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Today, as everything becomes more interconnected, retail organisations are 

recognising the new imperative of leveraging technology to help them perform 

day-to-day operations more efficiently. Technology can enable organisations 

to overcome challenges and streamline processes, which can in turn, help 

businesses maintain customer retention, maximise customer satisfaction, 

and ultimately, stay ahead in an increasingly competitive retail environment.  

In particular, one problem area commonly experienced by retail organisations 

is in shelf-edge pricing. Typical challenges include:

• Unable to respond to pricing information in a quick and timely manner 
• Inability to communicate pricing to customers consistently
• User errors and incorrectly labelled products often resulted in   
 inaccurate pricing dockets
• Inefficiency and lower productivity translates into reduced customer  
 satisfaction and profitability

To provide businesses with innovative solutions for their retail operations, 

Zebra Technologies offers a comprehensive range of mobile and barcode 

printing solutions which address the various productive inefficiencies, 

reduce labour costs and raise overall profitability.

For instance, a popular retail store renowned across Australia required a 

simple yet effective solution which could fit instantly into its existing 

environment and enable its 5-6,000 staff in all their shelf-edge printing tasks. 

Zebra was able to help the Australian retailer quickly deploy the feature-rich 

yet easy to use yet Zebra QLn320 mobile printer across all its stores 

nationwide within the short span of one month. The implementation of the 

Zebra solution was also a smooth process as the printer, requiring minimal 

user training, complemented existing retail systems and interacted perfectly 

with processes already in place. As a result, the organisation was able to 

maintain an up-to-date shelf pricing system, save time, increase productivity, 

boost customer purchase rate and most importantly, enhance its overall 

customer shopping experience. 

To find out how Zebra’s products and solutions can be customised for your 

business, contact our consultants at APACMarcom@zebra.com.

PRINT ANYTIME, ANYWHERE & 
ENHANCE YOUR CUSTOMER 
SHOPPING EXPERIENCE.

Zebra® QLn320™ Mobile Printer
Drop-resistant and lightweight 
mobile printers for your labels, 
receipts printing needs. On-site, 
on-demand.

Capabilities:
• Supports 2.9 inches (72 mm)   
 print width 
• Media roll OD 2.6 inches
• Apple MFi-Certified
• 802.11n/Bluetooth 3.0 Dual Radio
• Link-OS™

Applications:
• Shelf-edge labels  
• Mark-down labels 
• Price labels and tags
• Sell-by labels
• Transfer and return labels

To learn more about Zebra QLn 320 
mobile printers, visit 
http://www.zebra.com/qlnseries

Complete a simple quiz and 
stand to win Zebra Premiums!
Scan me now to learn more.
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I
t is an exciting time of the year for us here at Retail Asia. Th is month, 
we proudly publish the 11th edition of the Retail Asia-Pacifi c Top 500 
retailers ranking report and once again have the pleasure to congratulate 
the region’s top retail companies for their sterling performance.

What are the main highlights to be found in this year’s ranking?
 Th e Top 500 retailers in Asia-Pacifi c chalked up an impressive US$1,035 

billion in sales despite 2013 being a rather challenging year for the retail 
industry.

Another notable highlight is the ascent of the Chinese retailers — China 
has overtaken Japan as the country with the most entries in the Top 500 
ranking. Last year also saw the growth of Internet retailing — the top 10 
Internet retailers in Asia-Pacifi c enjoyed sales of US$110 million, an increase 
of 23% compared to 2012. 

While Internet retail sales is still only a fraction of total retail sales, 
e-commerce is thriving as it off ers a low-cost market opportunity. Apart from 
responding to the burgeoning consumer segment of online shoppers, the 
high rental and labour costs challenging brick-and-mortar retailers has further 
increased the appeal of Internet retailing, notes Euromonitor International, the 
information provider for the Top 500 report.

Increased cost of operation aside, the region’s retailers continue to be 
tested by several factors. In an insightful report, Euromonitor’s analysts have 
highlighted various challenges facing retailers in each of the 14 Asia-Pacifi c 
economies studied. Weak consumer sentiment, intensifying competition, 
new tax policies and local legislations, changing consumer demographics and 
consumer behaviour, even political turmoil in some countries — these factors 
are all having an impact on the retailer’s business environment. 

It is therefore truly an industry where the strongest, the most nimble and 
most innovative companies fi ght to survive and thrive.

Despite the many challenges, the Asia-Pacifi c region remains a market 
of great opportunities and growth potential, drawing sustained interest and 

investment from local and international retailers. Daniel 
Latev, head of retail at Euromonitor International, 

notes that Asia-Pacifi c will generate the highest 
amount of absolute new retail sales and account 
for more than half of all new global sales, off ering 
enticing opportunities for a large number of 
dynamic retailers. 

We at Retail Asia are pleased to be part of an 
innovative, dynamic and forward-looking industry.

Asia-Pacifi c retailers 
thrive in challenges

Sharon Tian
Managing Editor
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 ONE VIEWPOINT

G
iven the ever-intensifying 
competition in the retail 
business, customer loyalty 
programmes, a long-time 

faithful tool in the retailer’s marketing 
arsenal, have been growing incessantly 
over the years.  

Today, retail loyalty programmes 
have grown to such an extent that they 
have become practically ubiquitous in 
consumer markets across the world. And 
these programmes are now at their high-
est in number, form and popularity.  

Recent surveys have found that,  
globally, an overwhelming majority of 
respondents strongly favour loyalty pro-
grammes. In the Asia-Pacifi c market-
place, this majority is sizeably greater 
than the global average.

However, despite their growth and 
popularity, new questions about loyalty 
programmes are casting an unsavoury 
pall over them. Do they actually work 
well? Do they really pay off  for retailers? 
Maybe yes; maybe not ...  

Some analysts now think that loyalty 
programmes are not working as well or 
delivering as much as believed. Some 

Customer loyalty programmes, a long-
time faithful tool in the retailer’s market-
ing arsenal, have grown so rapidly that 
they are now ubiquitous in consumer 
markets across the world. Today they 
are at their highest in number, form and 
popularity. Despite their growth and 
popularity, are these programmes really 
paying off for retailers? 

In Part 1 of this article, we look at 
where loyalty programmes have gone 
wrong. Part 2 of this article next month 
shall examine some of the key drivers 
necessary for forging successful loyalty 
programmes in the new era and what 
specifi c opportunities Asian retailers can 
leverage going forward.

 

Steven HL Goh
Executive Chairman

Retail Asia

Asian retailing in 2014?

of 
g in 
h 

10 
f 
.”

experts even think that they might be 
destroying value for their programme 
owners. Where have loyalty programmes 
gone wrong? And, perhaps more impor-
tantly for retailers, what is their upside 
potential, if any?  

How awesome is the growth 
and popularity? 
Th e answer is: Very awesome, according 
to statistics and survey fi ndings.

One vivid testimony is a recent 
survey on the subject by Th e Nielsen 
Company, a leading global information 
and measurement company. Th e Nielsen 
Global Survey of Loyalty Sentiment was 
conducted early last year and published 
last November. Th e comprehensive 
survey polled more than 29,000 online 
consumers in 58 countries over 16 in-
dustry segments across the world’s major 
markets.

Th e Nielsen survey found that con-
sumer demand for loyalty programmes 
had grown to an extremely high level 
— about 84% of respondents stated that 
they were more likely to shop with retail-
ers that off ered a loyalty programme. 

Part 1: What’s hot; what’s not; 
what’s new?

Retail loyalty 
programmes
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In Asia-Pacifi c, that fi gure was even 
higher — an overwhelming 92% of Asia-
Pacifi c respondents preferred shopping 
at retail outlets where there was a loyalty 
programme. 

And supply had been very profuse 
as well. Nielsen found that nearly 59% 
of all respondents claimed that loyalty 
programmes were readily available at the 
stores where they shopped.

Th e bullishness in both demand 
and supply has been pushing up loyalty 
programme membership by leaps and 
bounds. A recent article by McKinsey 
& Company, one of the world’s leading 
global management consulting fi rm, 
said that between 2008 and 2012, US 
consumer loyalty memberships increased 
by 10% per year — reaching a whop-
ping number of 23 memberships per 
household. 

Th e relatively more conservative 
European consumers are not much 
restrained with loyalty programmes. 
Almost 80% of shoppers in Europe 
reportedly now belong to at least one 
loyalty programme. 

What about the Asian consumers?  
Although there is no defi nitive survey 
numbers in this context, educated 
guesses among industry watchers is that 
Asian loyalty programme memberships 
are as high, if not higher, than the US 
and European fi gures.

So, what are the concerns?
Despite what seems like a glowing 
picture, there are concerns about the 
actual effi  cacy and worth of loyalty 
programmes.

Th e fi rst obvious problem is the 
numbing eff ect from too much sup-
ply. With the many loyalty programme 
memberships that a consumer now 
holds, consumers have a very broad 
spread of options where they can get 
rewarded for their shopping. Th is often 
means that they can readily defect and 
spread their “loyalty” around. 

One industry expert said: “Th ere is 
still a yawning gap between the percent-
age of people who say they’re satisfi ed 
with a business and those who consider 
themselves ‘loyal’ to that business.” Th e 
playing fi eld among programme-owning 
retailers is therefore somewhat levelled. 
Th is implies that, generally, loyalty 
programmes are not really yielding the 
loyalty they have been designed for. 
And more fundamentally, the benefi t of 
strategic diff erentiation and competitive 
advantages underpinning the concept 

loyalty programme for retailers is eroded.
Th e second problem is the cost-and-

benefi t issue. Another recent McKinsey 
study suggested that, on average, loyalty 
programmes do not pay off  and, alarm-
ingly, “may in fact destroy value for pro-
gramme owners”. Th e study, involving 
55 publicly-traded North American and 
European companies, said: “Th ose that 
spend more on loyalty, or have more vis-
ible loyalty programmes, grow at about 
the same rate or slightly slower than 
those that do not (4.4% versus 5.5% per 
year since 2002).”  

McKinsey said that the fi ndings 
varied according to industry sector. 
“However, as a whole, companies sur-
veyed that had higher loyalty spend also 
had EBITDA margins that were about 
10% lower than companies in the same 
sectors that spent less on loyalty,” the 
study added; EBITDA being earnings 
before interest, taxes, depreciation and 
amortisation.

Going forward, what’s new 
for loyalty programmes?
Is there a next big thing that will sin-
gularly impact upon the whole con-
cept, makeup and ecosystem of loyalty 
programmes like never before? Yes ...  
And it is the dramatic convergence of the 
online, social and mobile realms and the 
digital era that it precipitated.

Th e digital era and specifi cally social 
media have produced epic changes in the 
way human beings communicate and 
interact with one another and with or-
ganisations on a daily basis. It has in turn 
provided consumer marketing with an 
entirely new reality to understand con-
sumer psyche and to build relationship 
with customers. Social media has already 
provided consumer marketers tremen-
dous opportunities that are unheard of 
until now — in monitoring in realtime 
what people are saying about their 
brands; listening to and joining conver-
sations; communicating value proposi-
tion round-the-clock, for example.  

A concomitant big thing is the new 
dimension of business analytics — avail-
able in much greater power, breadth and 
depth than just a short time ago. Th e 
new breed business analytics would lift 
loyalty programme strategy to much 
greater heights. One immediate oppor-
tunity for retailers would be the ability 
to dice data fi nely enough to be able to 
understand and identify customer seg-
ments and to target the right customers 
for their loyalty programmes. ra
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 NEWS

THE Mall Group has unveiled plans for 
six new world-class shopping centres in 
Th ailand, four of them in Bangkok.

Th e combined value of the mixed-use 
developments is Bt50 billion (US$1.53 
billion). 

Vice-chairwoman of Th e Mall 
Group Co, Supaluck Umpujh, said the 
company’s goal is to elevate Th ailand to 
a world-leading retail centre with resort 
destination and entertainment facilities. 
Following the company’s success with 
Siam Paragon, Th e Mall Group is ready 
to create new retail mega projects, she 
added.

Th e biggest part of the development 
is Th e District-Em, a 650,000sqm retail 
centre comprising three world-class shop-
ping complexes — Th e Emporium, Th e 
EmQuartier, and Th e Emsphere — all 
set on an 8ha plot adjacent to Benjasiri 
Park at the Phrom Phong BTS (skytrain) 
station.

Th e project represents an investment 
of more than Bt20 billion at the very 
heart of Sukhumit, an area already home 
to some 1,000 Th ai and international 
brands, shops, luxury fashion labels, 
technology, lifestyle, living and dining 
concepts. In addition to being a commer-
cial hub, District-Em is set to be an iconic 
district for businesses, offi  ces, residential 
and entertainment.

Th e existing Emporium Centre will 
be redeveloped as part of the project. En-
compassing a total area of 200,000sqm, 
Th e Emporium will be renovated to 
project an elegant, modern atmosphere 
while maintaining its established charm, 
Th e Mall Group said in a statement. Th e 
new Emporium and Th e EmQuartier are 
scheduled to open late this year.

Th e 250,000sqm EmQuartier com-
prises a high-end shopping centre, offi  ce 
building, atriums for events and recrea-
tion, and a park.

 Th e Emsphere, with a project area 
of 200,000sqm, will feature a design and 
tenant mix that will provide a “revolu-
tionary shopping experience”.

Further along the skytrain line, Th e 
Mall Group will build a brand new mall 
complex at the intersection of Bangna-
Trad and Sukhumvit Road. Th is complex, 
consisting of business, residential and of-
fi ce space, is so large it will be connected 
directly to two BTS stations. 

Th e 650,000sqm Bangkok Mall is 

The Mall Group plans mega malls

a fl agship project. Th e Mall Group is 
investing more than Bt20 billion in Bang-
kok Mall, which is “destined to become a 
city within a city with ultra-modern and 
spectacular architecture”. 

Th e Mall Group said tourism in 
Th ailand will boom with the advent 
of the ASEAN Economic Community 
(AEC) next year. Th e AEC is expected to 
increase inbound tourism, from 25 mil-
lion to 40 million people within the next 
fi ve years, to destination cities including 
Bangkok, Phuket, Pattaya, Hua Hin, and 
Chiang Mai, among others.

In anticipation of the increase in 
tourism, Th e Mall Group is launching 
BLÚPORT Hua Hin Resort Mall in 
the beach resort town of Hua Hin. It 
is collaborating with Proud Real Estate 
Co, investing more than Bt5 billion in a 
250,000sqm shopping complex.

And in Phuket, another major tourist 
destination, Th e Mall Group will develop 
the BLÚ Pearl project. Th e 650,000sqm 
project will include a convention and 
exhibition centre, resort hotel and world-
class theme parks. 

Th e Emsphere, BLU Port, BLU Pearl 
and Th e Bangkok Mall will open in 2017.

HOT on the heels of Th e Mall 
Group’s announcement, another 
major retail development in Th ailand 
is being unveiled by a consortium of 
three companies.

Siam Piwat Co, Ltd, which owns 
and operates the country’s most 
luxurious shopping centres such as 
Siam Paragon, Siam Center and Siam 
Discovery, said it is jointly developing 
with Magnolia Quality Development 
and Chareon Pokphand Group, “the 
largest and grandest commercial prop-
erty development ever undertaken by 
the private sector” in Th ailand. Th e 
project, valued at over US$1 billion, 
is located on the riverside in Bangkok.

More details were scheduled to be 
announced this month.

Another major 
retail development

Supaluck said with more than Bt50 
billion invested in the six projects, Th e 
Mall Group fi rmly believes it will mark a 
new era in Th ailand’s retail industry. ra

Vice-chairwoman of The Mall Group Co, Supaluck Umpujh (third from left), said the compa-
ny’s goal is to elevate Thailand to a world-leading retail centre with resort destination and 
entertainment facilities.
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 NEWS

RETAIL rents in Asia-Pacifi c are con-
tinuing to climb steadily, led by the cities 
of Tokyo and Beijing.

Th e CBRE Asia-Pacifi c Rental Index 
recorded growth of 1.5% quarter-on-
quarter in Q1 this year. Th e period 
marked the index’s ninth straight quarter 
of positive growth.

CBRE reported that Tokyo contin-
ued to lead rental growth, with average 
rents rising 3.8% quarter-on-quarter, 
bolstered by strong demand for prime 
space.

Retail space in secondary streets saw 
strong demand from domestic retailers 
edged out from core locations by inter-
national brands.

In Beijing, average rents were up 
by 3.7% quarter-on-quarter. Positive 
markets in China included Shanghai, 
recording 1.6% average rent growth, 
although this was a decline from the 
3.4% quarter-on-quarter growth in the 
Q4 of 2013.

CBRE said the strongest rental 
growth in Q1 2014 was recorded in Ho 
Chi Minh City where rents surged 17% 
quarter-on-quarter. Th is was mainly due 
to the opening of the Aeon Mall where 

Asia-Pacifi c retail rents on upward trend

rents are above suburban averages.
Average rental growth in Hong Kong 

eased to 0.1%, but the city continues to 
see fi rm demand for retail space from 
local pharmacy and jewellery retailers.

In South-east Asia, rents continued 
to record steady increases following the 
expansion or new entry of international 
retailers.

Prime rents in Jakarta increased 
0.3% with steady demand from mid-
range fashion and F&B retailers and 
strong leasing activity by domestic 
groups.

Prime locations in Manila registered 
2.8% rental growth while overall rents 
were stable in Bangkok.

For Singapore, CBRE reported that 
leasing demand remained fi rm but rental 
growth moderated to 0.7% as retailers 
could be more selective with a sizeable 
volume of new retail space completed 
and coming on stream.

CBRE said the Asia-Pacifi c retail 
market is likely to remain relatively quiet 
in the fi rst half of this year compared to 
last year, with retailers more cautious in 
view of political uncertainties, a dete-
riorating economic outlook for China, 
and rising operation costs in the region 
for both labour and rents. Despite all of 
these concerns, sentiment remains strong 
and leasing demand is likely to pick up 
in the second half of the year. ra

E-COMMERCE giant Alibaba will 
promote French brands to Chinese 
consumers through its online platform, 
under a deal it signed with the French 
government.

Alibaba will help French businesses 
expand sales in China by providing 
them with express enrolment, brand 
promotion and marketing support on 

its online retail platform, Tmall.com, 
according to the three-year cooperation 
deal.

Alibaba’s founder and chairman, 
Jack Ma, signed a memorandum of 
understanding with French Foreign 
Minister Laurent Fabius at Alibaba’s 
headquarters in Hangzhou, capital of 
eastern China’s Zhejiang Province.

Jack Ma said the deal embodied the 
company’s mission to help make it easy 
to do business anywhere. “Th is MOU is 
an example of how Alibaba Group can 
work hand-in-hand with foreign trade 
entities to expand global cross-border 
trade in order to benefi t both global 
businesses and Chinese consumers 
through our marketplaces,” said Ma. ra

IN India, Kishore Biyani-owned Future 
Lifestyle Fashion Ltd is buying a 75% 
stake in denim retail company Spykar 
Lifestyle.

Th e investment is part of a new 
strategy to move into fashion retailing 
after Future Lifestyle Fashion sold off  its 
department store, Pantaloons.

Skypar Lifestyle operates standalone 
stores and has a strong distribution pres-
ence across 1,000 multi-brand stores. It 
is the third denim brand to join Future 
Group, whose portfolio includes 35 

fashion brands.
According to reports, Biyani is also 

buying into suits, jackets and women’s 
wear brand Giovani.

Th e Future Group, India’s largest 
listed retailer by revenues, is also negotiat-
ing to buy Nilgiris, a Bangalore-based 
supermarket chain in which it holds a 
majority stake.

If the deal goes through, it will give 
Biyani control over 140 supermarket 
chains in southern India, where the Future 
Group is trying to boost its presence. ra

India’s Future Group in the mood to buy

CBRE said the 
strongest rental 
growth in Q1 
2014 was re-
corded in Ho Chi 
Minh City where 
rents surged 17% 
quarter-on-quar-
ter, mainly due 
to the opening 
of the Aeon Mall 
where rents are 
above suburban 
averages.

Skypar Lifestyle operates standalone stores 
and has a strong distribution presence 
across 1,000 multi-brand stores.

Alibaba promotes French brands on Tmall.com
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 NEWS

SEEKING to capitalise on growth op-
portunities in the lingerie and beauty 
markets, Marks & Spencer has unveiled 
its fi rst standalone lingerie and beauty 
store in India.

Th e store, covering 5,000sqf, was 
opened by model and Bollywood actress 
Lisa Haydon and Venu Nair, managing 
director of Marks & Spencer Reliance 

India, at Infi nity Mall, Mumbai.
Th e standalone concept store is 

dedicated to bringing the very best of 
Marks & Spencer’s quality, stylish and 
innovative lingerie and an edited beauty 
off er comprising skincare, body care, 
hair care and fragrance.

Venu said the standalone concept 
makes for an exciting new shopping 

destination. “Th e aspirational format 
with a smaller footprint also allows us 
to access even more prime positions in 
leading shopping malls in line with 
our international growth strategy to 
have a presence in these key retail loca-
tions.” ra

Marks & Spencer opens India’s 
fi rst standalone beauty store

Rise of lifestyle brands
LIFESTYLE brands have overtaken 
luxury brands as the best prospect for 
growth in the retail sector, according to 
research by retail analysts at Conlumino. 

Conlumino found that consumer 
spending on lifestyle brands is likely to 
grow by some 277% in Asia-Pacifi c by 
2018. 

In its research commissioned by 
international law fi rm Pinsent Masons, 
Conlumino highlighted the extraordi-
nary potential for growth of lifestyle 
brands at home and overseas, particularly 
as the product category has overtaken 
luxury brands as the next key battle-
ground in the international retail market.

Th e report said lifestyle brands tend 
to off er premium products priced to be 
more accessible to mid-market consum-
ers. Th ese brands appeal to shoppers by 
suggesting a certain identity, embodying 
an attainable lifestyle for consumers with 
increasing levels of disposable income. 
Examples include Mulberry, Nespresso 
and Cath Kidston.

Th e Conlumino report said there 
is growing appetite for British life-
style brands at home and abroad. For 
example, Hong Kong- and Japan-listed 
Fast Retailing has approached UK-brand 
Cath Kidston’s private equity backers to 
acquire a 65% controlling stake in the 
company. 

Cath Kidston sells home furnishings 
and related goods with an emphasis on 
fl oral prints. With 75 outlets, most of 
which are outside the UK, Cath Kidston 
has an established presence in Malaysia,
Hong Kong, Indonesia, Singapore, 
Japan, Taiwan, Th ailand, South Korea 
and China. 

According to Conlumino, lifestyle 
businesses tend to be more nimble com-

UNIQLO’s sister brand, GU, plans to 
expand into Taiwan, opening two stores 
in Taipei in the coming months.

Taiwan will be GU’s second overseas 
market, having opened in Shanghai, 
China, last year.

GU CEO Osamu Yunoki said while 
the Japanese market remains important, 
the overseas market presents great oppor-
tunities. GU’s Taiwan expansion is part 
of Fast Retailing’s goal to become the 
world’s largest apparel retailer by 2020.

Meanwhile, Uniqlo is set to open its 
new store in Sydney, located at the heart 
of Pitt Street Mall — Sydney’s most 
popular shopping and fashion precinct.

