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Back in 2014, I am grateful that the Founding 
Chairman Ms. Maureen Fung and other board 
members for inviting me to join the committee of the 
Institute of Shopping Centre Management (ISCM). 
This provides me with a give-back opportunity to 
the industry from a non-profit organisation and 
worked for the new project named Lee Tung Avenue at that time.
 
Working for a shopping centre is always of so much amusing especially 
in the marketing and promotion sector. The busiest moment to me is 
definitely the time when everyone is on holidays. Nevertheless, it allows the 
practitioners to have different opportunities in creating some astonishing 
campaigns to the public.
 
In the last few months, the shopping centres and retail industry in Hong 
Kong have been facing tremendous challenges including the Sino-US trade 
dispute, global price's harmonisation, competition from nearby cities as 
well as the public events in Hong Kong, resulting in one of the record-low 
performances on the retail market and tourist business. What we are facing 
now is like a chain effect which impacts the shopping centre operations and 
management.
 
I believe communication is a key to untie the deadlock. A well organised 
operation and contingency plan with adequate on-site experiences is 
crucial to manage any ad hoc crisis.
 
We should give hope to Hong Kong and stay positive that things will 
be on the right track. Reviewing current practices, exploring unique 
retail concepts with permanent photogenic spots and facilities as well 
as introducing brands from new market and creating personal touch yet 
technology driven marketing experiences is a case in point. When there is 
a risk, there is always an opportunity.

As long as we keep up with the spirits, we will weather through the storm 
and tackle all the challenges we have been facing.

Angie Chung
Director of Marketing & Promotions

Hong Kong mall management have 
been experiencing the most tremendous 
challenges since the 2003 (SARS) 
epidemic. The city's tourism, retail and 
hotel industries have been particularly 
hard hit recently. 

Keeping a positive mind is essential and 
let's focus more on what's next. We are 
grateful to have Ms. Angie Chung, our 
Director of Marketing & Promotions, to 
share her views with us in the Message 
from the Institute. 

Exploring new things on the market is 
one of the highlights of this issue. New 
shopping malls including K11 MUSEA in 
Tsim Sha Tsui and V Walk in Nam Cheong 
for example have brought excitements to 
shoppers and at the same time keener 
competitions among the malls themselves. 
What are the key elements for the next 
gen's shopping malls? Market Updates 
may provide with part of the answers.

While some foreign international brands 
have plans to scale down in Hong Kong, 
we see a number of Japanese brands Don 
Don Donki,  Sushiro and Sukiya are keen 
on setting foot in Hong Kong. Want to 
learn more? Don't miss our Focus Feature.

We wish you enjoy reading this issue and 
welcome your comments.

Thank you.

Editorial

Message from
the Institute

The Board
Chairman Baldwin Ko
Vice Chairman Chris Keung
Vice Chairman Michelle Lee
Vice Chairman Tony Budhrani
Treasurer Katherine Ho
Honorary Secretary Victor Ng
Director of Training Louis Lee
Director of Membership Margaret Lau
Director of Marketing &
Promotions Angie Chung

Director of Study Tour Wilson Lam

Fellow Members
Dr. Ervi Liusman

Full Members
Fong Tin Yau, Adrian 
Lin Hiu Ying, Keith 
Yau Sau Yee, Sophie

New Members
All Board members and Honourable members 
Mr. Raymond Kwok, Mr. Michael Tien, Dr. 
Roger C.K. Chan, Professor Rebecca L.H. Chiu, 
Professor Eddie C.M. Hui, Professor Sin Yat 
Ming and Dr. T.M. Kwong welcome the following 
new members :

Membership Info

Our Membership is open to any individual 
person who is a practitioner in shopping 
centre industry. Students who have enrolled 
in the course of shopping centre management 
at HKU School of Professional and Continuing 
Educa t ion  (HKU Space)  w i l l  a l so  be 
considered.

Grade of Membership Annual Fee
Fellow Member  HK $ 1,650
Full Member HK $ 1,100
Associate Member HK $ 720
Student Member HK $ 280

Online application can be 
completed at the following link:

www.iscm.org.hk

Membership Application

Upcoming

How to adopt IoT to your business?
Our institute has arranged a visit to the internet of 
Things (IoT) live showroom of GS1 in Hong Kong. 
With over 110 chapters around the world, GS1 
is a not-for-profit, industry-led global organisation 
dedicated to the design and implementation of global 
standards and solutions to improve the efficiency and 
visibility of supply and demand chains. Two million 
companies across 20 industries in over 150 countries 
are using the GS1 System of Standards.

