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O
mni-channel retailing is not a fad and it will not fade away into 
cyberspace as consumers today are technology savvy. Some younger 
ones are digital natives and they use their smartphones or tablets 
to search for product information, compare prices and check social 

media for reviews before making any purchase.

With smartphones and other mobile devices becoming ubiquitous, online 
shopping is going to be the new normal, even in Asia. In fact, investment bank 
UBS is predicting that in South-east Asia alone, online spending will amount 
to US$35 billion by 2020.

Th is being the case, what must retailers in the region do to survive?

“Brick-and-mortar retailers must adapt and innovate to this new dynamic 
or risk being obsolete,” says Terry O’Connor, Group CEO, Courts Asia, 
maintaining that retailers today should create an omni-channel experience for 
customers, allowing them to glide seamlessly between online and offl  ine.

“Retailers with physical stores have the necessary resources and 
infrastructure to integrate online with the shopping experience, thus distinctly 
diff erentiating themselves from pure-play online retailer,” adds O’Connor (See 
article on Page 30).

O2O generally stands for ‘Online to Offl  ine’ but it can also be ‘Offl  ine to 
Online’. For a start, traditional retailers can woo time-poverty consumers with  
‘Click & Collect’ services as they can use their network of stores as collection 
centres. Convenience and proximity are just two important factors to take into 
consideration when going O2O.

What are the other factors that retailers need to focus on when going 
omni-channel? How do you ensure your physical 

stores stay relevant and matter most in the new 
retail environment? And while leveraging 
innovative technologies is important, one must 
not neglect humanware. How do you turn 
your employees from order-takers to brand 

advocates?

For some practical advice and food for 
thought, check out the article on  ‘Making 

Stores Matter’ (Page 49).

Happy reading … and may 2015 be a 
better, brighter year for one and all.

Omni-channel retailing 
here to stay 

Andrew Yeo
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 ONE VIEWPOINT

T
he year has begun on a 
somewhat unpropitious note for 
the global economy.  Prognoses 
for world economic outlook 

came tumbling down into gloom again as 
world expert organisations further shaved 
down their global growth forecasts. 

Th e World Bank fi red the fi rst salvo. 
In mid-January, it trimmed its global 
growth forecast for this year and the 
next. Following suit a week later, the 
International Monetary Bank (IMF) 
lowered its forecast with a cut that was 
its steepest since 2012. Th e cause cited 
for the bleak prospects: Dismal economic 
outlook in the Eurozone, Japan and a 
number of emerging economies. 

Not unexpectedly, the dreary global 
outlook has had sombre prospects for 
Asian economies — they were now 

As early as mid-January, the World Bank 
trimmed its global growth forecast for 
this year and the next. 

The dreary global outlook has had 
sombre prospects for Asian economies — 
they were expected to grow at lacklustre 
pace for 2015. 

Given the potentially savage 
headwinds in the offi ng, Asian retailers 
obviously face tough and uncertain times 
ahead again. Are there some bright spots 
amidst the dark clouds that they can 
leverage? 
 

Steven HL Goh
Executive Chairman

Retail Asia

Global economy turning gloomy ...

What bright spots 
can Asian retailers 
hope to fi nd?

expected to grow at lacklustre pace 
for 2015. Given the potentially savage 
economic headwinds in the offi  ng, Asian 
consumer markets are in renewed jitters. 
Asian retailers in turn face tough and 
uncertain times ahead again. Are there 
bright spots that they can leverage? What 
can they do to safeguard themselves? 

How grim is the projected 
economic landscape?
Th e World Bank fi rst forecast 2015 
world GDP growth to be 3.4% in 
June last year in its twice-yearly Global 
Economic Prospects report. On January 
13 this year, it trimmed its 2015 forecast 
down to 3%. And for 2016, the bank 
shaved down its growth prediction to 
3.3% from its June forecast of 3.5%. 

On January 20, the IMF similary 
lowered its GDP growth in its latest 
World Economic Outlook report. Its 
growth projections for 2015 and 2016 
were cut to 3.5% and 3.7% respectively 
— a signifi cant 0.3% points cut — one 
that was said to be the severest cut since 
2012.  

Asian economies would collectively 
continue to grow at more robust pace 
than the global average. However, 
economic analysts are of the view that 
Asia’s growth rate would be generally 
lacklustre compared with those routinely 
chalked up a couple of years ago. 

Th e world’s second largest 
economic powerhouse, China, would 
be a major restraint on Asia’s economic 
performance. 

According to a recent Reuters 
quarterly global economic outlook, 

Findings in PwC’s recent 18th Annual Global 
CEO Survey were an interesting case in point. 
The survey found fewer CEOs than last year 
who thought global economic growth would 
improve over the next 12 months.  
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for businesses involved in the industry 
and economies that are net oil exporters. 
However, for many others around the 
world, it has the heartening eff ect of 
rapidly cooling infl ation. And, falling 
prices have given some countries a much 
needed window to reform their energy 
subsidies and taxes.

Finally, business CEOs’ sentiments. 
While sentiments have generally 
remained subdued, there are glimpses of 
guarded optimism for business this year 
among CEOs. Findings in PwC’s recent 
18th Annual Global CEO Survey were 
an interesting case in point. Th e survey 
found fewer CEOs than last year who 
thought global economic growth would 
improve over the next 12 months.  

However and quite signifi cantly, 
confi dence among polled CEOs in their 
ability to achieve revenue growth in 
their own companies remained stable.  
PwC found that CEOs in ASEAN 
were “the most optimistic about the 
global economy with 49% anticipating 
improvement, followed by Asia-Pacifi c 
(45%), the Middle East (44%), and 
North America (37%).” 

What can Asian retailers do? 
Despite the daunting economic 
outlook, there exist considerable upside 
opportunities for Asian retailers in the 
year. Th ere are quite a number of things 
they can do.

E-commerce is one huge 
opportunity. In Asia-Pacifi c, the overall 
B2C e-commerce market has almost 
doubled from US$300 billion to 
$525 billion the past two years. Even 
with growth expected to slow in 2015 
globally, e-commerce sales are projected 
to soar by 17.7% to $1.77 trillion 
worldwide. Asia-Pacifi c is expected to 
make up the lion’s share at $680 billion.

Omni-channel retailing is another 
opportunity. Last year, retailers had 
increasingly ventured into this format.  
Th is year, market watchers anticipate 
stores to exploit omni-channel retailing 
further and continue to find ways to 
bridge the gap between offline and 
digital channels.  

Customer loyalty presents another 
great opportunity for retailers. Th is 
year, retailers would have prospects to  
deliver more imaginative programmes 
to reward and incentivise shoppers. Th e 
loyalty strategy of the future will reward 
shoppers for their engagement, rather 
than just purchases. ra
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China’s growth rate is generally expected 
to slow further to 7% this year from 
7.4% in 2014, reined back by weak 
lending and a housing slump. Analysts 
believes the slowdown refl ected the 
welcome decision by the Chinese 
authorities to reorient the economy 
towards consumption and away from the 
real estate sector and shadow banking. 
Th e concern, especially to Asian retailers, 
is whether China’s consumption would 
grow much anytime soon.

So, where are the bright 
spots, if any?
Unfortuanately, there is no clear-cut 
bright spots. Th ere are some reasonably 
cheerful ones — but they are often 
tempered with detractions.

Firstly, there is the US economy. 
It seems to have fi nally shirked off  its 
doldrums and shown continual strength 
in its recovery. Th e US economic growth 
rate is expected to jump impressively 
from the earlier 3.1% forecast to 3.6% 
now for 2015. It is the lone bright spot 
in an otherwise drab scenario of the 
world’s major economies. Admittedly, by 
itself it may not able to lift up the entire 
global economy. However, being the 
world’s largest economy, it does have the 
clout to exert some positive impact on 
the other economies across the world.

Next is the dramatic stimulus plan 
to revitalise the troubled Eurozone 
economy. On January 22, the European 
Central Bank (ECB) announced a 
whopping trillion euros quantitative 
easing (QE) programme — that would 
buy 60 billion euros of sovereign bonds 
and private securities each month from 
March through to September 2016. 
Immediate reaction to the plan was 
mixed.  

Billionaire investor George Soros 
reportedly gave a “damning verdict”, 
warning that it would create bubbles in 
the region’s asset markets. Forbes-Europe 
ran a stark headline saying that “ECB’s 
€1 trillion QE will not solve Eurozone’s 
growth and infl ation problems”. 
However, the plan was by and large well 
received by investors as major European 
indices rose, while the Euro reached 
an 11-year low with respect to the US 
dollar.  

Th en, there is the drop in oil prices. 
Global crude oil prices have plummeted 
a staggering 60% since June last year. 
Th is again is a double-edged sword. Th e 
drastic price slump is obviously bad news 

re
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 NEWS REPORT

Asia’s third-largest economy, India, showed positive growth last year, sparking hope 
of a retail boom under the helm of the country’s new Prime Minister, Narendra Modi.
Shirish Nadkarni reports.

Retail to boom in Modi’s India

AS India capped its second straight 
year with below 5% growth last year, 
the hopes of reviving Asia’s third-largest 
economy rested largely on the shoulders 
of one man — Narendra Modi, the 
country’s new Prime Minister. 

From the common man to domes-
tic and foreign investors, and business 
tycoons, they all share the belief that the 
charismatic leader has the magic wand 
to reverse the poor spell on the country’s 
economy. However, the task for the new 
leader will not be an easy one. 

Modi inherits an economy with 
weak growth, persistently high infl ation-
ary pressures amid rising food prices, 
infrastructure bottlenecks, and elevated 
interest rates.

India’s economy grew by 4.7% in 
fi scal 2013-14, while industrial output 
shrank in the closing weeks of the fi nan-
cial year.

Amidst the pressure to revive 
growth, there is a compelling need to 
repair government fi nances to regain the 
confi dence of foreign investors and rat-
ing agencies that have been warning of 
downgrades. 

Is this too much to expect from one 
man? 

Yes, there are a lot of expectations 
on Narendra Modi and the BJP-led 
National Democratic Alliance (NDA) 
government as investors’ hope that a 
change in guard may help turn around 
the fortunes of a slowing economy.

Modi is committed to ushering in 
strong economic and structural reforms 
to boost manufacturing and exports, 
remove infrastructure deadlocks and 
attract robust foreign investment to ac-
celerate economic growth.

Modi’s elevation to the top offi  ce in 
the land has coincided with a substantial 
easing of global petroleum prices that 
have brought down infl ation to much 
more manageable levels.

Higher levels of disposable income 
and reduced food costs have combined 
to fuel a retail boom across the spec-
trum.

Th e complex Indian retail sector is 

one that could benefi t from fresh policy 
initiatives aimed at liberalisation. It is 
very diff erent from that of developed 
countries, divided as it is into organised 
and unorganised sectors.

Th e organised retail market refers to 
trading activities carried out by licensed 
retailers, as also those registered for 
sales tax, income tax, for example. Th e 
organised retailers include corporate-
funded supermarkets and retail chains, 
and privately owned gigantic retail 
businesses. 

On the other hand, the unorganised 
retail market refers to the traditional 
players of low-cost retailing, for example, 
the local kirana shops, owner-manned, 
mom-n-pop general stores, paan/beedi 
shops, convenience stores, handcart and 
pavement vendors, and so on.

Unorganised retailing remains the 
predominant form of trade in India, con-
stituting almost 92% of total trade in the 
retail market today, although its market 
share has shrunk from an estimated 98% 
at the start of the new millennium.

Analysts estimate that the retail mar-
ket in India, currently worth US$500 
billion, will grow to US$1.3 trillion by 
2018. Organised retail is expected to 
increase at a gallop, and reach 25% of 
total retail by 2020.

“Th is growth will happen with or 
without international competition,” says 
Kishore Biyani, founder and chairman of 
the Future Group. “So there is a slice of 

the pie for everyone.
“As for our group, we have 16 mil-

lion sqf of space across the country, while 
our closest rival only has 2.5 million 
— which means we are at least three-
and-a-half to four times bigger than our 
nearest rival.

“We have the infrastructure and the 
back-end. In that sense, we have a huge 
head start.

“We have numerous formats, from 
lifestyle and hypermarkets such as 
Big Bazaar and Food Bazaar, to home 
furnishings and electronics — to name 
only a few.

“Our plan is to partner with foreign 
investors in certain selected formats, and 
not across-the-board. Foreign chains will 
be able to help in improving the quality 
of modern retail in a big way.”

Crucial amendments in India’s FDI 
policy in mid-2013 had already opened 
a number of key business sectors to in-
crease foreign investment, and in several 
instances eliminated the need for foreign 
investors to obtain approval from the 
Indian government before investing. 

Additional policy changes that alter 
the legal defi nition of ‘control’ as per-
taining to the determination of sectoral 
caps, as well as regulations for single and 
multi-brand retail trading, are also im-
portant for foreign institutional investors 
(FII) and fi rms considering FDI. 

Th e investment cap in multi-brand 
retail, for example, remains unchanged 
at 51%. In single-brand retail trading, 
investment under the automatic route 
has been capped at 49%. Any investment 
above that limit is subject to government 
approvals.

Th e rules on brand ownership and 
the requirement to source 30% of 
products locally from micro, small and 
medium-sized enterprises were relaxed 
for companies seeking FDI in single-
brand product retailing.

Swedish furniture giant IKEA was 
among those foreign companies that had 
wanted the government to ease the rules 
relating to sourcing.

With respect to multi-brand retail 

Future Group’s Kishore Biyani: “Our plan is 
to partner with foreign investors in certain 
selected formats, and not across-the-board. 
Foreign chains will be able to help in 
improving the quality of modern retail in a 
big way.”
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 NEWSNEWS REPORT

trading, changes made in 2012 had 
permitted up to 51% FDI with prior 
government approval. Conditions for 
investment, however, required compa-
nies to invest at least 50% of the total 
FDI proceeds into ‘back-end infrastruc-
ture’ such as manufacturing, processing, 
packaging, distribution, logistics, design 
improvements, quality control, ware-
houses, storage, and agriculture market 
produce infrastructure. 

Changes made in 2013 clarify that 
at least 50% of the fi rst US$100 million 
invested must be in ‘back-end infrastruc-
ture’. Th e notifi cation came as a formal 
assurance to foreign retailers such as 
Walmart, Tesco and Carrefour that had 
in the past expressed plans to invest in 
opening supermarkets in the country.

   Furthermore, the previous 
requirement for multi-brand retail 
trading companies (MBRTCs) regard-
ing manufacturing and processing 30% 
of products in ‘small industries’ has 
been discontinued, and companies are 
now permitted to source their products 
from any manufacturing or processing 
entity so long as investment in plant and 
machinery is below US$2 million at the 
fi rst engagement. 

MBRTCs are now allowed to estab-
lish outlets in a wider range of locations, 
as the previous restriction to cities with 
populations of at least one million has 
been scaled back. State governments now 
possess the authority to permit MBRTCs 
to operate in their region.

In order to boost competition in the 
online retail market, the Modi govern-
ment is expected to ease restrictions on 
top foreign retailers such as Amazon 
Inc.

Some of the world’s leading retailers 
are already in India, having entered the 
country through either the Franchise 
Agreement route (such as Spencer and 
Lacoste) or “Cash-and-Carry” wholesale 
trading (Metro AG was the fi rst global 
player to come in via this route).

Others employed the “Strategic 
Licensing Agreement” route. Mango, the 
Spanish apparel brand, forged an agree-
ment with Mumbai’s Piramyd, while 
SPAR entered into a similar agreement 
with Radhakrishna Foodland.

Still others — such as Nike, Adidas 
and Reebok — used the “Manufacturing 
and Wholly Owned Subsidiaries” mode, 
where the parent company owns all the 
shares of the company.

Th ese companies have the authority 
to sell products to Indian consumers by 
franchising, internal distributors, existing 
Indian retailers or their own outlets.

All these foreign giants have faced 
sterling competition from homegrown 
retailers like Shoppers Stop, which 
started with the advantage of being the 
largest multi-brand department store at 
a time when such a concept was alien to 
India. 

“Our format is diff erent from the 
Future Group’s Central chain of stores in 
that Central operates on the rent format 
— they give brands space in their store, 
and allow them to operate in that space,” 
says Govind Shrikhande, managing 
director of department store chain Shop-
pers Stop.

“So far as Shoppers Stop is con-
cerned, we have always decided what we 
want to buy, which brand will come in, 
which location we want to place it in, 
and so forth. Our model of operations 
is also completely diff erent, though cus-
tomers may not perceive it that way.”

Food and groceries (F&G) is defi -
nitely the largest segment of the Rs25.3 
trillion (US$410 billion) retail market 
in India, accounting for almost 69% of 
the overall market, although the market 
penetration of organised food retail is 
just 2%, thus providing tremendous op-
portunity for F&G retailers.

Th is perhaps explains the strategy 
adopted by Bharti Retail to open stores 
in Tier-II and Tier-III cities and towns, 
which also includes places that have a 
population of just 50,000 people. Th e 
company has managed to open more 
than 200 stores across the country, 
including opening some of their own 
previously closed stores.

   Th e Future Group recently 
achieved a remarkable feat of cross-
ing 100 cities in India, and was also in 
the news for acquiring the retail chain 
Nilgiris, which has 140 stores in four 
southern Indian states, and also owns 
a portfolio of brands in dairy, bakery, 
chocolates and staples.

“Th is acquisition is synergistic as it 
enables strengthening and expanding 
convenience stores through franchises 
in an asset-light model, as well as brings 
in new manufacturing capabilities and 
brands within the company,” says Future 
Group chairman Biyani.

However, this category is facing li-
censing issues and also challenges related 
to strengthening of the back-end and 
supply chain. Th e dearth of cold storages 
and a robust supply-chain network that 
includes a thorough check on inventory 
control and forecasting is a challenge 
that requires immediate attention.

“Th e entry of organised retailers 
in the Indian market through the FDI 
route has resulted in greater effi  ciency 
and eff ectiveness of the food supply 
chain as it has eliminated the unneces-
sary intermediaries from the chain,” says 
Vinay Adhye, a former senior execu-
tive at Reliance Retail, who has since 
launched Th e Seafood and Meat Co, a 
chain of outlets selling fresh meat and 
seafood.

“As a result, farmers have managed to 
get decent prices for their produce, while 
goods have become available to consum-
ers at cheaper prices, and in an environ-
ment that is congenial for shopping.

“Companies such as ITC and 
Walmart have good arrangements for 
transportation and storage, which result 
in minimum loss.”

Making F&G available online is the 
latest trend, apart from the emergence 
of specialty/niche stores. HyperCity 
has been a pioneer in the hypermarket 
genre to off er premium and international 
brands, while Godrej Nature’s Basket 
has created a niche for itself by off ering 
gourmet or premium international and 
organic food.

In online space, LocalBanya.com, 
GreenCart.com and BigBasket.com 
have made their presence felt. Online 
sales have boomed even in Tier-II and 
Tier-III towns, accounting for almost 
half the sales of the largest online retail-
ers. Among the major reasons for this 
phenomenon is the rise in per capita 
disposable incomes — at an annual rate 
of 11.7% over the past 10 years.

   All this has led to signifi cant 
changes in consumer expectations and 
purchases as millions of people migrate 
from one economic stratum to another. 
Th is will no doubt fuel surges in demand 
for products, as also for the quality of the 
buying experience across the 
country. ra

Shoppers Stop’s Govind Shrikhande: “So 
far as Shoppers Stop is concerned, we have 
always decided what we want to buy, which 
brand will come in, which location we want 
to place it in, and so forth. Our model of op-
erations is also completely different, though 
customers may not perceive it that way.”
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H&M plans to open 400 new stores
IT has been a good 2014 for H&M — 
its store and online sales surged ahead 
last year on growing demand and an 
expanding network of stores worldwide. 

Th e Swedish fashion giant enjoyed a 
17% increase in net profi t to nearly 20 
billion kronor (US$ 2.43 billion). Sales 
grew by 18% to 176.6 billion kronor. 

