CEO and execu-
tive director of Sun Art Retail. ra

Sun Art profi t 
lifts with 
expansion

Dairy Farm International, which operates 5,800 outlets, said its acquisition of a stake in Yong-
hui Superstores is aimed at taking a larger share of China’s modern food retailing sector.

Sun Art Retail is the joint venture between 
Taiwan conglomerate Ruentex Group and 
French retailer Groupe Auchan SA.

JAPAN’S Lawson, which operates 
one of the world’s largest convenience 
store chains, plans to build a network 
of stores specifi cally targeted at the 

aged. It says the move is a response to 
Japan’s ageing population.

According to Th e Japan Times, the 
stores will have specialist staff  to aid 
senior citizens. 

Lawson targets to open 30 such 
stores by March 2018, and the fi rst 
in February next year in Saitama 
Prefecture.

Th e convenience stores for the 
aged will be operated in partner-
ship with Wisnet, a welfare service 
provider.

Lawson also plans to tie up with 
fi tness providers to open fi tness-
focused stores. ra

Lawson plans stores for the aged

Lawson targets to open 30 C-stores for 
the aged by March 2018, and the fi rst in 
February next year in Saitama Prefecture.
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 NEWS

Heinemann opens two new 
travel stores in Indonesia

TRAVEL retailer Heinemann has 
opened two new stores in Surabaya, 
Indonesia. Th e stores at Juanda Inter-
national Airport are operated by a joint 
venture with Plaza Bali Duty Free.

Th e fi rst store, Surabaya Duty Free, 
spans 548sqm and off ers a wide range 
of products across many categories 
including perfume and cosmetics, leather 
goods, travel accessories, liquor and 

tobacco, fashion and accessories, confec-
tionery and local delicacies.

Th e second, Bon Bon Voyage, meas-
ures 141sqm and features food products 
including chocolates and fruits.

“Surabaya Duty Free is our fi rst 
multi-category store in Indonesia and 
we look forward to a successful venture 
here,” said Heinemann Asia-Pacifi c CEO 
Max Heinemann. ra

UNIQLO is launching four new 
stores in Singapore by the end of the 
year, bringing its total store count in 
the island state to 22 stores. 

Th e new Uniqlo stores are located 
at large shopping malls: One KM, 
4,500sqf; Nex, 9,500sqf; Jurong 
Point, 11,500sqf; and Seletar Mall, 
9,300sqf. 

Th e One KM store will off er 
men’s wear and women’s wear, while 
the Nex, Jurong Point and Seletar 
Mall stores will have a product range 
in Men’s, Women’s, Kids’, Babies. 

Managing director of Uniqlo (Sin-
gapore), Satoshi Onoguchi, said: “At 
Uniqlo, we believe that our LifeWear 
should be accessible to everyone, 
which is why we are opening more 
stores to cater to major residential and 
shopping areas in Singapore.”

Earlier this year, Uniqlo opened 
three new stores in Singapore; at 
Changi Airport, Kallang Wave, and at 
One Raffl  es Place.  ra

Uniqlo to launch 
four new stores 
in Singapore by 
year-end

The fi rst Heinemann store, Surabaya Duty Free, spans 548sqm and offers a wide range of 
products including confectionery.

FJ BENJAMIN HOLDINGS, one 
of Asia-Pacifi c’s leading retailers and 
distributors of international brand names 
in the fashion and lifestyle sector, has 
announced net loss of S$22.1 million 
(US$17.6 million) for its fi nancial year 
ended June 30 this year (FY14) with a 
record operating loss of S$12.9 million in 
the fourth quarter.

Profi tability was hard hit by a 
slowdown in luxury spending in North 
Asia, protracted deep discounting among 
South-east Asia retailers, rising costs in 
Singapore coupled with a sharp fall in 
spending by tourists from Indonesia and 
China. 

Demand for the group’s portfolio 
of fashion and timepiece brands was 
particularly depressed in the fourth quar-
ter, with dampened tourist arrivals and 
spending. Revenue for 4Q14 fell 14% to 
S$77.3 million from S$89.6 million in 
4Q13.

FJ Benjamin reports FY2014 net loss
For the full year, group revenue 

slipped marginally by 1% to S$368.2 
million from S$373.4 million in FY13. 
Th e aggressive markdowns by retailers 
in Singapore and Malaysia in eff orts to 
clear inventory eroded profi tability for 
the group’s lifestyle brands. Gross margin 
fell from 43% in FY13 to 39% for this 
fi nancial year.

Nash Benjamin, CEO of the group, 
said: “Th e fourth quarter was the worst 
we’ve seen in decades. We faced pressures 
on all fronts with falling demand and 
rising costs. Across the group, we have 
taken steps to reduce inventory, downsize 
and close underperforming stores, and 
cut costs; this will improve our produc-
tivity going forward. Like all retailers in 
Singapore, we will have to manage the 
triple whammy of lower demand, rising 
costs and labour shortage. 

“Looking ahead, we don’t expect a 
meaningful upturn in sentiment and con-

sumer spending in the near to medium 
term. However, we believe that our strat-
egy of expanding in the larger and grow-
ing markets of Malaysia and Indonesia, 
and strengthening our brand portfolio 
across the region will improve operating 
results in the coming months.” ra

Demand for FJ Benjamin’s  portfolio of 
fashion and timepiece brands was 
particularly depressed in the fourth quarter.
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 NEWS

COURTS ASIA LIMITED, one of 
South-east Asia’s leading electrical, IT 
and furniture retailers, has reported sales 
of S$194.1 million (US$155.2 mil-
lion) for the fi rst quarter ended June 30 
this year (Q1 FY14/15), representing a 
marginal dip of 1.5% from the previous 
year’s quarter. 

Net profi t declined 27.9% to S$5.1 
million, with impact mainly from higher 
distribution and marketing as well as 
administrative expenses, as the group 
expands its footprint and operations in 
the region, Courts Asia reported.

Sales in Malaysia rose 8.2% in Q1 
FY14/15, contributing approximately 
33.7% to the group’s sales. Th e new 
stores opened by the group in the 
second half of FY13/14 contributed to 
the growth.

Sales from Singapore which made up 
approximately 66.3% of the group’s sales 
for Q1 FY14/15 was down by 5.9% 
on the back of reduced participation 
in tradeshow days to focus on margin 
improvement initiatives. Th ere was also 
some impact from slower bulk sales of 
digital products during the quarter.

Courts Asia’s executive director and 
group CEO, Terry O’Connor, said: 
“Given the challenging retail market, 
we expect Singapore’s performance to 
remain lacklustre in the short term. 
Apart from cost-effi  ciency initiatives, we 
have been actively working on mar-
gin enhancing initiatives. At the same 
time, we are making good progress in 

New stores contribute to Courts sales

transforming ourselves into a full-
fl edged omnichannel retailer to increase 
the touch-points with our customers 
and enhance the consumers’ shopping 
experience.

“In Malaysia, while we have seen 
some top-line contribution from new 
stores, we have observed that the con-
sumption pattern for the period leading 
up to Hari Raya was fairly muted. Th e 
tighter control on household borrowings 
by the Malaysian government has nega-
tively impacted consumer sentiments.”

In line with Courts’ business 
expansion, distribution and marketing 
expenses rose 17.5% to S$17.8 million 
in Q1 FY14/15, driven by an increase 
in advertising expenditure. Adminis-
trative expenses too increased 12.3% 

in Q1 FY14/15 to S$35.8 million on 
higher rental and depreciation charges 
arising from the opening of new stores 
in Singapore and Malaysia, as well as 
higher impairment allowance on trade 
receivables arising from a higher credit 
portfolio.

Consequently, the group registered 
a 27.9% decline in net profi t to S$5.1 
million in Q1 FY14/15, from S$7 mil-
lion in Q1 FY13/14.

O’Connor added: “We are well on 
track with our expansion into our third 
major market — Indonesia — with 
our fi rst ‘Big-Box’ Megastore slated to 
open in Bekasi, Jakarta by September 
this year. We remain fi rmly focused for 
three stores to be operational in greater 
Jakarta by calendar year 2015.” ra

In line with Courts’ business expansion, distribution and marketing expenses rose 17.5% to 
S$17.8 million in Q1 FY14/15, driven by an increase in advertising expenditure.

PHILIPPINES luxury retailer SSI Group 
targets to have more than 900 stores by 
next year.

Th e Tantoco-led company, which 
includes Stores Specialists Inc, retails 
more than 100 international brands in 
the country including Hermès, Prada, 
Gucci, Burberry, Salvatore Ferragamo, 
Lacoste, Michael Kors, Kate Spade, and 
Gap. 

It plans to roll out more than 200 
stores between now and the end of 2015, 
adding to its existing 655.

Th e company said it will also add 
more brands to its portfolio to satisfy 
Filipinos’ growing appetite for luxury 
products.

It is looking to launch an IPO in 

Philippines’ SSI ramps up network

The Tantoco-led company, SSI Group,  which 
includes Stores Specialists Inc, retails more 
than 100 international brands in the Philip-

pines including Hermès.

November to raise as much as php12.4 
billion (US$283.6 million) to support 
its expansion plan. SSI Group said it is 
targeting to open as many as 188 stores 
this year — 67 of which were already 
opened by June — and another 115 new 
stores in 2015 alone.

“We intend to capitalise on our 
strong brand portfolio and market 
leadership in the specialty retailing in-
dustry by further increasing our market 
penetration through an aggressive yet 
systematic store expansion strategy,” the 
company said. ra
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International brands fl ee high 
rents in Hong Kong core districts
INTERNATIONAL brands are mov-
ing to quieter areas of Hong Kong for 
cheaper rents. In particular, the New Ter-
ritories is attracting retailers who want to 
reduce their operating costs.

An example is Swedish retailer 
H&M who will open a fl agship at Tai Po 
Mega Mall by the end of the year.

Executive director for retail at con-
sultancy Cushman and Wakefi eld said 
retailers have taken a cautious approach 
in leasing because the growth of retail 
sales has slowed in recent months.

“Th ey would rather expand in shop-
ping malls in Sheung Shui and Tuen 
Mun than in second- or third-tier shop-
ping streets in core districts. Th ey have 
found it more profi table to rent a shop 
in the new towns.

General manager of Sun Hung Kai 
Real Estate Agency’s leasing department, 
Maureen Fung Sau-yim, said retailers 
are fi nding regional malls attractive as 
rents are lower and turnover and shopper 
traffi  c are comparable to those in urban 
areas such as Tsim Sha Tsui. ra

FRENCH retail group Auchan is ending 
its partnership with Max Hypermarkets 
in India after two years.

In August 2012, Groupe Auchan of-
fered the rights to its brand and access to 
its know-how to benefi t Max Hypermar-
kets, with a licensing agreement covering 
the whole of India and both existing and 
future stores.

In September that year, the Indian 
government had announced measures 

Auchan ends Indian partnership

A NEW shopping complex in 
Shanghai will showcase the best of 
Australia.

Australia Town, a fi ve-level mall, 
will feature zones including Austral-
ian Life, Icons, Taste of Australia and 
Business.

Th e centre is designed by the 
Greater Group. Construction is 
expected to start by the end of this 
month. ra

Shanghai to have 
Australia Town

Australia Town, a fi ve-level mall in 
Shanghai.

The New Territories is attracting retailers who want to reduce their operating costs.

Groupe Auchan said it remains committed 
to long-term investment in India, a market 
of 1.2 billion consumers.

which permitted foreign direct invest-
ments (FDI) in multi-brand retail, under 
certain conditions. Th e liberalisation, 
however, did not apply to the Indian 
subcontinent, and thus excluded some 
of the hypermarkets already under the 
Auchan licence.

Groupe Auchan and Max Hyper-
markets continued to look into the 
possibility of creating a joint venture to 
facilitate Groupe Auchan investment in 
India in 2013, which could comply with 
Indian FDI regulations. Despite their 
best eff orts, however, the two could not 
facilitate the plan.

By common agreement, both parties 
will end ties and the 12 Max Hypermar-
ket stores will no longer operate under 
the Auchan banner from next January at 
the latest.

Groupe Auchan said it remains com-
mitted to long-term investment in India, 
a market of 1.2 billion consumers. It 
will continue to explore ways to develop 
the hypermarket business model and the 
Auchan brand. ra
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CHINESE conglomerate Wanda 
Group is exploring online opportunities 
through a joint venture with Internet 
companies Tencent and Baidu.

Th e joint venture has a paid-up 
capital of fi ve billion RMB (US$813 
million). Wanda will own 70% of the 
joint venture, with Tencent and Baidu 
owning 15% each.

Th e joint venture will enable cus-
tomers to easily access Wanda’s shop-
ping malls, movie theatres and hotels 
throughout China using Tencent’s online 
maps and messaging apps and Baidu’s 
search engine.

It will also pave the way for custom-
ers to pay via their mobile devices for 
their offl  ine goods. Retailers at Wanda’s 

Wanda, Tencent, Baidu form online JV
shopping malls will also benefi t from the 
joint venture as it will launch ways to 
drive traffi  c to their stores.

By teaming up with Tencent and 
Baidu, Wanda will become the biggest 
online-to-offl  ine e-commerce platform 
in the world, said Dong Ce, the chief 
executive of the new venture. 

Online-to-offl  ine, or O2O, involves 
people using their smartphones to fi nd 
and purchase goods and services, often 
physically close to them.

“O2O is the biggest pie in e-com-
merce ... Th is is just the beginning,” said 
Wang Jianlin, chairman of Wanda and 
China’s wealthiest man with a net worth 
of US$16 billion, according to Forbes. 
Wanda has 83 shopping malls in China.

Th e Wanda-Tencent-Baidu tie-up 
will vie with Alibaba for a slice of the 
growing O2O pie. Alibaba is also quickly 
ramping up its mobile e-commerce and 
O2O off erings. ra

PROCLAIMING that we are in an era 
of ‘fashion hijackers’ where the quick 
turnaround of fashion trends makes 
it tough for independent retailers to 
compete, Modalyst says it has just the 
right solution for independent retailers 
to bring fashion to their racks even faster.

Modalyst is an online curated mar-
ketplace connecting brands and retailers 
from around the world. It started out of 
Manhattan in January last year as an 
online B2B marketplace connecting 
emerging accessory designers and inde-
pendent boutiques. 

Tapping into the changing needs of 
retailers, the Modalyst platform is based 
on collective buys which allow owners 
and those involved in purchase-making 
decisions to place orders through the 
vetted platform with other merchants for 
greater effi  ciencies. Th e platform makes 
it possible for independent retailers to 
receive bulk order discounts and gives 
them more fl exibility to test diff erent 
brands and products.

Modalyst says stores all need anchor 
brands and constantly refreshed inven-
tory to draw in the customer. Th e chal-
lenge for independent retailers is to get 
access to newly created designs all year 
round and to be able to place orders and 
receive inventory quickly. 

Independent retailers also have a 
need to order less stock, see how the 
brand performs among the customer 

Modalyst lends help to 
independent retailers

base, and then re-order based on actual 
sell-through. But they often have to con-
tend with minimum order requirements.

By aggregating multiple buyers’ 
orders and delivering them to the de-
signer as a single order, Modalyst enables 
independent retailers to make more 
nimble buys and designers to get enough 
orders to push into production.

Smaller batch ordering also means 
retailers no longer have to tie up precious 
resources in excess inventory and they 
can buy more brands with the same 
budget. ra

Wanda 
Group’s 
Wang Jianlin: 
“O2O is the 
biggest pie in 
e-commerce 
... This is just 
the begin-
ning.”

The Modalyst platform is based on 
collective buys which allow owners and 
those involved in purchase-making 
decisions to place orders through the vetted 
platform with other merchants for greater 
effi ciencies.

MULTICHANNEL apparel retailer 
Abercrombie & Fitch Co reported 
that its online sales grew more than 
12% in its fi scal second quarter, while 
its overall sales fell 5.8%.

For the fi scal second quarter 
ended August 3, online sales of 
Abercrombie & Fitch rose 12.4% to 
US$173.5 million, from US$154.3 
million in the same period in 2013. 
Its total sales, however, declined to 
US$890.6 million. It was US$945.7 
million a year earlier.

Comparable store sales, which 
include online sales, were down 
7% from the same period last year. 
Online sales were the lone growth 
area for the apparel retailer and repre-
sented 19.5% of total sales during the 
quarter, compared to 16.3% a year 
earlier.

At an earnings call with analysts, 
chief operating offi  cer Jonathan 
Ramsden said the company is focused 
on developing its omnichannel eff orts 
which should help it grow its inter-
national sales. He said Abercrombie 
& Fitch is building the technology to 
roll out omnichannel initiatives in the 
US and the same technology will be 
applicable internationally. ra

Abercrombie & 
Fitch’s Q2 Web 
sales jump
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YAHOO! has introduced Stores, an 
e-commerce platform that helps retailers 
start, build and grow businesses online.

“Yahoo Small Business took the 
best of everything we’ve learnt from our 
million-plus customers over the past 
16 years, and applied it to Yahoo Stores 
to give small business owners a more 
powerful, streamlined and beautiful way 
to turn their ideas into a business,” said 
Amit Kumar, head of Yahoo Small Busi-
ness, in an announcement.

Kumar said an online store is crucial 
for almost all retailers, though the task 
can seem daunting. Th erefore, the new 
platform makes it simple to create an 
online store and automatically integrate 
a PCI-compliant payment processing 
system, which connects retailers to a 
payment service provider in just a few 
clicks.

Stores will also feature automatic 
search engine optimisation (SEO).

