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Effective warehouse design means short routes for goods 
and personnel. We will show you how to become fast, flexible 
and efficient. Contact us, we will gladly advise you.

We increase your efficiency with the right  
warehouse equipment.
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WELCOME TO THE 116TH CANTON FAIR ...

KEEP YOUR EYES ON ME  
AND THE WORLD GOES AROUND

Canton Fair boasts an exhibition area of 1,160,000 square meters, 59,500 standard booths, more than 200,000 buyers, and tens of billions of US 
dollar business value in every session. Each session of Canton Fair created boundless business opportunities. The 116th Canton Fair is coming soon. 

information, and provide services such as business travel booking to exhibitors and buyers. At the same time, Canton Fair's Offcial E-commerce 
Platform（www.e-cantonfair.com）enhances your business.              

The Chinese Mainland: 4000-888-999  Outside the Chinese Mainland: +86-20-28-888-999
Canton Fair Call Center: 

www.cantonfair.org.cn

www.e-cantonfair.com
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A
ccording to a recently released study, physical stores continue to 
be consumers’ preferred shopping channel and a place where the 
most signifi cant consumer and retailer value is created.  

As much as 90% of all retail sales are transacted in stores 
and 95% of all retail sales are captured by retailers with a brick-and-mortar 
presence, said the authors of the Omnichannel Shopping Preferences Study 
conducted by A.T. Kearney.

Th e study also found that with omnichannel shopping, the store makes a 
signifi cant contribution to converting the sale, even though the transaction is 
eventually registered online. 

Th is underscores a key point: Th e source of value creation (brand building, 
product awareness) is often distinct — or decoupled — from the place of 
value capture (sales transaction). Th e authors concluded that it is important 
for retailers to understand the decoupling of value capture as they consider 
how to allocate resources across channels “to ensure that the true value that the 
physical store creates is accounted for properly”.

Th e emphasis on the value of the physical store provides a stimulating 
background to explore the features in this month’s Focus section, which look 
at the role of store designs to attract customers and also to reinforce the brand.

An experienced fashion retailer in the Philippines explains the value of a 
standout store design and takes us through the characteristics of an exciting 
retail store.

Singapore correspondent Richard Seah speaks with leading store designers 
and fi tters to fi nd out how modern stores are equipped to 

create a unique store ambience, using multi-faceted 
design elements and advanced technology to engage 

the senses of the consumers.
And Tim Kobe, who had worked with Steve 

Jobs to create the original Apple Store design, 
shares how the Apple Store is a powerful brand 

tool for Apple in the very subtle ways that it 
communicates Apple brand values.

Creative store designs 
a great source of value 

creation
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 ONE VIEWPOINT

E
merging from 2013 with 
a discernibly strengthened 
performance, the world 
economy strode into 2014 

with buoyant anticipation of further 
improvement. Th e optimism was fuelled 
by expectation of continued recovery in 
advanced economies and reinvigorated 
growth in the emerging markets.  

Unfortunately, the year did not 
start well for the world economy. 
Th e global economic performance in 
Q1 2014 did not quite live up to the 
hopeful expectation. Th e world’s major 
economies largely fl oundered. Th e 
US economic recovery dipped. Th e 
Eurozone economic resurgence dithered. 
And growth among developing Asian 
economies remained generally sluggish.  

Despite rallying eff orts, things did 
not really get much better in the ensuing 
months. By the halfway mark in June, 
economic report cards across the world 
painted a mixed picture. So, what’s up 
and what’s down for Asian economies 
going forward in the second half of 

The world economy strode into 
2014 with buoyant anticipation. 
Unfortunately, Q1 2014 did not live up 
to expectations. By mid-year, economic 
report cards across the world painted a 
mixed picture of poor economic recovery 
and sluggish growth. 

The unhappy news is a grim 
prognosis for the world economy. 
Growth among Asian economies is 
expected to stay somewhat fl at. The 
happy news, on the other hand, is a 
dramatic improvement in some key 
economic indices — that of the US job 
market and the Purchasing Managers 
Indexes across Asia in particular.

Steven HL Goh
Executive Chairman

Retail Asia

this year?  
Th e unhappy news was a series 

of grim prognoses of sombre outlook 
for the world’s advanced economies. 
And growth among Asian economies 
would stay somewhat fl at. Th e happy 
news, on the other hand, was dramatic 
improvement in some key economic 
indices — the US job market and the 
PMIs (Purchasing Managers Indexes) 
across Asia in particular.

World economy: Grim 
prognoses, gloomy outlook
Prognoses of the world economy for 
2014 among global institutions and 
economic analysts appear decidedly 
grim and the economic outlook for the 
remaining months of the year, gloomy.

Th e World Bank’s latest Global 
Economic Prospects report released in 
June shaved down its global growth 
projection for 2014 as a whole to 2.8% 
from its earlier projection of 3.2% in 
January.

Th e IMF (International Monetary 

Part 1: What’s up; what’s down?

Asian Economies: 
Mid-year outlook
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Fund) is another case in point. At a 
conference in France in early July, IMF 
chief Christine Largarde alluded to 
what she saw as less robust prospects 
than expected for the global economic 
momentum. “We are seeing global 
activity pick-up, but the momentum 
could be less robust than expected 
because potential growth is weaker... 
[and] investment remains lacklustre,” 
she said.

Th e advanced economies, specifi cally 
those of the US and the EU, are the 
focus of attention right now. Whither 
they drift?  

Th e US economy plunged deeper 
than expected in Q1 2014. It shrank 
at the annualised rate of 2.9%, 
nearly three-fold deeper than the 1% 
contraction previously forecast. Th e 
downturn plunged the US economy to 
its worst performance in fi ve years. 

Needless to say, US consumer 
spending and exports during the period 
suff ered. Consumer spending, which 
typically accounts for more than two-
thirds of US economic growth, increased 
by only 1% in the quarter — far short of 
the earlier estimate of a 3.1% increase. 
Exports slumped 8.9% versus an earlier 
projected decline of 6%.

Th ankfully, the US economy 
managed to gain some traction in the 
second quarter. But is it sustainable 
over the second half of 2014? Th e US 
Federal Reserve is guarded in its outlook. 
In mid-June, the Fed revised its 2014 
growth forecast down to between 2.1% 
and 2.3% from its March projection of 
2.8%–3%. It also cut its projections for 
long-term interest rates from 4% down 
to 3.75% — a move that the Fed chair, 
Janet Yellen, had reportedly attributed to 
“a slight decline in projections for longer 
term growth”.

Over in Europe, the situation is also 
downcast. In a late June press release, 
the European Commission attested to 
subdued economic mood across Europe. 
Its Economic Sentiment Indicator 
showed that economic sentiment was 
down in the Eurozone area (dropping 
by 0.6 points to 102) and sentiment was 
just broadly stable in the EU (marginally 
declining 0.1 points at 106.4).  

Slowdown but strong upside 
potential in Asia
Economists and fi nancial analysts largely 
expect growth in the world’s developing 
economies to be fl at this year — marking 
the third consecutive year of a sub-5% 

growth. Asia’s developing economies 
would suff er the same predicament 
but they would post generally better 
numbers than the global average for 
developing markets and would lead in 
the world economy’s recovery.

Th e World Bank’s Global Economic 
Prospects report said: “Growth in China 
is expected to ease to 7.6% in 2014 and 
further to 7.5% in 2015 and 7.4% in 
2016, refl ecting the ongoing rebalancing 
of the economy.”

Th e big question across Asia is: How 
much of China’s sag in its economic 
growth would impact on the rest of Asia’s 
economies? 

Not much, it seems. Th e World 
Bank report said: “Growth in East Asia 
has remained broadly unchanged despite 
a slowdown in China.” 

In the July issue of its Pacifi c 
Economic Monitor, the Asian 
Development Bank said: “Growth 
in the People’s Republic of China is 
expected to ease... Growth in the rest of 
developing Asia is expected to increase 
slightly on the back of the improving 
global economy. Th e newly industrialised 
economies of East Asia all expect higher 
growth in 2014 and 2015.”

Another key question and one that 
is close to the heart of Asian retailers is: 
What about consumption? Happily, the 
answer appears to be an affi  rmative one. 
Th e World Bank report said: “Regional 
consumption has proved to be resilient, 
with the notable exception of Th ailand.”  

On a brighter note
Consumption resilience would cheer 
Asian retailers — especially when the 
second half of the year is typically 
packed with busy year-end and holiday 
shopping.  

Th ere is more cheerful news...  
Firstly, the US employment market 

appears to be making some dramatic 
improvements. In June, US employers 
added 288,000 jobs and helped cut the 
unemployment rate to 6.1% — the 
lowest since the economic downturn was 
unleashed in 2008.  

Secondly, PMIs across Asia are 
picking up vigorously. Th e PMI is 
one of the key indicators of economic 
health and strength. In June, Asian 
powerhouses China and Japan both 
recorded strong rise in their PMIs.

Part 2 of this article will take a closer 
look at the US job increase and Asia’s 
rising PMIs and their implications for 
Asian retailers. ra
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 NEWS

BRITAIN’S biggest retailer Tesco an-
nounced that its CEO, Philip Clarke, will 
step down this October, as the troubled 
supermarket giant warned that fi rst half 
sales and profi ts will miss expectations.

Clarke, who has been at the helm for 
three years, will be replaced by Unilever 
executive and turnaround specialist Dave 
Lewis, said Tesco in a statement.

“Tesco announces that Dave Lewis 
will join the board of Tesco on October 1 
as CEO in succession to Philip Clarke,” 
the company said. “Philip Clarke will 
continue as CEO until that date when he 
will step down from the board but will 
continue to be available to support the 
transition until the end of January next 
year.”

Tesco CEO Philip Clarke quits

DAVE LEWIS is a veteran of consum-
er goods giant Unilever, with a reputa-
tion for being hard-nosed and tough. 

He was given a nickname “drastic 
Dave” after he slashed 300 jobs at 
Unilever in 2007.

Th e head of Unilever’s global per-
sonal care business — which includes 
toiletry brands such as Vaseline and 
Radox — is known for being the man 
behind the successful launch of Dove 
in the UK, but he also gained a reputa-
tion as a turnaround expert after being 
promoted in 2011 to take charge of 
the £15.8 billion (US$26.9 billion) 
Unilever division. 

Analysts are predicting that Lewis 

will take tough action on Tesco’s heavy 
cost base to enable the supermarket to 
compete more eff ectively. ra

New CEO Dave Lewis

Tesco is struggling with what it 
described as “challenging” trade. Th e 
group faces fi erce competition in Britain 
from German-owned discounters Aldi 
and Lidl, as well as from traditional 
supermarket rivals comprising Walmart 
division Asda, Sainsbury’s, Morrisons and 
Waitrose.

In June, the group revealed that it 
suff ered its worst British sales perfor-

WALMART is reportedly investing 
US$103 million in its Indian opera-
tions, with goals to expand its whole-
sale store count and increase its online 
presence.

According to the Wall Street Journal 
(WSJ), Walmart intends to increase the 
number of its wholesale stores from the 
current 20 to 70 in the next fi ve years. 
Walmart wholesale stores sell only to 
other businesses such as mom-and-pop 
shops, restaurants and hotels.

Th e world’s largest retailer is also 
ramping up its online operations so 
that it can give its wholesale customers 
24-hour delivery for anything they order 
online.

Rajneesh Kumar, vice-president for 
corporate aff airs at Walmart India, told 
WSJ that the equity infusion is to fund 
the working capital and capex require-
ments of Walmart’s cash-and-carry 
business in India.

Walmart invests US$103 million in India

Tesco announced that its CEO Philip Clarke 
will step down in October, as the troubled 
supermarket giant warned that fi rst half 
sales and profi ts will miss expectations.

mance in 40 years in Q1. In April, the 
group posted the second drop in annual 
profi ts in a row, hit by diffi  cult trade in 
Europe and a costly investment plan that 
was aimed at turning around its domestic 
business in Britain.

Tesco is the world’s third biggest 
supermarket group after French rival 
Carrefour, with US retailer Walmart in 
fi rst place. ra

Walmart, the world’s largest retailer is ramping up its online operations so that it can give 
its wholesale customers 24-hour delivery for anything they order online.

Dave Lewis is a veteran of consumer 
goods giant Unilever, with a reputation 
for being hard-nosed and tough.

In an interview with Mint in June, 
the newly-appointed CEO of Walmart 
India Pvt Ltd, Krish Iyer, had suggested 
that the company could expand its B2B 
e-commerce operations by next January, 
starting with Lucknow and Hyderabad, 

and adding more cities gradually.
India’s retail market, with about 

US$400 billion a year in sales, is ex-
pected to expand to more than US$1.3 
trillion by 2020, according to Price-
waterhouseCoopers. ra
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 NEWS

DEPARTMENT store operator Parkson 
has opened its second store in Indonesia. 

Th e store, located in the upscale 
Lippo Mall Puri, St Moritz, in West Ja-
karta, spreads across 16,374sqm on three 
levels of the mall. 

According to Toh Peng Koon, CEO 
of Parkson Retail Asia, the new store 
provides exclusive personalised services 
to give shoppers a unique shopping expe-
rience. It features added facilities includ-
ing a baby nursery, beauty salon and spa, 
as well as a personal shoppers’ lounge.

It is operated by Tozy Sentosa, which 
also runs Centro department stores. 

Th e Parkson store in Jakarta follows 
the opening of Parkson’s fi rst store in 
Indonesia, which opened in Medan, 
North Sumatra, in November last year. 
Th e company plans to open another four 
stores over the next two years, all outside 
Jakarta. 

Parkson said it is confi dent about In-
donesia’s booming retail industry, fuelled 
by growing domestic consumption and a 
rising upper class. “As the leading depart-
ment store in Asia, Parkson’s roadmap is 
to build stores strategically positioned in 
major cities in Indonesia,” said Toh.

Th e Jakarta store aims to serve the 
Indonesian upper-class market segment. 
As the Lippo Mall Puri is at the junction 
of two highways, the Parkson store there 
will cater to not only the people in the 
surrounding Puri area, but also people 
from further away.

Toh said the location of the Jakarta 
store is ideal. Th e Lippo Mall Puri has 
the retail spaces to accommodate a 

department store as large as Parkson. 
“We’re always looking at 14,000 to 
20,000sqm [of retail space],” Toh said. 
“Th is mall is a very sizeable mall, and 
when it’s completed, it’s probably going 
to be the largest mall in town. And there 
will be hotels, offi  ces and residences 
[nearby].

Parkson, a premium fashion and 
lifestyle department store, said it is 
geared fi rmly towards the upper end of 
the consumer scale, carrying top inter-
national and local fashion brands for the 
discerning Jakarta shopper.

Among the iconic labels carried by 
the department store are Karl Lager-
feld, Versus by Versace, and Vivienne 
Westwood. Th ere are also Malaysian 
brands such as Amori and Santeve, and 
Indonesian labels such as the Catcha bag 
line, Hengki Kawilarang dresses and 
Missel shoes, among others.

“We want to bring out the best 
in fashion,” said Mavis Seow, general 
manager of merchandising at Parkson. 
“Th at’s why we’ve given a bigger space 
for brands to better showcase their 
merchandise.”

Th e department store looks sleek and 
exclusive with highly-polished marble 
fl oors, wide aisles and ambient lighting. 
Th ere is ample display room for each 
brand, so that the customers can better 
view and appreciate the full range of the 
merchandise.

Exclusive cosmetic counters, featur-
ing international brands such as Anna 
Sui, Guerlain and Kanebo, are on the 
fi rst fl oor. ra

Parkson opens Jakarta 
department store

BRITISH retailer Marks & Spencer 
plans to enter Vietnam. It is to open 
a 1,200sqm fl agship store at Vincom 
Center in Dong Khoi, District 1 in Ho 
Chi Minh City, this summer.

Th e store will off er products across 
womens’ wear, menswear and lingerie 
as well as accessories, footwear and 
sleepwear. 

It will be operated by its long-term 
franchise partner, the Central Group of 
Th ailand, which plans to open 20 stores 
in Vietnam by 2020.

“Growing our business with leading 
franchise partners such as Central Group 
is an important part of our international 
growth strategy. With access to prime 
locations at key shopping areas across 
Vietnam and unrivalled local knowledge, 
Central Group is the ideal partner for us 
to open our new stores across the coun-
try,” said Bruce Findlay, regional director 
for Asia at Marks & Spencer.

Tos Chirathivat, CEO of Central 
Group, added: “With 90 million resi-
dents — more than 60% of which have a 
high purchasing power — Vietnam is an 
exciting market with high growth poten-
tial and also an excellent destination for 
investors in the retail sector.

“Additionally, the infl ux of foreign 
investors into Vietnam, aimed at sup-
porting market expansion in South-
east Asia, is driving strong growth in 
Vietnam’s economy, leading to a positive 
spending pattern among target consum-
ers over the past couple of years.” ra

Marks & 
Spencer to 
enter Vietnam

Parkson, a premium fashion and lifestyle department store, said it is geared fi rmly towards 
the upper end of the consumer scale, carrying top international and local fashion brands for 
the discerning Jakarta shopper.

Vietnam’s Marks & Spencer will offer prod-
ucts across womens’ wear, menswear and 
lingerie as well as accessories, footwear 
and sleepwear. 
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 NEWS

SOUTH KOREAN tech giant 
Samsung has chosen Th ailand to intro-
duce a new retail concept.

Samsung will debut its Samsung 
Experience store, comprising 422sqm 
over three fl oors at Siam Square One in 
Bangkok, a new development opposite 
Siam Centre.

Th e fi rst such store in South-east 
Asia, the Samsung Experience store 
features four zones: Learning, games, 
entertainment and children. It also has 
a Smart Academy Lounge with training 

classes on Samsung products.
It also houses an express-service 

channel promising quick access and 

greater convenience for customers who 
have minor problems. Customers can 
pre-book a service from this centre via 
the Samsung website.

In conjunction with the opening of 
the Samsung Experience store, Samsung 
launched its new tablet, the Galaxy Tab 
S, for the Th ai market. ra

Samsung unveils new retail concept in Thailand

Indonesia’s Alfamart to expand in 
Philippines with joint venture
INDONESIAN convenience chain 
Alfamart looks set to expand into the 
Philippines.

Alfamart, which has more than 
8,500 outlets in Indonesia, is currently 
in discussions with the SM Group in the 
Philippines for a retail joint venture.

“We are still planning with them,” 
said Teresita Sy-Coson, vice-chairwom-
an of SM Investments.