Th e rapid growth in sales refl ects not 
only the popularity of H&M’s fashion 
collections but also the increase in the 
number of stores. 

H&M added 379 stores last year, 
mainly in the US and China, bringing 
its overall network to more than 3,500 
outlets in 55 countries. 

Th e expansion strategy continues 
this year. Th e company plans to open 
another 400 new stores, with India, 
Taiwan, South Africa and Peru among 
the markets being targetted. 

Th is will be accompanied by the 
further development of its online busi-
ness. H&M revealed that its new online 
stores in France, Spain, Italy and China 
posted strong returns last year, and simi-
lar launches are being planned for eight 
European countries this year. ra

THAI home furnishing and décor com-
pany Index Living Mall has signed a 
franchise agreement with the SM Group 
in the Philippines.

A Bangkok Post report said that the 
Philippine retail giant will operate Index 
Living Mall’s furniture outlets in the 
Philippines for fi ve years, starting from 
next year. After that, the contract may 
be renewed for another fi ve years. 

Since its establishment in 2002 by 
Pisit Patamasatayasonthi, Index Living 
Mall has become the fi rst specialty mall 
for home furnishing in Th ailand. Over 
the years, the company has expanded 
both locally and abroad, and foreign 
sales are expected to double to 15% of 
the total amount in three to fi ve years’ 
time. 

Th e Philippine franchise is the 

second the company has embarked 
upon in the ASEAN region. Th e fi rst 
was in Malaysia, in partnership with 
Aeon. Th e fi rst Malaysian outlet opened 
in Putrajaya in December last year, and 
the company plans to open 30 branches 
nationwide within the next 15-20 years. 

Index Living Mall managing direc-
tor Kridchanok Patamasatayasonthi told 
the Th ai newspaper that the Philippines 
was chosen for its huge market poten-
tial. “Th ere’s no furniture or furnishing 
chain like us in the country,” she said. 

Index Living Mall also has stores 
in Nepal, the Maldives and Russia. 
Plans for Indonesia are expected to be 
fi nalised by mid-year, while Vietnam is 
another area being considered. 

In Th ailand, the company plans 
to invest some Bt1.5 billion this year 
to open four new stores. Th e new ad-
ditions will bring the total network of 
Index Living Mall branches in Th ailand 
to 25. ra

SM Group gains Index Living Mall franchise

H&M added 379 stores last year, mainly in the US and China, bringing its overall network to 
more than 3,500 outlets in 55 countries. 

Since its establishment in 2002 by Pisit Patamasatayasonthi, Index Living Mall has be-
come the fi rst specialty mall for home furnishing in Thailand.
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HOW CAN YOU ADD VALUE
TO YOUR BUSINESS?

Today, retailers face spiralling challenges in an ever-evolving industry. While the main concern 
has largely been about providing the best end-to-end customer experience, they now have an 
opportunity to step it up a notch. 

Whether, in-store, online or through a mobile device, with an Internet of Things (IoT) solution 
and the right enabling technologies in place, retailers can gain actionable insight and reach a 
level of Enterprise Asset Intelligence™ that enables them to make more informed decisions. 
Ultimately, they can preserve customer retention and loyalty while maximising customer 
satisfaction to stay ahead in an increasingly complex retail environment.    

From store managers to associates, retailers can take advantage of IoT and benefit from asset 
intelligence in three primary ways:

• Business Insight: Gain the ability to capture, analyse & share data across the organisation   
 to make better-informed decisions, optimise processes and minimise costs. Consumer   
 analytics can also help retailers build loyalty by personalising the customer shopping experience.     

• Customer Experience: According to an annual survey, 73 percent of shoppers prefer to   
 use their smartphone than engage with a store associate. 58 percent feel that store    
 associates using handheld mobile devices would enhance their shopping experience. From  
 point-of-sale to final fulfilment, retailers can leverage IoT solutions to arm retail associates   
 with the right devices and technologies in order to drive a positive customer experience.  

• Operational Efficiency: Advances in mobile technology and IoT can dramatically improve   
 the retail organisation, from improving efficiency and accuracy in inventory management 
 to making better-informed decisions in real time.         

To find out how Zebra’s products and solutions can be customised for your business, contact 
our representatives at APACMarcom@zebra.com.   

© 2014 ZIH Corp. All rights reserved.

 Scan the QR code to 
learn about how IoT can

add value to your busines
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ALIBABA is determined to tackle the 
issue of counterfeiting as it believes that 
“trust is an important currency that 
makes e-commerce platforms tick”.

Th e fi ght against counterfeiting has 
cost Alibaba an estimated US$160.7 
million. 

Th e amount is based from what its 
spent from the beginning of 2013 to the 
end of November in fi ghting counterfeit-
ing and enhancing shopper protection 
on its sites. Th e Alibaba Group, China’s 
dominant online retailer, revealed this at 
a recent anti-counterfeiting conference 
in the US. 

According to Jonathan Lu, Alibaba’s 
CEO, the group has a task force of more 
than 2,000 — with another 200 to be 
recruited to join in the fi ght this year. 
It also has around 5,400 volunteers as-
sisting in daily online surveillance and 
selective inspection. 

Lu said it is in Alibaba’s interests to 
protect consumers because those who 
receive fake goods may not want to shop 
on its platforms. 

“Th ankfully, Internet technology 
has made it easier for transactions to 
be traced. Th is means that by analysing 
transaction data, we can trace counter-
feiters who sell online. Th rough the 
analysis of big data, online sources of 

counterfeit products can be tracked off -
line, making it easier for enforcement 
authorities to do their work,” he said.

Lu is glad the eff ort is making head-
way. 

Alibaba cooperated with Chinese law 
enforcement agencies in more than 1,000 
cases last year which led to the arrest 
of 400 suspects from 18 counterfeiting 
rings and the closure of 200 brick-and-
mortar stores, factories and warehouses 
involved in the production and sale of 
fake goods 

In particular, Lu said customer 
complaints on Alibaba sites last year fell 
by 22% from the year before. Only 3.5 
out of every 10,000 transactions led to 
customer complaints last year. 

“We hope that by exposing counter-
feiters and supporting the fi ght in a long-
term fashion, fakes can be eliminated one 
day,” he said. 

“Ever since the founding of the 
Alibaba Group in 1999, its been our 
mission to make it easy to do business 
anywhere. Th is ease of doing business 
must be facilitated by trust. We believe 
that trust is the basis for wealth, and that 
trust is an important currency that makes 
our e-commerce platforms tick. All the 
work that we’ve done over the past 15 
years underscores this belief.” ra

Alibaba steps up fi ght 
against counterfeiting

The fi ght against counterfeiting has cost Alibaba an estimated US$160.7 million. 

Hong Kong 
consumers 
favour 
physical 
stores
ONLINE or physical store buying?

In Hong Kong, the consensus 
among consumers seems to be to-
wards the latter. 

Although 92% of the Hong Kong 
respondents in a survey by CBRE 
said they owned smartphones, the 
majority of them still prefer to buy 
from an actual store rather than 
online. 

Th e survey also found that con-
sumers in the territory are generally 
well versed in the use of Web and so-
cial media — with 51% of respond-
ents using social media portals to 
stay informed of new store openings, 
promotions and marketing events. 
But this does not seem to translate 
into online retail sales. 

Instead, the fi ndings show that 
Hong Kong consumers generally 
spend just HK$946 (US$122.03) 
per month online compared with 
HK$1,634 per month in brick-and-
mortar stores. 

CBRE’s fi rst-ever Asia-Pacifi c 
consumer survey, carried out in 
August last year, sought to identify 
current and future shopping trends 
in the region. It interviewed about 
11,000 consumers in 11 major cities, 
including Hong Kong. ra

Despite the convenience of online shop-
ping, consumers in Hong Kong prefer to 
visit, pay for and obtain their products 
at a physical store.
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POWERBUY, a member of the Central 
Group of Th ailand, is now strategically 
placed to make its presence felt in the 
Vietnamese market.

Th e Th ai electrical goods and home 
entertainment operator’s parent com-
pany, Central, is said to have bought, 
for an undisclosed amount, a 49% stake 
in Nguyen Kim, a leading Vietnamese 
electrical goods company. Th e purchase 
was made through Central’s investment 
in NKT New Solution and Technology 
Development Investment JSC, Nguyen 
Kim Trading’s parent company. 

Nguyen Kim is the highest profi le 
electrical goods trader in Vietnam. It has 
23 stores nationwide and a solid brand 

Thailand’s Central makes powerful 
presence in Vietnam

PowerBuy is a strong player in Thailand, 
with 80 stores across the country.

strength accounting for some 40% of 
the market. 

PowerBuy itself is a strong player in 
Th ailand, with 80 stores across the coun-
try, including fl agships in Central Group 
malls such as CentralWorld in Bangkok, 
reportedly Asia’s largest shopping centre.

Other than its investment in 
Nguyen Kim, the Central Group also 
recently expanded its operations in 
Vietnam. It opened the second of two 
department stores under the Robins 
brand, an abbreviation of its Th ai Rob-
inson brand. One is located in Hanoi 
and another in the Ho Chi Minh expat 
suburb, District 7. 

Th e Central Group also has a strong 

presence via its SuperSports retail busi-
ness, Crocs footwear chain and New 
Balance athletic stores there. ra

MATAHARI has brought its popular 
hypermarket concept to yet another 
location in Indonesia. 

Th e Indonesian multi-format 
retailer opened its 105th hypermar-
ket at Lippo Plaza Buton, one of the 
largest modern shopping centres in 
Bau-Bau. It is Bau-Bau’s fi rst 
hypermart and the second in Indo-
nesia’s South-east Sulawesi province. 

PT Matahari Putra Prima’s 
hypermart division has the widest 
store network among all hypermarket 
operators in the country. It has 
hypermarts in more than 60 cities. 
Th e group also operates Foodmart 
and Boston Health & Beauty 
chains. ra

Matahari
in Bau-Bau

Matahari has hypermarts in more than 
60 cities. 

Crate & Barrel opens 
fi rst Philippine store

US-BASED Crate & Barrel has part-
nered with the SM Retail Group to open 
its fi rst store in the Philippines.

Founded in 1962, Crate & Barrel is 
a global, multi-channel family of brands 
in houseware and furniture designs. It 
is now owned by the Otto Group of 
Hamburg, Germany, and has operations 
in North America, Dubai, Singapore 

and Mexico.
Its new outlet in the Philippines is 

located in SM Megamall’s Mega Fashion 
Hall in Manila. More outlets are sched-
uled to open this year in the Philippine 
capital and subsequently in other cities 
in the country. 

Crate & Barrel also plans to expand 
into other Asian markets. ra

Founded in 1962, Crate & Barrel is a global, multi-channel family of brands in houseware and 
furniture designs.
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Mothercare goes for 
Manhattan’s solution
MOTHERCARE will be using Manhat-
tan Associates’ Supply-chain Commerce 
Solutions to deliver a ‘best-in-class’ 
multi-channel experience to its customer. 

Th e implementation, expected to go 
live early this year, will mean faster and 
more convenient fulfi lment options to 
Mothercare customers worldwide. It will 
enable the leading global retailer for par-
ents and young children to make store 
stock available for online sales, as well 
as enhance the effi  ciency of its customer 
processes by speeding up delivery.  

Mothercare plc — which owns retail 
brands Mothercare and Early Learning 
Centre — operates in 60 countries, with 
1,300 stores worldwide. It aims to be 
a digitally-led business supported by a 
modern retail estate, off ering style, qual-
ity and innovation in products and great 
service to customers everywhere. 

Said Matt Stringer, Mothercare’s 
chief operating offi  cer: “Th e strategic 
global investment in Manhattan’s solu-
tions will help us transform our business. 
We’re building our capabilities to provide 
a ‘best-in-class’ multi-channel experience 
— off ering our customers what they 
want, when they want, and how they 
want it.”

It opted for Manhattan’s solutions 
after a careful selection process that 
took into account the tech provider’s 
supply-chain commerce vision and abil-
ity to deliver within the tight timeframes 
required. 

Manhattan Associates designs, builds 
and delivers leading solutions that sup-
port both top-line growth and bottom-
line profi tability. It helps customers to 
operate successfully in the omni-channel 
marketplace, using its software, platform 
technology and experience to converge 
front-end sales with back-end supply-
chain execution. 

According to Craig Sears-Black, UK 
managing director, Manhattan Associ-
ates, “customer service is what diff erenti-
ates the modern retailer in the multi-
channel world”.

“Next-day order fulfi lment is no 
longer good enough for the typical cus-
tomer. Implementing our solutions will 
give Mothercare visibility and fulfi lment 
optimisation within its supply chain and 
retail operations, allowing it to deliver a 
more diverse range of fulfi lment options 
to meet the demands of today’s consum-
er,” he said. ra

Mothercare plc — which owns retail brands 
Mothercare and Early Learning Centre — 
operates in 60 countries, with 1,300 stores 
worldwide.

FOREVER 21 has further expanded 
its chain of stores in China with the 
addition of a second outlet in Beijing. 

Located at the Livat Xihongmen 
Shopping Centre, the new store is the 
US fashion brand’s 10th in China. Its 
other outlets in the country include 
those in Shanghai, Shenzhen, Wuhan, 
Macau, Chongqing, Wuxi, Hangzhou 
and Hong Kong. 

Th e new store will introduce two 
of the company’s new product lines 
— the brand’s 21Men and F21 Red 
labels. Th e Love 21 label, specially 
designed for young girls, and Love 
& Beauty cosmetics line will also be 
available at the store, which occupies 
two fl oors across some 2,400sqm at 
the shopping centre in the Chinese 
capital. 

Linda Chang, Global Sales vice-
president of Forever 21, told local 
media that the company was glad 
to bring the fashion elements of Los 
Angeles to consumers in Beijing. Th e 
new store will provide more product 
lines and fashion items, creating a 
one-stop shopping paradise for young 
people, she said.

Founded in 1984, the Califor-
nian Forever 21 brand consists of a 
variety of popular fashion labels and 
items, including men’s and women’s 
clothing, accessories, underwear and 
shoes. It entered the Chinese market 
in 2012 and now has some 600 stores 
in more than 20 countries. Forever 21 
also has a Chinese online shopping 
channel. ra

Forever 21 
expands 
into Beijing

Located at the Livat Xihongmen Shop-
ping Centre, Forever21’s new store is the 
US fashion brand’s 10th in China. 

ABOUT 450 Alibaba customers in 
China had their purchases delivered 
in a special way — by drones.

Th e online retailer was carrying 
out a trial programme delivering 
packages by remote control. It was 
done in partnership with Shanghai 
YTO Express — from February 4-6 
— for customers in selected distribu-
tion areas in Guangzhou, Beijing 
and Shanghai. 

Packages, which had to weigh 
less than 340g, were said to be deliv-
ered within an hour. ra

Alibaba drone delivery trial  

Online retailer Alibaba carrying out a trial 
programme delivering packages by remote 
control.
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Globe Telecom opens 
Generation 3 stores

GLOBE TELECOM has launched its 
iconic Generation 3 Stores in several 
locations, and more are on the way this 
year to bring the world-class telco retail 
experience to customers in the Philip-
pines.

Th e conversion of its existing stores 
to GEN3 Stores is “exciting, unex-
pected and experiential”, said Joe Caliro, 
Globe’s head of retail transformation and 
management. 

Th e fi rst of these stores were unveiled 
at the same time in SM North EDSA, 
Quezon City, Manila, and in Limketkai 
Mall, Cagayan de Oro.  

Th ey off er a totally interactive cus-
tomer experience using a combination of 
lifestyle zones with stories and exciting 
features for customers to experience and 
enjoy. 

“We are inviting customers to ex-
plore and be inspired by the stores’ four 
zones — music, entertainment, produc-
tivity and life — so they can fully enjoy a 
wonderful world,” said Caliro.

Th ey will also showcase the latest 
products, devices and services off ered 
by Globe. An example is the Google 
Cardboard — Globe is the fi rst retailer 
in Asia to introduce and carry this fold-
your-own virtual reality headset. 

Apart from the reconfi gured physi-
cal format, the lifestyle zones will also 

highlight the stories of diff erent brand 
ambassadors every quarter. It will be a 
platform for the introduction of ‘must 
watch’ personalities in art, community 
and technology. 

Th e Globe GEN3 Stores are de-
signed by Tim Kobe, founder and CEO 
of Eight, Inc, whose most famous work 
is the Apple Store in New York. 

On his design concept for GEN3, 
Kobe said: “Th e space is dynamic. It 
changes with new stories and experi-
ences that support diff erent events and 
moments. We have elements that move 
and reconfi gure, the way entertainment 
venues support great concerts or shows.”

Kobe added: “Retail is one touch-
point where brands build relationships 
and sell products and services. 

“It is important today to have a place 
to demonstrate what you stand for. More 
than 50% of the reason why someone 
engages with a brand comes from word 
of mouth. Interestingly, 80% of word 
of mouth comes from direct experience. 
Designing the experience is critical to 
building brand advocates.”

Hence, the GEN3 Stores are said 
to be designed to provide an innovative 
mix of lifestyle vignettes to illustrate and 
enable customers to see and experience 
mobile and broadband technologies as 
connected solutions. ra

The Globe GEN3 Stores are designed by Tim Kobe, founder and CEO of Eight, Inc, whose most 
famous work is the Apple Store in New York. 

WUMEI HOLDINGS, one of 
China’s leading retail chain store 
operators, is taking a 70% controlling 
stake in Kingfi sher’s B&Q business 
in China.

Th e transaction, subject to ap-
proval by the Chinese authorities, is 
expected to be completed in the fi rst 
half of this year.

Kingfi sher is the third largest 
home improvement retailer in the 
world, with 1,176 stores in 11 coun-
tries in Europe and Asia. Its main 
retail brands include B&Q, 
Castorama and Screwfi x.

B&Q China opened its fi rst store 
in China in 1999. 

Th e deal — involving a total 
cash consideration of £140 million 
(US$211 million) — follows an 
earlier announcement by Kingfi sher 
that it would seek a strategic partner 
to help develop its B&Q business 
in China. Th is, in turn, will en-
able Kingfi sher to focus its fi nancial 
resources and management talent on 
the European home improvement 
market.

Wumei, founded in 1994, is 
based in Beijing. It has a retail 
network of around 650 supermarkets 
and 10 department stores in north-
ern, eastern and western China. It is 
also the controlling shareholder of 
Hong Kong-listed Wumart Stores and 
Shanghai-listed Xinhua Department 
Store.

Its brands include Wumart, 
Jingbei Shopping Mall, Merrymart, 
Xinhua Department Store, Zhejiang 
Gongxiao and Laodafang. ra

Kingfi sher 
sells stake in 
B&Q China

B&Q China opened its fi rst store in China 
in 1999. 
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Keppel Land acquires 
75% stake in Array
KEPPEL LAND, one of Asia’s premier 
property companies, has acquired a 75% 
in Array Real Estate for a total considera-
tion of S$4.5 million (US$3.5 million). 

Th e acquisition was made through 
Keppel Land’s wholly-owned subsidiary, 
Straits Property Management (SPM). 

Th e remaining 25% stake will 
continue to be held by Hong Kong-
incorporated Array Holdings; and Array 
Real Estate will now function as a joint 
venture between SPM and Array 
Holdings. 

Given the strengths and portfolios 
of the parties concerned, the acquisition 
will result in one of the largest retail 
portfolios in Singapore.

Array also has a strong track record 
in the development, management and 
marketing/leasing of retail malls, and 
its partnership will strengthen Keppel 
Land’s commercial expertise. 

Ang Wee Gee, Keppel Land’s CEO, 
said the company will leverage Array’s 

experience and network to capture 
opportunities in retail and mixed-use 
projects both in Singapore and abroad. 

