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In today’s age of information where everything is interconnected by sophisticated technology, it 
is important to stay abreast of innovations in order to stay ahead. Retail organisations are 
recognising the crucial role of technology in helping them keep their operations running 
smoothly along every step of the retail supply chain.  Ultimately, customers will enjoy an 
unrivalled shopping experience. We call it Internet of Retail.  

Zebra, the global leader in innovation, offers a comprehensive range of retail solutions which can 
enable you to manage vital functions efficiently – from the back of store and sales floor right up 
to checkout.

Once again, Zebra Technologies is proud to be the Official Registration Sponsor for 19th Cards 
& Payments Asia for yet another year running. Visit us at Booth F01, Suntec Singapore 
International Convention & Exhibition Centre on 23 - 24 April 2014. 

Witness how Zebra solutions can help your retail organisation:
• Improve accuracy & reduce errors for better decision-making and enhanced visibility with  
 Zebra RFID solutions

• Speed up transactions at checkout counters to reduce waiting time & increase customer  
 satisfaction with Zebra’s queue busting printing solutions

• Reward customers for repeat business by creating loyalty cards on-demand         
 with Zebra loyalty card printers

For further enquiries, please email SGMarcom@zebra.com
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Technologies
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Scan to find out more on
Zebra Retail Solutions.
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M
uslims make up almost a quarter of the global population 
today, and by 2030 there will be 8.3 billion Muslims in the 
world, accounting for more than 25% of the projected world 
population.

Th e numbers are interesting but it is the spending power of the world’s 
Muslim population that excites an increasing number of F&B retailers and 
food manufacturers who have taken note of the rise of the halal food market.

Th is is a booming market, thanks not only to the increase in the global 
Muslim population, but also to the growing demand from middle-class 
Muslims for high-quality, wide variety and convenience halal food products.

Of the almost two billion Muslims today, close to half are under 25 years 
of age. Retail Asia correspondent Eleanor Yap fi nds out that a new genera-
tion of Muslims want quality and choice in halal menus, including a range 
of meat cuts, Michelin-star halal food, seasonal options such as halal turkey 
at Christmas or mocktails in summer, as well as natural and organic halal 
products.

Th e halal food market is one big opportunity that food manufacturers 
and F&B companies cannot ignore. 

In this issue of Retail Asia, we also turn the spotlight on the upcoming 
Food&HotelAsia2014. Taking place from April 8-11 in Singapore, this bien-
nial show promises to be the biggest regional event for the food and hospital-
ity industry in Asia. 

Apart from a massive exhibition and showcase of products and solutions, 
FHA2014 presents a high value conference programme that focuses on the 
strategic and operational concerns of food and hospitality operators. Be sure 
to catch the preview of FHA2014 in the pages within.

Lastly, we like to focus your attention to an inter-
esting issue impacting the industry. Cart abandon-

ment continues to frustrate online 
retailers. Shirish Nadkarni’s report tells us more 
about the problem and solutions. 

A market opportunity
beckons

Sharon Tian
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 ONE VIEWPOINT

G
lobal information technology 
consulting fi rm, McKinsey 
& Company, has described 
big data as “the next frontier 

for innovation, competition and pro-
ductivity” in the business world.   

Defi ned in a simplistic man-
ner, big data is essentially a term that 
describes an enormous volume of data, 
so humongous that it is practically not 
possible for traditional database and 
software techniques to process. 

In recent years , big data has grown 
at an explosive pace and has opened 
up new and awesome dimensions in 
business analytics. Th e big data buzz has 
largely centred on its incredibly huge 
data sets and the possibility to derive 
huge amounts of information and 
insights for business analytics. 

As one analyst puts it: “While 
most marketing eff orts are retrospec-
tive, the promise of big data lies within 
the ability to make predictions based 
on it. Th at’s what gets people excited. 
Once big data is analysed, trends can be 
revealed, correlations can be determined 

Part 1 of this big data article (RETAIL ASIA, 
February 2014) examined why big data is 
dubbed “the next frontier for innovation, 
competition and productivity” in business. 
Part 2 now takes a look at the adoption 
trends of big data across Asia. Empirical 
evidence suggests that adoption of big 
data is still very much in a wait-and-see 
phase among Asian businesses. What are 
the issues and key concerns that are hold-
ing back adoption and deployment of big 
data in Asia? How should Asian retailers 
advance with what is potentially the next 
big thing in business?

 

Steven HL Goh
Executive Chairman

Retail Asia

What’s holding 
back big data 
adoption?

and business can run more effi  ciently.”
Yet despite this, Asian businesses are 

still somewhat hesitant about jumping 
on board the big data bandwagon. Em-
pirical evidence seems to suggest that 
adoption of big data is still very much 
in a wait-and-see phase among Asian 
businesses. Big data remains a big chal-
lenge to businesses. What are the issues 
and key concerns that are holding back 
adoption and deployment of a big data 
strategy among Asian companies? 

Issues and concerns 
One factor is the extensive breadth 
and depth of the data set and informa-
tion available in big data — especially 
in unstructured data. Unstructured 
data encompasses an extremely broad 
spectrum of everything, ranging from 
social media interactions to recorded 
meetings, to handling of PDF docu-
ments, to emails, fax transfers and 
more. Industry experts say that the 
predominant proportion (some 80%) 
of data is unstructured. And not all data 
is relevant and/or useful to a company 
— just to sieve through the volumes of 
big data to identify the appropriate data 
and information is a daunting task. 

Another intimidating factor is the 
complexity and unfamiliarity of dealing 
with big data. It does not lend itself 
to processing by traditional database 
and software techniques. Concerted 
eff orts and capital expenditure are also 
required to leverage big data eff ectively.

As a result, many industry surveys 
have shown that the adoption of big 
data across Asia is still very much just 
tottering along. A very interesting 
and comprehensive survey is one that 
Hitachi Data Systems commissioned 
Economist Intelligence Unit (EIU) 
to do. Its fi ndings were published in 
November last year, in a report entitled, 
Th e Road to Big Data Adoption in Asia-
Pacifi c.

Th e EIU survey found that, by and 
large, “companies in the Asia-Pacifi c 
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region were not as advanced in the 
adoption of big data analytics as one 
might expect, particularly within the 
developed markets of Singapore and 
Australia”.  

Less than half of the respond-
ents said that their companies have 
adopted big data in any signifi cant way. 
Only 34% of Australia/New Zealand 
respondents polled said that their com-
panies were “fairly well advanced” in big 
data adoption. Th e fi gure was only 29% 
for respondents in the ASEAN region. 
Hong Kong and India were relatively 
higher at 44% and 43% respectively. A 
signifi cant proportion of the respond-
ents thought that their companies 
“haven’t started yet” on any adoption 
initiatives — 28% in the ASEAN 
region, 27% in Australia/New Zealand, 
and 26% in China.

What are the issues that are holding 
back adoption of big data? EIU said, 
“Communication problems appear to 
be a root cause of slow adoption, with 
the presence of information silos and 
an inability to share data inhibiting 
fi rms from benefi tting from big data.” 
It added: “In fact, more than 40% of 
respondents were either unsure whether 
their company had a big data strategy 
or it had been poorly communicated to 
them.” 

Delving deeper, the survey found 
the following reasons hindering big data 
adoption: Lack of suitable software, 
overly complicated reports, lack of 
in-house skills, and no buy-in from top 
management.

On a brighter note, the EIU report 
said: “Despite the lack of progress, 
respondents believe in the ability of big 
data to improve their business: Almost 
half think it can improve revenue by 
25% or more. Th is confi dence is shared 
even by those yet to adopt big data, 
where more than 70% believe it can 
deliver gains in productivity, profi tabil-
ity and innovation.” Th at speaks volume 
about the upside potential of big data.

Do’s & don’ts and a plan
Th e hot-button question right now is 
obviously how to fi nd and unlock the 
real jewels in big data, for example, how 
to distill and convert mammoth data 
streams into knowledge, and thereby 
actionable intelligence in real time.

Th ere is no straightforward answer. 
Industry experts and analysts have 
propounded various do’s and don’ts in 
adopting and managing big data. Th ey 

are generally sound advice. A case in 
point is an interesting article published 
by Forbes in January this year proff er-
ing a fi ve-step plan to mastering big 
data and predictive analytics. Here is an 
extract from the plan:

1. Infer, infer, infer. Understand 
that not all big data is useful data. 
According to renowned AT&T Bell 
Laboratories statistician John Tukey, 
“data may not contain the answer. 
Th e coordination of some data and an 
aching desire for an answer will not 
ensure that a reasonable answer can be 
extracted from a given body of data.”

2. Empower a C-level data and 
predictive analytics champion. With 
big data analytics changing rapidly 
and straining information structures, 
corporations need what McKinsey calls 
“executive horsepower” or “top-manage-
ment muscle” behind its data initiatives.

3. Assess and modify your supply 
chain in a multi-dimensional global 
context. Do not examine your supply 
chain without fi rst considering logistics 
at a macro level. How does your supply 
chain fi t into this larger context? 

4. Give your data time-critical 
situational awareness. In most or-
ganisations, data must be pulled from 
disparate and distributed sources and 
then processed to yield actionable intel-
ligence. Corporations need to make 
changes not only in real time as events 
unfold, but also within the constraints 
posed by the increasingly distributed 
nature of modern data sets.

5. Rely on a core platform that 
creates derivative intelligence and 
knowledge in real time. Building 
a robust supply-chain management 
platform from scratch or by combining 
point solutions is nearly impossible. 
From the perspective of cost alone, it 
is much more eff ective to partner with 
a third-party cloud-based solution 
provider. 

Going forward
Obviously, Asian retailers should 
tread with care and pragmatism go-
ing forward. Th ey should recognise 
the upside potential of big data. Th ey 
should appreciate the promise of the 
exponentially increased insight that 
could enhance productivity, profi t-
ability and innovation in their fi rms by 
quantum leaps. However, Asian retailers 
should also be acutely cognisant of the 
inherent issues, concerns and challenges 
discussed above. ra
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 NEWS

NTUC FAIRPRICE has introduced 
a new retail self-scanning technology 
called SCAN2GO to bring greater 
convenience to shoppers and enhance 
the overall shopping experience. Th e 
Singapore supermarket chain said the 
initiative will also encourage customers 
to bring their own bags.

SCAN2GO is part of FairPrice’s 
ongoing eff orts to increase productivity 
and enhance service standards. FairPrice 
said it is the fi rst retailer in Singapore to 
implement such a system which is widely 
used by major retailers in Europe.

SCAN2GO is easy to use. Registered 
customers are each issued their own 
personal scanner which can be attached 
to the trolley, enabling users to scan 
products they wish to purchase as they 
shop in the store. Th e scanner allows 
easy addition and deletion of items and 
also shows real-time information, such as 
the product price, promotional price, to-
tal number of items scanned, total spend 
and accumulated savings. Th is helps 
shoppers to keep track of their shopping.

Customers are also able to bag their 
items in their own reusable shopping 
bags, thus saving time at checkout.

When they complete their shopping, 
shoppers can hand over the scanner to 
the cashier at the dedicated SCAN2GO 
checkout counter and have their shop-
ping list processed seamlessly.

NTUC FairPrice has initially put in 
place 100 SCAN2GO scanners and set 
up two dedicated checkout counters for 
SCAN2GO payments at the FairPrice 
Finest store in Bukit Timah Plaza.

Th e retailer said as labour crunch is 
a constant challenge it has looked into 
ways to improve productivity. “We have 
implemented electronic shelf labelling 
(ESL) systems, self-checkout (SCO) sys-
tems, self-weighing machines in selected 
stores, as well as contactless payment,” 
said CEO Seah Kian Peng.

SCO systems are available in 14 Fair-
Price stores and ESL is present in more 
than 100 stores. On average, stores with 
SCO have increased cashiering produc-
tivity by 20% while stores with ESL have 
improved shelf price labelling effi  ciency 
by six times, according to FairPrice.

SCAN2GO also boosts productivity 
as it enables shorter queues and check-

NTUC FairPrice extends productivity 
initiatives with SCAN2GO

out times, enabling FairPrice cashiers 
to serve more customers in less time. 
Th e retailer aims to achieve up to 50% 
increase in productivity for its cashiers. It 
also hopes to convert 20% of all transac-
tions at the stores to the new system 
using SCAN2GO technology.

FairPrice said SCAN2GO is also 
aligned with its commitment to be envi-
ronmentally friendly by reducing usage 

of plastic bags. Users will be required to 
bring their own bags and will be able to 
enjoy rebates from the FairPrice Green 
Rewards Scheme.

Last year, FairPrice saved more 
than eight million plastic bags through 
the scheme, which rewards customers 
who bring their own bags with a 10% 
rebate when they spend at least S$10 
(US$7.91). ra

NTUC FairPrice’s Seah Kian Peng: We have implemented electronic shelf labelling systems, 
self-checkout systems (SCO), self-weighing machines in selected stores, as well as contactless 
payment.

Self-checkout (SCO) systems are available in 14 FairPrice stores and electronic shelf labelling 
(ESL) is present in more than 100 stores. On average, stores with SCO have increased cashier-
ing productivity by 20% while stores with ESL have improved shelf price labelling effi ciency 
by six times, according to FairPrice.
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 NEWS

EVEN as online shopping continues to 
grow, more consumers are opting for the 
convenience of shopping on their smart-
phones, with more than half of Chinese 
and Th ai shoppers making purchases via 
mobile devices, according to the latest 
MasterCard Online Shopping Survey. 

Th e survey, which serves as a bench-
mark that measures consumers’ propen-
sity to shop online, was conducted across 
25 markets between November and 
December last year. Th e report for the 
Asia-Pacifi c region included interviews 
with 7,010 respondents from 14 markets 
who were asked questions about their 
online shopping habits. 

Two-thirds of Asia-Pacifi c consum-
ers go online to shop, with nearly 100% 
of respondents from China indicating 
that they have made at least one online 
purchase in the past three months. South 
Korean and Australian consumers are 
also passionate about shopping on the 
Net with 97% and 90% of respond-
ents having made at least one purchase 
online, respectively. 

Th e results also show a spike in the 
number of Indian respondents who use 
the Internet for shopping from 53.1% in 
2012 to 80% in 2013. Consequently, the 
percentage of Indians who have shopped 
online in the past three months has also 
gone up from 70.9% in 2012 to 87.8% 
in 2013. 

Th e ubiquity of Internet-enabled 
mobile phones has many savvy shoppers 
in China (59.4%), Th ailand (51.2%), 
South Korea (47.6%), India (47.1%) 
and Indonesia (46.7%) shopping via 
their smartphones. 

Th e survey found that in terms of 
growth rates, top markets for mobile 
shopping include Taiwan (up by 17% 
since 2012), India (up by 16.8%) and 
the Philippines (up by 11.4%) who 
are proving to be keen adopters. On 
the other hand, consumers from New 
Zealand (15%), Japan (22.9%) and 
Australia (24.8%) show the lowest intent 
to purchase using their smartphones. 

Across the 14 Asia-Pacifi c markets, 
convenience (46.8%), the ability to shop 
on the go (41.3%) and the growing 

Chinese consumers most 
avid online shoppers in 
APAC: MasterCard survey

availability of apps that make it easier to 
shop (40.8%) emerged as the most com-
pelling reasons for driving smartphone 
shopping. 

Clothing and fashion accessories 
(26%) topped the list of items purchased 
through smartphones, followed by apps 
(22.4%) and music (18.8%).

“For the fi rst time, we see that cloth-
ing and fashion accessories have over-
taken apps to become the top category 
of items purchased via smartphones. Th is 
indicates a strong and successful shift 
by merchants to enhance the mobile 
experience to consumers to make it more 
convenient,” said Pierre Burret, region 
head, Asia-Pacifi c, MasterCard Advisors. 

New mobile technologies are also 
gaining traction among consumers in the 
region, with mobile banking apps having 
the highest awareness-familiarity levels at 
48.7%, followed by in-game-app shop-
ping (35.7%) and in-social-networking-
app shopping (34.9%). 

Security remains a key considera-
tion for consumers across Asia-Pacifi c 
(85.3%) when shopping online, with re-
spondents from Indonesia (92%), China 
(91.8%), Malaysia (91.2%), Singapore 
(89.8%) and Australia (89.3%) citing 
it as a top concern, followed by the 
monetary value of the item (84.8%), and 
the convenience of the payment method 
(84.6%). ra

Clothing and fashion accessories topped the 
list of items purchased through smart-
phones, followed by apps and music.
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 NEWS

SINGAPORE mainboard-listed Courts 
Asia Limited, one of Asia’s leading elec-
trical, IT and furniture retailers, has re-
ported a 10.1% increase in group pretax 
profi t from S$7.5 million (US$5.9 mil-
lion) to S$8.2 million for Q3FY13/14 
ending December 31 last year. Th e profi t 
rise came on the back of a 4.0% increase 
in sales to S$203.3 million.

Sales in Malaysia rose 20.8% in 
Q3FY13/14 and contributed to approxi-
mately 33% of total sales for the group 
(Courts Asia and its subsidiaries) for 
the quarter. Th is strong growth was the 
result of an aggressive campaign to boost 
credit sales, as well as an increase in fur-
niture and electrical product sales for the 
period. New stores opened during the 
current fi nancial year also contributed to 
the growth. 

Revenue from Singapore, which 
made up approximately 67% of the 
group’s sales for the quarter, was down by 
2.9% due to weaker consumer demand 
as well as lower bulk sales for the period.

Courts Asia’s executive director and 
group CEO, Terry O’Connor, said the 
company is pleased that the actions 
taken in Malaysia since the last quarter 
have started to yield results. “We have 
successfully implemented a series of 
measures to recover our credit business 
which included better customer relation-
ship management (CRM) outreach to 

Courts Asia delivers Q3 profi t with 
strong sales in Malaysia

LUXURY goods brand Gucci posted the 
weakest quarterly sales growth in four 
years amid softening demand in Europe 
and China, increasing concern over a 
slowdown at the biggest unit of Paris-
based Kering SA.

Bloomberg reported that Gucci’s Q4 
comparable sales gained 0.2%, decelerat-
ing from Q3 and trailing estimates for 
0.8% growth. Th e shares fell as much 
as 3.7%, wiping about €700 million  
(US$960 million) off  Kering’s market 
value.

Gucci’s revenue growth has been 
under pressure for about a year as luxury 
consumers, particularly from China, 
switch to brands they perceive to be more 
exclusive. As a result, Kering’s smaller la-

Gucci registers slowest growth in four years

bels such as Bottega Veneta and Yves Saint 
Laurent have both performed strongly in 
the Q4 with sales at the latter up 42% on 
a comparable basis.

Gucci was aff ected by slackening 

our existing customer database and roll-
ing out new pilot credit projects. We will 
continue to refi ne our marketing plans 
in line with our growth pursuit while 
ensuring risk is managed.”

He said sales in Singapore were 
aff ected by a weaker retail environ-
ment. Nonetheless, Singapore remains a 
core market for Courts Asia and it will 
continue to introduce innovations to 
the business and improve its proposition 
to customers. He added that to com-
plement its physical store operations, 
Courts Asia has expanded its online 

sales platform and further enhanced its 
multi-channel capabilities. O’Connor 
further said: “We are focused on pru-
dently growing our presence in existing 
and new markets by opening suitably 
sized stores in good catchment areas and 
broadening our product mix.”

In Malaysia, the fi rst and second 
Courts Megastores in Sri Damansara 
and Subang Jaya commenced opera-
tions early this year. Th ese two, together 
with new stores in Sabah, East Malaysia, 
are expected to contribute to topline 
growth. ra

 To complement its physical store operations, Courts Asia has expanded its online sales 
platform and further enhanced its multi-channel capabilities.

tourist fl ows in Europe, Kering chief 
fi nancial offi  cer Jean-Marc Duplaix said 
on a fi nancial results call. He said Gucci’s 
Q4 sales in the US and Japan continued 
to cushion a drop in China that was less 
severe than in the previous three months.

Kering is focused on making Gucci’s 
strategy work in China, said CEO Fran-
cois-Henri Pinault. Th at includes slowing 
the pace of store openings in China. Th e 
company also does not plan to make 
acquisitions in the fast-growing so-called 
accessible luxury segment, Pinault said at 
a presentation in Paris.

Q4 sales at Kering’s luxury unit 
increased 7.4% on a comparable basis. 
Th at included a 13% growth at Bottega 
Veneta. ra

Gucci was affected by slackening tourist 
fl ows in Europe.
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CHINESE tourists spend the most 
money abroad. With more than 94 mil-
lion Chinese travelling overseas last year, 
total spending was in excess of US$110 
billion.

Th e Chinese New Year season is a 
peak travel season in China and the latest 
poll by the country’s Tourism Research 
Institute showed that more than 40% of 
those surveyed were planning an overseas 
trip during the period.

Th e Tourist Research Centre of the 
Chinese Academy of Social Sciences in 
its latest report said that Chinese tourists 
have had the world’s strongest purchasing 
power since 2012. Th ey have overtaken 
tourists from Germany and the US as the 
world’s biggest spending travellers.

Th e trend for Chinese nationals to 
venture abroad and spend has been a 
boon for the global tourism industry. 
Approximately 40% of the total profi ts 

Chinese tourists are world’s 
biggest spending travellers

H&M HENNES & MAURITZ AB 
(H&M) has announced it will open its 
fi rst store in India this year and it will be a 
fl agship store. 