Uniqlo’s Sydney store will be a 
premium large-scale outlet with a sales 
fl oor of nearly 1485sqm and off ering a 
wide range of men’s, women’s, kids and 
baby clothes.

CEO of Uniqlo Australia Shoichi 
Miyasaka said Australia is a key market. 
“Australians have really embraced Uniqlo 
and its ‘LifeWear’ philosophy, both in 
Melbourne and through the online store. 
Opening in Sydney is the next logical 
expansion.” ra

Fast Retailing 
gains ground 
overseas 

pared to the luxury sector as the market 
is bigger and fast-moving. Luxury brands 
require signifi cant fi nancial backing to 
develop and maintain, meaning that 
associated marketing and store costs are 
hefty. 

Pinsent Masons warned that brands 
looking to capitalise on potentially 
lucrative markets must exercise caution. 
“What is more challenging is getting the 
entry strategy right. As the Hong Kong 
market amply demonstrates, luxury 
brands have established relationships 
with many of the biggest local players 
who can open doors and plug brands 
into the right shopping outlets,” said 
Peter Bullock, partner at Pinsent Masons.

“Lifestyle brands will need to care-
fully examine access points, contractual 
arrangements, intellectual property, 
fi nancial and potential equity investment 
to tap into international opportunities 
without diluting their brand and losing 
control.” ra

With 75 outlets, most of which are outside 
the UK, Cath Kidston has an established 
presence in Malaysia, Hong Kong, Indonesia, 
Singapore, Japan, Taiwan, Thailand, South 
Korea and China. 

Taiwan will be GU’s second overseas 
market, having opened in Shanghai, China, 
last year.
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With the population of 90 million and 50% 
of those are of working age, Vietnam is the 
among the most lucrative retail market for 
foreigner businesses. In 2013, many giants 
have been entering this market along with 
the huge expansion of local retailers.

For instance, Japan’s Aeon has opened its 
first mall in Ho Chi Minh City with 
US$109 million investment in Jan.2014. 
Thailand’s leading retailer Central Group 
has marked its presence in Vietnam by 
bringing the Robinsons fashion depart-
ment store to Hanoi in March 2014. Other 
retailers Metro, Big C, Lotte…are domi-
nating the market by investing in new 
retail concept and opening new outlets 
across the country.
Witnessing the expansion of foreigner 
competitors, local retailers as Nguyen 
Kim, Co-op mart, Phu Thai…are 
investing to take back the market share 

by opening new facilities, improving 
services quality. The 2013 GfK (Vietnam) 
market research has shown that Vietnam 
retail market focusing for CE is develop-
ing by 30% compared to 2012 although the 
economy has not fully recovered yet.

Nguyen Kim, a Vietnam based leading 
electronics and digital retailer, has 
doubled its chain stores by 21 in 2013. 
After the first developing phase with the 
presence at 13 cities and provinces, 
Nguyen Kim is stepping to the second 
phase with improving its core business in 
up-scaling service quality, adding new 
product portfolios, re-structuring current 
facilities oriented to multipurpose shop-
ping mall. The new shopping concept will 
offer customers not only shopping 
opportunities but also enjoying other 
services as foods and drinks, entertain-
ment…With the business philosophy 

“All for customer, all 
by customers”, Nguyen 
Kim is still commit to 
bring truly shopping 
experiences for Nguyen 
Kim customers.

Nguyen Kim, in strategic 
partnership with global 
electronics corporations, 
has been supported in 
expanding its shopping 
chain store and bringing 
benefits to customers. 
Nguyen Kim is proud to 
be the first and only 
consuming electronics 

retailer being the authorized reseller of 
Apple Inc. in Vietnam. Nguyen Kim, in 
collaboration with global financial institutions 
as HSBC, Citibank, ANZ, MasterCard…, has 
also brought many attractive shopping 
solutions to the shoppers through free interest 
rate installment campaign, additional instant 
discount for bank card payment customers in 
order to leverage non-cash payment method.
In preparing to become a global corporations, 
Nguyen Kim has been working and consulted 
by Deloitte Consulting in setting up the ERP 
projects for its operational system(under SAP 
criteria). This project is the proof of long-term 
developing business plan.
Despite the harsh time of the economy, 
Nguyen Kim is still investing its resources in 
planning the challenge business target, 
improving service quality and management in 
order to meet its strategic business plan in the 
period of 2015 – 2020. 

Contact us: phuong.phanlinh@trade.nguyenkim.com

A shopping day at Nguyen Kim store

NGUYEN KIM HEADQUARTER: 63 - 65 - 67 Trân Hung Đao, DIST. 1, HO CHI MINH CITY

Tel: (08) 38 211 211 - Fax: (08) 38 21018 - Email: info@trade.nguyenkim.com - Web: www.nguyenkim.com

STRATEGIC PARTNERSHIP WITH APPLE INC.
IPHONE - IPAD - MACBOOK - IMAC - IPOD

NGUYEN KIM TRADING JOINT STOCK 
COMPANY
63-65-67 Tran Hung Dao, Dist.1, Ho Chi 
Minh City, Vietnam
084.838 211 211 - www.nguyenkim.com
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 E-COMMERCE

THREE out of four organisations in 
South-east Asia say they are going to ex-
periment heavily with e-commerce dur-
ing the next 12 months. Additionally, the 
vast majority (90%) are working towards 
delivering a unifi ed customer experience 
across online and offl  ine channels.

Mobile commerce is expected to 
come to the forefront and will be a key 
focus for four in fi ve organisations, with 
around three-quarters (76%) planning to 
increase investment in mobile-optimised 
transactional websites over the next three 
years. Additionally, half (51%) plan to 
invest more in mobile applications with 
transactional capabilities.

Th e State of Ecommerce in South-East 
Asia report, published by Econsultancy 
in partnership with hybris software, an 
SAP company, is based on an online 
survey of 122 marketers and agencies, 
plus in-depth interviews with a range of 
senior digital marketing and e-commerce 
practitioners. More than half of the 
respondents are based in Singapore, with 
the rest mainly from Malaysia, the Philip-
pines and Th ailand.

While three-quarters of companies 
surveyed agreed that they understand 
the importance of omnichannel, around 
a third (31%) currently do not have a 
strategy to embrace this.

When asked about the most 
signifi cant challenges to growing an 
e-commerce business, lack of budget and 
resources emerged as the most common 
problem, cited by 59% of company 

Three-quarters of SE Asia fi rms plan 
to increase investment in e-commerce

LAZADA.SG has opened for business, 
promising online shoppers in Singapore 
an eff ortless shopping experience and 
online sellers an easy access to online 
commerce. 

Since its launch in 2012, Lazada has 
set up operations in Indonesia, Vietnam, 
Malaysia, Th ailand and the Philippines, 
and the launch of Lazada.sg builds on 
the company’s success to date. “We have 
already established ourselves as the leading 
online shopping mall in South-east Asia 
and feel that now is the right time to be 
bringing Lazada to Singapore,” said 
Martell Hardenberg, Lazada’s co-founder 
and managing director of Lazada.sg.

Mobile commerce is expected to come to the forefront and will be a key focus for four in 
fi ve organisations, with around three-quarters (76%) planning to increase investment in 
mobile-optimised transactional websites over the next three years. Additionally, half (51%) 
plan to invest more in mobile applications with transactional capabilities.

Lazada adds Singapore to its footprint

respondents and 39% of supply-side 
respondents as one of the three greatest 
barriers to success. Th e second biggest 
issue was a lack of integration with the 
rest of the business, with 45% of compa-

nies and 47% of agencies reporting this 
to be a barrier.

Th e report also found that two in 
fi ve (41%) companies surveyed have a 
separate e-commerce budget. ra

Lazada.sg off ers 13 product categories 
including Health & Beauty, Mobiles & 
Tablets, Consumer Electronics, Home 
Appliances, and Home & Living. It 
emphasises a lifestyle focus and will soon 
launch a private fast-fashion label. 

At Lazada.sg, product categories are 
arranged by fl oors, much like how shop-
pers would fi nd them in traditional malls, 
making the shopping experience conveni-
ent and intuitive.

Lazada CEO Maximilian Bittner 
said he is confi dent of the popularity of 
Lazada.sg because it off ers a number of 
features that enable “eff ortless shopping”. 
Th ese features include free delivery, cash-
on-delivery, free returns, best selection of 
products, safe and secure transactions and 
customer service. 

While Lazada carries its own inven-
tory of products, it is also attracting local 
vendors to sell on its marketplace. ra

Lazada.sg offers 13 product categories.
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Retailers are increasingly challenged by rapid order turnaround times and multi-
channel distribution. For as long as there has been order picking, sending a person out 

to get the goods has been the common approach. Innovations in handling technology 

and software have led to dramatic advances in split case picking solutions. The Dematic 

RapidPick® and Multishuttle® Goods to Person System is a high performance solution that 

helps you pick smarter, faster and more ergonomically. Products and orders are quickly 

staged, buffered, sequenced and transferred to pickers who can sustain over 1000 picks an 

hour. Not only do they pick more productively, they are now able to do so more accurately. 

And as your business changes over time, the modular and scalable design provides you with 

the flexibility to adapt and expand to your new requirements.

That’s what we call a logistics result.

Creating Logistics Results

Flexible, scalable & modular solutions
Goods to Person picking by Dematic

Another logistics result.

Ask us.
(65) 6398 3980
www.dematic.asia

Logistics Solutions   |   System Design & Integration   |    Software & IT    |    Voice Picking   |   ASRS   |   Storage Solutions   |   Conveyors   |   Service & Support

Find out more
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Helping customers fi nd the right fi t
CLOTHING and fashion apparel is one 
of the top sellers online. But for online 
fashion retailers such as Zalora, convinc-
ing online shoppers that it is easy to shop 
for clothing online is still a challenge. To 
overcome this, Zalora recently added a 
customer service tool called Fit Visualiser, 
a garment fi tting solution developed by 
Swedish company Virtusize.

“Virtusize helps online retailers 
to visually illustrate the size and fi t of 
clothing. We help online shoppers buy 
clothes that fi t, every time,” said Andreas 
Olausson, Asia-Pacifi c regional manager 
of Virtusize.

Virtusize is a solution that meets the 
challenges of both online consumers and 
retailers, said Olausson. “It is hard for on-
line shoppers to understand what size to 
choose when buying clothes online and 
to visualise whether a garment will fi t.

“Although there are various standard 
size measurements, an American ‘S’ can 
sometimes translate to a Japanese ‘L’ 
and even if shoppers know their size in a 
specifi c brand, it is impossible to know 
the fi t of each style.”

A neat tool that sits at the side of 
the product page, Virtusize helps online 
retailers extend customer service by al-
lowing their customers to get an accurate 
fi t using a garment they already own as a 
reference.

Shoppers click on the Virtusize but-
ton next to the size selection information. 
Th ey interact with Virtusize without ever 
leaving the website.

Th ere are two ways to tag a reference 
garment. Th e user can measure a favour-
ite garment. It takes just a few minutes 
as Virtusize only requires two to four key 
measurements. Or the customer can tag 
a previously bought item. Shoppers fi nd 

items they own from a website already 
using Virtusize. Th ey click on the ‘I own 
it button’ and Virtusize automatically 
tags the item and adds it to the shopper’s 
virtual wardrobe within the service.

Olausson said Virtusize’s own 
research attests to the impact of Virtusize 
for online retailers. 

“A high rate of returns is a signifi cant 
problem for an online retailer and costs 
the e-commerce industry billions of 
dollars per year. By ensuring the right fi t, 
Virtusize reduces fi t-related returns by up 
to 50%. Virtusize makes it possible for 
the shopper to fi nd the right fi t of gar-
ment within two clicks. Also, with Vir-
tusize’s soon-to-be-released Smartphone 
version, customers can do their garment 
purchase comfortably on the fl y.”

Th ere is also signifi cant impact on 
sales. “Many consumers are not com-
fortable with online clothes shopping 
because of fear of wrong size and fi t. 
Typically only a few percent of online 
fashion shoppers make a purchase. Poten-
tial customers often abandon a purchase 
when shopping for clothes online because 
they are unsure of how the item of 
clothing will fi t and what size to choose. 
Virtusize solves this problem — 20% of 
shoppers that use the Virtusize fi tting 
solution make a purchase at the online 
retail store.”

Th e sales value increases as well, said 
Olausson, as over time, Virtusize users 
become comfortable and assured of buy-
ing the garment with the right size and 
fi t. ra

A neat tool that sits at the side of the product page, Virtusize helps online retailers extend 
customer service by allowing their customers to get an accurate fi t using a garment they 
already own as a reference.

China’s JD.com rallies on Nasdaq
CHINESE e-commerce company 
JD.com debuted successfully on the 
Nasdaq last month. Th e company sold 
93.7 million shares at US$19 per share 
and raised US$1.78 billion.

JD.com is an online direct sales 
company. Like Amazon.com, it also 
provides delivery services to shoppers.

Th e company is not yet profi table. 
With US$11.5 billion in fi scal 2013 
revenue, the company posted a net loss 

of US$8 million. However, 
even though it has lost 
money for the past several 
years, the stock sale valued 
JD.com at US$25.7 billion.

Analysts said the warm 
reception for JD.com refl ects investor 
hunger for the wave of fast-growing 
Chinese companies that are going 
public in the US. On the heels of the 
JD.com IPO, the market is an-

ticipating the initial public 
off ering of Alibaba, the 
largest Chinese e-commerce 
company.

By many measures, 
JD.com is not nearly as big 

as Alibaba, but the retailer, which is 
backed by Chinese mobile software 
giant Tencent, has established itself as 
a signifi cant force in Internet retailing 
in China. ra
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 RETAIL TECHNOLOGY

Honeywell scanning and 
payment accessory for 
iPad Mini

HONEYWELL has announced the 
Captuvo SL62 enterprise sled, an en-
casement that transforms an Apple iPad 
mini into a customer engagement tool, 
for retail, hospitality and fi eld service 
professionals in Asia.

Building on Honeywell’s success-
ful Captuvo line, which includes the 
SL22 and SL42 encasements for fi fth-
generation iPod Touch and iPhone 5 
devices, the SL62 helps employees look 
up inventory, scan barcodes and securely 
process payments, increasing customer 
engagement and improving mobile 
point-of-sale. 

It gives retail associates access to 
transaction data via the Web or mobile 
apps, providing an opportunity to upsell 
products and services and keep custom-
ers more engaged in the buying process.

Th e Captuvo SL62 is designed 
for all versions of the iPad mini. An 
optional magnetic stripe reader allows 
associates to check out customers on 
the spot, whether in a retail store or 
restaurant. 

“Captuvo SL62 is designed espe-
cially for the retail and foodservice 
industry to help store employees have 

the fl exibility to make the shopping or 
dining experience as convenient and 
easy as possible for customers,” said Jay 
Cho, sales director, Honeywell Scanning 
& Mobility Asia. 

“It allows employees to have tech-
nology at their fi ngertips at all times so 
they can quickly provide accurate store 
or product details, as well as fi nalise 
a sale anywhere in store and support 
BYOD (Bring Your Own Device) ap-
plications during peak periods.” 

Also an ideal solution for hospital-
ity workers, the Captuvo SL62 enables 
café and restaurant owners to facilitate 
point-of-sale transactions and manage 
inventory from one device. 

Foodservice staff  can use the 
Captuvo SL62 to place orders, describe 
diff erent menu options and quickly 
facilitate payment at the table. Th e 
Captuvo SL62 can be customised with 
the brand’s or restaurant’s logo. 

Equipped with Honeywell’s Adaptus 
6.0 imaging technology, the Captuvo 
SL62 can accurately read most barcodes, 
coupons or loyalty club barcodes. Th e 
sleek and protective design is able to 
withstand multiple 4ft drops. ra

RUCKUS WIRELESS INC has intro-
duced the Ruckus ZoneFlex R300, a 
high-performance and low-cost dual-band, 
two-stream 802.11n Smart Wi-Fi indoor 
access point (AP) solution capable of 
delivering an aggregate data rate of up to 
600Mbps. Aimed at the price-sensitive 
small business market, the R300 is also 
ideal for small venues and enterprises with 
many branch locations.

According to Ruckus, with cloud com-
puting and the proliferation of embedded 
Wi-Fi in all types of devices, Wi-Fi has 
become a mission-critical utility for small 
businesses. As a result, small businesses are 
now replacing SOHO-class, standalone 
access points with more robust, enterprise-
grade wireless LAN (WLAN) solutions 
that meet budget requirements while 
being simple to deploy and operate. 

Th e Ruckus R300 redefi nes Wi-Fi 
for the low end of the WLAN market 
by combining cost-eff ectiveness with a 
rich collection of enterprise functionality 
and enterprise-class service and support 
options.  

“With the R300, we are enabling our 
channel partners and managed service pro-
viders to reach further into the ‘S’ part of 
the small-and-mid-szied business market 
with a highly diff erentiated and compel-
ling enterprise-grade solution at a disrup-
tive price point,” said Selina Lo, president 
and CEO of Ruckus Wireless. ra

Ruckus 
combines 
high capacity 
and high 
performance Equipped 

with 
Honeywell’s 
Adaptus 
6.0 imaging 
technology, 
the Captuvo 
SL62 can 
accurately 
read most 
barcodes, 
coupons or 
loyalty club 
barcodes.

The Ruckus R300 redefi nes Wi-Fi for the 
low end of the WLAN market by combining 
cost-effectiveness with a rich collection of 
enterprise functionality and enterprise-class 
service and support options.  
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 RETAIL TECHNOLOGY

LACOSTE, the global fashion brand, 
has selected Manhattan Associates’ 
Enterprise Order Management solution 
to orchestrate its omnichannel retail 
operations and to facilitate the com-
pany’s continued growth. With Manhat-
tan’s technology, Lacoste will be able to 
deliver a consistent brand and unifi ed 
shopping experience to its customers.

Th e technology will provide Lacoste 
Customer Service Representatives 
(CSRs) — initially in the call centre — 
with a single view of customer transac-
tions and network-wide inventory, while 
giving shoppers control of when, where 
and how they receive goods.

Manhattan’s Enterprise Order Man-
agement solution intelligently sources 
inventory across a retailer’s network of 
distribution centres, suppliers and stores 
and makes it available to sell through 
any channel. Th e solution also provides 
a single view of inventory and customer 
transactions across the retail enterprise, 
enabling every channel to work together 

Lacoste selects Manhattan Associates 
to power omnichannel retail operation

to create a seamless customer experience.
“Manhattan’s depth of experience 

and capabilities in omnichannel fashion 
retailing made this an easy decision,” 
said Francis Pierrel, CEO, USA, at 
Lacoste. “Manhattan’s success with large 
and innovative omnichannel retailers, 
across multiple geographies, was critical 
in our selection process. Its Enterprise 
Order Management solution will 
become the heartbeat of our omnichan-
nel operation and will drive conversions 

across every point of commerce and 
improve customer lifetime value.”

Pierrel continued: “As we build 
out our omnichannel capability, our 
CSRs — in call centres and stores 
— will be able to view and service 
customer orders across all selling 

channels. CSRs will swiftly search using 
any piece of customer or order informa-
tion, service enquiries across all touch 
points and fulfi l the order with stock 
from any channel — delivering a great 
customer experience and building brand 
loyalty.”

Lacoste will initially deploy Enter-
prise Order Management in the US and 
plans to expand the deployment globally 
to support the company’s omnichannel 
retail operations throughout Europe and 
Asia. ra

MICROSOFT has updated its fl agship 
ERP solution, Microsoft Dynamics AX 
2012 R3, to help businesses run an agile 
operation that exceeds their customers’ 
needs.

Microsoft Dynamics AX 2012 R3 
delivers new warehouse and transporta-
tion management capabilities to provide 
customers with real-time end-to-end 
insights into supply-chain execution. 

New Lifecycle Services available 
with this release help organisations 
improve the predictability of Microsoft 
Dynamics AX implementations by 
simplifying and standardising processes, 
and bringing innovative and integrated 
experiences for serviceability and sup-
port. 

“Technology has transformed how 
we engage, connect and interact with 
one another,” said Michael Strand, 
director, Asia-Pacifi c, Business Solu-
tions, Microsoft Asia-Pacifi c. “With 
the new Microsoft Dynamics AX 2012 

R3 release, we are delivering a solution 
that helps businesses enable new mobile 
scenarios, take strategic advantage of the 
cloud, have deeper engagements with 
their customers, and overall, deliver 
amazing experiences for people at work 
and on the go.” 

Th is update introduces an end-to-
end apps and services framework, allow-
ing businesses to develop and distribute 
modern apps for specifi c scenarios and 
mobile devices that can easily and 
securely connect with Microsoft 
Dynamics AX. 

Adding to the growing 
number of mobile apps, the up-
date will include a new app for 
shopfl oor operators to report on 
production jobs with touch-

enabled Windows devices. 
Th e new release also includes Micro-

soft Dynamics Lifecycle Services which 
off ers new solutions for serviceability 
and support. Early adopter-customers 
have been able to signifi cantly reduce 
time spent to defi ne, develop and oper-
ate their business application. 

Microsoft said Dynamics AX 2012 
R3 is a signifi cant step for the entire 
industry towards the future of ERP, with 
apps, devices and services in the cloud as 
cornerstones of its new capabilities. ra

Updated Microsoft Dynamics AX 2012 R3 
solution delivers new capabilities

With Manhattan’s technology, Lacoste 
will be able to deliver a consistent brand 
and unifi ed shopping experience to its 
customers.

Microsoft Dynamics AX 2012 R3 
delivers new warehouse and 
transportation management capa-
bilities to provide customers with 
real-time end-to-end insights into 
supply-chain execution. 
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 PERSONALITY

Loving challenges, people 
& entertainment

P
laying host to the Global Department Store Summit 
2014 which took place in Singapore last month while 
in the midst of a major three-year store transforma-
tion, Tangs Singapore chairman Tang Wee Sung was 

naturally faced with an extremely hectic work schedule. Feeling 
a little stressed, perhaps? 

He loves it. Tang loves challenges and change and he identi-
fi es his ability to cope as one of his key strengths. “Change, 
which is feared by many, actually keeps me going. I love the 
challenge of change and the opportunities it brings,” he says.  

He loves people too and was looking forward to meeting 
the world’s top department store executives. “I have always been 
interested in people,” Tang adds. “Th e cultural zeitgeist that 
infl uences the way people think, their perspectives and outlook, 
what they appreciate in life, what makes them buy the things 
they buy; and most importantly, how they respond to stimulus. 
Th ese aspects of human nature intrigue me the most.”

Most of all, he declares: “I love to entertain. I love to play 
the host and make people comfortable. I love all kinds of enter-
taining, from entertaining at home to organising large events, 
anything as long as there’s good food and good conversation!” 

Th is is something he picked up from his parents, who 
regularly hosted friends and business partners for dinners. “My 
father (Tangs founder Tang Choon Keng), who spoke mainly 
Teochew, had many foreign friends who conversed in ‘bazaar 
Malay’ with him,” Tang recalls. “Th ere’s nothing like entertain-

Tang Wee Sung

C K Tang Limited is a story of how the vision and 
fortitude of a young Chinese immigrant led to 

the creation of one of Singapore’s premier retail 
stores. Tang Wee Sung, son of the founder of Tangs 

Singapore, shares with Richard Seah what 
inspires him to carry on the Tangs brand story.
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“Retail has always 
been in my DNA. It 
makes me happy. The 
energy and dynamism 
of retail drives me.”
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ing at home. People will always remem-
ber a good party and they appreciate the 
eff ort that you put into it. 