Highlights: 
•  Smart Retail & Omni-channel (e.g. Interactive 

Kiosk with Facial Analytics, Sensor Applications, 
RFID and Consumers Data Analysis ) 

•  Smart Logistics (RFID Technology) 
•  Smart Consumer Trust (e.g. Anti-counterfeiting 

solution) 
•  Smart City (e.g. Award Winning Application)

Details:
Date: 31 October 2019 (Thurs)
Time: 19:00 - 21:00
Venue:  22/F, OTB Building, No 160 Gloucester 

Road, Wan Chai, Hong Kong
Fee: Free
Application Deadline: 21 October 2019

Visit 

Sponsors
Diamond Platinum

Website：www.iscm.org.hk
Facebook：www.facebook.com/ISCMhk/

Email：secretariat@iscm.org.hk

Give us Feedback

商場管理學會 Institute of Shopping Centre Management

http://www.facebook.com/ISCMhk
https://www.casc2019.com/index.php
www.iscm.org.hk
www.iscm.org.hk
https://zh-hk.facebook.com/ISCMhk/
www.facebook.com/ISCMhk


Institute N
ew

s

2 3

 

Mr. Baldwin Ko (middle) has shared his mall story in 
Hong Kong with the attendees. From the left is Ms. 
Denise Fung, our Advisory Board Member and Mr. Chris 
Keung, our Vice-Chairman.

PPK Malaysia hosted the annual CASC Conference from 10-12 September 2019

Tourist arrivals saw the record low since SARS in 2003

Our Institute presented scholarship to BRE students of the Hong Kong Polytechnic University

Tourist numbers biggest plunged since SARS in 2003CASC 2019 Conference – Sharing the Mall Story

The recent  Chinese Golden Week, 
China's biggest public holiday, marked 
one of the least busiest period for the 
tourism and retai l  industry of Hong 
Kong. According to the figures from the 
tourism sector, the hotel occupancy 
rate across the city could be as low as 
60 per cent, compared with nearly 100 
per cent over the past few years.

Tourist numbers slumped by nearly 
40 per cent in August. The drop is the 
biggest year-on-year monthly decline 
for Hong Kong since 2003, when an 
outbreak of severe acute respiratory 
syndrome (SARS) swept the city – and 
followed an almost 31 per cent drop 
compared with July.

Also, the Hong Kong Tourism Board's 
statist ics shows, Hong Kong tourist 
a r r i va l s  r eco rded  a  yea r -on -yea r 

dec l ine  o f  39 .1% in  August  2019, 
reaching 3.59 million, down from 5.89 
million around the same time in 2018; of 
which the number of Mainland visitors 
dropped by 2.78 million. The tourism 
sector  expects that  the number of 
Mainland tours to be dropped further in 
September. More than that, a total of 34 
countries or regions issued warnings 
or alerts for travellers heading to Hong 
Kong, as of 13 September 2019.

The number of visitors from mainland 
China showed the second-biggest drop 
of 42 per cent to 2.78 million from 4.8 
million, following visitors from Vietnam 
whose number plunged by 43 per cent 
to 2,826.

The legislative council member Yiu Si-
wing representing the tourism sector 
told the media that bookings for Golden 

Week in October had filled less than 
30 per cent of hotel rooms on average 
across the city, compared with 60 per 
cent around this time in previous years. 
The Golden Week is the seven-day 
holiday period starting from the National 
Day on October 1 – which also marks 
the country's 70th anniversary this year.
 
In August, numbers for visitors from all 
markets dived except Macau, where 
it registered a growth of almost 7 per 
cent to more than 106,000 from 
below 100,000 a year ago. 

The first eight months of 
2019 saw a growth of 4 
per  cent  in  the number 
of  v is i tors  to  more than 
43.6 million from around 42 
million over the same period 
last year.