Th e introduction of H&M in India 
will be the latest in a series of store open-
ings for the fashion retailer. Th is year, 
H&M will also open its fi rst stores in the 
Philippines and Australia.

Karl-Johan Persson, CEO of H&M, 
said India is one of the most exciting 
countries in the world right now and 
presents much potential for H&M. ra

H&M to open 
in India

for brand-name retail shops in Italy come 
from Chinese tourists. In the UK, the 
average spend for each Chinese visitor 
during the Christmas holidays last year 
was around US$2,300.

China’s Tourism Bureau said that at 
least 100 million Chinese nationals will 
make overseas trips in this year. ra

The trend for Chinese nationals to venture 
abroad and spend has been a boon for the 
global tourism industry. 

H&M will open its fi rst store in India.

Get your FREE Exhibition Pass now!
2014

23 – 24 April 2014
Level 4, Suntec Singapore

www.terrapinn.com/digitalsignageasia

“Global digital signage market estimated to grow by 5.6% in 2013. 
This will be driven primarily by the retail industry.”
IHS

More than just a showcase, Digital Signage World Asia 
exhibition includes the Standard Conference with technical 
presentations by exhibitors and speakers from the digital 
signage industry.

Not only will you get first-hand information about the latest 
digital signage solutions in Asia, you will also be updated 
on the latest industry trends. The Standard Conference is 
complimentary to all exhibition attendees.

Co-located with Retail World Asia and e-Commerce Show Asia, 
Digital Signage World Asia will draw attendees from:

 Attractions, casinos and 
gaming 

 Banking 

 Entertainment, festival 
organisers and venues 

 Healthcare 

 Media and advertising

 Property owners 

 Retail 

 Travel and hospitality

Pre-register online at  
www.terrapinn.com/digitalsignageasia  

before 13 April 2014 for your FREE Exhibition Pass!
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UNIQLO has launched its 16th store 
in Singapore, and the fi rst in the world 
within the departure transit lounge of 
an airport. With a sales fl oor of ap-
proximately 3,900sqf, Uniqlo Changi 
Airport off ers both men’s and women’s 
apparel. 

“As a global brand that enjoys an 
international clientele from all walks 
of life, the opening of Uniqlo in one of 
the world’s busiest airports — Changi 
Airport — represents an important 
milestone for our brand. Uniqlo 
products are innovative, functional and 

Uniqlo’s 16th store and fi rst at 
airport departure lounge

aff ordable, which has allowed us to be 
a part of our customers’ lives; be it at 
work or play, and now, even on their 
travels. We are confi dent that our ex-

BLACKMORES, a natural health brand, 
best-known for its natural nutritional 
supplements and naturopathic advisory 
services, has launched the fi rst Black-
mores Concept Store in Malaysia. Th e 
store is located at Mid Valley Megamall.

Blackmores said it has seen “favour-
able growth” between 2008 and 2012, in 
both the Australian and Asian markets. 
Malaysia, being one of Blackmores’ key 
markets, recorded double digit growth 
of about 17%, and “this indicates a lot 
more potential for Blackmores in the 
country,” said Christine Holgate, CEO 
of Blackmores.

Apart from featuring Blackmores’ 
wide range of natural vitamins and 
supplements, the concept store off ers 
naturopathic consultation. 

“Blackmores has always encouraged 
people to be more proactive in caring for 
and maintaining their health” said Eddy 
Ong, country manager of Blackmores 
Malaysia. ra

Blackmores opens 
in Malaysia

FJ Benjamin’s quarter profi t 
down in soft retail market
FJ BENJAMIN HOLDINGS LTD, 
Singapore’s leading fashion and lifestyle 
group, has announced lower net profi t 
for Q2 ended December 31 last year 
(2Q FY14) amid a softer retail market in 
South-east Asia and a slump in demand 
for luxury timepieces in North Asia. 

While group turnover improved 
8% to S$104.6 million (US$82.4 mil-
lion) from S$96.9 million last year, net 
profi t after tax fell 53% to S$0.5 million 
compared to S$1.1 million in the same 
period last year. 

Profi tability in Singapore and 
Malaysia were hurt by rampant industry 
clearance ahead and during the Christ-
mas and year-end holiday season.

Footfall in Singapore stores was gen-
erally down, partly due to the devalu-
ations of the rupiah and ringgit which 
reduced spending by Indonesian and 
Malaysian tourists. Consequently, gross 
margins fell by 5% to 38% from 43% 
in 2Q FY14 compared to the previous 
corresponding period. 

Group operating profi t rose 36% 
to S$2.6 million as the company reined 
in operating costs. Group operating 
expenses totalled S$40 million, S$2 
million less than in 2Q FY13, pushing 
cost to revenue ratio lower at 38.2%, 
compared to 43.4% in the same period 
last year. 

Region-wide, the group’s retail 
fashion business in South-east Asia rose 

10%, buoyed by new store openings 
and comparable store growth for some 
brands. However, the company reported 
that the overall retail climate in South-
east Asia remained relatively subdued 
during the quarter under review. 

In North Asia, revenue fell 26%, due 
mainly to the protracted slowdown in 
demand for luxury timepieces in China 
and reduced tourist spending by main-
land Chinese visitors in Hong Kong. 

During the quarter under review, 
Indonesia continued to see good growth 
with domestic sales 15% higher and 
gross margins maintained as upward 
revision was made to the retail pricing 
due to the currency devaluation.  

Th e timepiece distribution busi-
ness in South-east Asia also grew 22%, 
boosted by increased shipments to 
Indonesia. But in North Asia, sales were 
down 34% in Hong Kong, and 20% in 
China. ra

tensive collection is suitable for travel to 
various climates across the globe,” said 
Satoshi Onoguchi, managing director of 
Uniqlo(Singapore) Pte Ltd. ra

Uniqlo has launched its 
16th store in Singapore, 

and the fi rst in the world 
within the departure 
transit lounge of an 

airport. Uniqlo Changi 
Airport offers both men’s 

and women’s apparel. 

The group’s in-house brand, Raoul, 
continued to expand its retail footprint 
overseas, with a third franchise deal in 
the Middle East.

Blackmores’ concept store offers naturo-
pathic consultation.
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INSING, Singapore’s top local lifestyle 
portal, has revamped its movie and 
shopping channels, InSing Movies and 
Styl+. Th e changes serve up a height-
ened interactive experience for users. 
InSing Movies has HD movie trailers 
and movie review posts, while Styl+ has 
beauty product consumer reviews. 

In addition, the portal has also 
introduced a responsive design, allowing 
users to view content across multi-
ple screens. InSing said this ensures 
advertisers are able to reach audiences 
even when they are on the move — an 
important feature in a country where 
48% of people use their smartphones to 
shop online.

Owner of the portal, SingTel, 
said InSing draws 2.6 million unique 
visitors each month with lifestyle news 
and entertainment, and the movie and 
shopping sections are among the biggest 
draws. 

InSing revamps movie and shopping 
channels to drive user engagement

Th e InSing site also links directly to 
the seating availability page on cinema 
websites, and visitors have responded 
positively to the changes, posting their 
own reviews on the movie site. Adver-

tisers can also take advantage of new 
features such as the HD movie video 
platform that enables videos to be dis-
played in optimum quality. 

Th e shopping section Styl+ is 
designed much like a fashion magazine, 
with sections for beauty, shopping and 
style tips, including consumer reviews. 
Th e top community reviewers will 
be identifi ed through a function that 
tracks users who have provided the 
most number of reviews. According to 
Nielsen reports, 76% of Asia-Pacifi c 
recipients trust the online opinions of 
other users.

A ‘freebies’ section has been added 
to the site, providing brands a channel 
to distribute product samples to their 
target audience. Similar to the movie 
site, visitors can purchase recommended 
products directly from merchants’ 
websites through a direct link featured 
on Styl+. ra

Owner of the portal, SingTel, said 
InSing draws 2.6 million unique visitors each 
month with lifestyle news and entertain-
ment, and the movie and shopping sections 
are among the biggest draws. 

Speaking opportunities are now available!
To find out how you can present your case study at a dedicated event for retailers and merchants, contact Mr. Clarence Lee at Clarence.lee@terrapinn.com or +65 6322 2776

2 0 14

Join us next April to network and meet big 
personalities from Asia’s retail community!

23 – 24 April 2014, Level 4, Suntec Singapore International Convention & Exhibition Centre

www.terrapinn.com/retailasia  Follow us on  : @Customerss  #retailasia

Retail World Asia is an end-to-end retail solutions and applications focused exhibition and conference – where retailers and merchants visit annually to:

 Learn how the implementation of technology will 
help achieve revenue growth

 Engage with fellow buyers

 Find out how technology can drive the 
integration of the multi channel proposition

 Compare new products and solutions

 Purchase

 Be part of a BIG and important industry 
gathering that celebrates the best in Asia’s retail 
community!
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Who should attend?

 Convenience stores / Petrol kiosks

 F&B

 Hypermarkets / Supermarkets

 Malls and shopping centres

 Fashion and apparel

 Specialty stores
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JAPANESE e-commerce giant Rakuten 
Inc will buy call and messaging app 
provider Viber Media Inc for US$900 
million in a deal that would more than 
double the number of users on its e-
commerce platform.

Rakuten off ers services from fi nanc-
ing to shopping and online video on its 
e-commerce platform, the largest in 
Japan.

Privately held Viber, run by Israeli 
entrepreneur Talmon Marco, will add 
300 million users to Rakuten’s existing 
200 million users, Rakuten’s chairman 
and CEO, Hiroshi Mikitani, told report-
ers in Tokyo. “Th is acquisition ... will 
take Rakuten to a diff erent level,” said 
Mikitani. 

Th e all-cash deal was announced 
after Rakuten reported an 80% jump in 
its operating profi t last year.

 “Developing this messaging system 
on our own would have been impos-
sible,” Mikitani added, saying Rakuten 
users could, for example, use Viber’s 
instant messages to contact an online 
store while considering a purchase.

Underlining the synergies between 
the two companies, a Rakuten statement 
said: “As people continue to shift from 
traditional content and communica-
tions platforms to mobile applications, 
Viber, one of the most popular mobile 
communications services worldwide with 
a rapidly growing global user base of 300 
million registered users, perfectly com-
plements Rakuten’s strategy in the digital 

Rakuten to buy chat app Viber to 
expand digital empire

space. As Rakuten aims to become the 
world’s No.1 Internet services company, 
this acquisition will enable Rakuten to 
penetrate new markets with multiple 
digital content off erings, in combina-
tion with its e-commerce and fi nancial 
services platforms.

Viber is reputedly one of the top fi ve 
most downloaded smartphone phone 
call and messaging apps, and counts the 
US, Russia and Australia among its big-
gest markets.

Viber’s CEO Marco told the same 
media conference that Rakuten’s acquisi-
tion would help his company become a 

platform for digital content, not just a 
provider of free voice calls and messages.

Th e acquisition of Viber by Rakuten 
is expected to be completed by the end 
of February, both companies said.

A plethora of messaging apps, 
including the likes of Viber, are seeking 
to capitalise on the appeal of their free 
services, especially in emerging markets. 
Viber is privately funded. It competes 
with instant messaging apps such as 
WeChat, a unit of Chinese Internet 
fi rm Tencent Holdings Ltd, US rival 
WhatsApp, and Line, owned by Korean 
company Naver Corp. ra

ALIBABA GROUP HOLDING LTD 
is set to launch a US e-commerce web-
site through Vendio and Auctiva, its two 
wholly-owned subsidiaries in the US. 

An Alibaba spokeswoman confi rmed 
that Vendio and Auctiva would soon in-
troduce the new site, called “11 Main”, 
which will off er high-quality products 
from select merchants in industries such 
as fashion and jewellery.

Alibaba, the largest e-commerce 
operator in China by transaction 
volume, runs Taobao and T-Mall, two 
massively popular Chinese e-commerce 

sites. Although Alibaba’s revenue has 
soared on the surging growth of China’s 
e-commerce market, it has had limited 
success abroad. 

Alibaba has been ramping up its 
international expansion with various 
acquisitions. At the same time, the Chi-
nese dominant e-commerce company 
is gearing up for an expected public 

off ering later this year which will value 
the company at around US$140 billion, 
according to a Reuters poll of eight 
analysts.

“Alibaba is run by entrepreneurs and 
fi rmly believes in supporting entrepre-
neurs with great vision and a strong 
sense of mission for their companies,” a 
spokeswoman said.

Alibaba acquired Vendio and Auc-
tiva in 2010. Th e company has operated 
AliExpress since 2010, a site which of-
fers an array of goods in more than 220 
countries. ra

Viber’s CEO, Talmon Marco (right), and Rakuten’s CEO, Hiroshi Mikitani, at the Tokyo press 
conference.

Alibaba units to open US e-commerce site
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Online sales 
at Walmart 
grows 30%
WAL-MART STORES INC, the 
world’s largest retailer by sales, said its 
online sales topped US$10 billion in the 
just-concluded fi scal year which ended 
January 31 and will likely reach US$13 
billion this year.

“Our company grew net sales this 
year to reach more than US$473 billion. 
Global e-commerce sales, including ac-
quisitions, surpassed the US$10-billion 
mark, a 30% increase over last year,” said 
Doug McMillon, Wal-Mart Stores, Inc’s 
president and CEO. 

As to the company’s priorities, 
McMillion said: “Comp sales improve-
ment is a key priority, and we’ll focus on 
being even stronger item and category 
merchants, delivering value and improv-
ing our service levels.”

 “We’ll invest aggressively in 
e-commerce and increase our small store 
roll-out in the US, as we’ve done in 
several other countries, to deliver value 
and convenience. We are announcing 
an increased capital allocation, above 
our previous forecast, to accelerate small 
store growth in the US,” McMillon 
added. “Th e combination of supercentres 
and smaller formats closer to customers’ 
homes, along with e-commerce and mo-
bile commerce, will enable us to increase 
our relevance for the Walmart brand 
around the world.”

E-commerce was a bright spot in 
Walmart’s fi scal fourth quarter which 
ended January 31 this year. All of 
Walmart’s operating units strengthened 
their e-commerce platforms, leading to 
the 30% growth in annual e-commerce 
sales, said McMillion. 

Online sales were particularly strong 
in key international markets, said 
company executives. In China, where 
Walmart owns 51% of Web-only retailer 
Yihaodian, online sales grew by more 
than 100% last year.

In the UK, where Walmart owns su-
permarket chain Asda, online sales grew 
18.7% last year. David Cheesewright, 
president and CEO of Walmart Inter-
national, noted that Asda continues to 
expand its click-and-collect programme 
that allows shoppers to order online and 
pick up in stores or at other locations. ra
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Why do online customers leave their shopping carts and what can e-commerce sites do? 
Shirish Nadkarni fi nds out that there are many reasons for cart abandonment, 
and online retailers can do much more to convert cart abandoners.

Abandoned shopping carts: 
A hot-button issue

I
t is a situation that has online retail-
ers tearing their hair in frustration. 
An online shopper has just loaded 
his cart with multiple items, fi lled 

in all the shipping details, and only has 
to set down credit card details, when  
— poof! He’s gone like the mythical 
genie, without even the proverbial puff  
of smoke!

Shopping cart abandonment has, in 
recent times, climbed to new highs. For-
rester Research and Marketing Sherpa had, 
in 2010, reported abandonment rates of 
55% and 52% respectively, but recent 
numbers from SeeWhy and Fireclick 
show abandonment rates hovering at 
around 72%. 

In other words, seven out of every 10 
online shoppers do not go through with 
their purchase. Singapore’s Rakuten con-
ducted a Smarter Shopping Survey in May 
last year, which revealed similar results. 

“Our research showed that less than 
a quarter of online shoppers actually 
complete the online purchase pro-
cess — which means that there is a 75% 
dropout rate,” says Tomohiro Moriya, 
Rakuten Singapore’s general manager.

“One of the reasons is because a 
vast majority of online shoppers like to 
browse and research products online, but 
at the last stage opt out of the purchase 
due to uncertainty about the reliability 
of the seller or the product, as well as 
perceived high product prices.”

According to a Bronto Software 
report, the top 10 reasons for cart 
abandonment can be classifi ed into four 
categories: User experience, indecision, 
technical issues and total order cost. 

“Retailers have a tendency to ask for 
a lot of personal information upfront 
which consumers are reluctant to give,” 
asserts a white paper by Bronto Software 
on cart abandonment. 

“While an e-mail address is essential 
to completing an online purchase, in-
store purchases do not require personal 

information to be shared. Some people 
want to shop quickly and effi  ciently; 
otherwise they are going to abandon 
[the cart]. Th ere are several roadblocks 
in the online purchasing process that can 
frustrate or confuse shoppers.”

Many brands have switched from 
a purchase experience where each data 
point such as shipping address, billing 
address and shipping options has its 
own page to a more consolidated path. 
In many cases, all information required 
from the shopper is entered on one page 
even though the same number of clicks 
may be required by the shopper to get to 
the purchase confi rmation. 

Th ere can also be problems with the 
website’s functionality. When the naviga-
tion of carts and the purchase process 
diff er from the shopping experience, it 
can be confusing to the buyer. 

“If diff erent calls-to-action, buttons 

Rakuten’s 
Tomohiro Moriya: 
The company’s 
research showed 
that less than a 
quarter of online 
shoppers actually 
complete the on-
line purchase 
process.

and selection options are presented, it is 
important to keep the shopper progress-
ing towards purchase without becoming 
overwhelmed with options or clicking on 
a wrong link,” Bronto says.

Many shoppers will intention-
ally cart more items than they plan to 
purchase with the intention of making 
modifi cations when they are fi nished 
shopping and view their cart. Seeing all 
of the products, costs and shipping fees 
could overwhelm someone who may 
have over-shopped. Providing options to 
change the quantity of items can calm an 
anxious shopper down by enabling them 
to whittle down their list.

Technical barriers
A major issue in the online shopping 
process is the speed of the pages opening, 
and the strength of the site’s security. If 
load times are often slow or if pages do 
not give the product information ex-
pected, many visitors will get impatient 
and move on to the next site. 

One of the biggest shortcomings of 
online shopping is the absence of instant 
support by way of a live chat or customer 
service phone numbers. Providing such 
customer support options throughout 
the purchasing process can provide 

Many shoppers 
will intention-
ally cart more 
items than 
they plan to 
purchase with 
the intention 
of making 
modifi cations 
when they are 
fi nished shop-
ping and view 
their cart.
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• Rethink the way that you approach abandonment. It is part of the buying cycle.
• Recognise that new buyers in particular will require multiple visits, and poten-

tially multiple abandons before purchasing.
• Make sure your remarketing programme is focused on supporting this process 

by offering great customer service with a sequence of well-timed emails.
• A remarketing programme that welcomes new customers will help to drive 

repeat sales.
• Check the ratio of shipping cost to cart value for some of your lower value 

abandoned baskets.
• Consider minimum order free shipping just below the key break points 

($49/$99 to overcome the $50/$100 barriers).
• Check abandonment rates for frequently carted products and understand why 

some products are almost always abandoned.
• For many products, recognise that multiple abandons are normal and that 

remarketing has a critical role to play in getting the sale.
• Remarketing in the fi rst few hours has an impact which lasts weeks due to 

increased emotion, mind share, and brand trust.
Extracted from The Science of Shopping Cart Abandonment, a research report 

       from the SeeWhy Conversion Academy. ra

Understanding cart abandonment

Rakuten has identifi ed fi ve main issues that online merchants need to address to 
improve their sales. It also offered suggestions to resolve the issues.
1. Using tools which allow consumers to rate a merchant and his products can 
help provide a level of transparency that will build trust between merchants and 
consumers, and help consumers feel more confi dent when making a purchase.
2. Merchants need to ensure that the fi nal products consumers receive is accurately 
portrayed in their online stores. Rakuten’s Smart Shopping Survey found that 78% 
of online shoppers are dissatisfi ed with their online purchases, which does not bode 
well for customer loyalty. 
3. Unexpected costs are often a key deciding factor in the purchase process. 
Rakuten encourages all of its merchants to be transparent with their pricing, and 
display all additional costs clearly before consumers’ checkout, to avoid any last-
minute unwanted surprises which can affect the overall customer experience.
4. A smooth and simple transaction process can lead to happier customers, and 
better sales. Choosing the right payment gateway  — Rakuten uses Worldpay — 
reduces confusion at checkout and makes the process more customer-friendly. 
Rakuten has also refi ned its checkout process and added Q&A’s to assist the 
customer at every step.
5. Two out of fi ve (40%) of consumers rarely or never interact with merchants when 
they shop online. Merchants can help improve their consumers’ online shopping ex-
perience by making it easier for shoppers to contact them and ask questions, going 
beyond e-mails and phone calls, and using messaging applications such as Viber, or 
social media platforms such as Facebook, Twitter or Instagram. ra

Rakuten’s ‘omotenashi’ method

customers with options to get answers 
rather than simply abandoning the 
purchase.

In the analysis of abandoned carts, 
there are multiple situations where the 
buyer is taken off  track from the pur-
chasing process. Th is most often occurs 
when sites prompt shoppers to create 
an account or when profi le information 
such as shipping address is to be entered. 
Merchants need to frequently audit the 
process from carting to order completion 
as a completely new customer, a return-
ing buyer and as a prospect, to ensure 
that the shopper is not removed from the 
purchase process.

According to a study by Paypal and 
ComScore, 36% of purchasers did not 
pay for items because they felt the total 
cost of the purchase was higher than 
anticipated. State taxes, shipping and any 
other associated costs of the purchase, if 
not communicated forthwith, can cause 
the shopper to abandon due to “sticker 
shock”.