SM Retail operates 245 stores, 
consisting of 48 SM Stores, 39 SM 
Supermarkets, 40 SM Hypermarkets, 
96 Savemore stores and 22 WalterMart 
stores. 

SM Retail plans to expand into the 
convenience store sector, following the 
strategies of Ayala Land, which part-
nered with FamilyMart of Japan, and 
Puregold Price Club which has tied up 

SWEDISH furniture retailer Ikea 
says its fi rst store in India will open in 
Hyderabad.

India to fast track Ikea debut in Hyderabad
Ikea is one of the foreign companies 

allowed by the Indian government to 
open its own stores in India. Its ap-
plication to invest US$2 billion to open 
25 stores through its subsidiary Ingka 
Holdings Overseas BV was approved by 
the Cabinet Committee on Economic 
Aff airs in May this year.

Th e Telangana government said it 
would fast-track all necessary clearances 
for Ikea, in line with its goal to attract 
more foreign investment.

“Th e decision by Ikea to set up its 

Alfamart, which has more than 8,500 outlets in Indonesia, is currently in discussions with the 
SM Group in the Philippines for a retail joint venture.

with Lawson.
Meanwhile, the leading convenience 

store brand in the Philippines, 7-Eleven, 

is increasing its investments to expand 
its network, so as to fend off  its existing 
and new competitors. ra

Samsung will debut its Samsung Experi-
ence store, comprising 422sqm over three 
fl oors at Siam Square One in Bangkok, a 
new development opposite Siam Centre.

fi rst store in Hyderabad will place the 
city on the international map of Ikea 
stores. Th e backward integration of 
supplier linkages will have tremendous 
economic impact to the state,” said a 
press release from the state government.

Telangana industries secretary K 
Pradeep Chandra said the Ikea store 
will sit on a 10-acre plot and off er 
direct employment to at least 1,000 
people.

Bangalore, Mumbai and Delhi will 
be Ikea’s next locations in India. ra

Ikea is one of the foreign companies 
allowed by the Indian government to open 
its own stores in India.
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Brick-and-mortar is the foundation 
of omnichannel retailing, says study
FOR all the talk about digital retailing, 
physical stores continue to be consumers’ 
preferred shopping channel and a place 
where the most signifi cant consumer and 
retailer value is created.  

As much as 90% of all retail sales 
are transacted in stores and 95% of all 
retail sales are captured by retailers with a 
brick-and-mortar presence, according to 
an Omnichannel Shopping Preferences 
Study conducted by A.T. Kearney.

In fact, physical stores actually play 
a critical role in online purchases. Th e 
study found that as many as two-thirds 
of shoppers go to a physical store before 
or after making an online purchase. 

Th e survey looked at 2,500 American 
shoppers’ behaviours and preferences and 
covered ages from teens to seniors. About 
55% of consumers surveyed shop both 
online and at brick-and-mortar stores.

Th e store makes a signifi cant con-
tribution to converting the sale, even 
though the transaction is eventually 
registered online. Th e source of value 
creation (brand building, product aware-
ness) is often distinct — or decoupled 

CHINESE phone maker Huawei has 
strengthened its foothold in Malaysia 
with the opening of its third fl agship 
store in the country.

Huawei’s new store is on the third 
fl oor of Suria KLCC shopping mall. 
Th e store sells products of the world’s 
third largest smartphone manufac-
turer and provides consumers with a 
fi rst-hand brand experience.

Th e Suria KLCC fl agship follows 
Huawei’s other stores at Plaza Low Yat 
and Mid Valley Mega Mall.

Gary Xu, country director for 
Huawei consumer business group in 
Malaysia, said: “We are very excited to 
be one of the fi rst Chinese high-tech 
companies to open a store in KLCC, a 
renowned landmark in Malaysia.”

Xu said Huawei plans to open 
1,000 retail stores in Malaysia this 
year, adding to its existing 271 
stores. ra

Huawei opens 
Malaysia fl agship

— from the place of value capture (sales 
transaction).

“Th e decoupling of value capture is 
important for retailers to understand as 
they consider resource allocation deci-
sions across channels to ensure that the 
true value the physical store creates is 
accounted for properly,” said Mike 
Moriarty, AT Kearney partner and co-
author of the report.

Looking at the omnichannel ap-
proach, the study revealed that shoppers 
prefer diff erent channels depending on 
the phase of the shopping experience.

“A strategy based on leveraging the 
appeal of the physical store supported by 
digital is the best formula for capturing 
the maximum number of sales, build-
ing sustainable customer loyalty, and 
creating opportunities to cross-sell,” said 
Michael Brown, AT Kearney partner and 
study co-author.

Even for teens, a recent study showed 
that more than half of the digital-savvy 
generation prefer mall shopping to 
online.

In-store still seems to be the pre-

ferred shopping location for most con-
sumer demographics. Although online 
retail is growing, it still only accounts for 
6% of all retail sales.

Th e Omnichannel Shopping Prefer-
ences Study Report is titled On Solid 
Ground: Brick-and-Mortar Is the Founda-
tion of Omnichannel Retailing. ra

WALMART has promoted Greg Foran, 
53, to president and CEO of Walmart 
US. Foran succeeds Bill Simon who will 
be transitioning out of the company. 

Foran is assuming his new respon-
sibilities on August 9 and will report 
directly to Walmart president and CEO 
Doug McMillon.

Foran’s depth of knowledge and 
global experience will bring a fresh 
perspective to Walmart’s business, said 
McMillon. “His passion for fresh food, 
experience in general merchandise and 
commitment to e-commerce will help us 
serve our customers even more eff ectively 
for years to come.”

A 35-year retail veteran, Foran joined 
the company in October 2011 and 
became president and CEO of Walmart 
China in March 2012. While leading 
the business in China, the team made 
signifi cant progress with its assortment, 
pricing, store operations and compliance 

Greg Foran is new president 
& CEO of Walmart US

In-store still seems to be the preferred 
shopping location for most consumer demo-
graphics (Photo credit: Myer).

as Foran led strategic investments in the 
supply chain and improved the store 
portfolio. He was promoted to president 
and CEO of Walmart Asia earlier this 
year.

Prior to Walmart, Foran held a 
number of roles with Woolworths, the 
leading retailer in Australia and New 
Zealand. 

Walmart has yet to announce Foran’s 
successor as president and CEO of 
Walmart Asia. ra

Walmart’s 
Greg Foran 
will assume his 
responsibilities 
on August 9 
and will report 
directly to 
Walmart presi-
dent and CEO, 
Doug McMillon.
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ONLINE retailers continue to spend 
the most money on paid search because 
they fi nd it is the most eff ective way to 
acquire new customers, according to a 
Forrester Research and Shop.org report. 

Online retailers surveyed by the two 
organisations also indicated that paid 
search was more eff ective in driving sales 
in 2013 than the year before.

Th e fi ndings come from the State of 
Retailing Online report, an annual study 
conducted by Forrester Research Inc and 
Shop.org, the e-commerce arm of the 
National Retail Federation.

Respondents to the survey spent 
some money on pay-for-performance 
search placement, such as Google Ad-
Words and Yahoo Advertising. About a 
fi fth (19%) of respondents allocated
more than half of their marketing 
budgets to paid search. Half of the 81 
respondents allocated between 20% and 
50% of their marketing budgets to paid 
search.

Search engine marketing was cited 
as one of the top three best ways to 
attract customers by the majority of the 
respondents (85%). Furthermore, 41% 
cited organic traffi  c, 40% named affi  liate 
programmes, 29% said remarketing 
and retargeting of advertising, 15% 
said direct mail campaigns, 10% said 
sweepstakes and 10% said behavourial 
targeting of ads.

Respondents also cited online 

Paid search pays off for e-retailers

marketplaces, offl  ine advertising, social 
media and text advertising, although 
fewer than 10% of respondents selected 
those tactics.

Th ree-quarters (76%) of the re-
spondents found that paid search last 
year was more eff ective in terms of rev-
enue than paid search in 2012. Only 8% 
said it was less eff ective and 16% said it 
was just as eff ective. 

Online retailers are also beginning to 
spend more on marketing tactics such as 
display advertising, specifi cally remarket-
ing and behavioural ads.

Th e report said online retailers are al-
locating more of their marketing budgets 
to smartphones and tablets, though 

much of that is focused on the tried-
and-tested tactic of e-mail marketing. 
Online retailers reported that 42% of 
their e-mails were read on smartphones, 
41% on desktop computers and 17% on 
tablets.

“As more Web traffi  c for retailers 
has shifted to mobile devices, e-mail has 
turned out to be a key tactic to engage 
shoppers on mobile devices, particularly 
smartphones,” said Forrester e-commerce 
analyst Sucharita Mulpuru. “While 
virtually all the top online retailers have 
invested in apps, the majority of their 
mobile traffi  c continues to come from 
the same sources as their desktop traffi  c: 
search, e-mail and organic traffi  c.” ra

LUXURY e-tailer Mr Porter has 
expanded into Hong Kong.

Mr Porter, the men’s arm of 
Net-a-Porter, off ers products from 
more than 170 of the world’s leading 
designers, including Gucci, Givenchy, 
Burberry, Lanvin, Alexander 
McQueen, Dolce & Gabbana, as well 
as specialist brands such as John Lobb 
and Valextra.

Positioned as the global online 
retail destination for men’s style, Mr 
Porter also off ers style advice and a 
weekly online magazine, Th e Journal.

Th e expansion into Hong Kong 
is aimed at capitalising the booming 
Chinese e-commerce market. ra

Mr Porter in 
Hong KongFASHION retailer Mango has extended 

its presence online on Myntra.com, an 
online shopping portal in India.

Starting this month, Myntra.com 

Mango goes online on Myntra

Search engine marketing was cited as one of the top three best ways to attract customers 
by the majority of the respondents (85%).

will off er more than 800 fashion styles 
for women, starting from as low as 
RS700 (US$11.66) for basics and going 
up to RS16,000 for limited edition 
collections. Th e women’s range would 
include everyday wear as well as offi  ce 
staples such as shirts, suits and tops 
along with a huge variety of dresses and 
evening wear collection.

‘H.E. by MANGO’, the range for 
men, and MANGO Kids will be avail-
able on the portal later this year.

With this move, Mango will leverage 
Myntra.com’s vast shopper base and 
reach across India in one of the fastest-
growing retail markets in the world.

Mango has been at the forefront of 
the fashion retail revolution in India and 
the brand has almost become synony-
mous with fast fashion. ra

Mango will leverage Myntra.com’s vast 
shopper base and reach across India in one 
of the fastest growing retail markets in the 
world.
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India’s Flipkart gets record funding
FLIPKART, India’s biggest e-commerce 
player, has raised US$1 billion in fresh 
funding, said to be the biggest ever by 
an Indian Internet company in a single 
round. And it is aiming higher.

Flipkart founders Sachin Bansal and 
Binny Bansal, who set up the company 
in 2007 with an investment of four lakh 
rupees (US$16,576), announced the 
new funding at a press conference in 
Bangalore. Th ey said: “India can produce 
a 100-billion dollar company in fi ve 
years — we want to be that company.”

BRITISH luxury leather brand Mulberry 
is beefi ng up its digital eff orts for the 
Chinese market.

Mulberry has launched an account 
on WeChat, a mobile text and voice 
messaging communication service 
developed by Tencent. Th e account allows 
users to explore Mulberry’s collection 
of leather goods and new products, and 
provides content unavailable on other 
channels.

Th e WeChat account was created 
with the help of Hot Pot Digital, a 
digital agency which delivers social media 
services to British brands growing in the 
Chinese market.

Jonathan Smith, managing director 
of Hot Pot Digital, said: “Launching 
WeChat was a natural progression for 
Mulberry. Th e aesthetic of this iconic 
British luxury brand lends itself perfectly 
to a rich experience on WeChat through 
stunning images, video and audio. We 
have exciting plans in place for the 
evolution of Mulberry’s WeChat account, 
which will become ever more immersive 
in the coming months.”

Mulberry said with its advanced 
functionality and prominence in the daily 
lives of consumers, WeChat will be a 
central tool for Mulberry to communicate 
with its audience in China. ra

Mulberry boosts digital efforts in China

TMALL has expanded its array of brands 
with the addition of IT brand Crucial, 
which off ers a wide range of computer 
memory upgrades (DRAM) and solid 
state drives (SSDs).

Crucial has launched an online 
store in China through the assistance of 
Export Now, which helps US companies 
reach Chinese consumers. T-mall.com 
is China’s leading online business-to-
consumer platform with more than 500 
million registered customers.

Th e new Crucial store is directly 
accessible on Tmall at www.crucial.tmall.
com, or via www.crucial.cn.

“Crucial launched its fi rst online 
store in the US more than 17 years ago, 
so we’re no stranger to the world of 
e-commerce. However, this is our fi rst 
direct online presence in China,” said 
Roddy McLean, Crucial’s worldwide 
e-commerce marketing manager. “With 
the help and guidance from Export Now 
to launch the store, we now have access 
to the largest consumer market in the 
world.” ra

Tmall adds IT 
brand Crucial

Flipkart is now expected to be valued 
at US$5 billion, according to some 
estimates.

Th e company has seen rapid growth, 
hitting an annualised sales mark of 
US$1 billion this year, a year ahead of 
its target.

Company co-founder Binny Bansal 

Amazon reports quarter 
loss despite good sales
INTERNET retail 
titan Amazon has re-
ported a money-losing 
quarter despite impres-
sive growth in sales.

Th e US-based fi rm 
said that it had a net 
loss of US$126 million 
in the quarter that ended 
June 30, widening the defi cit from 
US$7 million in the same period a year 
earlier.

Sales, meanwhile, climbed to 
US$19.35 billion, a 23% rise from Q2 
last year.

Th e loss came as Amazon poured 
money into a new Fire smartphone, 
original programming for its Prime 
subscription service, drone package 

delivery and other 
initiatives.

Amazon founder 
and CEO Jeff  Bezos 

said in the earnings release: 
“We will continue working hard on 
making the Amazon customer 
experience better and better.”

He rattled off  a list of recent 
Amazon product or service introduc-
tions that included improved delivery 
operations in the US and Europe, a 
streaming music service and Kindle 
Unlimited all-you-can-read book sub-
scriptions. ra

Amazon has reported a 
money losing quarter 
despite impressive 
growth in sales.

said the new funding will help Flipkart 
to invest further into the e-commerce 
ecosystem such as logistics and payment 
systems.

Meanwhile, the competition for Flip-
kart is hotting up. Amazon and Walmart 
are expanding their presence in India and 
Reliance Retail, reputedly India’s largest 
retailer by revenues, is also expected to 
signifi cantly increase its online presence.

Forrester estimates that the Indian 
e-commerce market was worth US$13 
billion last year. ra

T-mall.com is China’s leading online 
business-to-consumer platform with more 
than 500 million registered customers.
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SSI Schaefer sets up DC for Vinamilk
SSI SCHAEFER has implemented the 
most modern distribution centre in the 
country for Viet Nam Dairy Products 
Joint Stock Company (Vinamilk), the 
leading dairy company in Vietnam. It 
boasts a high-bay warehouse (HBW) and 
conveying system with tailored system 
components, effi  cient material fl ows 
with the fi rst electric rail guided vehicle 
(RGV) system in South-east Asia, as 
well as the use of WAMAS intelligent 
logistics software. Th e complete system 
off ers Vinamilk continuous automated 
processes with high capacity throughput.

Dubbed the ‘mega factory’ of 
Vinamilk, the facility processes 400 
million litres of milk a year. In April 
this year, production was expanded to 
include baby food. Vinamilk plans to 
increase the production volume progres-
sively to reach 800 million litres next 
year. 

Th e factory is fully automated to 
manage every stage of production from 
goods receiving and base materials up 
to end-product storage. “Controlled 
by a central IT system, this ensures the 
best quality of products and the highest 
effi  ciency in manufacturing and storage,” 
said Mai Kieu Lien, the company chair-
woman of Vinamilk.

SSI Schaefer was awarded a contract 
for design, planning and implementation 
of the fi nished goods storage and distri-
bution centre through an international 
tender. Th e intra-logistics specialists un-
dertook to create a turnkey facility with a 
HBW, front-zone, picking and shipping 
area in a timely manner for Vinamilk. 

Th e distribution centre (DC) is 
located next to the production build-
ings. Milk products, fi lled in TetraPaks, 
boxed and palletised, reach the “smart 
warehouse” via two transfer stations. 
Th e WAMAS logistics software of SSI 
Schaefer provides not only the ware-
house management system, but also 
ensures effi  cient material fl ow control 
and picking processes. 

Furthermore, an integrated visuali-
sation system off ers high transparency 
regarding plant capacity and processing 
states. “Th e WMS is one of the [special 
features] of the plant,” said Trinh Quoc 
Dung, factory manager at Vinamilk. “It 
directly communicates with our ERP 
system as well as the production manage-
ment system, TetraPlant-Master. Produc-
tion reports are easily accessible, off ering 

high transparency and fl exibility in the 
warehouse and allowing optimal tracking 
of our products.”

SSI Schaefer has installed a fully-
automatic dynamic RGV system loop to 
service both transfer stations from pro-
duction. Th e rail-based transport system 
is the centrepiece of the automated mate-
rial fl ow. With 15 vehicles, it caters to all 
demand positions in the DC, delivering 
the pallets straight from production. 

“Th is is the fi rst time that SSI 
Schaefer has used an electric rail guided 
vehicle system for intra-logistic mate-
rial fl ows in South-east Asia,” explained 
Carsten Spiegelberg, general manager, 
Systems and Automation, Schaefer Sys-
tems International Pte Ltd, Singapore. 
“It enables effi  cient material fl ows with 
minimum space requirements.” 

With its narrow curve radius and 
space-saving footprint, the 370m-long 
railway of the RGV system creates a “T” 
layout with the top portion of the “T” as 

the interface between production and the 
warehouse. Th e transfer systems from the 
production are located at this top por-
tion. With double load handling devices, 
the RGVs accept the pallets and move 
them with a speed of 90m per minute.

Th e fi nished goods product storage 
area has a height of about 32m. Nearly 
28,000 storage positions are available 
in the eight aisles of the HBW for 
single-deep storage. Th ey are designed 
for industry pallets mostly used in Asia 
(1,000mm x 1,200mm) with a weight of 
up to 1,100kg. Up to 50 diff erent items 
in three diff erent product groups are on 
stock. 

Effi  ciency of storage and goods 
retrieval is a key advantage. Within 60 
minutes, the storage retrieval machines 
can move 92 pallets from production 
into the HBW and store them. Th e RGV 
system works in parallel to transport up 
to 184 retrieval pallets per hour from the 
HBW into the shipping area.