Array’s clients include property own-
ers and property funds in Singapore and 
the region, and its senior management 
team has played key roles in the develop-
ment and/or mall management of some 
three million sqf of retail space. Th ese 
include Jurong Point Shopping Centre, 
Heartland Mall, Century Square, Tamp-
ines One, Hougang Mall, Tiong Bahru 
Plaza, White Sands, Liang Court and 
Taimall in Taiwan.

Singapore-based Keppel Land has 
developed several large-scale projects, 
including Marina Bay Financial Centre 
and Ocean Financial Centre, and is 
committed to growing its commercial 
portfolio in Asia’s major cities. 

Its portfolio of commercial proper-
ties outside of Singapore includes Season 
City in the Sino-Singapore Tianjin Eco-
City, a Grade A offi  ce development in 

Singapore-based Keppel Land has devel-
oped several large-scale projects, including 
Marina Bay Financial Centre and Ocean 
Financial Centre, and is committed to grow-
ing its commercial portfolio in Asia’s major 
cities. 

Beijing, a retail mall Life Hub@Jinqiao 
in Shanghai, Saigon Centre in Ho Chi 
Minh City, and International Financial 
Centre in Jakarta. 

Th e company also plans to develop 
Park Avenue Central in Shanghai into a 
retail-cum-offi  ce complex, and expand 
the SM-Keppel Land development in the 
Philippines with a Phase 2 development 
that includes an offi  ce building and an 
expansion of the existing retail compo-
nent. ra

COSTCO, which is said to have been 
wary of entering the retail market in 
China, has made its fi rst online foray by 
selling through Alibaba.

Th e results have been very encourag-
ing, especially considering the fact that 
the US warehouse club retailer off ered 
only a very limited stock range compared 
to its global product off ering. Accord-
ing to reports, Alibaba said it amassed 
US$6.4 million in revenues from Costco’s 
fi rst month online with Tmall.

It would be interesting now to see 
how the company intends to further 
develop its business in China. 

Costco has appeared reticent in enter-
ing China despite the country’s huge 
potential on reasons of strong growth at 
home and in other Asian markets where 
there were lower barriers to entry. 

Its debut performance may encourage 
it to expand but possibly with caution. 

Forbes predicts that Costco is likely 
to now enter China with its own direct-
to-consumer off ering online before 
establishing any physical stores there. 

Th e Chinese market can be a diffi  cult 

Costco enters China via Alibaba’s Tmall

one for foreigners. Local players usually 
do better because of their knowledge 
of the Chinese market and consumer 
behaviour. 

According to Forbes, Chinese shop-
pers tend to be “very cautious” and 
their buying decisions are not always 
price-driven. Th ey can be more inclined 

Forbes predicts that Costco is likely to now enter China with its own direct-to-consumer 
offering online before establishing any physical stores there. 

towards products that are tailor-made 
and are concerned over the authenticity 
and quality of products. 

“Due to these factors, US retail-
ers entering the region have not always 
adapted well to the local environment, 
which has resulted in sluggish growth,” 
Forbes added. ra

210x297mm xeroxC M Y KJOB NO: 1961_14
DATE    : 13.02.2015

SCREEN: 175
MAC: tan 2TEL: 6295 1311

p8-17.news.0115 CC.indd   16p8-17.news.0115 CC.indd   16 13/2/15   7:36 PM13/2/15   7:36 PM



Retail Asia January/February 2015   17

 NEWS

LEADING Hong Kong jewellery brand 
Chow Sang Sang celebrated its 80th year 
milestone with the launch of an e-shop as 
part of its omni-channel retail strategy. 

“Technology and connectedness 
have changed the way customers browse, 
shop, purchase and pay for goods,” said 
Winston Chow, deputy general manager 
at Chow Sang Sang. “Innovation and 
customer engagement is also important 
to drive positive word of mouth and nur-
ture younger generation customers.”

“As the fi rst jewellery company listed 
on the Hong Kong Stock Exchange, we 
have a history and tradition that goes 
back eight decades and we are now com-
bining the refi nement of our traditional 
craftsmanship with the power of today’s 
technologies to better serve our custom-
ers.

“eShop is a key part of our 80th an-
niversary campaign,” he says.

Built with the help of Hybris Soft-
ware, an SAP company and the world’s 
fastest-growing commerce platform pro-
vider, the eShop is a centrepiece in Chow 
Sang Sang’s transformation. 

It will boost the brand’s ability to 
deliver a complete omni-commerce ex-
perience to customers not only in Hong 
Kong but also elsewhere in the world. 
At the same time, it will enhance Chow 
Sang Sang’s innovative edge, while build-
ing up customer loyalty, improving on 
its inventory management and achieving 
better customer service. 

Chow Sang Sang launches eShop to 
commemorate 80th anniversary

Th e company has more than 380 self-
operated stores in mainland China, Hong 
Kong, Macau and Taiwan. 

Said Chow: “Our eShop not only 
serves customers in Hong Kong but also 
customers around the world. One-third 
of our online customers are the overseas 
Chinese, especially in those cities where 
there is a concentration of Chinese mi-
grants, such as Singapore, Toronto, Van-
couver, San Francisco and Melbourne.”

Chow Sang Sang’s 80th anniversary 
campaign also includes an in-store in-
teractive customer experience using new 

digital technology, “Charme Touch” and 
“Magic Mirror”. Customers can design 
and ‘try’ jewellery accessories virtually 
and share with friends through social 
media. 

Customers can also choose how to 
view and collect items — they can reserve 
their items online and view at the store 
before purchasing, or they can order at 
the eShop and collect them from a physi-
cal store, or ask to have it delivered. 

All of these processes and digital 
initiatives were inter-connected through 
Hybris’ B2C commerce solutions. ra

Chow Sang Sang has more than 380 self-operated stores in mainland China, Hong Kong, 
Macau and Taiwan. 

PHILIPPINE SEVEN CORPORA-
TION (PSC), the local licensee for 
7-Eleven Convenience Store, is plan-
ning an ‘accelerated store expansion 
strategy’ that will take the brand further 
beyond metro Manila. 

PSC has the largest conveni-
ence store network in the country. It 
acquired the licence for 7-Eleven in the 
Philippines in December 1982. 

According to reports, the company 
plans to spend Php3 billion (US$68 
million) this year to fund this targeted 
expansion. By the end of this year, it 

expects to have added some 350 stores 
to its existing chain of outlets. 

PSC said it ended the past year with 
1,282 stores, that is 273 more than at 
the same time the year before. 

President & CEO Jose Victor 

Paterno is confi dent the company can 
sustain the momentum to meet earn-
ings and store expansion goals. “PSC 
has taken steps to protect and expand 
its leadership in the light of increased 
competition, recognising that rewards 
for market share are especially strong in 
the convenience store sector,” he 
said. ra 

Philippine Seven Corp to accelerate expansion
PSC has the largest convenience store 
network in the country. It acquired the 
license for 7-Eleven in the Philippines in 
December 1982. 
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“As far as retail 
competition is 
concerned, other 
retailers will also 
have the same 
challenges, and 
grow only at 
the expense of 
other retailers. 
This means 
increased 
use of private 
label, a key 
differentiator in 
retail.”

W
e can’t talk about Tesco’s 
UK retail market prob-
lems without a brief 
overview of the main 

causes. What are the origins and how 
have they infl uenced the evolution of 
the national market? So, what is it all 
about?
Essentially, because of a combination of 
market pressures, Tesco has overstated 
its 2013-14 six-month profi t statement 
by £263 million (US$396.5 million) in 
a period covering the past three years, 
resulting in a reduction of 93% in an-
nual profi ts for the latest year. Profi ts to 
last August were down 91.9% to £112 
million, compared to £1.3 billion a year 
earlier.

Th is has resulted in:
• Th e growing importance of the 

savvy consumer, demanding demonstra-
ble value for money, unwilling to out-
source their purchasing decision-making 
to marketers or retailers, ever again;

• A series of profi t warnings leading 
to a £263-million profi t forecast over-
statement in half-year accounts;

• Th e replacement of CEO Philip 
Clarke and appointment of outsider 
Dave Lewis from Unilever;

• Th e suspension of four key senior 
managers, including the UK managing 
director ( … and more have left since the 
beginning of this year);

• A boardroom purge being conduct-
ed and two new non-executive directors 
appointed;

• Government investigations — the 
UK’s Financial Conduct Authority had 
begun an investigation into the account-
ing scandal, while the Financial Report-
ing Council was considering launching 
its own probe. Th ese two probes have 
now been replaced by an investigation by 
the Serious Fraud Offi  ce as announced 
on October 29 last year; and

• A sell-off  of a new corporate jet 
(Tesco’s new chief executive Dave Lewis 
had moved to head off  shareholder anger 
over its new £31-million Gulfstream 
G550 executive jet by ordering its sale 
and the sale of its fl eet of four aircraft.)

All of this resulted in a 50% fall in 
share-price, to a market value of £14 bil-
lion, its lowest value in 11 years.

By way of context, Tesco’s external 
debt is approximately £14 billion, which 
combined with a shortfall of £3.4 bil-
lion in its pension fund, means that it 
may have to sell off  its Th ai and Eastern 
European businesses, its research arm 
Dunnhumby and Tesco Bank for what 
analysts estimate could be a total of 
£10.5 billion, in order to signifi cantly 
reduce debt and focus on rebuilding the 
business.

It was a shock to the UK that a com-
pany as large and as successful as Tesco 
could get it wrong, and this should be  
a lesson to retailers, and their suppliers 
everywhere, including Asia.

However, it is important to note 
that Tesco is on the ropes but not on the 
canvas ...

What will be the main impact of all 
these measures?
First, certain moves to increase profi t-
ability are off -limits.

In this situation, moving the sup-
plier credit period from 40-plus days to 
90 days, a potential cash-fl ow gain of 
approximately £5 billion would help, 

The year 2014 can be considered a watershed year for Tesco. Faced with a series of problems 
in the UK, its main market, the largest British retailer tried a series of solutions to resolve the 
crisis that culminated in the replacement of its CEO. RETAIL ASIA asked Brian Moore, CEO of 
EMR-NAMNEWS Ltd, to share possible learnings for retailers in Asia.

Testing time for Tesco: 
Lessons arising from the crisis

Brian Moore shares possible learnings for 
retailers in Asia.
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but would do little for enhancement of 
supplier relations.

Equally, any attempts to increase 
supplier trade investment or escalation of 
deductions would not only attract the at-
tention of the authorities and media, for 
example, consumer, but would alienate 
suppliers, the essential collaborators in 
any recovery.

Given the current scrutiny by the 
authorities, it seems obvious that Tesco 
will be unlikely to rely upon increases in 
credit, trade investment, or deductions 
as cash generators. Th is means that the 
above-mentioned sell-off s are inevitable.

From Asian retailers’ point of view, 
I would think the above ‘short-cuts to 
profi tability’ are also kept off -limits in 
their dealings with suppliers.  

Globally, we believe in general, albeit 
with some exceptions, that there are fi ve 
years of fl at-line growth ahead, where 
growth in brands will only come at the 
expense of the competition.

As far as retail competition is con-
cerned, other retailers will also have the 
same challenges, and grow only at the 
expense of other retailers. Th is means 
increased use of private label, a key dif-
ferentiator in retail.

Before the 2008 global fi nancial cri-
sis, typical brand-private label split in the 
UK had evolved to 50/50 in a retailer’s 
off ering. Th e past fi ve years of fl at-line 
demand resulted in a drift upmarket by 
affl  uent consumers and at the same time 
a downwards shift to the discounters, 
resulting in the ‘squeezed middle’, repre-
sented by the major multiple retailers.

Th ese big players responded to 
shopper demand for lower prices and 
switching to more private label. Th is has 
resulted in a change in balance to 45/55 
brand to private label.

However, if Asian retailers decide 

Tesco was founded in 1919 when entrepreneur Jack Cohen started selling surplus groceries from a market-stall in the East End of London .... 
today, it has operations overseas including Asian countries such as Malaysia.
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to make more private labels available in 
their assortments, it is important to note 
that Tesco’s success has been based on 
the Finest own label, where the quality 
is equal and often better than national 
brands, in order to satisfy savvy custom-
ers.

At the end of July last year, Philip 
Clarke, Tesco’s chief executive was 
shown the door after the company 
announced another drop in sales. Were 
market fl uctuations a fundamental 
challenge to Tesco’s growth-based 
strategy?
Tesco in recent years became a ‘womb-
to-tomb’ organisation, in that employees 
have tended to be ‘born with Tesco’ and 
‘die with Tesco’, with company growth 
providing a desirable career-development 
environment for ambitious members of 
the team.

Tesco was founded in 1919 when 
entrepreneur Jack Cohen started selling 
surplus groceries from a market-stall in 
the East End of London. He handed 
over to his son-in-law Leslie Porter who 
is credited with developing the expertise 
of diff erent departments in terms of pur-
chasing, operations and marketing.

However, it was left to the succeed-
ing CEO, team leader Ian MacLaurin, to 
pull the company together and focus on 
growth to No.1 in the UK. 

Strategist Terry Leahy then took the 
retailer global, before handing over to 
Tesco-lifer Phil Clarke. Unfortunately, 
Clarke took command at a time when 
the chickens came home to roost for 
many retailers in the wake of the global 
fi nancial crisis of 2008.

Up to this point, Tesco’s CEOs each 
made a unique and valuable contribu-
tion to a business that depended upon 
growth. Faced with years of fl at-line 
demand, the company succumbed to 
a combination of internal and exter-
nal pressures that severely challenged 
management’s ability to grow the busi-
ness. Clarke thus became a high-profi le 
casualty and was replaced by Dave Lewis 
from Unilever.

Again, Asian retailers will note that 
successful companies have to generate 
adequate ROCE performance, in turn 
driven by sales and profi t, or suff er share-
price reductions, and replacement of top 
management.

How true is it that Tesco became a 
driver of change in consumer behav-
iour?

Tesco was the original champion of the 
consumer, squeezing suppliers and com-
petitors in order to sustain a ‘pile it high 
and sell it cheap’ strategy.

Gradually, the retailer became more 
sophisticated, and its growing 40,000-
plus range was designed to satisfy more 
consumer needs in term of goods and 
services. Th is resulted in the develop-
ment of out-of-town shopping where 
large-space superstores provided a one-
stop shopping service for consumers pre-
pared to drive for a monthly shop, and 
for increasingly exotic food products, 
both brand and private label (PL).

Th e company also pioneered online 
shopping and home delivery to cater for 
time-poor consumers. It could thus be 
said that Tesco were pivotal in raising 
and meeting expectations of the UK 
consumer. It also became very profi table 
in the process. 

From an Asian perspective, it can be 
seen that, while large out-of-town retail 
space can generate scale economies and 
in-store theatre, other circumstances 
such as a weakening economy can cause 

consumers to save travelling costs by 
shopping closer to home.

Th e key is to anticipate the knock-on 
eff ect of market developments at local 
level.

Why is Tesco a reference brand in the 
UK?
From the early days of ‘pile it high and 
sell it cheap’, Tesco has been driven by 
a desire to place the consumer at the 
centre of the retail universe, bringing 
reasonably good product to the public at 
reasonably good prices. It also pioneered 
the use of PL, moving swiftly from basic 
foodstuff s through ‘me too’, to sophis-
ticated competitor-products for leading 
national brands.

Tesco then introduced its “Finest” 
range, where quality was in a number 
of cases better than equivalent national 
brands, but at similar prices. Th is in-
creased the appeal and credibility of the 
Tesco brand in the UK.

Incidentally, I believe that this brand 
strength helped Tesco to survive the 
‘horse meat’ crisis, a set-back that would 

•  Price-cuts: Tesco has begun its fi ght-back, announcing price cuts by an average 
of 25% on 380 branded products from the likes of Hovis, Coca-Cola, Marmite 
and Tetley. 
•  CEO UK:  Tesco also announced the appointment of Matt Davies, current 
group chief executive of Halfords as the new CEO for its core UK business.
•  Sale of assets: Closing its headquarters in Cheshunt as well as 43 unprofi table 
stores, and the group is also scrapping plans to build 49 new stores, primarily large 
Tesco Extra outlets.
•  Organisational changes: A restructuring of central overheads, simplifi cation 
of store management structures and increased working-hour fl exibility, delivering 
savings of around £250 million per year at a one-off  cost of £300 million. Th is 
includes a reduction in Tesco’s executive team from 17 to 13 as part of measures to 
cut overheads by about 30%.
•  Range rationalisation: Reports also suggested that Lewis is planning to reduce 
Tesco’s product range with thousands of SKUs set to be cut. 
•  Business disposals: Confi rmation of the disposal of Tesco Broadband and 
Blinkbox to TalkTalk in a deal worth around £5 million.
•  Disposal of Dunnhumby: Advisors appointed to explore “strategic options” for 
Dunnhumby, the analytics business behind the Clubcard loyalty scheme.
•  Retentions: No plans to dispose of any Asian holdings.
•  New commercial income guidelines: In eff ort to rebuild “trust and transpar-
ency” in the business following last year’s accounting scandal, Tesco said it was 
working to “re-establish trust in its pricing policy”, adding that it was “regenerating 
relations” with suppliers with new commercial income guidelines and associated 
year-end cash management. ra

The route back from the 
brink: Dave Lewis outlines 
turnaround plan 
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have been terminal for lesser retailers.
Th is comprehensive range of PL 

products, targeted to meet all consumer 
segments, helped Tesco to grow to a 
50/50 brand/private label split that not 
only optimised diff erentiation and mar-
gin, but also became a PL standard for 
the industry.

I believe that there is a “dynamic 
equilibrium” in brand/PL share of 50/50 
in most categories that will optimise dif-
ferentiation and profi t margin. Anything 
less in terms of private label means 
missed profi t opportunities, anything 
more means possible confusion for the 
consumer, that is, the consumer needs 
national brands to ‘anchor’ the category.  

PL success depends on being able to 
use a brand as a reference point in order 
to point out the advantages over the 
brand. Not having enough brands means 
the consumer cannot appreciate the 
advantages of the equivalent PL.

Loss in UK versus growth on inter-
national markets. Is this a reasonable 
trade-off  for Tesco’s shareholders?
Any retailer hoping to be a successful 
global player needs to dominate its home 
market. With its 28% share, Tesco is still 
by far the UK’s largest grocery multiple 
retailer.

While shareholders should judge a 
company on the basis of the total busi-
ness, in practice the ‘rule’ for success in 
global retail is that it is necessary to have 
a large, dominant share of the home 
market, allowing management to focus 
on growth in emerging markets.

Having developed the domestic 
business model, and securing, say, 
25%-plus of the home market, the 
company can then roll the model out to 
other countries, and also provide career 
opportunities for ambitious staff  who 
might otherwise be tempted to move to 
a competitor.

Any loss in the domestic market can 
become a drain on the overall business, 
apart from the dangers of applying 
quick-fi x solutions that can have un-
intended consequences in terms of 
adverse media commentary.

In the Asian market, this combina-
tion of uncertainty concerning possible 
sell-off s and a struggle domestically 
means that Tesco’s Asian competitors 
could take advantage of their distraction 
in the short and medium term.

Tesco’s results do not represent a 
management crisis or even a redundant 

strategy as almost all players in the UK 
have problems. Is the rise of discount-
ers also aff ecting the entire market?
Th is goes back to my point about ‘the 
squeezed middle’, a dilemma aff ecting all 
retail with the exception of the upmarket 
players like Waitrose, and the discount-
ers at the lower end of the market. Th e 
major multiples such as Sainsbury’s, 
Morrisons and Asda (Walmart) are all 
suff ering share loss at the expense of the 
discounters and Waitrose.

Essentially, with the exception of 
Asda to some extent, the multiples have 
failed to anticipate the swing to smaller, 
closer-to-home convenience retail, as the 
cash-starved consumers have searched for 
value amidst the austerity.

As a result, the major retailers are 
stuck with redundant large out-of-town 
space, with little real prospect of a return 
to the high growth of the early years of 
the decade.