Th e Forrester report showed that 
27% of shoppers did not pay for 
items because they wanted to compare 
prices on other websites before mak-
ing a purchase. Online marketing has 
turned buyers into comparison shoppers. 
Consumers are now looking for the best 
product with the best cost and the fast-
est, cheapest delivery.

“We believe that ensuring custom-
ers are 100% satisfi ed with their online 
shopping experience is key to combating 
the problem of cart abandonment — at 

Rakuten, we call this ‘Omotenashi’,” says 
Moriya.

“Our e-commerce consultants 
(ECCs) work closely with the merchants 
to help them off er shoppers a 100% 
satisfactory experience. By drawing 
on Rakuten’s years of expertise in the 
e-commerce space both in Japan and 
overseas, ECCs share insights and expert 
knowledge to help merchants reduce cart 

abandonment, improve the customer 
experience, and boost sales.”

Post-abandonment measures
Even if shopping cart and website 
functionality are optimised, merchants 
may still see high abandonment rates. 
Fortunately for marketers, there is an ar-
senal of tools that can be used to combat 
shopping cart abandonment. 

Post-abandonment e-mail com-
munications form a key tool. A small 
number of brands send at least one post-
abandonment e-mail, received an average 
of 30 hours after cart abandonment. A 
post-abandonment e-mail serves as a 
friendly reminder to encourage abandon-
ers to pick up where they left off .

Rakuten’s Moriya adds: “Improving 
the online shopping experience is key to 
reducing cart abandonment, and there 
are many best practices from the physical 
retail world, which apply to e-commerce 
as well. 

“Using the right tools to help 
consumers make smarter purchasing 
decisions, making it easy for them to get 
their questions answered, and ensuring 
that products are accurately portrayed 
online can help convince consumers to 
click on ‘check-out’. Additionally, we 
also make use of time-limited coupons 
to bring the excitement of the physical 
shopping experience online.” ra
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Making dough: 
Vision, mission 
& determination

H
e speaks in a soft, quiet tone and gives the impression that 
he is not one to be rushed. But make no mistake, George 
Quek, founder and group chairman of the BreadTalk Group, 
is a man on a mission and cuts a steady pace towards his 

vision. He is currently focused on an international expansion plan for 
the BreadTalk Group, fresh from opening his S$67-million (US$53.1-
million) BreadTalk International Headquarters (IHQ) in Singapore in 
October last year.

He started with a single BreadTalk store at Parco Bugis Junction 
in 2000 purveying a stylish array of bread and pastries with fancy names, 

and has grown the venture into a multi-million-dollar business in just over a 
decade. Beyond the signature BreadTalk chain of bakeries, his BreadTalk food 
empire today spans more than 800 outlets across eight brands in 15 countries. 
Group revenues in FY2012 were S$447 million (US$354.9 million).

BreadTalk’s brand portfolio includes popular favourites such as the Bread-
Talk bakery, the award-winning Din Tai Fung Chinese restaurant, the Toast Box 
café chain and the trend-setting line of food courts known as Food Republic in 

Singapore and China. 
Th ere is also the Japanese ramen restaurant RamenPlay, specialty concept store 

Th e Icing Room, Carl’s Jr restaurants in China, and most recently, the introduc-
tion of Th ye Moh Chan, a traditional Chinese pastry shop.

But Quek is not resting on his laurels. He is leading BreadTalk on an aggres-
sive international expansion path. “From one shop to hundreds of outlets and then 
thousands … the goal is to make BreadTalk, which started as a Singapore brand, 
become an international brand, a leading global brand,” he says.

At the opening of the BreadTalk IHQ, the group’s stated ambitious goals include 
achieving S$1-billion revenue by 2016 and to have more than 2,000 outlets across its 
bakery, food atrium and restaurant businesses by 2018.

Executing on an international expansion strategy
In the process of growing the business, the BreadTalk Group today employs 7,000 
people and Quek counts on the unstinting support of a select group of experienced 

management staff  that he nurtured.
Indeed, in the next phase of BreadTalk’s business expansion, his manage-

ment team is one of his trump cards.
As chairman of the group, Quek is clear about his role as the business 

visionary and leader — where he wants to take the business and how he will 

George Quek

George Quek, founder and group chairman of 
BreadTalk Group Limited, is a man on a mission. 
His latest mission is to transform BreadTalk, 
which started out as a Singapore brand, into a 
leading global brand. Sharon Tian reports.
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bring BreadTalk onto the international 
stage.

BreadTalk will continue to create 
trend-setting products and talked-about 
F&B concepts, to maintain the excite-
ment that customers have come to 
expect. Th is will be its core diff erentiat-
ing factor and the basis of its leading 
position in the global market.

Th e group will continue to stead-
ily expand its regional footprint in 
China, Th ailand and Hong Kong, while 
strengthening its operations in Malaysia.

China is a core overseas market for 
Quek; it contributed more than 32% of 
the group’s revenue in 2012. Over the 
next few years, his aim is to increase this 
contribution to more than 50%.

In addition, BreadTalk has set its 
sights on new markets such as India, 
Japan and the US, and will proactively 
search for partnership opportunities in 
these countries.

Focus is very important in business, 
says Quek. “We have the capability to 
launch two to three new brands every 
year if we want to, but it is important 
to stay focused. It’s like the sun, big and 
strong — but if you can focus the sun’s 
rays to a single point and concentrate all 
its energy there, you have something that 
is sharp enough to cut like a laser.”

Asked what accounts for his enviable 
business success, he lists these factors: 
Determination, willingness to learn, 
teamwork, treating people well, and cul-
tivating honesty and trust in the brand 
and the organisation.

Quek says: “I am an ordinary person 
and not particularly clever.”

Th e quiet unassuming chairman says 
everything starts with the business leader. 

“We have the capability to launch two to three 
new brands every year if we want to, but it is 
important to stay focused. It’s like the sun, big 
and strong — but if you can focus the sun’s rays 
to a single point and concentrate all its energy 
there, you have something that is sharp enough 
to cut like a laser.”
It is the determination and perseverance 
of the leader to see things through. But 
teamwork is also important. “You must 
have a strong team behind the vision and 
the plan.”

A consistent thread runs throughout 
our conversation. Quek brings up again 
and again the need to treat people well 
and to approach the business and people 

with sincerity and integrity.
“Besides being leading-edge at the 

forefront of F&B trends, the BreadTalk 
brand must also exude sincerity and 
integrity,” he says.

“I grew up in a kampong village 
and life was tough. Th is moulded and 
instilled in me all the important values, 
such as determination and perseverance 

BreadTalk’s brand portfolio includes popular favourites such as the BreadTalk bakery, the award-winning Din Tai Fung Chinese restaurant, the 
Toast Box café chain and the trend-setting line of food courts known as Food Republic in Singapore and China. 
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that are important for business success. 
Everything starts with the founder or 
leader of the business and he must be 
determined to succeed and persevere in 
times of diffi  culty. If you fail the fi rst few 
times, study the problems and learn to 
do better the next time.”

Quek attributes success to his team 
— a steadfast team that stays beside him 
to fi ght the battles in a very competi-
tive marketplace. He says this gives him 
“the courage to go forward”. He also 
reveals that during the construction of 
the Breadtalk IHQ, he visited the site no 
more than three times, confi dent that his 
team would get it right.

Outside of BreadTalk, Quek applies 
the same values and approach to his 
business partnerships. Whether it is stall 
owners who operate in his Food Repub-
lic food courts, working with property 
owners such as Capitaland, or with many 
other supply-chain partners, Quek’s 
guiding principle is a partnership based 
on building trust.

2000: BreadTalk Pte Ltd was founded 
in July 2000.
2003: Company was publicly listed in 
Singapore.
Brand portfolio:
• BreadTalk: The household brand 
for bread, cakes, buns and pastries. 
It operates close to 50 retail shops in 
Singapore, plus presence in Malaysia, 
Indonesia, Thailand, the Philippines, 
Vietnam, Sri Lanka, Hong Kong, China, 
Oman, Kuwait, Saudi Arabia, Jordan, 
Bahrain and India.
• Toast Box: A coffee & toast eatery 
concept refl ecting coffee shops in the 
‘60s and ‘70s when Nanyang coffee and 
toasted bread were commonly served 
for breakfast. Toast Box has more than 
60 outlets all over Singapore.
• Food Republic: An award-winning 
food atrium concept. There are 14 Food 
Republic food courts in Singapore.
• Din Tai Fung: The BreadTalk Group 
is the franchisee of Taiwanese Xiao 
Long Bao restaurant, Din Tai Fung, 
for Singapore and Thailand. There are 
18 outlets in Singapore and one in 
Thailand.
• Carl’s Jr: Operating under a fran-
chise licence from US hamburger chain 
Carl’s Jr, BreadTalk has opened four 
Carl’s Jr outlets in China.
• Thye Moh Chan: BreadTalk has 
relaunched Thye Moh Chan and its 70-

year heritage in authentic hand-made 
pastries such as tau sar piah. Currently, 
it has two outlets in Singapore.
• The Icing Room: Specialty concept 
shop that offers Design-It-Yourself (DIY) 
cake decorative services. Currently, 
there are four outlets in Singapore.
• RamenPlay: The Japanese ramen 
restaurant is a result of collaboration 
between BreadTalk Group Ltd and Japa-
nese company Sanpou Co Ltd. To date, 
it has 12 outlets in Singapore and four 
in Shanghai, China.
2013: BreadTalk opens its Interna-
tional Headquarters (IHQ) in Singapore. 
The S$67-million IHQ serves as an 
integrated base for the group’s local 
and global operations. It houses the 
group’s corporate offi ce, research-and-
development laboratories, training 
academy, warehousing facilities and 
central kitchens.
2014: BreadTalk Group has more than 
800 outlets across eight brands in 15 
countries. Plans to accelerate growth in 
core markets of Singapore, China and 
Thailand, and explore new markets such 
as India, Japan and the US.
2016: Group targets to achieve S$1 
billion in revenue. 
2018: Targets to operate more than 
2,000 outlets across its bakery, food 
atrium and restaurant businesses world-
wide.

BREADTALK GROUP 
MILESTONES

“BreadTalk succeeds because of 
strong branding. We want to build a 
business where customers trust our 
brand, our quality and service. So our 
working together with our partners is 
also based on trust and integrity. For 
example, over the years, BreadTalk has 
advanced into new foreign markets with 
Capitaland; we have strong relationship 
built on trust and, thereby, are able to 
leverage on each other’s strengths.

“Our successful partnership with 
the stall operators in the Food Republic 
food courts is based on brand building 
together, not low rents. Th e stall opera-
tors are experienced in their business 
and have sharp understanding of what 
appeals to their customers. We respect 
their experience. Likewise, they trust 
in BreadTalk’s expertise in building the 
brand and our success in food court 

management. Together, we work to add 
value to our businesses.”

The devil in the details
Although the plan and targets are set, 
Quek works closely with the BreadTalk 
team on continuous monitoring. Always 
hands-on, he is fully involved in the 
business, not issuing instructions top-
down but working side-by-side with his 
managers.

 “Why should people want to work 
with you? You may have lucky breaks in 
business but actually the opportunity or 
the help given to you is because of your 
good attitude. When people want to 
partner with you or give you a break, it is 
because they have observed that you are 
a hardworking person, you are hands-on 
and not arrogant, or that you have good 
ideas and are not afraid to take risks. 

“My team has been 
with me for many 
years. It is important 
to have a strong team 
of people that you can 
count on. I cannot do 
battle alone. My team 
gives me the courage 
to go forward.”
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Th ese are the factors that make people 
comfortable to cooperate with you,” says 
Quek. 

“Without the right attitude, you 
may have initial luck but could end up 
failing, like the hare in the proverbial 
tortoise and hare story.”

Quek says the ambitious plan to 
expand the business internationally in 
the next few years calls for careful plan-
ning so that “we can make advancement 
towards our goal step-by-step”.

“At BreadTalk we are continuously 
looking ahead and there is non-stop 
planning to get the business to the next 
level. Even during the Chinese New Year 
holidays, we were holding daily manage-
ment meetings.”

Business effi ciency and skills 
training
It is important to keep the eye on the 
ball because the business environment 
is ever-changing, says Quek. “Last year’s 
budgeting cannot be applied this year. 
Manpower costs and other costs are con-
stantly on the rise, competition is forever 

present and the issues of effi  ciency and 
productivity are always there.”

Quek says he depends on teamwork 
and his management team to help him 
overcome all these challenges. “Th e over-
all political, social and economic factors 
are set; it is up to the business leaders and 
managers to fi nd creative solutions.”

After many years, the BreadTalk man-
agement team has acquired enough expe-
rience to understand the marketplace, the 
competitive forces and how to work for 
success, says Quek, adding that it is very 
important to capture and institutionalise 
certain knowledge and skill-sets.

To this end, BreadTalk has set up the 
BreadTalk Group Academy, a training 
school that will provide skills training for 
its employees at diff erent levels; and it is 
also collaborating with external institu-
tions such as the Institute of Technical 
Education (ITE) to train new people for 
the F&B industry.

“BreadTalk has already invested quite 
extensively in technology such as auto-
mated production lines, high technology 
machinery and ISO-certifi ed kitchens to 
increase manpower productivity. Th e next 
step in improving our business 
effi  ciency will be focused on skills train-
ing and systemisation of processes to 
ensure systematic transfer of knowledge 
and skills.

“As we expand with the opening of 
more shops and outlets, the important 
consideration is how to maintain our 
standards — in brand management, in 
operational skills and service excellence.

“Training and systemised processes 
must be in place to keep the BreadTalk 
brand fl ourishing as we fl y our fl ag 
around the world,” says Quek. ra

“Our partners must 
improve and progress 
together with us. 
Competition is fi erce 
and we need to 
combine our strengths 
to win.”
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Lack of infrastructure and the archipelagic nature of the Philippines plague retailers 
and manufacturers. Tina Arceo-Dumlao fi nds out how the largest companies and 
smaller ones deal with their unique supply-chain management challenges.

Philippine food fi rms grapple 
with weak supply chain

I
t is far from easy for manufacturing 
and retail companies in the food 
sector to operate in the Philippines. 
Not only is the country an archi-

pelago with urban and supply centres 
separated by large bodies of water, the 
production centres are also hundreds of 
kilometres away from the target markets. 
Add the fact that being a developing 
country, the Philippines is plagued by an 
ineffi  cient transportation system; cargo 
ships are aging and the rail network is 
practically non-existent. Th ere is also 
a severe lack of paved roads to connect 
the food-supply centres to the consumer 
markets.

Th e infrastructure and transportation 
system is so terrible that market players 
have long been saying that it is cheaper 
to import some goods from abroad, than 
to have them shipped or fl own in, say, 
from the southern-most island of Min-
danao, the Philippines’ main food 
basket, to the primary urban centre in 
Metro Manila, in the northern island of 
Luzon.

President Benigno Aquino III has 
declared since he assumed the presidency 
that infrastructure development will be 
the touchstone of his administration and 
that the private sector and the govern-
ment will work together to put in place 
ambitious rail development and mass 
transport systems to make the transpor-
tation sector more modern and of better 
service to the Filipinos.

But until these ambitious plans 
become reality, food companies in the 
Philippines have no choice but to adapt 
to the limitations of the landscape on 
which the general supply chain is set 
against. As such, more companies also 
have to appreciate the value of managing 
the supply chain in the fi rst place.

SUPPLY CHAIN

still controlled and managed vertically 
and not horizontally. For example, the 
procurement functions are normally 
integrated with the fi nance department, 
following the perception that purchasing 
is an operating fund control matter, thus 
it does not act as an internal supplier 
wherein the decisions should be focused 
on minimum inventory rather than 
buying in bulk for saving purposes,” says 
Melchor Bacsa, RFM’s vice-president for 
Operations.

For the logistics link of the supply 
chain, Bacsa says the biggest challenge 
is the cost of freight or delivery from 
the manufacturing centres to the retail 
networks spread across the country. Th is 
is particularly a problem in current times 
when large retail establishments such as 
hypermarkets, giant grocery stores, malls 
and community stores are sprouting all 
over the country, but now demand more 
frequent deliveries of smaller product 
volumes.

Th e industry, he says, is plagued by a 
lot of bad and narrow roads and limited 
connection points between major cities 
across the country. Th is limits the use of 
larger trucks, which would have made 
it easier for the company to distribute 
products in a wider area. 

Th en, there is the congestion in the 
capital region and the ban on trucks 
using a number of major roads. Th ese 
translate to higher logistics costs that the 
companies have to bear in order to bring 
to market the products that they want 
and need.

RFM, which distributes all over the 
Philippines and is a market leader in 
categories such as pasta and ice-cream, 
copes with the everyday challenges in 
distribution and manufacturing through 
strategies such as sourcing from diff erent 

For RFM Corp, one of the Philip-
pines’ largest F&B companies, its biggest 
challenge in supply-chain management 
(SCM) is the setting up of a seamless 
organisation where all departments, from 
procurement to logistics, manufactur-
ing, distribution and demand planning, 
contribute to strengthening the supply 
chain rather than operate as separate or 
isolated links of a chain.

“Some companies are still on a 
traditional set-up [such] that each 
department within the supply chain is 

RFM, which owns Selecta ice-cream (pic-
tured), copes with the everyday challenges 
in distribution and manufacturing through 
strategies such as sourcing from different 
locations and partnering with other big 
distributors to deliver to small-volume 
accounts.
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locations and partnering with other big 
distributors to deliver to small-volume 
accounts. In this way, a few big trucks 
can be deployed, rather than many small 
ones. RFM also requires a minimum 
order quantity so that it delivers only if 
the delivery truck or container is full.

Bacsa cannot emphasise enough the 
importance of strengthening the supply 
chain, saying that cost-effi  ciencies across 
the long chain ultimately lead to lower 
costs and consequently higher profi t for 
the company.

“We need to always have continuing 
innovation on not only products but also 
processes to drive down cost further,” he 
says. “Making your inbound and out-
bound logistics effi  cient will contribute 
in lowering the cost of the total supply 
chain. Making the other departments 
within the supply chain effi  cient will 
defi nitely provide a good impact on the 
business bottom line.

“Improvement in the SCM, either as 
a whole chain or individual departments, 
never ends, as tomorrow you will be left 
behind by other companies who keep on 
improving,” Bacsa adds.

SCM a top priority for 3M
Minnesota-based multinational compa-
ny, 3M, has likewise taken a very serious 
look at SCM in the Philippines, and has 
considered it as the top business priority, 
particularly in the consumer and health 
divisions which take care of brands such 
as Scotch, Scotch-Brite and Post-It.

“SCM is the issue we are trying to 
address. We want to see where and how 
we can reduce lead delivery time to the 
remote locations, or in other areas where 
there is a lot of activity,” says Hak Cheol 
Shin, 3M’s executive vice-president for 
International Operations. Shin was in 
the Philippines recently to celebrate the 
company’s 50th year of operations in the 
country.

Shin says 3M is working closely 
with regional centres, such as Singapore, 
for easier and quicker delivery of 3M 
products. Th e company has also tapped 
third-party providers that can help with 
other delivery requirements and there are 
also plans to put up a packaging facility 
in the Philippines to better serve the 
growing local market.

3M is expected to fi nalise its decision 
on the new facility in the Philippines 
in three months, but behind the plan is 
the belief that the Philippines is a bright 
growth market in South-east Asia. Shin 
says 3M is “very serious” about investing 

in the market which yielded Php4 billion 
(US$89.6 million) in sales for the global 
company last year.

Large companies with hefty fi nancial 
muscle fi nd it a daunting challenge to 
deal with the lay of the Philippine land; 
more so the small and medium-sized 
enterprises in the food sector that have 
to squeeze every possible profi t potential 
from their operations.

According to Rommel Juan, CEO of 
Binalot Foods, a quick service restaurant 
chain with 45 branches in the Philip-
pines, the lack of an effi  cient cold chain 
service in the country is a particular 
headache for food companies that want 
to use the freshest-possible ingredients in 
their restaurants.

High spoilage
“Th ere are not enough refrigerated vans, 
and if there are, they are very expensive,” 
Juan says. “Th e ineffi  cient cold chain 
also makes it hard for highly perishable 
goods such as vegetables to be maxim-
ised.  As most of our fresh vegetables 
come from the mountain provinces such 
as Baguio, only a small percentage makes 
it to Metro Manila fresh. Spoilage is very 

high.”
Furthermore, Binalot has to contend 

with considerable diffi  culties delivering 
food items to the islands outside of 
Luzon: Delivering by air is very expen-
sive and going by sea takes too long.

To address these challenges, Juan says 
Binalot has turned to sourcing as much 
of its raw ingredients as possible from 
the local providers, such that it only has 
to deliver the marinades. It then trains its 
people on proper marinating and food 
preparation to ensure consistency across 
all Binalot locations.

Juan says the company is also in the 
middle of preparations to improve the 
cold-chain distribution system and to 
effi  ciently plan its commissaries to serve 
the growing network of branches. 

He stresses that managing the supply 
chain must be on top of the priorities of 
companies that operate in the Philip-
pines. “Your supply chain will make or 
break your operations. Th ere is nothing 
more frustrating to a customer than out-
of-stock products and inconsistent taste,” 
Juan declares. “Managing your supply 
chain will maximise effi  ciency, ensure 
inventory and eventually lower cost.” ra

 3M is working closely with regional centres, such as Singapore, for easier and quicker deliv-
ery of 3M products.