What are the other impressive 
outcomes? Regardless of the complex 
material fl ows, 188 pallets per hour can 
be facilitated in shipping, 147 fully-
wrapped pallets and 41 pick pallets. Th e 
current production volume of around 
2,000 pallets per day is turned over in 
one shift. 

“Th e process-optimising control by 
the WMS further reduces our through-
put times and has reduced our error 
rate to nearly zero. Th e entire solution 
excellently supports our growth strategy,” 
explained Dung. ra

The WAMAS logistics software of SSI 
Schaefer ensures effi cient material fl ow 
control and picking processes. 

The Vinamilk factory is fully automated to manage every stage of production from goods 
receiving and base materials up to end-product storage.
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Wincor Nixdorf has unveiled TP.net 5.5 which enables retail businesses to easily and 
cost-effectively implement omnichannel and mobile strategies to drive sales and 
operation effi ciency and enhance the customer experience. Sharon Tian reports.

The leading-edge solution
for omnichannel retailing

I
n South Korea, kids as young as six 
years old are wielding smartphones. 
It is also common that households 
use the smartphone to shop for 

groceries and shoppers check the prices of 
almost everything they consider buying 
fi rst on their smartphones.

For Bernard Grellier, Wincor 
Nixdorf ’s head of Solutions and 
Professional Services, Asia-Pacifi c, these 
observations point to the inevitable rise 
of omnichannel shopping. Consumers 
are changing the way they shop and 
buy. Th e journey to shop starts with a 
research online using the computer or 
the smartphone, checking with friends in 
mobile chats and may end in a purchase 
of the product from the store or online 
using a mobile device. 

“Omnichannel shopping is the 
trend, and consumers are shopping 
using whatever channel [they prefer] and 
demanding a seamless experience across 
all channels,” said Grellier in an interview 
with Retail Asia. “Th is change of 
consumer behaviour is pushing retailers 
to re-think their store solutions.

“With omnichannel shopping, 
retailers are striving to provide a seamless 
experience across various channels. 
It is for example about providing the 
possibility for shoppers to check their 
local store inventory online and choose 
to pick up their purchases at a store or 
have them delivered at home, or enabling 
customers to redeem loyalty points at the 
store or online. But more importantly, 
price and promotions have to be 
consistent across channels.”

Grellier said this is where Wincor 
Nixdorf can be a valuable solution 
partner.

Th e latest iteration of Wincor 
Nixdorf ’s leading software solution — 
known as TP.net 5.5 — is a complete 
omnichannel solution. Retailers can use 
TP.net 5.5 to connect their sales channels 
seamlessly and control them more 
effi  ciently.

of operation and number of stores, the 
business challenge is to keep consistency 
across all the stores so that it can 
maximise store operation effi  ciency while 
keeping the operating cost low.”

Grellier said without an effi  cient 
store solution, a retailer could take weeks 
to implement a change, for example, 
having to go from store to store to 
deploy the change to the Point-Of-Sales. 
“For modern retailers, time-to-market 
is very critical. With a standard store 
platform, business decisions can be 
implemented very quickly and that can 
be a competitive advantage.”

When Asian retailers such as the 
largest Japanese fashion retailer and the 
largest multi-format retailer of Th ailand 
want to expand overseas  — going into 
new markets and increasing their store 
counts — having a standardised store 
solution from Wincor Nixdorf presents 
a competitive edge because the business 
strategy can be implemented in the 
shortest possible time. ra

Th e TP.net omnichannel solution 
includes the TP Application Suite 
software, a cross-channel merchandise 
management solution (TPOmm) and 
a customer relationship management 
solution (TPCustomer360). 

“Wincor Nixdorf is ready to help 
retailers transform for the omnichannel 
world,” said Grellier, and Asian retailers 
must get into omnichannel early in order 
to avoid playing catch-up.

Grellier shared that many Asian 
retailers have approached Wincor 
Nixdorf because they want to expand 
internationally and are looking to keep 
up with the omnichannel trend.

“For retailers, implementing 
TP.net 5.5 is like buying a ticket to 
omnichannel, and buying an assurance to 
seamless international expansion.”

Grellier said it is critical to invest in 
the right software platform so that the 
retail business can run effi  ciently and is 
agile to keep pace with market changes.

“When a retailer reaches a certain size 

Wincor Nixdorf’s Bernard Grellier: “For retailers, implementing TP.net 5.5 is like buying a 
ticket to omnichannel, and buying an assurance to seamless international expansion.”

Advertorial

p16-17.specialfeature.0814 cc.indd   16 15/8/14   10:13 am



Retail Asia August 2014   17

 RETAIL TECHNOLOGY

The latest release of Wincor Nixdorf’s global software platform, TP.net 5.5, has new 
features such as cross-channel merchandise management and a Customer Relation-
ship Management (CRM) solution. 

These features provide an international multi-channel retailer with consistent 
integration between sales, merchandise and customer data fl ows so that, for 
example, order processing and item availability check can be coordinated across 
channels. 

In order to improve customer service in the store, TP.net 5.5 provides many 
functions on mobile devices running iOS and Android operating systems. Full-
featured POS functionality on tablet PCs or user-friendly merchandise management 
on smartphones are just two examples of how staff fl exibility and customer service 
can be improved. 

“With TP.net 5.5, we met the challenge of introducing lots of innovative 
features, especially in the area of omnichannel and mobility, while keeping what 
made TP.net so strong and successful, namely a robust, feature-rich and truly inter-
national software product that satisfi es the most demanding major retail organisa-
tions around the globe,” said Nicolas Pelletier, head of Product Line Retail Software 
at Wincor Nixdorf. “In addition, we extended our software portfolio with best-in-
class applications delivering additional value to both retailers and consumers.”

Wincor Nixdorf will take care of integrating its software products in the 
customer’s landscape and manages all operations required during the lifetime of 
the solution. Proven, global standardised processes ensure the rapid transfer of the 
TP.net 5.5 solution to the client’s entire store network while maintaining complete 
process transparency.

The value of TP.net 5.5 is further enhanced with the support of Wincor Nixdorf 
Professional Services. “You can have the best software, but it will not be successful 
on the market without delivery and operations excellence. With our global Profes-
sional Services Organisation, and our Store Life Cycle Management operations 
model, we have a unique offering in terms of integration and operations services,” 
said Pelletier. ra

TP.net 5.5 : The global software 
platform for omnichannel retailing

AMONG the multitude of reasons why 
a retail organisation may choose to work 
with Wincor Nixdorf is the assurance of 
a high level of consulting and integration 
expertise and services.

“Our focus is to help our customers 
achieve their business and technology 
performance goals by implementing 
professionally our best-in-class retail 
solutions. To make this happen, our 
teams of experienced professionals follow 
industry standards and our Global 
Delivery Framework to deliver reliable 
solutions,” explained Bernard Grellier, 
Wincor Nixdorf ’s head of Solutions and 
Professional Services, Asia-Pacifi c. 

“Retailers choose Wincor Nixdorf 
because we off er an international software 
solution that they are able to deploy in a 
consistent manner wherever in the world 
their stores are located, and we promise 
rapid international deployment.

“Th at is the reason why Japanese 
retailers come to us when they want to 
expand overseas; why four of the top 
10 fashion retailers have implemented 
TP.net. Th at is also why the largest 
Th ai retailer chooses to work with us to 
implement a standard software platform 
across all their banners, including their 
supermarkets, department stores and 
convenience stores.”

Grellier said Wincor Nixdorf 
Professional Services understands the 
critical challenges retailers are facing, 
such as the need to get new stores up 
and running quickly, the demand for 
operational effi  ciency and resource 
mobility.

Th e Professional Services organisation 
in Asia-Pacifi c comprises 200 software 
engineers located across Wincor Nixdorf 
centres in Asia, the majority of whom are 
in Singapore.

Grellier said one important role of 
Professional Services is to provide retail 
clients with support for change.

Th e retail sector faces constant 
change, including having to deal with 
fundamental changes in consumer 
purchasing behaviour, operation changes 
throughout the entire store lifecycle, 
IT systems upgrades and staff  changes. 
Th roughout all these, retailers can count 
on Wincor Nixdorf Professional Services 
for support to implement changes.

Tapping on Wincor Nixdorf 
Professional Services for success

“Wincor Nixdorf is a trusted partner. 
Retail is our expertise; we have a whole 
suite of solutions from hardware to 
software to core enterprise platforms to 

help retailers stay agile and have the most 
effi  cient operations. And we have the 
expertise to put these solutions in place 
to run well,” said Grellier. ra

The value 
of TP.net 5.5 
is further 
enhanced 
with the 
support 
of Wincor 
Nixdorf 
Professional 
Services.
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TESCO LOTUS, a leading retailer 
in Th ailand, recently partnered with 
Honeywell to implement a mobile retail 
solution that allows it to interact with 
customers via their smartphones. To 
implement the system, Tesco Lotus had 
to transition the POS system from 1D 
to 2D scanning, capable of reading bar 
codes from smartphone screens.

Th e solution features a smartphone-
ready app that off ers a series of benefi ts 
to Tesco Lotus customers, including 
quick and easy access to mobile coupons, 
an e-loyalty card and linked credit cards. 

Th e system allows Tesco Lotus to 
distribute mobile coupons quickly and 
for the coupons to be readily retrieved by 
customers via Tesco Lotus app messages. 
Using the app, customers simply down-
load e-coupons to their smartphones 
and redeem them when they check out 
purchases at the store.

In addition, instead of waiting to be 
sent a loyalty card, customers can now 
receive an e-loyalty card (in the form of 
a bar code on their smartphone) when 
they register as a Tesco Lotus member. 
To make use of the e-loyalty cards, cus-
tomers can present their phone with the 
barcode for easy scanning when checking 
out.

Customers can also choose to have 
their credit card account linked to their 
e-loyalty card in order to earn member 
points and make payments all at once via 
the ‘e-wallet’ platform.

According to Tesco Lotus, this goes 
beyond the primary purpose of giving 
customers points for their purchases. It 
enables Tesco Lotus to capture a wealth 
of information about an individual 

Tesco Lotus implements mobile 
retail solution with Honeywell

shopper’s unique buying patterns and use 
this information to tailor promotions for 
individuals or sub-groups of customers. 

“Our objectives in moving to a mo-
bile retail system are to improve produc-
tivity and customer experience through 
the introduction of a new smartphone 
app which allows customers to have 
mobile coupons, e-loyalty cards, e-wallet 
and more, at their fi ngertips at all times,” 
explained Saroj Prombut, IT manager, 
Tesco Lotus Store and Retail Service.

 Tesco Lotus’ new mobile system 
relies heavily on electronic barcode scan-
ning of e-coupons and e-loyalty cards. 
Th us, a key factor in the choice of new 
scanning technology is that it must be 
able to read electronic barcodes that are 
displayed on smartphone screens quickly 

CHINA’S sports apparel and equip-
ment company, Li Ning Corporation, 
has selected an integrated portfolio of 
Oracle Retail planning and merchan-
dising solutions to aid its business 
transformation from manufacturing 
and wholesale to greater reliance on 
direct-to-consumer retailing.

Li Ning expects the solutions to 
help ensure the right assortment of 

products in the stores at the right time, 
creating better customer experience and 
increasing profi tability.

To support the transition, Li Ning 
selected Oracle Retail Merchandise 
Financial Planning, Oracle Retail As-
sortment Planning, and Oracle Retail 
Item Planning solutions.

Th ese solutions will enable Li Ning 
to plan across channels by providing 

insight into consumer demand and of-
fering product recommendations.

Li Ning also selected Oracle Retail 
Merchandising System and Oracle Re-
tail Allocation solutions to manage its 
merchandising operations and provide 
visibility into inventory levels across 
its stores. Th is will help ensure that 
product is delivered to the right place at 
the right time. ra

Li Ning picks Oracle retail solutions

and accurately without any refl ection 
and contrast issues.

“Checkout effi  ciency is central to 
shaping a customer’s shopping experi-
ence, so Tesco Lotus was very thorough 
in researching the selection of the right 
barcode scanner,” said Prombut. “Fol-
lowing internal lab testing over a one-
month period and on-site store testing, 
the Honeywell Xenon 1900g stood out 
due to its aggressive scan performance 
reading a range of mobile bar codes.”  

Tesco Lotus’ research found that 
the solution worked smoothly with-
out customers having to present their 
smartphone in front of the scanner in 
any particular orientation. A clear beep 
indicates that the barcode is instantly 
read and the transaction processed. 

Th e scanner’s high performance was 
further evidenced through quick reading 
of some hard-to-read grocery product 
barcodes, such as those on plastic bags 
or cans. 

With these clear advantages, Tesco 
Lotus decided to integrate the Honey-
well scanning solution with their upgrad-
ed POS systems across 1,200 stores in 
Th ailand. 

With the success of the new mobile 
retail system, Tesco Lotus is currently in 
the process of developing a new retail 
in-store service system which will en-
able customers to pay their utility bills 
at stores by scanning an electronic QR 
barcode from their smartphones. 

By introducing a new electronic bill 
payment system, Tesco Lotus aims to 
bring even greater convenience to their 
customers so they can pay bills and pur-
chase groceries all at one location. ra

Tesco Lotus’ solution features a smart-
phone-ready app that offers a series of 
benefi ts to Tesco Lotus customers, including 
quick and easy access to mobile coupons, an 
e-loyalty card and linked credit cards. 
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GLOBAL shopping centre development 
continues apace with 39 million sqm 
under construction, slightly ahead of the 
pipeline of new space (36 million sqm) 
last year, said global property advisor 
CBRE.

China remains by far the most active 
market, although tier I and tier II cities 
in India and South-east Asia are also 
among the most active globally. 

Nine out of the top 10 most active 
cities globally are contained within the 
borders of China. Th ey include Chengdu 
and Tianjin, with Shanghai, Chongqing 
and Shenzhen not far behind.

In other parts of Asia-Pacifi c, Kuala 
Lumpur (Klang Valley) in Malaysia, New 
Delhi in India and Cebu in the Philip-
pines are also highly active. 

Total shopping centre space currently 
under construction in South-east Asia 
is around 3.3 million sqm, nearly 40% 
of which is located in Greater Kuala 
Lumpur.

One of the most high profi le projects 
currently under way in Asia is the 
469,000sqm SM Seaside City Cebu in 
the Philippines, which will reportedly be 

Most active shopping 
centre development 
takes place in China

TAUBMAN ASIA, a subsidiary of US 
mall operator Taubman Centers, has 
committed US$600 million to build 
new shopping malls in Asia, with 40% 
of the investment budget earmarked 
for China projects.

Taubman has formed a partnership 
with China’s largest department store 
operator, Beijing Wangfujing Depart-
ment Store, to invest a total of about 
US$230 million in two shopping 
centres in Xian, Shaanxi province, and 
Zhengzhou, Henan province.

Th e company is also investing 
US$350 million in a third joint ven-
ture, a 158,000sqm shopping centre, 
Hanam Union Square, in Seoul, South 
Korea, which is due to open in 2016. 

Its co-investor in the project is South 
Korean department store operator 
Shinsegae.

“When we decided to come to 
Asia, we looked at diff erent countries 
where we would focus. We like China 
and South Korea for their long-term 
potential,” Rene Tremblay, president of 
Taubman Asia, told South China Morn-
ing Post in an interview.

CityOn.Xian, Taubman’s joint-
venture shopping centre in Xian, will 
have a gross fl oor area of 90,562sqm 
and 2,200 parking spaces. CityOn.
Zhengzhou, Taubman’s 93,747sqm 
mall in Zhengzhou, will comprise 200 
retail tenants. Both will open next year. 
ra

Taubman invests in new 
shopping centres in Asia

GLOBAL architecture, urbanism and 
design practice Broadway Malyan has 
unveiled designs for a major mixed-use 
tower development in central Jakarta, 
Indonesia.

Th e development, named “7Point8”, 
will feature two towers, the taller one 
standing 298m on Jakarta’s central busi-
ness district (CBD) skyline, providing a 
bold statement on the main artery run-
ning through Jakarta. 

7Point8 will combine offi  ce, retail, 
commercial, residential and public space 
within an integrated building style and 
contribute to the rejuvenation of Jakarta’s 
CBD, with the hub set to benefi t from 
direct connections to the new Setiabudi 
Mass Rapid Transit station. 

Ian Simpson, director at Broadway 
Malyan, said with no comparable devel-
opment in Jakarta today, 7Point8 will 
break new ground in the local market 
when it launches in phases from mid this 
year.

Broadway Malyan is delivering a 
number of projects in Indonesia, includ-
ing the masterplan for the high profi le 
11.7ha Cilandak Bisnis Square (CIBIS) 
project in Jakarta, on behalf of client 
Bhumyamka Sekawan.

In May, it was announced that 
Jakarta tops the latest edition of consult-
ing fi rm AT Kearney’s Emerging Cities 
Outlook (ECO) Index, which focuses 
on cities from low- to middle-income 
countries that will most likely progress 
within the next 10 to 20 years. ra

Broadway 
Malyan unveils 
design for towers 
in central Jakarta

Nine out of the top 10 most active cities 
globally are contained within the borders 
of China.

the fourth largest shopping mall in the 
world upon completion next year.

In Vietnam, Ho Chi Minh City and 
Hanoi have also seen the addition of a 
large volume of new supply in suburban 
areas.

CBRE said the strong economic 
growth in many Asian countries is at-
tracting an ever-increasing number of 
cross-border retailers. However, there 
is still a shortage of high-quality retail 
space in many markets, the type of space 
demanded by incoming retailers. It is 
this, together with the urbanisation of 
large cities and growing middle-class 
populations, that is driving the boom in 
shopping centre development. ra

The development, named “7Point8”, will 
feature two towers with the taller one 
standing 298m on Jakarta’s central business 
district skyline, providing a bold statement 
on the main artery running through Jakarta. 
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The Customer Care Associate 
at Shoppers Stop

W
hen Govind Shrikhande, a then 40-year-old textile technologist and 
management graduate, was invited to take over the reins of Shoppers 
Stop in April 2001, the department store chain had slipped into the 
red for the fi rst time in its history, and showed a Rs240-million 

(US$4-million) loss on a sales turnover of Rs2 billion.
On the day he joined, a front-page story about the Raheja Group-owned 

Shoppers Stop in India’s leading business daily Th e Economic Times had a blaring 
headline: ‘Has India’s biggest retailer failed?’ A week later, the magazine Business 
Today ran a cover story on Shoppers Stop with an almost identical, depressing 
headline.