“From day one, your store will have 
the same serving technology used on 
Yahoo.com, including relevant keywords 
in your website URLs, concise descrip-

Yahoo! launches e-commerce platform

tions of your website’s content and 
more,” Kumar said. “Yahoo Stores also 
has a powerful product catalogue schema 
and tools for merchants to organise and 
promote their products.”

Additional features include assis-
tance with website building and website 
aesthetics, as well as the Live Web 
Insights mobile app that allows users 

to manage their websites from their 
smartphones.

Stores is the latest brainchild of 
Yahoo!, who is actively competing with 
other search engines in the e-commerce 
game. Recently, Google piloted a 
programme to help retailers understand 
how their online ads are generating in-
store sales. ra

QANTAS AIRWAYS has launched a 
new website, www.qantaspoints.com, 
and an online mall for its frequent fl yer 
members. Qantas Frequent Flyer has 10 
million members.

Th e website allows members to earn 
points from a mix of both local and 
international retail partners including 
David Jones, Neiman Marcus, Apple, 
Net-A-Porter, Mr Porter, Th e Iconic, 
Pottery Barn, West Elm, Williams-
Sonoma, Bobbi Brown, and Selfridges.

“What started as the Qantas Fre-
quent Flyer programme has grown sig-
nifi cantly in the past few years to include 
a lot of new ways to earn points,” Qantas 
Loyalty CEO, Lesley Grant, said.

“Redeeming points for fl ights is by 
far the most popular choice for mem-
bers, but we’re always looking at new 
ways to expand,” said Grant.

Neiman Marcus’ senior vice-presi-
dent of e-commerce, Lindy Rawlinson, 
added that with Qantas Frequent Flyer’s 
broad reach into Australian households, 
it expected the new online mall to be a 
valuable channel enabling members to 
earn points while purchasing from Nei-

Qantas launches online mall for frequent fl yers
man Marcus.

Th e introduction of qantaspoints.
com and the launch of online mall are 
the latest in a number of innovations 
launched recently by Qantas Loyalty, 
including Qantas Cash, the award-
winning prepaid travel card; Aquire, the 
new loyalty programme for small and 
medium enterprises; and the announce-
ment of the new Qantas Golf Club, the 
community for Qantas Frequent Flyers 
with a passion for golf.

Members will still use qantas.com 
for booking fl ights, and to manage their 
Qantas Frequent Flyer account. ra

NEWEGG, an electronics e-tailer in the US, is expanding its footprint into India 
and Singapore.

Newegg.com off ers a comprehensive selection of the latest consumer electron-
ics products, detailed product descriptions and images, as well as how-to informa-
tion and customer reviews. Th e site also hosts an online tech community, giving 
customers the opportunity to interact with other computer, gaming and consumer 
electronics enthusiasts.

Soren Mills, chief marketing offi  cer of Newegg North America, said Newegg is 
also expanding into Ireland, New Zealand, Poland and the Netherlands. ra

US e-tailer expands into Asia

Yahoo Stores makes it simple to create an online store and automatically integrate a 
PCI-compliant payment processing system, which connects retailers to a payment service 
provider in just a few clicks.

The introduction of qantaspoints.com and 
the launch of online mall are the latest in a 
number of innovations launched recently by 
Qantas Loyalty.
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Wal-Mart shores up on e-commerce
WAL-MART is shoring up on the e-
commerce front, announcing a rede-
signed Walmart.com and the acquisition 
of technology company Luvocracy. 

Th e mass merchant e-tailer is roll-
ing out a new site with features and 
functions built on Pangaea, its in-house 
technology platform. It is overhauling 
product pages and the checkout fl ow.

Walmart.com shoppers are discover-
ing a host of new and improved features 
as part of the redesign that Wal-Mart is 
rolling out in stages.

In addition to a freshened overall 
look, Wal-Mart said it is increasing the 
amount and quality of content tailored 
to individual consumers and providing 
shoppers more information about what’s 
happening at their local Walmart stores. 

“Aside from a new bold and modern 
Web design, these updates make the 
site easier to use on tablets, and help 
customers shop faster and discover new 
products through personalisation,” a 
Wal-Mart spokesman said.

Th e new site features better quality 
and increased frequency of personalised 
item recommendations. Th e recommen-
dations may be based on a customer’s 
past searches or purchases on the site, 
and may also be suggestions of items that 
other customers typically buy along with 
the item a customer is shopping for. Wal-
Mart said it is able to deliver much more 
relevant suggestions drawing from the 
massive trove of data from both online 
and store purchases. 

@WALMARTLABS, the e-commerce 
research arm of Wal-Mart Stores 
Inc, has bought product discovery 
technology company Luvocracy.

It is the 13th technology 
acquisition for Wal-Mart in the three 
years since it launched @WalmartLabs, 
and the third this year.

Established in 2011, Luvocracy 
provides an online community that 
helps consumers discover products 
recommended by family members, 

friends and online infl uencers.
Th e 16-person team of Luvocracy, 

including CEO and co-founder 
Nathan Stoll, will join @WalmartLabs. 
Stoll previously worked at Google 
Inc and founded the search engine 
Aardvark.

Wal-Mart’s purchase of Luvocracy 
follows its acquisition of two 
companies this year  — Adchemy, 
a product research fi rm, and meal 
planning service Yumprint. ra

Walmart Labs buys Luvocracy

RAKUTEN INC has acquired Slice, a 
shopping application that helps consum-
ers keep track of their online shopping.

Terms of the acquisition were not dis-
closed. Rakuten, a Japanese e-commerce 
company that operates several online 
marketplace sites around the globe and 

Rakuten acquires online shopping service Slice

When customers click on an item 
to see more details, they will experience 
an updated item page which features 
an increased focus on product imagery, 
simpler presentation of buying options, 
purchasing choices from a marketplace 
of third-party sellers, and improved item 

description content and user reviews.
Th e spokesman said Walmart.com 

is known for “bundle” values which 
give customers the opportunity to buy 
related products together for savings, and 
in some cases, to confi gure their own 
combinations of products. Th e new item 
page coupled with a greatly improved 
bundles experience will appeal greatly to 
customers.

Th e biggest change, however, is 
an all-new e-commerce platform that 
the company has been building from 
the ground up over the past two years. 
Wal-Mart said the platform includes a 
powerful search engine, sophisticated 
personalisation and recommendation 
engines, and other state-of-the-art 
components that lay the foundation for 
future updates to come. ra

The new Walmart.com includes a powerful 
search engine, sophisticated personalisation 
and recommendation engines.

has made many e-commerce investments 
in recent years, had fi rst invested in Slice 
last year.

Th e Slice shopping app, launched in 
2011, organises the order confi rmations 
and shipping notifi cations that online 
retailers e-mail to consumers after they 
purchase. Consumers let the Slice ap-
plication access their webmail accounts to 
consolidate the information.

Slice founder and CEO Scott Brady 
said in a blog post announcing the 
acquisition: “Joining forces with Rakuten 
enables us to exponentially increase our 
ability to develop the technology and 
products to bring that transformative 
vision to life more quickly and at a scale 
beyond what we could achieve indepen-

dently.”
Rakuten had no immediate com-

ment. Rakuten, whose Rakuten Ichiba 
marketplace is the leading e-commerce 
site in Japan has invested billions of dol-
lars in recent years in e-commerce and 
online marketing companies in North 
and South America, Asia, and Europe. 

Th e company’s global e-retail sites and 
shopping portals accounted for US$18 
billion in sales last year. In June this 
year, Rakuten announced plans to invest 
US$100 million in technology startups in 
Israel, Asia-Pacifi c and in the US.

Rakuten is ranked fourth among the 
Top 10 Internet retailers in Asia-Pacifi c 
by Euromonitor in the Retail Asia-Pacifi c 
Top 500. ra

The Slice shopping app, launched in 2011, 
organises the order confi rmations and 
shipping notifi cations that online retailers 
e-mail to consumers after they purchase.
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 INTERVIEW

New realities in the battle to
drive value and market share
T

he Retail Asia Leadership 
Forum, taking place on 
November 10 this year at the 
Marina Bay Sands Singapore, 

will discuss “New Realities in the Battle 
to Drive Value and Market Share”. 
Ahead of the forum, Retail Asia 
asks Greg Th ain, CEO of Storewars 
International and the forum’s keynote 
presenter, to share his views on the top-
of-mind questions for retailers who are 
concerned about customer loyalty, use 
of technology and the impact of online 
retailing.

As brand loyalty is not an absolute 
value, but “can be bought for a price, 
a feature display or optimal shelf 
location” [StoreWars, 2012] these days, 
what should be the retailer’s strategy to 
attract and retain customers?
Greg Th ain: I have always argued over 
the years that there is no loyalty; the 
concept that consumers are loyal to a 
brand was created by advertising agencies 
and research companies, to simplify a 
very complex relationship. What there 
was, and is, is preference, and there 
are diff erent kinds of preference. Th is 
can be to a retailer who is delivering 
value, convenience, quality or even 
excitement, to name a few; or it can 
be to a manufacturer whose brands 
are delivering quality, safety, superior 
performance, and so on. Retailers fi rst 
need to understand each market, and 
deliver for that market, keep their 
promise or commitment to the consumer 
— if you promise low prices, you must 
have low prices … If your off er is better, 
fresher, higher quality, or novelty, then 
these must be delivered.

How does a retailer play to win in the 
present technology-driven industry 
and the new consumer-driven world?
Th ain: By understanding the customer 
better. You have the technology to 
track every customer in the store, to see 
where they go, where they stop, where 
they look! You can match social data to 
purchase data, then to loyalty data. You 
can receive the price information of your 
competitors, then research on where the 

market is going. But ultimately, you need 
a strategy that you deliver on.

Your latest book ‘E-Retail’ is about the 
evolution of retail e-commerce and 
focuses on the question, ‘Who will win 
online?’ What is the short answer?
Th ain: Amazon. It has grown very 
quickly to be the second largest retailer 
in the US. Th ere is a complete focus on 
growth; profi t is waiting! Th e business 
model allows Amazon to see what is 
profi table, where the consumers are 
spending, so Amazon’s new directions, 
new categories are essentially safer and 
less risky. Th is is a massive advantage to 
continued growth. 

What will you share with Asian 
retailers at the Retail Asia Leadership 
Forum?
Th ain: We are at a very interesting point; 
most of the growth is from Asia, which 
is now the world’s largest retail area. 
Online will change the picture even 
further. Control of price has become 
even more important, as mobile means 
everyone can check your prices. Poor 
service will not work long term as your 
customers will broadcast your failings. 
Excitement, fun, newness is the message 
that consumers are feeding into the mix. 
All you need to do to win is have the best 
prices (price versus quality), a constant 
fl ow of new, exciting and up-to-date 
off erings for the market; knowledgeable 
staff  who really assist and advise, all the 
regular products that are expected and a 
comfortable environment matching your 
positioning. ra

Greg Th ain is chairman & CEO of 
Storewars International, a business 
simulation, training and coaching 
business that works with the world’s 
leading FMCG manufacturers and 
retailers in over 40 countries.

Th ain co-authored StoreWars: Th e 
Worldwide Battle for Mindspace and 
Shelfspace (2012) and FMCG: Th e 
Power of Fast Moving Consumer Goods 
(2014), and launched his third book, 
on e-Retailing in July this year. He is 
also a professor of Modern Marketing 
and the Internet at IUM (Interna-
tional University of Monaco) and a 
frequent speaker at conferences across 
Asia and Europe.

Greg Thain

Readers of RETAIL ASIA will get a chance 
to win one of 10 copies of Storewars 

in a special book contest (see page 31). 
The book will also be available for sale 

during the Leadership Forum on 10 
November, 1400-1700 hours at Marina 

Bay Sands, Hibiscus Room (Level 3).
For more information and 

registration for the forum, contact 
general@retailasia.com.sg, 

Tel: 65 62872025.
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 SUPPLY CHAIN

Case picking for greater effi ciency
THE retail sector faces a number of chal-
lenges, such as an ever larger variety of 
products and ever smaller batch sizes. 
Effi  cient processes and systems make all 
the diff erence.

Th e Schaefer Case Picking System 
(SCP) compiles deliveries in a com-
pletely automatic manner. Th e end-to-
end modular system is designed to meet 
the needs of the retail sector, and can be 
extended as required.

Th e technology behind the scal-
able SCP is a compact, highly dynamic 
buff er system for throughput of 30,000 
to more than 500,000 packages per day. 
Th e system enables items from the stor-
age pallet to be automatically separated 
out, and placed on trays in layers to be 
stored — with all movements designed 
to protect the goods from damage. 

Th e fully automated system can 
pick individual items from the tray if re-
quired, and can retrieve stock from more 
than one tray at a time. And at the buff er 

system stage, it is possible to sequence 
goods in multiple levels, so that orders 
are ready to go and are packaged based 
on store layout.

In addition to the SCP racking 
system and conveyors, SSI Schaefer also 
off ers complementary solutions such as 
the Schaefer Tray System (STS) and ma-
chine vision technology. De-palletising, 
palletising and wrapping systems round 
out the off ering. 

Fully automatic, store-friendly palletising: 
The system combines high picking capacity 
with processes that protect the integrity of 
the products.

By positioning multiple STS vehicles over 
one another in the Lidl warehouse, 
effi ciency is enhanced and the available 
space is maximised.

Th e integrated Schaefer Pack Pattern 
Generator (SPPG) software ensures 
optimal pallet composition.

Th e SCP system meets the diverse 
requirements of a range of customers. 
Th e system is now in use in Germany 
by discount supermarket giant Lidl and 
in the US by warehousing, picking and 
transportation specialists ES3. ra
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 RETAIL SECURITY

Deter theft, protect merchandise 
and enhance shopper experience

A new range of intelligent 
Electronic Article 
Surveillance (EAS) 
solutions from Checkpoint 

Systems, the leading global supplier of 
merchandise availability solutions, will 
help retailers ensure they have the right 
merchandise in the right place at the 
right time. 

By deterring theft and protecting 
merchandise, the solutions increase 
product availability, improve in-store 
effi  ciency at the POS and contribute 
to a richer, more satisfying customer 
experience. 

Th e EVOLVE iRange, developed 
alongside global retailers, comprises six 
diff erent state-of-the-art EAS antennas, 
a broad range of EAS labels designed for 
visible and source-tagging application 
to various types of merchandise, and 
the Counterpoint iD deactivation unit 
for faster and consistent deactivation at 
POS. 

Together, the portfolio deters theft 
from potential shoplifters, off ers a high 
degree of confi dence that protected 
merchandise has been deactivated 
effi  ciently to avoid unpleasant false 
alarms for honest shoppers, as well as 
enhanced security.  

Checkpoint says initial fi eld tests for 
the new range of products have shown 
increased product availability at test 
stores, improved effi  ciency at the POS 
and a signifi cant increase in positive 
attitudes and shopping experience for 
consumers.

EAS Jammer detection technology 
is one of the latest additions to the 
EVOLVE iRange. Integrated into 
antennas within the portfolio, the 
system identifi es if an EAS ‘jammer’ 
has been brought into the store and 
activates an alarm, which alerts staff  
to the potential threat. Th is acts as a 
strong deterrent for possible shoplifters 
and organised retail crime members, 
and results in abandoned shoplifting 
attempts. 

A wide selection of visible labelling 
solutions is also now available. 
Th ese enable retailers to keep their 
merchandise safely on display and on the 
shelf. Th e Micro range which includes 
the new EP Clear Micro Tamper Tag 

in detection and deactivation. Th e 
micro tamper tags will also enable 
retailers and manufacturers of consumer 
packaged goods to protect a wider range 
of products and increase their on-shelf 
availability.

Th e Counterpoint iD is another 
important innovation. Th is POS 
deactivation solution off ers high-
speed deactivation — for tags and 
labels of all sizes — at the lowest 
energy consumption rate possible. 
Th e energy savings means that the 
system will quickly pay for itself. By 
delivering secure, rapid and guaranteed 
deactivation at the POS, retailers are 
able to improve in-store effi  ciency with 
faster POS transactions. 

A common problem for retailers 
is making sure that antenna alarms 
are indeed shoplifting attempts. Up 
till now, retailers have had to struggle 
with the problem of false alarms. Now, 
thanks to superior built-in electronics, 
the EVOLVE iRange antennas have 
the highest accuracy and are able to 
off er retail stores enhanced detection 
capabilities, whatever the size or position 
of the EAS label. 

When used in conjunction with 
the Micro range of labels, the combined 
system is able to reduce store shrinkage 
by 30% in fi eld tests. Checkpoint has 
also demonstrated that with the resulting 
reduction in out-of-stocks and increased 
merchandise availability, retailers are able to 
enjoy 10% increased sales on average. ra

— one of the world’s smallest tamper 
tags — can act as a visible yet discreet 
deterrent to shoplifters when placed on 
the outside of the packaging. 

Th e new tamper tag is so small 
it can be applied without obscuring 
any vital product information on the 
packaging. Checkpoint explains that this 
technological innovation would not be 
possible without the latest developments 

Advertorial

Checkpoint says initial fi eld tests for the new range of products have shown increased 
product availability at test stores, improved effi ciency at the POS and a signifi cant increase 
in positive attitudes and shopping experience for consumers.

Checkpoint’s technology acts as a strong 
deterrent for possible shoplifters and 
organised retail crime members, and results 
in abandoned shoplifting attempts. 
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 RETAIL TECHNOLOGY

AUSTRALIA’S largest curved, audible 
and fully-animated digital ceiling panel 
which spans the length of a cricket pitch 
has been installed at AMP Capital’s 
landmark Macquarie Centre.

Th e innovative full motion digital 
ceiling screen ensures advertisers’ mes-
sages are seen and heard from the busiest 
point within the redeveloped Macquarie 
Centre — the travelator approaching 
the new Fresh Food Market that features 
an expansive range of food and specialty 
retailers.