Binalot has to contend with considerable diffi culties delivering food items to the islands 
outside of Luzon as delivering by air is very expensive and going by sea takes too long.
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Room for improvement in
supply-chain management

W
ith its long history as a 
regional and international 
trading hub, Singapore 
boasts some of the world’s 

most advanced logistics services. Yet 
retailers here do not seem to be milking 
their maximum potential in order to 
reduce costs, off er better products and 
services and, at the bottom line, raise 
profi ts. 

Manufacturers, particularly electron-
ics manufacturers, lead in supply-chain 
optimisation, using specialist logistics 

providers to source and distribute their 
products in the most effi  cient manner. 
And so do the bulk of logistics compa-
nies service manufacturers. But some 
logistics providers see potential in court-
ing the retail sector, which they feel can 
do with greater sophistication in their 
management of the movement and hold-
ing of goods. 

In retailing, a key consideration is 
the level of stock inventory. Th e sim-
plistic view is that reducing stocks will 
save costs — because the cost of holding 

stocks is not only obvious, but is also 
easily quantifi able. Th e fl ip side is the 
cost of losing sales when products run 
out of stock. Th is is less clear and harder 
to put a fi gure on. If it happens once too 
often, customers may be lost for good as 
they shift their loyalty to other retailers. 
Today, the option of buying online only 
increases this risk of losing customers. 

“Companies typically rely on Enter-
prise Resource Planning (ERP) systems, 
such as Oracle and SAP, to manage their 
business,” notes Niklas Andersson, man-

SUPPLY CHAIN

Retailers in Asia seeking to optimise their 
supply chains can get help from technology 
suppliers. Richard Seah reports.

AEB provides end-to-end SCM IT solutions.
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aging partner of Optimity, a European 
company that off ers supply chain and 
distribution solutions. “[ERP] systems 
provide some support but the ultimate 
limitation is that the business owner or 
manager still has to make the decision. 

“Optimity uses a mathematical mod-
el that optimises cost, revenue and other 
key constraints such as storage capacity, 
expiry dates, container/truck fi ll-rates 
and so on. Our solution also includes a 
module for vehicle route planning opti-
misation, which is great for companies 
with a fl eet of vehicles that requires daily 
planning. Th e optimised plan is then 
exported back into the company’s ERP 
system to make sure the business is run 
as profi tably as possible. Th e key objec-
tive is to fi nd the perfect balance between 
demand and supply. We use mathemati-
cal optimisation to fi nd the best solution 
than can meet the customers’ demand at 
the lowest cost possible.” 

Th e founders of Optimity started the 
company after working with ERP and 
other planning solutions for more than 
20 years and they saw there was room in 
the market for a product that all busi-

nesses would fi nd useful, but was then 
not available.

Specifi cally for retail businesses, Op-
timity can help in areas such as forecast-
ing (based on sales history), optical stock 
levels for retail outlets as well as the main 
warehouse, distribution and so on. “All 
planning is done by looking at costs and 
storage capacity constraints,” Andersson 
emphasises. “For example, fi lling up a 
vehicle fully means transportation cost 

“Companies are beginning to realise 
that lost revenue due to stock 
shortages is too high a cost to bear. 
They are now trying to fi nd the best 
balance between costs of inventory 
versus keeping a desired customer 
service level.”

— Niklas Andersson, managing partner, 
Optimity 

savings. But this might cause storage 
problems in the retail outlets.” 

Mathematical optimisation is 
nothing new, of course. But what is 
relatively new is the ability to run such 
programmes on a daily basis, thanks to 
the recent introduction of computer 
operating systems running on 64-bit 
chips. “In the past, what we do would 
have required heavy investments in large 
computer systems beyond the reach of 

The 3D-Matrix Solution is an innovative 
system solution for storage and picking 
of totes/cartons/trays, layer trays and 
pallets. 

3D logistics in warehouse organisation
SSI SCHAEFER has introduced the 3D-
Matrix Solution, an innovative system 
solution for storage and picking of totes/
cartons/trays, layer trays and pallets. 

The patented modular concept pro-
vides highly dynamic system solutions 
for the storage and picking of individual 
items (piece picking), cases and whole 
pallets. 

“The warehouse cube of the 3D-
Matrix Solution is a system which is 
open to all sides, and eliminates the bot-
tlenecks and restrictions of classic sys-
tem solutions,” says Elmar Issing, New 
Technologies and Solutions manager 
at SSI Schaefer. “This approach allows 
for future upgrades and extensions and 
signifi cantly improves process effi ciency 
in the plant.”

Conventional warehouse systems 
are typically designed for retrieval in 
the direction towards the front of the 
aisles (x-axis). The vertical movement 
of the conveying systems on the y-axis 
is performed by means of storage and 
retrieval machines or lifts. The storage 
and retrieval machines or shuttle cars 
are equipped with load handling devices 
which directly access the storage posi-

tions (z-axis movement). 
The load carriers which are taken out 

of the storage positions are handed over 
to the conveying systems or transfer sta-
tions by means of storage and retrieval 
machines. The transfer stations and the 
performance of the lifts and conveyor 
system loops in the conventional ware-
house limit the dynamic performance of 
the system because the whole mate-
rial fl ow is bottlenecked by the limited 
number of retrieval points and compo-
nents. 

The 3D-Matrix Solution from SSI 
Schaefer is different. The movements 
of the transport media within the 
warehouse in x-, y- and z-directions are 

separated from one another and carried 
out simultaneously. Access to the stored 
goods, ranging from totes to layers and 
pallets, is done by means of shuttles. 
The requested load units are moved to 
lift transfer stations and buffered there. 
Individual access of the lifts to the trans-
fer stations enables the sequencing of 
retrieval operations and load-dependent 
storage. 

Owing to this layout, almost any 
number of picking and shipping stations 
can be individually confi gured, inte-
grated and forwarded in sequence. Thus, 
all retrieval operations are performed 
separately and exclusively for the con-
nected work station. With this design, 
warehouses can be fl exibly extended in 
length, width and height without the 
need for changing the functionality of 
the overall system.

 “All items in the warehouse cube 
can be accessed at any time without a 
decrease in the performance,” explains 
Issing. “The user no longer has to 
ABC-classify the stored goods. With the 
3D-Matrix Solution concept, we have 
truly realised 3D-Logistics in warehouse 
organisation.” ra
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most companies,” Andersson maintains. 
“Today, even small companies can aff ord 
it.” 

Since its formation in 2010, Op-
timity has grown in Northern Europe, 
Australia and New Zealand, with a 
clientele comprising mainly public-listed 
companies. It opened its Singapore offi  ce 
early last year and has been busy making 
presentations to potential clients. 

“We see a growing focus on improv-
ing the planning side of the business 
in many Asian companies,” Andersson 
notes. “Th is is clear from the fact that 
more and more companies have created 
the role of supply-chain manager, which 
has been the case in Europe already for 
some years. Companies are also begin-
ning to realise that lost revenue due to 
stock shortages is too high a cost to bear. 
Th ey are now instead trying to fi nd the 
best balance between costs of inventory 
versus keeping a desired customer service 
level.

“However, most supply-chain plan-
ners and senior managers are not yet 
aware of what is possible with optimisa-
tion. [With Optimity software,] just by 
pressing the ‘optimisation’ button and 
waiting a few minutes, the most profi t-
able plan is served to you on a silver 
plate. Th ey are simply blown away when 
they realise what can be done.” 

Also seeing much potential — and 

room for improvement in supply-chain 
management (SCM) — is AEB, a 
Europe-based company with more than 
10 years of operations in Asia. AEB 
provides end-to-end SCM IT solutions 
and is among the leading software pro-
viders in the fi elds of dispatch, logistics 
and global trade. It off ers IT support for 
all intra-logistics processes and beyond, 
merging global trade and logistics in a 
single solution. 

“Th e Asia-Pacifi c is a region of 
tremendous promise as evident from the 
rapidly growing economies and the sheer 
diversity,” notes Th omas Halliday, gen-
eral manager of AEB (Asia-Pacifi c) Pte 
Ltd.  Th e on-coming ASEAN free Trade 
Zone next year, talks to further liberalise 
trade within Asia-Pacifi c and increasing 
trade links with China are some factors 
that would radically change the nature of 
the retail and distribution business in the 
near future. Growth in online retailing 
will also be signifi cant. 

 “Several issues need to be ad-
dressed to capture the full potential of 
the logistics and supply chain space,” 
Halliday adds. “Due to fragmentation in 
the region’s supply-chain sector, reaching 
the diverse markets requires developing 
more dynamic channels. Highly frag-
mented markets pose a greater challenge 
and make it more diffi  cult to penetrate 
through outlets. Hence supply networks 

need to be highly fl exible, aff ordable, 
lean and always available in order to 
reach customers. 

“Th ere is no one-size-fi ts-all strategy 
and market diversity calls for fl exible and 
adaptable supply chains. A fi ne balance 
should be maintained between reaching 
the rural population while simultaneous-
ly serving the upcoming urban middle 
class.” 

Halliday sees particular challenges in 
managing food logistics. With a number 
of incidents involving contaminated, 
fake and otherwise harmful foods, food 
traceability will be crucial. “Today’s food 
supply chains are already complex, with 
multiple stakeholders and growing con-
sumer demands,” Halliday notes. “Going 
forward, food traceability will become 
vital. Engaging the right technology to 
improve the traceability and enhancing 
visibility will be of prime importance.” ra

The FairPrice Hub is a 16-storey building 
that will feature the new High-Tech Distri-
bution Centre.

SINGAPORE’S largest supermarket 
retailer NTUC FairPrice Co-operative 
Ltd has held a topping-out ceremony 
for the FairPrice Hub which will house a 
new High-Tech Distribution Centre (DC), 
offi ces and commercial space.

FairPrice said the High-Tech Distribu-
tion Centre, equipped with the latest 
technology in warehouse management 
systems, will double its warehouse stor-
age capacity and is projected to be able 
to cope with the retailer’s supply-chain 
needs for the next 20 years.

FairPrice currently operates a net-
work of 282 stores island-wide, compris-
ing 121 supermarkets and hypermarkets, 
and 161 convenience stores.  It serves 
more than 500,000 customers daily. In 
terms of revenue, the Fairprice group 
has sales exceeding S$3 billion (US$2.37 
billion). 

This year, FairPrice aims to open at 
least another fi ve more supermarkets 

and 20 more convenience stores.
To invest for the next 20 years 

and cope with future demands and 
requirements, as well as to enhance its 
competitiveness, FairPrice is building 
the new hub facility at a cost of S$350 
million, said chairman of NTUC Fairprice, 
Ng Ser Miang.

Located at Benoi, the FairPrice Hub 
is a 16-storey building that will feature 
the new High-Tech Distribution Centre 

(DC) to boost its supply-chain infrastruc-
ture, ancillary offi ces for administrative 
and support staff, a FairPrice store, and 
other commercial space. The facility is 
targeted for completion by the end of 
this year.

The advanced warehouse manage-
ment technology in the DC includes a 
highly automated system that combines 
the Automated Storage and Retrieval 
System (ASRS) together with the Caddy 
Pick system. The system uses robotic 
technology and autonomous vehicles 
mounted on a monorail system for ware-
housing operations. This is the fi rst of its 
kind in the Asia-Pacifi c region and can 
handle up to 10,000 cartons per hour. 

FairPrice said the technology enables 
the DC to handle products 25% faster 
than the current distribution centre and 
potentially save up to 28% in man-
power. It will also double the warehouse 
storage capacity. ra

Meeting supply-chain needs for the next 20 years

AEB’s Thomas 
Halliday sees par-
ticular challenges 
in managing 
food logistics. 
With a number 
of incidents 
involving con-
taminated, fake 
and otherwise 
harmful foods, 
food traceability 
will be crucial. 
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A fi rst at ProWein 2014:
Koshu wine from Japan
ONCE a year, ProWein off ers the world’s 
largest range of international wines and 
spirits. Some 4,800 exhibitors from 50 
countries are expected in Düsseldorf 
from March 23-25.

Featured for the fi rst time is Koshu 
wine from Japan. Since ProWein 2011, 
Japan has presented itself on a joint 
stand in Düsseldorf under the heading 
“Taste of Japan”. Until now it has been 
traditional sake and the plum liqueur 
Umeshu that were in focus. 

At ProWein 2014, white wine from 
the Koshu grape will join the selection 
on off er at the stand in Hall 7a. Th is 
grape variety has a long tradition in 
Japan and is generally known as Japan’s 
“national grape”; it has been used in the 
country’s wine production since the 19th 
century. As a new feature at the Japanese 
joint stand the Japan External Trade 
Organisation (JETRO) is also planning a 
varied tasting and seminar programme.

Besides a comprehensive showcase 
of wines and spirits, ProWein 2014 will 
present an equally diverse programme of 
events.

From guided introductions to the 
new vintages and background informa-
tion on particular grape varieties, wine-
growing regions and styles to forecasts 
about future wine markets and trends 
— the spectrum of events accompanying 
ProWein is wide and varied. 

Th e line-up of speakers includes 
award-winning sommeliers, interna-
tional expert journalists as well as leading 
specialists in the sector. Most of the over 
300 tastings and lectures organised by 
exhibitors will take place right at the 
exhibition stands. 

In line with the anniversary of 
ProWein, the German Wine Institute 

23-25 March 2014
Düsseldorf, Germany
www.prowein.com

The line-up of speakers includes award-
winning sommeliers, international expert 
journalists as well as leading specialists in 
the sector.

Principles for wine and food matches or 
blind tastings will be explained at the 
seminars organised by the Wine & Spirit 
Education Trust (WSET).

(DWI) will extend an invitation to a 
tasting entitled “20 Years of ProWein 
— 20 German Vintages” hosted by 
Stuart Pigott. At the same location, best-
practice examples and successful retail 
concepts will take centre stage.

All facets of education
Th ere will be themed tastings organised 
by numerous exhibitors who will shed 
light on the country-specifi c character-
istics of their wines and spirits. For in-
stance, Shigekazu Misawa from multiple 
award-winning wine estate Grace, who 
will present the tradition-rich Koshu 
wine for the fi rst time at ProWein or the 
California Wine Institute inviting visi-
tors to a “California Road Trip”. 

Principles for wine and food matches 
or blind tastings will be explained at the 
seminars organised by the Wine & Spirit 
Education Trust (WSET). 

Wine prices, on the other hand, will 
be in the foreground at the events of 
USA Wine West, LLC and at the Italian 
ICE Institute.

Th ere will also be interesting off ers in 
the spirits segment. Under the heading 
“Stirred  — Not Shaken”, the distillery 
Hubertus Vallendar will present so-called 
Signature Drinks, which were specifi -
cally created with the company’s own 
distillates, while Distillerie Tessendier & 
Fils will invite visitors to mix their own 
drinks in a creative Cocktail Workshop.

A glance into the future will be 
provided by “Vision 2034”, the panel 
discussion organised by ProWein and 
the British market research institute  
Wine Intelligence. Discussions will focus 
on the development of the wine sector 
through to 2034.

Special Shows
As a complement to the many exhibi-
tor events, ProWein also off ers several 
special shows which are defi nitely worth 
a visit. Th ere will be a central Tasting 
Zone in Hall 2. Th e FIZZZ-Lounge will 
present high-octane “Garden Drinks” 
(combining spirits with fresh vegetable 
juices) and “Wine’s best friends” will 
again focalise high-end fi ne foods that 
form a special complement to wines and 
spirits. ra

The FIZZZ-Lounge will present high-octane 
“Garden Drinks” (combining spirits with 
fresh vegetable juices) and “Wine’s best 
friends” will again focalise high-end fi ne 
foods that form a special complement to 
wines and spirits.

ProWein offers the world’s largest range of 
international wines and spirits.
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Over 150,000 product
categories at Canton Fair
THE 115th Canton Fair will be held at 
the China Import and Export Fair Com-
plex in Guangzhou from April 15 - May 
5 this year. Th e Fair will take place in 
three phases; Phase 1: April 15-19, Phase 
2: April 23-27, and Phase 3: May 1-5.

China Import and Export Fair, pop-
ularly known as the Canton Fair, plays a 
key role in advancing the development of 
China’s foreign trade and the economic 
and trade exchanges between China and 
the rest of the world.

Canton Fair is co-hosted by China’s 
Ministry of Commerce and the People’s 
Government of Guangdong Province 
and organised by China Foreign Trade 
Centre. Th e fair is held twice a year, in 
spring and autumn. 

Since its establishment in 1957, 
Canton Fair has enjoyed a reputation 
of being China’s No.1 fair — it has the 
longest history, the largest scale, the most 
complete exhibit variety, the best busi-
ness turnover record in China, and the 
biggest buyer attendance from the broad-
est range of countries. Th e 114th Canton 
Fair, which concluded on 4 November 
last year, attracted more than 189,000 
buyers from 212 countries and regions. 
Th ese fi gures refl ect the huge commercial 
value of Canton Fair and its importance 
in contributing to China’s foreign trade.

Focused on international demand, 
Canton Fair exhibits more than 150,000 
categories of quality products, both from 
China and overseas. Th ese include prod-
ucts of famous brands, traditional design 
or creative innovations, and the latest 
products from diff erent sectors. 

Canton Fair is both a comprehen-
sive and specialised trade event. About 
24,000 outstanding enterprises from 
all over the world participate in each 
session. For the upcoming 115th session, 
visitors can expect improved information 
and layout of exhibits in the National 
Pavilion, and better diff erentiation in 
exhibit categorisation. Th ere will also be 
a stronger selection of exhibitors. 

In the International Pavilion, there 
will be 888 stands and a total exhibi-
tion area of 20,000sqm. Th ere will be 
an Innovation Zone and an expanded 
showcase on textile, fabrics and home 
textiles.

Th e Canton Fair Product Design 

15 April-5th May 2014
China Import and Export Fair Complex

www.cantonfair.org.cn/en

Focused on international demand, Canton 
Fair exhibits more than 150,000 categories 
of quality products, both from China and 
overseas. 

The Canton Fair Product Design and Trade 
Promotion Centre (PDC) has been set up as 
a platform for international design insti-
tutes and Chinese manufacturers to meet 
and explore collaboration.

and Trade Promotion Centre (PDC) has 
been set up as a platform for interna-
tional design institutes and Chinese 
manufacturers to meet and explore col-
laboration. PDC organises various events 
including design shows, design forums 
and business match-making according 
to diff erent categories of products. More 
than 12,000 guests from within China 
and overseas had participated in the 
PDC activities previously and the PDC 
had been praised by participating design 
institutes, exhibitors and buyers.

Seeking continuous improvement 
of the Canton Fair, the China Foreign 
Trade Centre has introduced professional 
and market-oriented service concepts, 
improved services in the Fair, and advo-
cated “Green Canton Fair”. It has also 
made specifi c commitments, including 
improved service effi  ciency, simplifi ed 
registration procedures, and applied 
information technology. 

To reward buyers for their long-
standing support for the Canton Fair, 
the organiser has set up a “VIP Club” to 
provide services such as free meals and 
drinks for VIP guests. In addition, there 
is a programme to encourage regular 
buyers to invite their friends to the fair.

In recent years. the Canton Fair 
launched “Multinational Sourcing Serv-
ice” (MSS) to provide a special sourcing 
and negotiation space for big global 
buyers to gather information effi  ciently 
and meet suppliers. MSS has provided 
individualised sourcing services in fi xed 
stations for 34 global multinational 
buyers such as Carrefour. It has gained 
increasing popularity among many buy-
ers and exhibitors, and is now regarded 
as a “diamond platform to promote 
mutual communication and understand-
ing between suppliers and buyers”. 

Canton Fair has offi  cially launched 
its e-commerce platform which off ers 
authentic resources of buyer informa-
tion, global promotion channels, online 
and offl  ine interconnectivity, one-stop 
trade services, and credit and compensa-
tion system. Th e e-commerce platform 
will create a credible and eff ective trade 
environment, and become an authentic 
and state-level platform of e-commerce 
and international trade, said the China 
Foreign Trade Centre. ra

In the International Pavilion, there will be 
888 stands and a total exhibition area of 
20,000sqm.
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Customising online & 
payments services for 
the connected shopper
CONSUMERS’ ever-changing shop-
ping habits are calling for greater 
customisation of e-commerce and 
payments services in Asia. Recognising 
the business opportunities, retailers are 
exploring further integration of their 
online sales platforms such as smart 
device-oriented social networks and 
websites. Fresh innovations in smart 
technologies are readily available to help 
retailers achieve their goals.

“Too often, organisations view Asia 
as some monolithic subset of oppor-
tunity. Th e history of technology is 
diff erent. Greater technical progress 
begets greater customisation to the 
needs of each individual. Th e future 
of Asia will be a conglomeration of 
unique solutions that adapts to each 
specifi c culture,” says Jim McKelvey, 
who co-founded Square with Twitter’s 
Jack Dorsey. 

McKelvey will open the joint 
plenary Retail World Asia and Cards 
& Payments Asia Premium Conference 
with a topic close to his heart — the 
evolution of the connected shopper. 
His presentation will discuss how fresh 
innovations in smart technologies are 
constantly driving the re-invention of 
existing processes and solutions in the 
ever-evolving retail and payment space.

Smart technologies 
Cutting-edge smart technologies and 
innovations from more than 200 inter-
national exhibitors are just some of the 
many exciting features at the 10,000sqm 
Retail World Asia expo and its eight oth-
er co-located events that include Cards 
& Payments Asia, Future Bank Asia, Th e 
Cash Handling Show Asia, NFC World 
Asia, Digital ID World Asia, RFID 
World Asia, e-Commerce Show Asia and 
Digital Signage World Asia. 