“Of course, when I joined, I had known that the company was not performing 
well, but it is one thing to view it from the outside, and quite another to see it as an 
insider,” recalls Shrikhande. “I began wondering whether I had landed in a quagmire!”

Yet, at the end of his fi rst year in charge as managing director, he managed to turn 
around the fortunes of Shoppers Stop, wiping out the red ink on the balance sheet, and 
showing a nominal profi t of Rs200,000 for fi scal 2001-02. 

From that point on, Shoppers Stop has never seen a problem of either excess stock or 
poor profi tability. Over the 13 years of his association with the Rahejas, whose forte has 
been the construction business, Shrikhande has expanded the store chain to 67 outlets spread 
all over the country.

Along with 15 HyperCITY hypermarkets set up over the past seven years, and a chain of 
Crossword bookstores, the publicly listed (since 2005) company showed a retail sales turnover 

Govind Shrikhande

Govind Shrikhande, managing director of Shoppers Stop, has 
enjoyed a long career associated with textile and retail, and 
continues to derive much pleasure from a job that demands 
attention round-the-clock, 365 days a week. He shares his 
experiences with Shirish Nadkarni in Mumbai.

“So far as Shoppers Stop is concerned, 
we have always decided what we 
want to buy, which brand will come in, 
which location we want to place it in, 
and so forth. Our model of operations is 
also completely different [from other 
department stores], though customers 
may not perceive it that way.”
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of Rs41.2 billion in fi scal 2013-14, with 
a healthy operating profi t of Rs1.54 
billion.

Retail business sense
‘Textile’ and ‘retail’ are two words 
associated with Shrikhande’s career from 
the very beginning. If one were to ask 
him to trace his contact with the retail 
industry, it would be since his school 
days in Kolhapur, in Maharashtra state.

“My father owned a chain of cinema 
theatres in Kolhapur, Chikodi and 
Madhavnagar,” Shrikhande reminisces. 
“Th e business went through several 
ups and downs so to tide over the 
rough times, we — my elder brother, 
two sisters and I — started a business 
of selling educational textbooks and 
notebooks, from home for around a 
month, at the start of every academic 
year.”

Not that the business required any 
special selling skills, as all the books were 
mandatory and every student had to buy 
them at the start of each academic year. 
But it instilled retail business sense in 
the young lad, and this remained in his 
blood for life. Th roughout his working 

material for products such as Band-Aid 
and crepe bandages. Th en, in another 
swift job move, he joined Arvind Mills 
in 1987, and stayed with them for seven 
eventful years.

“It was a fantastic experience, 
working on the launch of denim 
fabric in India,” says Shrikhande. 
“We managed to expand the market 
dramatically over the next fi ve years.

“Th en I moved to Bangalore in 
1992 to handle the launch of the Arrow 
brand, again within the group. It was 
also a great experience, but the job was 
Bangalore-based, whereas my family was 
in Mumbai, and not willing to move to 
Bangalore. So I preferred to return after 
18 months there.”

Shrikhande worked at Mafatlal 
Stanrose for a brief spell of eight months, 
and then joined Bombay Dyeing, where 
he did a fi ve-year stint between 1996 and 
2001. “I worked at turning the Vivaldi 
brand around, and was then given charge 
of the entire Retail Division, which 
involved running nearly 600 stores 
nationwide,” he recalls.

Attraction of direct retail
Th en the big break came. In 2001, he 
was interviewed for the job as managing 
director of Shoppers Stop, and accepted 
the off er despite realising that the 
company was making losses.

One important reason for joining 
was “my gut feeling that direct retail 
was likely to expand in India in a big 
way. I felt it would be a great way to 
get in touch with the direct customer, 
rather than through a distributor-retailer 
chain,” Shrikhande said.

 At the time, there was no chain of 
department stores in India; just fi ve or 
six stand-alone stores. Compared with 
other retailers, Shoppers Stop had the 
advantage of being the largest multi-
brand department store. 

“So far as Shoppers Stop is 
concerned, we have always decided what 
we want to buy, which brand will come 
in, which location we want to place it in, 
and so forth. Our model of operations 
is also completely diff erent [from other 
department stores], though customers 
may not perceive it that way.”

Th e problem that Shrikhande 
encountered in his early days at the 
company was that it had over-extended 
itself on the debt front. Th e Rahejas had 
wanted to take Shoppers Stop public in 
1999, and had decided they would invest 
heavily in IT, new stores and a top-

career, he remained connected with 
marketing and selling.

After completing his graduation in 
Textile Technology and then his post-
graduation in Business Management, 
Shrikhande started his career in 1984 as 
a management trainee with the Mafatlal 
Group.

“Th e job involved market 
research, launching new products and 
merchandising,” says Shrikhande. 
“Mafatlal had a chain of stores, so my 
job included identifying fresh locations 
for stores, and servicing distributors and 
retailers.”

In 1986, he moved to pharmacy 
major Johnson & Johnson, but in an 
area involving textiles. He was tasked 
with sourcing fabric and fabric raw 

“One important 
reason for joining 

[Shopper’s 
Stop] was my 

gut feeling that 
direct retail was 
likely to expand 
in India in a big 

way. I felt it would 
be a great way 
to get in touch 
with the direct 

customer, rather 
than through a 

distributor-retailer 
chain.”
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quality management team.
“Th e ambitious plan got them 

mired in a number of problems,” recalls 
Shrikhande. “Th e implementation of the 
IT initiative went haywire and dragged 
on for three years, and several store 
openings kept getting delayed. 

“Th e high-fl ying management 
team could not get its act together, 
mainly because most of them had 
come from a non-retail, non-textile, 
non-apparel background, and it was 
taking them a lot of time to understand 
textile retailing. Th e company lost its 
profi tability.”

In addition, the owners of Shoppers 
Stop had had a falling out with Madura 
Coates of the Aditya Birla Group, which 
boasted three of the biggest apparel 
brands at that time — Louis Philippe, 
Van Heusen and Allen Solly. Madura 
Coates withdrew all its stock from 
Shoppers Stop stores. 

Shrikhande was given three 
objectives by the Rahejas — reduce 
stock, restore profi tability and bring 
back the best-selling brands to the stores. 
Madura Coates was coaxed back by the 
second half of the year, and stocks were 
brought down to normal levels after 
getting rid of 20 weeks’ excess stock in 
the process. And the company turned 
over a nominal profi t.

“At the time I took over, we were at 
100% bought-out stock; today, we are 
at only 40% bought-out and 60% non-
bought-out — which is a completely 
de-risk model,” says Shrikhande. “It 

brought down our investment in stock 
substantially, and sharply reduced our 
requirement of working capital.”

It took Shoppers Stop nearly six 
years to move in this direction, but a 
start on the right track was made in the 
fi rst year itself. And it was done with the 
same core team that had been with the 
company when Shrikhande took over.

“If you look around at retail in 
India, you will fi nd that Shoppers 
Stop is the only one to have the same 
management team for the past 15 
years,” says Shrikhande. “As many as 
75% of the top people who were with 
the company before the turn of the 
millennium are still here.”

Were all the management concepts 
implemented at Shoppers Stop imbibed 
at Symbiosis Institute of Business 
Management (SIBM), or were they 
learnt on the job?

“Whenever I go back to SIBM to 
interact with students or give guest 
lectures, I mention that when I passed 
out in 1984, there was no retail industry 
in India, telecommunications were 
basic and there was no Internet,” says 
Shrikhande. “Th erefore, all our modern 
concepts had to be developed on the 
job.”

Making the tough job easier
Th e Shoppers Stop chief claims that the 
easiest aspect of his job is the enjoyment 
he derives from it, and how it has 
become part of his own lifestyle. 

“Th e moment you get into your 

mindset that it is a job that you 
are doing to earn a livelihood, the 
enjoyment would go out,” he says. “At 
the same time, the toughest aspect of the 
job is that retail is a round-the-clock job, 
365 days a week. On several occasions, 
things can happen that are beyond your 
control, and you have to move into 
damage-control mode very quickly.”

Shrikhande quotes an example 
of an incident that had him tearing 
out his hair. A customer at one of the 
Shoppers Stop stores in Latur, interior 
Maharashtra, had given the store a 
cheque for Rs200,000 that bounced. Th e 
company duly went to court, and after 
two months, won the case.

“We agreed to settle the matter 
by accepting the payment in as many 
instalments as the customer could 
manage; the court suggested three 
instalments,” says Shrikhande.

“On the night of the judgment, 
the gentleman committed suicide. 
We were seriously worried about the 
negative publicity that the incident 
could have netted us — people might 
have perceived that we had put undue 
pressure on the man. Th en we found that 
ours was only a small amount; he owed 
the market more than Rs5 million. And 
we could breathe a sigh of relief!”

Taking care of customers
In order to produce a sense of belonging 
in the employees of Shoppers Stop, 
Shrikhande has introduced a system 
where every employee who comes into 
contact with customers is known as a 
‘Customer Care Associate’. Th e term 
percolates down from the very top; 
Shrikhande’s own designation on his 
visiting card reads ‘Customer Care 
Associate and Managing Director’.

Th e company has also produced a 
corporate anthem — written by well-
known lyricist Gulzar, set to music by 
Ram Sampat and sung by Sonu Nigam 
— that is played over the public address 
system in all Shoppers Stop back offi  ces, 
stores and warehouses every day at 
10.45am.

Says Shrikhande: “We are all 
dedicated to the service and care of the 
customer. From the anthem, we derive 
inspiration every morning, and convince 
ourselves that each one of us would 
give only the best possible service to 
customers. It is our aim that all 10,000 
of our Customer Care Associates will 
give the same top level of care and 
service to our customer.” ra

In order to produce a sense of belonging in the employees of Shoppers Stop, Govind 
Shrikhande has introduced a system where every employee who comes into contact with 
customers is known as a ‘Customer Care Associate’. 
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Wooing the customer at 
Shoppers Stop 
The number of loyal customers at Shoppers Stop has increased six-fold, from 500,000 
to 3.2 million all over India, because the retail store has got it right on many fronts — 
correct brand positioning, an effective loyalty programme, unique advertising, integrated 
social media and rechargeable gift cards. Shirish Nadkarni reports.

T
he correct pricing of in-store 
merchandise can be a key factor 
in determining a retail store’s 
positioning in the market. 

Slashing prices indiscriminately can 
reduce a store’s image from a high-qual-
ity, premium vendor to that of a plebian 
discount store — as Mumbai’s Shoppers 
Stop found to its dismay in 2001.

“Th e management had felt we could 
attract more customers and increase 
footfalls by bringing down the pricing of 
the merchandise. But lower prices and 
lower footfalls only meant lower sales 
and poorer profi ts,” says Shoppers Stop’s 
managing director, Govind Shrikhande.

“We realised we had lost customer 
traffi  c because some key brands had 
moved out due to a diff erence of opinion 
with their owners, and we were trying 
to drive much of the same merchandise 
mix. We needed to look afresh at the 
brand mix.”

Th e company implemented a num-
ber of action plans in 2001, including 
correcting the merchandise and brand 
mix. From being a 100% bought-out 
stock company, it moved progressively 
towards a higher percentage of non-
bought-out stock. 

Today, its stock is 40% bought-out 
and 60% non-bought-out, a completely 
de-risk model. Th is has brought down 
the company’s investment in stock 
substantially, and sharply reduced its 
requirement of working capital.

“Th en, in 2005, we changed our po-
sitioning in the retail pyramid, and went 
up one step, from ‘Premium’ to ‘Bridge-
to-Luxury’,” says Shrikhande. “One of 
the big changes we made is that we went 
for ‘beauty’. No other department store 
sells as many varieties of beauty aids as 
Shoppers Stop.”

Th e company also decided that it 
should stock non-apparel products. Over 
the years, it has become very strong in 

the handbags and footwear categories. 
It also successfully introduced a number 
of international brands such as Tommy 
Hilfi ger, Mustang, Mango, French Con-
nection, Gas, Jack & Jones and Calvin 
Klein, and launched Mothercare in 
India.

Shoppers Stop did have a loyalty 
programme, but it was being run from 
the head offi  ce and was not very 
successful. Th e company asked itself the 
question: What is the basic advantage for 
the customer in the loyalty programme? 
It realised that merely giving points for 
purchases was not good enough.

“Eight years ago, we started a pro-
gramme called ‘Preview of Sales’, which 
was meant only for loyal customers; 
other regular customers were not allowed 
to shop on that day,” says Shrikhande. 
“It gave our loyal customers a full choice 
of new stocks, and the fi rst chance to 
pick up merchandise. Th en we intro-
duced ‘Golden Globe’, an additional 

discount of 5% for those at the highest 
tier.”

During the period Diwali to Christ-
mas, that is, mid-October to end-De-
cember, when there is maximum shop-
ping, the company also launched a gift 
scheme. It realised that this was a time 
when people shop in any case, but that 
there was scope to increase the amount 
of shopping because a gift was available 
for a certain quantum of purchase.

“Apart from introducing such 
schemes, we improved coordination 
between the front (store) and back 
(purchase) ends of our operations,” says 
Shrikhande. “We tried to ascertain which 
products our customers wanted, then 
brought the products into the store, 
and phoned customers to give them a 
preview of the merchandise.”

Between 2001 and 2014, the 
number of loyal customers has increased 
six-fold from 500,000 to 3.2 million all 
over India, and the contribution of such 

Shoppers’ Stop successfully introduced a number of international brands such as Tommy 
Hilfi ger, Mustang, Mango, French Connection, Gas, Jack & Jones and Calvin Klein; and 
launched Mothercare in India.
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customers to the store chain’s sales has 
gone up to 72%. 

“Obviously, due to increased 
interaction with our members, and the 
increased benefi ts they derived, custom-
ers started looking upon the store as 
something [they] loved and looked up 
to,” says Shrikhande. “Our store heads 
today recognise and greet a vast number 
of loyal customers when they come in; 
and that is a huge advantage.”

Shoppers Stop has also introduced 
‘rechargeable’ gift cards in the form of 
smartcards that can be reloaded any 
number of times, and given to friends 
and family members. 

Th ese have proved to be a hit with 
a certain class of affl  uent customer who 

gives such a card to his children, to allow 
them to shop at their leisure and without 
parental interference; and reloads it 
when the ‘charge’ runs out.

No doubt there is a cost to all these 
programmes, but Shrikhande asserts 
that the benefi ts far out-weigh the costs. 
Whenever there is a market slowdown, 
Shoppers Stop customers have remained 
loyal to the store.

Says Shrikhande: “So far as promo-
tional spends are concerned, our balance 
of direction is more towards loyalty pro-
grammes, supported by advertising, and 
further supported by social media. 

“We have three people in-house and 
two from our advertising agency who are 
constantly working on social media such 

as Facebook and Twitter, not so much to 
push sales as integration of the brand’s 
image with the customer.”

Shoppers Stop’s recent advertising 
campaigns have been unique, in that it 
has used only black-and-white advertise-
ments that stand out above the colourful 
melange in the market, and most of its 
ads are tongue-in-cheek. 

“When we changed the logo of 
Shoppers Stop, the underlying theme 
we used was: How do you use the 
eco-system?” says Shrikhande. “One of 
the ads said, ‘Wear diamonds. Attract 
ex-boyfriend. Recycle.’ Another said, 
‘Wear short skirt. Hitchhike. Conserve 
fuel.’ Th e tag-line for all the ads in the 
campaign was ‘Start something new’.”

Have sales at Shoppers Stop been 
adversely aff ected by the burgeoning 
number of online retailers such as Myn-
tra, Flipkart, YepMe and Amazon?

“If you see the market size, online 
retailers are only worth US$2 billion, 
while the categories in which we operate 
— such as apparel, footwear, jewellery, 
and others — are worth US$75 billion,” 
says Shrikhande. “Organised retail in the 
country is huge, and worth an estimated 
US$600 billion.” 

Th e Shoppers Stop chief claims 
that online retailers are visible only in 
the metropolitan centres; and it would 
appear that younger customers gravitate 
towards them. He insists that only those 
who are seeking heavy discounts are at-
tracted to these sites. 

“But it should not be forgotten that 
you will never get the latest fashions on 
these sites; they sell merchandise that is a 
season or two behind the fashion trends,” 
he says. “You will never fi nd the current 
range of apparel on these sites, because 
nobody can aff ord to discount them.”

Mature customers aged 35-45 — 
who are Shoppers Stop’s base target 
customers — do not have much online 
shopping experience. 

“Th e enjoyment they get out of com-
ing to a store, physically touching and 
examining the products cannot be repli-
cated online,” says Shrikhande. “Never-
theless, we do realise that the younger 
customers are also important, and hence 
we are increasing our online presence. 

“We are aiming for online sales 
to contribute 7-8% of our total sales. 
Abroad, major chains such as Tesco and 
Walmart are experiencing exponential 
growth in their online sales, but it 
will take us some time to reach their 
levels.” ra

Shoppers Stop’s recent advertising campaigns have been unique, in that it has used only 
black-and-white advertisements that stand out above the colourful melange in the market, 
and most of its ads are tongue-in-cheek. 

Shoppers Stop has introduced ‘rechargeable’ gift cards in the form of smartcards that can be 
reloaded any number of times, and given to friends and family members. 

p20 p24.personality.0814 cc.indd   24 15/8/14   2:20 pm



Retail Asia August 2014   25

 FOCUS

W
hat exactly constitutes 
store fi ttings? If you think 
only in terms of shelving, 
signage and other fi xtures, 

perhaps it’s time to think beyond the 
shelf? 

A visit to the Abercrombie & Fitch 
(A&F) fl agship store at Knightsbridge 
along Singapore’s Orchard Road tourist 
belt will open your mind — and titillate 
your senses. 

Even before the store opened in late 
2011, it attracted much attention with 
its building-sized billboard visible from 
hundreds of metres away. What more, 
the billboard featured a bare-bodied man 
dressed in low cut jeans, which caused at 
least one member of the public to take 
off ense and complain to the press. 

Th e billboard is no longer there but 
more unique experiences await visitors. 
As you approach, you will notice that the 
store is dimly lit inside. Step in and, on 
certain days, you will be greeted by live 
male models — they were bare-bodied 
on opening day — handing out samples 
of A&F fragrances. Otherwise, the scent 
is in the air. 