CEO of oOh! Media, Brendon 
Cook, said the 21m-long and 3m-wide 
screen promises to transform advertisers’ 
ability to use animated visual and sound 
to connect with, and infl uence, more 
than two million shoppers who visit the 
centre each month.

“AMP Capital’s Macquarie Centre 
set out to provide a shopping experience 
that engages shoppers like never before 
and this development sets the scene for 

Australia’s largest animated digital 
ceiling screen at Macquarie Centre

what will become Sydney’s shopping 
destination,” Cook said. 

“Th e overhead digital screen is fully 
animated, so television footage can be 

A SINGAPORE mall, 313@somerset, 
has its eyes set on Beacon-based Indoor 
Positioning, a retail innovation that ena-
bles shoppers to receive hyper-targeted 
messages, deals and other content based 
on their proximity inside the mall.

313@somerset is the fi rst commercial 
outlet in Singapore to test the potential 
of Bluetooth Low-Energy (BLE) Beacons 
for retailers, including messaging tar-
geted at specifi c mall and store locations, 
analytics and potentially payments.

In partnership with its technol-
ogy partner Sprooki, 313@somerset 
conducted test trials last month in the 
form of short experiential tours around 
the mall with exclusive test groups. Th e 
trials were designed to give shoppers an 
immersive fi rst-hand experience of the 
BLE features, with a focus on relevant, 
accurate indoor messaging and deals. 

Th e test trials also helped 313@
somerset understand the viability and 
experience of BLE Beacons, a technology 
compatible with an estimated 49% of 
Singapore smartphone users.

Singapore mall trials Beacon-based
indoor positioning technology

adapted and used with audio to create a 
huge impact with shoppers.

“Dettol’s latest campaign gives the 
eff ect of a child walking on the ceiling 
above. Visually it’s a spectacular experi-
ence for shoppers — not unlike being at 
an aquarium with a glass ceiling.”

oOh! was awarded the advertising 
contract for Macquarie Centre in May 
this year, giving it exclusive access to all 
in-centre ad signage, casual mall leasing, 
as well as the exterior digital signage. 

Cook said: “Macquarie Centre is a 
very special opportunity because its rede-
velopment is expected to draw shoppers 
from all over Sydney, while already being 
situated in an affl  uent catchment area 
where household incomes are 15.8% 
above the Sydney metro area.”

Upon completion in October, Mac-
quarie Centre will be the largest shop-
ping destination in New South Wales, 
and will include additional full motion, 
high impact screens. ra

The 21m-long and 3m-wide screen promises 
to transform advertisers’ ability to use 
animated visual and sound to connect with, 
and infl uence, shoppers.

Developed in partnership with Sprooki, 
Tring 313 is a location-based mobile app 
that consolidates offers and deals exclusive 
to 313@somerset.

Selected 313@somerset retailers 
across fashion, lifestyle and F&B catego-
ries participated in the tests with Beacons 
being installed at specifi c points across 
diff erent fl oors and positions within the 
mall. 

Th e mall’s existing mobile app, Tring 
313, was upgraded to be compliant with 
BLE Beacon technology, including Ap-
ple’s iBeacon, to deliver an authentic ex-
perience of what the app can potentially 
do for both shoppers and retailers.

Developed in partnership with 
Sprooki, Tring 313 is a location-based 
mobile app that consolidates off ers and 
deals exclusive to 313@somerset. Th e 
app alerts shoppers within the vicinity 
of the mall with push notifi cations that 
off er news, deals, and promotions in the 
form of coupons. 

“Beacon-based Indoor Position-
ing off ers immense potential for 313@
somerset’s retailers, as well as increasingly 
technologically-savvy and connected 
shoppers,” the company said in a 
statement. ra
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GLOBAL architecture, urbanism and 
design practice Broadway Malyan has 
been commissioned to design a new 
project in Chengdu, China. 

Chengdu Creative Centre will be 
a mixed-use development comprising 
offi  ce and retail units with green public 
spaces, anchored by a 110m tall central 
tower. Th is is the fi rst phase in a wider 
development to create a new urban 
district in Chengdu, known as Tianfu 
New Town.

Broadway Malyan will work in part-
nership with Shanghai-based designer, 
the East China Architectural Design & 
Research Institute, and environmental 
engineer Cundall to design the Chengdu 
Creative Centre. 

Chengdu has been designated as 
China’s western centre of logistics, com-
merce and fi nance. ra

Broadway 
Malyan to design 
Chengdu project

TAUBMAN ASIA, a subsidiary of US 
mall REIT, Taubman Centers, Inc, has 
increased its ownership interest in the 
Hanam Union Square shopping centre 
project in South Korea. In the new 
ownership structure, Taubman Asia has 
partnered with a major institution in 
Asia to acquire an additional 19% stake 
from Shinsegae Group. Th is partnership 
now has a 49% ownership interest.  

René Tremblay, president of Taub-
man Asia, said: “We’re delighted with 
our additional ownership in Hanam 
Union Square. Th rough our great 
partnership with Shinsegae Group, 
we’re building a landmark project that 
is on track to transform Hanam City 
into a premier shopping and entertain-
ment destination. Having an Asia-based 
institution partnering with us further 
validates the strength and appeal of 

Taubman Asia raises share 
ownership in Korean mall

Hanam Union Square.”
With a gross leasable area of about 

152,000sqm, Hanam Union Square will 
be a unique fashion and lifestyle shop-
ping mall with Shinsegae Department 
Store as the anchor tenant. ra

With a gross leasable area of about 
152,000sqm, Hanam Union Square will have 
a gross leasable area of about 152, 000sqm.

Chengdu Creative Cen-
tre will be a mixed-use 
development compris-
ing offi ce and retail 
units with green public 

Starting January 2014, one true blue retailer will be profi led in our Personality Interview 
each month. From retail entrepreneurs to business leaders and industry innovators, fi nd out 
more about these interesting and successful individuals who have made their name with a 
brand, a business, a chain of stores …

EXTRAordinary Personalities 
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George Quek, George Quek, 
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Kishore Biyani,Kishore Biyani,
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Setting the standard for 
Hanwha Galleria

Please share some background about your career and how 
you came to be the CEO of Hanwha Galleria.
Park Sehun: I joined Hanwha Galleria three years ago and 
at that time I was completely new to the retail industry. My 
immediate previous position as chief marketing offi  cer of 
Hyundai Card is the most relevant “direct-to-consumer” 
experience. 

I started my professional career as a consultant at 
McKinsey & Co after graduating with a Masters of 
Philosophy in International Relations from Oxford 
University. I worked mostly with manufacturing sector 
clients, focusing on business turnaround and post-
merger management.

After more than eight years at McKinsey, I moved 
into fi nancial services, taking on the role of CMO of 
Hyundai Capital/Hyundai Card. Th is is a subsidiary 
of the Hyundai Motor Group and also the biggest 
consumer fi nancing company in Korea.

It was there that I was recruited by the Hanwha 
Group to lead turnaround eff orts for the Galleria. 

You joined Hanwha Galleria with “a mission to turn 
around the business”. What attracted you to want to 
lead the company?
Park: To me, retail is a very attractive industry. It is 
fast-moving, requires intensive eff orts in marketing and 
operations, and above all, it is the barometer for the 
consumer economy. 

In the 1990s, Hanwha Galleria’s opening of Korea’s 
fi rst luxury department store dedicated to a collection of 
the world’s top brands in Seoul was a historic occasion. 
Since then, Hanwha Galleria “owned” the super premium 
brand image and was known to be a trend-setting company. 
However, when I joined the Galleria in 2011, it was not clear 

Park Sehun

he CEO of Hanwha Galleria, Park 
Sehun, sets high standards of 
service and performance at the 
super premium department store. 

Enthusiastic and unabashedly confi dent of his 
non-retail background, Park shares his experience 
and motivation to realise Hanwha Galleria’s vision to 
become the No.1 premium retailer in Asia. 
Sharon Tian reports.
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on its strategy, it was losing market share, 
and brand erosion was obvious. 

I thought it was the most exciting 
time to join the company, and that I 
could make a contribution with my 
experience in turnaround and premium 
marketing.

Hanwha Galleria’s vision is to be the 
No.1 premium retailer in Asia. We aspire 
to be the exclusive brand in luxury retail, 
and we will build our brand by pursuing 
three goals. Th e fi rst is to become a 
super premium brand, providing an 
uncontested environment and experience 
for top-end customers and future 
potential customers. Secondly, we want 
to be the “one and only”, and by this I 
mean identifying and creating our own 
distinctive position and “Galleria only” 
style and identity. Th e third goal is to 
always be fi rst in the market — being 
a market innovator and game changer, 
being the fi rst to introduce new trends, 
products and services.

Explain the market environment in 
which Hanwha Galleria operates. 
Park: Korea is probably the fastest-
changing, trend-sensitive country in 
Asia. Mobile acceptance and usage is 
among the highest in the world, and 
Korea is the marketing test-bed for new 
product launches by many global brands. 
In this sense, we can say the retail 

Th e Galleria diff erentiates itself to 
stand out. We are always positioned 
as the most upmarket player wherever 
we operate. Th e Galleria Luxury Hall, 
our fl agship in Seoul, is regarded as 
the most premium department store, 
located in the richest city in Korea. 
Hanwha Galleria operates fi ve stores 
in the country, and every store is well 
known for its diff erentiated merchandise, 
marketing and services.

Galleria Luxury Hall (East.West) 
is the fi rst exclusive retailer of designer 
brands in Korea. We provide customers 
with the world’s most exclusive brands 
and highly tailored services and off er 
an unparalleled shopping experience in 
a premier fashion and lifestyle venue. 
Th e Galleria Luxury Hall consists of 
two towers, the East with high-end 
luxury boutiques and the West with 
contemporary ready-to-wear fashions 
and a distinctive food venue.

Galleria Timeworld, the largest 
department store in the nation’s central 
region, is regarded as the premier high-
end shopping destination in the greater 
Daejeon metropolitan region. Galleria 
Centercity is a mecca for shopping and 
cultural experiences. Galleria Suwon 
is the very fi rst department store in 
the Suwon area. Galleria Jinju is the 
only department store in the western 
Gyeongsangnam-do region.

market in Korea is more dynamic and 
sophisticated than anywhere else in Asia. 

On the other hand, the department 
store format is still concession-dominant 
and we have several stores looking the 
same and off ering the same types of 
promotions. In this regard, South Korea 
is like many other Asian markets. 

Retail in Korea is highly competitive, 
saturated and dynamic. Players compete 
aggressively for market share and growth. 
Over the past decade, the total number 
of department stores has grown by 30%. 
It is a similar situation in other retail 
segments such as hypermarkets and 
convenience stores.

In the next 10 years, industry growth 
is likely to slow down. Th e intense 
competition drives heavy promotion 
activities and price wars. Players are also 
seeking growth alternatives such as duty-
free shops and premium outlets.

I believe that in the next fi ve to 10 
years, the retail industry will undergo 
a fundamental transformation. In the 
past, volume growth disguised a number 
of business pitfalls: Same format, 
undiff erentiated products, similar 
services and even ambience, but this will 
no longer be sustainable. 

New winners in the market will 
be those that are able to focus and 
diff erentiate, and those that build on cost 
competitiveness and economies of scale.

“We are continuing to optimise our network of 
premium stores in Korea to provide customers 
with unmatched shopping experiences. I have set 
strategic plans to strengthen merchandising, service, 
marketing and brand communications to ensure 
customers of a wide range of specialised and high-
end shopping experiences.”
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Recently, we have entered into the 
duty-free business. We opened our fi rst 
duty-free store in Jeju International 
Airport and plan to open another super 
premium store in Busan, the second 
largest city in the country.

How does Hanwha Galleria 
distinguish itself as a luxury 
department store?
Park: Th e Galleria customers are always 
ahead of the trend and looking for 
something new. We would like to invite 
all our customers on the journey to 
creative shopping and to a whole new 
experience that will add inspiration to 
their everyday life. 

Th e Galleria is redefi ning the 
department store as a creative cultural 
space and a source of inspiration for new 
lifestyles beyond just a commercial space 
for consumption. 

Th e Luxury Hall West was renovated 
this year and sales from the renovated 
space, which covers the second through 
the fi fth fl oors of the West building, grew 
by 33% for about a month compared 
to the same period last year. Apart from 
domestic consumers, many foreigners 
visit the Galleria to experience global 
cutting-edge trends. Sales to Chinese 

customers in Galleria Luxury Hall are 
the highest among department stores 
in southern Seoul. Sales to foreign 
customers have increased by more than 
100% of annual average.

We are continuing to optimise 
our network of premium stores in 
South Korea to provide customers with 
unmatched shopping experiences. I 
have set strategic plans to strengthen 
merchandising, service, marketing 
and brand communications to ensure 
customers of a wide range of specialised 
and high-end shopping experiences.

I believe that merchandising, 
services, events and a distinctive brand 
identity are critical elements of a retail 
business strategy. We will continue to 
expand on Galleria-only merchandise 
and also increase the share of directly run 
multi-shops to up to 30% of sales.

Th e attention and emphasis on 
services and customer service will 
continue. Th e Galleria believes that 
window shopping, fi tting and relaxation 
are important elements of the shopping 
experience, and we strive to provide the 
best services for customer satisfaction. 
Mirrors and couches are installed 
throughout the entire shopping space, 
and wide and comfortable fi tting rooms 

create a relaxed environment.
We present a rich shopping 

experience that appeals to all the senses 
and that includes premium sound 
systems on each fl oor. Even restrooms are 
equipped to provide a service level on par 
with those of luxury hotels.

I regularly walk the fl oor on all 
our stores. In executive meetings every 
Monday, we review and make decisions 
on customer complaints and store 
operations as a team. We are in the 
process of creating a customer service 
culture.

We will continue to bring new and 
fun events to customers. We organise 
our own events but also collaborate 
actively with top brands and magazines. 
We also explore opportunities for global 
partnerships.

Th e recent reopening of Luxury Hall 
West is the beginning of our renewed 
branding eff ort, and for the next two 
years, I will be focusing on developing 
and executing brand identity/store 
identity for the rest of stores in the local 
major cities.

How important is innovation and new 
ideas for your business?
Park: Innovation and new ideas are the 

The Galleria Luxury Hall consists of two towers, the East with high-end luxury boutiques and the West (pictured) with contemporary ready-to-
wear fashions and a distinctive food venue.
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most critical drivers of business growth. 
You can do the same things as others 
and still grow, but this is not sustainable 
in the long run, especially in a market 
where growth is slowing and customers 
are increasingly discerning.

Gourmet 494, my fi rst project at the 
Galleria, is an example. We introduced 
a totally new concept — the grocerant 
that combines a grocery and a restaurant 
and created a new food culture. We 
moved away from typical food court 
disarray and created one luxury food 
boutique that curates Korea’s hottest 
and the trendiest restaurants (no 
franchises), focusing  on the Galleria’s 
main target customers (yuppies and 
working mothers) and unforeseen 
services (Buy Small, Buy Big; Cut & 
Bake, among others). Many of these 
ideas were introduced by the Galleria for 
the very fi rst time in Korea, and now our 
competitors are diligently copying.

Gourmet 494, which opened in 
2012, is an iconic venue in Seoul. For a 
year after its opening, sales of Gourmet 
494 continued to increase consistently by 
25%. Also, footballs increased by 60%.

Gourmet 494 is an example of the 
right mix of merchandise, services, 
events and brand identity. Here, we have 
curated the best restaurants in Korea; 
we provide the most innovative and 
customer-friendly services (Wi-Fi pager-
based delivery service, Cut & Bake, Buy 
Big); and we create events (fashion shows 
and new pop-up restaurants every 
month). 

In terms of brand identity, 
customers have fully bought into the 
concept, evident in both live and blog 
conversations in which customers refer 
readily to Gourmet 494, not Galleria 
food court. Th is means we have built a 
brand in less than two years. Th is space 
has a special feel and meaning in our 
customers’ minds.  

Now, we have also expanded the 
branding eff ort from space to sound 
identity — there are Bose speakers 
installed, playing only jazz music, and 
having speaker volumes well-adjusted in 
each corner and according to diff erent 
hours to ensure listening comfort.

Another example is personal 
shopping service or, more broadly, VVIP 
marketing. We have six dedicated 
VVIP Personal Shopper Rooms and a 
Global VIP Lounge for international 
VIPs. 

We have specially planned events, 
such as trunk shows, special previews, 

bespoke services, and other VVIP 
invitation-only events. And there are 
services to match, including valet 
parking, availability of a grocery 
shopping assistant in the ‘Gourmet-
To-Go’ service and a China concierge 
team for what is a fast-growing customer 
segment.

What are the easiest and toughest 
aspects of your job?
Park: In retail it is easy, and also fun, 
to defi ne issues if you think like your 
customer. I have grown up and lived 
nearby the Galleria’s fl agship store for 
more than 20 years, and as a regular 
customer I have had a good set of 
hypotheses and issues. I also run an 
informal monitoring customer group 
(friends, families and acquaintances) 
who tell me about their observations and 
experiences, good and bad.  

Th e toughest part is execution, 
especially integrating details to create 
Galleria’s distinctive experience and 
brand identity. As the CEO I can suggest 
ideas and make decisions but the key is 
my team (executives and staff  members) 
needs to be aligned on what we mean 
by the Galleria experience and what 

constitutes the Galleria brand. I call this 
building the “common language”, and it 
all comes down to investing quality time 
together on problem-solving.