“I used to cook but now I barely 
have the time so I just supervise my 
helper’s cooking. I do have some special-
ties — pastries, cakes, desserts … but 
my particular specialty is truffl  e. It’s 
something I’ve been doing since I was 
in my late teens. I love cheeses, coff ee 
and innards (liver, sweetbreads, tripe, for 
instance) but these are not easy to fi nd 
nowadays.” 

In a diff erent way, he entertains at 
the store too. Tangs explains: “Th at love 
for entertaining is a natural infl uence to 
make theatre a part of our environment 
in Tangs. Be it cooking demonstrations, 
or events we hold in the store, we go 
beyond merchandising to entertain — 
never to intimidate — our shoppers. We 
want our shoppers to feel welcomed, 
comfortable and entertained.” 

Cooking and other demonstra-
tions, such as those on the qualities of 
ceramic knives or slow juice extractors, 
have always been crowd pullers at Tangs 
Department Store. Now, as part of a 
S$45-million (US$35.9-million) “trans-
formation” that will take three years to 
complete by end-2014, these demonstra-
tion stations have been made permanent 
and bigger than ever. 

Also made bigger and better are the 
food outlets and the “new” Tangs will 
eventually have at least one food outlet 
on each level of the store. “Food is an es-
sential component of our business; it’s at 
the heart of everyone,” Tang notes. 

Refl ecting the Tang family’s love 
for food and entertainment, the store’s 
kitchenware section has always been its 
stronghold. Th ere, the shopper today 
cannot help but notice something — 
that some of the kettles, hot water 
fl asks, coff ee machines and even ovens 
are very stylishly designed. Th is refl ects 
another of Tang’s loves — “for all things 
aesthetic”.

“My interests extend to art, furni-
ture, architecture, ballet, food, home 
ware and so much more. It’s hard to list!” 
Tang says. “Since the 1980s, Tangs has a 
tradition of supporting the arts and we 
have a close relationship with the theatre 
scene in particular. 

“Even within the store, we search 
for unique merchandise. Tangs was the 
offi  cial retail partner for the Elephant 
Parade during its visit to Singapore in 
Christmas 2011 and we are now home 
to two Elephant Parade Gallery Stores 

as a delisted public company. 
Tang became chairman upon his 

father’s death in 2000 and took the com-
pany off  the Singapore Stock Exchange 
in 2009. It remains a public company 
with about 40 shareholders but Tang 
and his brother hold about 98% of the 
company’s shares.   

“Retail has always been in my 
DNA,” Tang says. “It makes me happy. 
Th e energy and dynamism of retail drives 
me. 

“Th e biggest lesson I learnt from my 
father would be that having a beautiful 
store is not enough. It must have the 
correct focus and operational effi  ciency 
to be successful. My father was always 
a visionary, he was extremely forward 
thinking. On my own, I learned to be 
more practical and to understand that 
not everyone likes what I might like. It’s 
necessary to broaden your understand-
ing of what people like, which helps as a 
retailer, of course. 

“One of my key weaknesses is that I 
sometimes over-provide, so much so that 
it can be at the expense of our bottom 
line. Now as I approach my senior years 
(at age 60), I’m managing that balance. 

“I would love to emulate my father’s 
qualities of always being honest and hon-
ourable and loving justice — to adopt 
these as my personal values. I would like 
to be known for relating to people whom 
I work with and care about, with warmth 
and sincerity, even if it is to correct or 
disagree with them. And, of course, I like 
to be remembered for bringing smiles to 
our shoppers when they leave our store, 
leaving them with memorable experi-
ences unique to Tangs.” ra

in Tangs Orchard and Tangs VivoCity. 
Each elephant replica in these stores is 
hand-painted in Chiangmai, Th ailand, 
by genuine artisans.” 

Elephant Parade is one of four gift 
galleries at Tangs, along with Risis, 
Selangor Pewter and Tangs Heritage, its 
in-house brand that sells well-designed 
and aff ordable products from across 
Asia. More aesthetical and stylish designs 
can be found at the Technology section 
on Level 4, not to mention the fashion 
fl oors. And not forgetting the standout 
window displays that Tangs puts great ef-
fort into, especially; but not just, during 
Christmas. 

Tang and his team travel the world 
to seek out what they consider “the best” 
— high-quality products that off er good 
value for money. To Tang, who grew up 
in a staunch Christian household — the 
former C K Tang department store used 
to close on Sundays — this is considered 
God’s work. 

“When I was young, I considered 
being a missionary at some point,” Tang 
shares. “Yet there was so much else that 
I wanted to be — a pilot, because I like 
planes! Or maybe a race car driver… 
you know all the things boys want 
to become when they grow up — an 
architect, a chef, a car designer ... the list 
was endless. I believe God has kept me 
in the marketplace, in retail, to provide 
great service and value for money to our 
shoppers.” 

Although his father had founded the 
business back in 1932, it was not a given 
that he, the younger of two sons, would 
take over. But he is happy to be running 
the company now and to be running it 

Cooking and other demonstrations, such as those on the qualities of ceramic knives or slow 
juice extractors, have always been crowd pullers at Tangs Department Store.
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“We face intense competition for the consumer 
dollar from new malls and new shopping 
precincts, to new and exciting retail formats. 
Add in the ease of online shopping and more 
brand choices than ever before … and it has 
become increasingly important that brick-and-
mortar department stores reclaim [its] relevance.”

— Foo Tiang Sooi, CEO, Tangs Singapore

Tangs to set world standards 
seven, VII, embedded in the name,” Foo 
points out. 

Although open to the public, Seviin 
is quiet, with a strong feel of exclusiv-
ity. A series of private rooms opens up 
to a lounge area with high ceiling and 
luxurious furnishings. You sense that you 
are entering the private offi  ces of Tangs’ 
senior management. Indeed, this was pre-
viously offi  ce space. It has been converted 
into a pampering and treatment area for 
the cosmetics and body-care boutiques 
seven fl oors down on Level 1. 

Within the main store, the biggest 
change is in the creation of “boutiques” 
for major brands and products. Each 
comes with its separate space for consul-
tations, product demos and other activi-
ties. For the convenience of customers, 
each also has a cashier where payments 

THREE years, S$45 million and a lot of 
thought went into the transformation of 
Tangs Singapore’s fl agship store at Or-
chard Road to achieve the goal of becom-
ing a world-leading store — an iconic 
store that could set the future direction 
of major department stores worldwide.

“Th e department store of today is a 
dinosaur,” says Tangs chairman Tang Wee 
Sung, quoting an American retailer. “It’s 
an old business model. We have to evolve 
to stay relevant. Th at’s why we trans-
formed Tangs.” 

Adds Tangs CEO Foo Tiang Sooi: 
“We face intense competition for the 
consumer dollar, from new malls and 
new shopping precincts to new and 
exciting retail formats. Add in the ease of 
online shopping and more brand choices 
than ever before … and it has become 
increasingly important that brick-and-
mortar department stores reclaim [its] 
relevance. 

“We combined the best of shopping 
malls — international brands, fl agship 
boutiques, F&B options on every fl oor 
— with the best of department stores, a 
more cozy and intimate shopping experi-
ence.” 

“Our objective was to make people 
come specially to Tangs,” Foo says. Th e 
“new” Tangs is thus no longer just a store 
where shoppers go to buy things. It has 
become a place where people go to do 
things — meet up with friends, have a 
meal, get a haircut, facial or body mas-
sage, attend cooking classes, learn about 
skin care ... 

So far, the objective seems to have 
been achieved. Traffi  c has increased. Th e 
new, expanded food court at Basement 
1 is packed throughout most of the day.  
Average expenditure by Tangs loyalty 
card holders increased 11% since the 
main segments of the transformed store 
were opened to the public at end-2013. 

Th e most unique feature of the 
transformed Tangs — with a name that 
matches its uniqueness — is ironi-
cally the least obvious. It is on Level 7, 
separated from the rest of the store that 
stops at Level 4, and is called Seviin. “If 
you notice, it has the Roman numeral for 

can be made for any purchase, anywhere. 
Another crowd-pulling strategy 

is what Foo called “retail-tainment” 
— entertaining the shopper. At Tangs 
Home, shoppers have always enjoyed the 
cooking and kitchenware demonstra-
tions. Previously conducted at makeshift 
counters, these have now been made 
permanent — and bigger.  

Th ese changes and more give the 
sense of Tangs moving upmarket. Indeed, 
the budget corner that used to occupy 
Level 4 is no more. Foo says this is 
merely a refl ection of growing affl  uence 
among Singaporeans and visitors, then 
points out something that one might not 
have noticed: “We do not have high-end 
designer brands. What we off er is value 
for money. Our prices are above average 
but not high. We see ourselves cater-

The revamped Tangs store was awarded Best Retail Concept by the Singapore Retailers Association in 2013.
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Starting January 2014, one true blue retailer will be profi led in our Personality Interview 
each month. From retail entrepreneurs to business leaders and industry innovators, fi nd out 
more about these interesting and successful individuals who have made their name with a 
brand, a business, a chain of stores …
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ing to aspirational customers — those 
who aspire for the better things in life, 
which may cost a bit more, but are not 
expensive.” 

So Tangs diff erentiates itself from the 
rest of the Orchard Road shopping belt 
by seeking out brands not found else-
where. “It is our aim to bring the ‘fi rsts’ 
and ‘bests’ to our customers,” Foo says. 
“All brands go through a stringent selec-
tion process and we choose only the best-
of-category brands. So what we have is a 
mix of international and Asian superstars 
— brands considered at the forefront of 
certain specialties such as skin-
care technology, professional makeup, 
luxury fragrances, herbology and more.” 

Tom Ford Beauty and Nars opened 
their fi rst beauty boutiques in Asia at 
Tangs, along with fragrances never previ-
ously found within department stores, 
such as Armani Privé and signature fra-
grance collections from perfume houses 
like Dior and Guerlain. Sulwhasoo, the 
leading Korean skincare label, also chose 
Tangs for its South-east Asian debut. 

Th e net eff ect of this transformation 

is that Tangs has physically grown, by 
about 20% to 160,000sqf. New retail 
spaces have been “reclaimed” from what 
were previously offi  ces, a staff  canteen, a 
shop window and a club at the base-
ment of Marriot Hotel, which Tangs also 
owns. Indeed, it does not make business 
sense to site offi  ces and canteens on one 
of Singapore’s most valuable pieces of 
prime land. 

Th e impact on the bottom line is 
hard to gauge, though. Foo declines 
to reveal sales or profi t fi gures, saying 
they are not representative due to nearly 
two years of severe disruptions. But he 
reveals that Tangs is doing “much better 
than before”, referring to a period in the 
1990s and early 2000s when, as a public-
listed company, Tangs reported signifi -
cant losses. Th e company was delisted in 
2009. 

What had not changed for Tangs is 
its commitment to the shopper, which 
is central to its vision. “More than 60% 
of our business is contributed by our 
loyal customers and we remain customer-
focused,” Foo says. “We make it a point 

to listen to what our customers are saying 
and constantly evaluate diff erent retail 
concepts, brands and products.

More than 20 years ago, Tangs was 
fi rst to team up with a credit card —  
Citibank Visa — and hold closed-door 
sales for cardholders. When this became 
an industry-wide practice, Tangs more 
recently introduced a non-credit card-
based loyalty programme. “If a customer 
prefers to pay cash, are we going to 
reward the person less?” Foo asks. “We 
constantly seek new ways to engage our 
customers.

Th e next phase of expansion is into 
cyberspace, via omnichannel retailing. 
Tangs has already begun the develop-
ment of online and mobile channels 
that includes a 24-hour eStore with free 
delivery and click-and-collect options. It 
will also have a mobile application that 
allows shoppers to interact with the store. 

“It’s a continual improvement 
process that constantly evolves along 
with advancements in technology,” Foo 
says. “We are always evolving, never 
stagnant.” ra
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W
e are proud to publish once again the Retail Asia-Pacifi c Top 500 retailers rank-
ing. And we are delighted to honour the region’s top retail enterprises in this 
year’s ranking.

Last year toasted two signifi cant occasions in the Top 500 ranking. Firstly, 
it marked the auspicious 10th anniversary of the ranking. Secondly, it marked a distinctive 
milestone of the combined sales turnover of the top 500 retailers — it crossed the momentous 
US$1-trillion mark for the fi rst time.  

Th is year, we are happy to see that this combined sales turnover had again surpassed the 
US$1-trillion mark. It attained the fi gure of US$1,035 billion. Somewhat less happy though is 
the fact that the fi gure declined almost 3% compared with the previous year.  

However, this ostensible decline must be seen in context. It had been primarily caused by the 
weakening exchange rate of major Asian currencies against the US dollar, which was the common 
denominator used for the T500 ranking. Th e situation was most acutely borne by the Japanese 
retailers. For example, the top 10 Japanese retailers’ total sales turnover increased a creditable 
3.1% year-on-year in domestic yen currency but when denominated in the US dollar, the same 
turnover fi gure contracted a harsh double-digit 14.5%. Th e scenario was practically true of other 
major Asian economies as well.   

Beyond currency fl uctuation, the year under review was fraught with immense challenges and 
uncertainties for Asian retailers. Th e global economy and particularly the troubled US and EU 
economies were still very much faltering. Asian economies were in turn largely under pressure and 
their growth rates generally tumbled. By October, the Asian Development Bank pronounced that 
GDP growth in developing Asia was weakening and shaved down its 2013 growth projections 
for the region by half a percentage point, bringing down growth to 6% for the year.  

Th e region was also battered by a slew of devastating natural disasters ranging from massive 
typhoons and earthquakes to severe droughts and fl oods. Apparently, six of the world’s 10 most 
damaging disasters in 2013 reportedly happened in Asia — causing huge loss of lives and racking 
up a whopping bill of some US$56.5 billion of damages. And there was the series of political 
strife in a number of Asian countries. Consumer markets and sentiments were at best in jitters 
throughout the year.   

Given the troubled market conditions and stressed consumer sentiments, the Asia-Pacifi c 
Top 500 retailers had done exceptionally well. It goes to underscore the tremendous strategic, 
innovative and entrepreneurial spirit of the region’s top retailers in coping with Asia-Pacifi c’s 
ultra-dynamic consumer markets. We applaud them for their strong capability and capacity in 
forging value propositions that could keep up with the fast-changing times. 
We salute their success and accomplishments.

Finally, we would like to express our heartfelt appreciation to 
our associates for their unstinting support and contribution in 
another successful year of the Top 500 ranking. Specifi cally, we 
thank Euromonitor International, our Offi  cial Market Infor-
mation Provider; KPMG, our Offi  cial Programme Partner; 
SSI Schaefer and Honeywell, our Gold Sponsors; and Opium 
Company, our event Sponsor. We also thank our staff  and 
friends who have helped and assisted us in one way or another.

M E S S A G E 
2014 retail asia-pacifi c top 500
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Steven H L Goh
Executive Chairman
Retail Asia 
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E
uromonitor International is pleased to once again partner with Retail Asia as 
the offi  cial information provider for the 11th edition of the Retail Asia-Pacifi c 
Top 500 rankings.

Last year, we saw the leading 500 retailers in the region registering sales of 
US$1,035 billion, a small decline from the previous year. Th is is due largely to the weaken-
ing of the Japanese yen against the US dollar. Excluding currency fl uctuations, the top 500 
retailers registered increased sales of 6% over the previous year. 

Unlike in the earlier years, Japanese retailers no longer account for the bulk of the 500 
spots in the ranking. However, they still form a signifi cant group, particularly in terms of 
value sales as a whole. Th erefore, despite Chinese retailers taking up the majority of the 
places in the Top 500 rankings this year, the sales of Japanese retailers still impacted total 
sales in the region. 

For the presentation of the top 10 Internet retailers in Asia-Pacifi c this year, we share 
their sales for 2012 and 2013 for a comparative picture. Internet retailing continues to be 
a key and growing channel for retailers, particularly in the face of rising overheads and the 
labour crunch in many countries in Asia-Pacifi c. Consumers in this region are also highly 
wired and attuned to shopping on the Internet; they know that they can get the best 
bargains, and also brands, which are not available in their country online. Th ese factors 
have increased the appeal of Internet retail for both retailers and consumers. As part of the 
rankings this year, our analysts provided an overview of the retail scene, including Internet 
retailing trends, for their respective markets.

Euromonitor International’s methodology of relying on both primary and secondary 
research at the country level allows our research analysts to arrive at a consensus view of 
the retail industry at the country, regional and global levels. Our company’s network of fi ve 
offi  ces in the Asia-Pacifi c region has enabled us to further cement our research capabilities 
on the ground. For 40 years, we have off ered quality international market intelligence on 
industries, countries and consumers through our Passport database. Euromonitor Inter-
national’s Passport sets the standard for global market analysis and strategic intelligence, 
generating 19 million page views annually. 

As we cast our eyes on the future, Asia-Pacifi c remains a key region to watch. While 
growth is not expected to be as dynamic as before and in comparison to regions such as 
Middle East and Africa, Asia-Pacifi c will generate the highest amount of 
absolute new retail sales. In the next fi ve years, the region will account 
for more than half of all new global sales. Th e Asia-Pacifi c market 
off ers enticing opportunities for a large number of dynamic 
retailers, 500 of whom have made it to this list. 

Heartiest congratulations are in order to the innovative and 
tenacious retailers who have garnered a spot in this edition of 
the Retail Asia-Pacifi c Top 500 rankings! May the year ahead 
be another fruitful one for you.

Daniel Latev
Head of Retailing
Euromonitor International
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I
n today’s ever-evolving and dynamically changing consumer sector, traditional business 
models and customer segments can no longer be taken for granted. Technology has 
blurred the lines and created an industry that is open for business anytime, anywhere 
and any way the customer prefers to shop. Th e possibilities for eff ectively identifying and 

engaging consumers are limited only by imagination, and each advance in new technology 
brings excitement and anticipation of a brighter future for the consumer industry. 

Large Asian markets are seeing wage rises, workers moving into service industries and 
urbanisation continuing to grow at a rapid pace, but there are some concerns of stuttering 
economies not growing at the same levels as in recent years. We note that leading retailers 
are not standing still, waiting to see which way the market falls; they are investing today to 
nurture new markets and target the next generation of consumers. 

Asia’s growing middle classes are compelling international retailers to develop new strategies 
and invest more in this region with an even greater infl ux of brands. Meanwhile, domestic 
companies are nurturing their own design and innovation capabilities and building vibrant 
new brands to take on the more established players. For this reason, it is an exciting time to 
be involved in the retail business in Asia!

But we are seeing increasing complexity in the marketplace with many companies confronted 
by rising costs in their supply chain, tax issues, trade and customs, regulatory pressures across 
multiple jurisdictions, the rise of data analytics and social media as well as the challenge of 
satisfying ever-more discerning consumer tastes, and meeting expectations for sustainable, 
ethically produced goods.

Our team of dedicated professionals across the Consumer Markets Practice at KPMG are 
working closely with our clients to help cut through some of this complexity and ensure they 
are best positioned for the future. In 2014, a top priority for retailers will be to deal with the 
explosion of mobile and social media to link the data obtained through online and offl  ine 
channels to develop comprehensive and useful customer profi les and targeting strategies. 

In fact, we have recently launched a survey entitled China’s Connected Consumers which 
analyses responses from 10,200 luxury consumers in China 

on their online spending patterns. Th e survey 
highlights the rise of online transactions, as 
well as the increasingly important roles of social 
media and mobile devices. Th e full report can 
be downloaded at kpmg.com.

We hope you will fi nd the KPMG insights 
of value inside the report and we would like to 

congratulate the Retail Asia team for launching the 
11th Retail Asia-Pacifi c Top 500 ranking report with 

KPMG being proud to be the Principal 
Programme Partner from 

the beginning.
 

Nick Debnam
Asia-Pacifi c Chairman, 
Consumer Markets
KPMG China

George Svinos
Asia-Pacifi c Head of Retail, 

Consumer Markets
KPMG Australia
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O
ver the past year, the Asian retail market has seen some signifi cant changes, 
particularly in the world’s second largest economy, China. Supermarket 
revenue has slowed from 20.8% growth in 2011 to 0.8% in 2013, with 
prospects of further decline this year. Supermarkets are now viewed as 

the showrooms for e-commerce shopping where there has been an extraordinary 
increase in sales. 

With massive growth predicted over the next decade, market estimates are that 
new warehousing to accommodate E-commerce Distribution Centres throughout 
China will cover an accumulative area of 2.4 billion sqm, the equivalent of two-
thirds the size of Taiwan.

With growing affl  uence across Asia and an ageing population, retailers must 
tailor their products to meet this growing market. Statistics show that by 2024, 
with the exception of India, in many Asian countries, 50% of the population will 
be more than 40 years of age. Th is will create a completely diff erent marketplace to 
what existed 10-15 years ago. Retailers must therefore be nimble to see and adapt 
to these demographic changes.

Th is places even higher demands on the supply chain. Imagine mega warehouses 
of more than 100,000sqm, with stockholding of more than 50,000 SKUs, receiving 
literally tens of thousands of orders per day, perhaps one to two lines per order, with 
customer expectation of a 24-hour delivery service! How to handle?

Th e traditional warehouse with manpower traversing throughout the whole 
area is obviously impossible. It is essential to introduce a degree of intelligence to 
the warehouse operation — by decreasing walking, searching and selection, we can 
increase labour effi  ciency from 300% to 1,000%, depending on the investment. 
Th is is where SSI Schaefer, with its comprehensive range of products and systems, 
can provide tailored solutions to specifi c requirements. 

Th is is a real challenge to all retailers. We see the more progressive companies 
already moving quickly to address the changing market demand. Companies must 
be bold and embrace new technologies. Operators who rely on low-cost labour and 
try to operate manually will ultimately suff er; the increase in labour cost, lower 
effi  ciencies, and higher goods returns due to picking errors will inhibit their growth.

We, SSI Schaefer, congratulate the companies who have earned the 
recognition of their peers and the judges and have made the fi nal 
shortlist to the Retail Asia-Pacifi c Top 500, and to the eventual 
winner, well done! But now is the time to move forward. Th e 
industry is continually developing. To stand still, you will be 
quickly overtaken; this is the mantra of SSI Schaefer.

Brian Miles
Regional Managing Director,
Asia-Pacifi c, Middle East & South Africa
SSI Schaefer 
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H
oneywell is excited to join Retail Asia and other distinguished partners 
of the Retail Asia-Pacifi c Top 500 programme in congratulating the 
top performing retailers in the region.

Th ese top retailers and Honeywell share common business goals 
including innovation and leadership. Honeywell is proud to be a global leader 
providing retailers in Asia and around the world with innovative scanning and mobility 
solutions that improve store operation effi  ciency, optimise customer experience, and 
increase profi ts.