Th ere is music too. It is loud. It has 
a strong beat that makes you want to 
move your body. Yet it does not cause 
ear fatigue that makes you want to get 
out quickly. Th e wall beside the staircase 
is painted with a mural that goes all the 
way up to the top fl oor. Next to the stairs 
is a larger than life statue. Behind, an-
other mural leads down to the basement. 
Th e entire place is dark, with the steps of 
the stairs being the most prominently lit 
object. Spotlights shine on a face or two 
of the mural. And yes, on some clothing 
items. You are in a store. But the feeling 
is of being in a disco club, a classy one 
at that. 

So “store fi ttings” at Abercrombie & 
Fitch include male models, its signature 
cologne, music, wall murals and more. 

Also at ION Orchard, shoppers 
might notice a particular scent in the 
air. It is subtle, intended to be perceived, 
but not draw too much attention. Th is is 
“scent marketing” and its basis is scien-
tifi c studies that show that the right scent 
can draw people into a store or mall and 
make them stay longer once inside. It is 
not as widely practised here as in the US 
or Europe, but a few retailers and mall 
owners have started to implement it. 

Integrated fl exible displays
Playing a more obvious role in the fi ght 
for attention are “live” video images, 
against which even gigantic posters and 
light boxes look “dead”. Taking note of 
this, Samsung has invested heavily to 
develop an integrated display solution 
and its second generation of Samsung 
SMART signage platform, both of which 
were launched at end-July. 

Th e signage system basically com-
prises Samsung display screens, the 

Stores seeking new ways to engage customers and build relationships have taken to 
innovative ways to engage the senses and adopted the role of curating experiences. 
Richard Seah fi nds out more.

Thinking beyond the shelf
STORE DESIGN

“Store fi ttings” at A&F include live models, fragrance, music, artworks and more.

“Th e idea is to create a multi-sensory 
experience that will engage customers,” 
says one industry observer. 

“Th ere is a growing trend of brands 
creating bespoke in-store experiences 
to enhance the shopping experience for 
customers. Physical stores are taking 
on the role of curating fun, interac-
tive experiences that shoppers cannot 
get with e-commerce. Although online 
shopping is more prevalent in countries 
like the US or Japan than in Singapore, 
stores must continue to fi nd new ways to 
engage their customers to build relation-
ships with them.”

Not many stores go the same dis-
tance as A&F, mainly because of budget 
constraints. But those that can aff ord, 
such as the cosmetic houses, certainly 
make the eff ort. For example, at ION 
Orchard just past the exit of the Orchard 
MRT stations, three cosmetics stores 
fi ght fi ercely for attention — again by 
appealing to the diff erent senses. 
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biggest that is commercially available 
measures 95 inches diagonally across. 
But again, if you only think of them 
screening pre-programmed videos, you 
need to think beyond. 

“Intended for the new business 
experience, our total display solutions 
are smarter, better customised and more 
diff erentiated. Th ey will revolutionise the 
way businesses relate to customers,” says 
Andy Sim, Samsung’s general manager 
for enterprise business. 

Unique to Samsung, two or more 
screens can be joined together at any 
angle — not just vertically or horizon-
tally — and moving images will fl ow 
smoothly from one screen to the next. 
Alternatively, each screen can be split to 
display up to four channels. 

Another capability allows the user 
to transfer any material — text, images, 
videos and so on — from a handheld 
device, such as mobile phone or tablet, 
onto the display screen simply by “push-
ing” the item across with a fi nger. A 
touch screen overlay easily converts an 
ordinary screen into one with interactive 
functions. Th is can be used not just for 
navigation, but even for content crea-
tion, including having artists paint and 
draw on the screens. 

Samsung says these screens can be 
used as menu boards in restaurants, for 
retail advertising, way-fi nding, public 
announcement messages and so on. A 
single screen can replace a whole lot 
of banners and posters, giving a much 

neater store or mall layout. In fact, live 
screens could spell the end, or at least the 
decline, of posters, banners, light boxes 
and other traditional in-store displays. 

“We off er a wide variety of displays, 
from high-end systems with state-of-
the-art technologies and features, to 
entry-level displays with simpler design 
and basic functionality,” Sim adds. “Th e 
screens are very easy to use. For example, 
content from USB devices or SD cards 
will play automatically when plugged in. 
Users buy and install only the display 
screen, without having to worry about 
computers, connecting cables and other 
accessories. Everything is built in.” 

Th e Samsung displays are already 

being used in all Samsung stores. Mean-
while, they have other applications and 
the fi rst in Singapore to fully adopt this 
new technology is GEMS World Acad-
emy, an international school that will 
use the screens for classroom teaching, 
replacing the traditional blackboards and 
white boards. 

As such displays are still relatively 
new in Singapore, most stores still ask 
their designers and fi tters for traditional 
light boxes. But other electronic devices 
are gradually making their presence 
strongly felt, especially tablet devices like 
iPads. Indeed, Apple has had to switch 

Unique to Samsung, two or more screens can be joined together at any angle — not just vertically or horizontally — and moving images will 
fl ow smoothly from one screen to the next. 

For Vito, design and build fi rm Chooi & Thang created a store entrance with a distinctive, 
irregular shape.

• Continued on next page
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to using handheld devices for transac-
tions when sales proved stronger than 
originally anticipated.

Not-so-regular features
Away from technology, there remains 
room for regular store fi xtures to create 
an impact. For the design and build fi rm 

of Chooi & Th ang, this is achieved with 
dramatic structures at the entrance and 
on the ceiling. Executive director Clara 
Tang explains: “For the swimwear com-
pany Arena, we put a huge Arena logo on 
the shop ceiling. Th is has become part 
of their signature look, which they will 
always retain even when other features 
are dispensed with. For Vito, which sells 

exercise equipment, we created a store en-
trance with a distinctive, irregular shape.

“Not all stores have big budgets for 
design and fi ttings and retailers may not 
want to spend too much when the typical 
shop lease is only two years. Within [their 
budgets], we do what we can to create 
a distinctive look that will etch in the 
minds of shoppers.” ra

IT was expected to fail miserably but 
Apple Stores have grown to become one 
of the world’s most successful retail con-
cepts, making more money in sales per 
square foot — US$4,551 according to 
eMarketer — than any other US-based 
retailer. 

When Apple CEO Steve Jobs opened 
the fi rst Apple Store in 2001, Business-
week ran an article in which it quoted 
former Apple chief fi nancial offi  cer Jo-
seph Goldstein saying: “I give them two 
years before they’re turning out the lights 
on a very painful and expensive mistake.” 

It was no mistake. As of March this 
year, Apple has 423 stores worldwide. 
Th e stores’ success has very much to do 
with design and Apple has begun to pat-
ent aspects of it. 

Tim Kobe of Eight Inc, an inter-
national design and branding fi rm, 
had worked with Steve Jobs to create 
the original Apple Store design and he 
continues to be on retainer with Apple. 
Now based in Singapore, Kobe shares his 
experience of the Apple store design with 
Retail Asia.

Please summarise your work in the 
fi eld of store design.
Tim Kobe: Our work in retail began 
with Th e North Face and Nike, but 
our focus is on experience design. We 
distinguished our practice by applying 
the principles we use to connect people 
with brands or places. Our focus on the 
user experience is key to the success of 
the Apple retail programme. 

How have Apple stores evolved over 
the years? 
Kobe: Th e Apple Store programme is 
now 13 years old and has been through 
four primary versions. Th e product is not 
the most important thing. When Apple 
opened its fi rst store, it had thousands 

Sharing brand values with store design

of square feet to fi ll with only four 
product lines. Computers occupied the 
front quarter of the showroom. Th e rest 
of the space was devoted to software, 
accessories and services that included 
a kids’ area, a theatre for educational 
programmes and the Genius Bar, which 
has become the stores’ signature. All 
these elements were new ways for people 
to interact with technology. 

Since 2001, the stores have trans-
formed along a natural exponential curve 
with the most changes at the beginning. 
Progressively, there were fewer changes 
and more refi nements. Th e largest shift 
was to the current stainless steel panel 
and wood tables as the initial stores were 
designed around the original product 
off erings rather than a more fl exible 
system. Also, the design has had to 
address a demand that was greater than 
originally anticipated. We had to allow 
for more throughput with moves to a 
handheld checkout system.

Are there diff erences between the 
stores in Asia and the rest of the world? 
Kobe: Apple adopts a multi-channel 
approach with the Apple brand stores 
leading the customer experience. Th ey 
are the most authentic expression of the 
brand as they are controlled by Apple in 
a very disciplined way. 

As Apple has less experience in global 
markets, its channel presence is more 
diluted in Asia, where we see more of 
the second and third-tier channel types 
comprising authorised resellers and 
third-party “shop within a shop”.

How does the store design contribute 
towards customer service? 
Kobe: Th e stores were always conceived 
to be Apple community stores fi rst. Th ey 
have always been open and accessible 
with careful placement and density of 
the fi xtures. 

Th e materials used are honest — not 
plastics or simulations. Th e lighting is 
designed to make the experience with the 
products consistent with the photogra-
phy and images of the products in adver-
tisements and product presentations.

Th e products are displayed clearly 
and with a sense of trust (although the 
security is there) with the implication 
being qualities of generosity and trust.

Steve Jobs used to say great brands 
were about trust. He wanted to ensure 
we were building relationships. And that 
is at the root of the Apple diff erence. 
Others are manufacturers making prod-
ucts but Apple is a brand and a relation-
ship. A brand is something you connect 
with. You understand your shared values 
and want to be part of it. ra

Apple stores were always conceived to be 
Apple community stores fi rst. They have al-
ways been open and accessible with careful 
placement and density of the fi xtures. 

Tim Kobe of 
Eight Inc, an 
international 
design and 
branding fi rm, 
had worked 
with Steve 
Jobs to create 
the original 
Apple Store 
design and he 
continues to be 
on retainer with 
Apple. 

Unusual store fi xtures create impact 
• Continued from previous page

p25-29 p31.focus.0814 cc.indd   27 18/8/14   12:21 pm



28   Retail Asia August 2014  

 FOCUS

Letting customers experience
and live the brand

STORE DESIGN

In modern retailing, store designs take on 
a primary role to attract customers and 
build brand loyalty, reports Tina Arceo-
Dumlao.

Regatta’s store evokes images of the genteel crowd and great outdoors.

Y
ou can’t exactly see it nor defi ne 
it, but you can defi nitely feel its 
presence. Or absence, for that 
matter.  

We are talking about the ambience 
of a retail outlet or mall that helps pull 
in customers who are spoilt for choice, 
especially in the Philippines where 
foreign brands are coming in droves 
to take advantage of robust economic 
growth.

To pin down that elusive ambience 
appropriate for a brand’s positioning in 
the crowded marketplace is the function 
of a store’s design, which is why brands 
invest more than a modest amount in its 
development and implementation.

Indeed, the right design, aside from 
pricing and product mix, can spell the 
diff erence between a found and a lost 
sale in the ever-widening sea of options 

available to fl ighty customers.
Th e importance of design is not lost 

on Regatta, a casual wear brand with 
31 stores that is preparing to plant the 
Philippine fl ag on foreign shores as part 
of its global expansion programme.

According to Alice Liu, vice-
president for Fashion Retail of Golden 
ABC Inc, which owns the Regatta 
brand, store design is part of the brand 
DNA of Regatta, which is positioning 
itself as a “timeless leisure wear brand for 
unpretentious buyers”. 

Regatta partnered with a foreign 
design team to highlight the elements 
most representative of the brand, 
including the signage, and generous use 
of the two oars since the name Regatta 
evokes images of the genteel crowd 
enjoying the great outdoors. 

“We provided little, important 

details to remind customers of what 
Regatta is all about and we did not spare 
any cost to getting the look just right.”

Liu says there are a number of 
elements that combine to make a 
modern and exciting retail store. Th e 
store façade should be exciting and 
inviting for customers to consider going 
in. 

Th e signage and show windows 
should attract customers as these are the 
fi rst visible representations of the brand 
and the merchandise.

Store ambience brought about by the 
lighting, sound, scent, technology and 
store layout must invite customers to 
linger and check out the brand’s various 
off erings.  

Products should be displayed in a 
way that will not take a lot of eff ort for 
the customers to fi nd what they need.
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The welcoming feel of Epicurious helps initiate Filipinos to a new kind of dining experience, 
where they can have their own culinary masterpiece from the products on display.

And for the look to work, Liu 
says, it must be complemented by the 
experience that one gets from the service 
provided by the staff . 

“Th ough store design is important 
in making the store exciting, the 
merchandise should still be the hero 
while the store design enhances the 
merchandise and the overall shopping 
experience,” Liu stresses.

A brand’s look and feel does not 
remain static. Similar to how clothing 
designs and accessories evolve through 
the seasons, so does the store design.

Regatta’s initial look was inspired by 
the country club lifestyle. Th rough the 
years, the design evolved from just being 
inspired by the sea to one that addresses 
a wider range of customers and tastes, 
thus the current “town and country and 
sea and coast” look which incorporates 
two distinct but intertwined lifestyles, 
and the use of bleached wood and light 
colours so as not to jar the senses.

“Regatta’s store design wants to 
convey a laid-back feel without being too 
staid. It makes one imagine being in the 
country or seaside which conveys a sense 
of being free-spirited and confi dent,” 
shares Liu. “We want our customers to 
smile and feel relaxed when they enter 
the store as we welcome them to the 
Regatta World, away from the hustle 
and bustle of the daily grind. Regatta is 
the leisure wear that stands for a relaxed 
lifestyle.”

Liu cannot stress enough the value of 
having a standout store design, especially 
now when more retail competition is 
anticipated. With the integration of the 
economies of the Association of South-
east Asian Nations in 2015, brands 
across the region will fi nd it easier to 
compete across borders. A distinctive 
store design is seen to go a long way in 
helping to ensure brand recall as well as 
loyalty among customers.

“Th e store is where customers 
experience and live the brand. It can be 
the most eff ective marketing tool of any 
brand. In one look, the store can convey 
its brand identity to the customers. 
Th us, we have to make sure that the 
store is both eff ective and effi  cient, 
meaning it is aesthetically welcoming 
and the various touch points in the store 
enhances the shopping experience,” Liu 
says.

Th e 25-year-old Cravings restaurant 
group has likewise invested in perfecting 
the look and feel of its newest off ering 
called Epicurious, a gourmet deli and 

casual dining restaurant in Shangrila 
Plaza Mall in Mandaluyong City.

According to Issa Rodriguez, 
corporate marketing director of the 
Cravings Group, the aesthetics of 
Epicurious were inspired by the gourmet 
halls, food emporiums and markets 
visited around the world by the group’s 
owners, whose love for food led to their 
investing in a chain of restaurants.

Th e core insight, Rodriguez says, 
was that food is an adventure and an 
experience in itself and that there are 
customers looking for an opportunity to 
indulge in their desire to have a direct 
hand in how they want their food done 
and the ingredients to be included in 
their perfect dish.

“Epicurious is centred on the diners. 
We want to off er them the freedom to 
create their own culinary delight. Th at 
is our brand promise,” says Rodriguez in 
an interview.

To execute that brand promise, 
Epicurious is designed with the food 
off erings as the main attractions, thus 
the breads at the entrance and the 
refrigerated display cabinets dominating 
the hall. Th ese feature a carefully curated 
selection of meats, pasta sauces, herbs, 
salad greens and dressings.

Chillers on the side, meanwhile, 
feature a selection of beverages while 
towards the back of the restaurant and 
deli are displays of bottled sauces and 
food products as well as pasta and small 
kitchen appliances and utensils for those 
who prefer to cook and entertain guests 
at home.

Th ere is also an open kitchen where 
in-house chefs — most of whom are 

associated with the Cravings group — 
can execute the food order. Quaint tables 
and chairs are also available for dine-in 
guests, although many clients also prefer 
to just take out their purchases.

For Rodriguez, the welcoming feel 
of Epicurious helps initiate Filipinos 
to a new kind of dining experience, 
where they can have their own culinary 
masterpiece from the products on 
display.

“Epicurious seeks to be the 
neighbourhood restaurant, catering to 
everybody from the very young to the 
not-so-young. What we are trying to 
off er is gourmet convenience, a mix of 
shopping and dining, indeed a whole 
new lifestyle experience,” says Rodriguez. 
“Th at is why it is called Epicurious, a 
place to explore and discover where food 
is the main item.”

Epicurious opened on December 
15 last year, and Rodriguez says the 
concept has picked up quickly among 
customers and the seats are being fi lled 
through word-of-mouth advertising. A 
reason for its popularity is the selection 
of products, which is a mix of local and 
imported, and the other is the comfort 
aff orded by the layout and the design of 
Epicurious.

Despite it being a new and as 
yet unfamiliar concept, Filipinos are 
encouraged to actually go through its 
doors thanks to the homey design that 
invites people to come in and stay a 
while.

Indeed, while store design may not 
be everything to a store, it is a major 
factor that can make — or break — a 
retail enterprise. ra
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R
etailers use many strategies 
to attract customers and to 
generate sales. Advertisements, 
discounts and promotions, 

product variety and year-end sales events 
are some of the common strategies. In 
addition to these, an attractive store 
design can certainly help to bring 
customers into the store, often the fi rst 
step to making a sale.

Nowadays, modern retail outlets in 
the big shopping malls are not the only 
ones paying attention to store design 
and investing in shop fi tting works. 
Traditional sundry shop operators 
are also taking care of their shop 
appearances to increase their appeal to 
consumers.

Th ese small retail shop operators are 
learning that there are tangible benefi ts 
to good store design and shop fi tting. A 

Seri Ahmad Bashah Md Hanipah, 
says the Tukar programme has been 
well received. To date, some 1,600 
retail shops in the country have been 
modernised under Tukar.

“Sundry shop operators on the 
outskirts [of major towns], for example, 
are very happy as their sales volume has 
surged since modernising their shops 
through Tukar. It gives the existing 
premises of traditional retailers a 
facelift,” he says.

Transformation of sundry 
shops
Despite the mushrooming of 
hypermarkets and supermarkets all 
over the country, small mom-and-pop 
shops or traditional neighbourhood 
retail outlets are still indispensable to 
Malaysians. 

well-designed store allows goods to be 
neatly stacked up and easily located by 
customers and this will aid sales.

While established retailers have 
bigger budgets for store renovation and 
installation of modern fi ttings, small 
traditional retailers are often hampered 
by a lack of funds.

Th us, the Retailer Transformation 
Programme (Tukar) was started by the 
Malaysian government in 2011 to give 
these smaller retailers the opportunity of 
a store facelift and a new lease of life.

Under the programme, participating 
outlets can apply for a RM80,000 
(US$24,871) loan, of which half the 
amount is to be used for renovating the 
store and the rest to be used as working 
capital.