What about the business keeps you 
awake at night?
Park: Power for new growth. I look 
out for ways to diversify the business 
portfolio and improve our business 
ability and profi tability. As a part of 
our growth strategy, I am interested in 
diverse new business sectors that will 
synergise with the Galleria’s know-how 
which has been accumulated for many 
years as a premium retailer.

What is important for building and 
managing a successful business?
Park: Setting standards. It is more 
important to decide what quality 
standard you want to achieve than what 
you want to be.

Dedication and attention to 
details is the key to business success. 
No problem is solved unless you take 
ownership of the problem. You need to 
commit yourself and act and think like 
your customer; then you will get to the 
answers of any problem very quickly. ra

Gourmet 494 is an example of the right mix of merchandise, services, events and brand iden-
tity. Here, there are the best restaurants in Korea; the most innovative and customer-friendly 
services (Wi-Fi pager-based delivery service, Cut & Bake, Buy Big); and there are events 
(fashion shows and new pop-up restaurants every month).

The Galleria has six dedicated VVIP Personal Shopper Rooms and a Global VIP Lounge for 
international VIPs. 
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Franchising is a fast-growing industry in the Philippines, drawing attention from 
brands that want to expand quickly in the domestic market and overseas. 
Tina Arceo-Dumlao reports.

Philippines poised to be 
the franchise hub of Asia

FRANCHISING

W
hen it comes to export 
growth and infl ux of 
foreign investments, the 
Philippines continues to 

lag behind its neighbours in South-east 
Asia. Th e latest government numbers 
show that of total exports within the 
Association of South-east Asian Nations, 
the Philippines accounts for only 4%, 
compared to a hefty 43% for Singapore.

Even with a series of upgrades 
to investment grade by global rating 
agencies, the Philippines attracted less 
than US$4 billion in foreign direct 
investments last year. Indonesia attracted 
about six times more while Vietnam 
obtained roughly twice that of the 
Philippines’, despite the fact that both 
countries are ranked below investment 
grade.

One bright spot, however, is 
franchising, according to Samie Lim, 
chair emeritus of the Philippine 
Franchise Association (PFA).

At a recent presentation on the 
Philippine franchise industry, Lim said 
the Philippines is poised to become the 
“franchise hub” of Asia due to factors 
such as a huge and young population 
of about 100 million with a median 
age of just 23; English-speaking, well-
educated and service-oriented labour 
force; and the unabated infl ux of over 
US$20 billion a year in remittances from 
Filipinos living and working abroad 
that continues to fuel the consumption-
driven economy.

At the international franchise 
conference that the PFA spearheaded in 
July this year, Lim noted that there is a 
400% increase in the number of foreign 
participants in the franchise industry, 
indicating unprecedented interest in the 
investment potential of the Philippines, 

whose GDP has been growing at a 6% 
average over the past four years.

Th e Association of Filipino 
Franchisers Inc (AFFI), which is 
composed of homegrown franchise 
concepts in contrast to the PFA that has 
foreign brands under its wing, shows 
similarly rosy numbers. It reveals that a 
shift is happening in the nature of the 
franchise sector in the Philippines, which 
generates more than Php100 billion 
(US$2.29 billion) in sales every year.

AFFI data provided to Retail Asia 
show that just three years ago, more 
than 70% of its members were in the 
food sector, with the balance spread out 
among other sectors including services. 
Today, the gap is closing with 55% of 
concepts in food and 45% in non-food. 
And from just seven brands with global 
operations last year, AFFI now has 12 
global franchisers with Potato Corner 
leading the way. Potato Corner, which 
specialises in fl avoured French fries, has 
54 branches outside the Philippines, 
mainly in Indonesia and the US.

Th e domestic market in the 
Philippines, however, remains a 
profi table market on its own for those 
that have adopted franchising as a way to 
ramp up their operations.

One of the more recent entries to the 
rapidly expanding franchise sector in the 
Philippines is Ferino’s Bibingka, a brand 
that has been around since 1938 but 
has only recently adopted franchising 
to widen its reach. Its renowned native 
delicacies including bibingka and puto 
bungbong are mainly enjoyed during the 
Christmas holidays but are also bought 
the rest of the year.

According to Sonny Emmanuel 
V Francisco, who currently owns and 
manages Ferino’s Bibingka, which lays 

claim to the title “Th e Philippines’ Best 
Rice Cake”, it took a long time for the 
company to enter franchising because 
the family initially wanted to run the 
business on its own, and expand slowly 
and organically. 

But through the years, the business 
went through periods of ups and downs 
as the management was handed down 
from the founder Ferino to his children 
and then grandson Sonny. Ferino’s 
Bibingka knew it had to change and 
adopt new ways of doing business to 
stay in the game and keep the delicious 
tradition alive.

Th us Ferino’s Bibingka evolved 
from traditional restaurants in the 
1970s and 1980s to a network of 10 
mall outlets and then to the food cart. 
Ferino’s Bibingka awarded its fi rst 
franchised outlet in 2007. Today, there 
are six company-owned outlets and 10 
franchisees.  

More franchisees will soon be added 
to the list of entrepreneurs who believe 
that Ferino’s Bibingka not only provides 
potentially good returns but also helps 
promote Filipino culture and tradition.

Th en there is the Big Apple Express 

One of the more recent entries to the 
rapidly expanding franchise sector in the 
Philippines is Ferino’s Bibingka.
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Spa, which seeks to introduce aff ordable 
spa services to the growing market for 
wellness services. Best-selling massages, 
for example, are the Manhattan Full 
Body Massage, which costs Php299 
for a 45-minute session; Bangkok Foot 
Th erapy (Php400) and the Brazilian 
Deep Tissue Massage (Php599). 

Prices are less than half of what one 
would normally pay for similar services 
in other spas and Big Apple Express Spa 
has been able to sustain the business 
model because it does away with the 
extras such as the showers, steam rooms 
and the saunas and sticks to a core 
off ering — massage service in safe, 
comfortable and private surroundings.

Th e nine-year-old company was 
established by business partners who 
believe that there is a huge market of 
consumers who want spa services but are 
not willing to pay the fees charged by 
the high-end spas that long dominated 
the scene.

Th e company thinks that working-
class Filipinos need the relaxing massage 
services most because of their daily 
grind. Th e key is to fi nd the pricing 
sweet spot. Th at is what Big Apple 
Express Spa, which has 20 branches 
of which 14 are franchised, has done. 
Correct pricing and franchising have 
contributed to its rapid expansion.

For Big Apple Express Spa, the 
franchise package ranges in cost from an 
estimated Php500,000 for a 20-25sqm 
space to as much as Php1.5 million for a 
store size measuring 41-50sqm.

Th e package includes the franchise 
fees, equipment, initial supplies, store 
construction, marketing support, 
comprehensive training, site selection 

assistance and strong franchiser support 
in terms of training and branding 
assistance.

Another franchise concept that 
is fast gaining support from Filipino 
consumers is Acquasuisse, a perfume bar 
that was started by entrepreneur John 
Angeles Chung in 2007.

Capitalising on the hygiene habits 
of Filipinos that include liberal use of 
scents, Acquasuisse off ers customers 
high-quality scents at a fraction of 
the price of competitive products. 
Customers can choose from diff erent 
scents stored in special transparent glass 
dispensers displayed in carts and kiosks.

Straight from the colourful 
dispensers, customers can either 
have the scents bottled in 10ml or 
50ml containers. Chung believes that 
what sets Acquasuisse apart from its 
competitors is the quality of its product.

Since Chung’s family has long been 
in the business of distributing a brand of 
Swiss fragrance oils, it knows the market 

well and it knows about product quality. 
Th us, while others may use less fragrant 
oils, Chung says Acquasuisse makes 
use of a higher proportion of essential 
fragrance oil, so that its scents last 
longer and provide value for money.  

Chung says Acquasuisse, which has 
54 branches nationwide of which just 
20 are company-owned, is positioned 
as branded but aff ordable perfume. Th e 
outlets also off er customers a diff erent 
experience, classy but not intimidating. 

For those interested to join 
its network, the franchise cost of 
Acquasuisse ranges from Php300,000 
for the small cart to Php400,000 for 
the kiosk. Th e fee includes the cost of 
equipment and collaterals, initial stocks, 
franchisee fee and a security deposit.

According to Big Apple president 
Victor Fernando, who also serves as 
president of AFFI, franchising benefi ts 
both the franchisee and the franchiser, 
which can explain the unabated 
growth of the franchise industry in the 
Philippines. 

For the business owner, franchising 
is a means to expand and grow the 
business. Franchisees, on the other 
hand, get to buy into an established 
concept and thus have a higher chance 
of success.

“It is a win-win for both the 
franchiser and the franchisee as 
both will profi t and earn from the 
franchise engagement. AFFI pushes for 
responsible and credible franchisors. 
Th at is why we have strict requirements 
and criteria for concepts applying for 
membership. Th ey have to have a good 
track record in business and a good 
support system for their franchise 
operations,” says Fernando.

Th is way, everybody in the industry 
goes home a winner. ra

Capitalising on the hygiene habits of Filipinos that include liberal use of scents, Acquasuisse 
offers customers high-quality scents at a fraction of the price of competitive products.

 Big Apple Express Spa seeks to introduce affordable spa services to the growing market for 
wellness services.
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T
he franchise business in 
Malaysia is still considered 
a new industry, despite 
having grown tremendously 

and enjoyed strong support from the 
government since the early 1990s.

Before it became the massive growth 
industry that it is today, a few visionary 
brands were the early pioneers in the 
Malaysian franchise industry. Home and 
electrical appliance fi rm Singer was the 
fi rst company to introduce franchising 
to Malaysia in the 1940s. Th e fi rst F&B 
successful franchise in Malaysia was 
the US hamburger and root beer chain 
A&W, which opened its fi rst outlet in 
Petaling Jaya in 1963. 

Today, many of the brands making 
waves are popular global players. In a 
globalised consumer market, a franchise 
business with an international fl avour 

and Consumerism Ministry show that 
Malaysia’s franchise industry competes 
well internationally with 58 Malaysian 
franchise brands opening a total of 1,992 
outlets in 53 countries.

Th e franchise industry is expected 
to contribute RM25.4 billion (US$8 
million) to GDP this year, up 2.8% from 
RM24.6 billion last year.

Franchising saw tremendous growth 
in the 1990s with the establishment of 
the Malaysian Franchise Association in 
1994, and the government supported 
new players with various incentives, 
including the Franchise Development 
Programme.

Th is was further boosted with the 
creation of the National Franchise 
Development Master Plan (PIPFN) 
2012-2016. Th e PIPFN was set up to 
ensure that businesses of various types 

and brand name can be developed 
quickly and easily to attract customers. 
Among the major players are fast-food 
companies Kentucky Fried Chicken 
(KFC), McDonald’s, Pizza Hut, Kenny 
Rogers, as well as shoemaker Bata. 

At the same time, home-grown 
franchises are also making their mark, 
with some successfully spreading their 
business networks throughout the world. 
Local franchisors that have made their 
names overseas include Marrybrown 
Fried Chicken, Nelson’s, Sugar Bun, 
Smart Readers, Clara International, 
OldTown White Coff ee, Focus Point, 
Bonita and Secret Recipe.

To date, there are 726 registered 
franchises in Malaysia, of which 514 
are local brands while the rest are 
international brands. Statistics provided 
by the Domestic Trade, Cooperatives 

Australian bakery Pie Face plans to open some 50 stores in Malaysia and Singapore.

Franchising the way to go 
for businesses in Malaysia

FRANCHISING

From F&B to healthcare, businesses in 
Malaysia are taking off with the franchising 
model. Prakash Sakti reports. 
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and sizes — big businesses, petty traders 
and up-and-coming entrepreneurs, are 
given the chance to go into franchising.

Th rough this initiative, various 
programmes were implemented in the 
public and private sector. Community 
franchising and group micro-franchising 
have been created as a pilot project 
to introduce micro-franchising to 
low-income groups as well as rural 
communities. Under the programme, 
more people can get involved with 
franchise businesses under RM50,000.

In Malaysia, franchising 
opportunities are often publicised 
through trade fairs and expositions, 
the most prominent being the annual  
Franchise International Malaysia, which 
was held in June this year and recorded 
business transactions of RM364 million.

New entrants
Th e large number of franchise fi rms 
in the local market, including foreign 
brands, has not stopped newcomers from 
entering the market.

Perbadanan Nasional Bhd (PNS), 
an agency under the Domestic Trade, 
Cooperatives and Consumerism 
Ministry, has been mandated to lead 
the development of the franchise 
industry. PNS managing director Datuk 
Syed Kamarulzaman Zainol Khodki 
Shahabudin said the country’s strong 
economy and high consumer spending 
power continue to attract foreign brands. 
Th is is particularly true in the F&B 
industry.

Syed Kamarulzaman said among new 
companies looking to set up franchises in 
Malaysia are F&B brands from Australia 
and the Philippines, a retirement 
home franchiser and a Muslim funeral 
services provider. PNS, on its part, 
has brought in Australia’s Gloria Jean’s 
Coff ees Malaysia, which has 31 outlets 
nationwide.

A cooperative umbrella body, 
Angkatan Koperasi Kebangsaan Malaysia 
Bhd (Angkasa), and Bioalpha Holdings 
Bhd are among those planning to 
join the franchise industry. Th e two 
companies have signed a memorandum 
of understanding (MoU) to establish 
a joint-venture company to manage 
the MyAngkasa Pharmacy network in 
Malaysia. Under a franchise system, they 
plan to develop MyAngkasa Pharmacy to 
be the country’s biggest pharmacy chain 
in the next fi ve years.

Bioalpha executive director Datuk 
Seri Syed Zainal Abidin Syed Mohamed 

Tahir said the franchise scheme will 
be off ered in two concepts — the 
MyAngkasa pharmacy mega store for the 
urban areas and satellite pharmacies for 
rural areas.

Th e goal is to open 15 mega 
stores and 1,000 pharmacies, with its 
own ‘Lifespring’ branding. Th e fi rst 
MyAngkasa Pharmacy mega store is 
scheduled to open in the last quarter of 
this year in the Klang Valley. By next 
year, the joint venture is targeting to 
open fi ve mega stores and six satellite 
pharmacies.

“Our ambition is to provide quality 
medical supplies to 6,000 cooperatives 
and the 10 million Angkasa members in 
the country,” said Syed Zainal.

Cooperatives and cooperative 
members who are interested to become 
entrepreneurs through the pharmacy 
franchise can join the scheme. A 
franchisee would need RM1 million to 
set up a MyAngkasa mega store while 
the satellite pharmacy would cost about 
RM500,000.

Both Angkasa and Bioalpha also 
plan to set up an online healthcare store 
portal, the MyAngkasa Pharmacy Online 
Store, to complement the physical 
franchise stores. “Online shopping will 
add extra convenience to consumers. It’s 
very popular in other Asian countries 
like South Korea and Japan, but we 
are still new to this concept,” said Syed 
Zainal.

He added that MyAngkasa Pharmacy 
is expected to create more than 2,000 job 
opportunities for pharmacists and more 
than 7,000 jobs for semi-skilled workers. 
Perbadanan Nasional Bhd (PNS), which 
is also a major shareholder in Bioalpha, 
will provide training programmes 
for those interested in taking up the 
pharmaceutical business. 

Angkasa president Datuk Abdul 
Fattah Abdullah said the retail 
pharmacies will be one-stop centres 
where everything ranging from medicine 
and supplements to health food, skin-
care and personal-care items will be 
provided. Th e franchised business also 
plans to off er special health-screening 
packages.

Meat pies, fast food and halal
Meanwhile, the F&B segment 
continues to be the major attraction 
for franchising. A new franchise is 
Australian bakery Pie Face, which plans 
to open some 50 stores in Malaysia and 
Singapore.

Th rough its partnership with VL 
Development Sdn Bhd, the venture will 
see opening of these outlets within the 
next fi ve years.

Pie Face, an Australian bakery 
chain established in 2003 by Wayne 
Homschek, is known for its meat pies, 
as well as pastries, coff ee, baguettes, 
wraps and sweets. Currently it operates 
89 stores — mostly in Australia, New 
Zealand and the US.

Another foreign player looking to 
penetrate the Malaysian market through 
franchising is Jollibee Foods Corp (JFC), 
the Philippines’ leading fast-food chain. 
JFC plans to enter the Malaysian and 
Indonesian markets in the next two years 
and grow its South-east Asian footprint 
through franchising. 

Jollibee already has 49 stores in 
Vietnam, as well as outlets in Brunei, 
Singapore, China, Hong Kong, Dubai, 
and the Middle East.

According to JFC chief fi nance 
offi  cer Ysmael V Baysa, the company 
had invested in Malaysia and Indonesia 
in the 1990s but withdrew from the two 
countries due to the fi nancial crisis.

Th e latest to join the exciting 
Malaysia franchise market is Fatburger, 
a family-friendly restaurant with classic 
American-inspired cuisine.

Fatburger has inked a master 
franchise development deal to expand 
into Malaysia with Eftech Lifestyle 
Sdn Bhd, a conglomerate involved in 
food, beverage, real estate, oil and gas 
development. Eftech has been given 
the right to develop 20 co-branded 
Fatburger and Buff alo’s Express units.

Aside from the iconic burgers 
Fatburger traditionally sells, the new 
venture will off er halal meat, a big selling 
point in the Muslim-majority Malaysian 
market. 

Andrew Wiederhorn, CEO of 
Fatburger, said the company is constantly 
trying to fi nd new opportunities to grow 
internationally and is grateful to fi nd 
a company such as Eftech Lifestyle to 
partner. ra

The latest to join the exciting Malaysian 
franchise market is Fatburger.
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R
emember Donut Factory? 
Back in 2007, it had long 
queues that stretched across the 
corridors at the basement of 

Singapore’s Raffl  es City Shopping Mall 
for more than an hour. Well, the queues 
soon dwindled and the outlet closed 
before two years were up. It opened 
elsewhere and at one time had several 
outlets running. 