In Asia, consumers are increasingly embracing mobile technologies such as 
smartphones as an integral part of their lifestyles. Research has indicated a signifi cant 
increase in people’s receptiveness to adopt mobile products and applications to 
improve their shopping experience. Asian retailers, like their global counterparts, 
are experiencing increased pressure to act on this consumer-driven trend. Scalable, 
cost-eff ective and easy-to-implement technology solutions have become a must-have 
for retailers in order to provide more effi  cient and personalised interaction with their 
customers.

With our cutting-edge scanning and mobility solutions, Honeywell is pleased 
to be able to support the retail industry’s transformation and enable retailers in 
Asia to become more successful. Tesco Lotus, Th ailand, for example, has deployed 
Honeywell mobile Point-of-Sale (POS) solutions that support a mobile retail app 
featuring mobile coupons, e-loyalty cards and e-wallet. Many other mobile retail 
solutions from Honeywell are becoming a central feature of customer relationship 
management (CRM) strategies that allow retailers to engage with customers round-
the-clock online, customise marketing off erings and, as a result, improve not only 
productivity but also customer loyalty.

At the heart of Honeywell’s success is our commitment to constantly reach a higher 
level of innovation while being the most customer-focused player in the Automatic 
Identifi cation and Data Capture (AIDC) technology space.

Over the past decade, we have witnessed growing adoption of AIDC solutions in 
the retail industry. To better meet retailers’ needs and enable them to serve consumers 
well, Honeywell has increased our research and development eff orts in 
scanning and mobility technologies by 90% over the past decade. 
Today, some 2,700 Honeywell engineers work in world-class 
laboratories to continually develop an extensive range of solutions 
catering to the evolving requirements of retailers in areas such as 
POS, In-Store, Backroom/Distribution and Direct-Store-Delivery.

We look forward to serving and supporting more retailers in 
Asia. Once again, congratulations to those who have made it to 
the Retail Asia-Pacifi c Top 500 list.

Lynn Huang
Head of Marketing and Strategy, Asia-Pacifi c 
Honeywell Scanning & Mobility
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M
any congratulations to the retailers in Asia-Pacifi c who have made it 
into this year’s rankings! Opium is honoured to be sponsoring the 
Retail Asia-Pacifi c Top 500 ranking which recognises exceptional 
retailers in our region.

As consumers’ tastes become more discerning, retailers need to continually raise 
their game in attracting shoppers with eye-catching displays and concepts. Visual 
merchandising is an art that not only attracts and engages customers, but motivates 
them to buy. Th erefore, the link between strong visual merchandising and revenue 
cannot be ignored by retailers. On the other hand, retailers are constantly up against 
high rents and do not necessarily have the luxury of expansive visual space. Th is is 
where the intelligent use of space comes into play.  

At Opium (One Place Into Unique Modularity), we are continually helping our 
clients raise their revenues by creating well-designed merchandising solutions that are 
not only space-effi  cient but also cost-eff ective. We also work closely with our clients 
to ensure that our solutions are in line with their brand identity.  

Th e mainstay of our addictive systems is the Opium Pipe which was inspired by 
popular classic designers such as Arne Jacobson and the 18th Century opium pipe. Our 
Opium Pipe is an art form in itself — it provides functional merchandising solutions 
from 1sqf of fl oor space, and it can also be used to enhance a client’s brand identity. 

On its own, you can use the Opium Pipe as a merchandising and signage solution 
to highlight a feature product. Used in combination with a few basic elements, you 
can defi ne an area within a space or create a complete addictive merchandising system.  

Opium’s addictive systems can also be extended, modifi ed and reconfi gured at 
any time, providing the retailer the versatility, speed and cost-eff ectiveness with 
which to quickly respond to the changing needs in the world of retail 
and visual merchandising. 

Our collection and solutions are used in departmental stores, 
boutiques, showrooms, wardrobes, reception areas, galleries, 
libraries and F&B spaces. In addition to our product lines, we 
also work with retail clients to innovate original concepts in retail 
fi xtures for roll-out projects.

We believe that Opium brings ‘addictivity’ to the world of visual 
merchandising and we look forward to another exciting year of working 
closely with our clients as well as creatively challenging ourselves 
by pushing the boundaries of design and innovation.

James Lee
CEO
Opium
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Internet retailing gains 
momentum in Asia-Pacifi c

Euromonitor International 
sums up key fi ndings from this 

year’s Retail Asia-Pacifi c Top 500 rankings and provides 
an overview of the retail scene in 14 Asia-Pacifi c economies in 
2013.

Highlights from this year’s ranking
Th e Top 500 retailers in the Asia-Pacifi c region registered 
sales totaling US$1,035 billion in 2013, down nearly 3% 
from the previous year. Th e biggest decline in sales was 
contributed by Japan, which still accounted for the sec-
ond most number of entries in the rankings after China. 
Th is was due primarily to the yen weakening against the 
US dollar in 2013. China continued to garner the most 
number of entries in the Retail Asia-Pacifi c Top 500 
rankings — and, in fact, has gained a bigger share of the 
rankings in 2013.

Internet retailing remains a channel 
with strong potential
Th ere has been much attention on Internet retailing and 
its growth in the region and, indeed, globally. Th e channel 
presents both exciting opportunities and challenges for 
retailers. In 2013, the top 10 Internet retailers in Asia-
Pacifi c had sales totalling US$110 million, up 23% from 
the previous year. 

Of the top 10, the leading six players are pure-
play Internet retailers and generally operate in mul-
tiple markets in the region, with the exception of 

JD (Jingdong Mall), which used to be 360buy.com prior 
to its name change in 2013. China’s Tmall continued to 
lead Internet retailing sales in the region in 2013. 

With the exception of Rakuten, Yahoo! Shopping and 
Dell, all other Internet retailers in the top 10 witnessed 
increase in sales in 2013. Rakuten, Yahoo! Shopping and 
Dell all face intensive competition. Rakuten is turning to 
markets outside of Japan such as Singapore and Indonesia 
in a bid to maintain its position. It remains to be seen what 
Yahoo! Shopping and Dell will do to stem declining sales 
as their brand equity shrinks over time. 

Retailers continue to see Internet retailing as a channel 
of opportunity as it presents a low cost market to tap into. 
High rental costs dogging markets such as Hong Kong and 
Singapore and the labour crunch in many markets in the 
region have further increased the appeal of the Internet. 
Retailers see the Internet as a platform to address these 
issues either in part or in full.

Consumers in Asia are also taking to Internet shopping 
in a big way. Th ey have become more savvy and know that 
they can either get their hands on products not available 
in retail stores in their home country, or get better prices 
for the same products that they fi nd in stores.

Top 10 Internet retailers in Asia-Pacifi c

Brand Retail company US$ million sales 

  2012 2013

Tmall Alibaba Group Holding Ltd  30,969   44,396 

Amazon, Junglee.com Amazon.com Inc  15,244   15,693 

JD JD.com  9,315   13,831 

Rakuten Rakuten Inc  13,793   13,221 

eBay, G Market, Auction eBay Inc  5,671   7,271 

Yahoo! Shopping Softbank Corp  4,997   4,352 

Suning, Redbaby Suning Appliance Co Ltd  2,280   3,962 

Apple Apple Inc  3,780   3,785 

Lotte.com, Lotte imall, Lotte Mart Lotte Group  1,567   2,194 

Dell Dell Inc  2,120   2,018 

Source: Euromonitor International
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Country Spotlight

China 
Retailers take 157 spots in 2013, making China 
the country with the most entries in the Top 500 
rankings. This also represents a gain of 10 entries 
in the rankings over the previous edition.

Despite the economic slowdown experienced 
in 2013, consumers in China continued to see 
disposable incomes rising which has helped 
to support the strong performance of Chinese 
retailers.

South Korea
Korean retailers increased their presence in the 
rankings by three in 2013. This was due partly to 
the stronger won in 2013 and also South Koreans 
continuing to shop albeit in a smarter manner, 
shunning premium channels like department 
stores for other channels like hypermarkets where 
they get more bang for the buck.

India and Malaysia
Both countries saw their retailer presence in the 
rankings going up by two entries each in 2013.
The developing economies and the rising 
disposable incomes of consumers in these two 
markets supported the growth of retail in the 
countries.

Australia, 
Hong Kong, 
New Zealand, 
Philippines
Retailers in these markets 
maintained their presence 
in the Top 500 ranking in 
2013 with no gain or loss 
in the number of entries 
respectively.

Japan
Japan saw its share in the Top 500 diminishing; 
its loss of nine spots in 2013 was the highest 
among the 14 Asia-Pacifi c economies. This was 
due largely to the weakening yen against the 
US dollar.

Thailand
Thailand retailers witnessed a loss of three entries 
from the Top 500 rankings in 2013. Political woes 
have continued to plague the country resulting 
in weaker performance vis-a-vis other countries.

Singapore
Retailers in Singapore lost two spots in the Top 
500 rankings in 2013. Singapore’s smaller market 
size makes retailers in the Top 500 rankings more 
susceptible to movements by other retailers in 
the region.

Indonesia, Taiwan, Vietnam
Retailers in these three countries each gave up 
one spot in the Top 500 rankings to the rising 
stars from China, South Korea, India and Malaysia.

Winners Status Quo Losers

AUSTRALIA

Lower consumer spending 
hits retailers

Retailing increased by 2% in current value terms in 2013, 
compared with a CAGR of 3% witnessed during the review 
period, refl ecting the fact that Australians remained cautious 
about their discretionary spending in 2013 and suggesting 
that confi dence in the economy was weak. 

Although Australia’s economy continues to perform 
better than other developed economies, the mining invest-
ment boom that fuelled Australia’s economy in 2012 had 
begun to level out by 2013, creating uncertainty. Th is was 
exacerbated in 2013, which was a federal election year. 

Online sales growth outperforms that of the 
total retail sector
Internet retailing saw the best performance within the retail 
industry in 2013. High growth was the result of a number 
of factors including increased usage of the Internet and 
Internet-enabled mobile devices (iPad, iPhone, Android), 
increased confi dence and familiarity with online payment 
infrastructure, as well as the development of new online 
platforms and enhanced user experience. 

All of these factors encouraged consumers to shop 
online, which had a positive impact on Internet retailing. 
Consumer appliances and video games hardware saw the 
fastest growth within Internet retailing in 2013.

Consumers’ restrictions in discretionary 
spending benefi t grocery retailers
With consumers carefully watching their wallets, grocery 
retailing grew by 3% while non-grocery retailing experi-
enced a negligible growth in current value terms in 2013. 
Th is can be largely explained by consumer preference for 

buying more supermarket-brand groceries instead of eating 
out or buying more expensive branded products from non-
grocery retailers. In Australia, grocery retailers generated 
51% of retail store-based sales during 2013. 

Grocery retailers lead value sales in 2013
Th e top two companies in terms of value sales in Australia 
in 2013 were grocery retailers Coles and Woolworths. 
Due to the economies of scale of their parent companies, 
Wesfarmers Ltd and Woolworths Ltd respectively, the two 
grocery retailers led total retail sales in 2013, accounting 
for 40% of overall retail sales. 

In 2013, Wesfarmers Ltd was ranked No.1 in terms of 
value sales as a result of its strong position in a wide number 
of channels. Wesfarmers’ position was further enhanced by 
its venturing into new areas, such as home improvement. 

More positive outlook in the forecast period
Although the economic outlook in Australia has softened 
somewhat, consumer confi dence and discretionary spend-
ing are expected to improve over the forecast period with 
a positive eff ect on retailing. Th is will 
be the result of lower interest rates, a 
strong Australian dollar and the change 
in consumer attitudes towards debt and 
savings. However, growth projections 
are still expected to be modest. 

— Julia Illera
Analyst

CHINA

Retailing registers healthy 
growth in 2013

Retail value sales of retailing saw double-digit growth in 
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current terms in 2013, despite the slowdown in China’s 
macroeconomic performance. Although the economy 
slowed down in China in 2013, the disposable income 
level of Chinese consumers continued to rise, while GDP 
in China posted high single-digit growth in 2013. Th ese 
factors supported healthy sales growth in retailing.

Impressive performance by Internet 
retailing
Consumers turned to Internet retailing because of lower 
prices, the convenience of door-to-door delivery, extensive 
product ranges and improved quality items and service. 
Manufacturers cooperated closely with online retailers 
such as Tmall.com, which held an online promotion festi-
val on 11 November 2013 to increase sales. Online store 
operators also made regular investments to improve the 
consumer shopping experience of e-commerce in 2013. 

Non-grocery posts faster retail value sales 
growth than grocery in 2013
In 2013, non-grocery retailing posted higher retail value 
sales and growth than grocery retailing in China. Sales of 
non-essentials such as bags and beauty-care products were 
high due to increasing consumer incomes. Meanwhile, 
the Green Household Appliances Subsidy, introduced 
by the government in June 2012, helped consumer ap-
pliance sales to recover.

Tmall.com leads a fragmented competitive 
landscape
Tmall.com leads the highly fragmented retailing landscape 
in China in 2013. Th e Internet retailer provides online 
platforms for small and medium-sized companies as well 
as multinationals. 

Healthy growth expected in forecast period
Retailing in China is expected to continue to register 
healthy retail value sales growth over the forecast period, 
though the economic situation will be uncertain due to 
factors such as the government’s control on real estate price 
over the forecast period. 

Non-store retailing, through channels such as direct 
selling and Internet retailing, is set to record higher retail 
value sales growth than store-based retailing. 

More of the new direct selling licences will be issued 
by the government, while Internet sales will be driven 
by the further transformation from C2C (consumer-to-
consumer) channels such as Taobao.com to B2B (business-
to-consumer) platforms as well as the 
ongoing consumer switch from offl  ine 
to online retailing. Nonetheless, the 
combination of offl  ine and online mar-
keting will support the robust growth 
of retailing in the forecast period.

— Wang Wei
Lead Analyst

Format Spotlight

Clothing, footwear & accessories
This format saw a gain of fi ve entries in the Top 
500 rankings in 2013. Increased interest on 
consumers’ part to shop at specialised shops fa-
cilitated the growth of this format, typically at the 
expense of channels such as department stores.

Health & beauty
Health & beauty retailers took an additional 
two spots in the Top 500 rankings this year as 
compared to before. Rising health awareness on 
consumers’ part across Asia-Pacifi c markets, as 
well as the expanding product portfolio of health 
& beauty retailers contributed to the increased 
signifi cance of the channel.

Hypermarkets
The channel saw increased representation in the 
rankings by one entry in 2013. Hypermarkets 
continue to benefi t from their value-for-money 
and one-stop shopping positioning in many Asian 
markets such as South Korea while remaining 
notably absent in countries such as Hong Kong 
where high rental costs remain a key barrier 
to entry.

Others
Included in Others are specialist retailers ranging 
from jewellers, bags & luggage specialist retailers 
to traditional toy stores. Consistent with trends in 
specialist stores such as clothing, footwear & ac-
cessories retailers, consumers’ penchant to shop 
in these channels for their often unique offering 
and personalised services have resulted in the 
format grabbing more share in 2013.

C-store
Of the 10 formats covered 
in the Top 500 rankings, 
C-store was the only chan-
nel which saw neither an 
increase or a decrease in 
representation in 2013.

Across Asia-Pacific 
countries, convenience 
stores have become increas-
ingly a part of the modern 
retail scene as consumers 
seek 'grab-and-go' food and 
drink items as they go about 
their busy lifestyles.

Hardline
This channel witnessed a decline of nine entries 
in 2013. The performance of hardline retailers 
was impacted in part by the development of 
Internet retailing — much of which are oper-
ated by the store-based retailers themselves. In 
China, for example, consumers are increasingly 
window shopping at hardline stores but making 
the actual purchases online as they can obtain 
better deals online.

Department stores, supermarkets
Both formats saw their representation in the Top 
500 rankings dropping by three entries each.

Department stores in the region are seeing 
sales increasingly cannibalised by specialist stores 
and also online retailing, both of which offer either 
more unique products or cheaper prices or both.

Supermarkets' performance is being squeezed 
by hypermarkets in particular and to an extent, 
convenience stores. The former offers value-for-
money buys and extensive products relative to 
supermarkets; while the latter offers consumers 
convenience in terms of their location.

Media products stores, sports goods 
stores
These two channels each lost 2 positions in the 
Top 500 rankings in 2013. Media products stores 
continue to lose ground due to the increasing 
popularity of technology and relatedly, gadgets. 
On the other hand, sports goods stores is fac-
ing competition from online channels and even 
hypermarkets.

Winners Status Quo Losers
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 HONG KONG

Retailing remains positive but 
slowing down from 2012

Retailing clocked a slower current value growth in 2013 
than 2012 though remaining satisfactory. Th e infl ux 
of mainland Chinese tourists continued to be the key 
contributor to Hong Kong’s retailing scene, with several 
retailers reporting that more than half of their turnover 
was attributed to mainland Chinese tourists. 

However, weak economic conditions in China led to 
the mainland Chinese tourists becoming more cautious 
of their spending, aff ecting the performance of retailing 
in Hong Kong in 2013. Increase in prices for mainland 
Chinese’ shopping tours to Hong Kong during the second 
half of 2013 also limited the growth potential of retailing 
in Hong Kong.

High rental costs affect retailers’ expansion 
plans
Rental costs in Hong Kong continued to spiral upwards 
in 2013, with players who can aff ord these costs quickly 
displacing those who cannot or are unwilling to. H&M, 
one of the key apparel retailers aff ected by this develop-
ment, closed its fl agship store at Central after being in 
operation for fi ve years. Th e place will be taken over by 
Zara, which has been aggressively expanding in the region. 

Many other retailers such as Chow Sang Sang were 
also more cautious in retail expansion during 2013, as 
they were keener on securing strategic locations than ex-
panding exponentially. Players such as Sasa also sought to 
expand outside of key shopping or tourist areas, looking 
at locations that off er lower rental but which allow them 
to meet the needs of local consumers.

Non-grocery retailing edges upwards in 2013
Non-grocery retailing increases in value share during 2013, 
as it continued to benefi t from purchases from mainland 
Chinese tourists. High import taxes in China was the key 
driver for mainland Chinese tourists doing their shopping 
in Hong Kong, especially for luxury goods where they can 
enjoy lower prices and a comprehensive product range. 

Local consumers’ rising sophistication also saw them 
being more willing to invest in premium non-grocery 
products that can enhance their lifestyle quality. On the 
other hand, grocery retailing was increasingly competi-
tive as players engage in regular promotions to attract 
consumers. 

Intensifying competition
More international brands entered Hong Kong towards 
the end of the review period while some brands expanded 
their retail network so as to better capitalise on the op-
portunities off ered by mainland Chinese tourists. Prolif-
eration of Internet retailing with consumers seeking to 
purchase brands that are not available in Hong Kong yet 
also created additional competition for retailing in 2013. 

With this, existing brands faced more challenges in 
sustaining their value share in 2013. Players were eager 
to review and improve their product portfolio to ensure 
that it is aligned with consumers’ evolving needs. Th ey 
were also seeking new channels of growth, for instance, 
engaging in Internet retailing or exploring new retail 
concepts that can create new consumers’ interests.

Retailing expects positive performance
Over the forecast period, retailing is projected to clock posi-
tive constant value performance. With expected rebound in 
economic conditions over the short-term forecast period, 
this will benefi t demand from both local consumers and 
mainland Chinese tourists. Th e latter’s high purchasing 
power and their willingness to shop at Hong Kong to 
tap into the cheaper prices than China will remain a key 
opportunity for retailing in Hong Kong. Th erefore, more 
international brands are likely to enter Hong Kong to tap 
into this opportunity, using Hong Kong as a showcase 
for their brand. 

Meanwhile, Internet retailing will continue to increase 
in prominence alongside consumers’ 
growing sophistication. Th ese will thus 
create more competition for retailing 
in the forecast period, with existing 
retailers increasingly challenged to seek 
new growth channels to sustain their 
value share. 

 — Cassandra Tan
Analyst 

INDIA

Retailing records healthy value 
growth

2013 was a good year for retailing in India as income levels 
increased for much of the Indian population. Improvements 
in the economy encouraged consumers to spend more, 
benefi ting non-grocery retailers particularly. 

Furthermore, improvements in the availability of a 
wide range of brands from luxury goods to basic private 
label products gave consumers more options to choose 
from and also boosted awareness of particular brands and 
products, supporting growth across retailing during 2013.

Internet retailing of non-grocery products 
witnesses strong growth
Improved convenience and the wider availability of various 
brands at cheaper prices online led Indian consumers to 
shift towards Internet retailing in 2013. Internet retailing 
now poses huge competition to store-based retailing, espe-
cially apparel and footwear specialist retailers, electronics 
and appliance specialist retailers, beauty and personal-care 
specialist retailers, leisure and personal good specialist retail-
ers, and health beauty specialist retailers, among others.

Non-grocery retailers continue to record 
stronger growth than grocery retailers
Towards the end of the review period, rising disposable 
income levels led Indian consumers to spend more on 
products other than basic necessities. Th is helped to drive 
growth in non-grocery retailers, which outpaced growth in 
grocery retailers over the course of the year. Furthermore, 
rising brand consciousness led many consumers to switch to 
luxury goods and premium brands, which further boosted 
non-grocery retailers.

Domestic players continue to dominate 
retailing
Domestic brands and local companies remained dominant 
among the players operating in retailing in India during 
2013. In spite of various relaxations made to the rules 
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regarding foreign direct investment in India in 2013, 
international companies remain cautious about India and 
a ‘wait-and-see’ approach remained common. 

Going forward, however, anticipated changes to 
legislation are set to have more of an infl uence on the 
operations of international companies in India. Domestic 
players maintain a longstanding presence in the country 
and thus remain very popular.

Hypermarkets set to witness the strongest 
growth over the forecast period
Hypermarkets are set to record the strongest growth 
in grocery retailers over the forecast period. Much of 
this growth is due to the increasing number of product 
categories which are being off ered by hypermarkets. Th e 
operators of India’s leading hypermarkets chains are also 
slowly beginning to increase the total 
proportion of their value sales coming 
from non-grocery products. Th is will 
be the primary factor behind the strong 
growth expected in hypermarkets in 
India over the forecast period.

 — Shabori Das
Analyst 

INDONESIA

Slower economic growth leads 
to stagnant retail value growth

In 2013, Indonesia witnessed a slowdown in economic 
growth, following the fuel hike in mid-2013 and the 
strong depreciation of the Rupiah against the US dollar. 
Th e increase in fuel price greatly aff ected the cost of living 
as well as the price of goods in Indonesia, hence raising 
the infl ation rate. As a result, Indonesia saw diminishing 
purchasing power, especially for the lower-income class. 
Such conditions dampened the strong growth of retailing, 
leading to stagnant retail value growth in 2013.

More companies start to embrace Internet 
retailing strategy
Improved and more aff ordable Internet access greatly 
supports the growing popularity of Internet retailing 
in Indonesia. Internet access in Indonesia saw much 
improvement in terms of penetration during the review 
period, starting to reach smaller cities. Improved security 
in online transactions helped e-commerce to see vigorous 
growth over the review period, benefi ting from increasing 
consumer trust. 