Th e large-space retailers have over-
relied on scale economies and being able 
to spread store overheads, designed to 
meet consumer demand for monthly 
one-stop shopping. All of that has now 
changed as the market has undergone 
fundamental structural changes. Th ese 
big ships have a lot of momentum, and 
will take time to change direction.

Small Asian retailers could benefi t 
from these structural changes in the mar-
ket by applying large-store KPIs to their 
business, becoming more effi  cient and 
placing themselves in a better position 
to resist the competition from the big 
guys that decide to move into the smaller 
local convenience market.

How about loyalty to supermarkets? 
Will it take time and will it be very 
diffi  cult to bring back all customers?
I believe that one of the key casualties of 
the global fi nancial crisis has been con-
sumer loyalty to brands, PL and retailers. 
We are now in an era where a consumer 
demands demonstrable value for money, 
and has the means of comparing prices 
anywhere, but especially in the aisle, at 
the point of purchase.

Customers will not return unless 
retailers can meet these new criteria, 
and traditional supermarkets will be no 
exception. All I can say is that discount-
ers rarely surrender market share in an 
economic upturn, and given the fl at-line 
demand environment, supermarkets have 
a tough fi ght on their hands if they wish 
to regain share loss from the discounters.

New data is showing that recent sales 
at Aldi and Lidl were up 35% and 
22% respectively, compared with the 
same time last year, while Tesco was 
down 1.9%. Th e discounters’ growing 
impact has pushed down food price 
infl ation to its lowest level in eight 
years. How good is this strategy for the 
UK economy? It appears that the only 
strategy is a price war!
Deep down this is destroying value in 
brands, both supply and retail. In turn, 
this will lead to less incentive to invest in 
innovation. Weaker players will dis-
appear through acquisition, or will sim-
ply be removed from the market.

In general, the consumer will benefi t 
from lower prices and simpler purchas-
ing, as duplication and overlap is elimi-
nated from the market.

For sure, a price war is one way of 
providing growth for the big guys, at 
the expense of the less powerful players. 
Th is will also result in more government 
interference, and generally lead to less 
choice on the shelf. But it will also lead 
to more innovation, as retailers seek new 
ways of doing business, especially via 
multi-channel access to the consumer.

For Asian retailers and suppliers, 
the starting point has to be the [savvy] 
consumer, via a combination of Product, 

“Any retailer 
hoping to be 
a successful 
global player 
needs to 
dominate its 
home market. 
With its 28% 
share, Tesco is 
still by far the 
UK’s largest 
grocery multiple 
retailer.”
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Price, Presentation and Place that is 
demonstrably better than the alterna-
tives, made available to them however, 
whenever and wherever they choose to 
buy, resulting in a degree of satisfaction 
that causes them to willingly return for 
more and hopefully tell their friends … 
and all at a level of profi t that satisfi es 
the key stakeholders, thus avoiding the 
need for a price-war.

Tesco is only the visible part of the 
iceberg. What is happening now in 
the UK can be a warning signal for all 
supermarkets. How fast can they adapt 
their strategies or is it already too late?
Th e signs have been there since 2008, 
the global fi nancial crisis, so the super-
markets have already had six years to 
recognise the obvious and change their 
strategies in these unprecedented times.

However, the changes in the market 
have been so fundamental, not all have 
been able to adapt fully. We still have 
trouble in the pipeline. Th e key thing, 
however, is that opportunities exist for 
those that are prepared to accept the 
new conditions as the norm, and act 
decisively, while their competitors await 
a return to the normal ways of doing 
business.

After a generation of dominance, life 
seems to be suddenly pretty tough for 
supermarkets. It is an overall scenario, 
in almost all important European mar-
kets. How can you explain this sudden 
reversal in fortunes?
In my opinion these changes are based 
not only on prices. Th e discounter’s for-
mat is much more fl exible, with smaller 
outlets, limited numbers of personnel 
and a high proportion of private or 
surrogate labels. On the other hand, dis-
counters want to meet more consumer 
needs by increasing assortments, with 
more articles, many of them with high 
added value, some close to premium. 

Th eir low-cost model can be an 
inspiration to Asian retailers, in that they 
are continually focused on reducing costs 
and eliminating excess, yet giving the 
consumer what she wants, every time.

Th e discounters are off ering limited 
choice but are not confi ned to limited 
quality. Th e market tolerates limited 
assortment in discounters, based main-
ly on PL versus Tesco’s model with 
thousands of articles. Th e discount 
model works and seems to be much 
more profi table. Does the answer lie in 
the consumer’s search for simplicity?

We are all seeking simplicity and are even 
becoming suspicious of complexity that 
we cannot understand. Th e discounters 
reached this point by intuition, and had 
the courage to back their hunches.

In fact, each model can be profi t-
able, provided each retailer sticks to the 
model’s key criteria. In other words, 
discounting success depends on a lim-
ited range, in a small retail space with 
minimum overheads, whereas supermar-
kets and superstores depend on a large 
comprehensive range of brands and PL, 
scale economies and a high level of store 
traffi  c.

 Consumers want simple, direct and 
transparent off ers, or will vote with their 
feet and shop elsewhere.

What about promotions? Every Day 
Low Prices versus Discounters strategy, 
with weekly promotions, with a lot of 
in-out articles?
In the past, we spent years building 
up relationships with consumers and 
customers, on the premise that a stra-
tegic approach to brand optimisation 
produced a predictable and acceptable 
return on investment, growing a level of 
brand equity that would carry us over 
the troughs in demand.

 Consumers want simple, direct and transparent offers, or will vote with their feet and shop elsewhere.
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Th is all changed with the 2007-08 
global fi nancial crisis and the emergence 
of the savvy consumer, gradually mor-
phing into the savvy buyer, each unwill-
ing to outsource their purchase decision-
making to marketers and retailers, in 
a continuous search for demonstrable 
value-for-money, for each purchase.

Th e results are evident in the suc-
cesses of Aldi and Lidl at the expense of 
Tesco and the other multiples. We are 
now as good as yesterday’s sales results, 
everywhere.

Any supplier attempting to build 
up a continuous relationship with the 
discounters, soon realises that life in this 
channel consists of a series of one-off  
initiatives, each bearing little or no rela-
tionship with previous moves made with 
the retailer. In fact, thinking about it, the 
same now holds true for dealings with 
the major multiples — the over-rider 
agreement is now seen as ineff ectual and 
is fast becoming increasingly discredited 
as the row about commercial income, 
also known as trade investment, 
escalates ...

Perhaps, this is how it should be in 
business. And if this is the case, perhaps 
all branded manufacturers should target 
Aldi and Lidl with one-off  experiments 
to help their colleagues become accus-
tomed to discontinuity, developing skills 
that can then be applied, hopefully with 
even more eff ect, via their traditional 
customers, making each initiative ‘the 
best ever’, as if our livelihood depended 
upon it … as it probably does.

In these changed circumstances, price 
has become but one part of the total 
off er package. Th e lesson here for Asian 
retailers is to look afresh at each off er and 
initiative, forgetting history, and instead 
make a judgment based upon their latest 

readings of the market, and go for it.

Tell us about Tesco’s home delivery 
service. Is it a good tool to fi ght dis-
counters?
For those time-poor consumers who 
want a delivery to the home, Tesco at the 
right price will always be more appeal-
ing than the discounters. In fact, Tesco 
operates the world’s most successful 
grocery online service, but even in this 
case there are limits to the premium that 
a consumer is willing to pay for home 
delivery in terms of prices charged and 
delivery fee.

Th e dilemma for Tesco is that while 
it charges £5 for a home delivery, the 
actual cost to Tesco is allegedly £20 per 
delivery. Th is means that the company 
loses more as the use of home delivery 
becomes more popular.

Lidl has announced that it plans to 
open more stores in the coming years. 
In this regard, Lidl is much more fl ex-
ible, being part of a family business. 
On the other hand, Tesco’s investment 
plans need shareholder’s approval.
Th e infl uence of third parties, that is, 
shareholders, will always impact the 
strategy of a publicly-listed retailer. How-
ever, even in the case of private compa-
nies, the members will want the com-
pany to generate an acceptable return on 
investment, if only to secure pensions for 
those involved and their families.

While most moves can be made in 
secret by a private company, in the end 
the economic problems are the same for 
private and public companies, and will 
eventually reach the surface.

Can neighbourhood convenience stores 
be a solution against discounters? 

Local stores that can off er convenience at 
reasonable prices with the right prod-
ucts can compete with the discounters. 
Th e way forward for supermarkets that 
want to adopt discounter strategies is to 
allocate special discounter-aisles that rep-
licate the normal 1,400 lines of a typical 
discounter, and charging slightly more 
for other lines that the consumer needs.

Th e Sainsbury’s-Netto approach is 
an experiment whereby they are keeping 
the discounter off ering at arm’s length 
to avoid shopper confusion. If it works, 
fi ne. If it fails, little harm is done to the 
Sainsbury’s brand.

What other European markets are 
vulnerable to the British scenario?
In my opinion, all countries in the Euro-
zone are in trouble in terms of econom-
ics and politics. Th e euro is proving to be 
an unsustainable currency model.

Th is means that the changes in the 
UK retail market will cause pressures on 
all retailers to boost their stock-market 
performance, causing retailers to try to 
save money by off ering less rather than 
more variety in meeting consumer needs.

Moreover, the savvy shoppers’ 
increasing access to price-comparison 
and social media means that it will be 
increasingly diffi  cult for problems to be 
restricted to local areas. As a result, I see 
all markets being challenged by Tesco-
related issues and having to adapt, or 
suff er loss of business.

As far as Asian markets are con-
cerned, it is important to be very sensi-
tive to slowdowns in market growth, 
given that most traditional business 
models are based upon ever-growing 
markets, resulting in high stock market 
expectations, which then cause pressure 
on bottom-line performance.

What is happening now in the UK is a 
good lesson for all European and Asian 
retailers. Are we going to see some 
changes in their future strategies?
Th e global fi nancial crisis is resulting in 
austerity. Consumers are reverting to 
daily, even one-meal shopping, and are 
less willing to drive out of town to be 
tempted to buy more products in large-
space retail outlets.

All retailers will need to focus on the 
needs of consumer-shoppers who are de-
manding demonstrable value-for-money, 
and are making their own purchasing 
decisions in terms of when and where 
they shop.

Th ese savvy consumers are unwilling 

The global fi nancial crisis is resulting in austerity. Consumers are reverting to daily, even one-
meal shopping, and are less willing to drive out of town to be tempted to buy more products 
in large-space retail outlets.
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ever again to outsource these decisions to 
retailers, in the case of private labels — 
or even suppliers, in the case of brands. 
Th ese are fundamental changes that I be-
lieve are permanent within most existing 
markets, and retailers will have to adapt, 
or suff er loss of market share. 

What about “discounter prices”?
Th e key issue is the consumer-shopper’s 
attitude to what a product is worth. In 
the past, they would then factor in the 
shopping experience, namely, ambience, 
theatre,  ease-of shopping, and range of 
sizes and types available, when they were 
willing to pay a little more for products 
in a supermarket and/or hypermarket.

Austerity means that the shopper is 
now less willing to pay a premium for 
these ‘extras’. Th erefore the price gap 
between the same product in diff erent 
channels or retail formats will almost 
disappear.

Given that these market conditions 
(that is, fl at-line in demand) will prob-
ably continue for a further fi ve years, 
retailers with larger outlets will either 
have to fi nd ways of reducing prices 
via internal effi  ciencies, or lose share to 
smaller outlets. 

Th is has to be the same for Asian 
markets.

Th ere are rumours about a non-aggres-
sion pact between Tesco and Carrefour 
in some European markets. Th ere is 
the Hungarian example, with a very 
powerful Tesco and the Romanian 
one, with Carrefour and no Tesco. Can 
Romania be an interesting market for 
Tesco?
First, the UK Serious Fraud investigation 
of Tesco, coupled with the appointment 
of GSCOP Adjudicator (Grocery Trade 
Code Of Practice), are symptoms of a 
growing worldwide trend towards gov-
ernment monitoring of grocery retailers’ 
relationships with suppliers, because of 
the possible impact on prices charged to 
the consumer, and possible limitations 
of choice.

For this reason, any ‘pacts’ between 
retailers would represent high risk for 
the parties involved. However, because 
of the speed of retail market reaction, it 
can be possible for competing retailers to 
closely monitor each other’s shelf prices, 
and by making minimal adjustments to 
their own prices, gradually build some 
price equilibrium in the market, and 
thus minimise the potential damage of 
all-out price wars.

In terms of Tesco in Romania, it 
has to be said that this crisis in the UK 
has caused Tesco to move into survival 
mode, reviewing all its activities in the 
UK and globally. I believe that this 
means Tesco will re-prioritise its global 
ambitions in terms of sell-off  of parts 
of the business in order to focus on 
investing in large emerging markets as a 
priority.

Th is means that smaller markets have 
moved down the radar for Tesco, mean-
ing that it is likely that Romania faces at 
least a fi ve-year delay in any Tesco activ-
ity, in my opinion. In the short term, 
Tesco may however increase the use of its 
private labels via third-party retailers to 
safely develop a local presence and brand 
franchise in preparation for any upturn 
in the market. 

I see these same issues impacting 
the retail sector in Asia, especially when 
governments wish to legislate for retail-
ing locally, it would be easy to adapt the 
UK model, rather than re-inventing the 
wheel. Th erefore, keeping an eye on how 
Tesco handles the Senior Fraud Offi  ce 
(SFO) investigation has to be a benefi t 
for retailers in the region. 

Talking about the SFO investigation, 
the main reason the problem arose was 
the habit in the UK retailing of booking 
suppliers’ trade investment monies in 
advance of achieving results, resulting in 
possible distortions in reported profi t. 

Given the growth of ‘trade funding’ 
or what the retailers call Commercial 
Investment or back margin, from some-
thing like 5% of a supplier’s sales 20 
years ago, to current levels of 20%-plus, 
with relatively little in the way of robust 
results-based documentation, and inad-
equate tie-in between cause and eff ect 
in terms of timing and results achieved, 
it can be seen that the Tesco profi t 
overstatement was an accident waiting to 
happen.

Th e SFO investigation of Tesco’s 

treatment of Commercial Income will 
rule that these signifi cant sum-transfers 
in the supplier-retailer relationship need 
to be the subject of better controls, 
equivalent to those already in place to 
justify expenditure of similar sums in 
the factory, in terms of making capital 
investment decisions.

Possibly the most important take-
away lesson for Asian retailers is to bear 
in mind that the SFO investigation and 
its equivalents in other retailers will 
force these long-overdue changes in how 
suppliers and retailers calculate and ac-
count for discretionary monies. It would 
obviously be preferable if suppliers and 
retailers introduced such disciplines at 
their own pace and on their own terms, 
rather than await their imposition by a 
government agency following a crisis.

Finally, is this the beginning of the 
end for Tesco?
Frankly, although Tesco is on the ropes, 
it is certainly not on the canvas.

It is still a major global player, with a 
good market share in many countries, a 
new, highly focused management team, 
under the leadership of a consumer-
focused CEO, with the potential support 
of suppliers in all categories who want 
Tesco to succeed.

Hopefully, most of its issues are now 
exposed — and will be dealt with in a 
businesslike way.

In fact, on January 8 this year Tesco’s 
new CEO, Dave Lewis, announced his 
turnaround plan, resulting in an imme-
diate 20% rise in share price. All Tesco 
needs now is time and money to make 
the necessary changes.

In other words, Tesco is now poised 
to continue its global growth with 
the benefi t of having experienced the 
downside, and survived. In fact, rather 
than this being the beginning of the end, 
I would instead describe it as the end of 
the beginning for Tesco. ra

Brian Moore is chief executive of EMR-
NAMNEWS Ltd, a marketing/sales con-
sultancy, training and publishing company 
working in the grocery and pharmacy retail 
sectors.

Th e company publishes NamNews, a 
global newsletter for Account Managers, 
with over 5,000 subscribers, and KamCity.
com, a website providing news, tools and 
information for KAMs/NAMs, and related 
departments working in the FMCG retail/
manufacturing industry. Brian’s Kamblog is 
at www.kamcityblog.com 

Following a key account and market-
ing career at Sandoz-Wander (ethical & 
OTC pharma) and Wella Hair Cosmetics, 
Moore has over the past 30 years conducted 
a wide variety of consultancy and training 
projects (Trade Marketing, Finance, Key 
Account Management, Category Manage-
ment, Global Customer Planning and 
Management) for FMCG clients in the 
UK, Continental  EU, C&E Europe, Mid-
dle East, Asia, Australia, and the Ameri-
cas. Currently, he divides his time 50:50 
between the UK and abroad. 
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A stellar performer

W
hile in college pursuing an Economics degree at the 
University of the Philippines, Robina Y Gokongwei-
Pe used to get her adrenaline rush from writing sports 
stories and meeting publication deadlines. She enjoyed 

meeting and interviewing people for her campus newspaper, the 
Philippine Collegian.

Although the eldest child of taipan John Robinson 
Gokongwei knew that a life-long career in journalism was not in 
the cards, she went on to pursue a degree in journalism when 
she left the Philippines to continue her studies at New York 
University.

Her path was laid out for her by her father when she was 
just a pre-schooler — and that path eventually led to her 
heading Robinsons Retail Holdings Inc, the second-largest 
multi-format retailer in the Philippines and the retail 
arm of the sprawling Gokongwei group of companies. 
Th e group is among the largest conglomerates in the 
Philippines with holdings in banking, manufacturing 
and real estate development.

Robina Y Gokongwei-Pe

Building on her past experience as a journalist, 
Gokongwei-Pe, president and chief operating offi cer 
of Robinsons Retail Holdings, Inc, took on her family 
business with gusto and helped cement its position 
as the second-largest multi-format retailer in the 
Philippines. The energetic lady shares more with 
Tina Arceo-Dumlao.

“Retail is not as 
glamorous as people 
think it is. Like a duck 
swimming in a pond, 
it looks serene from 
the surface, but it has 
to paddle furiously 
underneath to stay 
ahead.”
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Gokongwei-Pe, whose fi rst name 
was derived from her father’s second 
name, shared that as early as fi ve years 
old, her father told her that she would 
have to eventually help out in the family 
business, of which retail would provide a 
fi rm foundation.

“My father told me when I was fi ve 
that I would need to help in the family 
business, so I did not look anywhere 
else,” said 53-year-old Gokongwei-Pe, 
chief operating offi  cer of Robinsons 
Retail.

Th us, when she got back to the 
Philippines after graduating from NYU, 
she immediately joined the retail group 
as wished for by her father.

“After I graduated from university 
in the 1980s, my father assigned me to 
our retail business, which was then just a 
single Robinsons Department Store 
in Manila.

“I started out as a receiving clerk in 
our warehouse,” shared Gokongwei-Pe.

“Our systems were so outmoded 
that when the deliveries came in, I had 
to count each piece one by one, whether 
they were 200 pieces of underwear or 
200 sets of drinking glasses. If I didn’t 

Given her passion for journalism, 
she was put in charge of the paper but 
it was in retail where she found herself 
again after the family sold the shares in 
the newspaper following a high-profi le 
run-in with a former President of the 
Philippines.

Since then she devoted her energy 
mainly on the retail business and it has 
served the company well.

Th e Robinsons Retail Group has 
some 35 years of retail experience in 
the growing industry, giving it a keen 
understanding of Philippine consumers 

count correctly, I had to pay for them. 
Luckily, I counted everything correctly,” 
she added.

Gokongwei-Pe’s responsibilities 
increased as the operations grew until she 
was eventually put in charge of the retail 
group that was spun off  into a separate 
unit and listed on the Philippine Stock 
Exchange.

But as she went up the ranks, she 
also took a detour back into journalism 
after her father bought into the Manila 
Times, one of the Philippines’ oldest 
newspapers.