Meanwhile, other donut chains 
opened. J Co opened at Raffl  es City 
shortly after Donut Factory and has 
so far exhibited greater staying power. 
Last year, American donut chain Krispy 
Kreme attracted overnight queues before 
its opening day at Tangs Department 
Store, while Donut Factory closed for 
good. 

Also initially attracting long queues 
was the chain of all-natural, made-on-
the-spot ice-cream called Just Like It. 
Th e fi rst outlet at Ang Mo Kio Hub 
— which had ice-cream makers dressed 
in white coats and looking like labora-
tory technicians, presenting an image 
somewhat contrary to its “all natural” 
quality — attracted queues of 30 or 
more people daily. In a year, the outlet 
closed and Just Like It now operates 
from a single remaining outlet at Resorts 
World Sentosa.

And who could forget the bubble 
tea craze of the 1990s? At its height, 
there were more than 500 bubble tea 
franchisees across Singapore, often three 
or four outlets within sight of each other 
in the same neighbourhood. Th e whole 
industry crashed after about fi ve years 
and is only now enjoying a smaller scale 
revival. 

Examples such as these give several 
clues as to what does and does not make 
a “promising franchise”. Initial good 
business and long queues of custom-
ers are more likely to spell fad. Promise 
requires stronger business fundamentals. 

“When you talk about promising 
franchises, the word ‘promising’ needs to 

is not one that seeks to make money 
from franchisees. Instead, it seeks to 
make money through franchisees,” Kong 
advises. “Franchisees are often new entre-
preneurs, with practically zero business 
experience. If a franchisor tries to make 
money from them, any gain would be 
short-lived.

“A good franchisor would guide, 
nurture and support the franchisee. It 
helps the franchisee to succeed so that 
when the franchise grows, both parties 
benefi t. Th is is why it’s important that 
the franchisor is already an established, 
profi table business. It will not work if 
the company is struggling to survive and 
hoping to raise funds through franchis-
ing.” 

Adds John Wong, CEO and prin-
cipal consultant of FT Consulting: “A 
franchise is deemed promising because 
of its strong business fundamentals, real 
demand from consumers and earning 
potential. It also needs ongoing support 
and business development from the 
franchisor. Concepts that have univer-
sal appeal across diff erent cultures and 
regions are considered more promising 
since their potential to secure franchisees 
around the world is greater.” 

It takes more than a popular brand name to build a successful franchise business. A 
promising franchise requires strong business fundamentals. Richard Seah reports. 

Fad versus promising business
FRANCHISING

be elaborated,” says Albert Kong, CEO 
of Asiawide Franchise Consultants and 
two other related business consultan-
cies. “Usually, I won’t take on a potential 
franchisor unless the company has a suc-
cessful track record of at least two years,” 
says Kong, who has helped more than 
650 companies expand their businesses 
throughout Asia since 1989. 

Kong is also hesitant about com-
panies that have successfully operated 
only one outlet before seeking to expand 
through franchising. “Its success could 
have been due to good locality. Or luck. 
It’s only when a company has success-
fully operated several outlets that we can 
be confi dent it has a good product and a 
good business model.”

With regards to food franchises, 
Kong cautions against those that are not 
part of the local diet. “Such as cinnamon 
buns,” Kong cites. “Th is is not some-
thing that Asians eat on a regular basis. 
Initially, because of the novelty factor, 
you may not mind queueing up for 
cinnamon buns. But after you queue up 
once or twice, for an hour or longer each 
time, you stop. 

“Ultimately, a promising franchise 

Asiawide Franchise Consultants’ Albert 
Kong: “Ultimately, a promising franchise is 
not one that seeks to make money from 
franchisees. Instead, it seeks to make 
money through franchisees.”

One franchise clearly recognised for its 
promise and potential is MindChamps Pre-
School, which offers enrichment courses for 
pre-school children. 
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As examples of leading and promis-
ing Singapore franchisors, Wong names 
BreadTalk, Pastamania, Sushi Tei, Bee 
Cheng Hiang (barbecued pork), Wee 
Nam Kee (chicken rice), Awfully Choco-
late, EtonHouse (pre-school education), 
Pet Lovers Centre and shoe retailers 
Charles & Keith and PrettyFit. 

One franchise clearly recognised 
for its promise and potential is Mind-
Champs PreSchool, which off ers enrich-
ment courses for pre-school children. It 
was named Franchisor of the Year 2013 
by the Franchising and Licensing Asso-
ciation (Singapore) in October last year. 
Last month, Singapore Press Holdings, 
Singapore’s largest media and publishing 
group, invested S$12 million for a 22% 
stake in the company (See box story).

In the F&B industry, Fatboy’s Th e 
Burger Bar shows promise without at-
tracting long queues, but with sustained, 
somewhat rapid growth over the past 
fi ve years. 

Started by brothers Kennie and 
Bernie Tay, Fatboy’s off ers what it calls “a 
good old handmade and tasty hamburg-
er” in a laid-back atmosphere with music 
from the 1960s. Additionally, it allows 
diners to create their own customised 
burgers. With 25 sauces, 11 toppings, 
four buns and four patties, it is possible 
to create 4,400 burger combinations. 

Fatboy’s opened its fi rst outlet in the 
Upper Th omson suburb in September 
2009 and has since grown, via franchis-
ing, to fi ve outlets in Singapore, four 
in Malaysia and one in Beijing. More 
outlets in other Asian destinations are in 
the pipeline. 

“Franchising with Fatboy’s has prov-
en to be an exhilarating experience as we 
are a considerably young brand,” says 
co-founder Kenny Tay. “Th e experience 
has taught us a great deal, especially with 
handling business overseas and having to 
deal with the franchising laws of other 
countries that we are not familiar with.

“Managing the supply chain of raw 

materials is another great challenge for 
small set-ups like ours. To maintain 
consistent quality standards, we have 
produced our own brand of marinades 
and seasonings for our franchisees to 
use.” 

Adds Bernie Tay: “We have received 
business proposals from all avenues, such 
as angel funding, corporate buy-ins and 
so on. Having considered them, we still 
feel that franchising is the better way for 
brand expansion. Many success stories 
have sprung from franchising and we 
look to them as role models for inspira-
tion.” 

In Indonesia, Hong Tang is enjoying 
great popularity with its Chinese-style 
desserts combining the best of what 
Hong Kong and Taiwanese dessert shops 
have to off er. 

Says operations director Andrew 
Iskandar: “We wanted to be the pioneer 
in introducing exotic but easily appreci-
ated products right into the heart of 
Indonesia. Indonesians generally love 
sweet foods and we were confi dent that 
they would really accept our concept, 

even though it may be foreign to them. 
“Hong Tang targets the growing 

middle-class market in Indonesia and 
caters to all age groups. We locate our 
outlets in the popular shopping malls to 
promote our brand as well as to capture 
the greatest visibility,” Iskandar adds. 
“We started in 2011 and have since 
grown to eight self-owned outlets. We 
are now ready to launch a franchise 
model next year for outlets outside of 
Jakarta.”

How did the Hong Tang team 
prepare for franchising? “First, we had 
to consider the risks of being copied, 
as ‘copy cats’ are common in Indone-
sia,” Iskandar shares. “Most important 
was for us to establish strong standard 
operating procedures and legalities. 
We also had to streamline our menu as 
some products were deemed unsuitable 
for franchising. Finally, we had to set 
up new infrastructure to accommodate 
the volume required to supply to our 
franchisees. 

“We worked with a franchise con-
sultant, who was helpful in providing 
possible ideas on how we could further 
push our brand, such as by having a 
full-fl edged restaurant concept with the 
Hong Tang brand. We were also advised 
on how to evaluate potential franchisees 
and to protect ourselves against negative 
franchisees.” 

“We are doing good at the moment,” 
Iskandar reveals. “As predicted, most of 
the markets readily accepted our prod-
ucts even though they were totally new. 
We look forward to greater growth and 
success through franchising.” ra

In the F&B industry, Fatboy’s The Burger Bar shows promise without attracting long queues, 
but with sustained, somewhat rapid growth over the past fi ve years. 

In Indonesia, Hong Tang is enjoying great popularity with its Chinese-style desserts 
combining the best of what Hong Kong and Taiwanese dessert shops have to offer. 
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MINDCHAMPS PRESCHOOL, 
which runs enrichment programmes for 
young children, was successful from the 
start and has grown to become one of 
Singapore’s most successful franchisors. 
Founder and group CEO David Chiem 
shares its story with Retail Asia.

Please give some background into 
MindChamps.
David Chiem: MindChamps was 
founded in 1998 as a research centre in 
Australia and in 2002, we established 
its World Head Institute in Singapore. 
We introduced a unique approach to 
learning and MindChamps rapidly 
became a leader in the fi eld of enrich-
ment programmes for primary to tertiary 
students.

In 2008, we developed MindChamps 
PreSchool as a full-day curriculum and 
care centre for children aged 18 months 
to six years old. We were fully booked 
within three months and had 150 on the 
waiting list. 

We decided that the best business 
model to grow the pre-school division 
was by franchising. It gives us scalabil-
ity, allowing for the fastest and most 
effi  cient growth. When we launched the 
franchise, we broke convention when 22 
franchise licences were bought prior to 
the operation of our fi rst centre in Toa 
Payoh HDB Hub. Th e following year, 
we were named Promising Franchisor of 
the Year by the Franchising and Licens-
ing Association (Singapore). Four years 
later, we were named Franchisor of the 
Year. 

How did you prepare for franchising?
Chiem: We invest heavily in our curricu-
lum and teachers. We select our teachers 
carefully — they are passionate, caring 
and with the right mindset. On top of 
the relevant educational qualifi cations, 
all our teachers undergo about 200 hours 
of training to be accredited as a Mind-
Champs teacher. And they undergo com-
pulsory training three times annually.

To stay ahead of the curve, we ex-
panded our curriculum with the Mind-
Champs Reading & Writing programme 
for children aged three to seven years. 
Th is was launched in 2011 and within 
a year, it was incorporated into the pre-
school curriculum. We currently have 
seven Reading & Writing centres.

About 70% of our franchisees were 

MindChamps hits the right notes

parents who had children in our pre-
schools. And more than a third of them 
went on to set up multiple centres. It 
does make a diff erence when the owner-
ship of our pre-schools is in the hands 
of people who are passionate about both 
the business and the curriculum.

Before our launch, our franchise 
consultant advised us to make sure our 
operation manuals were comprehensive, 
yet simple and clear. Every franchise 
owner is given a set of 20 operation 
manuals to ensure that they comply with 
our stringent standards. Th ey also receive 
extensive support from our pre-school 
HQ team in areas such as site selection, 
licensing and legal matters, fi nance, mar-
keting and sales, and other operational 
matters. 

What were some major challenges that 
you faced?
Chiem: We had to accept that we would 
be making losses in the fi rst few years. 
Our passion and our determination saw 
us through this period and after three 
years, we became profi table.

What is your present status? 
Chiem:We currently have 24 pre-
schools. Our pre-school at Paragon was 
the fi rst in the Orchard Road prime 
shopping belt. Th e one in City Square 
Mall is the largest in a retail mall with 
14,000sqf of combined learning space 
and outdoor play area. 

We hold the number one position — 
in the premium range with monthly fees 
of $1,500 and above — of Singa-
pore pre-schools, with 32% market 
share (based on information from www.

childcarelink.gov.sg). We are also proud 
to be given two awards this year in the 
category of pre-school education — the 
Superbrands mark of distinction and 
Infl uential Brands, Top Brand 2014 
Winner. 

What are your immediate future plans?
Chiem: By next year, we will be expand-
ing into Malaysia and then Australia the 
following year. 

In your view, what is important for 
franchising success? 
Chiem: In the movie/theatre world 
where I came from, there is a saying 
that “Casting is everything”. Likewise, 
fi nding the right franchisee to partner 
with you is the most important thing for 
successful franchising. ra

MindChamps’ David Chiem: “We invest 
heavily in our curriculum and teachers. 
We select our teachers carefully — they 
are passionate, caring and with the right 
mindset.”

Mindchamps was successful from the start and has grown to become one of Singapore’s 
most successful franchisors. 
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Fashion extravaganza at
Interfi liere Shanghai &
Shanghai Mode Lingerie
INTERFILIERE SHANGHAI and 
Shanghai Mode Lingerie have positioned 
themselves as the leading Intimates and 
Swimwear trade shows in Asia for the 
past 10 years. Th e two shows will be 
back again this October with a product 
extravaganza, exclusive services and the 
highest added value to celebrate their 
special 10th anniversary. Show organiser 
Eurovet says these celebrations will also 
pay tribute to exhibitors and visitors who 
have made the success of the shows since 
their fi rst session in October 2005.

In partnership with Nuits de Satin, 
Shanghai Mode Lingerie will stage 
an exceptional display on approxi-
mately 100sqm in the central hall of the 
Shanghai Exhibition Center, showcasing 
outstanding heritage pieces from the last 
centuries. Th e pieces will depict the his-
tory of lingerie, and describe in detail the 
amazing fabrics used, in all their variety, 
richness and creativity.

A fashion show focused on off ering 
an extravaganza will be staged. “La Lin-
gerie Circus” will be colourful, modern, 
fashionable and chic. In line with the 
extravaganza theme, exhibitors and visi-
tors will be invited to join in a series of 
events and happenings, and encouraged 
to “Share, have fun and be amazed”.

As part of the 10th anniversary edi-
tion, Eurovet has conducted an in-depth 
study to provide exclusive information 
on the lingerie market and production in 
13 Asian countries: China, Hong Kong, 
Taiwan, Japan, South Korea, India, Sri 
Lanka, Bangladesh, Vietnam, Malaysia, 
Pakistan, Indonesia, and Th ailand. Th e 

20-21 October 2014
Shanghai Exhibition Center

Shanghai, China
www.interfi liere.com

www.shanghai-mode-lingerie.com

Interfi liere Shanghai and Shanghai Mode 
Lingerie have positioned themselves as 
the leading Intimates and Swimwear trade 
shows in Asia for the past 10 years. 

“La Lingerie Circus”, a fashion show focused 
on offering an extravaganza, will be staged. 
It will be colourful, modern, fashionable 
and chic. 

study is available for purchase. 
In addition, Eurovet plans to host 

panel discussions in six cities and 
capitals, namely, Shanghai, Beijing, 
Chengdu, Seoul, Tokyo and Taipei, for 
trade professionals to gain further un-
derstanding of consumer behaviour and 
retail strategies.

New features for 2014
Eurovet is introducing new features for 
this year’s show. Th ere will be a special 
dedicated forum for swimwear. Eurovet 
says this is a totally new initiative at 
Interfi liere Shanghai devoted to innova-
tion and performance in the buoyant 
and growing sector of Bodyfashion. 
Situated at the heart of the fabrics sector 
zone, leading swimwear fabric suppliers 
will participate in this fresh and vibrant 
forum to display their latest product 
innovations. 

Hyosung, a global leader in the 
spandex market, will create its pavilion 
at Interfi liere Shanghai for the fi rst time 
with several Asian partner mills, includ-
ing those in Korea, China, and Vietnam. 
Hyosung will promote the newest sub-
brands for specialty products in Creora 
spandex and introduce its latest innova-
tions for Interfi liere visitors. 

Furthermore, eight German compa-
nies will gather under the Made in Ger-
many pavilion, promoting the German 
industry and know-how. 

Another new feature is training and 
workshop programmes. Specifi cally, 
industry experts will be invited to speak 
on trends and brand building. ra

Eurovet is introducing new features for this year’s show. There will be a special dedicated forum for swimwear.
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Japanese ingredients get 
attention at Oishii Japan
OISHII JAPAN, ASEAN’s largest 
dedicated showcase of Japanese F&B 
products and services, expands its 
exhibiting space to 6,000sqm this year, 
a 50% increase compared to last year. 
With a rise in visitor count over the past 
two editions, exhibitors and partners 
have been encouraged to increase their 
presence.

Taking place from October 16-18 
at Suntec Singapore, the third edition 
of Oishii Japan expects to feature some 
230 exhibiting companies from more 
than 20 Japanese prefectures. Together, 
they will present the gamut of classic 
Japanese ingredients, seasonal produce, 
unique prefecture specialties as well as 
innovative technology and machinery to 
boost productivity in food production 
and preparation.

Th is year, Oishii Japan will highlight 
the versatility of Japanese ingredients 
for all types of cuisines as well as healthy 
eating options for people in urban cities. 

According to Japan’s Ministry 
of Agriculture, Forestry and Fisher-
ies (MAFF), Japanese food exports to 
ASEAN in 2013 hit ¥100.6 billion 
(US$984.2 million), a 24.2% increase 
compared to 2012. 

Against this backdrop, Oishii Japan 
continues to serve as a comprehensive 
sourcing platform, providing industry 
players an opportunity to understand 
the intricacies of the Japanese F&B 
industry and for Japanese producers and 
manufacturers to introduce less com-
mon products, specialties and brands 
from the various Japanese prefectures. 

Masanao Nishida, director of Oishii 
Japan, said: “Th e growing interest in the 
trade show refl ects the confi dence and 
interest in Japanese F&B ingredients 
and products. Japanese ingredients’ 
versatile nature makes it easy for in-
novative industry players to incorporate 
them into both Japanese dining as well 
as international cuisine.