A s  o n e  o f  t h e  c o u n t r y  m e m b e r s 
o f  the  Counc i l  o f  As ian  Shopping 
Cente rs  (CASC) ,  Mr .  Ba ldw in  Ko , 
C h a i r m a n  o f  I S C M ,  a t t e n d e d  t h e 
CASC conference held f rom 10-12 
September 2019 in Malaysia. On the 
f i rst  day of the conference, Mr. Ko 
walked the industry players through 
the potent ia l  development  o f  East 
Kowloon and SkyCity at Hong Kong 

International Airport while the latter 
is  a major integrated development 
comprises retai l  complexes, dining 
areas, hotels, entertainment facilities 
and offices. He also shared his views 
on the divers i f icat ion of  consumer 
demographics and revenue stream for 
the shopping malls in Hong Kong.

The CASC was established in 2004. 

It  str ives towards bridging regional 
c o o p e r a t i o n  a n d  d e t e r m i n e s  t h e 
trajectory of shopping mall management 
in the region. CASC conferences have 
been organised annually by member 
countr ies. PPK Malaysia is host ing 
this year's conference, providing the 
industry players with a regional platform 
to discuss matters of common interest 
in shopping mall management.

Grooming future leaders : Scholarship to HKPU BRE students
Our Institute is pleased to be one of 
the scholarship donors to  support 
the Building and Real Estate (BRE) 
students of the Hong Kong Polytechnic 

Univers i ty ,  hoping them to bui ld a 
successful career in shopping centre 
management via this programme. Our 
Chairman Mr. Baldwin Ko was invited to 

participate in the BRE Reception 2019 
held on 2 August 2019. 

M
ar

ke
t U

pd
at

es



 

M
ar

ke
t U

pd
at

es
M

arket U
pdates

4 5

New Malls in Hong Kong Opening Up Imagination, Enriching Shopping Experiences
In Hong Kong, shopping arcades are 

everywhere. In a bid to attract cross-
district visitors, several large shopping malls 
recently opened in Tsim Sha Tsui, Nam 
Cheong, Tung Chung have themed with 
distinctive features. These brand new malls 
have been rejuvenating the retail market in 
multiple districts and thematic are foreseen 
to be more and more popular in the future. 

When art meets retail
Opened in late August this year, the 
10-storey K11 MUSEA spanning over 1.2 
million square feet of retail space, adopts a 
multi-theme approach covering art, culture, 
nature, entertainment and gastronomy 
aspects. Located at Victoria Dockside in 
proximity to Tsim Sha Tsui East Promenade, 
K11 MUSEA is positioned as a pivotal art 
and cultural shopping landmark of Hong 
Kong and Asia. 

At K11 MUSEA, each floor presents a 
unique retail theme and concept to create 
engaging experiences for shoppers. In 
addition, a wealth of prestigious retail 
brands and internat ional renowned 
restaurants are launched in Hong Kong, 
either for the first time, in the form of flagship 
stores or guerrilla shops with brand new 
concepts, aiming to boost the spending 
power of millennials. These include the 
largest MoMA Design Store in Asia, the 
first Fortnum & Mason store and restaurant 
in Asia, Moda Operandi's first showroom 
in Asia, Yohji Yamamoto's first concept 
boutique in Hong Kong and an Off-White 
store featuring pieces exclusive to K11 
MUSEA. 

K11 Group Founder Adr ian Cheng 
mentioned in an interview with Hong Kong 
Tatler: "My vision is to reinvigorate the district 
together with 100 Creative Powers hailing 
from different disciplines and cultures, to 
inject art, architecture, design, sustainability 
and all forms of cultures into the new 
consumer's daily life. As a result, K11 
MUSEA is now the destination that inspires 
global millennials, and facilitates a broader 
discussion on the interconnectedness of 
creativity, culture and innovation."

Mr. Cheng described K11 MUSEA as 
part of K11 Group's ongoing commitment 
to the growth of Hong Kong art scene, 
“visitors have access to over 40 unique 
art pieces, in the form of public art and site-
specific art by local and international artists 
and designers.”There are also a lot of 
check-in hot spots, including the world's 

biggest green panel, parent-child thematic 
edutainment zone, among others.