Modern retailers saw the golden opportunity of 
extending their service into this particular channel, and 
started to off er online services. Prominent modern grocery 
retailers, such as Sumber Alfaria Trijaya and Carrefour 
Indonesia, have extended to e-commerce towards the end 
of the review period.

Grocery and non-grocery retailers register 
similar growth
Entering the year 2013, both grocery and non-grocery 
retailers enjoy double-digit growth. Th e growth of  grocery 
retailers was strongly driven by the rapid expansion of 
convenience stores and hypermarkets, hence generating 
dynamic growth. Nonetheless, the robust growth was 
toned down by the weak performance of traditional gro-

cery retailers, whose presence was eroded by the growing 
popularity of modern retailers. Th e non-grocery retailers, 
on the other hand, recorded fast growth thanks to the 
impressive performance of particularly electronics and 
appliance specialist retailers, mixed retailers, as well as 
leisure and personal goods retailers.

Leading retailers continue to expand to 
developing cities
Prominent companies within retailing continued to record 
dynamic growth in 2013, thanks to their wider market cov-
erage. Leading retailers, such as Hypermart and Matahari 
Department Store, continued to expand to smaller cities 
across Indonesia, establishing fi rst-mover advantages in 
untapped regions. On the other hand, new global retailers 
which just entered the Indonesian market, namely H&M 
and Uniqlo, opened their fi rst stores in Jakarta, where the 
affl  uent society resides.

Slower yet still positive sales growth over the 
forecast period
After witnessing economic slowdown as a result of fuel 
hikes, rising electricity costs and depreciation of the rupiah, 
Indonesia’s economy is expected to gradually recover over 
the forecast period. Nonetheless, over the short term, the 
economic conditions remain uncertain, given the expected 
political instability following the upcoming presidential 
election in 2014. 

Th e growth of retailing is expected to be slower due 
to several uncertainties, such as strong 
depreciation of the rupiah and the elec-
tion. However, the growth is expected 
to remain positive thanks to increasing 
consumption, expanding presence of 
leading brands, and when the economy 
stabilises.

— Yulia Fransisca
Senior Analyst 

JAPAN

Positive signs for retailing as 
new economic policy is pursued

Th e Japanese retailing industry performed well during 
2013 as the country benefi ted from the policies which 
constitute ‘Abenomics’, which refers to the current Japanese 
Prime Minister Shinzo Abe’s economic approach. Th is 
boosted consumer motivation for spending on various 
types of goods. 

With the value of Japanese share markets rising, 
consumer confi dence is increasing and this stimulated 
consumption throughout 2013. While there are not yet any 
conclusions as to whether the economic policies currently 
in place will be a complete success, these policies did have 
a positive impact on retailing during 2013.

Focusing on senior citizens as primary 
consumers
Japan’s retailers are increasingly off ering various services 
and products to cater to the ageing population. Japanese 
retailers are competing in a variety of ways to ensure that 
seniors feel comfortable in their retail spaces in order to 
capture demand among people with a lifetime of savings 
under their belts. 
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2013 saw many Japanese retail companies provide 
concierge-aided shopping services for seniors as well as 
adding medical clinics. Understanding the need for this 
growing consumer base, retailers are looking to provide a 
variety of services which can help and bolster the loyalty 
of this large and potentially lucrative customer base.

M-commerce expands to other product 
categories
During 2013, Internet retailing recorded a dramatic shift 
away from e-commerce through computers towards m-
commerce through smartphones. According to the Ministry 
of Internal Aff airs and Communications, the penetration 
rate of smartphones increased from 29% to 50% in 2012, 
which is a remarkable increase from the previous year. 

Although the driving force behind Internet retailing 
sales was once media products such as books, CDs and 
DVDs, demand for other products is booming as Japan’s 
Internet users are becoming more diverse. One of the fastest-
growing categories is apparel and footwear, a trend which 
is closely linked with the rise of m-commerce as consumers 
are increasingly purchasing their apparel while on-the-go. 

Convenience stores players intensify efforts 
in a crowded category
Japan’s convenience stores continued to perform well in 
2013. 7-Eleven maintained its leading position in grocery 
retailing and the company was able to record a particularly 
strong performance by heavily promoting its Seven Pre-
mium private label. Th e company also intensifi ed its eff orts 
to compete by introducing hot drinks vending machines 
in outlets in January 2013 with the aim of undercutting 
premium specialist coff ee shops. 

Other convenience stores chains also performed well 
in 2013 as FamilyMart announced the opening of its 
10,000th outlet in October, joining 7-Eleven and Lawson 
as retailers which have reached this milestone. 

Tax increases to affect all retail channels in 
the near future
In October 2013, Prime Minister Shinzo Abe announced 
that the Japanese government would raise the rate of sales 
tax from 5% to 8% on 1 April 2014. Th is tax increase is 
intended to reduce Japan’s high public debt. Prices are 
expected to rise in line with the hike in consumption tax. 
Th ere are concerns that such a move may hurt domestic 
demand, especially if wage increases do not maintain pace 
with any price increases. In an attempt to allay these con-
cerns, the government approved a ¥5.5 
trillion stimulus package in December 
2013. From when the announcement 
was made, there have been signs that 
Japanese consumers have changed their 
spending habits in anticipation of the 
tax increase.

— Jared Conway
Research Manager 

MALAYSIA

Retailing maintains its 
momentum in 2013

Retailing sustained its current value growth in 2013 versus 
2012 despite the soft economic conditions during the year. 

While the economic conditions reduced many consumers’ 
confi dence to spend, some were still willing to trade up 
to premium goods to enhance their lifestyle. 

Retailers were also more aggressive in off ering pro-
motions, such as members’ day, that further stimulated 
demand and willingness to spend. Malaysia’s relentless 
eff orts to drive tourism also benefi ted the performance 
of retailing during 2013.

Consumers’ growing sophistication spurs 
retailing
During 2013, consumers continued to gain exposure to 
international beauty and fashion trends as well as brands 
through the Internet and overseas travel. With this, their 
acceptance level of new products and brands increased 
compared with the early part of the review period. Retail-
ers were therefore eager to import brands from various 
countries to better meet consumers’ demands. 

Th e high Internet penetration in Malaysia further 
enhanced consumers’ ability to access overseas sites and pur-
chase products or brands that are unavailable in Malaysia.

Grocery retailing edges upwards in 2013
Malaysia’s weak economic conditions in 2013 due to the 
general elections adversely impacted consumers’ confi dence 
to spend. However, this was more pronounced in non-
grocery products, with consumers fearful of overspend-
ing. Non-grocery retailing thus fell in value share versus 
grocery retailing in 2013, although maintaining a positive 
current value growth. 

Grocery retailing witnessed stronger current value 
growth than non-grocery as grocery products remained 
basic essentials. Aggressive promotions by grocery retailers 
in 2013 further sustained consumer spending.

Competition intensifi es in retailing
Th e retailing scene in Malaysia saw intensifi ed competi-
tion during 2013, with store-based retailers engaging in 
more aggressive price promotions to stimulate consumer 
demand. Store-based players also focused on improving 
their product portfolios to ensure better alignment with 
consumers’ changing needs, while slowing down their 
expansion pace in 2013. 

Consumers’ increased acceptance of Internet retailing 
due to the ability to purchase brands and products that 
are not available in Malaysia also intensifi ed competition 
within retailing for 2013. In order to drive new revenue 
sources, store-based retailers also started to off er Internet 
retailing platforms. While Internet retailing contributes a 
minute portion of sales, store-based retailers still viewed 
this as being able to help them better align themselves 
with consumers’ needs. 

A positive performance is expected 
Retailing is projected to record positive constant 
value growth over the forecast period, although at 
a slower pace versus the review period. Malaysia’s 
economic conditions are expected to improve in the 
forecast period, which will boost consumer demand. 
Rising disposable incomes of consumers will also 
increase their willingness to trade up to premium 
products that can improve their lifestyle quality. 

More international brands are likely to enter Malaysia 

to 210x297mm xerox
Procolor Separation Pte Ltd will make every effort to carry out instructions

customer’s satisfaction. However, we accept no responsibility or
liability for any error which is not noted on the proof. Customers are
urged to check the proof thoroughly before authorising print runs.     

JOB NO: 0692_14
DATE    : 10.06.2014

SCREEN: 175
MAC: JGZ 2TEL: 6295 1311

DATE    : 12.06.2014 MAC: JGZ

p29-39.top500.overview.0614 .indd   34p29-39.top500.overview.0614 .indd   34 12/6/14   11:03 AM12/6/14   11:03 AM



Retail Asia June 2014   35

to tap into this opportunity. 
Th e Malaysian government will also continue to launch 

various campaigns to attract tourists, which will further 
benefi t retailing in the forecast period. 

Internet retailing will also grow in prominence as con-
sumers continue to use this channel to 
achieve exclusivity. However, this will 
heighten competition in the retail-
ing environment during the forecast 
period and will drive an impending 
need for store-based retailers to seek 
new growth channels.

— Yu Yu Ong
Analyst

NEW ZEALAND

Economic recovery drives 
retailing performance

During 2013, the New Zealand economy showed strong 
signs of recovery following the global fi nancial crisis and 
the 2010 and 2011 Christchurch earthquakes. Indeed, 
value sales of retailing increased by 5% during 2013, 
exhibiting faster growth than the 3% seen in 2012. 
Furthermore, outlet growth was positive in 2013 with 
the number of stores increasing by less than 1%. Th is 
is compared with the 1% decline seen during 2012. 
Improving economic indicators, such as the unemploy-
ment rate, GDP growth and the infl ation rate, prompted 
a boost in both consumer and business confi dence during 
2013. Th is in turn had a positive eff ect on retailing in New 
Zealand during 2013.

Mobile technology boosts Internet retailing 
Internet retailing was in full swing during 2013 with numer-
ous store-based retailers establishing websites. Moreover, 
pure play e-tailers continued to ramp up their presence 
within New Zealand to capitalise on growing interest in 
this channel. Th e increase in smartphone and tablet usage 
within New Zealand during 2013 was of particular impor-
tance, with mobile Internet retailing driving growth within 
the wider category of Internet retailing. Th e move towards 
online sales has been further characterised by a move to 
mobile devices, with many Internet retailers introducing 
mobile apps and websites during 2013. Consequently, 
smartphone and tablet technology, as well as mobile network 
technology (the move from 3G to 4G), has had a positive 
eff ect on Internet retailing during 2013 in New Zealand.  
 
New alcohol legislation comes into force in 
2013
Convenience stores have been negatively impacted by the 
newly enacted Sale and Supply of Alcohol Act. Th e new 
act, which came into force in December 2013, prohibits 
the sale of alcohol within convenience stores. Th e impact of 
this new legislation has not yet been fully realised, although 
it is expected to have a detrimental eff ect on convenience 
stores over the forecast period. 

Conversely, supermarkets will benefi t from this de-
velopment, although this channel will also face challenges 
of its own with regard to the greater power given to local 
councils through the Act. Local councils can now enact 
local alcohol policies (LAP), which may hinder the sale of 
alcohol in supermarkets over the forecast period.  

Grocery retailers remain on top
During 2013, Foodstuff s (NZ) Ltd was the leading 
player within retailing in New Zealand. Woolworths 
ranked second. Both companies managed to maintain 
their positions over the review period, ranking fi rst 
and second. Four of the top fi ve retailing companies 
in 2013 were domestic players, with the Warehouse 
Group ranking third, followed by James Pascoe and 
Mitre 10 Group.  

Christchurch rebuild to propel forecast 
retail growth 
Th e Christchurch rebuild is expected to begin in earnest 
during 2014, with construction activ-
ity driving retailing growth both in 
Christchurch and throughout New 
Zealand. As a result, value sales for 
retailing are expected to increase by 
a constant value CAGR of 2% over 
the forecast period. 

— Erika Sirimanne
Senior Analyst 

PHILIPPINES

Philippine retailing boosted 
by the economy in 2013

Th e overall retailing market in the Philippines continued 
to be boosted by the Philippine economy as it soared to 
new heights in 2013. Having fi nally been granted several 
investment grade ratings, the country has enjoyed higher 
purchasing power resulting from higher remittances and 
incomes with business process outsourcing opportuni-
ties. Th ese in turn have stimulated consumer spending 
in both grocery and non-grocery retailers, giving the 
retail landscape an unprecedented hike. 

Demand for value for money results in more 
sophisticated shoppers 
In 2013, despite stronger purchasing power, Filipinos 
experienced the lingering eff ects of budget constraints 
which characterised the past few years, resulting in more 
discriminating purchasing behaviours. Demand for value 
for money translated into more sophisticated shoppers 
and saw grocery retailers grappling to off er many more 
aff ordable, or at least, alternatives that are perceived to 
off er added value. On the other hand, for non-grocery 
retailers, increasing sophistication may have, to some 
degree, benefi ted specialist retailers, as high-quality 
branded items are increasingly appreciated as a good 
investment for their hard-earned cash.  

Grocery retailers remain unchallenged  
During the review period, grocery retailers remained 
more dynamic compared to non-grocery retailers. 
Th is was largely driven by the developing expansion 
strategies of large retail players, such as SM Retail and 
Puregold Price Club. Th e increasingly intense competi-
tion translated into more dynamic pricing strategies, 
further boosting demand. Th e increasing popularity of 
hypermarkets, which progressively added non-grocery 
items to their product mix, also boosted the growth 
enjoyed by grocery retailers.
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Retail giants defend their position through 
aggressive strategies 
Although retailing involves many large players, the larger 
conglomerates have continued to take more market 
share through aggressive strategies. Th ese included their 
continued expansion in key cities outside the confi nes 
of Metro Manila. Th is is true not only for SM but also 
for players such as Mini Stop, owned by the Robinsons 
Retail Group, and Philippine Seven Corp. Many of these 
expansion strategies are designed to leverage the rising 
income levels in cities outside Metro Manila thanks to 
fl ourishing business process outsourcing companies in 
these locations. 

Retailing is expected to continue booming in 
the forecast period 
Th e robust performance of the retailing market in the 
country is expected to continue into the forecast period. 
Th is will be driven by the improving economy, especially 
with the stronger prospects of earning 
the long sought-after investment-grade 
status. Continued overseas Filipino 
workers’ remittances, coupled with 
good potential for earning higher in-
comes within the country, are expected 
to boost retailing sales up to 2018. 

— Jason Wong
Analyst 

SINGAPORE

Retail growth slows down
Singapore’s economy is growing posi-

tively but still at a low, single-digit growth rate. In addi-
tion, tourist spending is more cautious as the Singapore 
dollar remains strong in 2013 compared to neighbouring 
countries’ currencies. Th e impact has extended to the local 
market, leading to uncertainties among consumers and a 
slowdown in spending. 

Among store-based retailers, growth was mainly driven 
by variety stores, such as Daiso, which saw double-digit 
growth. As the economy remains ambiguous, consumers 
are attracted to value-for-money products. In addition, 
high rental costs and diffi  culty in hiring continued to 
bug retailers in Singapore. Th is led to slower growth in 
the number of new retail outlets in 2013.

More international retailers entering suburbs
With an increased number of completed residential projects 
in the suburbs, there has been a rise in the number of sub-
urban malls. Th ese malls provide attractive opportunities 
for retailers to be closer to consumers while reaching out 
to a wider catchment. 

In 2013, more international retailers, which previously 
had a presence only in urban areas, are seen to be opening 
stores in the western suburbs of Singapore. Th ese retailers 
include Robinsons, Kinokuniya, H&M, and Isetan. Th e 
move suggested the signifi cance and popularity of the 
suburban markets.

Internet retailing continues to gain popularity
More grocery and non-grocery retailers are increasingly 
seen to be launching Internet retailing to complement 
in-store sales in an attempt to provide greater convenience 

for consumers. Smaller retailers are also seen tapping into 
online marketplace sites, such as Qoo10 Singapore, to sell 
their products over the Net. 

In addition, with the popularity of smartphones, the 
rising number of technologically-savvy consumers and 
high Internet penetration rate across Singapore, mobile 
Internet retailing grew rapidly in 2013. Aside from these, 
companies also turned to Internet retailing to curb the 
issue of diffi  culty in hiring as consumers are able to read 
up about the product online.

Grocery retailers remain the leading players
Grocery retailers including NTUC Fairprice Co-operative 
Pte Ltd, Dairy Farm International Holdings Ltd, and Sheng 
Siong Supermarket Pte Ltd, remained the dominant players 
in retailing. Th is is attributed to the rapid expansion of stores 
across Singapore, particularly in neighbourhood areas. 

In addition, competition among grocery retailers is 
more consolidated as compared to non-grocery retail-
ers. Department stores Robinson & Co (S) Pte Ltd 
and Takashimaya (Singapore) Pte Ltd led value sales in 
non-grocery retailers due to their long establishment in 
Singapore. Robinsons has a wide portfolio of department 
stores, while Takashimaya is able to constantly attract high-
income local consumers and tourists with its assortment 
of luxury brands.

Consumers to do more research prior to 
purchases
Consumers are expected to do more homework prior to 
purchases, particularly for big ticket items. As Internet 
usage becomes more prevalent in Singapore, consumers 
are able to do research faster and more conveniently. Th ey 
tend to read up on product reviews, 
online forums and sponsored blog posts 
to compare brands and prices across 
similar products. Th is is likely to add 
on to retailers’ pressures to keep selling 
price reasonable amid rising costs.

— Pei Ying Loh
Analyst 

SOUTH KOREA

Mass-merchandising channels 
lead retail industry

Value sales of retailing increased in current terms in 
2013, thanks to mass-merchandising channels during 
an economic downturn. Key premium channels, such as 
department stores, recorded lower growth in 2013 than 
in the previous year as sales were near to stagnating. In 
place of premium channels, discounted outlet villages/
shopping centres and other channels that concentrate 
on mass merchandising led growth of retailing in 2013. 
Internet retailing also helped the entire retail industry to 
record growth due to reasonable pricing by players. 

Government’s restrictive regulations on large 
grocery retailers impact industry 
Th e government’s restrictive regulations seriously aff ected 
the retail industry. Hypermarkets and supermarkets were 
aff ected by regulations regarding operating hours. In 2013, 
convenience stores were also aff ected by new regulations 
regarding opening outlets. To help independent small 
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grocers and food specialist retailers, the government has 
imposed restrictions on players who control a major 
proportion of grocery retailing. Due to their large share of 
sales, the performance of large players after the regulations 
aff ected the entire retail industry in 2013.

Leading players continue to expand into new 
areas
Top-ranked players often have retailing brands within 
several categories. Th e largest player, Lotte Shopping Co, 
performed strongly within hypermarkets, supermarkets, 
department stores, traditional toys and games stores, and 
even warehouse clubs in 2013. E-Mart Co made an entry 
into drugstores in 2013, despite its good performance 
within hypermarkets and supermarkets. Leading players 
are expanding their value shares and the gap between them 
and the minor players continues to grow. 

Retailing set to continue to grow over the 
forecast period 
Value sales of retailing are expected to increase slowly at 
constant 2013 prices over the forecast period. Continuing 
economic uncertainty and mass-merchandising distribu-
tion channels will help to increase sales, as opposed to the 
performance of premium distribution 
channels such as department stores. In 
addition, the movement of consumers 
towards practical and reasonably-priced 
products will strengthen over the 
forecast period due to the amount of 
information available to them. 

— Minji Kim
Analyst 

TAIWAN

Low consumer confi dence 
hampers sales growth

Retailing in Taiwan has posted only a marginally faster 
value growth in 2013. Value growth remained lower than 
2010 and 2011 as low consumer confi dence continued to 
hamper retailers’ eff orts to boost sales. Increased costs of 
living, minimal increase in pay and longer working hours 
have led to fewer people being satisfi ed with the overall 
direction of the country and its economy.

Non-premium international retailers expand 
outlet numbers
A number of international retailers underwent rapid expan-
sion in 2013. Big names such as Ikea, Uniqlo and Costco 
all added to their store numbers. All three companies 
emphasise value, as well as a varying mix of design and 
quality. Costco, in particular, has become an important 
part of many shoppers’ routines and poses a threat to rival 
retailers wherever it establishes a store.

More technology-savvy consumers drive 
non-grocery while shopper experience is 
important for grocery retailing
Smartphones and tablets have fuelled value growth in elec-
tronics and appliance specialist retailers while consumers 
continued to seek ways to enhance their appearance. On 
the other hand, competition among grocery retailers saw 

a move away from further price discounts and towards a 
greater in-store experience for consumers. 

President Chain Store Corp leads innovation 
in retailing focus
President Chain Store Corp is a leading market innovator 
in the retail industry in Taiwan. Th e company has further 
strengthened its market presence in convenience stores. 
Facing outlet numbers which are close to saturation, the 
chain has refocused on an improved shopping environment 
and off erings. Rival chains have followed after the leading 
player and an emphasis on in-store experience continues 
to spread throughout other channels in retailing.

Slower forecast value growth
Constant forecast value growth is expected to be slower 
than constant value growth over the review period. As the 
economy remains uncertain in the forecast period, consum-
ers are expected to be more conscious 
of their spending. In addition, store-
based retailing is reaching the point of 
maturity in Taiwan, thus slowing down 
growth in the forecast period.

— Honey Lim
Analyst

 
THAILAND

2013 another year of 
moderate growth for retailing 

Grocery retailers saw another year of moderate retail value 
growth as well as new outlets being established through-
out the country. Lower-income consumers have stronger 
purchasing power thanks to government policies, namely 
the increase of the minimum wage to Bt300 per day at 
the beginning of 2013, as well as a policy of supporting 
the agricultural sector. Urban families are shrinking, with 
an increasing number of young people moving out of the 
family home into condominiums, supporting growth in 
demand for convenience stores, notably for purchases of 
everyday groceries. Online shopping started to increase in 
popularity thanks to the increasing popularity of smart-
phones and tablets, as well as developed 3G infrastructure 
nationwide. 

Online retailers make aggressive move
Department stores and supermarkets such as Central De-
partment Store, Big C, Tops and Tesco Lotus have actively 
developed and promoted online sales and targeted urban 
consumers. On the other hand, solely Internet retailing 
players such as Lazada saw soaring value sales in 2012. 
Online sales of fashion clothing, new gadgets and acces-
sories tended to receive a very positive response. Social 
media websites such as Facebook, Twitter and YouTube 
became necessary tools that retail players need to develop. 
Applications are becoming increasingly popular, enabling 
retailers to promote their products and exchange messages 
directly with consumers. 

Grocery retailing strengthens while non-
grocery retailing growth is still positive
Grocery retailing moved aggressively in expanding new 
outlets in urban and regional areas. Chain players were 
the key catalyst for growth at the end of the review 
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period. Convenience stores and supermarkets were among 
the top performers, while traditional grocery retailing 
remained positive and saw stable growth. Non-grocery 
retailing continued on a positive path, implementing multi-
channel strategies such as store-based retailing together 
with Internet retailing. Th e new emerging trend in 2013 
was the introduction and promotion of mobile retailing. 

Luxury is in trend
Compared with the budget constraints faced by mass 
consumers, high-end consumers were not impacted by any 
economic circumstances over the review period. Conse-
quently, premium customers are among the top priorities 
of retail players. 