“We are confi dent that Oishii 
Japan’s 2014 showcase will provide more 
opportunities for like-minded trade 
professionals to exchange ideas and fi nd 
inspiration to bring more healthy and 
varied options to discerning palates, 
as well as bridge the F&B businesses 
between Japan and ASEAN.”

16-18 October 2014
Suntec Singapore Convention & Exhibition Centre

Singapore
www.oishii-world.com

Many basic Japanese ingredients and condi-
ments including koji, mirin, miso, soy sauce, 
sushi vinegar and dashi can be used in 
varied ways to boost fl avours and enhance 
a dish. 

The 2014 edition of Oishii Japan expects 
to feature some 230 exhibiting companies 
from more than 20 Japanese prefectures.

Th e three-day showcase will feature 
a plethora of quality Japanese food and 
drinks as well as innovative products 
and technology, some of which are not 
yet commercially available in Singapore. 
Th ey range from beef, pork, seafood, 
sake, fresh fruits and vegetables, alcohol-
ic and non-alcoholic beverages, sauces 
and condiments, noodles, confectionery, 
cookware, cutlery, tableware and food 
preparation machinery. 

Visitors can also look forward to a 
range of prefecture specialties such as 
Sanuki olive wagyu beef, Aomori apples, 
Kyoto matcha tea, Ibaraki fruit yokan 
(jellied dessert), Hokkaido seafood, 
Okinawa awamori (distilled liquor), 
Nadagogo sake. Other prefectures pre-
sent at Oishii Japan include Kagoshima, 
Osaka, Fukoka, Gifu, Gunma, Niigata, 
Nagano, Tokyo, Wakayama and many 
more.

Oishii Japan has impressed many 
F&B buyers with its variety of Japanese 
F&B products and services. Many are 
excited about the potential business op-
portunities.

Gemini Soemiryo, a hosted buyer 
from Indonesia, enthused: “I would 
recommend Oishii Japan to my industry 
colleagues. Th is show is a good platform 
to glean insights into the latest Japanese 
F&B products, innovations and market 
trends.”

Another buyer, Sukanya Chindakit-
nukul from Th ailand, commented that 
the show is benefi cial to buyers as they 
are able to do business with SMEs that 
can off er more fl exible deals.

Versatility of Japanese 
ingredients 
Show organiser MP International says 
the focus this year is on debunking the 
myth that Japanese ingredients and food 
products are limited only to Japanese 
cuisine. 

Contrary to belief, Japanese ingre-
dients are probably the most versatile 
of ingredients and can be used in many 
diff erent cuisines. Many basic Japanese 
ingredients and condiments includ-
ing koji, mirin, miso, soy sauce, sushi 
vinegar and dashi can be used in varied 
ways to boost fl avours and enhance a 
dish. ra

The three-day showcase will feature a 
plethora of quality Japanese food and 
drinks as well as innovative products and 
technology.
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HKTDC Food Expo serves 
up delightful delicacies
THE 25th edition of the HKTDC Food 
Expo attracted more than 1,180 exhibi-
tors from 26 countries and regions. Th is 
year saw a total of 14 group pavilions, 
including new pavilions from the Aus-
tralian state of New South Wales, the 
Chinese mainland province of Gansu, 
and Th ailand. 

Once again, Japan had a strong pres-
ence at the Food Expo with more than 
250 exhibitors taking part. 

Innovative products showcased range 
from pesto cheese to Alaska King Crab 
ice-cream to frozen beer. Th e special 
pesto cheese, created from a combination 
of Dutch cheese with basil and garlic re-
sulting in a green version of cheese, was 
promoted as a western delicacy in the 
Gourmet Zone. Th e Alaska King Crab 
ice-cream, made from genuine Alaska 
snow crab, was a sweet delight for many 
visitors.

Kirin Ichiban Stout Frozen Beer, 
brewed with caramel malt, is the only 
stout made with the exclusive Kirin’s 
fi rst press brewing process. With Kirin’s 
ground-breaking technology, the Kirin 
Ichiban beer is transformed into a -5°C 
frozen foam, allowing the beer to stay 
ice-cold for up to 30 minutes for longer 
enjoyment.

14-18 August 2014
Hong Kong Convention & Exhibition Centre

Hong Kong
www.hkfoodexpo.hktdc.com/

The four themes of this year’s Gourmet 
Zone are: Western Delicacy, Asian Cuisine, 
Chic & More, and Sweet Delight. 

Yummy Earth snacks, some of the quality 
Californian food products showcased at HK 
Food Expo 2014.

At HK Food Expo, a variety of semi-
nars and discussions were also organised, 
highlighting the latest culinary trends 
under key themes such as healthy eating, 
food branding, testing and certifi cation, 
and new products.

To mark the 25th staging of the 
Food Expo, celebrity chefs prepared 
a selection of 25 dishes while the 
Star Kitchen welcomed a number of 
renowned chefs to demonstrate their 
cooking skills and pass on culinary tips 
to audiences.

Th e four themes of this year’s 
Gourmet Zone are: Western Delicacy, 
Asian Cuisine, Chic & More, and Sweet 
Delight. 

New delight
Th e fi rst staging of the HKTDC Home 
Delights Expo added a whole new 
dimension for participants. With more 
than 140 brand names featured, the 
Home Delights Expo showcased a wide 
range of lifestyle products, from electri-
cal appliances and cookware to bedroom 
items and bar accessories, including ma-
jor brands such as ALESSI, De’Longhi, 
German Pool, Ladyship, OGAWA, 
OTO, Philips and ZWILLING J.A. 
Henckels. ra

This year saw a total of 14 group pavilions, 
including new pavilions from the Austral-
ian state of New South Wales, the Chinese 
mainland province of Gansu, and Thailand. 

According to the US Department of Commerce, Californian food producers are 
on target to export more than US$4 billion worth of fresh produce, health & 
organic foods, and fi ne wines to Hong Kong and China this year. 

Last year, consumers in Hong Kong and China ate and drank their way 
through US$3.899 billion worth of Californian food products, a 19.5% increase 
on 2012. Th e overall rise in consumption spending and demand for higher quality 
food products should lead to a similar double-digit increase by the end of this year. 

Hong Kong’s annual HK Food Expo 2014 once again saw leading Californian 
food and drink producers displaying rich and diverse produce such as organic 
foods, nuts, premium chocolate and candies, baby foods, wines, cheeses and other 
manufactured food items.

Th is year, producers from the confectionery sector were well represented. Es-
pecially popular were premium chocolates and snacks made with real fruit extracts 
to satisfy the sweet-toothed Hong Kong and China consumers. China is now the 
world’s second largest confectionery market.

Th e exhibitors included leading sweets manufacturer Yummy Earth, Initiative 
Foods, Drunken Dragon, North America Food Company, Watlington Foods LLC, 
Guglielmo Winery, Premier Organics and Poindexter Nut. ra

California’s US$4b F&B exports 
to Hong Kong, China 
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Packaging manufacturers are pushing the boundaries of innovation, not only to win 
over customers, but do so in a cost-effective and sustainable way. Eleanor Yap 
reports.

Winning customers over
with packaging innovation

T
he retail value of the global 
packaged food market is 
estimated to be US$2.5 
trillion by 2017. Consumer 

requirements, cost savings and 
sustainability continue to drive the 
food packaging sector.

A report on innovation in food 
packaging published in June last 
year by consumer market research 
company Canadean shared that in 
recent years, visual impact, port-
ability, convenience and freshness 
demands have been included in 
much of the packaging innova-
tion seen, particularly in the 
rigid plastics sector. 

However, there are other 
drivers coming to the fore, 
such as cost savings. Th is is mainly 
focused on waste reduction in three ar-
eas: Th rough increasing package robust-
ness, portion control and deriving the 
maximum effi  ciency from the packaging; 
increasing shelf product life through 
improvements in sealing, oxygen barrier 
improvements and reduction in bacteria 
growth; and lightweighting by replacing 
glass containers, and developing thinner 
pack walls and redesigning shapes to 
reduce the amount of packaging needed.

For the fl exible packaging sector, the 
report said that pouches are particularly 
well placed, for instance, enabling rice 
packages to stand up on shelves and 
allowing for on-the-go consumption in 
re-sealable packs. Th ere is also develop-
ment of microwave packaging, which 
allows foods that would normally be 
oven-cooked or fried, to be cooked in 
the microwave with no loss of quality.

Th e issue of sustainability is also a 
driver in the fl exible packaging sector, 
which has focused on using biodegrad-
able materials, as well as renewable plant-
based materials rather than petroleum-
based resources.

Cost and sustainability are also 
aff ecting innovations in other packag-

ing types such as paper and board, rigid 
metal packaging and glass packaging, as 
well as components of the pack — 
closures, sealants, adhesives and label-
ling, said the Canadean report.

Consumers seeking 
convenience
As consumers demand more and more 
convenience, manufacturers are aiming 
to please. Constantia Flexibles, a group 
of fl exible packaging and label compa-
nies, worked with Unilever on the pack-
aging of its Knorr brand of dry soups 
and for the fi rst time, made it peelable 
with the bottom gusseted. 

Called the Feinschmecker (gourmet) 
pouch, consumers can immediately see 
the ingredients when they open the 
pouch. And thanks to the two fl aps and 
easy peel opening, consumers can open 
the pack without additional equipment 

such as scissors or a knife. 
As the pack does not get split into 

two pieces when open — as with most 
soup pouches — the branding remains 
intact and guarantees the full readability 
of the food preparation instructions, 
content description, shelf-life dates and 
other information. Th e pack can also 
be disposed of more conveniently in 
one piece. Attesting to its great design, 
the pouch won an Alufoil (European 
Aluminium Foil Association) Trophy 
2013 discretionary award.

Marion Bichler, key account man-
ager, food business unit for Constantia 
Flexibles, shared: “Th e overall design 
was formulated in close cooperation 

“Consumers and 
retail environments 
alike have evolved 
signifi cantly 
over the years. 
It is expected 
that brands are 
entertainers rather 
than commodity 
providers ... Majority 
of brands have not 
realised yet that it is 
absolutely essential 
that they revisit 
their packaging 
every six to 12 
months.”
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Constantia Flexibles, a group of fl exible 
packaging and label companies, worked 
with Unilever on the packaging of its Knorr 
brand of dry soups and for the fi rst time, 
made it peelable with the bottom gusseted. 
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vative design combines 100% recyclable 
material.

Being eco-friendly
Innovations also abound in bever-
age packaging. Th e UK’s Robinsons 
Brewery recently announced a new 
environmentally-friendly bottle for its 
multi-award-winning Old Tom Beer. 
Th e bottle, designed in partnership with 
glass manufacturer Beatson Clark and 
independent glass packaging specialist 
Rawlings, uses less glass while retaining 
its 330ml volume.

Said Graeme Hall, operations and 
packaging manager for Robinsons 
Brewery: “We’ve made a lot of changes 
over the past 18 months. We’ve installed 
an energy-effi  cient brew house, a brand-
new pasteuriser and now we are moving 
towards a lighter bottle which will have a 
lessened impact on the environment.”

By reducing the overall weight from 
282g to 250g, the new lightweight 
bottle will cut the amount of glass used 
by more than three tonnes per year. 
“Th e benefi ts of lightweighting in terms 
of cost reduction and environmental 
impact are signifi cant,” said Tom Wood, 
managing director at Rawlings. “Going 
through the process also allows you to 
look at manufacturing effi  ciencies. In 
Old Tom’s case, we were able to use im-
proved embossing technology to improve 
the clarity of the bottle while making it 
easier to manufacture.”

Lynn Sidebottom, sales and market-
ing director at Beatson Clark, added: 
“Th e bottle shape and the embossing de-
sign are the same as before, so consumers 
will continue to recognise the distinctive 
Old Tom bottle. Reducing the weight of 
a container does not aff ect quality but 

will mean fewer raw materials are used 
during the manufacturing process and 
the weight of transporting the pack-
aged goods is also lower, resulting in 
a signifi cantly reduced impact on the 
environment.”

Packaging that stands out
How to get noticed is constantly on 
the minds of packaging manufactur-
ers. Finnish cheese producer Peltolan 
has found a way to make its blue cheese 
packaging stand out. Th e product was 
previously shrink-wrapped and labelled 
with a barcode sticker, and had no brand 
identity. However, PACKLAB, head-
quartered in Finland, came up with a 
new packaging and brand design to build 
Peltolan’s product identity and position 
it as a premium Finnish blue cheese. 

Th e “Slice of Finnish Nature” was a 
narrative taken literally and transferred 
to the stackable structure that forms a 
birch tree. Th e front of the packaging 
communicates natural refi ned wood, 
which suggests the refi nement of the 
cheese-making process. Within the natu-
ral wood grains, there are hidden illustra-
tions and details, which once discovered 
add to the story that consumers embrace 
by bringing the product home.

Alex Atanasova, PACKLAB’s market-
ing director, explained: “Th e packaging’s 
unique stackability allowed for impres-
sive display options on shelf and desig-
nated POS, thus eliminating the need 
for any added in-store promotions and 
the related costs to such promotions.”

And standing out is crucial. “Th e 
dairy market is very crowded with 
strong brands dominating consumers’ 
consideration sets. Dairy at large is a 
fast-consumption segment, where pur-

with Unilever who also re-constituted 
and improved the ingredients to include 
pieces as well as new powder-technology, 
to take full advantage of this new con-
cept.”

Th e three-layer laminate is con-
structed from reverse-printed PET/alu/
peelable LDPE (low-density polyethyl-
ene) and retains the full barrier and ma-
chinability functionality of the four-layer 
material used by conventional pouches.

Bichler said: “Our approach is 
working with customers today on 
packaging solutions of tomorrow.” Th e 
Feinschmecker-pouch packaging is on 
the shelves in Germany and features 20 
dry soup fl avours.

Another product innovation is the 
Balgo Honey Spoon, which won the 
President’s Bronze Award by WorldStar 
(World Packaging Organisation) early 
this year and features fuss-free packag-
ing. 

If you want to enjoy honey in your 
hot beverage, you would need to reach 
for a honey jar, use a spoon to get the 
honey out and then dip the spoon into 
the cup or glass. 

Turkish manufacturer Balgo has sim-
plifi ed the enjoyment of sweet beverages 
for honey fans. Its solution is to combine 
the spoon and the packaging. Th e result 
is a convenient product that no longer 
focuses on how to get the honey out of 
the packaging and onto the spoon. Th e 
honey is stored in a recess in a spoon-
shaped plastic package. Th e consumer 
needs only remove a foil cover and can 
then insert the heat-resistant spoon 
directly into the cup and stir. Th e inno-

Turkish manufacturer Balgo has simplifi ed the enjoyment of sweet beverages for honey 
fans. Its solution is to combine the spoon and the packaging. 

UK’s Robinsons Brewery recently announced 
a new environmentally-friendly bottle for 
its multi-award winning Old Tom Beer.
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chases are made habitually and routinely. 
Unless noticeable with a strong image on 
the shelf, a new brand has [little] to no 
chance for growth.” 

Th e new packaging was cost-effi  cient 
and eco-friendly. Atanasova said while 
it could not go much lower in cost than 
shrink wrap, the packaging was cost-
effi  cient in terms of achieved return on 
packaging development investment, and 
mostly gained visibility and increased 
sales. “Th e packaging is environmentally 
optimal and certainly not wasteful.” 

Th e product with its new packaging, 
which has won numerous awards, was 
released to local stores in late 2012 and 
to large retail chain stores countrywide 
in early 2013.

Atanasova emphasised the need for 
packaging to evolve. “Consumers and 
retail environments alike have evolved 
signifi cantly over the years. It is expected 
that brands are entertainers rather than 
commodity providers. Unfortunately, 
only a few truly manage to match these 
expectations. Majority of brands have 
not realised yet that it is absolutely essen-
tial that they revisit their packaging every 
six to 12 months. 

“Th is is the only way that they can 
maintain relevance in the retailscape, 
which is constantly populated with new 
entrants — with brighter, better-looking, 
more cost- and environmentally-effi  cient 
packaging.”

Yet another example of eye-catching 
packaging is Absolut Unique vodka, a 
limited edition, which comprises four 
million individually decorated bottles 

with diff erent colour combinations of 
coating and pattern, and a unique label. 
Sublime artistry combines with techno-
logical precision through randomised 
colours and spray patterns to deliver a 
totally personalised and exclusively pack-
aged product for consumers.

Looking ahead
Euromonitor International’s senior ana-
lyst – packaging, Karine Dussimon, said: 
“Th e success of food products and their 
packaging will largely rely on manufactur-
ers meeting the demands of ever savvier 
consumers, with packaging innovation 
playing a pivotal role in this strategy.”

She added: “More hectic lifestyles 
are overall rendering convenience packs 
increasingly essential. Challenging 
economic conditions are also leading 
consumers to seek value-for-money of-
ferings in more mature countries, while 

high-market saturation will lead brand 
owners to use packaging as an on-shelf 
diff erentiator.”

Dussimon said looking ahead, along-
side fl exible packaging, liquid cartons and 
rigid plastic will show a good outlook for 
unit volume growth in 2018, with the 
dairy category off ering among the most 
interesting opportunities. In Asia-Pacifi c, 
an ongoing switch from unpackaged 
to packaged milk, particularly in India, 
is behind the rapid increase in fl exible 
plastic packs, while rising demand for 
fl avoured milk drinks is also boosting 
sales of liquid cartons. 

Another trend to note is the stand-up 
pouch which features among the fastest 
rising pack types globally to 2018. “In 
rather developed countries such as the 
US, pouches are proving very convincing 
to parents seeking a safe and easy-to-
carry pack solution for baby food,” said 
Dussimon. 