Domestic Trade, Cooperatives and 
Consumerism Deputy Minister, Datuk 

Attracting more business 
with good-looking stores
In Malaysia, 7-Eleven rolls out a new look and small neighbourhood
retail stores have been given a facelift under a government-assisted
modernisation programme. Prakash Sakti reports.

STORE DESIGN

7-Eleven celebrates the roll-out of the new store format, emphasising fresh F&B and a lifestyle concept.
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For a long time, these shops have 
a distinct role in providing daily 
convenience for those living in the 
vicinity, but stiff  competition from 
the big players are forcing them to 
change in order to survive alongside the 
competition.

Th ese shops need new designs, 
fi ttings and equipment to cater to 
customers who demand more than 
just cheap and good products. Funds 
have always been the limiting factor, 
but now the government has stepped 
in to help modernise the stores and 
give a new lease of life to these mom-
and-pop shops under its Economic 
Transformation Programme for the 
retail sector.

One successful applicant for 
assistance under the programme is G 
Mahendran, who has been running his 
family sundry business in Brickfi elds for 
the past two decades.

“Th e [shop] facelift is like a 
promotion in itself. My customers like 
the changes made to the store. Th e 
shop looks brighter, neater and more 
systematic. Th e change is good for me as 
well as for my customers,” he says.

According to Mahendran, in the 
past the shop had only a cement fl oor, 
but this has been replaced with mosaic 
tiles, new and safe electrical wiring, 
shiny new racks, new appliances and 
goods rearranged to be more attractive.

Th e store transformation also 
involves the installation of equipment 
such as the POS Counter Terminal, 
an inventory database, gondola 
arrangement, lighting, advertising board 
with the Tukar logo. Th e store is even 
equipped with Internet access.

Furthermore, retailers taking part 
in the programme are also given various 
options in modernising their outlets, 
such as installing chillers, freezers, 
storage boxes, security alarm, air-
conditioning and tiled fl oors. 

Some shops have also installed glass 
doors and partitioned aisles.

Th rough the Tukar programme, 
once run-down shops are now 
modernised and transformed into 
brightly-lit mini markets.

Th e Malaysian government has also 
appointed several hypermarkets to act as 
consultants to the small shop retailers. 
Th e small shop owners are taught how 
to manage stock better, redesign their 
store layout and improve merchandise 
display to increase sales.

To implement the programme, 

the Malaysian Finance Ministry has 
allocated RM149 million for a three-
year period from 2011 to end-2013.

7-Eleven stores spot new look
Meanwhile, 7-Eleven stores in Malaysia 
are also undergoing a major change. 

Product variety is not the only 
selling point of 7-Eleven, as far as its 
management is concerned.

Th e No.1 standalone convenience 
store chain in the country launched its 
1,600th store in Solaris Dutamas in Sri 
Hartamas on June 18. Th e new store 
sports an entirely refreshed look and 
format.

Gary Brown, deputy CEO of 
7-Eleven Malaysia Sdn Bhd, says the 
landmark store showcases the new 
7-Eleven convenience store format, 
which is being rolled out across Malaysia 
via a programme of store refurbishments 
and new stores.

“We are pleased to be able to 
showcase the new format of our stores 
which presents a diff erent look and feel 
to other convenience stores in Malaysia 
with a strong emphasis on innovative 
fresh food and beverage,” he says.

Th e new concept for 7-Eleven 
convenience stores is to encourage 
customers to see 7-Eleven as a lifestyle 
store, where they can enjoy an innovative 
range of products by spending time 
at the store, similar to being at a 
neighbourhood café. 

In addition, as a result of new 
partnerships with companies such as 

Incomm, Money Online and Touch 
‘n Go Sdn Bhd, 7-Eleven Malaysia 
will be expanding its range of services 
to customers by providing Touch ‘n 
Go reload services nationwide, as well 
as rolling out point-of-sales activated 
(POSA) gift cards in partnership with 
Incomm. 

Brown says it is important not only 
to continue to develop and increase 
the product off ering, but also to 
create opportunities for 7-Eleven to 
play a greater role in the daily lives of 
customers. He says that by adding on 
these services, 7-Eleven off ers a whole 
new level of convenience to customers in 
Malaysia. 

Th e store design has been revamped 
to tie in with the new store concept. 
Refurbished 7-Eleven stores feature 
seating areas where customers can enjoy 
free Wi-Fi service and a wide range of 
fresh food and beverage. “We really 
think that our new stores will be a place 
for people to congregate and enjoy their 
time,”says Brown.

He adds that 7-Eleven is excited 
about what the future holds with the 
new store concept and it will continue to 
deliver the best possible product off ering 
at the new-look 7-Eleven stores.

7-Eleven, which serves more than 
900,000 customers daily, plans to 
increase its number of stores by 600 over 
the next three years from 2014-2016.Th e 
company has set aside RM80 million for 
200 new stores and 200 refurbishments 
this year. ra

In Malaysia, small mom-and-pop shops or traditional neighbourhood retail outlets have 
improved their shop appearances to increase their appeal to consumers.
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Eye on Asia retail assets
SINGAPORE is among the top 20 cities 
in the world where international retailers 
have the largest presence and is the most 
targeted market in Asia for European 
retailers. And it continues to be one of 
the fi rst ports of call for retailers new to 
Asia.

For these reasons, the International 
Council of Shopping Centers (ICSC) 
says Singapore is the ideal location for 
RECon Asia 2014, which will host the 
region’s largest gathering of global retail 
real estate professionals in November at 
Marina Bay Sands for a two-day confer-
ence and exhibition.

“Asia is the most sought-after region 
for global retail brand expansion. As the 
retail sector continues to grow, we can 
expect real estate investors from all over 
the world to focus their attention on 
retail assets,” says Tan Guan Heng, direc-
tor of ICSC. “RECon Asia reaches out to 
more retail-related professionals from the 
region and around the world than any 
convention in the Asia-Pacifi c.

“Th e ICSC, as representatives of the 
industry, is committed to delivering a 
solid conference crafted for retail real es-
tate professionals, who can look forward 
to a robust exchange of information, 
sharing of best practices and exploring 
optimal opportunities for enhancement 
of their business,” Tan says.

Th is year, RECon Asia breaks new 
ground with several new features.

A Retailer Outreach Programme has 
been designed to include preferential 
fee structures for participants, incen-
tives for retailer delegations/groups, VIP 
programmes, and other incentives for 
exhibitors, sponsors and partners to co-
invite retailers as guests to RECon Asia.

“Our task is to bring centre owners, 
retailers, investors and service provid-
ers under one roof and the Retailer 
Outreach Programme will advance that 
objective,” says Tan.

Retail Pop-Ups will make their debut 
at the RECon Asia 2014 exhibition. 
Pop-ups are fast becoming a retail chan-
nel in their own right for retailers who 
want to test new markets, for new brands 
and labels, or for new permanent or tem-
porary retail locations. Retail property 
owners and managers are increasingly 
utilising pop-ups to provide variety and 
fresh retail environments for discriminat-
ing shoppers. 

10-12 November 2014
Marina Bay Sands

Singapore
www.icsc.org/2014APC

Singapore will host the region’s largest 
gathering of global retail real estate profes-
sionals in November at Marina Bay Sands 
for a two-day conference and exhibition.

At RECon Asia Retail Runway, 
retail brands new to Asia or those that 
are looking to expand operations in 
Asia can take to the stage and provide a 
dynamic 10-minute presentation of their 
concepts, plans and requirements.

For the fi rst time in Asia, the ICSC 
will be introducing Retailer Row, where 
retail brand representatives will have 
access to a special area to meet with 
prospective business partners. 

Design Trends Exhibit is a specially 
created area for shopping centre owners, 
developers, architects and designers to 
display their vision and latest concepts.

Also new at RECon 2014 is the 
Finance Pavilion, a place for participants 
to discuss current economic trends and 
opportunities, identify mutual goals 
across Asia and make deals. According 
to ICSC, this is “where money meets 
projects”.

In conjunction with RECon Asia 
2014, the 7th Annual Asia-Pacifi c Shop-
ping Centre Awards ceremony will be 
held on November 11. ra

Design Trends Exhibit is a specially created 
area for shopping centre owners, develop-
ers, architects and designers to display their 
vision and latest concepts. 

Retail Pop-Ups will make their debut at the 
RECon Asia 2014 exhibition. 

Each year, RECon Asia attendees 
look forward to attending the high 
value RECon Asia Conference.
Highlights of this year’s programme 
include the following speaker 
presentations:
Consumer: Mega Trends Th at 
Will Shape Consumption by 
Tara Prabhakar, regional managing 
director, Retail and Shopper Asia 
Pacifi c, India, TNS
Diversity in the Retail Real Estate 
Industry by Shanti Flynn, vice-
president, Walmart Asia, Hong Kong
State of the Industry Address by 
Michael P. Kercheval, CEO and 
president, International Council of 
Shopping Centers, Inc, USA
Th e Mobile Revolution in Retailing 
by Jason Chiu, CEO, Cherrypicks 
Group, Hong Kong
How a Local Brand Can Take On 
Global Competition by William 
Tan Untiong, chief real estate 
offi  cer, Jollibee Foods Corporation, 
Philippines.

RECon Asia 2014 
Conference
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Asia Fruit Logistica 
boasts a sell-out show
ASIA FRUIT LOGISTICA sold out 
its stand space early, with months to go 
before the region’s leading fresh fruit and 
vegetable trade fair opens its doors in 
Hong Kong.

Some 25% more exhibition space 
has been sold, compared with last year’s 
event, smashing previous records for 
the show, according to organiser Global 
Produce Events (GPE).

More than 400 exhibitors from 38 
countries and six continents are expected 
to exhibit their products and services at 
the event, which returns to AsiaWorld-
Expo from September 3-5.

“We have more exhibitors from 
more countries than ever before,” says 
Gérald Lamusse, managing director of 
GPE. “Th is underlines the rising interest 
in the Asian markets from around the 
world, and the value that the global fresh 
produce business sees in this show as the 
platform for growth.”

Lamusse adds that many of the 38 
exhibiting countries have ramped up 
their stand space for Asia Fruit Logistica 
2014.

China, traditionally the largest pres-
ence at the show in terms of exhibitor 
numbers, has expanded its bookings for 
exhibition space by 40%, compared with 
the 2013 event.

“Being a leading grower and dis-
tributor in China, Asia Fruit Logistica 
gives us an excellent opportunity to meet 
with other global producers and share 
information and experiences with them,” 
says Martin Salge of Chinese exhibitor 
Dalian XingYeYuan Group. “As we plan 
to develop our import and export activi-
ties, the three days at the exhibition will 
enable us to build strong relationships 
with serious players from all over the 
world.”

Australia, another leading presence at 
previous editions of Asia Fruit Logistica, 
has expanded its stand space by 70% 
versus last year.

Other exhibiting countries have 
registered more dramatic increases, 
including the UK (+217%) and Spain 
(+104%).

Visitor numbers are also set to hit 
record levels. Fair organiser GPE expects 
some 7,000 trade buyers and visitors 
from more than 60 countries to attend 

3-5 September 2014
AsiaWorld-Expo

Hong Kong
www.asiafruitlogistica.com

More than 400 exhibitors from 38 countries 
and six continents are expected to exhibit 
their products and services at Asia Fruit 
Logistica.

Asia Fruit Logistica is the only annual inter-
national trade exhibition for fresh fruit and 
vegetable marketing in Asia which focuses 
exclusively on the fresh produce sector and 
related value chain for the whole Asian 
region.

Asia Fruit Logistica 2014.
GPE stressed that Asia Fruit Logisti-

ca is the only annual international trade 
exhibition for fresh fruit and vegetable 
marketing in Asia which focuses exclu-
sively on the fresh produce sector and 
related value chain for the whole Asian 
region. Th is makes it the most effi  cient 
platform in Asia for gaining an overview 
of the market, scouting for new products 
and varieties, and establishing new busi-
ness contacts in this sector.

Th e fair will cover the whole spec-
trum of the fresh fruit and vegetable 
sector, including:
• Fresh fruit and vegetable;
• Convenience products;
• Dried fruits and nuts;
• Packaging;
• Transport and logistical systems;
• Produce handling and storage;
• Computer and Internet solutions; 
• Cultivation systems.

At this year’s show, companies from 
Costa Rica, Poland, Saudi Arabia and 
Yemen have signed up, all making their 
debut appearance at the show.

Almost 20 nations have booked 
national pavilions at the event, includ-
ing Argentina, Australia, China, Chile, 
Ecuador, Egypt, France, Greece, Italy, 
Mexico, Malaysia, the Netherlands, New 
Zealand, Peru, South Africa, Taiwan, 
Turkey, Vietnam and the US.

New Zealand has almost doubled 
the size of its pavilion this year with 
seven new exhibitors taking part under 
the national banner. “Th e strong level of 
interest in Asia Fruit Logistica is being 
driven by the increasing importance of 
Asian markets and the recognition that 
there are practical benefi ts from New 
Zealand exporters working together to 
make more impact on the show fl oor,” 
says Peter Silcock, CEO of Horticulture 
New Zealand, which coordinates the 
New Zealand pavilion.

“We know from feedback received 
from past participants that this is a high-
quality show that attracts importers and 
serious produce buyers from across Asia 
and the world.”

Exhibitor companies from New 
Zealand include leading industry players 
such as Mr Apple, Naturipe Farms, Cool 
Fresh International and Banabay. ra

Chinese exhibitors fi nd that Asia Fruit Logis-
tica provides an excellent opportunity for 
meeting other global producers and sharing 
information and experiences.

p32-36.preview.0814 cc.indd   33 18/8/14   12:23 pm



34   Retail Asia August 2014  

 PREVIEW

Vitafoods Asia 2014 
inspires innovation
WITH the Asia-Pacifi c nutraceutical 
market expected to account for more than 
30% of the entire global market by 2017, 
Vitafoods Asia 2014 once again becomes 
the focal point for the vibrant Asian 
nutraceutical industry when it returns to 
Hong Kong this September. All eyes are 
on Asia as the region establishes itself as 
a business hub for new product develop-
ment. 

According to research, the outlook 
for Asia-Pacifi c’s nutraceutical, functional 
F&B, vitamin and dietary supplement 
industries is positive, with CAGR pre-
dicted to reach 11.5% over the period of 
2012-2017. 

At Vitafoods Asia, the international 
and regional nutraceutical community 
will come together to discuss new busi-
ness partnerships, discover new ingre-
dients and technologies, unearth new 
market opportunities, and learn how to 
tap into issues such as obesity and cardio-
vascular disease.

Manufacturers have never been in a 
better position to meet burgeoning de-
mand in the region and the key to success 
is identifying how new ingredients and 
technologies can be applied to product 
development strategies to target consum-
ers eff ectively. 

More than 170 suppliers from Asia 
and beyond will present their latest ingre-
dients and raw materials to 2,500 visitors. 
Exhibitors include ADM, CHR Hansen, 
Epax, Huisong Pharmaceuticals and 
Malaysian Biotech Corporation, who are 
all off ering their market expertise to aid 
product developers in creating consumer-
winning products.

Visitors can also gain crucial informa-
tion on key topics and trends that can be 
used to enhance marketing and busi-
ness strategy. A growing middle class, an 
increase in ageing populations, soaring 
obesity rates and the arrival of western 
companies and investment in this dy-
namic region are all propelling demand. 

Now in its fourth year, Vitafoods Asia 
has established itself as a platform for 
showcasing the most recent innovations 
to hit the market.

Th e popular New Product Zone helps 
visitors pinpoint ingredients that have 
been launched in the past 12 months. 
Examples include a melon extract capsule 

 3-4 September 2014
AsiaWorld-Expo

Hong Kong
www.vitafoodsasia.com

The Tasting Bar brings the consumer 
experience to life, allowing visitors to trial 
and compare products across a range of 
categories.

More than 170 suppliers from Asia and 
beyond are preparing to present their latest 
ingredients and raw materials at Vitafoods 
Asia to an audience of 2,500 visitors.

that promises to reduce cellulite by 11%, 
Icelandic moss for use as a cough remedy, 
and cholesterol-reducing capsules that in-
clude red yeast rice, fenugreek and garlic.

Retailers and distributors can discover 
shelf-ready products in the Finished 
Products Pavilion. Here, suppliers from 
Asia and beyond will showcase a range 
of functional food and drink products 
that can be adapted to fi t with existing 
product lines to create a new and exciting 
proposition. 

Th e Tasting Bar brings the consumer 
experience to life, allowing visitors to 
trial and compare products across a range 
of categories. Th is year’s crop includes a 
natural fruit sweetener as an alternative 
to white sugar, protein-packed hazelnut 
cookies, and vitamin jellies for children.

Vitafoods Asia off ers plenty of op-
portunities for sourcing raw materials 
and ingredients, as well as for learning 
about trends and legislation that help put 
brands on the road to success.

New for this year is the Market 
Insights Hub, a seminar theatre that off ers 
participants access to industry special-
ists from China Healthcare Association, 
Euromonitor, Frost & Sullivan, Th e 
Healthy Marketing Team and Mintel. 
Th ese free-to-attend sessions are designed 
to off er insights on the latest innova-
tions, emerging trends and how to access 
specifi c geographical markets.

Also new is the Innovation Station. 
Visitors can hear from Mintel analysts as 
they provide interactive demonstrations 
of innovative products. A product show-
case also highlights a range of concepts 
from around the world that use innova-
tive ingredient claims for beauty and 
slimming benefi ts.

Regulation is one of the industry’s 
buzz words and visitors and exhibi-
tors have plenty on off er to help them 
better understand complex legislation 
that diff ers throughout the region. For 
one-to-one advice on specifi c pieces of 
legislation, visitors can book free regula-
tory advisory sessions with EAS Strategic 
Advice. For an insight into regulations 
after 2015, visitors can register for the 
ASEAN Harmonisation Implementation 
Workshop which delves into new and 
existing national regulations for health 
supplements in ASEAN countries. ra

These free-to-attend seminar sessions at 
the Market Insights Hub are designed to 
offer insight on the latest innovations, 
emerging trends and how to access specifi c 
geographical markets.
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Vietfood-ProPack 2014
draws serious buyers
VIETFOOD & BEVERAGE and the 
co-located ProPack Vietnam will return 
to Tan Binh International Exhibition & 
Convention Center (TBECC) in Ho Chi 
Minh City this September with a bigger-
than-ever showcase of F&B products and 
services, as well as processing and packag-
ing equipment and solutions.

Th is year, the exhibition has grown 
signifi cantly and will occupy 7,000sqm 
of the TBECC. 