“The reality is that a lot of complex 
work is done at the backend before 
you get that beautiful product on 
the fl oor. That it is a glamorous 
industry is, I think, the most common 
misconception about the retail 
industry.”

The Robinsons Retail Group has some 35 years of retail experience in the growing industry, giving it a keen understanding of Philippine 
consumers and this has allowed it to command market-leading positions across all of its business segments.
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people would like turned out to be a 
dud — and it happened from time to 
time. “But then the feeling is off set 
by that fulfi lment that one gets from 
seeing lines at the cash registers or seeing 
somebody with a product bought from 
the Robinsons chain,” she added.

Th ere have been inevitable missteps, 
wrong moves, missed opportunities 
and bitter lessons learnt along the long 
and winding road to Robinsons Retail’s 
current standing, but Gokongwei-Pe 
said that she has always been guided by 
her father’s words: “One must simply 
learn from mistakes — and when they 
happen, just pick yourself up, dust 
yourself and try again.”

Gokongwei-Pe, commenting on her 
father’s maxim, said: “It is better than 

and this has allowed it to command 
market-leading positions across all of its 
business segments.

Robinsons Retail today operates:
• Supermarkets — Robinsons 

Supermarket, Robinsons Easymart and 
Robinsons Selections;

• Department stores — Robinsons 
Department Store:

• Do-it-Yourself stores — Handyman 
Do it Best, True Value, Howards Storage 
World, A.M. Builders’ Depot;

• Convenience stores — Ministop;
• Drugstores — Southstar Drug, 

Manson Drug; and

• Specialty stores — Toys ‘R’ Us, 
Robinsons Appliances, Daiso Japan, 
Topshop, Topman, Dorothy Perkins, 
Shiseido, Benefi t.

A subsidiary — Robinsons Gourmet 
Food & Beverage Inc — has recently 
expanded to become a supplier of Costa 
Coff ee beans and operations of Costa 
Coff ee shops in the Philippines.

Being the daughter of the owner, it 
would have been easy for Gokongwei-Pe 
to throw her weight around and slack off  
as she was assured of a position in the 
company; but she was quick to say this 
was never the Gokongwei way.

On the contrary, she would have 
earned her parents’ ire if she did not 
put in an honest day’s work, just like 
everybody else in the Gokongwei group.

Her parents, she shared, have always 
stressed the importance of hard work 
and teamwork.

“Th ere are no kings and queens 
here,” said Gokongwei-Pe, crediting the 
staff  members for helping Robinsons 
Retail grow more than 30 years to where 
it is now.

She noted: “Retail is not as 
glamorous as people think it is. Like 
a duck swimming in a pond, it looks 
serene from the surface, but it has to 
paddle furiously underneath to stay 
ahead.”

So it is in retail where much of 
the work is done behind the beautiful 
storefronts and displays.

“Th e reality is that a lot of complex 
work is done at the backend before you 
get that beautiful product on the fl oor. 
Th at it is a glamorous industry is, I 
think, the most common misconception 
about the retail industry,” said 
Gokongwei-Pe.

“Convincing customers that it is a 
beautiful product when they think it is 
not is another challenge.”

She shared that it can be quite hard 
to accept that the product you thought 

As at last September, Robinsons Retail has 1,258 stores across all formats, up from 982 stores the previous year; and it expanded its total 
gross fl oor area year-on-year by 19.9%.

ROBINA Y GOKONGWEI-PE,
President and CEO of 
Robinsons Retail Holdings, Inc

Robina Y Gokongwei-Pe serves on 
numerous boards, including:

• 2005-Present: 
Director
Robinsons Land Corp.

• 2007-Present: 
Director
Cebu Air, Inc

• 2009-Present: 
Non Executive Director
JG Summit Holdings, Inc.

Gokongwei-
Pe has always 

been guided 
by her father’s 

words: “One 
must simply 

learn from 
mistakes — 

and when they 
happen, just 
pick yourself 

up, dust 
yourself and try 

again.”
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not having attempted to do anything 
at all.” 

From her mother, she learnt to not 
“be pompous”, as there is nothing like 
it to turn off  employees, colleagues, 
customers, partners and shareholders.

Th is is why Gokongwei-Pe and the 
rest of her siblings are not the type to 
live in an ivory tower or the corner offi  ce 
isolated from the rest of humanity. On 
the contrary, they are right in the thick 
of things and not afraid to get their 
hands dirtied, sometimes literally.

Th is trait has allowed Gokongwei-Pe 
to feel the pulse of the market, which has 
then helped Robinsons Retail continue 
posting stellar profi t numbers to the 
delight of local and foreign investors.

In the nine months to September 
2014, Robinsons Retail posted a 33.3% 
increase in net income to Php2.3 billion 
from Php1.8 billion in the same period 
the previous year, driven by increased 
income from operations and higher 
interest income.

Consolidated net sales during the 
period swelled by 19.1% from Php47.2 

billion to Php56.2 billion; this was 
attributed to the sales contribution of 
the 276 new stores, including newly 
acquired businesses, as well as higher 
than expected same-store sales.

As at last September, Robinsons 
Retail has 1,258 stores across all formats, 
up from 982 stores the previous year; 
and it expanded its total gross fl oor area 
year-on-year by 19.9%.

Gokongwei-Pe believes that growth 
will remain on an uptrend despite this 
year being the start of the integration 
of the 10 member-economies of the 
Association of South-east Asian Nations 
into a single market.

Expansion of its current networks 
and the creation of new retail formats 
to meet the demand from a young 
and growing population with greater 
purchasing power than in years past are 
on the cards.

“I believe that our group thrives 
on competition and so we are ready. 
Ultimately, competition is good for 
the Filipino consumer,” said Gokongwei-
Pe. ra

Robinson Retail today operates specialty 
stores including Toys ‘R’ Us, Robinsons 
Appliances, Daiso Japan, Topshop, Topman, 
Dorothy Perkins, Shiseido and Benefi t.
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Today’s customer journey is no longer linear, and brick-and-mortar retailers must create an 
omni-experience for shoppers to glide seamlessly between online and offl ine, says 
Terry O’Connor, Group CEO, Courts Asia.

Omni-channel: Blurring the 
lines between bricks and clicks

From O2O

T
he rapid development of 
technology and platforms has 
mobilised change in the retail 
landscape, disrupting the 

environment with the proliferation of 
e-commerce as well as increasingly savvy 
and discerning consumers who are agile 
in their shopping journey.

According to Google’s recently 
released Consumer Barometer report, 
Asia is eclipsing the West as a ‘mobile-
fi rst’ region, fuelled by its spiralling 
smartphone penetration and adoption 
rates. Consumers are infusing 

connectivity and the ‘Internet of Th ings’ 
into almost every aspect of their lifestyle, 
from communication to research and 
shopping, and this trend is on an upward 
trajectory with no signs of decelerating.  

Th e digital revolution is well on its 
way, and Asia is indeed leading the pack 
with online spending across South-east 
Asia predicted to hit US$35 billion by 
2020, according to a recent report by 
investment bank UBS. 

Brick-and-mortar retailers must 
adapt and innovate to this new dynamic 
or risk being obsolete. 

Being channel-agnostic is no 
longer eff ective, and retailers cannot 
ignore the many new customer touch 
points that transcend traditional retail 
boundaries. Th e new reality is that the 
customer journey is no longer linear, and 
customers are becoming more adept at 
utilising diff erent channels at diff erent 
stages of their shopping experience. 

It is critical to create an omni-

channel experience for customers, 
allowing them to glide seamlessly 
between online and offl  ine, where they 
can research, deliberate and make the 
fi nal decision interchangeably either in 
the physical or online store. 

In this regard, retailers with physical 
stores have the necessary resources and 
infrastructure to integrate online with 
the shopping experience, thus distinctly 
diff erentiating themselves from a pure-
play online retailer. 

In the late 1990s, we launched 
a website that had transactional 
capabilities, and developed it into a full-
fl edged online store in 2008. We then 
launched the second iteration of our 
online store in October 2012 with 7,000 
product off erings that has since grown 
to more than 15,000 today. According 
to UBS, our online store is currently the 
nineth largest shopping site in Singapore 
based on monthly traffi  c, and we are the 
top multi-channel retailer in the country. 

Self-help digital kiosks in-store, 
Click & Collect counters, QR codes, 
mobile apps, and free WiFi in-stores — 
these are some of the ways technology 
has breathed new life into our physical 
stores, creating a more connected and 
personalised experience for customers. 
Depending on the customer’s preference, 
these channels can work independently 
or together at any part of the shopper 
journey, from product research and price 
comparisons to fulfi lment and payment.  

As the stores embrace this new 
demand, so too must our workforce. It 
is vital that our multi-channel journey is 
supported by all facets of the business. 
Online should not be perceived as a 

• Continued on page 32

“Retailers 
with physical 

stores have 
the necessary 
resources and 

infrastructure to 
integrate online 

with the shopping 
experience, 

thus distinctly 
differentiating 

themselves from 
a pure-play online 

retailer.” 

Courts’ Terry O’Connor: Our stores are also 
where we create meaningful engagement 
with our customers in the form of excep-
tional in-store experiences, so there is more 
pressure for us to ensure our stores remain 
relevant and exciting.
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C
ustomer experience is a 
top priority for companies 
targeting online customers, 
and it is defi nitely worth the 

eff ort as the amount of sales generated 
by e-commerce continues to hit new 
records everywhere. 

Asia, despite being a new market, is 
now a hot-spot for e-retailers. 

Findings in a survey on the 
e-commerce landscape in Asia by 
Worldwide Business Research (WBR) 
show that Asia-Pacifi c will account 
for an incredible 41.4% of worldwide 
e-commerce sales and is set to 
overtake the US as the world’s biggest 
e-commerce market. 

Online sales in the region are 
estimated at US$388.7 billion at the 
end of 2013, while forecasts by Forrester 
Research show a 30% jump year-on-
year for Asia-Pacifi c e-commerce sales. 
Technology spend by the region’s 
retailers is also increasing rapidly. 

Th e survey by WBR was conducted 
as part of the third annual e-Tail Asia 
conference to be held on March 11 and 
12 at Marina Bay Sands in Singapore. It 
included interviews with more than 100 
e-commerce leaders in the travel, food 
and restaurant, luxury goods, media, 
apparel and fashion industries in Asia-
Pacifi c. 

Th e fi ndings show immense 
optimism as well as several areas of great 
importance and concern to e-tailers as 
well as traditional retailers going omni-
channel. 

Th e key issues highlighted include: 
Customer experience, social media, 
content marketing, mobile marketing, 
omni-channel marketing, cross-border 
marketing and competition for talent. 

Of these, customer experience, 
mobile marketing and cross-border 
marketing are considered the most 
crucial. 

On customer experience, 
interviewees say e-tailers must 
be prepared to understand and 
accommodate the more sophisticated 
shopping tastes of the modern Asian 
consumer. Th ey have to fi nd ways to 
showcase, sell and deliver their product 

off erings that not only meet but exceed 
customer expectations and diff erentiate 
themselves from their competitors.

Interviewees emphasised repeatedly 
the need to understand customers’ 
online behaviour. Most of them focus on 
building an e-commerce experience that 
is both personal and consistent with the 
retailer’s physical store (if applicable). 

Th is requires a continual 
commitment to an in-depth analysis of 
user behaviour and using the appropriate 
tech tools and data capture solutions, 
while constantly re-assessing and re-
targeting the optimal customer.

Th e process to creating this customer 
experience — giving customers an 
optimal range of product off erings at the 
right price and making it easy for them 
to navigate and purchase — can be very 
challenging. But getting it right provides 
an environment that can create a “sticky 
customer” who may be encouraged to 
make repeat purchases and become a 
valued brand ambassador.

As a result, many of the companies 
interviewed are investing heavily in 
sophisticated data analytics solutions to 
better understand their users’ behaviour 
and thus deliver a fast, personalised 
and convenient way to showcase and 
transact. 

Another crucial area for e-tailers is 
mobile marketing. 

As smartphones become widely used 
across Asia, an eff ective m-commerce 
strategy is important. Here’s where 
e-tailers must pay attention to issues 
such as user engagement and payment 

facilities. 
User engagement refers to e-tailers 

fi nding ways to ensure that the customer 
keeps using an app that has been 
created, rather than trying it once and 
then deleting it. So, e-tailers wanting to 
leverage on mobile platforms in a big 
way must develop apps with increasingly 
avid interest. 

Payment is equally important.  
As in the case of cross-border 

marketing — which also faces the 
problem of payment facilities — e-tailers 
must take note that in some countries 
such as Indonesia and Vietnam, the 
majority of the population do not have 
either credit or debit cards. Th is can 
aff ect their online shopping activity. 
E-tailers have to fi nd quick and 
convenient payment alternatives to 
circumvent this.

Pre-paid and post-paid accounts 
linked to the phone — as in the “buy 
online, pay offl  ine system” used by 
companies such as 7-Eleven — are some 
of the solutions that have been created 
for these markets. 

In fact, 7-Eleven is enjoying great 
success in cross-border marketing 
using this system. Th ey have a strategic 
partnership with leading e-tailers which 
enable customers to choose their nearest 
7-Eleven branch to pick up their orders 
and pay in whichever method that is 
convenient to them. 

Methods such as these are among 
the ways in which retailers can make 
their mark on the e-commerce landscape 
in Asia. ra

Asia-Pacifi c to account for 41.4% 
of worldwide e-commerce

MORE than 300 senior representatives from Asia’s major retailers and e-
commerce players are expected to attend eTail Asia 2015, which will be held on 
March 11 and 12 at Marina Bay Sands in Singapore. It will cover topics such as 
how to drive traffi  c and increase conversion to e-commerce, and developing the 
best mobile and social media strategies.

Th ere will be more than 60 speakers and 15 sponsors at the conference, 
including senior executives from companies such as RedMart, Mango, Lazada, 
Harvey Norman, Zalora and Tarad.com. 

For more information about the event, visit www.etailasia.com or follow @
eTail_Asia. ra

E-commerce players sharing their expertise
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NTUC FAIRPRICE, Singapore’s 
biggest retailer serving about 400,000 
shoppers daily, has increased the number 
of locations for its online grocery 
Click&Collect service from seven to 22, 
just four months after its launch. 

Th is is in response to the growing 
number of customers preferring to shop 
online and self-collect. 

Offi  cially launched last September, 
orders under the Click&Collect service 
at NTUC FairPrice Online have been 
growing by 10% month-on-month. 
During the recent year-end festive 
period, Click&Collect orders accounted 
for about 20% of all online delicatessen 
orders. 

Th e increase in collection points 
island-wide from January this year 
will off er greater accessibility and 
convenience to customers and provide 
an added boost to the retailer’s online 
service. 

NTUC FairPrice ramping up          o

Singapore’s biggest supermarket launched FairPrice Online in 2002, before online shopping 
gained popularity in Singapore.

threat to physical stores, and we have 
implemented internal processes that 
circumvent this, such as postcode 
ownership for physical stores that 
includes both online and offl  ine sales, 
and internal reporting that refl ects the 

mindset shift. 
In addition, our staff  on the sales 

fl oor have undergone training and 
upgraded their skills for a tech-infused 
environment that is customer-oriented. 
Th ey are now equipped with tablets, 
giving them more mobility and the 
ability to process and transact on-the-

spot orders. Th ey are able to pull up 
information at the tap of a fi nger to 
answer or clarify any customer queries 
immediately, as well as process payments 
directly on the tablet. 

Logistics and inventory are also key 
components in ensuring offl  ine and 
online can grow and excel together in 

While FairPrice stores continue to 
attract the majority of shoppers, there is 
little doubt that the online service is here 
to stay. 

NTUC FairPrice launched FairPrice 
Online in 2002, before online shopping 
gained popularity in Singapore. Online 
sales have since been increasing by 15% 

“Self-help digital 
kiosks in-store, 
Click & Collect 
counters, QR 
codes, mobile apps, 
and free WiFi in-
stores — these are 
some of the ways 
technology has 
breathed new life 
into our physical 
stores.”

• Continued from page 30

Courts’ staff on the sales fl oor have undergone training and upgraded their skills for a tech-
infused environment that is customer-oriented. 

Courts outlets 
are now well 
integrated with 
its online platform 
and they double 
up as fulfi lment 
centres with the 
development of a 
common product 
information system.
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        online grocery C&C service

a year.  It now has more than 100,000 
subscribers, 45% of whom are active 
users who have made an online order in 
the past year. More than 5,100 products 
are now available for online ordering, 
including fresh produce, chilled dairy 

products and frozen meats. 
Th e company is confi dent that its 

online business will gather even greater 
momentum in future. 

Says Tan Huey Ling, deputy general 
manager (FairPrice Online), NTUC 

off ering superior customer experiences. 
A retailer with a physical presence 

will already have existing infrastructure 
that can scale up to integrate and 
support online activity, such as in supply 
chain, inventory, processing, marketing, 
customer relationship management, 
delivery and customer service. Our stores 
serve as additional fulfi lment centres 
with the development of a common 
product information system. Moreover, 
GPS tracking has been integrated into 
our delivery trucks, allowing customers 
instantaneous updates on when they can 
expect their deliveries. 

Nonetheless, we have observed that 
customers still crave the personal touch, 
evident by the growing preference to 
ROPO (Research Online, Purchase 
Offl  ine), especially for the latest or 
higher priced products, and the fact that 
half of our online customers prefer to 
pick up their purchases from our Click 
& Collect counters in-store. 

Our stores are also where we create 
meaningful engagement with our 
customers in the form of exceptional 
in-store experiences, so there is more 
pressure for us to ensure our stores 
remain relevant and exciting. Stores 
are our showroom for products, so 
it is critical to create an immersive 
and engaging shopping environment 

supported by store theatre to entice 
shoppers not only to purchase in-store, 
but also explore our online off erings. 

Indeed, e-commerce is opening 
the door to endless possibilities, where 
physical barriers are non-existent and a 
retailer can expand beyond its traditional 

categories and reach a wider local 
and global audience. It is an exciting 
time for retail today, spurred by a 
market energised by digital innovation, 
consumer empowerment and 
the confl uence of old and new 
touchpoints. ra

According to UBS, Courts’ online store is currently the nineth largest shopping site in 
Singapore based on monthly traffi c, and we are the top multi-channel retailer in the country. 

Offi cially launched last September, 
orders under the Click&Collect 
service at NTUC FairPrice Online 
have been growing by 10% month-
on-month. During the recent year-end 
festive period, Click&Collect orders 
accounted for about 20% of all online 
delicatessen orders. 

FairPrice: “We constantly adapt to the 
evolving needs and changing lifestyles 
of our customers, and we’ve been 
encouraged by the take-up rate in the 
past four months.

“We expect more of our customers to 
use Click&Collect as shoppers become 
receptive to this delivery service.” ra

NTUC FairPrice is confi dent that its online 
business will gather even greater momen-
tum in future. 
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Honeywell is a leading provider of innovative voice technology solutions. Its Vocollect Voice 
enables nearly one million global mobile workers to move US$5-billion worth of goods 
each day and saves companies more than US$20 billion a year. Larry Sweeney, business 
development senior director of Honeywell Vocollect Solutions, offers fi ve tips on how 
retailers can best use Vocollect Voice in an omni-channel environment.

Voice technology:  Rising to 
‘click and collect’ challenge

From O2O

C
lick and Collect’ or O2O 
(online to offl  ine) is the 
latest trend to emerge 
from the rise of the omni- 
channel supply chain in 

the retail industry. Th is new addition to 
more and more consumers’ mounting 
shopping wish list — which now features 
shopping online, overnight or same-day 
delivery, distribution to their home or a 
traditional bricks-and-mortar store for 
pick-up, as well as exchange or returns 
in-store — is a strong indicator that 
consumers have now fully taken charge 
of the retail world.  