High-end department stores such as Siam Paragon 
entered into cooperative strategies with credit card compa-
nies such as SCB to promote weekend shopping exclusives 
limited to platinum and beyond platinum cardholders, with 
discounts of up to 80% from early morning to noon. At the 
same time, new department stores in Bangkok are moving 
towards high-end luxury-style shopping as seen in the up-
coming projects of Central Embassy and Th e EmQuartier, 
which are expecting to open within the forecast period.

Immediate prospects uncertain for retailing 
in Thailand as political woes plague the 
country
Political troubles have continued to plague Th ailand into 
2014. Disruptions in the form of protests staged peri-
odically have resulted in tourists being less keen to visit, 
particularly Bangkok. With the military coup happening 
towards the end of May this year, much uncertainty remains 
still. Original projections for growth of retail in Th ailand 
may therefore need to be tempered, depending on how the 
situation in the country progresses in the forecast period. 

Assuming that the conditions in Th ailand stabilises, 
it is expected that store-based retailing will continue to 
dominate retail value sales, while non-store retailing will 
see stronger growth in coming years. Th e advent of the 
ASEAN Economic Community next year should bring 
a new dimension in retailing to Th ailand, thanks to the 
entrance of new international chain players, as well as 
seeing new varieties of grocery products 
becoming  widely available. Price com-
petition will become more intense due 
to reductions in tariff  barriers, which 
will push up the  free fl ow of goods to 
Th ailand.

— Warangkana Anuwong
Senior Analyst 

VIETNAM

Retailing records good growth 
in 2013

Th e economy demonstrated a few signs of recovery with 
better GDP growth and infl ation rate control in 2013, 
which factored into the retail market’s positive performance. 
Overall, retailing category achieved a strong double-digit 
growth in 2013. Except for a minority of categories such as 
jewellery and watch specialist retailers which suff er negative 
growth rates, major segments such as supermarkets and 
hypermarkets accomplished good performance.

Internet retailing achieves the highest growth 
rate
Emerging as a novel retailing category, Internet retailing 
achieved rampant growth during the review period. 2013 
saw a deceleration in Internet retailing growth rate. Nev-
ertheless it maintained spectacular double-digit growth. 
Beside the rising popularity of independent consumer-to-
consumer stores, business-to-consumers Internet retailing 
witnessed strong competition among key players in 2013 
with an ambition to increase their sales by exploring the 
potential of Internet retailing market in Vietnam.  

Grocery retailers show better performance 
than non-grocery retailers
While grocery retailing continued to grow with signifi cant 
growth in 2013, non-grocery retail’s growth rate was rather 
humble. Although non-grocery retail’s growth rate was 
still at a moderate level, it showed considerable improve-
ment against the negative 2012 value growth. In 2013, 
non-grocery and grocery almost weighed equally in their 
contribution to the total retail value of retailing. Non-
grocery share in the overall retailing market was rising 
gradually over the review period.

Intense competition between domestic 
players and international players
Since Vietnam joined World Trade Organisation in 2007, 
the competition between domestic players and international 
players has intensifi ed. In 2013, both groups of retailers 
expended eff orts to expand their presence in order to gain 
market share. For example, local player Saigon Union of 
Trading Cooperatives constantly planned to expand their 
network coverage and last year launched a new hypermarket 
chain in partnership with NTUC Fairprice Co-operative. 
As such, in 2013, Saigon Union of Trading Cooperatives 
was successful in maintaining its leading position in retail 
in Vietnam. 

International players also come up tops in Vietnam’s 
retail scene with retailers like Casino Guichard-Perrachon 
SA taking second spot. Th e Lion Group from Malaysia is 
also well established in Vietnam with its Parkson chain of 
department stores. 

Positive prospects for retailing
Vietnam’s economy is expected to further recover over the 
forecast period. Th e real GDP growth rate is expected to 
have better performance. As a result, the retailing industry 
in Vietnam is likely to perform well in 
the future. After very strong growth dur-
ing the review period, grocery retailing 
growth is expected to slow down over 
the forecast period. In contrast, non-
grocery retailing growth will tend to 
accelerate, thanks to the improvement 
of forecast GDP. 

— Adhitya Nugroho
Research Manager

DISCLAIMER: While every effort has been made to ensure the reliability 
and accuracy of information presented in the Retail Asia-Pacifi c Top 500, 
Euromonitor International cannot be held responsible for omissions or 
errors. In some instances, the classifi cation of a fascia may have changed 
from past editions of the Retail Asia-Pacifi c Top 500 due to changes in 
application of outlet type defi nitions, based on feedback received from 
the industry in terms of how these fascias compete in their local markets.
All sales fi gures and sales area have been rounded for ease of review.
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The Retail Asia-Pacifi c Top 500 ranking of the 
leading retailers in the region draws from Eu-
romonitor International’s research and analysis 
of the retail industry around the world.

Research for the 2014 edition was con-
ducted by analysts in 54 countries, including the 
14 Asia-Pacifi c economies featured, in the third 
quarter of 2013. Where full-year 2013 fi gures 
were unavailable from companies and where 
publicly stated fi gures were not to the level of 
detail required in this study, estimates have been 
made based on a variety of sources to produce 
fully relevant, comparable data.

Euromonitor International’s sources for its 
studies of retailing and of specifi c consumer 
product markets are summarised below. The 
gathering of information and opinion, bottom-
up, country by country, is supplemented by 
top-down regional and global analyses and 
modelling. 

Visit www.euromonitor.com for more 
details on Euromonitor International, including 
our research methodology.

For the Retail Asia-Pacifi c Top 500, retailers 
were picked from the following economies:
■ Australia ■ China
■ Hong Kong ■ India
■ Indonesia ■ Japan
■ Malaysia ■ New Zealand
■ The Philippines ■ Singapore
■ South Korea ■ Taiwan
■ Thailand ■ Vietnam
Retailers were selected and ranked based on the 
performance of their fascias in each economy 
— and not the region — for the following 
outlet types:

■ Clothing, footwear & acces-
sories (CFA)
Retail outlets with a primary focus on selling one 
or more of the following categories:
• Clothing
• Footwear
• Fashion accessories (costume jewellery, sun-
glasses, belts, hats, gloves, handbags, scarves).

Sporting brands, such as Adidas, Nike, are 
included if they predominately offer sports 
apparel.

■ Convenience stores (C-stores)
Retail outlets with a primary focus on selling 
food/beverages/tobacco and other groceries. 
These typically have the following charac-
teristics:
• Extended opening hours
• Located in residential neighbourhoods
• Range includes two or more of the following 
product categories: Audio-visual goods (for 
sale or rent), take-away food (ready-made 
sandwiches, rolls or hot food), newspapers or 
magazines, cut fl owers or pot plants, greet-
ings cards.
Include forecourt retailers.

■ Department stores (Dept stores)
Retailers with a sales area normally from 
2,500sqm, with a primary focus on selling a range 
of non-food/drink/tobacco merchandise across 
several categories in different departments. 
These departments include several of the 

following:
• Clothing and footwear
• Beauty
• Home furniture and furnishings
• Leisure and personal goods, travel goods
• Electronics and appliances
• Toys and games
• Giftware
• Grocery

■ Hardline stores
Includes furniture and homewares stores, 
home improvement and gardening stores, and 
electronics and appliance specialist retailers. 

■ Health & beauty stores
Retail outlets with a primary focus on selling one 
or more of the following categories:
• Prescription-bound medicines 
• OTC healthcare
• Cosmetics and toiletries
• Household care products
• Disposable paper products
• Nutritionals
• Medical and orthopaedic goods

■ Hypermarkets
Include stores with a sales area of over 2,500sqm, 
and with a primary focus on selling food/bever-
ages/tobacco and other groceries. Hypermarkets 
also sell a range of non-grocery merchandise.

■ Media products stores 
Retail outlets specialising in the sale of recorded 
music, fi lms, video games (including hardware), 
books, journals and magazines or a combination 
of these, including digital downloads.

■ Sports goods stores
Retail outlets with a primary focus on selling one 
or more of the following categories:
• Sports apparel and equipment 
• Outdoor pursuits apparel and equipment
• Bicycles and cycling accessories

■ Supermarkets
Retail outlets with a selling space of between 
400sqm and 2,500sqm and with a primary 
focus on selling food/beverages/tobacco and 
other groceries. Supermarkets may also sell a 
selection of non-groceries.

■ Others
Include warehouse clubs and retail outlets 

specialising in food/drink/tobacco, toys and 
games, jewellery, watches, other leisure and 
personal goods, and so on.

■ Review period
This refers to the fi ve-year period from 2009 to 
2013 inclusive.

■ Forecast period
This refers to the fi ve-year period from 2014 to 
2018 inclusive.
The following data types are presented for the 
Retail Asia-Pacifi c Top 500:
• Retail sales value (excluding sales tax)
• Value sales generated (excluding sales tax) 
from the sale of new and used goods to the 
general public for personal or household con-
sumption from retail outlets, kiosks and stalls. 
Excludes revenues generated from services (For 
example, banking, insurance, telecoms services) 
and by specialist retailers of motor vehicles, 
motorcycles, vehicle parts, fuel, foodservice, 
rental and hire, wholesalers, cash and carry 
outlets, and so on.

■ Retail sales area
Also known as selling space, this refers to the 
space within a retail store used for trading and 
includes sales fl oor, changing rooms, checkouts, 
areas behind counters and so on. Space allocated 
to warehousing, offi ces and car parks is excluded.

■ Outlets
Fixed business units that are used principally 
for retailing, that is selling consumer goods to 
the general public.

■ Internet retailing
Internet retailing includes sales generated 
through pure e-commerce websites and through 
sites operated by store-based retailers. Sales data 
is attributed to the country where the consumer 
is based, rather than where the retailer is based. 
Also includes orders placed through the Web for 
which payment is then made through a store 
card, an online credit account subsequent to 
delivery or on delivery of the product. This pay-
ment may be by any mode of payment including 
postal cheque, direct debit, standing order or 
other banking tools. Includes m-commerce where 
consumers use smartphones or tablets to connect 
to Internet and purchase the goods online. ra

About the Retail Asia-Pacifi c Top 500 
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 MARKET ANALYSIS

China’s connected consumers

THE online and smartphone market for luxury goods in 
China is growing rapidly, yet many global brands are fail-
ing to capitalise on this boom.

Th at is one of the striking conclusions in a recent 
survey, China’s Connected Consumers, produced by KPMG 
in partnership with Glamour Sales, an Asian fl ash retailer 
of luxury brands, and Mogujie, an online marketplace 
platform for young female shoppers in China.

Th e report, based on a survey of 10,200 consumers in 
China, found that 70% use PCs to buy or research luxury 
products every day and 60% use smartphones. Th ree out 
of four shoppers buy online to save money while 55% 
want to save time. Outside the big cities, many brands are 
not available in brick-and-mortar stores, so consumers go 
online to enjoy greater choice. 

Th e most sought-after luxury goods online are cosmet-
ics (bought by 53% of shoppers), women’s shoes (39%) 
and women’s apparel (36%). Th e average amount shop-
pers spent on their most recent online luxury purchase 
was US$230.

Nick Debnam, chairman, Asia-Pacifi c Region, 
Consumer Markets, KPMG in China, says that, despite 
growing online demand for luxury, “many have been 
reluctant to embrace online strategies because so much of 
the brand is about the experience of going into shops to 

learn about the brand’s heritage.”
Th ibault Villet, chief exe-

cutive offi  cer and co-founder of 
Glamour Sales, estimates that only 
fi ve of the top 60 brands in China 
operate their own online sites. 
“Th ey have been late with their 
online strategy because they have 
focused on expanding their brick-
and-mortar network and many 
brands did not anticipate how 
quickly Chinese consumers would 
shift to online purchasing.” 

Th is is starting to change, 
Debnam says, as consumer spend-
ing through PCs and smartphones 
expands. By 2020, China’s 
e-commerce market is predicted to 
be larger than those of the US, the 

UK, Germany and Japan combined.
Companies looking to position luxury brands online 

need to be aware, Debnam says, of the power of the big 
marketplace platforms and the need to cater for opinion-
forming bloggers in social media. For example, Mogujie 
has built an e-community in which customers and key 
opinion leaders (KOLs) share their product experiences, 
which will be overlaid with a platform so shoppers can 
buy.

China has largely bypassed landlines, so consumers 
have migrated straight to mobile platforms. Debnam says: 
“Companies now create online stores for smartphones and 
then adapt them for websites.” Th is strategy is paying off  
for Glamour Sales, which expects 50% of its business to 
be derived from smartphones by the end of this year.

Debnam warns that brands should not underestimate 
the sway celebrity-bloggers hold over consumers. Chinese 
online retailers have become savvy about monitoring 
opinion leaders who will become even more infl uential 
with apps such as WeChat looking to integrate social 
media with e-commerce.

China’s luxury goods market is growing. Increasingly 
convenient and aff ordable delivery will help put 
e-commerce at the heart of that growth. Faced with such a 
signifi cant opportunity — and domestic sellers cement-
ing their positions — can foreign luxury brands aff ord to 
maintain a cautious approach?

Some of the top trends that are highlighted include:
• Th e rise of the smartphone: Mobile take-up is 

strong in China because the country has skipped out 
the adoption of the fi xed line. As China’s economy has 
rapidly expanded over the past few years, consumers have 

With online retailers’ sales of luxury goods booming in China, why have so 
many famous brands been slow to develop online strategies and engage with 
social media?

KPMG’s Nick Debnam: 
Many have been 
reluctant to embrace 
online strategies 
because so much of 
the brand is about the 
experience of going 
into shops to learn 
about the brand’s 
heritage.

• Continued on page 66
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 MARKET ANALYSIS

Supply-chain management 
strategies across Asia

THE capability of the logistics industry across Asia varies 
quite signifi cantly; however, it is predominately far from 
mature where the capability of logistics services provided 
does not meet market expectations. In some major mar-
kets, there are no national logistics carriers, poor quality 
cold-chain facilities and specialised freight-handling capa-
bility is virtually non-existent. Many 3PLs have restricted 
operating licences, thereby products require multiple 
product hand-off s across operators which drives cost 
ineffi  ciency and service lead time delays. Th e industry is 
supported by millions of sub-contractors and frequently, 
the 3PLs hand over a majority of their contracted loads 
to low-cost, high-risk operators.

At the same time, within Asia there are diff erent 
market segments that require customised logistics net-
work structures to provide more targeted services for key 
customers. Other than price/margin, alternative meth-
ods are needed to gain certainty and quality of service.  
Furthermore, navigating infrastructure and cross-border 
challenges (varying product standards and customs 
requirements, for instance) means that “getting last mile 
delivery right” is a continued focus for FMCG compa-
nies, retailers and service providers within Asia. 

Trends impacting Asian supply chains
Th e above changes and complexities impact heavily on 
the supply chain.

With the growth in cross-border sourcing of raw 
materials and fi nished products, we see that Asian supply 
chains are being extended further and further. Th erefore, 
the distance that each product travels is being extended 
and last mile delivery is becoming far more complex. 
Th ere are more opportunities for issues to arise given the 
multiple hand-off  points within the supply chain and the 
greater exposure to developing logistics practices given 
the developing status of the Asian logistics industry. As 
we see these new sources and types of product com-

ing into many Asian countries (from cross border), this 
creates new supply-chain issues, such as quality control, 
traceability and management of product contamination.

New service providers continue to emerge within 
Asia but they have inexperienced practices and often take 
short cuts as they struggle to be competitive against the 
major players. As new types of products (luxury goods, 
tech innovation, unique items, among others) enter the 
market, they require customised logistics services which 
typically increase the overall cost of delivery and also 
expose customers to inexperienced handling and delivery 

Asia is now the biggest market for consumers in the world and continues to 
experience social and economic development at a great rate. In this article, we 
will review emerging trends that directly impact the supply chains of the FMCG 
and Pharma industries.  

“Attracting and retaining 
high-quality talent in Asia 
with specifi c supply-chain 
management skills, cross-
functional knowledge and 
broader regional/global 
vision will be a critical 
element for the future 
success of managing 
supply-chains, yet the 
regional specialist talent 
pool is quite shallow.”

• Continued on next page
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techniques, causing higher damage rates, poorer delivery 
service levels and so on.

Impact of trends on supply-chain 
management
Th ere is an increasing complexity associated with handling 
many of the new products that are entering Asia and when 
combined with a lack of access to sales/product fl ow data, 
it increases the diffi  culty of forming accurate demand 
forecasts. Th erefore, the ability to establish meaningful 
sales targets is quite diffi  cult and often lacks alignment 
with market reality. 

Additionally, companies that want to improve 
supply-chain responsiveness and customer service require 
increased supply-chain visibility and collaboration with 
their trading partners, but this is also limited by a lack of 
access to the accurate sales/product fl ow data.

As many companies operating in Asia lack such 
accurate demand forecasts, they tend to push product 
into the distribution network but not always to the right 
demand locations. Th e consistent result of this ineff ective 
practice is that the inventory held within the network does 
not always align to market demand and can cause excess 
inventory to build up within the network, thus causing 
lower inventory turns. Th is, in turn, transforms into higher 
working capital invested and excessive supply chain fi nance 
costs.

Attracting and retaining high-quality talent in Asia 
with specifi c supply-chain management skills, cross-

functional knowledge and broader regional/global vision 
will be a critical element for the future success of managing 
supply-chains, yet the regional specialist talent pool is quite 
shallow. 

To help make the most of supply-chain intelligence 
gathered within the Asian market, companies can also 
adopt more innovative technologies, such as statistical 
decision-making tools and technologies that enable 
effi  cient supply-chain processes.

Extended Sales & Operations Planning (S&OP), as 
a collaborative planning platform approach, is a growing 
technique in Asia that is being used to help to improve 
inventory management, lower supply-chain fi nancial 
costs, and to establish enterprise visibility throughout 
the extended supply chain. S&OP can help to provide 
increased forecast accuracy and a better guide to distribute 
the “right inventory to the right destinations/market 
segments.” 

Establishing strategic partnerships with multiple 
suppliers/distributors is also a key to realising improved 
supply-chain visibility and collaboration. Closer 
relationship with their supply-chain partners allows 
companies to maximise responsiveness and enable 
‘Demand-Driven’ supply chains, which are ultimately 
more effi  cient and eff ective. ra

Peter Liddell 
Asia-Pacifi c Head of Supply Chain, 
Sourcing & Procurement
KPMG China
peter.liddell@kpmg.com

• Continued from page 64

China’s consumers leapfrogging to mobile

• Continued from previous page

migrated straight to mobile platforms. Without the legacy 
of traditional media channels, consumers have leapfrogged 
straight to mobile. Th is has created the perfect storm in 
China — via social media, payments and take-up of other 
devices.

Th e survey fi nds that 70% of respondents use their 
desktop every day in order to purchase items or search for 
information on luxury products, while 60% said they use 
their smartphones.

• Rising amounts spent online: Th e survey also high-
lights greater confi dence in online channels across all age 
groups, including higher transaction amounts when pur-
chasing online. Th e data shows that the average amount 
spent by respondents on their last item was RMB1,515 
while 17% of the respondents said they had last purchased 
an item online of at least RMB2,000.

Refl ecting their earning power, online shoppers in 
tier-one cities tended to spend higher amounts when pur-
chasing online; on average RMB1,640 versus RMB1,350 
in lower tier cities.

• A shift from cash on delivery: Th e survey also notes 
a shift from cash-on-delivery to a greater use of online 
payment mechanisms. Banks have traditionally been slow 
to adopt online payments and the subsequent opportuni-
ties. However, they now increasingly want to move up the 

value chain to get closer to the consumers because they 
see incremental benefi ts from doing so, as the number of 
consumers they target increases.

• Th e rise of social media: Th e use of social media 
channels in China has exploded, with many consumers 
turning to celebrities, infl uential bloggers and also their 
individual online communities for directions and pointers 
on what to purchase. Social media plays an important 
role as it enables brands to interact with both existing and 
potential consumers. Th e report notes that brands need 
to be able to fully integrate social media as part of their 
overall strategy in China.

• Women are an important target market: Th e 
survey also fi nds a signifi cant gender diff erence on spend. 
Men are more likely to spend on high-end luxury items 
for status reasons; however, a larger number of women are 
buying luxury items online and their total spend is also 
higher.

• Challenges for online businesses: Some 78% of 
respondents highlighted concerns about the authenticity 
of products bought online. Additionally, 48% indicated 
they were concerned that products they received would be 
dissimilar to the ones displayed online. Some respondents 
(51%) expressed concerns about product sizes, while oth-
ers highlighted infrastructure and logistical issues.

Th e full report, China’s Connected Consumers, can be 
downloaded from www.kpmg.com/cn. ra
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Key fi ndings of the KPMG Global 
Consumer Industry Survey
LAST month, KPMG conducted a survey jointly with 
the Consumer Goods Forum, and received responses 
from 469 senior leaders of the world’s largest consumer 
companies who told us which industry trends were 
most important to their corporate strategies this year. 

In the study, the retailers and FMCG executives 
surveyed were clearly aff ected by the transformative im-
pact that data and data-related issues are having on their 
companies and the industry. Data analytics was rated 
as being of high importance to 56% of the companies, 
and data security was rated high by 47%. Further, 40% 
of all executives said the importance of data overall was 
critical.

Cleary, as the amount of data being collected by 
companies rises, so does its importance on the executive 
agenda.

We then dug deeper to ask how those trends are 
impacting their companies and industries and what 
opportunities and threats they expect them to present. 
Furthermore, how prepared are they and their compa-
nies to respond? And what capabilities and strategies are 
they investing in to ensure success? 

Not surprisingly, the business areas the executives 
said were most critical to their strategy this year were: 

• Data analytics and security; 
• Digital engagement;
• Supply chain; 
• Global expansion; and 
• Corporate responsibility.
In today’s ever-evolving and dynamically chang-

ing consumer sector, traditional business models and 
customer segments can no longer be taken for granted. 
Technology has blurred the lines and created an indus-

try that is open for business anytime, anywhere and 
any way the customer prefers to shop. Th e possibilities 
for eff ectively identifying and engaging consumers are 
limited only by imagination, and each advance in new 
technology brings excitement and anticipation of a 
brighter future for the consumer industry.

In our survey, 54% of the companies said digital 
strategy was very important to them this year and 29% 
said it was critical. Th e CEOs and retailers were especially 
concerned, with 61% of CEOs and 56% of retailers 
being most likely to rank digital as their top concern.

Many companies, realising that consumer data is 
the foundation of an eff ective omnichannel strategy, are 
doing amazing things around predictive data modelling 
to forecast their customers’ behaviours and preferences 
throughout the entire shopping cycle. Th is has even ena-
bled them to market products and services to potential 
customers before the customers themselves even know 
they have a need.

 Amazon was recently awarded a patent for “anticipa-
tory package shipping” which, if it works, will enable 
them to deliver packages faster than ever. Th e algorithm 
behind it can predict customers’ next orders based on 
their past behaviour and current trends, enabling Ama-
zon to ship partially addressed packages to their city until 
they actually place the order.

In 2014, a top priority for retailers will be to link 

“Retailers and FMCG 
executives surveyed were 
clearly affected by the 
transformative impact 
that data and data-related 
issues are having on 
their companies and the 
industry. Data analytics 
was rated as being of high 
importance to 56% of the 
companies.”
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the data obtained through online and offl  ine channels to 
develop comprehensive and useful customer profi les and 
targeting strategies.