Th e extensive conference and exhibi-
tion is organised by Terrapinn Pte Ltd. 
Apart from a ‘free-to-attend’ exhibition, 
the 8th annual Retail World Asia also 
includes a two-day premium conference 
for paying delegates, a list of on-fl oor 
seminars within the exhibition hall, and 
the annual Smart Awards Asia.

23-24 April 2014
Suntec Singapore International Convention 

 Exhibition Centre, Singapore
www.terrapinn.com/retailasia  

With an overarching conference theme — 
Retail Innovation and Operational Excel-
lence — the two-day premium conference 
will provide delegates with power-packed 
keynotes and presentations.

Cutting-edge smart technologies and in-
novations from more than 200 international 
exhibitors are just some of the many excit-
ing features at the 10,000sqm Retail World 
Asia expo and its eight other co-located 
events.

With an overarching confer-
ence theme — Retail Innovation and 
Operational Excellence — the two-
day premium conference will provide 
delegates with power-packed keynotes 
and presentations, as well as plenty of 
networking opportunities for valuable 
exchange of ideas.

Instead of multiple concurrent 
conference tracks, delegates will have the 
opportunity to attend specifi c themed 
roundtables focused on e-commerce, 
digital signage, in-store engagement, 
the role of payments in retail and much 
more.

Award-winning solutions
Th e Retail World Asia exhibition will 
showcase award-winning solutions 
in several areas: Content design and 
management, conversion solutions, 
CRM, data analytics, digital advertising 
and outdoor advertising, digital signage, 
e-commerce platforms, e-mail market-
ing, in-store design, kiosk/self-service 
technology, operations & fulfi lment, 
payments systems, turnkey digital sig-
nage infrastructure, and web analytics.

Specifi c showcases include the Re-
tailers In-Store Zone, Payments Innova-
tion Zone and the Innovation Village. 

Smart Awards Asia 2014
Th e Smart Awards 2014 Asia provides a 
time and a place for industry executives 
to celebrate outstanding sector achieve-
ments from the past 12 months. 
Award categories include:
• e-commerce Leader of the Year 
• Best Co-Branded Card 
• Best Mobile Payments Implementa-
tion 
• Most Innovative NFC Project 
• Best Digital ID Innovation 
• Best Anti-Fraud Initiative 
• Best In-Store Design 
• Most Innovative RFID Implementa-
tion.

Retail World Asia 2014 and its 
co-located events are set to host about 
7,000 trade attendees from 40 countries 
including 500 C-suite delegates and 
100 speakers. ra

The third annual Smart Awards Asia 
provides a time and a place for industry 
executives to celebrate outstanding sector 
achievements from the past 12 months. 
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Hotels, restaurants and food manufacturers are constantly 
challenged to fi nd the winning formula to increase their 
revenue. The FHA2014 International Conference will 
gather more than 90 senior level industry executives to 
share strategies and best practices.

Not-to-be-missed Asia Food and   

T
he FHA2014 International 
Conference is something not 
to be missed for many good 
reasons. It is Asia’s leading 

food and hospitality event and will 
gather industry professionals from 
major hotels, resorts, restaurants, food 
retailers, food manufacturers and service 
providers.

Participants can expect to discover 
eff ective solutions and innovative ideas 
for their businesses in a fully-packed 
programme that addresses strategic and 
operational concerns. Delegates have 
a big opportunity to hear from more 
than 90 key industry speakers brought 
together from around the world. Th e 
speakers are from three sectors — Ho-
tels & Resorts, Food Services and Food 
Manufacturing.

Conference organiser, Singapore 
Exhibition Services, says the conference 
will not only deliver the most compre-
hensive content, but also information 
and insights of the highest quality.

In addition, there will be invaluable 
networking opportunities as more than 
500 industry professionals are expected 
to participate in the conference.

Th e conference programme includes 
a series of master classes, plenary ses-
sions, topical presentations and forums 
that will address signifi cant issues and 
challenges faced by today’s hospitality 
and F&B sectors, as well as highlight 
key industry trends.

Here is a rundown of what to 
expect:

Plenary Sessions
Day Two (9 April 2014): Th e ple-
nary sessions will kick off  with a panel 
discussion among captains of industry 
in a session entitled Change Strategies 
— Adapting to Stay Ahead of the Game. 
Featuring four hotel industry veterans, 
the session will provide insights into 
future trends and business models. Th e 
captains of industry will discuss how to 
harness growth opportunities, investing 

from a Leading Hospitality Group. His 
presentation will cover key consid-
erations such as potential barriers, 
consumer demographics and buying 
patterns, scouting opportunities as well 
as operational and fi nancial planning.

Gerard Guillouet, senior vice-presi-
dent (Malaysia, Indonesia and Singa-
pore) of Accor Asia-Pacifi c, will present 
the second keynote address: Oppor-
tunities in South-east Asia — Building a 
Fast-growing Portfolio in Malaysia and 
Indonesia. He will discuss strategies 
for market expansion, marketing and 
partnerships.

in new technologies and innovations to 
reach out to new markets and position-
ing hotel brands for the future. 

Th e panellists are Marc Dardenne, 
CEO, Patina Hotels & Resorts; Mohd 
K Rafi n, chief corporate offi  cer, Park 
Hotel Group; Maunik Th acker, senior 
vice-president — Marketing, Marina 
Bay Sands; and Roland Jegge, vice-pres-
ident, Asia-Pacifi c, Worldhotels.

Clarence Tan, COO, South-east 
Asia and Resorts, InterContinental Ho-
tels Group (IHG), will deliver the fi rst 
keynote address on Expanding into New 
Markets — Real Life Experience Sharing 

DESIGNED to provide practical information and 
valuable insights to conference participants, 
the FHA2014 International Conference includes 
a number of master classes. Led by industry 
experts, these master classes offer practical and 
audience-specifi c guidance. Participants can 
look forward to being equipped with tools and 
techniques for solving their business challenges.

Best Practices in Hotel Revenue 
Generation & Management
Day 1 (Tuesday) : 8 April 2014
Optimising a hotel’s revenue management 
strategy in today’s competitive and decentral-
ised marketplace requires technical expertise. 
There are many ways hotels can increase 
revenue, such as through reservation schedul-
ing, pricing optimisation, generating revenue 
through greater use of online channels, and 
better forecasting techniques. However, max-
imising hotel revenue through these channels 
and tools requires a systematic, coordinated 
hotel-revenue management strategy. 

This master class is developed to equip 
participants with practical revenue manage-
ment techniques and strategies, to help them 
generate greater ROI and revenue for their 
hotels.

This class benefi ts those who are tasked to 

manage revenue, sales and marketing of a 
hotel or resort. It is also relevant for senior 
hotel managers who are responsible for the 
bottom line of the hotel/resort operations.

Developing a Mobile Strategy to 
Successfully Capture Revenue 
Opportunities
Day 4 (Friday) : 11 April 2014
Mobile is becoming a key factor in every 
business. Hotels need a mobile strategy to 
better capitalise on business that comes 
through the mobile channel. Hoteliers may 
face a whole host of questions when enter-
ing the mobile space but by establishing best 
practices, they will see increased traffi c to 
their websites and increased revenue gen-
eration through their mobile channels.

This master class offers best practice 
techniques and proven strategies for leverag-
ing mobile as a channel to capture revenue 
opportunities.

This class benefi ts those who are 
responsible for driving revenue and brand 
awareness through mobile and digital chan-
nels. They may include the general manager, 
the director/manager of hotel operations, 
sales & marketing, digital marketing, internet 
marketing.

       Masters of the industry share 
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 Hospitality Conference

Boosting Productivity and 
Profi tability in Restaurant 
Operations
Day 1 (Tuesday) : 8 April 2014
There are many reasons why a restaurant is not 
as profi table as they are expected to be. Some 
reasons are poor processes, lack of operat-
ing procedures, high costs, lack of returning 
customers and marketing strategies that do not 
result in high ROI.

In this master class, participants will have 
the opportunity to analyse strategies and 
improvements they can make to turn their 
business into a profi table one.

Participants who can benefi t from this 
master class include the director/manager of 
F&B operations, executive chef, director/man-
ager of kitchen operations, director/manager of 
hotel operations, director/manager of sales & 
marketing, the CEO/managing director.

Best Practice Approaches to Ensure 
You are Ready for Food Safety Audit 
& Assessment
Day 1 (Tuesday) : 8 April 2014
With greater consumer awareness of food 
hygiene and safety issues, the need has never 
been greater for food processors to develop 
and maintain effective food safety manage-

ment systems. Recent food legislations and the 
existence of competing food standards add to the 
challenge.

This master class is specially developed to 
cater to those who need to know about food 
safety audits and assessments. It ensures they are 
equipped with the right practical knowledge and 
are ready for food safety audits and assessments.

Functional Food Development & 
Marketing
Day 4 (Friday) : 11 April 2014
Functional food and drinks are gaining attention. 
Market growth will be accelerated by the intro-
duction of innovative products aimed at satisfying 
the consumer’s nutritional and health require-
ments. But, not every functional food product is 
successful; there are many that fail when they 
enter the market.

This master class focuses on helping partici-
pants examine all the key factors to effectively 
develop and market functional food products.

This master class benefi ts those who are 
tasked with research, innovation, development 
and marketing of functional foods and nutra-
ceuticals. Suitable participants include those who 
are head/manager/scientist of R&D, food technol-
ogy, product development, manufacturing, and 
sales & marketing. ra

their experience and expertise

Day Th ree (10 April 2014): On the 
second day, a panel discussion on New 
Initiatives to Promote Asia’s Hospitality 
Industry will have three industry leaders 
sharing their views on the most pressing 
issues in today’s hospitality industry, and 
new initiatives to minimise the impact 
of these challenges. Pertinent issues such 
as the manpower crunch in hospitality 
and technological advancements will be 
discussed.

Sessions catering to 
everyone’s needs
Th ere will be special sessions catering to 
audience groups in diff erent sectors. For 
the hotels & resorts sector, the Hotel 
Operations, Design & Technology 
Conference will focus on the topic of 
boosting hotel revenue. Industry speak-
ers will recommend solutions relating to 
streamlining operations and pro-
cesses, enhancing customer experiences, 

new technology adoption, and mobile 
strategies.

For those in the food services sector, 
the industry experts will provide advice 
in key areas: Boosting productivity and 
profi tability in restaurant operations, 
managing F&B operations, winning 
kitchen designs and operations, and 
tackling the manpower crunch.

Th e food manufacturing confer-
ence will feature master classes on Food 
Safety Audit & Assessment and Func-
tional Food Development & Marketing. 
Food manufacturers can look forward 
to benefi tting from important informa-
tion shared in the areas of food scandals 
and fraud management, food regulatory 
and safety standards, food traceability, 
contamination prevention, cold-chain 
management and transportation, food 
technology and innovation, nutraceuti-
cals as well as functional food develop-
ment. ra
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Cold-chain management continues to be centre of focus as consumers demand quality 
and food safety. Eleanor Yap reports.

An unbreakable cold chain
is key to food quality & safety

C
old-chain management is cru-
cial these days as consumers’ 
expectations are high. If any 
part of the cold chain gets bro-

ken, it could signal a chain reaction lead-
ing to issues of quality and food safety,  
thus undermining food companies. 

Retail Asia fi nds out more 
from two speakers of the upcoming 
Food&HotelAsia2014 (FHA2014) 
International Conference — Dr Rodney 
Wee and Aamir Mehdi — about their 
viewpoints on cold-chain management, 
the trends and best practices.

Dr Wee is CEO of the Asia Cold-
Chain Centre (ACCC), which provides 
expertise in cold chain management, 
post-harvest operations, green supply-
chain management (SCM) for perishable 
cargo, pharmaceuticals and bio-medicals. 
Aamir Mehdi is the operations director 
of Fonterra Brands, Middle East and 
Africa.

Cold-chain management is of critical 
importance as consumers expect qual-
ity and safe food. How are companies 
such as yours dealing with the growing 
and warranted expectations?
Dr Rodney Wee: Every consumer is 
entitled to quality fresh produce from 
the farm (or place of production) to the 
fork of the consumer. Fresh produce are 
organic, living matter, which respires and 
will deteriorate at the time of harvest or 
expiration.

Th e cold chain management element 
consists of a series of activities and prac-
tices relating to “setting and maintain-
ing” the right temperature and relative 
humidity to slow the rate of deteriora-
tion with the view of maintaining “fresh-
ness” as long as possible.

Th is includes pre- and post-harvest 
operations, selection and methodology 
of packing and packaging, handling, 
staging, storage, timely distribution and 
retail presentation to ensure meeting of 
targets set by consumer requirements.

To this end, constant monitor-

to omit check and inspection stages, and 
the desire to push the problem to the 
next party along the supply chain. Th ese 
lead to massive wastages, shorter “use by 
dates” … the cost of which is inevitably 
passed on through rising retail prices.

Do you notice any trends?
Dr Wee: Th e good news is that more 
and more governments are taking note 
of shortages and rising consumer prices, 
and are acting to enact regulations 
requiring food producers and importers 

ing and detection of any deviation 
from agreed norms must be dealt with 
promptly. ACCC is involved in consult-
ing and training from end-to-end, for 
example, from the farming stage up to 
the export and consumer end. Th is is 
the only way to have all parties along the 
supply chain to be equally responsible 
for the condition of fresh produce while 
in their care.

What are some recent innovations in 
cold-chain management?
Dr Wee: Some innovations include:
• Th e introduction of tunnel cooling sys-
tems for “production-type” operations.
• Nano and active packaging systems to 
preserve shelf life.
• Pellet ice-makers for faster cooling/
freezing.

Do you see any interesting best prac-
tices in this region?
Dr Wee: Th ere are two interesting 
practices. South Korea has introduced a 
system allowing the consumer to identify 
animal anatomy and to “track and trace” 
meat products back to the farm using 
simple two-dimensional barcodes and a 
computer at the display counter.

Nowadays, it is also common to use 
smartphone apps to trace food shipments 
and monitor all readings.

What are the challenges and issues sur-
rounding cold-chain management?
Dr Wee: Although Asia is a massive chal-
lenge with diverse climatic conditions 
and varying levels of expertise, the real 
challenges are not all about technology, 
methodology, regulations and infrastruc-
ture.     

What is common is the lack of will 
to implement proper training of staff  in 
the entire supply chain and the lack of 
drive to implement all that needs to be 
done to ensure safe and quality food for 
consumers.

Common “errors” include “short-
cuts” in practices, using shortage of time 

Dr Wee is CEO 
of the Asia Cold-
Chain Centre 
(ACCC), which 
provides exper-
tise in cold-chain 
management, 
post-harvest 
operations, green 
supply-chain 
management 
(SCM) for perish-
able cargo, phar-
maceuticals and 
bio-medicals.

The cold-chain management element con-
sists of a series of activities and practices 
relating to setting and maintaining the 
right temperature and relative humidity to 
slow the rate of deterioration with the view 
of maintaining freshness as long as possible.
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to upgrade their services and to train/
maintain a quality workforce.

What will you be sharing with del-
egates at the FHA2014 conference?
Dr Wee: I will be covering some of the 
above issues in my paper at the forum.

Why is cold chain management im-
portant? 
Aamir Mehdi: Cold chain manage-
ment has become a key focus area in 
F&B and pharmaceutical industries as 
businesses and markets strive to reduce 
the lag between supply and demand. In 
the FMCG food sector specially, reliance 
on this has increased manifold in the 
past two decades. Consumer demand for 
freshness and quality has increased and 
economic activity has resulted in more 
choices for every category. 

Producers want to have maximum 
and speedy access to markets no matter 
how long the geographical distance. Effi  -
cient handling of a product as it changes 
hands at ports, distribution centres and 
retail points is crucial. Implementation 
of good standards, using information 
tools, and investment in infrastructure 
are necessary for sustainable develop-
ment. Cold chain management has 
therefore become a specialised subject in 
its own right.

What is Fonterra’s approach to cold-
chain management? 
Aamir: Fonterra holds quality and food 
safety as the most non-negotiable ele-
ments in its business. As the largest Kiwi 
dairy producer, Fonterra has to deal 
with the reality of being a long distance 
away from most parts of the world. But 
as the biggest exporter of dairy in the 
world, over the years we have also built 
the capability to deliver our products 
with their shelf life and quality intact 
everywhere, every day. 

Fonterra’s exports alone account for 
more than 40% of global 20-foot reefer 

Aamir Mehdi 
is the opera-

tions director 
of Fonterra 

Brands, 
Middle East 
and Africa.

Fresh produce such as apples are organic, 
living matter which respires and will dete-
riorate at the time of harvest or expiration.

South Korea has introduced a system allowing the consumer to identify animal anatomy 
and to “track and trace” meat products back to the farm using simple two-dimensional 
barcodes and a computer at the display counter.

movement and that is just one statistic 
refl ecting how the company leverages 
latest cold chain management practices. 
Whether it is frozen butter pats for 
consumers in Azerbaijan or fresh whip-
ping cream for foodservice customers in 
China, Fonterra delivers products using 
leading industry technology in equip-
ment, shipping and traceability.

What are some challenges and issues 
surrounding cold-chain management? 
Do you notice any trends? 
Aamir: Th e biggest challenges lie in 
geographies where cold-chain integrity 
cannot be ascertained due to underdevel-
oped infrastructure. Th is gets exacer-
bated if the markets lie in hot tropical, 
arid or desert climatic regions especially 
in summer months. Companies rely 
heavily on third-party service providers, 
for example, 3PL and distributors to 
deliver their products in many of these 
countries. Making sure that the product 
is handed over with no “break” in the 
cold-chain links is key to maintaining 
quality. 

Shortage of power, lack of knowledge 
about impact of temperature variation 
and low-cost imperatives often result in 
signifi cant losses when the cold chain is 
compromised. In recent times, regula-
tory authorities and the corporate sector 
have started to come together for raising 
awareness in this regard. Technologies 
such as thermo-graphs and live tem-
perature reading transmission are being 
used quite eff ectively. Speed to market 
is a sought-after competitive advantage 
in the current business environment and 

good cold chains are providing compa-
nies with just that.

What will you be sharing at the up-
coming FHA2014 conference? 
Aamir: At FHA2014, my presenta-
tion will focus on integration of quality 
systems with good end-to-end supply-
chain practices. I will cover some of these 
aspects:  
• Imperatives of a robust quality system.
• Quality control systems from receipt to 
dispatch and beyond with suppliers.
• Risk assessment approaches.
• Good distribution practices for 
temperature-sensitive products. ra

p35.fha.0314.indd   35 3/14/14   2:17 PM



36   Retail Asia March 2014  

Mark your calendar. Food&HotelAsia2014 (FHA2014), the region’s largest international 
food and hospitality trade event, is returning to Singapore. More than 2,800 exhibitors 
in the F&B industry will fi ll out 10 exhibition halls and the Max Atria at the Singapore 
Expo with the latest F&B and hospitality equipment, technology, services and food 
products from all over the world. Here’s a sample of what you will fi nd at FHA2014, 
from April 8-11.

FHA2014 – A galaxy of new 
products, services, technology 

MKN will introduce 
its combi steamer 
called FlexiCombi 
at FHA2014 with 
the slogan ‘It’s time 
to enjoy cooking at 
MKN.’

Th e FlexiCombi 
Magic-Pilot is 
designed to be just 
as simple to use as 
modern smartphones with 
a touch-and-slide operating 
concept. It uses the swipe 
operation instead of press 
buttons. Other winning 
features include an intuitive 
and easy interface, as well as 
precise accuracy.

FlexiCombi MagicPilot 
facilitates professional cook-
ing with only a few touches. 
Integrated information steps, 
favourites function on the 
start display and video clips 
with operating instructions 

MKN makes cooking easyKimberly-Clark dispenses 
with style and saves space
KIMBERLY-CLARK Profes-
sional makes workplaces 
exceptional all over the world 
in a manner that protects 
the health and safety of the 
workforce. It has introduced 
a dispenser range that delivers 
exceptional performance, the 
Aquarius by Kimberly-Clark 
Professional.

Th e Aquarius has a special 
patented overfi ll prevention 
design, which means less 
jamming and wastage, thus 
minimising cost and improv-
ing effi  ciency. With its stylish 
viewing window and compact 
design, the Aquarius uses less 
wall space in the washroom. 

Th e Aquarius range 
also comes with a universal 
concealed locking mechanism 
and can be secured with or 
without a key. Maintenance is 

also easy.
At FHA2014, Kimberly-

Clark Professional will also 
showcase a wide range of 
fully-coordinated dispensers 
for washrooms in hotels and 
food-serving premises.

Hall 4, Booth G1-01 

THE Zeal Z 75 series is a 
revolutionary ice-making 
machine and display table. 
Designed to work in con-
junction with Zeal’s Model 
SGE granular ice machines, 
the Zeal ice system features 
a slot delivery of the ice 
directly into the tub. An at-
tractive bed of ice optimises 
the visual display of fresh 

fi sh, seafood, fresh meats 
and even fruit and 
vegetables.

Th e system 
includes a slanted 
display unit, food-
grade PE polythene 
tub, modular and non-
scratch storage boxes.