Th e attraction of ‘click and collect’ 
for consumers is that it opens up an extra 
option for purchasing goods, which gives 
them the freedom to collect their orders 
in-store at their own leisure, as opposed 
to feeling restricted by the need to be 
at home or work when their delivery 
arrives. 

Th e big challenge for retailers is 
choosing technologies that are capable 
of backing new processes that ensure 
they cater to ‘click and collect’ as well 
as an ever-expanding list of consumer 
expectations in a way that ensures 
customer satisfaction and loyalty. 

Five tips for retailers looking to 
rollout Vocollect Voice in an omni-
channel environment include: 

1 Taking Voice beyond picking in 
the DC

Traditionally, Voice found a niche in 
order picking in the distribution centre 
(DC). However, many DCs have applied 
Voice technology’s benefi ts of visibility, 
accuracy, productivity and fl exibility 

across other DC tasks and workfl ows 
such as cycle-counting, receiving, 
dispatch, put-away and replenishment.

Th is signifi cantly boosts the 
effi  ciency of the DC across the board, 
as well as off ering the advantage of 
receiving an increased return on the 
DC’s original investment in Voice 
technologies. 

2 Voice can handle both online and 
store orders

Th e fl exibility and scalability of Voice 
helps retailers meet the requirement of 
running two types of DCs in one — 
online and store order fulfi lment. While 
Voice has long been used to manage bulk 
orders for hundreds of retail stores, it is 
now also being used to accurately and 
quickly pick and dispatch thousands of 
single-item orders to homes, workplaces 
and stores for pick-up. 

3 Voice helps manage changing 
demand and traceability

Training workers on Voice is much 
faster when compared with other 
technologies used in the DC; therefore, 
it is much more effi  cient when bringing 
in seasonal workers during peak periods. 
Additionally, when Voice is used across 
the DC, managers have real-time 
information at their fi ngertips and can 
easily move workers to diff erent areas 
of the DC during the day based on 
demand.

Th is higher DC effi  ciency and 
productivity means store and online 
orders are not delayed during peak 
periods such as holiday seasons and 
retailers are capable of promising to give 
shoppers what they want, such as same-

day delivery or ‘click and collect’. 
Th e real-time information Voice 

provides also allows retailers to keep 
shoppers happy by informing them 
about where their order is up to at 
every stage in the supply chain and 
when it will be delivered to their home, 
workplace or retail store for collection. 

4 Moving Voice in-store
Once retailers realise the benefi ts 

of Voice in their DCs, they can assess 
whether integrating Voice to their in-
store operations would be advantageous. 
Grocery is one section of the retail 
industry that is currently actively 
deploying Voice in-store to increase the 
productivity of workers who pick online 
grocery orders and to help guide them 
through more complex stages of picking 
(the need to pick from not only shelves 
but also frozen or chilled products that 
have diff erent storage requirements).

Grocery stores are also using Voice to 
manage prioritisation of shelf restocking 
and other tasks such as labelling and 
pricing. 

5 Voice is ready for the unpredictable 
omni-channel

With the rise and evolution of the omni-
channel, retailers don’t know what the 
future of the industry looks like or even 
what might happen in the next few years. 
In the face of this unpredictability, Voice 
off ers retailers a highly adaptable and 
scalable technology that can go wherever 
the omni-channel takes them. ra

Vocollect is a trademark or registered 
trademark of Honeywell International Inc. 
in the US and/or other countries.
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All eyes are on mobile commerce as data from the 2015 Mobile 500 report demonstrates its 
unprecedented growth in worldwide retail fi gures.

Mobile commerce makes 
impact in worldwide retail

From O2O

T
here may have been umpteen 
predictions about the impact 
and importance of mobile 
commerce but its quantum 
leap over the past year has 

taken even the experts by surprise. 
Findings from Internet Retailer’s 

Mobile 500 report show an estimated 
80% jump in sales by the world’s top 
500 mobile commerce merchants — 
from US$47 billion in 2013 to US$84 
billion last year. 

In addition, mobile commerce now 
accounts for 23% of e-tailing sales of 
the 366 US retailers in the Mobile 500 
guide, compared with 11% two years 
ago. 

Th e 2015 Mobile 500 ranks 
and analyses the 500 largest mobile 
commerce retailers worldwide based on 
their expected 2014 mobile sales. 

Just as signifi cant is the fact that 
although US companies such as Amazon 
and Apple Inc continue to dominate the 
Mobile 500 list, more overseas players 
are emerging — especially from China. 
And for the fi rst time in the history of 
the Mobile 500 rankings, a Chinese 
mass merchant Web-only retailer is in 
the No.3 spot, showing China’s growing 
infl uence in the world of e-tailing.  

Overall, the 2015 Mobile 500 
has 134 overseas retailers — with an 
estimated US$25 billion in e-commerce 
sales by end-2014, up 96% from US$13 
billion in 2013. 

China — the world’s largest national 
e-commerce market — tied for third 
place with France in terms of countries 
with the most retailers represented in the 
2015 rankings. 

Industry experts have been 
envisioning a world of multi-device 
shoppers — people browsing on the 
smartphones and tablets and buying 

from the desktop. But what is happening 
now is that shoppers are increasingly 
transitioning to mobile commerce. Th e 
largest growth area in shopping and on 
the Web is mobile-only customers. 

Th e 2015 Mobile 500 estimates 
that 59% of 2014 m-commerce sales 
will have come from tablets and 41% 
from smartphones. Another report 
— by comScore Inc — reveals that 
almost 20% of online shoppers only use 
smartphones and tablets, never desktop 
computers. 

So, while retailers in the past may 
have considered versions of their website 
for viewing on a smartphone or tablet 
as “a nice to have” channel, today it is 
an absolute must. More than 60% of 

US consumers’ time spent online with 
retailers takes place on a mobile device. 
Th at is a huge growth potential for 
progressive sellers. 

As data from the 2015 Mobile 500 
shows, every company must be mobile-
fi rst today because smartphones and 
tablets are clearly central to Web retailing 
and will be the main driving forces for 
growth in future. 

Retailer apps are the fastest-growing 
segment of mobile commerce. According 
to Mobile 500, 42% of 2014 mobile 
sales by the Mobile 500 Web merchants 
are estimated to have come from mobile 
apps. 

Of the 500 companies, 262 Web 
merchants provide more than 600 apps, 
up from 229 merchants with apps the 
previous year. Th ese merchants are also 
the ones who are growing their mobile 
sales at a faster rate than those Web 
merchants who did not provide apps to 
their customers. 

All this goes to prove that e-retailers 
must prioritise their tech spending 
and see how best they can engage the 
growing number of consumers who turn 
to their smartphones and tablets for their 
next shopping experience. ra

As data from the 
2015 Mobile 500 
shows, every 
company must 
be mobile-fi rst 
today because 
smartphones 
and tablets are 
clearly central to 
Web retailing and 
will be the main 
driving forces for 
growth in future. 

Retailer apps are the fastest-growing 
segment of mobile commerce. 
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T
o say that the retail industry 
today faces unprecedented 
change is an understatement. 
Gone are the days wherein 

retailers only need to be armed with a 
“one size fi ts all” approach. With the fast 
adoption of smart gadgets and the rapid 
expansion of free WiFi hotspots and 
reliable 3G connections, retailers must 
be prepared to embrace a radical form of 
thinking to survive the ever-competitive 
retail landscape.

Retailers must come up with con-
cepts that will be deemed satisfying by 
consumers whose purchasing behaviours 
are constantly being altered by the 
digital era.

Technological advances have yielded 
savvier consumers. Th eir expectations 
and preferences are becoming more 
sophisticated. Today’s consumers can 
now easily identify and leverage various 
sources of information so that they may 
optimise elements of their shopping 
journey.

Nonetheless, by identifying 
challenges that come with the digital 
era, retailers will have a greater chance of 
granting consumers a seamless shopping 

Retailing today calls for well 
thought-through strategy

Greg Thain
Chairman & CEO
Storewars 
International

experience regardless of the channel.
Retailers face a generation of busy 

consumers who rely heavily on instant 
gratifi cation. A consumer with limited 
time has less tolerance for unappealing 
information. Retailers have to fi nd ways 
to capture the consumer’s attention and 
keep it long enough to get the brand’s 
message across. If not, a consumer can 
easily tap into a wealth of information 
and fi nd another merchant that can 
surpass his standards.

In an attempt to demand the atten-
tion of increasingly distracted 
consumers, some retailers commit the 
mistake of putting its consumers in 
perplexing purchase paths.

What must be remembered is that 
consumers oftentimes do not need to be 
bombarded with fl ashy and unnecessary 

platforms. What they need is a simpli-
fi ed yet engaging shopping experience. 
Some retailers off er so many discount 
schemes and loyalty programmes that 
consumers end up feeling confused and 
alienated because they cannot keep track 
of all the programmes anymore.

In a digital world, the more relevant 
the content is, the better the chances 
of getting noticed by consumers. It is 
worth noting that the fastest-growing 
retailer in the mature markets is the hard 
discounter Lidl.

Europe is static with zero growth 
and zero profi t in many areas of sectors; 
Lidl and Aldi are defying this trend 
by delivering what large segments of 
consumers want — and that is value for 
money.

A visit to the new Lidl is a must for 
any serious retailer worldwide. It’s about 
implementation … you go into the store 
and there is fresh bread and pastry, a 
must in Europe; the fresh vegetables and 
fruit are limited in choice but they are in 
perfect quality. Th ere may only be three 
types of tomato, but the strategy has 
been thought through! A vine tomato 
that still smells of growing that says 

It is worth noting that the fastest-growing retailer in the mature markets is the hard discounter Lidl and its success is its ability to pay close 
attention to implementation details.
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Greg Th ain is the CEO of M3 Modern Market-
ing Media, an innovative and ground-breaking 
digital Internet business, as well as the Executive 
Chairman of New Markets Investments. He is 
also an Adjunct Professor at the International 
University of Monaco and author of Storewars: 
Th e Battle for Mindspace & Shelfspace and 
FMCG: Th e Power of Fast-Moving Consumer 
Goods.

‘eco’ to the consumer, then there are the 
packaged cherry tomatoes, and large 
tomatoes to go with the Mozzarella. Two 
ripe avocados in a  pack ready to eat but 
you have to take it on trust as the pack-
aging stop you feeling the fruit.

Another struggle which retailers face 
is ensuring that their physical stores mir-
ror the portrayed image of their websites 
or apps. How do retailers attract its 
consumers to come to the actual store?

Some retailers might have fancy web-
sites but the stores do not look equally 
appealing. Many shoppers appreciate 
stores which promise a unique shopping 
experience — stores that allow them to 
not just make a simple transaction but 
to also relax, fi nd inspiration, and take a 
break from their daily routine.

Time magazine previously published 
a cover story entitled Th e Mindful Revo-
lution. As per the story, people consider 
retail stores as personal spaces wherein 
they can immerse themselves.

Needless to say, the physical store 
has to be an embodiment of the brand. 
Th e store must enable experiences that 
the online platform cannot deliver. Th e 
store has to be designed in such a way 
that consumers can enjoy themselves 
without forgetting the brand.

While the utilisation of traditional 
displays will continue, technology can 
be harnessed to augment the shopping 
experience. Smart phones, for example, 
can be incorporated to serve as in-store 
digital catalogues or menu. Some cloth-
ing stores make use of digital “mirrors” 
that enable shoppers to choose which 
clothes suit them without even removing 
the ones they’re actually wearing.

On the other hand, consumers must 
still have a motivation to go back to the 
website. Merchants should show their 
consumers that there’s still something 
to look forward to, such as upcoming 
online contests or giveaways.

In order to thrive in this digitally 
dependent age, a retailer should be able 
to uphold its consumers’ interest not 
just for its e-commerce but also for its 
brick-and-mortar. Modern retailers must 
know how to take advantage of their 
physical assets so that they may leave a 
lasting impact.

With an increasing number of 
channels that are being used to market 
the products, another challenge which 
modern retailers face is the alignment 
of their inventory with the demands of 
consumers. Th ere is no point in con-
centrating on marketing if the retailers 

won’t be able to meet such demands in a 
timely manner.

More and more retailers are altering 
their system to give way for more fl uent 
purchasing options to their clients such 
as same-day delivery schemes and fl ex-
ible return/exchange policies for online 
orders.

Processing thousands of transactions 
each year shouldn’t leave a retail group 
confused but instead encourage it to 
strengthen its operational backbone.

As technology advances, so does 
the paranoia of consumers about data 
breaches. More than promoting the 
brand, modern retailers also need to 
make their consumers feel secured in 
sharing their data especially for brands 
with loyalty programmes. Th ere has 
to be a disclaimer that the retailer isn’t 
lacking when it comes to protecting a 
consumer’s privacy.

Th ere is no point as well in forcing 
a consumer to share data. Nonetheless, 
according to a Cisco-conducted study, 
52% of consumers are willing to share 
information if they’ll get some sort of 

discount or incentive for their future 
purchases. Regardless of what strategy 
the retailer implements, such strategy 
must be transparent and educational so 
that the retailer will appear credible and 
trustworthy.

Retailers in this age will constantly 
grapple with the above-mentioned 
issues. While consumers still prioritise 
the quality of a product or service, they 
are similarly yearning for retailers that 
can provide innovative experiences. It is 
crucial, therefore, for retailers to have a 
clear view of their consumers’ behaviour.

Successful retailers are good at 
integrating their consumers’ data, 
developing insights from that aggregated 
information, and then applying such in-
sights to the brand’s marketing strategies 
and merchandising processes.

SMI (share my insights) is one of 
the new leaders in this fi eld. Consum-
ers can be tracked in store and a very 
clear picture developed of where each 
consumer goes, where he or she stops to 
look at a product and at what points the 
consumer make purchases.

With such state-of-the-art analysis, 
quality information can be delivered 
within minutes.

To come up with an eff ective busi-
ness model, retailers must also regularly 
assess their portfolio to determine which 
facet needs an adjustment. It may be the 
inventory, the service, or the marketing.

Th e digital era is here to stay but it 
shouldn’t be perceived as a threat. Al-
though technology will never be devoid 
of challenges, if used appropriately, re-
tailers can develop winning propositions. 
Only those players who can respond 
to changing trends and dynamics with 
eagerness will survive the rough times of 
signifi cant change ahead.

One of the immediate decisions 
to think about is: Are you just a retail 
platform upon which to market manu-
facturers brands … or are you a brand 
in your own right, that you are going to 
leverage, develop and grow by creating 
a selection of goods and products that 
meet the needs of your consumers and 
shoppers? ra

“Successful 
retailers 
are good at 
integrating their 
consumers’ 
data, developing 
insights from 
that aggregated 
information, and 
then applying 
such insights 
to the brand’s 
marketing 
strategies and 
merchandising 
processes.”
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“With business 
software available 

today, retailers 
can start small to 
plumb their data 
for better insight. 

Virtually any 
store manager 

can import, drag 
and drop data 

to analyse their 
displays, stock 
management, 

customer 
engagement and 

more.”

Data analysis is one of the best ways to help businesses understand their customers, 
their markets and lots more. This can be done quickly and easily by starting small 
and using the right business tools and software. Dongbae Park, director, Retail 
Industries, Microsoft Asia-Pacifi c, explains how retailers can do this to achieve added 
business insight and competitiveness.

Time to reap digital dividend

T
he retail industry in Asia has 
enjoyed healthy growth and 
the region remains a destina-
tion of choice for global retail 

chains. However, Asia-Pacifi c markets are 
also facing greater competition, higher 
operational costs and other challenges 
such as slowing regional economies, high 
infl ation and interest rates.

Retailers need better insights in order 
to better manage their resources and con-
nect with their customers to overcome 

these challenges.
Th is is where data analysis plays an 

important role.
 Asian retailers have a lot of data 

about their customers; in fact, they are 
drowning in it. From searching to pur-
chasing, transactions constantly gener-
ate data. Th is data deluge could swamp 
retailers — or buoy them.

According to a recent IDC study 
commissioned by Microsoft, retailers 
worldwide could gain US$94 billion in 

value over the next four years by improv-
ing their synthesis, analysis and use of the 
data they collect. We call this the “data 
dividend”. 

It used to be that to analyse signifi -
cant amounts of business data, retailers 
needed a data scientist using specialised 
tools and creating jargon-heavy reports. 
But with business software available 
today, retailers can start small to plumb 
their data for better insight. Virtually 
any store manager can import, drag and 

From Data Deluge to Data Insight: 
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drop data to analyse their displays, stock 
management, customer engagement and 
more.  

Small projects are faster to execute 
than large initiatives, so retailers can see 
immediate results — and dividends.

Th ere are several ways retailers can 
leverage existing data and tools to achieve 
this. Th ey can:

■ Cross the streams: Start by iden-
tifying your data silos — such as sales 
category data, supply data or campaign 
results — and fi nding ways to bring 
them together. How do specifi c product 
line sales compare across locations? How 
do loyalty card sign-ups correlate with 
preorders or returns? Assessing your data 
helps you to formulate smarter questions 
about your business;

■  Zoom in: Broad demographic 
segmentation is giving way to microseg-
mentation — using more factors to create 
richer, more individually detailed target 
groups. Instead of a vast category of 
women aged 18-35, microsegmentation 
can give you women in the 25-29 age 
group who live in specifi c postal codes, 
listen to K-Pop, shop fi ve times per 
month, and drive a third of sales for your 
top products. Such detail helps businesses 
personalise off ers and service to increase 
sales;

■  Go public: Supplement your 
proprietary data with public data, much 
of which is available for free in formats 
that can be imported directly into spread-
sheets or other applications. For example, 
weather data from local weather service 
providers plus daily sales by store can 
reveal how weather infl uences shopper 
behaviour. Census data can reveal which 
customer segments are growing fastest in 
diff erent parts of the country. And data 
from Twitter and Facebook can reveal 
customer sentiment and give early insight 
into trends, especially for new technology 
or product categories for which your past 
sales data simply cannot off er guidance 
on.

 An example of big data in action is 
restaurant chain Blackball, which special-

ises in Taiwanese tea and desserts.
Blackball uses perishable components 

in its desserts, so it is critically important 
to get ingredients to the right place at the 
right time. By building a hybrid cloud 
solution with Fusionex that leverages 
Windows Azure HDInsight service, 
Blackball is able to integrate sales data 
with regional weather patterns and social 
media feedback, allowing the company 
to manage its stock more effi  ciently and 
serve its customers better.

Retailers can tread water in the data 
deluge or dive in to create data dividends. 
By starting small, with existing data and 
business tools, retailers can channel a pro-
ductive data stream that brings insight, 
informed decision-making and ultimately 
profi t. ra

“Retailers can 
tread water in the 

data deluge or 
dive in to create 
data dividends. 

By starting small, 
with existing data 

and business 
tools, retailers 
can channel a 

productive data 
stream that brings 

insight, informed 
decision-making 

and ultimately 
profi t.” 
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Fashion extravaganza at
Hong Kong’s Interfi liére
CHECK out the latest trends in inti-
mates, swimwear and sports fashion at 
the forthcoming Interfi liére Hong Kong. 

Th is year’s exhibition, to be held 
from March 18-19 at the Hong Kong 
Convention & Exhibition Centre, will 
highlight three themes under the Day & 
Night concept, including: 

■ Modern by Day — new knit 
and weave textures for loungewear and 
underwear; 

■ Festive by Night — innova-
tive colour combinations and festive 
textures; and, 

■ Aromatic Flowers — modern 
romantic embroideries with superfi ne 

18-19 March 2015
Hong Kong Convention & Exhibition Centre

Hong Kong SAR, China
www.interfi liere.com/hongkong

yarns and new scales. 
Th ere will also be a special focus on 

embroidery, especially as embroidery is 
expected to be making a major revival 
this year. 

Expect also a host of fashionable 
sports collections with a glam approach 
to decoration — including fl orals and 
shiny eff ects — along with a display of 
prototypes.