“Convenience is also behind the 
pouch’s growth in confectionery, being 
used by bagged selfl ines/softlines brand 
owners as a share pack. Pouches can also 
be used to convey good value for money 
such as in table sauces in Russia, or even 
act as a microwavable pack format in rice 
...”

She added that although globally, 
metal and glass are not growing at the 
same pace, metal food can and glass jar 
suppliers are also responding to some of 
the key trends shaping food packaging. 
For instance in Western Europe, ease of 
opening is being addressed with innova-
tions such as a peel-off  foil on a fi sh can 
or a new metal lug closure used on a jar 
of preserved fruit.

Expect more F&B packaging innova-
tions to come, as packaging manufactur-
ers continue pulling out all stops to win 
the customer over. ra

PACKLAB, headquartered in Finland, came up with a new packaging and brand design to 
build Peltolan’s product identity and position it as a premium Finnish blue cheese. 

An example of eye-catching packaging is Absolut Unique vodka, a limited edition, which 
comprises four million individually decorated bottles with different colour combinations.
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CP Foods reaps benefi ts from 
McDonald’s food safety scare
THAI company CP Foods has been ap-
pointed meat supplier to global fast-food 
chain McDonald’s in Japan.

Due to the recent food scandal at 
Husi Food in Shanghai, China, the 
previous meat supplier to McDonald’s 
and Yum! Brands, consumers have been 
concerned with food safety. McDonald’s 
and Yum! have cut ties with Husi Food 
following the food scandal.

McDonald’s Japan has now turned 
to Th ai giant CP Foods operation owned 
by billionaire Dhanin Chearvanond’s 
Charoen Pokphand Group.

CP Foods president and CEO 
Adirek Sripratak told Reuters: “We 
have received orders from McDonald’s. 
Strong demand for exports helped push 
up chicken prices and the company will 
move orders from the domestic spot 
market to export to customers.

“Th e industry is short of supply and 
we have got a full order book now as 

Indonesia’s growing middle class will lead 
poultry demand to double by 2018
INDONESIA’S poultry sector is fast 
transforming from a backyard industry to 
a professionally managed and integrated 
production, according to Rabobank.

Rabobank analysts have forecast that 
growth in demand for processed poultry 
will reach between 20% and 25% over 
the next few years, to the point that 
consumption will double to 2.5 million 
tonnes by 2018.

Poultry accounts for 57% of total 
meat consumption in the country and 

people are asking us to accelerate our 
shipping after the China food scare,” 
Adirek said.

CP Foods is also the supplier to KFC 
Th ailand.

In addition, the Asian food giant is 
benefi ting indirectly from the confl ict 

in Ukraine. After Moscow imposed a 
ban on many food imports from western 
countries in retaliation for their sanc-
tions, some Russian fi rms turned to CP 
Foods for chicken. “Russia is very keen 
to buy chicken from us; they want to 
secure food supplies.” ra 

McDonald’s Japan has now turned to Thai giant CP Foods operation for meat supplies after 
McDonald’s cut ties with Husi Food.

remains the top choice of protein among 
Indonesians. 

Growing middle-class income is 
likely to transform the segment as de-
mand for healthier, value-added poultry 
increases, with more consumers focusing 
on food safety.

Rabobank analyst Pawan Kumar 
said wealthier Indonesians are showing a 
trend towards packaged chicken products 
made available with an increasingly 
modern retail network.

“Th e middle-class population is ex-
pected to double by 2020, growing from 
74 million in 2012 to a robust consumer 
base of 150 million [by 2018]. It will be 
interesting to see how Indonesia’s poultry 
preferences change along with spending 
power and growing health conscious-
ness.”

Kumar added that one of the major 
drivers of demand for processed poultry 
products is the development in modern 
retailing and food service, with consum-
ers preferring products that are easily 
accessible at clean supermarket outlets.

“Overall, the processed poultry 
sector is growing at a fast pace, provid-
ing investment opportunities in modern 
processing for both local and foreign 
modern retailing and foodservice players. 

“With a growing population of 250 
million, the Indonesian market will 
provide a great base for the foodservice 
industry to continue growing.”

However, a challenge for foreign 
players looking to export to Indonesia 
will be the requirements on halal certifi -
cation. ra 

Poultry accounts for 57% of total meat consumption in Indonesia and remains the top choice 
of protein among Indonesians. 
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Mars opens Shanghai 
M&M’s World fl agship

MARS has opened an M&M’s retail 
store in Shanghai, the company’s fi rst in 
Asia.

Th e 1,600sqm store spans two fl oors 
and off ers M&M’s candies and mer-
chandise. It is Mars’ fi fth M&M’s World 
fl agship store, joining other locations 
in New York, Orlando, Las Vegas and 
Leicester Square London.

“M&M’s World Shanghai is the next 
stage in building the brand in China. 
M&M’s World gives people the op-
portunity to connect with the M&M’s 
brand in a personal way,” said a Mars 
spokesperson.

Mars’ other Chinese chocolate 
products include Dove, Snickers and 

Cuixiangmi.
Mars led the Chinese chocolate con-

fectionery market ahead of nearest rivals 
Nestlé and Ferrero last year with a 40% 
value share, according to Euromonitor 
International fi gures.

Th e three confectioners hold a 
combined 70% share of the market, but 
Hershey recently upped its game in the 
market by acquiring the Golden Monkey 
Food Company.

Mondelez holds a small share of 
the Chinese chocolate market and 
has identifi ed China as a “next wave” 
market, while it maintains India, Brazil 
and Russia as its three chocolate priority 
markets. ra 

Britvic woos kids in India with local 
fl avours such as mango 
BRITISH-BASED Britvic, one of 
Europe’s biggest soft drinks company, 
has launched its global kids’ brand, 
Robinsons Fruit Shoot, with local 
fl avours for the India market.

Th e initial range will include 
four fl avours developed spe-
cifi cally for the young India 
consumer, including mango, a 
local favourite.

Th e four fl avours are 
Apple-Blueberry, Strawberry-
Raspberry, Apple-Pear and 
Mango, each available in 300ml 
bottles with a maximum retail 
price of Rs30 (US$0.49).

At the launch, Britvic 

China bakery 
market worth 
US$47 billion: 
Canadean
CHINA will become the world’s 
second most valuable bakery and 
cereals market by 2018, said consum-
er market research fi rm Canadean.

In the next four years, China’s 
bakery and cereals market will soar to 
an estimated US$47 billion, making 
it the second largest market in value 
terms globally, after the US.

Ronan Staff ord, senior analyst at 
Canadean, said manufacturers need 
to understand Chinese lifestyles to 
capitalise on this market potential. 
“What makes China diff erent in 
bakery is it is a lot less functional. It’s 
more about wanting something nice, 
therefore eating a cake.”

Staff ord said hunger-fi lling 
categories like bread and rolls that 
are huge in Europe are relatively less 
developed in China, compared to the 
sweet treat segments such as cakes, 
pastries and sweet pies and cookies. 
Cakes, pastries, sweet pies currently 
account for 43.9% of China’s bakery 
and cereals market.

Apart from targeting the sweet 
treat categories, international manu-
facturers entering the China market 
need to be aware of the characteris-
tics of Chinese consumers in urban 
areas where disposable income and 
transport is still limited, and therefore 
products must be aff ordable and 
small enough to carry home, he 
said. ra

The M&M’s store in Shanghai spans two fl oors and offers M&M’s candies and merchandise.

In the next four years, China’s bakery 
and cereals market will soar to an 
estimated US$47 billion.

y,
,

executives said the company intends to 
distribute to 25,000 stores across India 
in the next three months, after the 

initial launch in 10 cities.
Britvic, which is also behind 

Tango, as well as PepsiCo brands 
Pepsi and 7Up in Britain and 
Ireland, is also looking to launch in 
several Asian markets.

India’s soft drinks market has 
been heating up this year. Coca-
Cola has increased its investment 
commitment to US$5 billion, an 

increase of 
US$2 billion 
over initial 
plans. ra 

Mango, one of the 
Britvic fl avours 
available in 300ml 
bottles.
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Premier Foods targets China, Australia 
PREMIER FOODS, one of Britain’s 
largest branded food producers, has 
launched initiatives to spearhead the 
fi rm’s plans to step up global sales in three 
key markets.

It has formed a new international 
business unit, with its own dedicated 
resources and is tasked with growing 
sales particularly in China, Australia and 
North America.

Peter Ellis, head of international 
business at Premier Foods, said that while 
the fi rm is active in a range of overseas 
markets — including the Middle East 
and Europe — the three target markets 
show the greatest long-term potential.

“Th e categories in which Premier 
Foods specialises within those markets 
are big,” said Ellis. “Simple meals, cakes 
and desserts are very large in all those 
markets. So, it is a good opportunity.”

Ellis said China, one of the fastest-
growing retail markets in the world, 
presents particularly strong opportunity, 
especially with the growth of the urban 
middle class in major cities such as 

IN Singapore, 12 teams of young 
talents pitted their culinary skills in an 
intense cook-off  at the 5th Otto Weibel 
& Norwegian Salmon Young Chefs 
Competition last month. Chef Cheong 
Kian Hong and his assistant chef Hoo 

Jing Rui emerged as champions after 
their four-course Norwegian seafood 
spread won over the judges.

Showcasing the culinary versatil-
ity of fresh Norwegian seafood, the 
highlight of chef Cheong’s creations 

was the main course of Slow Cooked 
Norwegian Salmon with Texture of 
Artichoke, which honorary president 
mentor and judge chef Otto Weibel 
thought was executed exceptionally 
well. 

Th e Japanese-infl uenced winning 
menu included Norwegian King Crab 
with Citrus Watermelon Jelly, Apple 
Stick, Mushroom Caviar, Long Black 
Seaweed and Yuzu Dressing; Clear 
Bonito Broth with Poached Norwegian 
Cod, Assorted Japanese Mushrooms, 
Homemade Egg Tofu, Braised Daikon 
and Micro Cress; and Norwegian Cold 
Water Prawn Tortellini with White 
Wine Sauce, Seaweed Tuille, Avruga 
Caviar, Micro Cress and Saff ron Foam.

Th e Otto Weibel & Norwegian 
Salmon Young Chefs Competition is 
established by the Norwegian Seafood 
Council in the name of chef Otto 
Weibel to honour his work in men-
toring young culinary talents. Th e 
competition is hosted by the Norwegian 
Seafood Council and supported by the 
Singapore Chefs Association. ra

Shanghai. To take advantage of the op-
portunity, Premier has a tie-up with Swire 
Foods, which owns several large sugar 
fi rms in the country.

More recently, Premier Foods 
launched the Ambrosia range, a dairy-
based rice pudding or custard product, in 
China. ra 

Premier Foods has formed a new international business unit, with dedicated resources and is 
tasked with growing sales particularly in China, Australia and North America.

Winning duo chef Cheong Kian Hong and his assistant chef Hoo Jing Rui with judges, from 
left: Wong Ah Yoke, chef Otto Weibel, Jon Erik Steenslid, Frank Naeshem, Terje 
Martinussen, chef Edmund Toh.

Young chefs show skills with Norwegian seafood
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Charles Seafoods Supply builds better 
business with Ariba Network
LIKE many small family-owned enter-
prises, Charles Seafoods Supply in the 
Philippines had taken a largely manual 
approach to customer interaction. Orders 
were faxed or called in by phone and sales 
invoices were sent by mail. 

With a desire to improve effi  ciency 
and productivity, the company imple-
mented SAP’s Ariba Network and saw 
some quick successes, including an 
increase in order accuracy and reduction 
in late or overdue payments. SAP’s Ariba 
is a cloud-based business network that 
off ers an open platform and Web-based 
applications to buy, sell and manage cash 
among B2B buyers and sellers.

As the business of Charles Seafoods 
Supply grew, owner Mayette Yulo decided 
to invest in a digital system to improve 
operational effi  ciency. Th e manual pro-
cesses that the company had been relying 
on were ineffi  cient. Orders were diffi  cult 
to track and manage, often causing errors 
that led to delivery delays. It was also 
diffi  cult to trace paper invoices and they 
provided little visibility into the status 
and timeliness of payments.

Yulo decided a digital system was 
needed to support the business. Th e eff ort 
began with creating an online catalogue 
through which customers can view and 
order products with just a few clicks. Th e 
digital system extended to management of 
the sales orders and invoicing.

According to Yulo, the implementa-
tion of the Ariba system resulted in a 75% 

boost in order accuracy, an 80% reduc-
tion in late or overdue payments, and a 
30% reduction in days sales outstanding.

“With the Ariba Network, we now 
have smooth and transparent transac-
tions with our customers and fewer errors 
in order and delivery,” Yulo said. “More 
importantly, we are getting paid faster and 
now have a positive cash fl ow to support 
the growth of our business.”

Restaurateurs prefer social media advertising
A RECENT poll in the US showed that 
social media has superseded traditional 
media’s importance to more than half of 
restaurateurs.

According to a survey released by 
GE Capital, Franchise Finance (GEFF), 
a lender in the US franchise fi nance 
market, 56% of restaurant operators 
think social media has a greater infl u-
ence on store traffi  c than traditional 
advertising. 

Additionally, 45% consider search 
engine rankings and reviews on sites 
such as Yelp! and UrbanSpoon more 
important than traditional promotions.

Th e results were based on a survey of 

Darren Rushworth, managing direc-
tor of SAP Philippines, said business net-
works drive new, more collaborative ways 
of operating. “Leveraging the connectivity 
that networks such as Ariba provide, 
buyers and sellers are not only simplify-
ing complex and ineffi  cient processes, 
but enabling new ones that enhance their 
relationships and create value on both 
sides of the equation.” ra 

With a desire to improve effi ciency and productivity, Charles Seafoods implemented SAP’s 
Ariba Network and saw some quick successes, including an increase in order accuracy and 
reduction in late or overdue payments.

104 franchise owners/operators, execu-
tives in franchises as well as independent 
eateries, and other industry profession-
als.

As diners rely heavily on mobile 
to decide where to eat, there is declin-
ing emphasis on traditional media. 
Operators also say they are at the mercy 
of what diners post on Facebook and 
Twitter, as well as anonymous advice on 
social media sites. ra 

Forty-fi ve percent of restaurant 
operators consider search engine rankings 

and reviews on sites such as Yelp! and 
UrbanSpoon more important than 

traditional promotions.
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W
hile a number of 
unprecedented 
developments have taken 
place in global retail 

following the 2008 fi nancial crisis, 
Tesco’s latest share price plunge and the 
completion of Walgreens’ takeover of 
Boots are perhaps the more fundamental 
and pivotal, from the perspective of 
Asian retailers and suppliers.

Th e fi nancial tools covered in this 
column can help in understanding each 
company’s dilemma, in anticipating 
their next moves and more importantly, 
in providing assistance in developing 
competitive strategies in the region.

The Tesco share price plunge 
Th e plunge in Tesco’s share price last 
month to a 10-year low of 243.8p 
(US$4.07) following a Standard & Poor’s 
downgrade represents a fi nal warning by 
the stock market that Tesco’s Return On 
Capital Employed (ROCE) performance 
is not acceptable. Th e downgrade was 
driven by a combination of falling sales 
as well-off  grocery consumers moved 
upmarket, and cash-strapped consumers 
moved down to the discounters, leaving 
Tesco in the ‘squeezed middle’.

As share price is driven by ROCE, 
which is in turn driven by net margin 
and rate of capital turnover, an 
examination of these elements can 
provide insight and a supplier-template 
that can be used to help a Tesco that is 
increasingly receptive to collaboration.

Essentially, Tesco’s ROCE has 
dropped over the years to 8.2% and 
its pre-tax net margin to 3.6%, while 
Walmart’s performance has remained 
at a steady ROCE of 18.2% and net 
margin of 5.2%, setting the standard 
for fi nancial performance in retail 
despite the global economic crisis and its 
aftermath.

Th erefore, to restore its historic share 
price, Tesco needs to raise its fi nancial 
performance to Walmart levels, by 
improving net margin and increasing 
capital turn.

Net margin can be improved by 
reducing operational costs via supplier-
retailer collaboration in terms of better 

Demonstrate supplier 
value using ROCE insights

Brian Moore
Global Retail 
Analyst & CEO
EMR-Namnews
bmoore@namnews.com

delivery arrangements, easier and more 
economic process, less damaged or 
defective stock, easier handling, more 
economic use of labour and space. 

Further improvements can be made 
via reduction of administration costs 
in terms of the use of EDI link-ups 
with suppliers, less time spent on 
administration, fewer administration 
tasks, better payment terms, and the use 
of simpler stock and order systems.

Capital rotation can be improved 
via sales volume or value increase, in 
terms of driving traffi  c and basket 
size,  increasing Tesco yield, or sales/

sqf; improving quality of yield, that is, 
trading up. 

Further improvements can be made 
via asset reduction, in terms of selling 
off  its redundant land bank, optimising 
large-space stores’ usage by introducing 
restaurants, leisure areas and more in-
store theatre, having less capital tied up 
in stocks, less space required to stock, 
faster throughput, better use of spare 
cash, better use of fi tments and space, 
and reduction in staffi  ng levels.

In eff ect, this ROCE approach 
provides a template for supplier-retailer 
collaboration, an opportunity for 
those suppliers prepared to re-interpret 
their Tesco strategies in terms of 
demonstrating a direct contribution to 
the retailer’s share price improvement, 
surely a top-of-agenda item for both 
the ‘share-optioned’ Tesco team and the 
incoming CEO Dave Lewis.

In fact, this approach uses everything 
a good supplier already provides, but 
expressed as a direct contribution to 
Tesco’s ROCE,  and thereby share price 
enhancement.