Th e Z 75 series is a 
joint project between Zeal 

Industrial Pte Ltd, Staff  
Ice (Italy) and Ahmet 

Yar (Turkey). Th e 
Z 75 was born 
out of the need to 

create a productive, 
economical, practical 

yet aesthetically pleasing 
refrigeration solution in the 
much neglected area of the 
display and conservation of 

fresh seafood sold in retail 
outlets.

Th e Zeal ice system is 
distributed in Singapore, 
Indonesia and Hong Kong. 
Accessories include cascade 
shower head and manual 
shower for washing and 
slanted Plexiglass front 
panel.

Hall 3, Booth K4-05

An ice-making and seafood display system from Zeal
meats Indu

I

eco

combine to make the Magic-
Pilot a breeze to use. 

EasyLoad means that the 
user can lift the trays and GN 
containers easily and safely. 
With FlexiCombi MagicPilot, 
it is simply fun to cook.

FlexiCombi MagicPilot 
can be individually adapted 
to the particular require-
ments of professional chefs, 
yet it can provide consider-
able assistance for untrained 
personnel.

Hall 2, Booth B3-01
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CHEE SENG OIL Fac-
tory has been receiving 
positive feedback and 
compliments about its 
new bottle cap. 

Consumers — both 
housewives and restau-
rant chefs — are im-
pressed with the new cap 
design which facilitates 
easy pouring and does 
not drip.

Th e new cap was 
part of Chee Seng Oil 
Factory’s innovation when 
it introduced a new prod-
uct packaging in 2012. Th e 
company was presented the 
Merit Awards by the Singa-
pore Packaging Agreement 
last year in recognition of its 
eff orts to reduce packaging 
waste.

Last year, Chee Seng Oil 
launched the 750ml and 
375ml bottles with the new 
cap and “medium” pouring 

for consumers who want 
more oil at a faster rate. Chefs 
in restaurants especially prefer 
this new product design for 
its ease-of-use and cleanliness.

With a simplifi ed label, 
the new cap and high product 
quality — Chee Seng Sesame 
Oil is of a consistently high 
standard in terms of aroma 
and fl avour — the brand 
continues to rank high in 
customer satisfaction. 

Hall 6, Booth K1-12

Chee Seng Oil wows users 
with ‘no drips, no mess’ cap

LUZERNE, a global table-
ware company represented 
in more than 40 countries 
by some of the world’s 
largest chain hotels such as 
the Shangri-La and Raffl  es 
International Group, is un-
veiling six new collections 
at FHA2014. Its hospitality 
partners will be able to 
select from 20 specially 
styled collections.

Elaine Lek, Luzerne’s 
head of Global Brand Team, 
said: “At Luzerne, every 
piece of tableware is master-
fully crafted and de-
signed to inspire chefs, 
hospitality partners and 
food connoisseurs in the 
creation of their own 
gastronomic pursuits.”

Th e six new col-
lections are created 
by Luzerne’s in-house 
designers based in the 

UK, Japan, Singapore and 
at its factory in Dehua, 
China. Th e tableware pieces 
are produced using Luzerne 
New Bone, the brand’s sig-
nature revolutionary bone 
china.

Recently Luzerne 
formed a partnership with 
WWRD (Waterford, Wedg-
wood and Royal Dalton), 
a world-renowned herit-
age company, to distribute 
Luzerne’s hospitality lines in 
Singapore and Malaysia. 

Hall 5, Booth D2-01

NATVIA, distributed by 
Gimway Pte Ltd, is a 100% 
natural sweetener. Th e 
distributor said the product 
is created on the idea that 
there should be a healthy and 
natural alternative to artifi cial 
sweeteners and sugar.

Natvia uses the very best 
Stevia, RebA, combined with 
a naturally occurring nectar 
known as Erythritol. Using 
innovative growing and blend-
ing techniques, the manufac-
turer ensures that every grain 
of Natvia has a sweet, clean 

and natural fl avour.
Natvia is unique and not 

just a non-sugar sweetener. 
It has a secret and special 
formulation and is made with 
absolutely no chemicals.

Another product distri-
buted by Gimway is Enjoy 
Lighting. Enjoy is widely rec-
ognised as the premium brand 
of real wax fl ameless candles 
in the world. Enjoy Lighting 
currently supplies to more 
than 400 leading retailers in 
Australia.

Hall 5, Booth D3-12

A 100% natural sweetener  

Luzerne presents six 
whimsical collections

ALTO-SHAAM’S 
latest line of com-
bination ovens, the 
CT PROformance 
Combitherm Series 
Oven, off ers ver-
satility to execute 
every menu — from basic 
to complex — with fl awless 
precision and consistency. 
And it does it all faster than 
ever before. 

Th e PROformance Se-
ries expands menu off erings 
by providing fl exibility and 
reliability. 

CT PROformance ovens 
feature the new PROpower 
setting which allows them 
to operate up to 20% faster 
than other combi ovens and 
up to 80% faster than ovens 
with conventional technol-
ogy. With the ability to 
preheat to 575°F, recovery 

times are shortened, increas-
ing speed and performance. 

New Absolute Humid-
ity Control gives users the 
ability to select a pre-
cise humidity level from 
0-100% to maximise food 
quality, texture and yield. 
And the new zero clearance 
design allows it to be placed 
anywhere on the line, saving 
valuable fl oor and hood 
space. 

Th e technology of the 
PROformance Series es-
tablishes a new benchmark 
for performance, precision, 
speed and operator safety.

Hall 2, Booth H3-01

PROformance ovens 
execute menus fl awlessly
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AT this year’s FHA, 
OWL International will 
showcase Owl Everyday 
Favourites — time-tested 
recipes for a simple, fuss-
free perk-me-up. OWL’s 
beverages combine rich 
aroma and taste, and never 
fail to give a quick energy 
boost.

OWL’s ‘Special Reci-
pes’ series is inspired from 
the Straits Asian region and 

its culture. OWL said it has 
combined decades of roasting 
experience with an eye for 

creating something new 
and delicious to suit local 
taste buds. Th e ‘Special 
Recipes’ series consists of 
the white coff ee tarik range 
and the instant milk tea 
mix.

OWL Special Recipes 
White Coff ee Tarik is 
inspired by decades of ex-
perience in hand-roasting 

coff ee. 
Putting together the dis-

tinctive taste of white coff ee 
with the creamy texture that 
only hand-pulled coff ee can 
achieve, this brew is a delight-
ful treat, any time of the day.

OWL Special Recipes 
Instant Milk Tea Mix brings 
out the best in premium 
milk tea fl avours. Th e range 
includes Hong Kong Yuan 
Yang, Singapore Teh Tarik 
and Th ai Iced Tea.

Hall 6, Booth K3-01

OWL International gets aroma and taste right

Pacifi c Valley Foods sets 
itself apart from others in 
the food industry by being 
innovative, fl exible and 
personal.

For almost 40 years, 
Pacifi c Valley Foods has 
provided quality frozen po-
tatoes, fruits and vegetables 
to the US and other markets 
around the world. Apart 
from fruits and vegetables, 
Pacifi c Valley Foods off ers 
a wide range of processed 
food products including 
tortillas, frozen onion rings, 
frozen juice concentrates, 
dehydrated potatoes, frozen 
breakfast items, toaster 
pastries and nuts.  

Th e frozen juice 
concentrates come from 
the highest quality fruits 
and vegetables. Th ey are 
processed to yield the best 
fl avour and colour possible. 
Applications may include 

smoothies, beverages, baked 
goods, confections, pre-
serves, soups, sauces, snacks 
and much more! 

Waffl  es, pancakes and 
French toasts and tortillas 
are made with the freshest 
ingredients. Pacifi c Valley 
Foods also supplies a com-
prehensive range of frozen 
french fries of diff erent cuts.

Proud of its roots as a 
family-owned and family-
operated business, Pacifi c 
Valley Foods likes to treat 
every customer as an 
extended family mem-
ber, with integrity and a 
personal service not found 
elsewhere. 

Hall 7, Booth B2-08

Quality potatoes from 
Pacifi c Valley Foods 

WANG FOONG FOOD-
STUFFS SUPPLIERS has 
been a household name in 
Singapore since its establish-
ment in 1986. Wang Foong 
consistently delivers custom-
er satisfaction through the 
production of high-quality 
deli meat and a commitment 

to excellent service.
As a pioneer of innova-

tion in the industry, Wang 

Foong off ers a wide variety of 
specialty cold cuts. One all-
time favourite is the honey-
baked ham. Produced from 
the best cuts of Brazilian 
pork sirloin, Wang Foong’s 
Honey Baked Ham is a deli-
cious and convenient option 
for cosy meals and lively 

parties alike. 
With a fi rm belief that its 

appetising creations should 
be shared, Wang Foong 
welcomes suitable merchants 
to contact the company at 
FHA2014 about the distribu-
tion of its products.

Hall 8, Booth Q2-05

Wang Foong Foodstuffs looking for distributors

SPAIN is the Eurozone´s 
fourth largest economy. 
Th e country has a strong 
and diverse manufacturing 
industry and is currently the 
third most-visited country 
in the world after France 
and the US, receiving a 
total of 60.6 million foreign 
tourists.

As a consequence of an 
expanding tourism sector, a 
powerful Spanish hospital-
ity and catering equipment 
industry has developed dur-
ing the past decades. It is an 
industry now well-known for 
its innovation, high technol-
ogy, design and customised 
service. 

Spanish manufacturers of 
equipment for the hospitality 
and catering industry have 
continued to demonstrate 
their export capacity, with 
sales amounting to €409 mil-
lion in the fi rst 10 months 
of 2013.

At FHA2014 (www.
fha2014-spain.com) 15 
leading Spanish manufactur-
ers from this sector will be 
showcasing their products, 
including cooking equip-
ment, refrigeration, bar & 
coff ee equipment, cookware 
and tableware, ware washers, 
furniture and furnishings, 
among others. All will be 
featured under the umbrella 
brand, Horeca Equipment 
from Spain.

Hall 3, Booths J3-08/
Hall 8, F3-01

Horeca Equipment 
committed to innovation  
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KONG SHIANG ENGI-
NEERING (KSE) has 39 
years of experience in the 
design and fabrication of 
machinery for the process-
ing and packaging indus-
tries.  

Its products include pre-
processing, processing and 
post-processing systems. Its 
pre-processing systems in-
clude semi-automatic stick 
skewering machine, vacuum 
tumbler, cheese grinder and 
powder mixer. 

In the processing range, 
there are multifunctional 
steam cookers, smoke-
less grilling machines and 
soft serve machines, while 

post-processing systems 
include volumetric fi lling 
machines, servo pump fi ll-
ing machines, form-fi ll seal 
machines and digital weight 
fi ller.

As a provider of ma-
chines, Kong Shiang not 
only provides convenient 
operations, but also helps 
companies to explore ways 
to maximise their capa-
bilities and resources and 
increase effi  ciency. 

Kong Shiang believes 
every manufacturing prob-
lem is unique and requires 
specifi c solutions. It off ers 
single-source responsibility, 
providing custom-made de-

sign engineering work, 
consultation service, 
as well as installa-
tion and commis-
sioning of systems.

Hall 2, 
Booth M3-05

Kong Shiang Engineering promises 
single-source responsibility

MORE and more quality 
halal-certifi ed food items 
are made in Taiwan and are 
now available in the global 
market.  

In June last year, Taiwan 
hosted Halal Taiwan, the 
very fi rst Taiwan interna-
tional halal expo.

Th e Bureau of Foreign 
Trade (BOFT) and the Tai-
wan External Trade Develop-
ment Council (TAITRA), 
the organisers of the gigantic 

food industry 
event, com-
mented that the 
expo welcomed 
a record number 
of exhibitors, 
local visitors and 
international 
buyers last sum-
mer. More exhib-
itors and visitors 
are expected this year.

Taiwanese food suppli-
ers are long known to be the 

top choice among 
the Chinese com-
munities around 
the world for 
producing tasty, 
quality-assured 
and value-added 
Chinese, Japanese, 
and western-style 
foods. 

According to 
statistics from the Taiwan 
Halal Integrity Development 
Association (THIDA), there 

are 251 halal-certifi ed sup-
pliers in Taiwan and 89% of 
them are food suppliers. 

In this year’s Halal 
Taiwan, visitors will be able 
to savour and experience a 
fresh Taiwan twist on halal-
certifi ed additives, confec-
tionery, beverages, ready-to-
eat frozen processed food, as 
well as a full line-up of halal 
personal-care products and 
pharmaceuticals. 

Hall7, Booth K2-01

Taiwan trade board promotes halal food

FOR more than 87 years, MEIKO Germany has been using 
the most sophisticated technology to create the conditions 
necessary for super-clean dishware. MEIKO technology 
produces sparkling cleanliness not just 
in mass catering establishments, res-
taurants, hotels, company canteens, 
hospitals and care homes but also 
across the world in the complex 
installations needed for 
airline catering, in high-
speed ICE trains of the 
German railway system, 
or on cruise ships.  

Four years ago, MEIKO 
launched the M-iQ 
dishwashing machines. 
Th e company is continually 

developing cleaning technologies. It is striving to not only 
advance technology but also having a bigger picture in mind 

of people, nature and resources, MEIKO unequivo-
cally demands sustainable cleaning technology 

for a clean world. 
One of the main 

benefi ts of MEIKO 
machines is cost sav-
ing. In the design of 
its M-iQ machines, 
MEIKO minimises use 
of resources without 
sacrifi cing quality to 
provide the lowest 
operating costs. 

Hall 2, Booth 
C1-01

MEIKO technology for super-clean dishware

sign engineering work, 
consultation service, 
as well as installa-
tion and commis-
sioning of systems.

Hall 2, 
Booth M3-05

MEIKO Germany has been using 
hnology to create the conditions 
ishware. MEIKO technology 

ness not just 
ments, res-
canteens, 
ut also 

mplex 

O

y 

developing cleaning technologies. It 
advance technology but also having 

of people, nature and resour
cally demands sustaina
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Market analysts are forecasting a growth in the global halal food market, thanks to 
the increasing population of Muslims. However, barriers still hamper its growth, 
reports Eleanor Yap.

Rise of the halal food market

T
he halal food market, which 
in the past has been largely 
ignored in some countries, is set 
to grow. Th ere are 1.6 billion 

Muslims living around the world today, 
making up 23.4% of the global popula-
tion, shared SPRING Singapore’s Global 
Halal Food Industry: Guide to tapping the 
fast growing halal food market, 2011. If 
current trends continue, Muslims will 
make up 26.4% of the world’s total pro-
jected population of 8.3 billion in 2030.

Th eir spending power makes this 
market exciting to F&B retailers and 
manufacturers. According to last year’s 
State of the Global Islamic Economy by 
Th omson Reuters, Muslim consumers 
globally spent US$1,088 billion in food 
and non-alcoholic beverage consumption 
in 2012, which is 16.6% of global ex-
penditure. Th is fi gure is expected to grow 
to US$1,626 billion by 2018, accounting 
for 17.4% of global expenditure. 

Th e report also noted that the 
countries with the largest Muslim con-
sumer food consumption are Indonesia 
(US$197 billion), Turkey (US$100 
billion), Pakistan (US$93 billion), Egypt 
(US$88 billion) and Iran (US$77 bil-
lion), based on 2012 data. In the East/
South-east Asia region, Muslim expendi-
ture on food and non-alcoholic beverage 
stands at US$229 billion.

An Arabic word meaning “lawful” 
or “allowable”, halal food needs to be 
prepared according to Islamic guidelines. 
While mutton, beef and chicken can be 
halal, pork is strictly off  limits.

Opportunities abound
Th e SPRING guide called the halal 
market “one that food companies cannot 
ignore”. With the market set to grow, 
F&B retailers and manufacturers are do-
ing all they can to reach out to Muslim 
consumers. 

In the UK, where according to a 
Pew Research study, Muslims will make 
up more than 8% of the population 
by 2030, a fi rst-ever, three-day Halal 
Food Festival was held in September 
last year. More than 100 vendors from 

around the world exhibited products 
such as gourmet hot dogs, vegan-friendly 
sushi and even halal candy to 15,000 
“haloodies” (halal foodies). Buyers were 
also present from supermarkets such as 
Tesco, Sainsbury’s, Morrisons and Asda, 
along with high-end department store, 

Harrods.
In Malaysia, there are two halal 

events slated for this year — the 11th 
Malaysia International Halal Showcase 
in April and the Halal Fiesta (Halfest) 
Malaysia for the local community sched-
uled for September. 

In the UK, a fi rst-ever, three-day Halal Food Festival was held in September last year. 
More than 100 vendors from around the world exhibited products such as gourmet hot 
dogs, vegan-friendly sushi and even halal candy to 15,000 “haloodies” (halal foodies).

Bright and eye-catching bus advertisements for the Halal Food Festival.
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Countries such as Japan are also see-
ing new export business opportunities. 
According to an article in the Japan Times 
in May 2013 titled Food Producers Eye 
Islamic Market, Japanese food companies 
are increasingly seeking halal certifi cation 
for their products. A marketing consult-
ant shared that Muslims “long for and 
trust genuine Japanese foods”. 

As such, Th ailand and Malaysia 
plan to jointly develop and export halal 
food products as they realise that there is 
enough room for halal food on the world 
market, shared Th e Organisation of Asia-
Pacifi c News Agencies in April last year.

A spokesman for the Malaysia 
External Trade Development Corp 
(MATRADE), an organisation that pro-
motes Malaysia’s export, said that besides 
the increase in the global Muslim popula-
tion, growing economic development in 
Muslim countries add to the size of the 
market. Another signifi cant contributor 
to the development of the halal indus-
try is the emergence of potential halal 
markets in non-Muslim countries such as 
China and India, added MATRADE.

MATRADE shared that halal 
exports from Malaysia have continued 
to increase. In 2012, total halal exports 
(which include F&B) were RM$31.99 
billion (US$9.69 billion) with exports 
of processed F&B being at 37.3%. Th e 
fi gures had risen to total halal exports 
being RM$32.84 billion, with F&B 
representing 39.8%, in 2013. Malaysia’s 
top export countries include China, 
Singapore and the US, and its exports to 
all three countries have increased over the 
past year.

Lisa Mabe is the founder and principal 
of Hewar Social Communication, a bou-
tique public relations consultancy. She is 
currently based in Australia and is one 
of a few PR consultants worldwide who 
has expertise in the global halal food 
market. She shares her perspectives of 
the halal market.

What are the key trends in the 
global F&B halal market?
Lisa Mabe: In line with the global 
food market as a whole, we are seeing 
more consumer demand for high-
quality, natural, organic, chemical-free, 
humanely raised and healthier food op-
tions. Halal consumers too are increas-
ingly seeking out F&B products that are 
not only halal, but also natural, organic, 
non-GMO, and so on. We especially see 
concerns such as these (chemical-free) 
among Muslim mothers in countries like 
Singapore. 

Do you see any innovation in 
this area? 
Mabe: Savvy F&B brands in the region 
are starting to recognise Muslim con-
sumers’ desire for more products that 
are halal, as well as natural or organic. 
Fortunately, there are some brands 
providing consumers with these sorts of 
options, for example, the OBE Organic 
brand of beef from Australia, which 
markets its halal-certifi ed, organic and 
grass-fed beef to supermarkets and 
butcheries in places such as Singapore, 
Malaysia and Hong Kong.

What are some challenges to 
market growth? 
Mabe: There are a variety of challenges 
for halal brands — from production 
transparency to product quality, brand 
positioning and branding, halal certi-
fi cation and relevant retail placement. 
Working with a credible, third-party 
halal certifi er that consumers know and 
trust in your key market is one of the 
challenges we see most often. Also ap-
propriate retail placement is something 
we’re currently seeing brands struggle 
with. 

While some Muslim communities 
are happy to purchase halal products 
at mainstream supermarkets (that 
also carry many non-halal products), 
some insist on buying products such as 
meat at halal-only butcheries. We see 
this with many Muslim consumers in 
Singapore who prefer to purchase their 
halal meat and poultry from halal-only 
butcheries such as ZAC Meat & Poultry.

You had mentioned previously 
that halal food has the ability to 
reach not only Muslim consum-
ers but also those who don’t 
traditionally or culturally reach 
for such foods. Please elaborate.
Mabe: There is a crossover between 
natural and halal food consumers. Both 
are looking for pure, ethical and health-
ier choices, which halal products have 
the ability to deliver. The values of halal 
consumers are not all that different from 
other conscious-consumer groups. ra

Halal consumers looking for 
healthier choices

A participant enjoying herself at one of the 
hands-on cooking classes at the Halal Food 
Festival in the UK.

“Savvy F&B brands 
in the region 
are starting to 
recognise Muslim 
consumers’ desire 
for more products 
that are halal, as 
well as natural or 
organic.”
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Major brands committed to 
halal market
Manufacturers such as Nestlé S.A. in 
Switzerland are committed to the halal 
market. Th e company has been selling 
halal versions of its well-known brands 
such as Milo, Nescafé, Maggi, Kit Kat 
and Nespray since 1980s. Nestlé said: 
“Our halal-certifi ed products are sourced, 
manufactured, imported and distributed 
in accordance with legal and regulatory 
requirements where they exist or strict 
certifi cation procedures by well-recog-
nised Islamic organisations to meet the 
needs of Muslim consumers.”

Nestlé added that Malaysia was the 
company’s fi rst market to apply for halal 
certifi cation for all its food products and 
this followed the Malaysian govern-
ment’s introduction of voluntary halal 
certifi cation in 1994. “Nestlé Malaysia 
is now the company’s global halal centre 
of excellence. Th is means it off ers policy 
guidelines, know-how and expertise on 
halal [matters] to other Nestlé markets. 
Nestlé Malaysia’s halal policy outlines 
information on ingredients, sourcing, 
production, packaging and transporta-
tion of Nestlé halal products.” 