Th e prototypes are a joint collabora-
tion between Interfi liere Hong Kong 
exhibitors and the Hong Polytechnic 
University, Fashion design department 
of Taiwan Shih Chien University and 
Concepts Paris. Th ey will be used to 
illustrate amazing optical eff ects, func-
tional sports basics for a personalised 
look and multi-functional yogawear for 
sports and lounge. 

A mini fashion showcase will be held 
during the exhibition, as well as a trend 
forum to inform and discuss the latest 
innovations and ideas in the industry. 

Th ere were 3,200 visitors and 45 
countries represented at Interfi liere 
Hong Kong last year, and 120 exhibitors 
from 15 countries involved in fabrics, 
accessories, embroidery, lace, OEM/
ODM, and press and design services. ra

A mini fashion showcase will be held during 
the exhibition, as well as a trend forum to 
inform and discuss the latest innovations 
and ideas in the industry. 
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Sharing best practices through collaborative platforms is one of the best ways to deliver 
safe and trusted products to consumers, says Food Industry Asia (FIA), a non-profi t 
industry association formed in 2010 to enable major food companies to speak with 
one voice on complex issues such as food security, food safety and the harmonisation 
of standards. Pradeep Pant, keynote speaker for this year’s Global Food Safety 
Conference, shares how the concept of collaboration and ‘Shared Responsibility’ can 
lead to greater trust in food. Throughout the interview, he stresses the importance of 
placing consumers at the heart of any business and government strategy.

Food safety requires a culture
of ‘Shared Responsibility’

AS the founding president of FIA 
and a regional president of one of 
the world’s largest food companies, 
you have been a strong proponent of 
multi-stakeholder collaboration. Can 
you explain how this applies in the 
context of food safety? 
Pradeep Pant: Before the formation of 
FIA fi ve years ago, there was no regional 
platform in Asia where food companies 
could share best practices and have a 
unifi ed ‘voice’ at the policy table. FIA’s 
vision was to create such a platform, 
and to cultivate an environment where 
all food companies could come together 
with a sense of shared accountability. 

Th is concept of ‘Shared 
Responsibility’ applies directly to the 
challenge of ensuring food safety. It is 
only through a collaborative approach 
that we can protect our globalised sup-
ply chains and deliver safe and trusted 
products to consumers. 

Organisations such as FIA and Th e 
Consumer Goods Forum’s Global Food 
Safety Initiative (GFSI) off er a non-com-
petitive way for companies to channel 
their energy and eff orts into improving 
food safety systems across the whole sup-
ply chain.

Th anks to its pan-Asia reach, FIA 
is able to leverage the global expertise 
of the GFSI and provide an extended 
platform for other industry associations 
at a country and local level to support 
the scaling up of capacity building and 
training that are so essential to securing a 
food safety culture. 

What are some of the challenges and 
opportunities in food safety 

in Asia?
Pant: Food safety is a global challenge, 
with various international standards set-
ting the benchmark. As with any aspect 
of business, the application of these glob-
al standards needs to be examined and 
understood through a local lens with the 
consumer at the forefront. Th is in turn 
will lead to appropriate policy solutions 
that are relevant to governments, busi-
nesses and the consumers they serve.

In Asia, several factors need to be 
considered when building a food safety 
culture. 

Various elements such as national 
diets and traditions, as well as religious, 
political and social values should be 
taken into consideration. By understand-
ing and adapting to the local context, 
food safety training can be tailored to a 
particular audience without compromis-
ing the underlying global standards.

In this context, multi-stakeholder 
collaborations are key. 

By sharing best practices through 
collaborative platforms like FIA and 

the GFSI, food companies can roll 
out food safety measures in a consist-
ent and relevant manner by tapping on 
the knowledge and experience of their 
global, regional and local networks. 

As you mentioned, food safety is a 
complex global challenge. What is 
your call to action to leaders from 
businesses, governments and civil 
society to address this evolving chal-
lenge?
Pant: Collaboration and partnership at 
a local level are mission critical. If we are 
to address the global challenge of ensur-
ing food safety, we must embrace both 
the technical and cultural dimensions of 
this challenge. 

Before we can truly leverage our 
shared responsibility, we fi rst need to 
establish a sense of ‘Shared Purpose’.

Th is requires a coming together of 
technical and societal leadership to har-
ness our individual commitments to the 
consumer. None of us can achieve these 
goals in isolation — it takes a whole 

Food Safety: A Shared Responsibility
March 3-5, Kuala Lumpur, Malaysia

Th e 2015 conference programme, in addition to its business sessions, will include 
a special overview of the Global Food Safety Initiative as well as a Farm to Fork 
Discovery Tour that will off er delegates an insight into how food safety is managed 
in the supply chain in Malaysia.

For more information/registration, visit: www.tcgff oodsafety.com. FIA is 
pleased to off er its Members and Associates a special “First Timers Fee”. For more 
information, contact info@foodindustry.asia. 

Global Food Safety Conference
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Pradeep is a highly 
experienced senior 
business leader, 
now involved in 
business consult-
ing and education. 
With over 37 years 
of experience in the 
FMCG industry, 
Pradeep is an expert 

in building businesses in both mature and 
emerging markets. Pradeep Pant is also 
the founding president of Food Industry 
Asia (FIA), an advisory board member 
of Singapore Management University’s 
Lee Kong Chian School of Business and a 
senior advisor to Hay.

He was Executive Vice-President and 
President of Asia Pacifi c and Eastern 
Europe, Middle East and Africa for 
Mondelēz International which consists of 
the global snack and food brands of former 
Kraft Foods Inc. 

Pradeep was also a member of the 
Fonterra leadership team and its global 
brands marketing group. Prior to Fonterra, 
he spent 10 years with Th e Gillette 
Company. He also worked with Nestlé, J 
Walter Th ompson and the Tata Group. 

Keeping all loyalty cards 
in one POKET

MANY shoppers today face a common 
problem — carrying too many loyalty 
cards and vouchers, and the hassle of fi ll-
ing up forms each time they want to join 
a new reward programme. Shoppers love 
loyalty and discount cards, but wish that 
merchants could make it easier for them.

Poket Pte Ltd, a Singapore-based 
mobile app company, has developed a 
solution for F&B merchants to stream-
line their loyalty programmes, rewards, 
CRM and marketing automation. With 
POKET, shoppers can put all of their 
digital membership cards and digital 
vouchers on a single app on their smart-
phones. Th ey will never again need to 
turn their wallet upside down looking 
for the right loyalty card.

Th e merchant with the POKET 
solution facilitates a sale transaction by 
making it easy for shoppers and diners 
to use their loyalty cards. Th e customer 
simply downloads the POKET app and 
scans the tablet at the sales counter. Th e 
merchant’s membership card is then sent 
directly to their phone for easy access 
every time. POKET also makes it easy 
for shoppers to track and keep their 

rewards. No more customers forgetting 
their loyalty cards at home and saying 
they will come back later.

Loyce Tia, CEO of Poket Pte Ltd, 
said POKET was created when her team 
was challenged to fi nd a simple way for 
retailers and F&B owners to issue loyalty 
cards and membership cards, and max-
imise their use.

“We were convinced that one day, 
all cards and vouchers will be on the 
smartphone. We wanted to create a fl ex-
ible system for merchants to be able to 
customise their loyalty off ers. 

“With POKET, merchants could 
have a point system loading programme 
with an automatic upgrade once custom-
ers reach the points needed. Or they 
can off er POKET as a store-value card. 
POKET can also automatically generate 
customers’ birthday vouchers that will 
be displayed on the customer’s smart-
phone.”

Tia said Poket has more than 100 cli-
ents in Singapore, 80% of whom are in 
F&B and 20% are retail stores. It is also 
gaining popularity in Indonesia, New 
Zealand and Vietnam. ra 

Poket Pte Ltd, a Singapore-based mobile app company, has developed a solution for F&B 
merchants to streamline their loyalty programmes, rewards, CRM and marketing 
automation.

community to embed a culture of food 
safety, and it takes responsible leadership 
to build this community. 

Leaders in their respective fi elds, be 
it technical, political or educational, have 
a role to articulate a vision of partner-
ship that goes beyond their day-to-day 
interactions. Eff ective leaders can and 
must break down silos and seek out col-
laboration with new partners across the 
political and cultural divide. Together, 
they can foster a climate of trust among 
consumers, businesses and governments 
that will provide the foundation of a 
thriving food safety culture. 

By seeking out platforms to engage 
with one another we can share best prac-
tice and address food safety in a more 
meaningful and holistic way. 

Th is is why I am happy to support 
and participate in the Global Food Safety 
Conference taking place this March. 

Th e theme of the conference is ‘Food 
Safety — Our Shared Responsibility’, 
which I fully endorse and champion. I 
am proud that this conference will take 
place in Asia for the fi rst time and I look 
forward to a discussion that will take us a 
step closer towards a climate of trust and 
accountability that is so essential for the 
future of safe food. ra
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What can we expect of global grocery trends this year? IGD innovation expert 
Laura May offers some insights and predictions from its latest report on the 
global food and consumer goods industry. 

What are the major forces 
shaping grocery trends?

THE retail industry has had a very 
exciting year in 2014. What can we 
expect this year in terms of the major 
driving forces and developments that 
could aff ect the growth of the indus-
try, especially for food and consumer 
goods? 
Laura May: From drones to big data, 
startups to smart living, we at IGD 
believe there are several future-shaping 
areas to look out for across the food and 
consumer goods industry this year. Th e 
top fi ve would be supply-chain innova-
tion — what we see as a store-to-door 
transformation, the inter-connection be-
tween new technologies, having a fi nger 
on the data pulse, big businesses fi ghting 
back, and businesses as custodians for 
customers.

Can you elaborate on these trends? 
Th e fi rst would be that related to the 
supply chain. 
May: Yes, we expect 2015 to be a year 
for supply-chain innovators to shine. As 
online grocery sales rise in every major 
market, and the distinction between 
online and in-store shopping continues 
to blur, the industry will need to create 
new solutions for shoppers to order and 
receive products anytime, anywhere. 

Pioneers include Amazon, currently 
experimenting with drone deliveries to 
reach shoppers within 30 minutes, as 
well as collaborations such as 
e-tailer Yihaodian with convenience 
chain FamilyMart in China, adding 
hundreds of new pick-up points in prime 
locations. 

However, in tough trading condi-
tions, the cost-benefi t equation will be 
critical and retailers will seek ingenious 
ways to deliver quick, accurate service as 
effi  ciently as possible. 

And the second trend — on 
technology? 
May: We liken it to “when technologies 
collide”. Th e number of smart connected 

objects worldwide can reach almost 
fi ve billion this year and 25 billion by 
2020*.

Th is will include new technol-
ogies, such as the Mink 3D cosmetics 
home printer, plus a widening array of 
everyday products that interconnect. For 
instance, Xiaomi’s air purifi er sends an 
alert to your smartphone if air quality 
dips or its fi lter needs changing. 

As the industry explores further 
how to interact with consumers in their 
home, on the go and in the store, we’ll 
see some exciting developments this 
year. 

What about having our fi nger on the 
data pulse? 
May: As societies across much of the 

world wrestle with ageing populations 
and rising obesity, health is a universal 
topic. New breakthroughs will arise from 
the use of devices such as smartphone 
apps and wearable tech to help people 
track their health continuously and in 
detail, from calories burnt to UV light 
exposure. If users can be persuaded to 
share this data, it will help companies to 
deliver personalised communication to 
help make healthier choices. 

One company that’s already picking 
up on this is US retailer Walgreens, 
rewarding members of its loyalty scheme 
with extra points for each mile they 
walk, run or cycle. 

And there will be a chance of us see-
ing the big retailers making a strong 
comeback too?  
May: Last year, many long-established 
industry giants were severely challenged 
by innovative and agile businesses of 
various shapes and sizes. In 2015, we’ll 
see which big businesses can react, adapt 
and return to form. 

We’re sure to see retailers revealing 
new pricing tactics, such as Morrisons, 
the fi rst retailer in the UK to price-
match Aldi and Lidl. Creating new 
“Stores of the Future” will be vital, as 
retailers pursue ways to provide a shop-
ping experience that stands up to, and 
complements, online. 

You also mentioned that we’re likely to 
see retailers becoming more reactive to 
consumer expectations … 
May: Shoppers are increasingly expect-
ing an “access all areas” visibility into 
companies to help them make informed 
and ethical purchasing decisions. Th is 
year, we’ll see further big advances along 
the road towards total transparency as 
businesses seek to make the right calls 
on behalf of their consumers to earn and 
maintain trust. ra 

*Source: Gartner Inc., November 2014 

“New breakthroughs 
will arise from the 
use of devices such 
as smartphone 
apps and wearable 
tech to help people 
track their health 
continuously and in 
detail.”
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Parkson taps F&B business in China
TWO indirect subsidiaries of Parkson 
Holdings — Grand Parkson Retail 
Group and AUM Hospitality — have 
formed a new joint venture for food 
retailing in China. 

Analysts say the teaming up is not 
entirely surprising. But it is a good move 
refl ecting Parkson’s intention to infuse 
a lifestyle concept into its retail stores 
there. It should also boost business and 
income and enable Parkson to tap into 
the growing F&B business in China.

Grand Parkson will own 91% of 
the new joint venture, Lion Food & 
Beverage Ventures Limited. Th e remain-
ing shares will be owned by AUM 
Hospitality. Total investment in the new 
company amounts to RMB40 mil-
lion and it will be engaged primarily in 
the establishment and management of 
restaurants. 

Parkson said in a statement to the 
Malaysian Stock Exchange that F&B is 
becoming an important component to 
the shopping experience that the group 
is off ering to its customers. 

“Developing the F&B sector will 
provide synergies with the group’s exist-
ing retail business,” the group said, add-
ing that “introducing F&B services will 
be a major strategic move for the group”.

Th e partnership will allow Parkson to 
leverage AUM Hospitality’s expertise and 
brand resources in the F&B sector. 

At the same time, AUM Hospitality 
can tap into the Parkson retail group’s 
overseas presence and established net-
work in China.

Parkson has 60 department stores 
in 36 cities in China while AUM 
Hospitality has restaurant chains in 
Malaysia under 12 self-owned and 
franchised brands, including Johnny 
Rockets, Quiznos and Th e Library 
Coff ee Bar. 

Parkson’s plan to venture into F&B 
has been in the works for some time as 

part of its strategy to transform its tradi-
tional department store business. 

“Our aim is to enhance our custom-
ers’ experience by off ering a quality 
shopping, catering and entertainment ex-
perience that encourages repeat customer 
patronage,” said Parkson. Th is lifestyle 
concept is particularly relevant in view of 
the dynamic market situation in China. 

Grand Parkson is a wholly-owned 
unit of Hong Kong-listed Parkson Retail 
Group, which is in turn owned 52.61% 
by Parkson Holdings. AUM Hospitality 
is 60%-owned by Prime Yield Holdings, 
which is in turn a wholly-owned unit of 
Parkson Holdings. ra 

Grand Parkson will own 91% of the new joint venture, Lion Food & Beverage Ventures Lim-
ited. The remaining shares will be owned by AUM Hospitality.

Arla sets up regional business unit in KL
ARLA FOODS is setting up a new 
regional business unit to lead the organi-
sation into the next phase of its develop-
ment in Asia. 

Th e new Business Unit Asia regional 
offi  ce, integrating market operations in 
China and South-east Asia, will be based 
in Kuala Lumpur, Malaysia, from March 
1. It will set the strategy for all of Arla’s 
retail and food service activities in Asia, 
and will oversee its retail sales in South-
east Asia as well as in China (through the 
partnership with Mengniu Dairy China).

Th e establishment of this new unit 
follows on the progress Arla made last 
year to strengthen its country man-
agement in Bangladesh, Indonesia, 
Myanmar and the Philippines, and these 
as well as the management in Japan and 
South Korea and distributor sales in 
South-east Asia will all report to the new 
regional offi  ce. 

Said executive vice-president Finn 

Hansen, head of Arla Foods’ business 
group, Consumer International: “In close 
cooperation with our partner, Mengniu, 
we have developed our market in China. 
We have gained important experience 
and insight which will be levers to ac-
celerate our expansion in Asia. 

“We have strengthened our presence 
in several South-east Asian countries, and 
it’s time to move the senior management 

and main leadership functions to the 
region.”

Asia is vital to Arla’s ambitions to 
grow and increase earnings for its coop-
erative farmer-owners in Europe. 

As the world’s fastest-growing 
economic region with a raw milk defi cit 
and a total population of 2.3 billion, Asia 
off ers great potential for dairy products, 
especially those in the family nutrition 
line. 

Arla has long identifi ed China as 
a strategic market and sees South-east 
Asia as a new growth region. Potential 
revenue from these markets could exceed 
€1 billion (US$1.1 billion) within the 
next fi ve years. 

Consumer needs in China and 
South-east Asia are fairly similar, and 
possible synergies in brand and product 
portfolio as well as in marketing and 
innovation can now be better harnessed 
through the regional offi  ce. ra 

Asia is vital to Arla’s ambitions to grow 
and increase earnings for its cooperative 
farmer-owners in Europe. 
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CONSUMERS now have another 
healthy option for their breakfasts with 
the launch of Nestlé’s new gluten-free 
corn fl akes.

Available in two varieties — 
Traditional and Honey — they will 
meet the increasing demand for gluten-
free products not only in the West but 
here in Asia as well. Th ey will also solve 
the problem many hotels have been 
facing as a growing number of their 
guests are asking for gluten-free cereals 
for breakfast.

Nestlé’s new product will go 
mainstream by being made available 
in major supermarkets and with a 
mainstream price in line with other 
cornfl ake off erings, as opposed to the 
higher price usually associated with 
gluten-free products. 

Th e demand for gluten-free cere-
als has been growing signifi cantly. A 
2014 IRI report estimates the British 
market alone to be worth £17.5 mil-
lion (US$26.7 million) annually and 
growing up to 37% year on year for the 
past fi ve years. 

Nestlé’s Dr Jolene McMonagle, 
who has been involved in the develop-
ment of the company’s new cereal, 
said it had known for a long time that 
gluten-free products were becoming 
more popular. But it also recognised 
that some of the gluten-free breakfast 
cereal products did not off er the same 

taste and fl avour as the mainstream 
ones. 

Th e Nestlé gluten-free corn fl akes 
off ers an innovative solution in that 
it is full of fl avour but without the 
gluten. It is also fortifi ed with vita-
mins and minerals such as Vitamin D, 
Ribofl avin and iron. ra

Nestlé launches gluten-free cereal 

Manuka Health opens new factory 
to meet growing demand
MANUKA HEALTH has opened a 
new purpose-built honey processing and 
distribution centre in New Zealand that 
will greatly expand its capacity to meet 
the growing demand of its golden honey.

Sales increased by 30% last year and 
the company has also strengthened its 
distribution network to take advantage 
of the rising demand overseas. Manuka 
Health now exports to 45 countries.

Th e award-winning Manuka Honey 
brand has been at the heart of Manuka 
Health’s portfolio and a major contribu-
tor to Manuka’s dramatic growth since 
its establishment in 2006. 

Th e NZ$10-million (US$7.3-
million) customised facility, which is 
the largest honey factory in the country, 
will triple production from 672 tonnes 
to 2,200 tonnes and result in greater 
scale and effi  ciencies. It will also bring 
together under one roof internationally 
accredited laboratories, honey-drum 

storage, blending, packing and distribu-
tion facilities. 

Describing it as “a milestone event 
in Manuka Health’s development as a 
global natural health business”, Manuka 
Health CEO Kerry Paul said it will help 
to meet the growing demand for the 

company’s manuka honey products. 
Paul said the new facility will allow 

for continued growth and expansion, 
supporting the company’s commit-
ment to provide premium New Zealand 
natural products for the well-being of 
customers everywhere. ra 

Manuka Health’s NZ$10-million (US$7.3-million) customised facility, which is the largest 
honey factory in the country, will triple production from 672 tonnes to 2,200 tonnes and 
result in greater scale and effi ciencies.