Walgreens-Boots as a new 
force in Health & Beauty 
Walgreens’ announcement on August 
6 this year of its intention to complete 
its takeover of Alliance Boots signals 
a monumental global change in 
Health&Beauty (H&B) distribution. 
With a stroke, they have created a 
company that is three times the size of 
Boots, with buying muscle to match.

Th e new company will have a truly 
global footprint and so becomes a vital 
partner for global brands, especially in 
H&B categories.

Working through the details in 
terms of ROCE and share price, it 
becomes obvious that, given its high 
combined gearing, the presence of 
a key shareholder KKR, one of the 
world’s largest private equity companies, 
the main measures of success will be 
fi nancial.

In addition, it seems obvious that 
part of the original strategy was to 
implement an inverse taxation move 
whereby Walgreens would transfer its 

“A direct focus 
on issues for a 
customer currently 
pre-occupied 
with share price 
performance has 
to represent a new 
opportunity to 
demonstrate the 
value of supplier 
trade initiatives 
and support in a 
way that connects 
directly with the 
buyer’s needs and 
wants.”
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tax domicile to Switzerland — like 
Alliance Boots — and thus escape the 
high corporation tax rates of 37% in 
the US. Th is would have saved the 
company approximately US$400 million 
per annum by availing of Switzerland’s 
21% tax rate. Walgreens’ decision to 
remain domiciled in the US immediately 
resulted in a 14.3% drop in share 
price, a signal of the stock market’s 
disappointment at the move.

Th is decision means that Walgreens-
Boots will now need to produce up to an 
additional US$400 million per annum 
in profi ts in order to neutralise the 
potential ‘loss’ in after-tax profi tability 
by remaining in the US.

What does this all mean for 
Walgreens-Boots’ suppliers?

Essentially, as of the takeover 
date, suppliers will be dealing with a 
public company driven by fi nancial 
performance, like never before.

However, as a result, Walgreens-
Boots is now in a position to appreciate 
the fi nancial benefi ts of stocking 
branded products, in a world where 
cash is king. Th is makes it imperative 
that suppliers are able to calculate and 
demonstrate the fi nancial impact of their 
brands on the customer’s P&L.

In other words, given that retailers 
operate with average retail gross margins 
of 25%, net margins of 5%, and average 
stock rotation of up to 20 times per 
annum, it can be seen that H&B brands 
can provide signifi cant advantages to the 
retailer.

In fact, with their gross margins 
upwards of 40%, potentially netting the 
retailer 8-10% or more, and with daily 
deliveries of best-selling SKUs resulting 
in 200-plus rates of annual stockturn, it 
means that many H&B brands are net 
contributors to the retailer’s profi tability.

Th is has to appeal to Walgreens-

Boots, as it enters a new phase in its 
development as a public company with 
a global footprint and a need to excel 
fi nancially.

However, the onus is on the supplier 
to take the initiative in calculating and 
demonstrating this fi nancial impact on 
both supplier and customer businesses, 
in order to leverage these advantages in 
negotiation.

In practice, this means that suppliers 
need to be able to calculate the full cost 
of dealing with a retailer, as a basis for 
demonstrating value to the customer. In 
other words, in the case of a supplier on 
a 10% net margin, for every £10,000 
invested in a customer, the supplier must 
achieve incremental sales of £100,000 to 
break even, or suff er profi t dilution.

Th is means that individual brands 
need to be costed in terms of what the 
retailer actually receives, such as margin 
on sales, free credit of more than 45 
days, at a nominal interest cost of 10% 
per annum, together with any settlement 
for early payment of invoices. 

Special attention should also be paid 
to calculating the full trade investment 
given the retailer. Incidentally, in the 
case of brands, trade investment can 
amount to 20% of a supplier’s sales or 
more.

Finally, a fast developing element 
in the UK/EU supplier-retailer mix are 
payments via ‘deductions’ off  invoice, 
taken by the retailer because of issues 
related to non-fulfi lment of supplies 
agreements. In the US, deductions can 
amount to 7% or more of supplier’s 
sales.

All of these elements of the 
supplier’s off ering to the retailer need 
to added together in order to arrive at 
an indication of the supplier’s fi nancial 
value to the retailer.

In addition, for a retailer on a 5% 

net margin, every £10,000 (US$16,663) 
thus received from a supplier is 
equivalent to generating retail sales of 
£200,000! 

In other words, if the buyer 
complains that £10,000 does not 
represent a high investment, the supplier 
can point out that in the retailer’s 
business model, it is worth £200,000.

Moreover, in the case of a retailer 
making a net profi t of 2.5%, a £10,000 
trade investment is equivalent to 
incremental sales of £400,000.

To add this ‘cost & value’ element 
to the negotiation process, the supplier 
simply has to be able to make simple 
calculations of net margin (net profi t 
before tax/sales x 100), and stockturn 
(sales/stocks) from the retailer’s annual 
accounts.

A direct focus on issues for a 
customer currently pre-occupied with 
share price performance has to represent 
a new opportunity to demonstrate the 
value of supplier trade initiatives and 
support in a way that connects directly 
with the buyer’s needs and wants, like 
never before.

In summary, for diff erent reasons 
we now have two global players, Tesco 
and Walgreens-Boots, each focused on 
ROCE performance. Moreover, they are 
willing to collaborate with suppliers in 
optimising each partner’s Balance Sheet 
and P&L to help drive respective share 
prices, in ways that will make them even 
more of a competitive threat in Asia, 
especially to those retailers not using 
ROCE as a primary KPI.

Meanwhile, in anticipation of the 
new Tesco and Walgreens-Boots threats 
in these unprecedented times, Asian 
suppliers and retailers can surely benefi t 
from similar collaborative application 
of ROCE in optimising their trading 
relationships. ra

The plunge in Tesco’s share-price last month to a 10-year low of 243.8p following a Standard & Poor’s downgrade represents a fi nal warning 
by the stock market that Tesco’s ROCE performance is not acceptable. 
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J
apan has White Day. India has 
Friendship Day. Australia has 
Click Frenzy. Th e US has Black 
Friday and Cyber Monday. Shop-

ping holidays aren’t a new phenomenon; 
the term ‘Black Friday’ was fi rst used to 
describe the iconic post-Th anksgiving 
holiday shopping rush in 1961. In 2005, 
the online-only event Cyber Monday 
was introduced and has since eclipsed 
Black Friday’s popularity, bringing in 
US$1.7 billion in sales last year.

While that fi gure is impressive, the 
success of Cyber Monday is dwarfed by 
an event unknown to many in the west-
ern world: China’s Singles’ Day. It was 
originally dreamed up in the ‘90s by a 
group of university students as a tongue-
in-cheek, anti-Valentine’s Day holiday 
for singles to bask in their bachelorhood. 
China’s Singles’ Day is celebrated on 
November 11 (11/11) as a symbolic nod 
to lonely hearts. 

In recent years, however, it has 
adopted a new meaning. In 2009, 
e-commerce giant Alibaba co-opted the 
day in the name of consumerism, and 
in just fi ve short years, Singles’ Day has 
exploded into the largest shopping day 
in the world. Last year, Alibaba report-
edly processed approximately US$5.75 
billion in its online payments system and 
saw 402 million unique visitors (more 
than a third of China’s adult population) 
to its sites.

China’s changing online 
landscape
New products. New technologies. New 
channels. Th ese developments have 
re-defi ned the Chinese economy and 
spurred the explosion of e-commerce in 
the country. Last year, China surpassed 
the US as the world’s largest e-commerce 
market.

According to Forrester, more than 
400 million Chinese consumers now 
have smartphones, a 98% increase in 
four years. Th is rapid adoption of new 
technology has had a profound eff ect on 
the role of mobile in China’s e-commerce 
market. Consumers are using their 
devices to scan barcodes, browse the 
Internet and research products. Th is 

Retailers and the biggest 
shopping day of the year

increased smartphone usage is ultimately 
leading to more mobile purchasing: 
Mobile represented 20% of spending on 
Singles’ Day last year, compared with 
only 7% for Cyber Monday.

Th is mobile-centric behaviour works 
in tandem with the prevalence of social 
media in China and the growing popu-
larity of sites such as WeChat and Sina 
Weibo as a means to talk about, promote 
and even purchase products. 

Singles’ Day has an especially tight 
connection with social media, with 
Alibaba taking up an 18% stake in 
Sina Weibo and Tencent introducing 
e-commerce to its chat applications. Th e 
conversations on these social media sites 
have evolved with the growing popular-
ity of Singles’ Day. From 2012-2013, 
in all social media mentions of Singles’ 
Day, posts related to ‘shopping’ increased 
by 22% and ‘promotions’ increased 
by 15%. Both themes dominated the 
Singles’ Day conversation, totalling 85% 
of the language used in 2013, solidifying 
it as an e-commerce event, rather than 
a sentimental holiday, in the national 
consciousness.

The unique event effect
A key component of the success of Sin-
gles’ Day is that it taps into the principle 
of scarcity, a fundamental economic 
theory relating to the relationship be-
tween supply and demand, and perceived 
value. In essence, the more uncommon 
something is, the more we want it. We 
see this played out on a smaller scale in 
marketing campaigns with taglines read-
ing ‘Limited off er’, ‘Sale ends soon’ and 
‘Almost sold out’. 

Alibaba capitalised on this princi-
ple by creating an event that was both 
unique (a day devoted to singles) and 
scarce (once yearly), providing an ir-
resistible combination for shoppers. Last 
year, on Tmall alone (Alibaba’s B2C mar-
ketplace), US$164 million in online sales 
occurred within the fi rst six minutes.

How retailers should respond
Before deciding to join the mad holiday 
rush, it’s important to have a fi rm 
strategy in place to ensure that your 
business has the best chance of success. 
Understanding Chinese consumers and 
the growing impact of mobile and social 
media in the e-commerce landscape is es-
sential to developing relevant campaigns 
and off erings. 

If you want to sell in China, sell on 
marketplaces. Given that marketplaces 
account for 90% of all China-based 
e-commerce transactions — combined 
with Alibaba’s aggressive Singles’ Day 
promotional push — Tmall is the ideal 
place to list your products. While you’ll 
need to be prepared to lower your prices 
due to the high volume of competitors, 
there are no costs involved in driving 
shoppers to the site — Tmall does all the 
heavy lifting for you.  

Enlisting the help of a third-party 
platform can also provide assistance with 
challenges associated with the chaos 
of large-scale online shopping events, 
including inventory and order manage-
ment and alerting you to any errors that 
may have occurred. 

In short, if you sell online and you’re 
not taking advantage of the huge oppor-
tunity that is Singles’ Day, you’re missing 
out! ra

“If you want to 
sell in China, sell 
on marketplaces 
... Marketplaces 
account for 90% 
of all China-based 
e-commerce 
transactions.” 

SUZANNE 
MIGLUCCI
Chief Marketing Offi  cer
ChannelAdvisor
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 CALENDAR

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 2-4
Restaurant & Bar Hong Kong   
Eat. Drink. Trade.
Hong Kong Convention and Exhibition Centre
Diversifi ed Business Communications
www.restaurantandbarhk.com

September 3-4
VitaFoods Asia 2014  
The nutraceutical event for Asia.
AsiaWorld Expo Centre, Hong Kong
Informa Exhibitions
www.vitafoodsasia.com

September 3-5
Asia Fruit Logistica
International trade fair for fruit and vegetable 
marketing.
AsiaWorld Expo Centre, Hong Kong
Global Produce Events GmbH
www.asiafruitlogistica.com

September 3-5
SIFRE 2014
Shanghai International Frozen and Refrigerated 
Food Exposition.
Shanghai New International Expo Centre, China
Shanghai Gehua Exhibition Service Co Ltd
www.ffb2b.com

September 3-7
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

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

September 4-6
IFBO Vietnam 2014 
International Franchise Business 
Opportunities.
Tan Binh Exhibition & Convention Centre
Ho Chi Minh City, Vietnam
Bizlink Exhibition Services Pte Ltd
www.IFBO-Vietnam.com

September 10-13
Food and Hotel Thailand (IFHS)  
International Food, Drinks, Hotel, Catering, Bakery 
& Franchising Exhibition.
BITEC Bangkok International Trade & Exhibition 
Centre, Thailand
Bangkok Exhibition Services Ltd
www.foodhotelthailand.com

September 10-13
Viet Food & ProPack Vietnam
The 18th international exhibition on food & 
beverage, food processing, packaging technology 
& equipment.
Tan Binh Exhibition & Convention Centre, 
Ho Chi Minh City, Vietnam
Vietnam National Trade Fair and Advertising 
Company (Vinexad)
www.foodexvietnam.com

September 12-14
Franchising & Licensing Expo, 
Indonesia, FLEI 2014
The 12th edition of franchise license expo 
Indonesia.
Jakarta Convention Center, Indonesia
Reed Panorama Exhibitions (Indonesia)
www.franchise-expo.co.id

September 19-21
Shanghai International Franchise 
Exhibition 2014
Join hands to build the world’s leading franchise 
expo.
Shanghai New International Expo Center, China
China Chain Store & Franchise Association
www.chinafranchiseexpo.com

September 22-25
VnFoodtech
Vietnam International Food Processing Machinery 
Exhibition.
Saigon Exhibition & Convention Centre, 
Ho Chi Minh City, Vietnam
Chan Chao International Co. Ltd
www.vietnamfoodtech.com/hcm

September 24-26
World of Food India
9th edition of international exhibition for the food 
& beverage trade.
Bombay Exhibition Centre, Mumbai, India
Koelnmesse YA Tradefair Pvt Ltd 
www.worldoffoodindia.com

September 25-27
KFA Korea Franchise Business 
Expo 2014
The 32nd Korea Franchise Business Expo.
Seoul Trade Exhibition & Convention (SETEC)
Korea Trade Investment Promotion Agency KOTRA
www.kfaexpo.kr

September 26-29
Taipei International Chain and 
Franchise Exhibition
Your best franchising opportunity to the world.
Taipei World Trade Centre (TWTC), Taiwan
Association of Chain and Franchise Promotion, 
Taiwan
www.franchise.org.tw
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2014
October
October 8-10
Hi Japan
Japan’s biggest health ingredient and service 
exhibition & conference.
Tokyo Big Sight Exhibition Centre, Japan
UBM Media Co. Ltd
www.hijapan.info/eng

October 8-10
FoodTec Cambodia 2014
Cambodia’s No.1 international food processing 
technology & packaging industry event.
DIECC, Phnom Penh, Cambodia
AMB Events Sdn Bhd
www.foodtecasia.com

October 8-10
Cambodia Franchise Show’14
Cambodia’s No. 1 international franchise and 
licensing exhibition & conference.
DIECC, Phnom Penh, Cambodia
Cambodia Franchise Association
AMB Events Sdn Bhd
www.expocambodia.com

October 14-16
Shanghai Brand Licensing Hall 
2014
The largest event on licensing in Asia by display 
space.
Shanghai New International Expo Center, China
China Toy & Juvenile Products Association
www.chinalicensingexpo.com

October 15-17
Fi Asia (Food Ingredients Asia)
Source ingredients, expert knowledge, contacts and 
new ideas.
Jakarta International Expo, Indonesia
Fi Asia
www.fi global.com/asia-indonesia

October 15-17
FoodTec Myanmar 2014
Myanmar’s No.1 international food processing 
technology & packaging industry event.
Tatmadaw Hall, Yangon, Myanmar
AMB Events Group
www.foodtecasia.com

October 16-18
Franchising & Licensing Asia 
(FLAsia)
The international event for entrepreneurship, 
business opportunities and intellectual property 
rights in Asia.
Marina Bay Sands Expo & Convention Centre, 
Singapore
Franchising and Licensing Association Singapore
Bizlink Exhibition Services Pte Ltd
www.franchiselicenseasia.com

October 16-18
Oishii Japan 2014 
ASEAN’s largest dedicated Japanese F&B 
showcase.
Suntec Singapore Convention & Exhibition Centre
MP International
www.oishii-world.com

October 16-19
Manila Fame
The design & lifestyle event.
SMX Convention Center, Manila, the Philippines
Manila Fame Secretariat, Center for International 
Trade Expositions and Missions (CITEM)
www.manilafame.com

October 30-November 1
Vietnam Int’l Retail & Franchise 
Show 2014
Join hands to build the world’s leading franchise 
expo.
Tan Binh Exhibition & Convention Centre, 
Ho Chi Minh City, Vietnam
Vietnam National Trade Fair and Advertising 
Company (Vinexad)
www.vinexad.com.vn

November

November 10
2014 Retail Asia-Pacifi c Top 500 
Awards Ceremony & Gala Dinner
Honouring the Top 500 retailers in Asia-Pacifi c.
Marina Bay Sands Singapore
Retail Asia Publishing Pte Ltd
www.retailasiaonline.com

November 10
Retail Asia Leadership Forum 
Asia-Pacifi c’s foremost retailers discuss “New 
realities in the battle to drive value and market 
share”
Marina Bay Sands Singapore
Retail Asia Publishing Pte Ltd
www.retailasiaonline.com

November 10-12
ICSC RECON ASIA 2014    
The global retail real estate convention of Asia.
Marina Bay Sands, Singapore
ICSC
www.icsc.org/2014APC
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retail solutions that multi-task

For today’s sales associates, smartphones and tablets 
are more natural than even the most modern cash 
register. Honeywell’s Captuvo line of enterprise sleds 
turn Apple devices into portable checkout options with 
barcode scanning, card swiping and more, dramatically 
cutting training time and giving associates the freedom
to engage more customers more often. 

To learn more about Honeywell’s products, please visit www.honeywellaidc.com
© 2014 Honeywell International Inc. All rights reserved.
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