Th e exhibition is an annual event or-
ganised by Vietnam National Trade Fair 
and Advertising Company — Vinexad, 
operating under the Ministry of Trade & 
Industry of Vietnam.

“Already, nearly 75% of exhibitors 
in last year’s show have registered to take 
part in Vietfood & Beverage–ProPack 
Vietnam 2014 and others are in the fi nal 
stages of concluding their participation. 

10-13 September 2014
Tan Binh Exhibition & Convention Center (TBECC)

Ho Chi Minh City, Vietnam
www.foodexvietnam.com

Vietfood & Beverage–ProPack Vietnam 2014
has grown signifi cantly and will occupy 
7,000sqm of the TBECC. 

Th is means that we are well on track 
with attracting the market leaders and 
the most important companies in this in-
dustry,” says Nguyen Khac Luan, general 
director of Vinexad. 

Th e show has confi rmed the partici-
pation of several country pavilions, from 
South Korea, China, Singapore, Malaysia, 
Th ailand and Indonesia.  

Nguyen Khac Luan said Vietfood & 
Beverage–ProPack Vietnam has distin-
guished itself from other food shows in 
Vietnam with its high degree of profes-
sionalism, its range of exhibits and diver-
sity of visitors who attend the exhibition.

Show statistics indicate that almost 
seven out of 10 visitors to the show are 
people in the trade looking for new 
suppliers and products and 84% of the 
visitors are professionals who are involved 
in making purchase decisions. ra
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As consumers’ eating patterns evolved in the snack category with more looking for 
healthier snacks, snack producers have up the ante to offer products that meet their 
needs. Eleanor Yap reports.

Taking a big bite out of snacks

CONSUMERS’ snack-eating patterns 
have evolved over the years. No longer 
is consuming regular potato chips, 
tortilla chips and other snacks enough. 
Healthier options such as nuts, fruits and 
seeds are the new go-to products.

An IBISWorld report on snack 
food production in the US, released in 
April, said that the demand for snacks 
has increased, and the demand for nuts 
and seeds has also grown as Americans 
have become more aware of the health 
benefi ts of these snacks. Consumers are 
also more aware of the negative health 
eff ects of eating foods high in trans fat, 
sodium and sugar.   

Said Cris Genovese, vice-president 
of marketing for the US company Bare 
Snacks, “In the snack-food aisle, con-
sumers are looking for healthy options 
that are less processed and made from 
simple ingredients. Today’s consumer is 
more knowledgeable about nutrition and 
ingredients than ever before, and while 
they won’t skimp on taste, many are 
expanding their horizons and avoiding 
unhealthy options.”

IBISWorld said that as a result of 
this, snack producers are introducing 
not only healthier options but also more 
healthy varieties of existing products, in-
cluding reduced-fat and reduced-sodium 
brand extensions, as well as 100-calorie 
packs for consumers who want to limit 
their portions. For instance, Frito-Lay 
and Kellogg with its Pringles brand have 
come up with 100-calorie packs. “Th ese 
products, which are priced at a premium, 
have boosted industry profi t in the fi ve 
years till this year,” it said. Industry 
revenue is anticipated to increase an 
annualised 3.8% to US$34.6 billion over 
the fi ve years to 2014, including a 1.9% 
jump in 2014. 

However, Euromonitor International 
tells a much diff erent global story. 
“Health and wellness sweet and sa-
voury snacks’ share has been decreas-
ing over the past fi ve years, and future 
prospects do not look bright either 
(North America and Western Europe 
are singled out as regions where healthy 

snacks might have a future),” said Pinar 
Hosafci, analyst-Food. She said these 
snacks “still remain niche on a global 
scale” partly because with the exception 
of nuts and fruit snacks, these are “com-
pletely absent from the fastest-growing 
regions in the world”. 

Th e varying opinions have not 
stopped snack producers from coming 
out with new products, including pre-
pared, single-serving portions of snacks 
such as mixed nuts and pretzels that can 
be easily consumed on-the-go.

Meals morphing into snacks
US probiotic ingredient manufacturer, 
Ganeden Biotech, in its report titled 
Take a Bite of the Health Snacks Category, 
said that for many consumers, meals are 
morphing into snacks. It said: “Busy life-
styles are making grab-and-go breakfasts 
eaten in the car, subway and bus more 
like morning snacks; meal replacements 
that can be quickly wrapped and wolfed 
down are now lunch snacks. In many 
ways, these mini-meals are a new snack 
category.” 

Another 2013 report titled Modern 
Eating: Cultural Roots, Daily Behaviors by 

American Hartman Group added further 
fuel: “Snacks are bound by fewer rules 
than meals. However, as consumers ex-
pect them to do more for them than ever 
— in terms of the physical, emotional, 
social and cultural experiences they off er 
— the lines between meals and snacks 
are blurring.” It also added that 80% of 
snacking tends to happen at home.

Said Hartman’s senior director of 
marketing, Blaine Becker: “Th e idea of 
smaller meals has gained traction too, 
with 46% of consumers saying they have 
smaller meals today than they did fi ve 
years ago and 90% [are] snacking multi-
ple times during the day.” 

However, he said that consumers are 
not calling these occasions “mini-meals”; 
companies are. “Like ‘Continental 
breakfast’, the ‘mini-meal’ is an industry 

US probiotic ingredient manufacturer, 
Ganeden Biotech, in its report titled Take 
a Bite of the Health Snacks Category, said 
that for many consumers, meals are mor-
phing into snacks.

Not only has 
the demand for 
snacks increased, 
but demand for 
nuts and seeds 
have also grown 
as consumers 
become more 
aware of the health 
benefi ts of these 
snacks. They are 
also more aware of 
the negative health 
effects of eating 
foods high in trans 
fat, sodium and 
sugar. 
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and nuts, and has the fi bre and protein 
content of a bowl of toasted muesli, 
but can be eaten straight from the pack 
without milk. 

Snacks for all day long
As snacking now comprises about half 
of all eating occasions in the US, and 
for consumers keen on healthy options, 
another snack producer, Bare Snacks, 
is more than happy to provide options. 
Th e company has expanded its Bare 
Fruit product line with its new Crunchy 
Coconut Chips. It now also off ers 
sweet and savoury varieties that appeal 
throughout the day. 

“Th e sweeter coconut varieties such 
as Chocolate Bliss and Show me the 
Honey can be enjoyed as a dessert, or as 
a mid-afternoon snack when that sweet 
craving hits. Sweet ‘n Heat satisfi es a 
diff erent spicy craving and is a great 
replacement for less-healthy chips at 
lunchtime,” said Genovese. Its existing 

products, All Natural and Organic Apple 
Chips, are sold in Japan, Hong Kong, 
Malaysia, Singapore, Mongolia and the 
Philippines.

Th e Hartman report off ers further 
insights on snacks consumption. It said 
65% of snacking occurs after lunch with 
the greatest concentration — 28% — 
in the afternoon. People may say they 
are opting for healthier foods, but in 
the afternoon they tend to prefer salty 
snacks and fruit/fruit snacks (each 14%), 
followed by sweets (11%) and crackers 
(8%). By contrast, evening snacks are 
often sweets (18%).

Down to the ingredients
Another trend Prolife’s Potter has noticed 
in the snack-food category is products 
that off er a “healthy indulgence”. She 
explained this as the “use of ingredients 
such as dark chocolate, dried fruit and 
fl avours such as vanilla and caramel 
when combined with healthier, whole-
some ingredients that give consumers 
‘permission to indulge’”.

She added: “Sugar continues to be a 
cause for concern for consumer groups 
and snack-food manufacturers are under 
pressure to provide lower sugar options 
that still taste great.”

Abe’s Bagel Bakery in New Zealand 
also found that natural ingredients are 
what consumers are leaning towards. It’s 
CEO, Wade Gillooly, said: “Consumers 
are looking for products with clean 
labels, that is, with natural ingredients 
and without artifi cial preservatives and 
additives. Th ere is even more scrutiny 
around ingredients such as palm oil and 
using GE (genetically-engineered)-free 
(non-GMO) ingredients. Even main-
stream and budget snackers demand this 
now.” 

He added: “Low-carb and gluten-
free are increasingly gaining traction as 

Bare Snacks has expanded its Bare Fruit product line and now also offers sweet and savoury 
varieties that appeal throughout the day. 

term that may or may not be adopted 
by consumers. When consumers refer 
to non-meal eating occasions, 59% call 
them snacks, 23% refer to desserts and 
22% say treats. Only 13% refer to that 
occasion as a mini-meal.”

New Zealand’s Prolife Foods could 
not agree more with these trends. 
“Breakfast and lunch are two meal 
occasions in particular that are often 
eaten on-the-go rather than at home 
at the dinner table, and there has been 
an increase in the number of products 
specifi cally aimed at these occasions. 

“In addition to increased snacking 
frequency, consumers’ expectations of 
the taste, convenience and nutritional 
value of snacking have also risen and 
they are demanding products that can 
off er a similar level of nutrients and 
satiety as a meal,” said Caroline Potter, 
senior brand manager at Prolife.

She explained that Profi le’s Mother 
Earth brand (sold in Singapore, Malaysia 
and Hong Kong) has experienced strong 
growth in the past fi ve years, as its snack 
nuts and muesli bars deliver on taste 
as well as convenience and nutritional 
value. Th e range is broad and off ers 
products to pre-school children all the 
way to adults. 

“Mother Earth continues to explore 
and create opportunities to respond 
to the market,” said Potter. Last year, 
Mother Earth launched a solid-food 
portable breakfast called Brekkie on the 
Go. Each 45g serving contains a blend of 
toasted muesli bites, dried fruit 

Abe’s Bagel Bakery in New Zealand also found that natural ingredients are what consumers 
are leaning towards. • Continued on page 40
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Super Food Ingredients 
21 Tuas West Drive, Singapore 638411

Tel: (65) 6897 8188    Fax: (65) 6897 8018
www.superfi.com

ONE OF ASIA’S LARGEST
INTEGRATED MANUFACTURER
OF BEVERAGE INGREDIENTS

One of the Largest Non-Dairy 
Creamer plant in China

Herbal Extracts Liquid Coffee & Tea

125,000 metric tons of Non-
Dairy Creamer annually

One of the Largest Instant 
Coffee plant in South East Asia

20,000 metric tons of Soluble 
Coffee annually

CreamerCreamer

Freeze Dried CoffeeFreeze Dried Coffee

Instant Soluble Coffee PowderInstant Soluble Coffee Powder

Freeze Dry TechnologyFreeze Dry Technology

Spray Dry TechnologySpray Dry Technology

Spray Dry ProcessSpray Dry Process
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Mobile app lets grocery shoppers give 
feedback on new products while they shop
A NEW mobile app has been launched 
to enable consumer packaged goods 
(CPG) companies to get instant feedback 
on new product concepts from target 
consumers while they are grocery shop-
ping. Th e developer of the Instant.ly
mobile app, uSamp, said this will slash 
the time and money spent on testing new 
product ideas.

While food marketers have been 
using online consumer panels to provide 
feedback about purchase intent for new 
product concepts, uSamp’s Instant.ly 
mobile concept testing app enables CPG 
fi rms to engage with hundreds of target 
shoppers via their smartphones in real 
time and at the point of purchase, said 
uSamp’s vice-president of product in-
novation, Justin Wheeler.

He added that more than 380,000 
consumers in the US and 100,000 in 
the UK have downloaded uSamp’s app 
to their smartphones and agreed to 
participate in real-time market research 
projects.

Here’s how Instant.ly works: If a 
cereal company wants feedback on some 
potential line extensions, using templates 
provided by uSamp, it can quickly load 
up a range of concepts and questions 
onto the Instant.ly platform and then 
identify shoppers in uSamp’s database 
that it wants to approach. uSamp’s data-
base collects more than 180 attributes 
from demographic data to purchasing 
behaviour.

When these shoppers visit a grocery 
store, they receive a push notifi cation on 
their mobile phones asking them to take 
a look at the new cereal concepts on their 
phones as they shop in the cereal aisle.

Wheeler said the kind of feedback 

that companies get about purchase intent 
when people are standing in the aisle 
versus a focus group is very diff erent. “It 
is out of context when they are at home 
sitting on the sofa or at a focus group in 
a hotel.”

Th e Instant.ly concept testing app 
can help brand managers narrow down 
options rapidly and cost-eff ectively at the 
early stages of the product development 
process so that the right products are put 
in front of the focus groups later on, said 
Wheeler.

Th e app can also be used at every 

stage of the product development pro-
cess. “To start with, you could do early-
stage screening of your product concepts 
with hundreds of online panellists for an 
early read, and then once you have honed 
in which ones have the most potential, 
you can then pitch these to cereal cat-
egory buyers in real time as they stand in 
the aisle,” Wheeler explained.

In the next stage, the company could 
send prototype products to people in 
their homes for evaluation and gather 
instant feedback.

Wheeler said CPG clients, who have 
been working with uSamp on perfect-
ing the tool for about a year, are excited 
about its potential to help them gather 
insights more cheaply and quickly from 
larger groups of target consumers.

One popular feature of the Instant.ly
concept test platform is the Shelf Score 
index, which measures intent to purchase. 
“Shelf Score is designed to give compa-
nies instant access and an early reading 
on consumer sentiment about new prod-
ucts and brands,” said Wheeler. ra 

The Instant.ly concept testing app can help brand managers narrow down options rapidly 
and cost-effectively at the early stages of the product development process.

uSamp’s Justin 
Wheeler: More 
than 380,000 
consumers in the 
US and 100,000 
in the UK have 
downloaded the 
Instant.ly app to 
their smartphones 
and agreed to 
participate in 
real-time market 
research projects.

consumers now look for healthy snack 
options. Abe’s Bagel Crisps, for example, 
are baked and not fried and provide a 
healthy alternative to processed potato 
chips. Th e ultimate test is still taste — it 
doesn’t matter how good it is for you, 
it still has to deliver on taste or most 
consumers won’t buy it.” 

He has a mini (15g) snack pack of 

bagel bites sold in a multipack of eight 
which can be enjoyed as a portion snack 
on-the-go for adults as well as kids’ 
lunch-boxes. His company’s bagel crisps 
and bagel bites are sold in Australia, 
Singapore and Hong Kong. Abe’s Bagel 
Bakery is also exploring opportunities in 
China.

With all the interesting develop-
ments, snack producers and retailers are 
fast on their feet to address consumers’ 

diff erent needs and looking to enjoy a 
bigger bite of the snack-food category.

Hartman’s Becker noted that more 
and more grocery and convenience stores 
are off ering fresh, healthy, snack-sized 
meals in their deli or chilled sections that 
appeal to people looking for a quick bite. 
And with 85% of snacks coming from 
food retailers, many foodservice and even 
vending companies are “looking at a 
huge potential opportunity”. ra

• Continued from page 38

The ultimate test is still taste
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General Mills inaugurates major 
technical & quality centre in Shanghai
GENERAL MILLS has inaugurated the 
company’s fi rst innovation, technology 
and quality centre in China, signalling a 
commitment to drive greater innovation 
and investment in one of the company’s 
largest growth markets.

Th e US$15-million facility, spanning 
75,000sqf, is the fi rst major techni-
cal centre outside of the General Mills 
worldwide headquarters in Minneapolis, 
USA. Th e company said the state-of-
the-art complex in Shanghai will focus 
on developing high-quality products for 
Chinese consumers including snacks, 
convenient meals, yoghurt and super 
premium ice-cream. It will house centres 
for product R&D, food safety, food 
nutrition research and food sensory 
evaluation.

“Our new technical centre in 
Shanghai provides General Mills a 
tremendous opportunity to accelerate 
innovation in the Greater China region 
and better support this rapidly expanding 
business,” said Ken Powell, General Mills’ 
chairman and CEO. “By bringing our 
world-class capabilities to the region, we 
will increase our agility to act on emerg-
ing consumer trends, enable bigger and 
better innovation pipelines, and establish 
a food safety centre of excellence for our 
business.”

General Mills also operates technical 
centres in Minneapolis, France, India 
and Brazil. In addition, the company’s 
Cereal Partners Worldwide joint-venture 
with Nestlé has a research centre in 
Switzerland.

“Our continued success in China will 
require consistently meeting the needs 
and demands of our consumers,” said 
Gary Chu, executive vice-president and 
president of General Mills China. “Over 
the past two decades, we have built a 
growing portfolio of brands and products 
that Chinese consumers have come to 
love and trust. With the tremendous 
economic growth in China, establishing 
greater technical capabilities in this mar-
ket is critical for our continued success.”

Today, China is one of the company’s 
largest growth markets with brands such 
as Wanchai Ferry dim sum, Häagen-
Dazs ice-cream, Bugles and Trix snacks. 
Constant-current net sales for China have 
grown at a 15% compound rate over 

the past four years, reaching more than 
US$700 million this year. 

General Mills expects double-digit 
net sales growth from Greater China this 
fi scal year. Most recently, the company 
announced that it will expand its 
geographic presence for Haagen-Dazs, 
adding 80 new shops and entering 16 
new cities in China. 

Th e company is also preparing to 
enter the US$8-billion yoghurt category 

and has begun construction on a new 
manufacturing facility in the region.

One-third of General Mills sales are 
now outside the US. As a result of recent 
acquisitions, including Yoplait and Yoki, 
more than US$6 billion including the 
company’s proportionate share of joint 
ventures are now outside the US in fast-
growing categories: ready-to-eat cereal, 
yogurt, snacks, convenience meals and 
super-premium ice-cream. ra 

General Mills consumer brands include Wanchai Ferry dim sum, Häagen-Dazs ice-cream, 
Bugles and Trix snacks.

Pictured from left to right: General Mills executive vice-president and president of Innova-
tion, Technology and Quality Peter Erickson, senior vice-president and president of General 
Mills China, Gary Chu, General Mills chairman and CEO Ken Powell, Chinese Institute of Food 
Safety and Technology president Meng Suhe, and Sanlin party secretary Chu Mingchang, at 
the opening of General Mills’ technical centre in Shanghai, China.
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Two out of every fi ve 
bags of groceries thrown 
away in Australia

A RESEARCH study by RMIT 
University has found that 40% of all 
food shopping in Australia — which is 
equivalent to 2.7million tonnes each year 
— is binned. 

Australian households throw out 
an estimated two out of every fi ve bags 
of groceries. Th e researchers blame the 
wastage on poor household planning and 
have urged consumers to plan better for 
home consumption, regardless of their 
socio-economic status.