Neighbouring malls serving 
local customers
Currently, there are no fully integrated 
shopping malls in Cheung Sha Wan, Mei 
Foo and in-between districts. V Walk, a 

300,000-square-foot shopping mall atop 
Nam Cheong MTR station, offers a more 
extensive shopping space for residents and 
people working nearby and becomes a chic 
shopping and fashion hub in West Kowloon. 
To attract more young customers, the mall is 
dominated with modish restaurants, fashion 
and accessory brands as well as a 5-house 

cinema, which are accounted for 70% of 
total retail tenants.

Citygate Outlet (Phase 2) has been opened 
in Tung Chung in recent months, the overall 
retail space, i.e. 803,000 square feet of the 
entire mall becomes twice as large as the 
original one. More medium-priced brands 
have been introduced to this new shopping 
mall, some of them have even opened 
outlets in Hong Kong for the first time, which 
offers visitors more shopping options in 
addition to luxury brands. This outlet also 

embraces a new cinema with 4 houses, a 
new food hall named Food Opera and a 
few specialty restaurants and, diversifying 
tenant mix and fulfilling the needs of Hong 
Kong people. In such a way, more and 
more local customers will be attracted to go 
shopping in the outlet.

New mall concepts win
Professor Eddie Hui Chi-man, an Honorable 
Member of the Institute of Shopping Centre 
Management (ISCM) and Professor of the 
Department of Building and Real Estate 
of the Hong Kong Polytechnic University 
(PolyU), mentions that shopping malls in 
tourist areas are ever competitive, large 
malls should have unique selling points 
in order to excel themselves, such as 
exceptional furnishings or unparalleled 
packaging of the entire mall. Amid them, 
K11 MUSEA, an art-themed mall, is a typical 
example.“Local shopping arcades are 
somewhat pragmatic without innovation, 
whereas thematic shopping arcades 
adopting the mall development approach 
in Macau will become prevalent in Hong 
Kong,” he stresses.

 “It has been a long time since new shopping 
arcades operated in Hong Kong. New malls 
can meet the demands of society,” says 
Professor Sin Yat Ming, Leo, an Honorable 
Member of ISCM and Adjunct Professor 
of the Business School of the Chinese 
University of Hong Kong (CUHK). 

Professor Sin takes V Walk at Nam Cheong 
MTR station as an example: “this new mall 
mainly serves locals and the occupants 
of the large residential estates atop the 
station whereas K11 MUSEA situated at 
the Avenue of Stars, which is one of the 
prime spots in Hong Kong, mostly targets 
tourists.” He adds that, “Shopping 
arcades are not evenly distributed in Hong 
Kong; for instance, there are too many 
malls in Tseung Kwan O but too few in Ma 
On Shan, which reflects a failure of town 
planning.”

Alfred S. H. Ho, an urban researcher 
and architectural designer, believes 
that shopping malls in Hong Kong have 

yet saturated. “Commercial property 
developers, however, should consider how 
to meet the demands of customers in mall 
development and fully utilise public areas,” 
he analyses. 

“There is relatively limited space in Hong 
Kong shopping arcades and a lack of 
complementary leisure facilities such as 
parks and piazzas at the periphery,“ 
according to Mr Ho. “In an attempt to 
enrich the in-store experience of customers, 
recreational facilities such as VR game 
zones and rock climbing are introduced into 
some malls. Having said that, players may 
not have much fun as such leisure areas are 
not spacious enough,”he concludes that 
new malls at newly developed districts can 
accommodate more space for recreational 
activities, leading to a more relaxing and 
enjoyable environment which helps draw 
repeated shoppers.

K11 MUSEA is positioned as a pivotal art and cultural 
shopping landmark of Hong Kong and Asia.

Citygate Outlet (Phase 2) is addressing the 
needs of local families.

The Golden Harvest cinema is one of the anchor 
tenants of V Walk.
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Japanese Catering Brands Keen On Hong Kong Market Amid Current Uncertainty
A l though the economic out look 

remains bleak to the retail sector, 
some Japanese retai lers, food and 
beverage brands are undaunted by the 
current market situation and enter the 
Hong Kong market one after another, 
aspiring to seize a share of the local 
consumer market.

Retail sales plunged in August
According to the government's statistics, 
retail sales volume in Hong Kong plunged 
25.3% year-on-year in August 2019, which 
was the biggest drop in retail sales since 
October 2005. Considering the first eight 
months of this year, retail sales recorded 
a decline of 6.9% over a year ago. Retail 
sales averaged a year-on-year growth of 
4.99% from 2005 until 2019, reaching an 
all-time high of 30.6% in February of 2010 
and a record low in August of 2019.