Today, Nestlé Malaysia produces 
about 300 halal products in its F&B 
range, which are exported to more than 
50 countries worldwide.

No global standards & 
practices
But barriers and other issues continue to 

plague the market. For instance, in the 
UK, some Muslims insist that the act 
of stunning the animal before slaughter 
is not halal, which is in line with the 
views of the country’s Halal Monitoring 
Committee. 

Today, Nestlé Malaysia produces about 
300 halal products in its F&B range, which 
are exported to more than 50 countries 
worldwide.

Malaysia was Nestlé’s fi rst market to apply for halal certifi cation for all its food 
products and this followed the Malaysian government’s introduction of voluntary halal 
certifi cation in 1994.

• Continued on page 48
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Noman Khawaja and his business part-
ner, Imran Kausar organised the Halal 
Food Festival in London last year (which 
Imran founded) and is now looking 
at launching a new food brand called 
“Haloodies”.

Tell us more about Haloodies. 
Noman Khawaja: Haloodies is a 
new food brand aimed at consumers 
who value quality, range and conven-
ience to match their evolving lifestyles. 
Imran and I partnered with DB Foods, a 
family-run meat processing and distribu-
tion plant in the south of England for 
the past 25 years, to create Haloodies 
as it was clear that “haloodies” (halal 
foodies, coined by Noman during the 
festival) want more than a festival. 

Haloodies want fresh, clean, whole-
some and halal food. They want lean 
meats and a range of cuts. They want 
products to match their lifestyles and 
they want convenience. We are currently 
supplying fresh halal meat to well-
known retailers in the UK and have a 
long-term plan of other products in the 
convenience market. We certainly have 
aspirations to supply our products to 
haloodies around the world.

Why enter the halal market? 
Khawaja: The halal market has been 
identifi ed by many as one the fastest-
growing markets globally. There are 
more than 1.5 billion Muslims globally, 
and around 48% are under 25 years. 
The current UK market has a limited 
range of branded halal fresh meat in 
retail outlets, limiting the choice for the 
customer. Muslims make up 5% of the 
UK population and their needs are not 
being met. Currently 40% of poultry 
in the UK is halal, which is staggering 
considering the proportion of halal 
consumers. 

We believe that Haloodies can fi ll 
this gap by producing a brand that 
customers can show loyalty towards, 
and provide quality, wholesome fresh 
meat. A product such as deli meat 
or fresh steak is readily available to 
non-Muslims, and we know there are 
Muslims out there who want these 
products as a halal option and to a high 
standard. They are young professionals 
with busy lifestyles who want conven-
ience products, but a wide range and of 

high quality. 
The potential in the halal market is 

huge, with trade in the UK in different 
sectors such as halal cosmetics and 
halal travel, to reach the needs of the 
second-generation Muslims. I am a den-
tist by education, and Imran a medical 
doctor, and our friends and families who 
are in the second generation have very 
different values and aspirations from 
our parents’ generation, but without 
losing our Islamic values. It is these 
Muslims that need to be catered for. 

What has been some of the 
challenges reaching out to the 
halal consumer? 
Khawaja: The main challenge for us 
has been the issue of halal accreditation 
in the UK. There are a few authorities, 
which are not aligned in their views. 
The main contention is whether the 
animal should be stunned or not prior 
to slaughter. This has caused a split 
in consumer thinking about whether 

they should purchase stunned or non-
stunned meat. There is also a new legis-
lation which may alter the dynamics of 
the halal meat industry. 

We also found that Muslim consum-
ers currently have [few] brands to be 
loyal towards. The challenge for us is to 
create a brand that has values the Mus-
lim consumer can relate to. Thankfully, 
we have managed to set off on the right 
foot and deliver an excellent service and 
premium product to the halal consumer. 

Any advice on reaching out to 
the halal consumer?
Khawaja: I would certainly say de-
mand more from brands. Many brands 
such as Kellogg’s and Kentucky Fried 
Chicken in the UK now have halal-
accredited products, but more could do 
the same to meet this growing need. 
Demand quality, range and products to 
meet the Muslim lifestyle. 

Restaurants should also look at 
improving their halal menus; many 
Muslims miss out on Michelin-star food 
because it is not halal. This should not 
be the case. Vegetarians make up 3% of 
the UK population versus 5% for Mus-
lims, so while most restaurants have a 
vegetarian option, it is unusual the halal 
option is not always available. Living 
the western lifestyle, Muslims desire 
halal products to match the seasons 
in the UK, for example, halal turkey at 
Christmas, or mocktails in the summer, 
without compromising their religious 
beliefs. ra

A new halal brand in the UK

Noman Khawaja (left) is the one who coined the term ‘haloodies’ to describe halal 
foodies — and together with his partner Imran Kausar, they launched the ‘haloodies’ 
line of food products.

Haloodies is aimed at halal consumers 
who value quality, range and convenience 
to match their evolving lifestyles.
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• Continued from page 46

However, the Halal Food Authority 
from the UK is fi ne with stunning, pro-
vided the animal is still alive at the time 
of slaughter, said an article in the UK’s 
Th e Guardian in September 2013.

Th e article also said that “there is no 
single halal authentication body: Five 
diff erent certifi cation authorities exist in 
the UK alone (and dozens more abroad), 
each with a diff erent interpretation of 
what exactly is permissible.” As a result, 
“consumers may often have no idea they 
are buying halal meat, let alone how the 
animal was slaughtered.”

Nestlé agreed, adding: “Th ere exists 
no unifi ed globally recognised halal 
standard or body that could issue a 
common set of standards and practices 
— halal certifi cation and legislation 
varies widely from country to country, 
making compliance for manufacturers a 
very complex, time-consuming and often 
costly process.”

However, there is possibly a sea of 
change in the works. A Th omson Reuters 
report said it is currently seeing strong 

movement from the Organisation of 
Islamic Cooperation (OIC)-backed 
Standards and Metrology Institute for 
Islamic Countries (SMIIC) to play 
the role of the global halal accredita-
tion agency. “Th is is one step further to 
what the International Halal Integrity 
Alliance (IHIA) had aspired to do earlier 
via its series of global halal standards. 
[Whether] SMIIC pick up from IHIA 
or establish a working cooperation still 
remains to be seen.”

More issues & challenges
Another barrier to the F&B halal 
market, according to the same report, is 
that dedicated halal food companies are 
“highly fragmented and are struggling to 
scale and operate effi  ciently”. It added: 
“For a one-trillion-dollar market, there 
are surprisingly no global brands today 
that are dedicatedly halal.”

Malaysia’s MATRADE cast further 
light on these issues and challenges: 
“Most of the local producers of halal 
products lack capacity to meet the de-
mands of the halal market globally. Th e 
huge potential in the halal market has 

attracted competitors from non-Muslim 
countries, there is a shortage of raw 
material supply, and a lack of emphasis 
on R&D by the SMEs.”

Th ere are other problems. Th e halal 
industry has also received a bad reputa-
tion in terms of food safety. Last year, 
McDonald’s was hit by rumours that 
traces of LM10, a pork fat, have been 
found in its sauces, and McDonald’s 
Malaysia had to rush to defend its track 
record.

Old Town White Coff ee had 
suff ered allegations in social media 
questioning its F&B being truly halal. 
In response, the chain said its outlets in 
Malaysia and Singapore are certifi ed by 
the authorities. 

Last October, it was reported that, 
in China, more than 20 metric tonnes 
of pork was labelled as halal meat to be 
sold to Muslims. Th e factory sold up to 
2,000kg, or roughly two tonnes, to local 
markets before the scam was detected.

All this shows that there is still much 
to be done before F&B retailers and 
manufacturers can fully reap the rewards 
of a growing halal market. ra
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Asia-Pacifi c overtakes 
North America and Europe 
in food industry demand
THE Asia-Pacifi c region’s food indus-
try is one of the fastest growing and is 
expected to hold a 33% market share in 
the global F&B market this year. Th is is 
due to key megatrends such as increased 
urbanisation, increasing need for health 
and wellness solutions and the growing 
sensitivity to food safety; all of which 
will infl uence consumer behaviour and 
directly impact growth and performance 
of the region’s food industry, according 
to Frost & Sullivan.  

 “Th e food industry in the Asia-
Pacifi c region has been growing persist-
ently even through the 2008/2009 
economic downturn. Asia-Pacifi c’s food 
industry is projected to be a key eco-
nomic driver as demand for F&B is ex-
pected to surpass the combined demand 
of North America and Europe by 2014,” 
said Natasha D’Costa, research manager, 
Asia-Pacifi c, Frost & Sullivan. 

“Th e key product growth areas 
within Asia-Pacifi c will be in beverages, 
dairy and the fortifi ed commodities 
markets,” noted D’Costa. 

In the western countries, strong 
growth is seen in the alcoholic and 
carbonated soft drink sectors of the 
beverage industry. However within 
the Asia-Pacifi c region, strong growth 
is primarily seen in non-alcoholic and 
fortifi ed beverages and key growth areas 
within the region will be in bottled wa-
ter, ready-to-drink teas/coff ee and juices. 

In South-east Asian countries such 
as Vietnam and Indonesia, demand for 
ready-to-drink tea is growing strongly 
and a huge market opportunity has 
presented itself in fl avoured teas and 
green teas which are well known locally 
and something that consumers easily 
identify with. 

Bottled water
“Th e convenience and rising awareness 
of health and wellness among consum-
ers will continue to drive the growth of 
the ready-to-drink tea market. Bottled 
water is also experiencing huge growth, 
particularly in Indonesia, Th ailand, and 

the Philippines. Water scarcity and the 
lack of clean water supply are the main 
factors that drive this market,” D’Costa 
added. 

Th e dairy industry in Asia-Pacifi c 
is expected to grow faster than mature 
markets of the US and Western Europe. 
“Th is is due to the increasing aware-
ness of health benefi ts associated with 
consumption of dairy products. China 
is the forerunner in this demand as its 
younger population increasingly incor-
porates dairy into its daily diet. India is 
the world’s largest producer of milk with 
most of its production used domesti-
cally. Th ere is a growing demand for 
fortifi ed dairy products as manufactur-
ers aim to add value to this commodity,” 
explained D’Costa. 

“In Asia-Pacifi c, the probiotic 
cultures market focused primarily on 
the fortifi ed dairy sector is continuing 
to grow strongly with revenue pro-
jected from US$310 million in 2011 
to US$522.8 million in 2018. Th is 
is because there is increasingly more 
research validating the health claims 
of improving gut health and immune 
system, the increasing aff ordability of 
probiotic products due to increasing 
purchasing power parity of consumers 
and the growing focus on preventive 
medicine [among] the ageing popula-
tion,” elaborated D’Costa.   

Key demand growth in the dairy 
industry will be within the skim milk 
powder markets, especially for infant 
nutrition in Th ailand, China and 
Singapore. Th e demand for cheese is 

also predicted to grow, particularly in 
South Korea and Japan. Dairy-based 
beverages and fortifi ed foods are key 
emerging product opportunities which 
will experience demand across the Asia-
Pacifi c. 

Food fortifi cation
“Th e Asia-Pacifi c population is reported 
to have a vast micronutrient defi ciency 
particularly in iron, iodine and vitamin 
A. Increasing concerns of poverty and 
malnutrition has led to initiatives to 
fortify basic staple commodities. In 
the Philippines, rice is iron-fortifi ed, 
in China, soy sauce is fortifi ed and in 
India, wheat is fortifi ed with iron and 
salt fortifi ed with iodine. Food fortifi ca-
tion will continue to be a key focus for 
governments over the next few years as 
they aim to introduce more fortifi ed 
food products which will in turn drive 
demand for such foods. Th e market 
for fortifi ed commodities such as salt, 
wheat and cereals will be key growth 
areas in the immediate future,” stated 
D’Costa. ra 

Frost & Sul-
livan’s Natasha 

D’Costa: “The 
key product 

growth areas 
within Asia-
Pacifi c will 

be in bever-
ages, dairy and 

the fortifi ed 
commodities 

markets.”

Bottled water is 
experiencing huge 

growth, particularly 
in Indonesia, Thai-

land and the Philip-
pines.  Water scarcity 
and the lack of clean 
water supply are the 

main factors that 
drive this market.
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Danone ups stake 
in China’s Mengniu 
to secure market
FRANCE’S Danone is spending €486 
million (US$665 million) to raise its 
stake in China’s top dairy fi rm Mengniu 
Dairy Co Ltd. Th e move is aimed at 
tapping into the booming local demand 
and to secure greater control over supply 
quality in a region often hit by food 
safety scares.

Th e investment in Mengniu Dairy 
will boost Danone’s holding to 9.9% 
from 4%, making it the Chinese com-
pany’s second biggest shareholder after 
China’s COFCO Dairy Investment.

“Th is will allow us to pursue our 
ambition to expand in the fresh dairy 
category in China and benefi t from 
its great potential,” a Danone spokes-
woman said.

Danone is the world’s biggest 
yoghurt maker and its brands include 
Actimel, Activia and Shape.

China is already an important 
market for Danone, accounting for 
around 6% of global sales of €20 billion. 
But fresh dairy products make up less 
than 3% of its sales to China and the 
spokeswoman noted that China’s annual 
per capita consumption of fresh dairy 
products is 1.1kg, or just 3% of what it 
is in France, reported Reuters.

China is also an important market 
for Danone’s baby food division, which 

Lotte to build second   
Choco Pie plant in India
LOTTE CONFECTIONERY CO, 
South Korea’s biggest confectionery 
company, plans to build its second plant 
in India to produce Choco Pie, a popular 
marshmallow sandwich snack. 

Th e new plant, to be established in 
a 75,600sqm site, will be located in 
Haryana Province near New Delhi. Th e 
company will invest up to KRW66 bil-
lion (US$61.8 million) to build the plant 
by July 2015. It will produce Choco Pies 
worth KRW38 million a year.

makes up 20% 
of group sales, 
making it the 
No.2 contributor 
after dairy.

Danone’s lat-
est commitment 
to China comes 
after it suff ered a 
series of setbacks 
last year, includ-
ing being fi ned for 
anti-competitive practices after a probe 
into price-fi xing. It also recalled infant 
formula products in Asia due to an 
unfounded health scare stemming from 
New Zealand-based supplier Fonterra 
Co-operative Group.

Analyst Francis Pretre at brokerage 
CM-CIC Securities commented that 
the new deal would allow Danone to 
“pursue its expansion in Asia in a more 
serene way, securing its supplies in terms 
of volumes as well as quality”. ra 

Lotte India said its sales reached 
KRW100 million last year.

Lotte Confectionery built the fi rst 
Choco Pie plant in Chennai in southern 
India in 2010. A company offi  cial said 
instead of using animal-based ingredi-
ent for the marshmallow fi lling, it uses a 
plant-based material while retaining the 
original taste of Choco Pie. Th is 
localisation strategy has been what made 
the product successful in the Indian 
market. ra

China is already 
an important 

market for 
Danone, account-

ing for around 6% 
of global sales of 

€20 billion. 
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Thai frozen poultry for Singapore
SINGAPORE’S largest supermarket 
retailer NTUC FairPrice now off ers an 
additional source of halal-certifi ed frozen 
chicken from Th ailand for local consum-
ers. It is the fi rst Singapore supermarket 
to do so since the suspension of poultry 
imports from Th ailand following wide-
spread outbreaks of Highly Pathogenic 
Avian Infl uenza (HPAI) H5N1 in 
Th ailand from 2004 to 2008.

Prior to this, FairPrice imported 
fresh chicken from Malaysia and frozen 
raw chicken from Brazil — both are 
Agri-Food and Veterinary Association 
(AVA)-approved sources.

 Last June, AVA lifted the ban 
on chicken imports from Th ailand 
and approved the import of frozen 
chicken from selected establishments 
after thorough checks and inspections. 
In November last year, food com-
pany Charoen Pokphand Foods Public 
Company Limited (CP Foods) from 
Th ailand became the fi rst food supplier 

to be approved by AVA to export frozen 
chicken to Singapore. Two variants of 
frozen raw chicken parts from CP Foods 
— boneless chicken breast and boneless 
chicken leg — are now available at all 
FairPrice stores.

Tng Ah Yiam, managing direc-
tor (group purchasing, merchandising 
and international trading), NTUC 
FairPrice, said: “Chicken is very popular 

in Singapore and a versatile source of 
protein for many dishes. FairPrice is 
committed to providing more options 
for our customers while we continue 
to further diversify our food sources to 
ensure greater supply stability of daily 
essentials.”

FairPrice said as a primary food 
safety partner with AVA, it is committed 
to eff orts to bolster food supply resilience 
and supports various public campaigns 
to promote alternative forms of food 
such as frozen meat. 

FairPrice’s team of food safety and 
quality experts conduct regular food 
safety audits at all its stores to ensure 
that they comply not only with AVA 
regulations, but also international food 
safety standards such as ISO 9001 and 
ISO 22000. In 2012, FairPrice was the 
fi rst supermarket in Singapore to be ISO 
22000-certifi ed — a highly rigorous and 
comprehensive international food safety 
standard. ra 

NTUC FairPrice now offers an additional 
source of halal-certifi ed frozen chicken from 
Thailand for consumers in Singapore.

The new MKN combi steamer is simply fun 
to use. Operated intuitively similar to a smart-
phone, the MKN FlexiCombi offers you a 
wide range of new applications.  

www.mkn.eu

NEW  

Enjoy Cooking!
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New S’pore standard on food 
safety management launched
IN January this year, a new food safety 
management standard — SS 590:2013 
Singapore Standard for Hazard 
Analysis and Critical Control Points 
based (HACCP-based) Food Safety 
Management Systems — was launched in 
Singapore.

SS 590:2013 introduces a robust 
food safety management systems standard 
in Singapore,  which is closely aligned to 
the international ISO food safety man-
agement system standard (ISO 22000). 
Th e new standard will help strengthen 
the credibility and enhance the competi-
tiveness of food companies in local and 
global markets. 

SS 590 covers requirements on sourc-
ing, preparation, processing, manufactur-
ing, packaging, storage, transportation, 
distribution, handling and off ering for 
sale or supply of food in any sector of the 
food chain.  

Th e new standard developed by the 
Food Standards Committee under the 
Singapore Standards Council brings two 
main benefi ts to more than 800 food 
manufacturers in Singapore. First, SS 590 
will help enhance the branding of food 
manufacturing companies in food safety 
which in turn helps them in exporting 
overseas. Th e new standard will replace 
the Singapore Accreditation Council 
(SAC) HACCP Document No. 2 — 
Management of Food Safety based on 
HACCP. Requirements for a HACCP-
based Food Management System will 
require all accredited certifi cation bodies 
to migrate their current certifi cations of 
SAC HACCP Document No.2 to SS 590 
by 10 January 2016.

Second, since SS 590 is closely 
aligned to the international ISO food 
safety management system standard (ISO 
22000), it is easier for companies that 
have implemented SS 590 to upgrade to 
ISO 22000 if required. Th is will be par-
ticularly helpful for small and medium-
sized enterprises (SMEs) which may not 
have suffi  cient capabilities and resources 
to immediately adopt ISO 22000. By 
implementing SS 590, SMEs will put in 
place some systems and processes in line 
with ISO 22000, and this will greatly 
facilitate their transition to ISO 22000, 
a desired certifi cation as companies 

which are ISO 22000-certifi ed will gain 
recognition on food safety with potential 
local and global business partners, as well 
as increase market access. 

“Th e certifi cation to food safety man-
agement standards such as HACCP and 
ISO 22000 has helped to assure the qual-
ity and consistency of our products. Th is 
has earned us credibility and confi dence 
from our customers, which fuelled the 
growth of our blending business over the 
years,” said Cheng Liang Chye, managing 
director of SMC Food 21. Cheng believes 
that attaining the relevant standards has 
helped his company corner about 25% 
of the Japanese market in chocolate and 
ice-cream blends. 

Tan Khieng Sin, chairman of the 
Food Standards Committee, said: “Food 
products manufactured in Singapore are 
known to have high standard of food 
safety and quality. Food standards play 

a pivotal role in ensuring the safety, 
freshness and quality of our food for 
mass consumption. Food manufactur-
ers, especially those currently HACCP-
certifi ed or have the intention to obtain 
HACCP certifi cation, will benefi t from 
SS 590. Th e launch of SS 590 will help 
to strengthen Singapore’s branding in 
food safety.”

“SMF encourages food manufacturers 
to adopt SS 590. Th rough its implemen-
tation and adoption, the food safety and 
productivity of these businesses’ food 
products and services will improve, hence 
enabling access to targeted international 
export markets. With Singapore being 
a smaller economy, we still have to con-
tinually improve our food standards to 
maintain a strong foothold in the global 
arena,” said Lam Joon Khoi, secretary-
general, Singapore Manufacturing 
Federation (SMF). ra 

Representatives from food manufacturing companies attend a briefi ng on the SS 590:2013 
food safety management standard.

SS 590:2013 introduces a robust food safety management systems standard in Singa-
pore,  which is closely aligned to the international ISO food safety management system 
standard (ISO 22000). 
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NZ govt to 
improve 
dairy food 
traceability
THE New Zealand government has set 
up a working group to improve dairy 
product traceability in the wake of 
Fonterra’s global recall last year after its 
whey protein concentrate was mistakenly 
suspected of containing botulism-causing 
bacteria.