Tesco is a great example of a company that collects 
and uses data to inform their entire supply chain. Th eir 
Clubcard loyalty card, used by half of all British house-
holds, tracks millions of transactions per day, enabling 
Tesco to build a comprehensive picture of their custom-
ers, their preferences and their shopping habits.

But data analysis does not stop at the marketing 
department. By sharing sales data with their suppliers, 
they drive effi  ciency in everything from managing inven-
tory levels to optimising truck load deliveries — and in a 
company that moves 32 million cases of food per week, 
it is easy to see the benefi ts. And not one to keep all the 
benefi ts of data to themselves, Tesco’s newest smartphone 
app provides customers with the fastest route around any 
Tesco store, based on their personal shopping lists.

Tesco’s inventory cost savings through data analyt-
ics is not the only benefi t of using technology and data 
to track and manage inventory. As consumers increas-
ingly shop across channels, total visibility and agility of 
inventory will be critical for companies to meet their 
expectations for real-time data. 

GPS and RFID are now more commonly used to 

“Many companies, realising that consumer data is the 
foundation of an effective omnichannel strategy, are 
doing amazing things around predictive data modelling 
to forecast their customers’ behaviours and preferences 
throughout the entire shopping cycle.”

track and protect inventory, and we’ll start to see it 
used more for automated checkout. Th e key to these 
technologies’ potential in inventory management will 
be in the integration of the two to track items in real 
time throughout the supply chain, and move products 
across geographies to meet demand and fi ll orders more 
effi  ciently.

And with the proliferation of smart object technol-
ogy — otherwise known as the “Internet of Th ings” — it 
would not be long before consumer companies are able 
to easily track products even after they leave the store. 
Th is insight into precisely how and when their products 
are being used will further enable companies to tailor 
marketing messages according to a customer’s anticipated 
needs. Evian’s talented new fridge magnet, for example, 
notifi es the customer when their stock of bottled water 
is running low, and then uses Wi-Fi to notify their local 
water-delivery service to replenish their supply. ra

George Svinos
Asia-Pacifi c Head of Retail
Consumer Markets
KPMG Australia
gsvinos@kpmg.com.au
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Data Analytics: From promise to profi t
THE mountain of information retailers are accumulat-
ing is about to pay big dividends. But to harness the 
true power of big data, crunching the numbers is less 
signifi cant than strategic vision. With the amount of 
stored information growing four times as fast as the world 
economy — and the processing power of computers nine 
times faster — the most striking aspect of big data is its 
sheer scale. 

Yet for consumer brands, suppliers and retailers, the 
quest to realise the immense promise of data analytics
does not begin with zettabytes, software packages or 
organograms depicting real — or imagined — fl ows of 
information; it starts with a spot of self-analysis.  

Edge Zarrella, partner and lead for Data and Analytics 
at KPMG in China, says: “It’s not all about the numbers 
behind the strategy; it’s about the strategy behind the 
numbers. You need to understand the key drivers of value 
in your business, make sure you have a clear line of sight 
between data and your strategic priorities and make sure 
you have the processes you need to convert data into 
actionable insight.”

Big data is an urgent challenge but the temptation 
to act now and discuss later should be resisted. Under-
standing your priorities is crucial if you are to achieve the 
requisite return on investment. 

George Svinos, head of retail for KPMG in the Asia 
Pacifi c region, says: “What some companies are struggling 
with is proving there is a cause and eff ect in any measure-
able way. If you invest in new data — or new analytics 
capabilities — to launch a discounted promotion to a 
particular customer segment, how do you know that you 
wouldn’t have sold to those same customers anyway?”

In the retail industry, which has invested billions in 
customer relationship management systems and powerful 
data warehouses, complacent executives may assume they 
have data covered. Not so, Zarrella cautions: “Companies 
like Google, Facebook and Amazon already know more 
about most companies’ customers than they do them-
selves. Th e only thing you can be certain of is that doing 
nothing is not an option. You have to up the ante to win 
market share.” 

In the retail sector, big data is often reductively seen 
as relating to the kind of consumer metrics luxury goods 
brand Burberry has developed. Programmes such as 
Customer 360 — a data-driven shopping experience that 
invites customers to digitally share their buying history, 
shopping preferences, Twitter posts and fashion phobias 
— harness powerful data platforms to analyse and deliver 
that information to sales staff  via their tablet computers. 
Such schemes have already proved their value, but Zarrella 
says there is far more to big data than getting to know 
your customer.

KPMG’s research has identifi ed three types of analyt-
ics that companies focus on, and in each area, big data 
could make a crucial diff erence: 

Core analytics
Amazon has relied on analytics that support the organisa-

tion’s core purpose — and its culture of metrics — to 
achieve its growth targets. “Successful companies in 
this area,” Zarrella says, “recognise that analytics is not 
just about driving profi ts but helping monitor trends 
internally and externally, which helps them stay ahead of 
customers, suppliers and their competitors. So, for exam-
ple, if you’re doing sentiment analysis on social media, 
you might identify a trend six months before your rivals 
and steal a march on them.”

Ancillary analytics
Some activities are not core to the business, but still need 
to be monitored — and can be improved. Here the focus 
is not on being the best but on having adequate capabil-
ity. Even so, data can still yield dividends. By sharpening 
its understanding of ancillary analytics, Heineken has 
been able to reduce the number of vendors it uses by 
a factor of 10. Better insight into its vendors has also 
translated into major improvements in its contractual 
arrangements with them.

Remedial analytics
Big data is not always driven by the need to seize an op-
portunity. When the worst happens, companies need to 
quickly and accurately understand what went wrong and 
how to rectify it. Zarrella says: “Our research indicates 
organisations that take a disciplined approach to the key 
areas of analytics are likely to bounce back much more 
rapidly from disaster.”

All these kinds of analytics are critical to long-term 
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success yet they will aff ect each organisation diff erently. 
Th e questions may be similar: Where would big data be a 
game-changer for the business? What supportive process, 
policies and structures will be needed? What expertise 
will add the most value when aligned to your business 
objectives? But the answers certainly would not be.

For some, the immediate 
value may reside in reducing churn in a critical sector 
of the workforce. For others, it may be about analys-
ing why the ratio of fl oor traffi  c to sales varies so much 
between stores. One upscale US retailer has used big data 
to analyse key data points (sell-through rates, out-of-
stocks, price promotions) at the product or stock-keeping 
unit level at a particular time and location, developing 
thousands of scenarios to assess the probability of selling 
a product — so it can optimise assortments by location, 
time and probability. A US retail bank monitors social 
media activities to identify at-risk customers. One large 
consumer products company, analysing related-party 
payments by contractors and third parties, identifi ed over 
US$30 million of erroneous checks and payments over 
an 18-month period.

Th ere is a lot of hype around big data. Technology 
critic Evgeny Morozov recently quipped: “If you have a 
trove of unpublishable papers, just add the words ‘Big 
data’ and see them go viral.” Yet, Zarrella says: “Big data 
will be one of the essential management tools of the 
21st century.” Indeed, various studies into the potential 
impact of big data have concluded that analytics could 
improve retailers’ margins by anywhere from 40-60%, 
far from insignifi cant in an industry where margins are 
constantly under pressure.

Big data describes vast quantities of raw, digital data 
that test the ability of existing software and manage-
ment tools to manage and analyse data so massive that it 
is hard to know what it can tell you and what it cannot 
— and what value it might bring to the business. Svinos 
says: “Until recently, advances in digital technology have 
meant that our capacity to collect data has exceeded our 
ability to use it profi tability. Th at is starting to change.” 

Many companies are already realising the latent 
competitive advantage in mining the data they already 
own (or can access). One major US retailer, which moved 
from spreadsheets to big data in three years, credits its 

investment in analytics for a 10% 
increase in store sales. Other retailers 
believe that in a world where consum-
ers are tracked in-store as closely as on 
websites, and consumer personalisa-
tion is becoming exponentially more 
sophisticated, big data could help 
them solve the enduring conundrum 
that is the omnichannel. Th is convic-
tion may explain why US retailers 
spent US$2 billion on business 
intelligence and US$9.4 billion on 
infrastructure in 2013.

To succeed, business leaders 
need to realise that putting analyt-
ics at the heart of their business is 
not the same as becoming a slave to 
data. Svinos says: “Not everything 
that succeeds in business is based on 

what you have done before. A successful product will 
not necessarily predict the next successful product. But 
this kind of analytics is an essential component of sound 
decision-making.” Take away the hype, the software and 
the technology, and you could argue that big data is just 
evidence-based management elevated to the nth degree.

To do this, companies need expertise. Hal Varian, 
Google’s chief economist, says: “Data is so widely avail-
able and strategically important that the scarce thing is 
the knowledge to extract wisdom from it.”

Th e interaction between managers and data scientists 
is critical. Historically, companies ask a question and 
collect data to answer it. With big data, it’s the other 
way around. Th e data is being collected and it’s up to 
you — and your data scientists — to know what to ask. 
Th e challenge for data scientists is how they present their 
fi ndings and make their assumptions clear. Th e challenge 
for managers is to intelligently interrogate the fi ndings 
and not fi xate on the precision of the data or suggest that 
the best solution is to ask for some more data.

“Being able to ask why, rather than spending more 
time demanding to know more, is likely to deliver genu-
ine insights that can be acted upon,” says Zarrella. 

Hiring data scientists and investing in software do 
not, by themselves, create an information-led organisa-
tion. You also need a new attitude towards IT. Many 
managers at retailers perceive IT as a back-offi  ce function 
— in other words, a large cost centre  — whereas with big 
data, it needs to become the engine of business growth. 

Successful companies make analytics an enterprise-
wide, strategic priority; identify whether they have the 
appropriate governance, operating competency and 
process models to make the best use of the investment; 
and act to ensure they have the mechanisms to deliver 

the right information to the right 
managers. ra

Egidio Zarrella
Partner, Clients & Innovation,
Head of Data & Analytics
KPMG China
egidio.zarrella@kpmg.com
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Vinexpo taps Asia’s 
growing appetite for 
wine & spirits
VINEXPO Asia-Pacifi c, the premier 
wine and spirits expo, returned to Hong 
Kong last month and broke new records 
in both the number of exhibitors and 
visitors.

As many as 1,300 exhibitors took 
part, comfortably outnumbering the 
1,000 who participated in the biennial 
expo in 2012. Th e show also counted 
approximately 16,800 visitors from 
across Asia-Pacifi c.

To accommodate the tremendous 
growth this year, the showcase from 
May 27-29 occupied 50% more fl oor 
space — extending over 15,000sqm of 
stand area in two halls at the Hong Kong 
Convention and Exhibition Centre.

More than 20 wine-producing 
nations from France, Italy and Spain to 
‘New World’ wine and spirit producers 
from Australia, Chile, South Africa, the 
US, New Zealand, Japan and Mexico 
were represented. 

Among the exhibitors, both Italy and 
Spain notably expanded their presence 
at this year’s Vinexpo Asia-Pacifi c. Italy 
doubled its exhibition space, with the 
Italian “ICE” pavilion and a larger area 
for the country’s diff erent wine-growing 
regions. 

With an explosion of Spanish tapas 
and wine bars in Asia, Spain trebled 
its showcase area, with three regional 
pavilions representing Rioja, La Mancha 
and Castilla-La-Mancha, and Catalan 
producer Codorniu.

Bubbling with anticipation, 
champagne producers at the show 
included Billecart-Salmon, Bollinger, 
Laurent-Perrier, Lanson International 
Diff usion, Moutard and Devaux, 
Henriot, Drappier, Bruno Paillard and 
Palmer & Co.

Prestigious spirits distillers such 
as Luding Trade, American Beverage 
Marketers and Russian Distiller 
exhibited alongside renowned French 
cognac houses such as Godet, Menuet 
and Ferrand, Château du Breuil 
Armagnac and many others.

With a great selection of wine 
exhibitors present this year, the show 
catered well to the more than 16,000 

27-29 May 2014
Hong Kong Convention and Exhibition Centre

Hong Kong
www.asiapacifi c.vinexpo.com

travel retail decision-makers, importers, 
distributors and major purchasers who 
set a new record in the number of 
industry professionals attending Vinexpo 
Asia-Pacifi c. At the 2012 show, there 
were 15,000 visitors.

Exclusive tastings
For those participants who sought 
scholarly wine advice, world-acclaimed 
Masters of Wine, tasters, economists, 
sommeliers and oenologists were ready 
to discuss the latest industry trends and 
tastes at the wide range of conferences 
and tastings at the Vinexpo Asia-Pacifi c 
Academy.

Master classes included prestigious 
tastings of French wines, along 
with spotlights on South African, 
Portuguese, Chilean and Spanish wines, 
and numerous spirits-based events. 

Shop window
Since launching in Hong Kong in 1998, 
Vinexpo Asia-Pacifi c has become a shop 
window to the region for the world’s 
wine and spirits professionals.

In the fi ve years since the Hong 
Kong government cancelled import 
duty on wines in 2008, Hong Kong 
wine imports have practically doubled, 
reaching a total value of €316.3 million 
(US$529.6 million) in 2012. Much of 
this has been for re-exporting regionally.

“Hong Kong has become an 
essential cog in the wheels of trade 
and distribution of wine throughout 
Asia-Pacifi c — so exhibitors know that 
at Vinexpo Asia-Pacifi c, they are visible 
at the heart of the region’s market,” said 
Guillaume Deglise, CEO of Vinexpo 
Asia-Pacifi c.

“While the expo is obviously a 
way of gaining direct access to China, 
it also raises profi les in the emerging 
markets of South-east Asia. Bear in 
mind that 40% of wine consumed 
in Asia is outside China. Th e region 
also accounts for 61.5% of the world’s 
spirits consumption.” Deglise added 
that all these factors contributed to the 
resounding success of Vinexpo Asia-
Pacifi c. ra

Master classes included prestigious tastings 
of French wines, along with spotlights on 
South African, Portuguese, Chilean and 
Spanish wines, and numerous spirits-based 
events. 

Since launching in Hong Kong in 1998, 
Vinexpo Asia-Pacifi c has become a shop 
window to the region for the world’s wine 
and spirits professionals.

As many as 1,300 exhibitors took part, 
comfortably outnumbering the 1,000 who 
participated in the biennial expo in 2012.
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National Hardware Show
with new sales categories
FOR nearly 70 years,the US National 
Hardware Show, like the industry it 
serves around the world, has undergone 
tremendous changes. Early on, there were 
no home centres, no discount stores, no 
Internet. In the US, there were hundreds 
of wholesalers, but none making billions 
of dollars in sales. Th ere were no whole-
saler-affi  liated stores backed by national 
advertising such as Ace or True Value. 
Th ere was no Home Depot or Walmart in 
the US, no OBI, Leroy Merlin or Bauhaus 
in Europe, no B&Q in the UK or Bun-
nings in Australia.

Th at was then. Th e National 
Hardware Show (NHS) made its 69th 
comeback last month and, like the mar-
kets it serves, was vastly diff erent. Most 
importantly, it introduced new categories 
off ering the industry new sales opportuni-
ties. From its foundation of hardware and 
tools, the NHS has evolved into 15 shows 
focusing on a wide range of products, from 
pet supplies to energy-effi  cient products.

It also has become a truly international 
show, with exhibitors from around the 
world as well as buyers from everywhere. 
International registrations exceeded 4,800 
and came from 123 countries.

With more than 2,500 exhibitors, the 
show management worked hard to make 
this year’s show easy to shop for the more 
than 30,000 buyers who came from all 
over the world — Europe, South America 
and Asia — for the three-day event.

For buyer convenience, exhibitors 
were identifi ed into categories: Building 
Products; Farm & Ranch, Hardware & 
Tools, Homewares, Paint & Accesso-
ries, Lawn, Garden & Outdoor Living, 
Storage & Organisation and Plumbing 
& Electrical, as well as Energy Effi  cient 
and Made in the USA speciality areas 
and product displays. Exhibitors included 
veteran small and big brands as well as 
some 500 new vendors.

Th e New Products section made it es-
pecially easy for buyers to seek new items, 
even from an Inventor’s Spotlight on items 
just coming to market. For those seeking 
low-cost products or other new-to-market 
items, the International Sourcing area 
made available products from more than 
50 countries.  

Th is year it added the new category, 
“Emergency Preparedness & Disaster 

6-8 May 2014
Las Vegas Convention Center

Las Vegas Nevada, USA
www.nationalhardwareshow.com

Recovery”. Last year, show organisers 
watched as regions of North America 
and other parts of the world were hit by 
storms, fl oods and power outages, and 
realised buyers needed a single source of 
products that merchants could supply to 
their communities for necessary survival 
and recovery. Some of the companies 
exhibiting in this category included 
Absorbent Specialty Products, Adventure 
Medical Kits, Aquamira Technologies Inc, 
Biocide Labs, Briggs & Stratton, CSA US 
Corp, Eton Corp, Shield Fire Protection, 
Statgear and Swiss+Tech Products.

One retailer said: “Th e National 
Hardware Show opens doors to new 
opportunities. Th e chance to review 
merchandise in an environment without 
placing orders is refreshing, and the ability 
to preview products from outside the US 
opens our eyes to what is produced glob-
ally.”

For global companies, the NHS 
off ered opportunities to meet with inter-
national customers and potentially strike 
up global partnerships. Black&Decker, for 
example, was one of several big brands that 
returned as an exhibitor. 

Working with the North American 
Retail Hardware Association, NHS off ered 
buyers as well as vendors an opportunity 
to gain industry insights from an extensive 
line-up of intimate breakout sessions off  
the show fl oor to allow attendees to speak 
candidly on topics that mattered the most 
to them.

Because hardline retailers are so 
dependent upon homeowners for DIY 
tasks, one session was devoted to a discus-
sion of today’s homeowners who are vastly 
diff erent than in earlier decades. Panellists 
stressed that they are looking for a lifestyle 
when making a home purchase and noted 
how much they value customer engage-
ment at the retail level.

“A lot of retailers, wholesalers and 
distributors still have a traditional view of 
who’s buying homes today, but the profi le 
of the traditional home buyer is changing,” 
noted Jaime Koch, managing editor of 
Hardware Retailing and panel moderator. 
“Homeowners are very dynamic and very 
diff erent in today’s environment — they’re 
fl ippers, investors and family members 
purchasing together.” ra

— Report by Bob Vereen

New Product World, a separate area, made 
it easy for buyers to locate and evaluate 
new products.

A glimpse of show traffi c.

Educational sessions, ranging from 
presentations to panel discussions, were 
conducted by the North American Retail 
Hardware Association.
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Much verve among
department store leaders
 THE 4th Global Department Store 
Summit (GDSS) staged last month in 
Singapore was hailed a success. Held in 
Asia for the fi rst time, the conference 
was attended by 356 retail executives 
and stakeholders from 46 countries, 
including leaders from 56 department 
stores. During the two-day event, top 
retail industry fi gures shared their views 
and strategies on ‘Capturing the Retail 
Revolution’.

Revealing insights were given by 
18 expert retailers and panellists on 
burning industry issues, including ways 
to embrace the opportunities provided 
by changing customer behaviours, new 
advances in digital media, omnichannel, 
big data and customer analysis. 

In the fi rst session focusing on 
Investing into Retailing, speakers Foo 
Tiang Sooi, CEO of Tangs (Singapore), 
David Spooner, vice-president of sales 
& marketing of Banyan Tree Hotels 

& Resorts (Singapore), John Cheh, 
vice-chairman & CEO of Esquel Group 
(Hong Kong) and Philippe Schaus, 
chairman & CEO of DFS Group (Hong 
Kong) shared their companies’ strate-
gies on responding to shifts in consumer 
behaviour and expectations.

In other insightful sessions, retail 
leaders shared candidly on topics rang-
ing from leadership in a digital era to 
adopting new technologies and how to 
adapt to the multi-lifestyle customer.

At the GDSS event, Selfridges was 
voted ‘Best Department Store in the 
World’ for the third consecutive time. 
Th e runners-up were Macy’s (USA) and 
Breuninger (Germany).

Th e Global Department Store Sum-
mit was staged by IGDS which will 
organise its next international event, 
the World Department Store Forum 
(WDSF), on 23-24 April 2015 in 
Rome. ra

8-9 May 2014
Pan Pacifi c Hotel 

Singapore
www.dssummit2014.org

At the GDSS event, Selfridges was voted 
‘Best Department Store in the World’ for the 
third consecutive time.
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Singapore’s homegrown Japanese food 
group kickstarts expansion mission
RE&S ENTERPRISES, Singapore’s 
homegrown Japanese food specialist, 
announced plans for a major expansion 
programme as it opened a new purpose-
built facility in Singapore last month.

At the offi  cial opening of the seven-
storey RE&S building, Hiroshi Tatara, 
president of RE&S Enterprises, said the 
new facility provided the “perfect spring-
board for a new era of growth”. 

Established in Singapore in 1988 on 
the back of a single restaurant, RE&S 
currently operates 60 Japanese restau-
rants and stores in the region, under 
18 distinct brands, and records annual 
revenues of more than S$130 million 
(US$103.6 million).

Th e new RE&S building houses a 
highly mechanised and automated cen-
tral kitchen, which includes Singapore’s 
fi rst fully-automated rice and tamago 
lines and an in-house food laboratory.

Th e kitchens of RE&S currently 
produce almost fi ve tonnes of food per 
day to support the company’s restaurant 
network which includes unique concepts 
such as Kuishin Bo — Singapore’s 
authentic Japanese buff et restaurant, 
Shimbashi Soba — handmade soba 
noodles, and Men-ichi, which off ers 
authentic ramen.

Occupying 60,000sqf of the 
10,000sqf facility, the kitchens have a 
capacity to scale up to 30,000 tonnes 
of food production per day to meet the 
company’s ambitious growth plans.

“Th is new facility fully supports our 
aim to push the current boundaries of 
productivity and innovation to increase 
revenue from the current S$130 million 
per year to S$500 million per year over 
the medium term,” said Tatara. 

“And while we will continue to 
expand throughout Singapore, regional 
and international expansion is very much 
on the agenda,” he added.

RE&S also aims to increase the 
number of customers it serves yearly, 
from the present seven million to 40 
million by 2018.

Tatara also highlighted RE&S’ 26-
year track record of innovation and a 
commitment to further explore produc-
tivity initiatives.

At the RE&S Central Kitchen, a 

team of 15 product development master 
chefs oversees kitchen operations and 
undertakes research to create new food 
products.

More than S$5 million has been 
invested in kitchen equipment with the 
latest food-processing technology.

Th e Central Kitchen is equipped 
with 14 automated food processing lines 
for fresh food, vegetables, meat and 
seafood, pastries and baked goods and 
for food packing.

RE&S said it is the fi rst F&B 
company in Singapore to trial “proton 
freezing”, a technology that uses electro-
magnetic waves to freeze water molecules 
in such a way as to preserve the taste and 
texture of food.

Th e RE&S procurement offi  ce, based 
in Osaka, Japan, sources the freshest 
catch of the day along with seasonal 
produce for same-day air transport to 
Singapore, three times a week.