Th e study mapped the week-long cy-
cle of household food waste in 24 house-
holds across the Melbourne suburbs of 
Ivanhoe, Greensborough and Heidelberg 
West. It found that 50% of household 
waste identifi ed in council rubbish bins 
were discarded food, with fresh fruit, 
vegetables, pre-prepared meals, bread 
and cereals the most common items 

thrown out each week.
By looking at how households 

bought, stored, prepared and disposed of 
food, lead researcher Associate Professor 
Karli Verghese and her team discovered 
poor planning was the main reason for 
the wastage. 

Th e researchers found that buying 
more food than needed, poor storage, 
spoiled food, expired use-by dates and 
forgotten leftovers were other reasons 
food was thrown away.

“Understanding food waste is more 
about shifting the everyday practices of 
buying, cooking and storing food that 
generate waste and less about what is be-
ing put in the bin,” Verghese said.

Th e study found that there was little 
diff erence between the three demograph-
ically disparate suburbs, which indicates 
food waste is a universal problem. ra 

Straw-based 
food packaging 
targeted at 
supermarkets
UK COMPANY ValueForm has created 
food packs made from straw, and said it 
wants to lead a change in supermarket 
and retail food packaging.

Th e company, which plans to have its 
100% straw pizza discs on supermarket 
shelves later this year, wants to promote 
an industry-wide move away from plastic 
and paper to more sustainable and eco-
nomically competitive products.

Making eco-friendly packaging 
attractive to supermarkets and big pro-
ducers is the only way products can have 
a real impact, said ValueForm founder 
Jaydeep Korde.

Korde said ValueForm has been 
working on creating packaging which 
off ers environmental benefi ts, costs the 
same or less than paper or plastic, and 
off ers the same technical characteristics.

“ValueForm is about meeting or 
beating the price of the product we’re 
looking to replace. It’s the nature of the 
supermarket business.”

One of the challenges in creating 
food packaging had been to meet the 
high levels of food safety standards, 
Korde said. A product also needs to be 
comparable to conventional packaging in 
terms of strength.

Korde said many ecologically friend-
ly packaging options come with a higher 
price point and are limited to high-end 
products where people are prepared to 
pay extra for these credentials. But he 
wants to take on a mass market.

He said ValueForm has been working 
alongside supermarkets to understand 
what will work well in the market. ra 

Australian households throw out an estimated two out of every fi ve bags of groceries.

ValueForm founder Jaydeep Korde shows 
off the 100% straw pizza discs, which will be 
on supermarket shelves later this year.

Hershey increases prices to 
counter input cost rise
THE Hershey Company, the No.1 
candy producer in the US, has an-
nounced price increases for its chocolate 
and candies in response to rising input 
costs of its key ingredients. 

Th e maker of Reese’s, Kit Kat and 
Ice Breakers raised wholesale prices by 
about 8% across its instant consumable, 
multi-pack, packaged candy and grocery 
lines.

According to Hershey, in 
2014/2015, the overall cost environ-
ment for food commodities is expected 
to be under pressure due to domestic 

and worldwide agricultural supply and 
demand imbalance, and other macro-
economic factors. Th e costs of Hershey’s 
key ingredients such as dairy, nuts, cocoa 
and sugar have increased dramatically 
this year and are expected to jump fur-
ther in the coming quarters.

Th e higher costs are expected to 
dent the company’s margins. Th e costs 
of other inputs — packaging, fuel, utili-
ties and transportation — are also rising.

Hershey said it now expects this 
year’s sales and adjusted profi t to be at 
the lower end of its previous estimate. ra 
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Fonterra, Abbott to build 
dairy farms in China
NEW ZEALAND dairy co-operative 
Fonterra and US healthcare company 
Abbott are planning to build up to fi ve 
dairy farms in China to secure domestic 
supply to meet rising demand for milk 
in China.

In a media statement, Fonterra, 
the world’s largest dairy exporter, and 
Abbott, a major infant formula seller in 
China, said they had signed a US$300-
million agreement to build up the farms, 
which would produce up to 160 million 
litres of milk each year.

Th e planned hub, whose location is 
yet to be decided, would be Fonterra’s 
third, following similar dairying centres 
in China’s Shanxi and Hebei provinces. 

If the plan is approved by Chinese 
authorities, the companies said, the fi rst 
farm would begin producing in early 
2017.

“Farming hubs are a key part of our 
strategy to be a more integrated dairy 
business in Greater China, contribute to 
the growth and development of the local 
Chinese dairy industry and help meet lo-
cal consumers’ needs for safe, nutritious 

dairy products,” Fonterra CEO Th eo 
Spierings said in a statement.

Th e deal would build on the existing 
relationship between the two companies, 
as Fonterra counts Abbott as a wholesale 
client of its milk powder products, which 
include Similac infant formula brand.

Meanwhile, Abbott is expanding 
its production capabilities in China, 
opening an infant formula plant near 
Shanghai last month.

“Th is strategic partnership gives us 
fl exibility for the future on however we 
use milk,” an Abbott spokesman said. ra 

Fonterra and Abbott are planning to build 
up to fi ve dairy farms in China to secure 
domestic supply to meet rising demand for 
milk in China.

Bright Food on acquisition spree
CHINESE company Bright Food 
Group, which is the majority shareholder 
of British cereal maker Weetabix Ltd, 
said it is seeking acquisitions and is will-
ing to pay as much as RMB10 billion 
(US$1.06 billion) for a target.

Bright Food said it is open to buying 
domestic and overseas companies, but 
it is not interested in deals that are “too 

small”. It also prefers to work on one 
acquisition at a time, said chairman Lv 
Yongjie.

He also disclosed that the company 
is preparing an initial public off ering for 
its Australian unit Manassen Foods. 

Bright Food has joined Chinese 
companies including WH Group, Fosun 
International Ltd and Alibaba Group 
Holding Ltd in pursuing assets overseas. 

Th e Shanghai-based company, which 
has interests that span F&B, farming and 
retailing, bought Tnuva Food Industries, 
Israel’s largest food manufacturer and 
distributor, last month following the 
Weetabix acquisition, as rising incomes 
spur demand for consumer goods.

Todd Yang, Shenzhen-based analyst 
at Guosen Securities Co, said Chinese 
food fi rms seek overseas deals to acquire 
product research capabilities and better 
resources. “Imported foods are growing 
in popularity in China and they may also 
be seeking foreign food brands to address 
the trend.” ra 

Bright Food Group, which owns British 
cereal maker Weetabix Ltd, said it is seeking 
acquisitions and is willing to pay as much as 
RMB10 billion (US$1.06 billion) for a target.

India is major 
producer 
of milk, 
spices, fruits, 
vegetables, fi sh
INDIA is now the world’s biggest 
milk producer, having overtaken 
the European Union over the past 
12 months, according to the latest 
edition of the government’s annual 
economic survey.

Th e survey, compiled annually 
by the Ministry of Finance, said the 
average year-on-year growth rate of 
milk production at 4.04% compared 
with the world average of 2.2% 
shows sustained growth in availability 
of milk and milk products. It added 
that milk has become an important 
secondary source of income for 70 
million rural households.

According to the survey report, 
India is the largest producer and 
exporter of spices. Th e country is also 
the second largest producer of fruits 
and vegetables, the largest producer 
of mangos, bananas, coconuts, cash-
ews, papayas and pomegranates.

India ranks second in terms of 
world fi sh production, contributing 
5.4% to global production.

But the biggest change is in milk. 
Th e report attributes the change 
to a successful government policy 
launched in 2012 to improve pro-
ductivity, expand infrastructure and 
provide milk producers with closer 
access to market. ra 

India ranks second in terms of world fi sh 
production, contributing 5.4% to global 
production.
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India set to grow meat presence globally
INDIA is poised for a bigger presence 
in the global meat market, a senior 
executive of the Allana Group, the largest 
producer of halal bovine meat in the 
world, told delegates of the World Meat 
Congress in Bejiing.

India is the largest bovine producer 
in the world with huge reserves of buf-
falo meat, according to Nasser Ghulam 
Hamid Shaikh, vice-president of the 
Allana Group. 

He said India is now exporting to 65 
countries around the world, and with 
beef production declining around the 
world, there is increased scope for India 
to play a greater role. He said the Allana 
Group is also keen to export buff alo 
meat to China.

Richard Brown, director with market 
analysts Gira, said India off ers a low-cost 
alternative to traditional beef supplies for 
some markets. “India is poised to emerge 
as the biggest producer and exporter of 
bovine meat in the years to come,” he 
said.

According to the US Department of 
Agriculture (USDA), India is the second 
largest beef exporter in the world after 

Brazil. USDA also forecasts that India 
will export 1.9 million tonnes of beef 
this year, adding that growing demand 
for India’s beef will off set the declining 
production in Europe and Australia.

Th e Agricultural and Processed Food 

India is the largest bovine producer in the world with huge reserves of buffalo meat.

Products Export Development Authority 
(Apeda) said India’s beef exports totalled 
14.5 million tonnes and valued at 
US$4.4 billion last year. South-east 
Asian and Middle East countries are the 
major markets for India’s beef. ra 

China to champion food safety liability insurance 
CHINA’S Food and Drug 
Administration will promote a food 
safety liability insurance programme 
in high-risk industries, such as those 
involving dairy and meat products, to 
help improve supervision, according to a 
state media report.

Th e China Daily report said Chinese 
lawmakers have introduced a draft 
amendment to the Food Safety Law, 
which has been reviewed by the national 
legislature. 

As per the draft amendment, a 
regulation on the liability insurance 
programme will be jointly formu-
lated by the China Food and Drug 
Administration (CFDA) and the China 
Insurance Regulatory Commission.

At a seminar on food safety law 
last month, Xu Jinghe, director of legal 
aff airs for the CFDA, said that the com-
pulsory liability insurance could increase 
supervision from insurance companies 
over food companies.

Xu said the move is in line with 
international trends on food regulation, 
adding that authorities are consider-

ing suggestions from some legislators 
on enacting the insurance plan based 
on diff erent food industry categories. 
However, he said, there are disagree-
ments between the food and drug regu-
lator and insurance companies on which 
categories the insurance should cover 
fi rst — the high-risk food categories or 
the low-risk ones.

Chen Xu, deputy director of legal 
aff airs for the CFDA, said the draft 
amendment to the food safety law did 
not make the food safety liability insur-
ance programme compulsory because 
legislators took costs into consideration. 

“A compulsory programme would 
increase the cost to food companies, and 
ultimately the cost would be transferred 
to consumers,” he said.

Th e draft amendment on the Food 
Safety Law was fi rst introduced in June 
2009. Among other things, it called for 
tougher regulations for baby formula 
milk producers and required online 
trading platforms to register information 
about food sellers, including their names 
and addresses. ra 

The draft amendment on the Food Safety 
Law was fi rst introduced in June 2009. 
Among other things, it called for tougher 
regulations for baby formula milk producers 
and required online trading platforms to 
register information about food sellers, 
including their names and addresses.
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C
hange permeates all industries. 
It ushers the entry of new play-
ers as well as the exit of others. 
Retailers’ years of establish-

ment, expertise and leading positions do 
not guarantee success anymore. Instead, 
retailers who actively seek and act on 
change are the new winners in a business 
environment where the fast and reliable 
replaces the slow and steady.  

What is change leadership?
Change leaders are future-oriented and 
anticipative. Th ey seize opportunities 
and minimise business disruptions. To 
be change-ready, they are curious and 
always ask questions. Th ey are open to 
new ideas and willing to learn from any 
situation. Th ey are confi dent, courageous 
and humble people who can engage in 
debate over ideas, focusing on the best 
interest of their business, without going 
into a battle of egos and personalities.

Why is change leadership 
important?
Retailing is at the maturity stage of the 
Retail Life Cycle, characterised by sales 
reaching the peak, intense competition 
and the market becoming saturated. As 
a result, retailers encounter diffi  culties in 
increasing their profi ts.  

Whatever they choose to do, they 
should never do more of the same things. 
According to Albert Einstein: “Insanity is 
doing the same thing over and over again 
and expecting diff erent results.” Heeding 
Einsten’s advice, retailers must change 
their way of thinking and action to in-
crease their probability of greater success.

For example, when retail sales are slow 
and low, retailers often respond by cut-
ting prices based on the assumption that 
products are priced to move. Price cuts 
cause margins to decline. To compensate 
for the smaller margins, higher turnover is 
needed. To achieve higher turnover, more 
price cuts are needed. Over time, price 
cuts become costly for retailers. With 
more price cuts, commoditisation emerges 
as manufacturers seek to lower their costs 
of production. In a price-cutting environ-
ment, retailers never win. Th ey merely use 
price cuts to drive consumption in the 
short term. Th is leads to transactions, not 
loyalty.

What if retailers change the way they 

Change-ready leadership

Dr Lynda Wee
CEO
Bootstrap pte ltd

perceive their low sales problem? Instead 
of manipulating customers with price 
cuts, is it not better to investigate why 
customers are not coming or buying? If 
retailers know why their customers buy 
from them, this insight will point them 
to more relevant and eff ective strategies 
in customer engagement and loyalty 
building.

Faced with keen competition — be-
cause of the presence of foreign brands in 
Asia, online retailing, rising rental costs, 
low-calibre staff  and shortage of manpow-
er — most offl  ine retailers have responded 
by setting up their online stores. Th e lack 
of manpower cultivates more reliance and 
promotes higher adoption of technology 
such as in-store technologies, self-check-
out counters and digital marketing. Th ese 
decisions make the entire in-store experi-
ence more high-tech than ‘high-touch’. Is 
this what offl  ine customers really want for 
taking the trouble to be on-site?  

What if retailers stop these knee-jerk 
responses and lead change instead? What 
if they start by gaining deep customer 
insights to re-defi ne the problem fi rst in 
order to explore other possibilities and cre-
ate diff erent and more eff ective solutions?

What are some of the key changes to 
watch?
• Digital Customers
Consumers are getting more connected 
and mobile, with devices ranging from 
smartphone to tablet to laptop to smart-
TV and even smart-watch. Businesses, 
meanwhile, respond with better devices, 
faster speed and more storage. Mobile and 
connected devices have become exciting 
media for retailers to connect and sell to 
their customers beyond space and time 
constraints, thereby increasing offl  ine 
store productivity. 

Omnichannel retailing as well as 
click-and-collect options are digital 
solutions that help retailers off er retail-
ing in line with their customers’ chang-
ing lifestyles. Forward-looking retailers 

need to rethink how to provide seamless 
experience across channels, re-layout 
stores for click-and-collect service, forge 
partnerships with logistics companies and 
infl uence real estate developers to off er 
concierge service and goods collection 
points in condominiums.
• Asian Customers
With advancement and effi  ciency in air 
travel, Asian consumers can and do cross 
borders eff ortlessly. Inbound travellers 
comprising tourists and business travellers 
are a key customer segment in retail stores 
today. Alternatively, retailers can access 
and serve non-domestic customers via 
their online stores or by setting up over-
seas offl  ine stores. However, to do well in 
targeting these customers, retailers need 
to be equipped with Asian cultural and 
international business skills.
• Maturing Customers
With better health education and care, 
consumers are living longer. Consum-
ers aged 60 years and above, unlike their 
earlier counterparts, are more affl  uent. 
Th ey may stay alone and plan to engage 
in leisure activities such as travel, wine 
and dine. Are retailers equipped to serve 
the needs of these maturing customers?
• Community Building
Customers move in groups and are 
infl uenced by their opinion leaders. To 
grow business, retailers need to fi rst grow 
communities. For example, Apple users 
in the Apple ecosystem. Communities 
connect informally, exchange views and 
infl uence their members. Th ey are power-
ful as their members consult each other 
on buying decisions. Community build-
ing is a critical skill set to have. Retailers 
need to know how to build communities 
and make their members loyal instead of 
focusing on driving short-term sales. 

Interestingly, most of the key changes 
described above stem from customers and 
their changing lifestyles, not technol-
ogy per se. Technology is an enabler to 
help retailers do their job better. Hence, 
it makes great business sense to always 
keep line of sight on customers and their 
changes. Next, be equipped with IT and 
cultural knowledge and skills to serve 
them well. ra

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

August
August 3-6
ASDLV   
The widest variety of merchandise under one 
consumer goods trade show.
Las Vegas Convention Center, Las Vegas, USA
ASD Las Vegas
www.asdonline.com

August 6-9
WOFEX 2014 (World Food Expo) 
The F&B industry’s main source of supply solutions.
SMX Convention Center and World Trade Center, 
Manila, the Philippines
PEP Group Events
www.wofex.com

August 14-18
Hong Kong Food Expo     
Showcasing food products from all over the world 
and offering business opportunities in food supply 
and distribution.
Hong Kong Convention and Exhibition Centre  
Hong Kong Trade Development Council
www.hktdc.com/hkfoodexpo

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

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

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

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

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

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

September 3-7
Hong Kong Watch & Clock Fair    
The world’s largest timepiece event focusing on all 
sectors of the watch and clock business.
Hong Kong Convention and Exhibition Centre
Hong Kong Trade Development Council
www.hktdc.com/hkwatchfair

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

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

September 20-22
China (Shanghai) International 
Organic Food
The 17th International organic green food industry 
expo.
Shanghai New International Expo Centre, China
Shibowei International Exposition Co. Ltd
www.gnfexpo.com.cn

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

September 24-26
World of Food India
9th edition of international exhibition for the food 
& beverage trade.
Bombay Exhibition Centre, Mumbai, India
Koelnmesse YA Tradefair Pvt Ltd 
www.worldoffoodindia.com
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2014
October
October 8-10
Hi Japan
Japan’s biggest health ingredient and service 
exhibition & conference.
Tokyo Big Sight Exhibition Centre, Japan
UBM Media Co. Ltd
www.hijapan.info/eng

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

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

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

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

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

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

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

November
November 1-2
Vinexpo Nippon
The wine and spirits event specially designed for 
Japan.
Prince Park Tower Tokyo, Japan
Vinexpo SAS
www.nippon.vinexpo.com

November 2-5
Pack Expo International 2014
Advancing processing and packaging.
McCormick Place, Chicago, Illinois, USA
PMMI Show Management
www.packexpointernational.com

November 9-11
Sweets & Snacks Middle East  
Your gateway to the Middle East confectionery & 
snacks market.
Dubai World Trade Centre, UAE
Koelnmesse
www.sweetsmiddleeast.com

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

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

November 12-15
InterFood Indonesia
The 14th international exhibition on F&B products, 
technology, ingredients, additives, raw materials, 
services, equipment, supplies.
Jakarta International Expo - Kemayoran, Indonesia
KRISTA Exhibitions
www.interfood-indonesia.com
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