Primary Industries Minister Nathan 
Guy and Food Safety Minister Nikki 
Kaye said in a joint statement that the 
group would comprise representatives of 
the food and dairy industries and would 
report directly to the Director-General of 
the Ministry for Primary Industries.

“Th e independent govern-
ment inquiry into the Whey Protein 
Concentrate (WPC) Contamination 
Incident highlighted the importance of 
eff ective systems for dairy traceability,” 
Guy said in the statement. “Th e inquiry 
recommended lifting the dairy sector’s 
ability to trace products and ingredients 
through a working group focusing on 
regulatory and worldwide best practices,” 
he added.

Th e group would investigate changes 
to regulations and industry practices to 
improve traceability of dairy products 
and to further protect the public in the 
event of a suspected food safety issue, 
said Kaye in the statement. He said it 
is crucial for government and industry 
to work together in order to have full 
traceability.

Fonterra issued a global recall in 
August last year, when tests indicated 
the whey protein concentrate could have 
been contaminated with a bacteria that 
could cause botulism, but further tests 
subsequently cleared the product. ra 

Fonterra issued a global recall in August last 
year, when tests indicated the whey protein 
concentrate could have been contaminated 
with a bacteria that could cause botulism.
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Skin-tight fl exible packaging 
fi lm for food processing
CLONDALKIN WENTUS, a 
Germany-based company, has intro-
duced WENTOPRO-SkinTight, a new 
skin-tight fi lm for the food processing 
industry.

According to the company, the long 
shelf life and high barrier properties of 
WENTOPRO-SkinTight fi lm makes 
it suitable for a wide range of food 
products, including fresh, frozen and 
processed meat, poultry, fi sh and sea food 
products, as well as cheese and ready 
meals.

With its high vacuum properties, the 
“invisible fi lm” surrounds the product 
like a second skin, giving a natural look 
for maximum shelf appeal, as well as 
providing a safe and secure seal to prevent 
against contamination and leakage.

“Unlike similar products in the mar-
ket, WENTOPRO-SkinTight is formu-

lated to seal on all widely available fi lms 
and trays and is compatible with all types 
of converting machines,” says Christian 
Claes, new business development director 
at Clondalkin Wentus.

“It has an easy peel corner for con-
sumer convenience and because of its 

Ecolean’s 
transparent 
aseptic package
ECOLEAN has launched a brand-new 
innovation: A transparent, aseptic 
package solution. Th e new package, 
called Ecolean Air Aseptic Clear, is 
transparent and lightweight, and makes 
the product visible for the consumer. 
Suitable contents are all non-carbon-
ated soft drinks such as lemonade and 
ice tea. Th anks to the combination of 
transparency and great printability, 
the producer can decide how much to 
show of the product. 

“Ecolean Air Aseptic Clear is a 
fresh and inviting package with low 
environmental impact. It is clearly a 
great opportunity for our customers 
to diff erentiate and let their products 
stand out on store shelves,” says Peter 
Nilsson, CEO of Ecolean. 

He adds that Ecolean Air Aseptic 
Clear is lightweight and has a low 
environmental impact. Once emptied 
it becomes fl at as an envelope, which 
means less waste volume. Ecolean Air 
Aseptic Clear is available in 200ml and 
250ml. ra 

Tetra Pak sports new look
TETRA PAK has launched the Tetra Brik 
Aseptic 250 Base Crystal. Featuring two 
crystal-shaped panels on the front side of 
the familiar Tetra Brik Aseptic, the new 
package provides customers with more 
graphic design possibilities, helping their 
products stand out on the shelf.

“As consumers have less time to 
choose from an increasingly wide range 
of products, diff erentiation becomes 
more important to brands. Th is new 
package is a way for food producers to 
bring distinctiveness to their brands 
through a low-cost, retrofi ttable solu-

tion,” says Manuel Calderon, Tetra Pak’s 
product director.

Following a successful fi eld test with 
Mengniu, a leading dairy producer in 
China, the new package will now be 
launched worldwide.

Tetra Pak said consumer research in 
both China and Pakistan found that the 
Tetra Brik Aseptic 250 Base Crystal rates 
strongly in package design, visual appeal 
and functionality. With an increased stiff -
ness of the packaging material, the new 
package shape enables retailers to stack 
and distribute packages effi  ciently. ra 

long shelf life properties, it helps retailers 
reduce waste and keep products fresh and 
looking attractive for longer.”

Clondalkin Wentus is a supplier of 
hygiene fi lms, foils and laminates servic-
ing the food, convenience goods, hygiene, 
agricultural and horticultural markets. ra 

The long shelf life and high barrier proper-
ties of WENTOPRO-SkinTight fi lm makes it 
suitable for a wide range of food products 
including fresh, frozen and processed meat. 

With its high vacuum properties, the “invis-
ible fi lm” surrounds the product like a sec-
ond skin, giving a natural look for maximum 
shelf appeal, as well as providing a safe and 
secure seal to prevent against contamina-
tion and leakage.

Tetra Brik Aseptic 250 Base Crystal features two crystal-shaped panels.
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KAFTA gets 
nod from 
AUSVEG 
members 
THE recently negotiated Korea-Australia 
Free Trade Agreement (KAFTA) is ex-
pected to lead to 98% of Australia’s agri-
cultural exports to Korea being subject to 
a total tariff  reduction, with horticulture 
in particular a prime victor.

“Big winners in the KAFTA are pota-
toes which will experience an immediate 
reduction in tariff s from 304% to only 
27%,” said AUSVEG, the leading hor-
ticultural body representing Australia’s 
9,000 vegetable and potato growers. 
“During the Australian export season, 
this tariff  will be eliminated for potatoes 
entirely,” said AUSVEG spokesperson 
Simon Coburn. 

Potatoes can also expect an annual 
reduction in the tariff  rate over the next 
15 years. Th e dramatic reduction in 
these tariff s provides the opportunity for 
potato growers to fully utilise Australia’s 
counter seasonality advantage to its full 
potential. 

“Other winners in this agreement 
include asparagus, which will see a base 
tariff  rate of 27% being reduced to zero 
over the next three years. Carrots will 
also receive a boost with tariff s being 
lowered to only 30% and being reduced 
annually until removed over the next fi ve 
years,” said Coburn.

Th e ailing beetroot industry will 
get a boost when the KAFTA takes 
eff ect, with tariff s on beetroot exported 
to Korea being reduced annually. Th e 
agreement has opened new opportunities 
for market access for several horticultural 
commodities such as fruit. ra

Potatoes can expect an annual reduction in 
the tariff rate over the next 15 years.

Luzerne Singapore Gallery  

E. international@luzerne.com  T. +65 6593 9988  www.luzerne.com

The Art of Perfection
Featuring Luzerne New Bone.
Specialist in high-performance,

Luzerne is participating at FHA, 
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‘Soft chill’ 
improves 
temperature 
control 
A NEW way of using liquid nitrogen to 
control the temperature of foods while 
they are being processed will improve 
quality, even when used with the most 
heat-sensitive or reactive foods, accord-
ing to Air Products. 

As an eff ective refrigerant, liquid 
nitrogen has long been used to help con-
trol the temperature of a wide range of 
food products, such as meat, fi sh, fruit, 
vegetables, dairy products and sauces 
for ready meals, while they are being 
processed. It is benefi cial in a number of 
ways: Preventing the food from over-
heating while it is being mixed, which 
could aff ect its appearance and quality; 
minimising moisture loss; and limiting 
microbial growth. Th e liquid nitrogen is 
usually injected into the bottom of the 
food mix at intervals in order to keep it 
cool and its temperature regulated. 

However, for some heat-sensitive or 
reactive food products such as dough, 
which contains yeast or sauces prone to 
foaming, Air Products has found that 
temperature control can be signifi cantly 
improved by vaporising liquid nitro-
gen over the top of the mix, as well as 
injecting it into the mix itself. In view 
of this, Air Products has refi ned its exist-
ing Freshline LIN-IS (Liquid Nitrogen 
Injection Solution) so it is capable of 
off ering either top or bottom injection as 
part of a tailor-made process solution. 

Ann Callens, European food sector 
specialist at Air Products, said: “We 
discovered that by vaporising liquid 
nitrogen over the top of the foods be-
ing processed we could achieve a softer 
chill ideal for sensitive products such as 
doughs. Th is method of chilling can also 
help to reduce air bubbles in foam-sensi-
tive products such as creamy sauces. 

“As consumer tastes become more so-
phisticated, food processors are looking 
for solutions that can deliver a high-qual-
ity and consistent food product while 
ensuring the highest safety standards. 
Top injection technology, when used as 
part of a complete chilling solution, can 
achieve this even when working with the 
most sensitive foods.” ra
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I
n an era when cash is king, busy 
retailers can be tempted to focus 
on cash generation. However, retail 
success is judged by the company’s 

ability to generate an acceptable Return 
On Capital Employed (ROCE). (See 
Retail Finance article, Retail Asia Janu-
ary 2014). In other words, the business 
generates a suitable reward for risk.

If a company wants to go public, a 
good ROCE is critical. Likewise, if the 
owners want to sell the company, its 
price will be determined by the ROCE 
achieved. If a company is already listed 
on the stock exchange, then the price of 
its stock will be determined by the level 
of ROCE achieved, year to year. 

ROCE performance can be im-
proved by a combination of cutting 
costs, driving sales and increasing the 
rate of rotation of capital.

In this article, we shall focus on ways 
to cut costs in retail. Cost-cutting is usu-
ally the quickest way to improve profi t-
ability, given that the savings are made 
immediately, carry relatively little cost 
in themselves, and are usually easier to 
implement than trying to increase sales.

For example, a retailer making a net 
margin of 3% would require incremental 
sales of $33,000 to generate the $1,000 
that would go straight to the bottom 
line, just as when a cost-saving of $1,000 
was made. In other words, any $1,000 
received or saved by the business is 
equivalent to sales of $33,000. Th is is a 
multiplier that is worth publicising and 
using as a standard measure with shop 
staff  at all levels.

Leading-edge retailers such as Wal-
mart, Tesco and Carrefour operate on 
average gross margins of 25%. Th ey buy 
at 75 and sell at 100, excluding sales tax, 
resulting in a 25% gross margin. Th is is 
obviously an average fi gure, given that 
relatively slow-moving branded clothing 
needs gross margins of 60% or more to 
allow for end-of-season reductions, while 
fast-moving staples such as sugar can 
succeed on a gross margin of 2% or less. 

Th e key is having an appropriate 
combination of margin and rotation 
for each SKU in the business. Ideally, 
starting with the 25% gross margin, 

Cost-cutting – the fast lane 
to retail profi tability

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

15% would cover the cost of running the 
shop, leaving 5% for head offi  ce costs 
and 5% Net Profi t before Tax.

Th is is best illustrated via the Profi t 
& Loss (P&L) account, starting with on-
shelf sales ex-tax, minus all costs, leaving 
net profi t before tax. P&L account can 
be applied to the entire company or to 
individual SKUs. 

Improving net profi t is then about 
identifying and reducing all cost areas in 
the business, as follows:

Buying-in price: Th is is a refl ection 
of negotiation skills at the buyer level. 
Th e key here is to aim at developing and 
maintaining fair-share business relation-
ships, with the objective of elevating the 
supplier to partnership level, eliminat-
ing the buff ers normally built into the 
price to accommodate supplier-retailer 
ineffi  ciencies, besides encouraging the 
levels of trade investment usually absent 
from a basic transaction relationship. 
Th is requires a detailed knowledge of 
all costs associated with handling the 
product, ideally shared with the supplier, 
in an attempt to negotiate an increased 
gross margin that refl ects all the costs 
of making the product available to the 
shopper-consumer.

Shrink reduction: Th e combina-
tion of stock loss arising from internal 
(staff ) and external (customer) thieving, 
is usually about 2% of a retailer’s sales. 
A 100% reduction would thus move a 
retailer’s Net Margin from 3% to 5%, 
equivalent to a sales increase of 66%.

Obviously, total elimination of 
shrink would be unrealistic, but even 
reducing pilferage by 50% would be 
worth the eff ort. Some retailers such as 
Walmart encourage staff  to buy shares 
in the company to encourage them 
to watch for any evidence of excessive 
shrink that might compromise the value 

of their investment.
Stock wastage: Th is covers fresh 

produce becoming unsaleable because of 
age or damage, and can be a refl ection of 
bad forecasting, inadequate supply-chain 
protection, but especially pipeline speed 
and effi  ciency. Ideally, the gross margin 
on these lines will be in excess of 40% 
to refl ect these problems, but again any 
internal savings go straight to the bottom 
line.

Shelf availability: With leading-edge 
retailers aiming at 100% on-shelf stock 
availability, it is imperative that retailers 
and suppliers share insight on consum-
ing and shopping behaviour to make it 
worthwhile for each party to make the 
necessary supply-chain investment to 
eliminate every lost sale. Bear in mind 
that any additional sales goes straight to 
the bottom line, at minimal cost. 

Job-transfer: Many of the high-
cost operational tasks and roles such as 
EPOS-analysis, sales-forecasting, promo-
tion-planning and category management 
can be transferred up the supply-chain. 
Partner-suppliers are very willing to share 
the cost-burden in exchange for access 
to fresh reliable data and infl uence on 
promotion scheduling. Th is can reduce 
the retailer’s staffi  ng costs, and in turn 
reduce their impact on gross margin.

Th is approach to cost-reduction at 
all levels in the organisation can help a 
retailer to make more profi t on exist-
ing business. Th e resulting savings can 
optimise fl at-line market conditions and 
in the process release funds to facilitate 
growth at the expense of competition.

Finally, it can be helpful for retailers 
to run a P&L on each major supplier, 
in order to identify and improve upon 
all costs associated with dealing with 
the supplier-partner, and to serve as a 
planning guide for ongoing management 
and improving the profi tability of the 
supplier-retailer relationship. After all, 
most suppliers run a P&L on each major 
customer in order to optimise trade 
investment and control cost, all aimed at 
improving their ROCE performance.

Retailers can surely profi t from the 
same ROCE approach to measuring and 
driving improved profi tability. ra
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L
everaging data analytics to drive 
location-based marketing is 
picking up strong momentum 
across the globe and for solid 

reasons — it allows retailers to provide 
the right off er, at the right time, in the 
right location, to the right customer — a 
win-win for both the retailers and their 
shoppers. 

Th e location-based marketing ecosys-
tem is rapidly expanding. According to 
Pyramid Research, global market revenue 
for mobile location-based services and 
location-enabled mobile apps should 
reach more than S$13 billion (US$10.3 
billion) by 2015.  More potential con-
sumers “checking in” means more op-
portunity for consumers to “check out” 
when off ers are presented at the right 
place and at the right time.

For example, the Philippines’ largest 
donut franchise, Mister Donut, which 
has more than 1,500 outlets has rolled 
out a smartphone app featuring location-
based off ers such as coupons and mobile 
commerce. Th is type of data-driven mar-
keting works well for retailers, especially 
if they have thousands of retail outlets 
throughout certain geographical loca-
tions, making it challenging and costly 

The power of data analytics
for location-based marketing

to market to all the audiences in these 
specifi c locations. Location-based mar-
keting helps retailers to cost-eff ectively, 
and more accurately, target their custom-
ers with off ers that resonate with them.

Other examples include Tesco 
in South Korea, which has created a 
virtual store in the subway system where 
smartphone-wielding commuters can 
order their groceries from a virtual wall. 
Nestlé UK imbeds GPS trackers into 
select KitKat and Yorkie bars and within 

24 hours of unwrapping the bar, lucky 
customers are contacted and cash prizes 
delivered.

Th e growing sophistication and 
strong industry growth of location-based 
marketing has fundamental roots in 
data analytics. Without data analytics, 
location-based campaigns, no mat-
ter how sophisticated in technology, 
will lack in the right messaging to the 
relevant audience. 

Data analytics help analyse data 
from many channels — online, social, 
Web, in-store — to detect new market 
trends and change in consumer demand. 
Th is helps retailers send more targeted, 
relevant promotions to consumers at just 
the right time — when customers are at 
the right location to take advantage of 
off ers.

With so much data now available 
concerning consumer location and trans-
action behaviour, retailers will need to 
invest in analytical capabilities that pro-
vide actionable insight that can enhance 
their location-based marketing eff orts for 
optimal success and ROI. 

Future of location-based 
marketing & consumer insight  
Another powerful data-driven marketing 
eff ort that will be coming in the near 
future is retailers leveraging the data 
analytics and consumer insights that 
telecom companies can garner and pro-
vide to them from the mobile data that 
they have access to. Th is mobile big data 
enables telecom companies to track and 
provide insight on valuable consumer 
behaviour such as mobile users’ loca-
tions, movements, behaviour and Web 
browsing habits. 

Although this is an area that has to 
be carefully entered into due to privacy 
laws, the payoff s for retailers leveraging 
this mobile big data could be very profi t-
able and again a win-win for both the 
retailer and consumer — as their off ers 
will be more targeted and relevant to 
their audiences. Most telecom companies 
are just starting to test the waters in this 
area, but retailers are paying close at-
tention to what the future may hold for 
mobile big data analytics and insight. ra

“Retailers are paying 
close attention to what 
the future may hold 
for mobile big data 
analytics and insight.”

ANURAG KAPOOR 
Vice-president

Business Development, 
Analytics 

Th e Smart Cube

With so much data now available concerning consumer location and transaction behaviour, 
retailers will need to invest in analytical capabilities that provide actionable insight that can 
enhance their location-based marketing efforts for optimal success and ROI. 
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2014
 CALENDAR

April

April 8-11
FHA2014 
The 19th International Food & Drinks, Hotel, 
Restaurant, Bakery & Foodservice Equipment, 
Supplies & Services Exhibition and Conference with 
FHA Culinary Challenge. 
Singapore Expo
Singapore Exhibition Services 
www.foodnhotelasia.com

April 8-11
Wine & Spirits Asia 2014
The 13th International Exhibition of Wine & Spirits, 
including WSA Wine Challenge.
Singapore Expo
Singapore Exhibition Services 
www.winespiritsasia.com 

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

April 15-May 5
The 115th Canton Fair
China’s No. 1 fair for importers and exporters 
offering the most complete exhibit variety.
China Import and Export Fair Complex, Guangzhou
China Foreign Trade Centre (Group)
www.cantonfair.org.cn; www.e-cantonfair.com

April 20-23
Hong Kong Houseware Fair
Asia’s largest houseware fair offering the newest 
in bathroom accessories, health & personal 
care items, home decorations, home appliances, 
kitchenware, tableware and branded homeware.
Hong Kong Convention and Exhibition Centre
Hong Kong Trade Development Council
www.hktdc.com/hkhousewarefair 

April 23-24
Cards & Payments Asia
Asia’s largest and most established smart cards 
and payments trade event.
Suntec Singapore International Convention 
& Exhibition Centre
Terrapinn Pte Ltd
www.terrapinn.com/2014/cards-asia

April 23-24
Digital Signage World Asia 2014 
Innovation and ROI for end-users, advertising and 
partners.
Suntec Singapore International Convention & 
Exhibition Centre
Terrapinn Pte Ltd
www.terrapinn.com/2014/digital-signage-world-
asia

April 23-24
E-Commerce Show Asia 
Helping Asian businesses build, enhance and 
deliver their online & e-commerce strategy.
Suntec Singapore International Convention 
& Exhibition Centre
Terrapinn Pte Ltd
www.terrapinn.com/2014/ecommerce-show-asia

April 23-24
Retail World Asia 2014
Showcasing new retail technology in Asia.
Suntec Singapore International Convention 
& Exhibition Centre
Terrapinn Pte Ltd
www.terrapinn.com/2014/retail-world-asia

April 27-30
Hong Kong Gifts & Premium Fair
The world’s largest gifts fair showcasing innovative 
designs and products in gifts, premiums and festive 
items.
Hong Kong Convention and Exhibition Centre
Hong Kong Trade Development Council
www.hktdc.com/hkgiftspremiumfair

May

May 8-9
4th Global Department Store 
Summit
Capturing the retail revolution.
Pan Pacifi c Hotel, Singapore
IGDS (Intercontinental Group of Department 
Stores)
www.dssummit2014.org
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2014
May 12-16
TFWA Asia-Pacifi c Conference & 
Exhibition
The region’s essential event for duty free and 
travel retailing, gathering major brands plus Asia’s 
foremost retailers and airports.
Marina Bay Sands Expo & Convention Centre, 
Singapore
TFWA 
www.tfwa.com

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

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

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

June
June 10-12
Retail Asia Expo 2014    
Where retailers come to shop.
Hong Kong Convention and Exhibition Centre
Diversifi ed Events Hong Kong, LLC
www.chinaexhibition.com/Retail_Asia_Expo_2014

June 11-13
SIAL ASEAN         
The ASEAN Food Marketplace.
World Trade Center Metro Manila, the Philippines
The Comexposium Group
www.sialasean.com

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

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

July

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

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

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

August

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

September

September 2-4
Seafood Expo Asia   
Asia’s premium seafood marketplace.
Hong Kong Convention and Exhibition Centre
Diversifi ed Business Communications
www.asianseafoodexpo.com
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Take control of the elements with the new CT PROformanceTM Combitherm® oven from Alto-Shaam. 

The PROformance Series offers versatility to execute every menu from basic to complex with 

flawless precision and consistency. And it does it all faster than 

ever before.  Vis i t  www.ctproformance.com to learn more.
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