Other ingredients are sourced from 
neighbouring countries to reduce the 
company’s carbon footprint. Almost 
70% of fruit and vegetables is sourced 
from Malaysia. Buckwheat, a key ingre-
dient for soba noodles, is sourced from 
Tasmania, which has the ideal climate 
for buckwheat.

RE&S chefs inspect all foods for 
quality and ensure all imports have a 
certifi cate of origin.

To overcome the manpower short-
age, RE&S aggressively drives produc-
tivity improvement programmes, fi rst 
through the re-engineering of processes, 
and also in supply-chain integration. It 
has implemented specifi c productivity 
improvement software which has enabled 
the company to achieve nearly 1,400 
manhour savings per month.

Talent development is a key priority 
too, and RE&S is working closely with 
SPRING Singapore on several pro-
grammes to develop its staff . ra

The new RE&S building houses a highly 
mechanised and automated central kitchen 

which includes Singapore’s fi rst fully-
automated rice and tamago lines and an 

in-house food laboratory.

RE&S Enterprises’ Hiroshi Tatara:  While 
we will continue to expand throughout 
Singapore, regional and international 
expansion is very much on the agenda.
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Food catering group 
launches new brand

NEO GROUP LIMITED, a leading 
food catering group in Singapore, is 
expanding its business with the launch of 
a new product range. Under the brand 
name “Best Catering”, NEO Group will 
cater to the mass market with tingkat 
services and economical buff ets.

Neo Kiah Kiat, founder, chairman 
and CEO of the group, said the launch of 
the new brand is in line with the group’s 
aim to cater to wider customer segments. 
“We are always looking to create new 
menus and concepts to capture a fuller 
spectrum of the market segment — from 
mass to mid to upper-mid markets.

 “Daily meal deliveries or tingkat 
services and economical buff ets will be 
covered by Best Catering, a new brand 
that we’ve created. With [the addition of 
the new brand], we have now broadened 
our income stream, further entrenching 
ourselves in a growing market segment of 
busy working families who still want to 
come back to fresh home-cooked meals 
and well-catered food for all occasions.”

Th e new brand is NEO Group’s 
fourth brand. All four brands — Neo 
Garden Catering, Orange Clove, Deli 
Hub and Best Catering — supply 
buff ets spanning a wide variety of styles 
and prices, to suit a diverse range of 
occasions, from private to corporate to 
community functions. 

Th e NEO Group was ranked by 
Euromonitor as the No.1 events caterer 
in Singapore for 2011. Established since 
1992, the group is involved in the food 
catering, food retail, and food and cater-
ing supplies businesses.

For the food retail business, the 
group operates a chain of 22 umisushi 
outlets across Singapore and one licensed 
outlet in Jakarta, Indonesia. It serves 
quality Japanese food at aff ordable prices 

at convenient locations.
To support the logistics needs of its 

food catering and food retail businesses, 
the group’s food and catering supplies 
business sources for ingredients and 
materials directly from manufacturers 
and distributors. It also supplies ingredi-
ents and Japanese food products to third 
parties.

NEO Group’s launch of its new 
brand comes on the back of its an-
nouncement of record revenue and net 
profi t performance for FY2014, which 
ended January 31 this year.

For FY2014, the group achieved a 
111.9% rise in net profi t. Revenue rose 
by 25.6% to hit a record S$52.4 million 
(US$41.8 million), driven mainly by the 
food catering business. 

Revenue from food catering grew 
by 27% in FY2014 to S$39 million. 
Th e food retail business also did well, 
recording a 15.6% increase in revenue to 
S$12.7 million.

Neo attributed the “sterling perfor-
mance” to the strong branding of the 
NEO Group and also a productivity 
boost, resulting from the implementation 
of measures to enhance the group’s overall 
operational effi  ciency, and a highly eff ec-
tive cost-management system.

On the retail front, the NEO Group 
is on track for further growth. Last 
month, it announced the expansion of its 
network of umisushi outlets in Singapore 
with the opening of the 24th outlet. 

Th e group also plans to launch new 
stores and new concepts this year to 
increase its market share in Singapore 
and overseas. It will introduce two 
concept restaurants — the issho izakaya, 
a Japanese drinking and dining concept 
establishment, and the Nanami Udon 
restaurant. ra

tna acquires 
FOODesign to 
broaden food 
processing 
THE tna group, a global supplier of 
integrated food packaging solutions, 
has acquired FOODesign, which makes 
fryers and cookers for food-processing 
plants, and plans to open an offi  ce in 
Asia soon. Th e acquisition expands tna’s 
portfolio to off er food manufacturers a 
choice of processing solutions. 

Located in Oregon, USA, 
FOODesign brings more than 20 years 
of experience in design, installation and 
service for total food-processing plants 
to tna. Alongside its existing portfolio of 
cutting-edge packaging, seasoning and 
weighing equipment, tna now off ers a 
variety of FOODesign fryers and cook-
ers, including world-leading kettle batch 
fryers and continuous fryers as well as 
baking and toasting ovens, and specialty 
roasting equipment. 

 Commenting on the expansion, 
Michael Green, managing director at 
tna, said: “With FOODesign provid-
ing equipment to many of the top 100 
food processing companies in the world, 
the acquisition gives tna access to all 
the necessary skills, networks, market 
knowledge and relationships to provide 
customers with a new choice in pro-
cessing equipment — from fryers and 
feed systems through to packaging and 
controls.”

Joseph Mistretta, president of 
FOODesign, said up to now, its business 
primarily focused on North America 
but joining tna instantly “opens up a 
wealth of opportunities, giving us access 
to a global and extensive sales network, 
and maximising our ability to service 
our international customer base more 
eff ectively.” ra 

The NEO Group 
was ranked by 
Euromonitor as the 
No.1 events caterer 
in Singapore for 
2011. Established 
since 1992, the 
group is involved in 
the food catering, 
food retail, and 
food and catering 
supplies businesses.

Alf Taylor (right), CEO of tna and Joseph 
Mistretta, president of FOODesign, shaking 
hands on the deal.
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Climate and politics make food 
markets volatile: FAO
WEATHER conditions in various coun-
tries and political tensions in the Black 
Sea region have made food markets more 
volatile, said the FAO. 

In its fi rst major forecast for 
2014, the United Nations Food and 
Agriculture Organisation (FAO) noted 
a fall of 2.4% in global cereal produc-
tion from the 2013 record, even though 
global output is still expected to be 
the second largest ever. Th e FAO put 
global cereal production at 2,458 million 
tonnes (including milled rice), and said 
the decline is likely to be more pro-
nounced for coarse grains. 

Inventory levels remain fairly good, 
according to the biannual FAO Outlook 
which provides information on the 
short-term market situation and outlook 
for major foodstuff s. 

Meanwhile, lower pricing and El 
Niño weather conditions may keep 
world rice production lower this year, 
especially in Asia, according to the FAO.

Australian vegetable industry urged to innovate
AUSTRALIA lags behind the rest of 
the world in the race to meet global 
consumer demand for novel vegetable 
products. On average, less than 2% 
of products containing vegetables 
launched globally are released in 
Australia.

Th is is according to the latest 
Project Harvest consumer reports re-
leased by AUSVEG, Australia’s leading 
horticulture body representing 9,000 
vegetable and potato growers.

“Th e relatively low number of 
new vegetable product launches in 
Australia indicates that there is an 
opportunity for vegetable growers to 
fi nd new ways of getting their vegeta-
bles to consumers,” said Tim Shue, 
AUSVEG’s spokesperson. 

“New product types may help 
relieve pressures placed on growers by 
retailers. Vegetables that don’t make 
the grade could be transformed into 
brand-new products rather than going 
to waste,” said Shue. 

Green bean ice-cream, instant 

pumpkin desserts, yoghurts and chips 
containing vegetable products and 
vegetable garden cream cheeses are 
just a handful of the thousands of new 
products recently launched overseas.

“Creativity, lateral thinking and 
an active engagement with global 
experts in produce innovation could 
help industry access new domestic and 
international markets,” said Shue.

“While the fresh market may 
remain the focus for Australia, other 
countries throughout Asia, Europe 
and the US have been investing in 
novel vegetable products, and this 
indicates that there are defi nitely mar-
kets out there,” added Shue.

AUSVEG has organised a forum 
this month to discuss vegetable 
product innovation. Th e Produce 
Innovation Seminar will hear from 
industry fi gures from the US and 
Europe in product innovation and 
sensory science. ra 

AUSVEG has organised a forum in June 
to discuss vegetable product innovation. 
The Produce Innovation Seminar will 
hear from industry fi gures from the US 
and Europe in product innovation and 
sensory science.

In Th ailand, a softening of producer 
prices could be the main factor leading 
to a contraction in rice planting and 
production. “While production may be 
lower, international trade could expand 
to record levels in 2014, sustained by 
ample supplies in exporting countries 
and increased purchases by traditional 
importers like Bangladesh, Indonesia and 
the Philippines.”

Th e FAO projected meat and milk 
production to grow this year, with 
global meat production expected to grow 
modestly to 311.8 million tonnes, an 
increase of 1.1% over 2013. Developing 
countries are mainly behind the rising 
global demand.  

Milk trade is forecast to rise 1.8%, 
reaching 69 million tonnes, and driven 
primarily by increasing demand from 
Asia.

Th e economic recovery in tradi-
tional markets such as the US and the 
European Union is boosting overall 

demand for fi sh and fi shery products, 
along with interest from emerging 
economies like Brazil and Mexico, said 
the FAO. Th is demand, coupled with 
supply shortages for a number of farmed 
and wild species, has boosted overall 
price levels. ra

According to FAO, weather conditions in 
various countries and political tensions 
in the Black Sea region have made food 
markets more volatile.
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Fast-food spending in India doubles, 
creating new market opportunities
THE national annual spend on fast-
food restaurants in India’s second- and 
third-tier cities has doubled, thanks 
to consumers’ needs for convenience, 
increased appetite, an insatiable hunger 
for international food, and exposure to 
global media and cuisine.

Th e spend has increased from 
Rs2,500 (US$42.50) to Rs5,200 — a 
growth of 108% on fast-food restaurants 
in the past two years, revealed the  latest 
study of the Associated Chambers 
of Commerce and Industry of India 
(Assocham).

India’s Quick Service Restaurant 
(QSR) market has remained largely 
unaff ected by the economic slowdown 
and touched nearly around 50 billion 
from  35 billion rupees last year, 
according to an Assocham recent 
paper on Indian fast-food market new 
destination: Tier II & III cities.

Th e report said the trend is propelled 
by factors such as the changing economic 
and demographic profi les of consumers 
in India, exposure to international brands 
and consumers being far more aware 

Olam to set up 
cocoa plant in 
Indonesia
OLAM INTERNATIONAL, one of 
the world’s major cocoa traders, plans to 
invest US$61 million to build a cocoa-
processing plant in Indonesia, its fi rst in 
Asia, where chocolate demand is rising.

Th e plant, Olam’s fi fth cocoa facility, 
will have initial annual grinding capac-
ity of 60,000 tonnes, producing cocoa 
butter, cake and high-quality powders 
from beans grown in Indonesia and west 
Africa, Olam said in a statement.

Olam is following other commod-
ity giants which have built grinding 
operations in Indonesia, the world’s 
third-biggest cocoa producer, after the 
Jakarta government introduced a bean 
export tax.

Cargill, which is Olam’s bigger rival, 
recently commissioned a 70,000-tonne 
processing plant in Indonesia, with 
commercial production starting in the 
third-quarter. ra 

of global trends. “Considering a large 
portion of customers are youth, this 
remains a key growth driver too,” said D 
S Rawat, secretary general of Assocham.

With increased competition and cost 
of operations in the metros and Tier 1 
cities, a number of second- and third-tier 
cities may off er better growth prospects 

India’s packaged bottled water industry 
is currently valued at Rs60 billion.

Thirst for bottled water in India
A RISE in health awareness, increase in 
tourism and availability of bottled water 
have boosted the growth of the packaged 
bottled water industry in India. 

Today, Indians are consuming more 
than 20 litres of bottled water per person 
per year, compared to just 4-5 litres in 
the late 1990s, according to research by 
ValueNotes.

India’s packaged bottled water in-
dustry is currently valued at Rs60 billion 
(approximately US$1 billion) and has 
been growing at about 15% for the past 
three years. ValueNotes estimates that 
the industry will be worth approximately 
Rs160 billion by FY2018, growing at 
CAGR of 22%.

Packaged drinking water, which 
holds about 85% of the market, is wit-
nessing strong growth due to various fac-
tors such as changes in lifestyle, increase 
in Foreign Tourist Arrivals (FTAs) and 
health awareness. Natural mineral water 
on the other hand, which falls under the 

premium water segment and is primarily 
consumed by the urban residents owing 
to its high cost, will witness growth that 
will be restricted to consumers in the 
cities.

Th e industry is currently domi-
nated by fi ve players, including Bisleri, 
PepsiCo, Coca-Cola, Dhariwal and Parle. 
But these companies are struggling to 
penetrate into smaller cities and towns 
due to poor infrastructure. Th erefore, 
the opportunity exists for small regional 
players to build a presence in this mar-
kets, said the ValueNotes report. ra 

Consumers’ needs for convenience, increased appetite, an insatiable hunger for international 
food and exposure to global media and cuisine, have caused fast-food spending to double in 
India.

for players across sectors, said Rawat.
Th e growth in nuclear families, 

particularly in urban India, exposure to 
global media and western cuisine and an 
increasing number of women joining the 
workforce have had an impact on eating 
out trends and the popularity of fast 
food. ra 
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T
he signs are as clear as daylight. 
Th e post-war baby boomers are 
living longer and staying more 
active. Th ey are working longer 

and pushing retirement age to beyond 65 
years. Th ey are wealthier and spend on 
travel and dining experiences. 

According to World Population 
Ageing, 2009, United Nations Report on 
Economic and Social Aff airs, the “over-60” 
group grew from 200 million in 1950 to 
600 million in 2000, to 800 million in 
2013, and will reach two billion in 2050.

On the other hand, birth rates are 
declining. According to the United Na-
tions Population Division, World Fertility 
Patterns, 2009, the global fertility rates 
from 1970 to 2010 declined from 4.7 to 
2.6. As a consequence, the fastest-grow-
ing consumer segment is the maturing 
customers. Are Asian retailers, especially 
retail pharmacy, ready to serve them well?

I think Asian retailers have an op-
portunity to serve this market segment 
if they focus on appropriate services and 
customer experiences.

Get insights
Today’s retailers need to be able to profi le 
their core customers, diagnose and 
anticipate their needs in order to off er 
diff erentiated retail solutions that make 
their lives better. Th is proposition will 
keep the cash register ringing.

Instead of retail stores, think retail 
services. When retailers think of services, 
they think about who they should serve 
and how to serve well. In terms of ageing 
population, retailers need to understand 
the unique needs of maturing customers 
so that they can eliminate their cur-
rent “workarounds”. “Workarounds” 
refer to customers’ quick fi x solutions to 
overcome their current challenges on a 
temporary basis.  

Some of the current challenges faced 
by maturing customers are inaccessibility 
to store locations due to distance, inabil-
ity to navigate large store size, reach for 
displays, read fi ne print on product pack-
aging, dim lighting, lack of resting areas 
and retail employees who lack empathic 
understanding of maturing customers.  

While maturing customers seek as-

Are retailers ready to serve
maturing customers?

Dr Lynda Wee
CEO
Bootstrap pte ltd

sistance, they do not want to be treated 
as “old” or “elderly”. Th e new segment 
of maturing customers diff ers from the 
traditional idea of “senior citizens”. Th ey 
are educated, equipped with work experi-
ence, own smartphones, use the Internet 
and are planning to live long, active lives 
instead of slowing down. During their 
free time, they read widely, online and 
offl  ine.

Th eir behavioural patterns show that 
they prefer to shop near their homes and 
during off -peak hours. Th ey do not buy 
many but they buy better quality prod-
ucts. Th ey look for brands that they trust.  

Address the 3Cs
Map the current maturing custom-
ers’ journey and identify their joy and 
pain points. Use these as inspirations to 
generate innovative solutions. Delivering 
personalised value-added services in a 
convenient and comfortable location is 
key to winning over maturing customers.

Maturing customers are challenged 
by 3Cs: Commuting, carrying and 
climbing. For ease in commuting, why 
not off er transportation services for a 
small group of maturing customers living 
in the same area? Arrange a shuttle bus 
to fetch them to the mall and home on 
the same day. Th e visit allows them to 
fi ll up their medical prescriptions, visit 
their doctors, get their blood pressure 
checked, and shop for groceries.

For carrying, assist them with load-
ing and unloading of their purchases 
from the stores to their homes or off er 
home delivery services.

For climbing, ensure that the path 
is wide enough for a maturing customer 
with wheelchair, walker or electric shop-
ping cart. Th is applies to areas such as 
car park, car drop-off , supermarket aisle, 
fi tting room, rest room and cashier area. 

Provide product information display 
in larger font and use brighter lights for 
ease of reading. Eye-level display is most 
important as they may be limited in 
stretching. For bottom shelves display, 
off er small and light seats where they can 
sit and browse. Off er seats next to the 
queue at the cashier.

Why not position shopping as a 
regular physical activity for keeping fi t? 
Off er the mall as an exercise venue for 
morning walks in the quiet hours before 
the stores open. After exercising, they 
can stay on for breakfast and shopping.

Play up the socialisation factor. Ma-
turing customers prefer familiar places 
and faces. Achieve smiles per square foot 
and naturally, sales per square foot will 
follow. Hire active and interactive matur-
ing customers as employees too. 

Off er personal shopper services to 
run errands or provide reminder calls 
to check if they are short on anything, 
especially prescription items. Entice 
them to get out of their homes to seek 
new experiences, meet new people or 
learn about what’s new via events such as 
‘try-and-buy’ and ‘meet-the-experts’. 

Instead of having pharmacists stand 
behind a wall or counter, let them be on 
the shop fl oor where the customers are, 
thereby improving interaction.

For product selection, learning from 
how diners pair their wine with their 
food, retailers can off er health-pairing 
products since maturing customers 
are more likely to spend on food and 
over-the-counter health products. Off er 
special needs patients the opportunity 
to shop with an in-house pharmacist or 
specialist for groceries and meal planning 
advice that are compatible with their diet 
requirements.

We live in a society that is constantly 
changing. It is no longer business as 
usual. Retailers need to think diff erently. 
Th e maturing customers segment is fast 
becoming a huge market. Retailers need 
to prepare their manpower to engage and 
serve this emerging market 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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THE Plantronics BackBeat FIT is a wireless 
stereo headphones solution designed for 
those with an active lifestyle. Custom-
built for use while on the go, BackBeat FIT 
combines comfort, fi t and stability with 
audio excellence.

Connecting to devices wirelessly via 
Bluetooth, the small, lightweight BackBeat 
FIT lets users focus on fi tness and enjoy 
their music, providing superior stereo 
performance and eliminating the distraction 
of tangled cords. Plantronics boasts that 
its fl exible design provides a comfortable, 
secure fi t whatever the user’s activity level.

“More than half of people who exercise 
make music an essential part of their 
workout. Along with superior sound and the 
ability to take and make calls, BackBeat FIT 
incorporates an all-new, incredibly stable 
and comfortable design along with a 
host of safety features,”says Greg 
Miller, senior category manager for 
stereo with Plantronics.

In a recent survey (Google 
Consumer Survey, Workout 
With Music, September 
2013), 40% of respondents 
felt safety features were 
extremely important while 
exercising at night. BackBeat 
FIT provides consumers with bright 
colours and refl ective materials on 

PLANTRONICS: The workout partner

LARGE retailers in the South-east Asia 
market are losing millions of dollars in 
profi t each year due to poorly designed box 
cutters that damage their goods, according 
to documented studies conducted by ADCO 
Industries and its distributor Stream Peak 
International Pte Ltd. 

ADCO says its studies provide evidence 
that a minimum of 0.5% of all retail 
merchandise is damaged by a box knife, 
resulting in loss of profi t for retailers. 
“Retailers are plagued with the same 
problem — box cutters are designed 
strictly to cut boxes, and don’t take into 
consideration that there is expensive 
product inside!” says Mike Davis, vice-
president of ADCO. 

“The blade’s over-penetration through 
the box compensates for anomalies such as 
crushed, overloaded or damaged boxes, and 
this ensures a clean cut. But the problem is, 
if the stocker fails to cut above or below the 
contents inside the box, the product will be 
damaged.”

Davis says the tools on the market, 
prior to the ADCO Easy Cut line of cutters, 
put the responsibility to prevent damage 
squarely on the stockers. The box cutter 

ADCO Elite Easy Cut 1500

nd and the 
ckBeat FIT
y stable 
th a
g 
or 

ht 
n

the headband and armband/
carrying case to increase 

visibility and add an 
element of safety when 
exercising in the early 
morning, evening or 
night hours. 

Additionally, the eartip 
has been specially designed 

to allow exercisers to hear 
environmental sounds, so 

users can remain aware of potential hazards 
in their surroundings. BackBeat FIT packs 
power for up to eight hours of listening 
time. 

Available in two vibrant colours, Lime 
Burst and Electric Blue, BackBeat FIT with 
two-in-one armband/carrying case is sold at 
SRP S$219 (US$175.1), inclusive of GST. It is 
available at Apple stores and the electronics 
counters of major department and chain 
stores. ra

itself provides minimal value 
to prevent product damage.

“And that’s just the way 
it’s always been, and nobody 
has ever questioned it. [But] 
this is a costly problem in the 
retail world, and we decided 
to do something about it.” 

The patented Elite Easy 
Cut 1500 recently released by 
ADCO and sold in South-
east Asia by Stream Peak 
International is marketed as 
“the ultimate in box cutter 
technology that eliminates 
box cutter problems for 
retailers”. 

Easy Cut 1500 allows 
any stocker, regardless of 
experience or whether he 
cuts above or below the product, to open 
any box without damaging the product 
inside. 

“The Easy Cut blade actually penetrates 
through the cardboard box and can touch 
the product inside without damage,” says 
Davis. What makes this possible is a precisely 
engineered blade setting and a spring blade 

retraction system that automatically retracts 
the blade when not in use.

Easy Cut has also proven to increase 
productivity by as much as 20%, claims 
Davis. The cutter requires half the energy to 
cut boxes, while the blade lasts longer than 
standard blades. ra
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2014
 CALENDAR

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

June 10-13
FMI Connect       
The global food retail experience.
McCormick Place, Chicago Illinois, USA
Food Marketing Institute (FMI)
www.fmiconnect.net

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

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

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

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

June 25-28
FOOD TAIPEI    
The 24th Taipei International Food Show
TWTC Nangang Exhibition Hall
Taiwan External Trade Development Council 
(TAITRA)
www.foodtaipei.com.tw

July

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

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

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

2014
August

August 3-6
ASDLV   
Bringing together a wide variety of merchandise in 
one effi cient consumer good trade show.
Las Vegas Convention Center, Las Vegas, USA
ASD Las Vegas
www.asdonline.com

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

September

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

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

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

October

October 14-16
SHANGHAI BRAND LICENSING 
HALL 2014
The largest event on licensing in Asia by display 
space.
Shanghai New International Expo Center
China Toy & Juvenile Products Association
www.chinalicensingexpo.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

November

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