Nestlé’s new gluten-free cereal will go mainstream by being made available in major 
supermarkets and with a mainstream price in line with other cornfl ake offerings, as 
opposed to the higher price usually associated with gluten-free products. 
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Easy-to-use 
frozen fruit 
ice-cream 
maker
FOR retailers searching for innova-
tive kitchen appliances, 
Hong Kong-based Media Brands is 
off ering a new range of frozen fruit 
ice-cream makers. Designed for 
home-makers and culinary enthu-
siasts, these new ice-cream makers, 
including model MBG100, are easy 
to use and clean.

Moreover, the new appliances 
have features that would enable the 
creation of fruit-fl avoured ice-cream 
desserts made from frozen fruits 
— producing results that have the 
same velvety texture as dairy-based 
ice-cream without any need for cream 
or milk.

Media Brands said the MBG100 
is priced at US$11.10 per unit and 
each unit comes with a gift box 
packaging.

For more information, visit the 
Media Brands website at www.media-
brands.com. ra 

The new MBG100 fruit ice-cream maker 
comes in different colours.

Hungry Panda gobbles 
up rivals in Asia
GLOBAL online food delivery company 
foodpanda.com has gobbled up key 
competitors in several Asian countries, 
thereby consolidating its leading position 
in the Asian food delivery market.

Th e Rocket Internet subsidiary 
recently secured US$60 million in a 
capital funding round and decided to ac-
quire its competitors in India, Malaysia, 
Singapore, the Philippines, Pakistan, 
Hong Kong and Th ailand.

In quick succession, it has acquired:
• JUST EAT of India, just after 

taking over TastyKhana in November, 
thereby expanding its pole position in 
the region’s biggest food delivery market;

• Room Service, a brand of Food 
Runner, in Malaysia and Singapore;

• City Delivery, also a brand of Food 
Runner, in the Philippines;

• EatOye! in Pakistan;
• Koziness in Hong Kong; and
• Food By Phone in Th ailand.  
In Malaysia, the Philippines, and 

Singapore, foodpanda fully acquired 
Food Runner, a spin-off  from DealGuru. 
Th e company is a Singapore-based 
operation founded in 2012 with the sup-
port and investment from Berlin-based 
Rebate Networks GmbH and Singapore-
based Digital Media Partners (DMP). It 
also operates Room Service in Malaysia 
and Singapore, as well as City Delivery 
in the Philippines.

foodpanda, prior to the acquisitions,  
runs foodpanda.com.my in Malaysia, 
foodpanda.sg in Singapore and food-
panda.ph in the Philippines.

As a result of these acquisitions, 
foodpanda now positions itself as clear 
market leader in these South-east Asian 
markets, catering to its customers with 
over 1,200 partner restaurants in all 
major cities of Malaysia, Singapore, and 
the Philippines.

In Pakistan, EatOye has more than 
1,000 partner restaurants in 15 cities of-
fering table reservations as well as online 
food ordering. EatOye! will continue to 
operate under existing management and, 
together with foodpanda.pk, off er the 
most convenient way to order food in 
Pakistan.

foodpanda.hk will integrate four 
brands to cement itself as a market leader 
in Hong Kong, by acquiring Koziness.
com, previously branded iDelivery, 
which also operates brands such as Dial-
a-Dinner, SOHO Delivery, and Ring-a-
Dinner, which have been delivering food 
for 10 years.

In Th ailand, foodpanda enters into a 
partnership with Food By Phone, which 
despite of its ‘phone’ brand name is a 
fast-growing online food delivery service. 
Food By Phone has been a pioneer in 
Th ailand, working with the best restau-
rants in Bangkok since 1998.

Ralf Wenzel, co-founder and CEO 
of foodpanda group, said: “With the 
recent acquisitions, foodpanda becomes 
the market leader across South-east Asia.

“Th e combined expertise and experi-
ence of several great local companies 
allow us to signifi cantly improve our of-
fering and service to our customers.” ra 

foodpanda.hk will integrate four brands to 
cement itself as a market leader in 
Hong Kong, by acquiring Koziness.

THE tainted meat scandal in China has 
aff ected US fast-food giant Yum Brands’ 
fourth-quarter results. Th e parent of 
KFC, Pizza Hut and Taco Bell restau-
rant chains reported a net loss of US$36 
million in the October-December 

quarter, compared with a net income of 
US$321 million a year ago.

Yum said its earnings were aff ected 
by the July tainted meat scandal involv-
ing a former supplier and the recov-
ery took  longer than expected. Th e 

company’s worldwide sales in the fourth 
quarter grew by just 3%, weighed down 
by an 11% drop in its China division. 
For the whole of 2014, Yum recorded a 
3.7% drop in net income to US$1.05 
billion. ra

Yum Brands affected by meat scandal
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S
martphone penetration in Asia-
Pacifi c sees exponential growth 
with the highest in Hong Kong 
and Singapore. Th e smartphone 

has become the most favoured connected 
device that shoppers own. Th ey spend, 
on the average, more than three hours 
a day on their smartphones and check 
them more than 150 times a day.

Multi-screen connected devices 
and multi-handset ownership is also 
becoming the trend. Shoppers use these 
devices for mobile entertainment such 
as gaming, watching TV or video, social 
networking, real-time talking and shop-
ping.

Th e use of online features, such as 
personal recommendations, product 
reviews, huge product assortments, 
availability, information and a-click-for-
everything, has aff orded shoppers the 
power to make purchasing decisions on 
their own terms.

In short, shoppers today are empow-
ered! Nora Aufreiter, Kelly Ungerman 
and Philip Dalzell-Payne of McKinsey & 
Company laid out the new 4Ps of today’s 
shoppers:

• Pervasive: “Let me shop wherever I 
am.” Th e channel-surfers move eff ort-
lessly across channels in their shopping 
journey.

• Participatory: “I have a voice now 
and I am going to use it.” Online ratings 
and reviews are the most infl uential 
source of information. Shoppers create 
contents and expect to be heard.

• Personalised: “Make it relevant to 
me.” Retailers are expected to customise 
and make it easy for shoppers to fi nd 
what they want, browse and buy con-
tents that inspire them.

• Prescriptive: “I’m in control of the 
shopping process.” Shoppers are now 
armed with tools and information that 
allow them to dictate not just what they 
buy, but where and how.

Two-thirds of smartphone users 
shared that mobile has meaningfully 
changed the way they shop, with more 
than a third of them visiting fewer physi-

Making stores matter

Dr Lynda Wee
CEO
Bootstrap pte ltd

cal stores.*
Given the prevalence of modern 

technology, how do retailers make their 
physical stores matter today? 

Redefi ne the roles for 
physical stores
Physical stores used to be the preferred 
place for browsing, discovering, trying, 
buying, making post-purchase adjust-
ment such as returns or refunds and 
brand building. Th e conventional for-
mula for growth is to replicate a proven 
store format in a new catchment area. 
In this way, retailers could reliably grow 
their customer base and count on healthy 
increases in sales.  

Truth be told, shoppers have 
changed. With more than half of them 
researching their purchases online, purely 
in-store purchase decisions are shrinking. 
Today, most retailers lament about being 
mere showrooms. Showroom refers to 
the occurrence where shoppers visit the 
actual store to see and try the products/
services via touch and feel but buy it 
elsewhere or online. 

Retailers should re-examine the key 
roles that their physical stores should 
assume in a multi-channel retail environ-
ment. With clarity on the roles, retailers 
can re-customise their store format, op-
timise their merchandise portfolio, apply 
analytics, reinvent their in-store shopping 
experience and execute across-channel 
operations in an integrated manner.

Th e following are the key roles that 
physical stores can assume:

1. Convenience and proximity: Pre-
fer off ering shoppers the ease and speed 
of being able to visit a store and get what 
is needed with minimal eff ort.

2. Effi  ciency: See the store as a place 
that helps to make better use of time by 
enabling faster decisions or by serving as 
a pickup location for something that was 
ordered online.

3. Inspiration: Keen to discover and 
be surprised by new ideas and products.

4. Instant gratifi cation: Receive 
purchase immediately; minimise waiting 
time.

5. Consultation: Off er advice, 
information beyond Internet search and 
discovering new/better solution.

6. Entertainment and social 
interaction: Perceive stores as places to 
be entertained and to spend quality time 
with family and friends.

7. Experiential: Make stores a place 
to touch, feel and be won over by prod-
ucts, services and brands.

Customise store offering to 
core shoppers
As shoppers engage diff erent channels 
for the diff erent phases in their shop-
ping journey, retailers should customise 
their physical stores to the way that their 
shoppers are using them. For example, 
the “Click and Collect” is becoming 
a popular and effi  cient way to serve 
customers. Th is option opens an online 
channel for shoppers to browse and buy 
goods anytime, anywhere.   

Instead of cannibalisation of store 
sales, some retailers have seen growth 
in their online and physical store sales 
from shoppers who live nearby. For this 
instance, convenience and proximity 
matter most to these shoppers who visit 
the store to collect their online orders 
and continue to buy more while at the 
store due to more product range, better 
in-store experience and convenience. 
Th is results in a curated off ering based 
on the trading area.  

Delivery points are critical for a 
digital focused distribution strategy such 
as “Click-and-Collect”. Retailers should 
leverage their stores to serve as delivery 
points.

When customers come to pick up 

Redefi ne roles, curate offering & 
change employees’ mindset
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“Retail employees 
need to think 
and move as one 
across channels 
for multi-channel 
retailing to work.”

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).

their online orders, the stores should 
capitalise on these face-to-face moments 
to off er the most complete brand experi-
ence from product presentation, store 
ambience to relationship building. After 
all, shoppers visit stores not so much 
to buy but to look for inspiration, have 
fun and enjoy social interaction. Online 
order collection drives more store visits 
and hence, more sales.

For brand-building purpose, a 
handful of fl agship stores are erected to 
allow shoppers to experience the brand 
from merchandise, layout, ambience to 
service.

Play-up on in-store 
experience
No longer are physical stores primarily 
about shopping. Now, when shoppers 
visit stores, they are looking for experi-
ences that go well beyond traditional 
shopping.

Th e trends propelling this change 
from transaction-based to socialisation-
based retailing include changing demo-
graphics such as an ageing population 
and increased urbanisation. Th is means 
that more people are living in smaller 
spaces and refl ects a greater need for 
public spaces to socialise and congregate 
with their family and friends. Hence, 
they prefer mixed-use development 
where they can do many things under 
one roof — live, work and play. Stores 
located in these mixed-use developments 
are most ideal.

Online shopping provides shoppers 
with convenience. Stores will never be 
able to compete with the endless product 
selection, price comparisons and the 
always-on nature of online. Instead, they 
need to move in a diff erent direction by 
playing up on their in-store experiences.

Curate relevant lifestyle events to add 
novelty to the stores and attract shoppers 
to visit. Th ese events provide a level of 
leisure and entertainment that can never 
be off ered online. Th ey are great ways 
for socialising, networking and generat-
ing conversations that can lead to viral 
marketing. 

Th ere is ample opportunity for stores 
to decrease their shoppers’ pain points 
while creating entirely new delight 
points. Technology and alert employees 
can monitor and identify opportunities 
to delight.

A mobile app, by itself, will not help 
retailers attract new customers and stay 
top-of-mind. As the number of shopping 
apps proliferates, many people seem re-

luctant to use them. An app only makes 
sense if it provides additional features 
that customers really value such as fuss-
free price comparisons, easy-to-access 
saved baskets, and delivery tracking.  

Implications on people 
development
To make stores matter in a multi-channel 
retail environment, retailers need to 
equip their employees with the following 
mindset and know-how.

1. Adopt customer-centric and change-
ready mindset
Most of the time, employees focus on 
operational issues rather than their core 
customers. Multi-channel retailing is at 
its infancy stage and shoppers are ex-
perimenting with diff erent ways to shop. 
Hence, it is important for employees to 
maintain line of sight of their core cus-
tomers and adapt accordingly. Gain deep 
customer insights and share observations 
regularly to enable employees to feel the 
pulse-rate of their core customers closely 
and align better with their expectations.

Instead of opening more stores, 
focus on making better use of space 
based on customer insights. Embark on 
customer-centric research and analytics 
to understand customers’ expectations.  
Instead of inside-out approach by focus-
ing on internal issues, employees need to 
adopt an outside-in approach by sensing 
things from customers’ perspectives to 
identify future opportunities. Gain deep 
customers’ insights by wandering and 
observing at the shop fl oor and chatting 
with customers.  

Emerging skills needed to excel in 
multi-channel retailing include 
Customer-centric Business Innovation, 
Customer-centric Research and 
Productivity.

2. Work as an integrated team across 
channels
Th e online team needs to be fully inte-
grated with the offl  ine team to develop 
and deliver a shopping experience that 
allows shoppers to move seamlessly 
across channels. For example, the logis-
tics and store teams have to work closely 
with the online team to ensure custom-
ers’ orders are fulfi lled and that they are 
satisfi ed.

Store staff  should be well trained and 
comfortable in directing shoppers to the 
right products using offl  ine and online 
platform seamlessly. Retail employees 
need to think and move as one across 

channels for multi-channel retailing to 
work. Building strong team culture, 
cohesive team relationship and eff ective 
team communication are critical soft 
skills.

3. Enlarge role from order-taker to 
community-builder
Stores are no longer places to transact, 
but perceived as spaces where com-
munity of like-minded shoppers enjoy 
visiting, hanging out and talking about 
with their family and friends. Th ere-
fore, retail employees need to redefi ne 
their job roles. Going beyond order-
taking, employees take on other roles 
as community-builders, brand-builders 
and event hosts to create deeper bond 
with their customers before, during and 
after these encounters utilising social 
media, in-store service, apps and loyalty 
programmes.

On contrary to the common belief 
that technology drives self-service, the 
right technology tools actually enhance 
and empower employees by improv-
ing the way they serve. For example, 
technology-assisted employees can better 
explain product options, features, order 
out-of-stock items, and so on, to their 
shoppers. 

Active listening, strong observation, 
thinking-on-feet, customer-centric, en-
tertaining and team skills are important 
to build relationship with shoppers and 
turn them into advocates.

Physical stores are not dead; they 
just need to adapt to their diff erent roles 
given the diff erences in consumer buy-
ing process between single channel and 
multi-channel retailing. Understanding 
how shoppers shop diff erently across the 
channels provides great insights to equip-
ping employees with the new mindset 
and know-how to serve better. ra

* McKinsey iConsumer Research, 2013
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February

February 1-4
ISM 2015    
The world’s largest trade fair for sweets and 
snacks.
Cologne Exhibition Centre, Germany
Koelnmesse
www.ism-cologne.com
 

March

March 3-5
The Global Food Safety 
Conference    
The GFSI Global Food Safety Conference is a 
unique annual event bringing together over 
800 leading food safety specialists from over 50 
countries to advance Food Safety globally.
Kuala Lumpur Convention Centre (KLCC)
The Consumer Goods Forum
www.tcgffoodsafety.com

March 18-19
CARTES ASIA Secure Connexions 
2015
The leading smart technologies event in Asia- 
Pacifi c.
Hong Kong Convention and Exhibition Centre
Comexposium
www.cartes-asia.com

March 15-17
PROWEIN 2015  
International trade fair for wines and spirits.
Dusseldorf, Germany
Messe Dusseldorf GmbH
www.prowein.com

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

April
  
April 1-3
Food Ingredients China
China’s most important gathering for food & 
beverage ingredients.
Shanghai Centre for Exhibition and Convention
CFAA (China Food Additives & Ingredients 
Association)
www.chinaexhibition.com

April 1-4
World Halal Summit  
The ultimate platform for the growth of the halal 
industry.
Kuala Lumpur Convention Centre (KLCC), Malaysia
World Halal Summit Secretariat
www.worldhalalsummit.com

April 15-17
Wine & Gourmet Japan 2015
Your gateway to international wine & gourmet 
foods, sweets & confectionery, hotel, foodservice 
equipment, supplies & services in Japan.
Tokyo Big Sight
Koelnmesse
www.wineandgourmetjapan.com

April 21-23
Food & Hotel Vietnam 2015    
The largest sourcing ground in Vietnam and 
Indochina for food & drink, hotel, restaurant, 
bakery & foodservice equipment, supplies & 
services.
Saigon Exhibition & Convention Center (SECC)
Ho Chi Minh City, Vietnam
Singapore Exhibition Services and VCCI Exhibition 
Service
www.foodnhotelvietnam.com

April 22-23
Retail World Asia 2015   
Asia’s retail technology show.
Suntec International Convention & Exhibition 
Centre, Singapore
Terrapinn Pte Ltd
www.terrapinn.com/exhibition/retail-world-asia

April 23-24
E-Commerce Show Asia 2015   
Helping Asian businesses build, enhance and 
deliver their online & e-commerce strategy.
Suntec International Convention & Exhibition 
Centre, Singapore
Terrapinn Pte Ltd
www.terrapinn.com/exhibition/ecommerce-show-
asia

May

May 6-8
SIAL CHINA 2015   
The Asian food marketplace.
Shanghai New International Expo Centre, China
Comexposium (Shanghai) Co. Ltd
www.sialchina.com
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May 19-21
Sweets & Snacks Expo     
The global powerhouse event for confectionery, 
cookies and snacks, attracting more than 16,000 
attendees and 650 exhibitors in its sold-shout 
show in 2014.
McCormick Place, Chicago, USA
National Confectioners Association (NCA)
www.sweetsandsnacks.com

May 20-24
THAIFEX-World of Food Asia     
International trade exhibition for food & beverage, 
food technology, retail and franchise in Asia.
IMPACT Exhibition and Convention Center, 
Bangkok, Thailand
International Koelnmesse Pte Ltd
Website: www.worldoffoodasia.com

June

June 10-14
Franchise Asia Philippines   
Asia’s biggest 4-in-1 franchise event.
SMX Convention Center, Manila, the Philippines
Philippine Franchise Association
www.franchiseasiaphl2015.com.ph

June 17-19
SIAL ASEAN 2015   
The South East Asian Food Marketplace.
World Trade Center Metro Manila (WTCMM), the 
Philippines
The Comexposium Group and MAFBEX Events 
Management
www.sialasean.com

June 23-25
SCM Logistics & Manufacturing 
World 2015
Innovation & strategy for Asia’s supply chain, 
logistics & manufacturing leaders..
Suntec International Convention & Exhibition 
Centre, Singapore
Terrapinn Pte Ltd
www.terrapinn.com/exhibition/scm-logistics-and-
manufacturing-world

July

July 7-10   
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

August

August 13-17   
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
Asia Fruit Logistica
International trade fair for fruit and vegetable 
marketing.
AsiaWorld Expo Centre, Hong Kong
Global Produce Events GmbH
www.asiafruitlogistica.com

October

October 28-30
17th APRCE Manila 2015
The Asia Pacifi c Retailers Convention and 
Exhibition (APRCE) 2015 is the biggest retail 
industry event in Asia-Pacifi c.
SMX Convention Center, Manila
Federation of Asia Pacifi c Retailers Association
Philippine Retailers Association
www.2015aprcemanila.com.ph

April 2016

April 12-15
FHA2016
The 20th International Food & Drinks, Hotel, 
Restaurant, Bakery & Foodservice Equipment, 
Supplies & Services Exhibition and Conference with 
FHA Culinary Challenge
Singapore Expo
Singapore Exhibition Services Pte Ltd
www.foodnhotelasia.com

April 12-15
ProWine Asia 2016
International Trade Fair for Wines and Spirits
Singapore Expo
Messe Düsseldorf Asia Pte Ltd and Singapore 
Exhibition Services Pte Ltd
www.prowineasia.com
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We increase your efficiency with the right 
warehouse equipment.

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

Schaefer Systems International Pte Ltd
P: 65/6863 0168 · regionalmktg.sg@ssi-schaefer.com · www.ssi-schaefer.com
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