A series of social controversies in recent 
months and the external environmental 
factors such as the Sino-US trade war 
have made the retail sector the first being 
affected adversely. Some foreign brands 
intend to scale down their business 
operation by not opening new branches 
or even shutting down certain branches. 
For instance, Jack Wills will withdraw its 
business from Hong Kong. Forever 21, the 
struggling Californian fast-fashion retailer, 
has closed its last shop in Hong Kong.

Hong Kong consumers' 
favourites
In a different note, hot retailers which are 
well received by Hong Kong people in 
Japan emerge in the local market one 
after another, in the hope of getting a 
share of the Hong Kong retail market. 
Following the opening of the first branch 
at the basement of Mira Place, Japanese 
discount superstore Don Don Donki has 
swiftly scheduled to open the second 
branch in a large shopping arcade at 
Tsuen Wan West MTR station, dedicating 
to expand its business in Hong Kong. 
Having opened branches in Thailand 
and Taiwan, Matsumotokiyoshi Holdings 
Co., Ltd., a Japan drugstore giant, has 
also grabbed this valuable opportunity 

by opening its first branch in Hong Kong 
in the latter half of this year. It is foreseen 
that a wealth of Japanese cosmetics and 
health food products will be introduced to 
Hong Kong.

Some popular Japanese restaurants 
also prepare to set foot in Hong Kong. 
Japanese sushi chain restaurant Sushiro, 
which has topped the sales chart in 
Japan, opened an overseas branch 
in Hong Kong in August this year after 
extending its business in Korea and 
Taiwan. It has immediately become a 
popular restaurant attracting long queues 
of customers. Another much sought after 

Japanese brand, すき家 (Sukiya), which is 
one of the three largest chains of gyūdon 
(beef bowl) restaurant in Japan, plans to 
open its first branch in Hong Kong by the 
end of this year the earliest to compete 
with Yoshinoya.

Keeping an eye on 
Professor Sin Yat Ming, Leo Adjunct 
Professor of the Business School of 
Chinese Univers i ty  o f  Hong Kong, 
points to the fact that the retail business 
has been enduring setbacks in recent 
months, luxury goods are suffering the 
greatest decline in sales. Long queues 
have no longer be seen in jewellery and 

prestigious boutiques. Such economic 
recession makes some tenants diminish 
their scope of business; meanwhile, it 
creates business opportunities for some 
popular Japanese brands.

The government statist ics suggests 
that retail sales volume in August 2019 
fell sharply for luxury goods including 
jewellery, watches & clocks (-50.7% 
whereas at  a softer pace for food, 
beverages & tobacco ( -7 .1%) and 
supermarkets (-5.5%) and fuels (-1.7% vs 
-3.8%). 

Also an Honorable Member of ISCM, 

Professor Sin adds that Japan is one of 
the most popular travel destinations for 
Hong Kong people, who are particularly 
keen on buying Japanese goods, amid 
them, Japanese drugs and cosmetics, 
daily necessities and food products are 
particularly hot items for them. Although 
the recent public events have deterred 
some Mainland vis i tors f rom going 
shopping in Hong Kong, Japanese 
merchants bel ieve that  the i r  re ta i l 
business in Hong Kong can still thrive with 
the earnest support of local customers.

He pinpoints that the penetration rate of 
Japanese brands in Hong Kong is far 

lower than that in Taiwan, therefore there 
is much room for business development. It 
is an ideal moment for Japanese retailers 
to grab a share of the Hong Kong market. 

Professor Eddie Hui Chi-man from the 
Department of Building and Real Estate 
of Hong Kong Polytechnic University also 
believes that tenant mix will be realigned 
after a period of economic downturn. 
High-end brands are foreseen to have 
a contraction in their scope of business, 
whereas neighbouring restaurants and 
local brands will have further growth and 
expansion.

Growth of local retail sales marked a record low in August 2019.

Japanese conveyor belt sushi restaurant chain Sushiro 
has opened its first Hong Kong outlet in August.

Japan's top three gyudon restaurant Sukiya plans to 
open its first branch in Hong Kong by the end of 2019.
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