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Dear ISCM members and friends,

This issue marks the passing of an unforgettable 
and bit tersweet year. The st i l l  on-going 
coronavirus has an evident impact on our 
lifestyle and habits and is constantly disrupting 
the property and retail sectors. Businesses 
and shopping malls strive to react swiftly 
to the behavioral change of the society and 
maintain operations to cater to the new norm, 
such as offering shopping coupons and rebate 
to stimulate spending and strengthening 
precautionary measures to maintain a safe and healthy environment for 
shoppers. As tough as the past year was, all the challenges have also served 
as a reminder that with a common goal and collaborative efforts, it is 
possible for us to overcome adversity and translate crisis into opportunities. 

In the spirit of collective success, we are happy to report that the Hong Kong 
Real Estate Management & Services Alliance (HKREMSA) has been officially 
founded on 24 August 2020. ISCM is one of the six member associations of 
HKREMSA, a strategic alliance aimed at advancing the quality of real estate 
management and professional services. Upon joining the alliance, ISCM 
also hopes to expand the scope of ISCM services, as well as our membership 
base. Subject to government restrictions, the inaugural cocktail party of 
HKREMSA will be a networking opportunity and we would like to extend a 
warm invitation to all ISCM members and industry practitioners. 

ISCM will continue to provide a range of webinars for members in the 
coming year. Other planned activities include a study tour in the Greater 
Bay Area and the first-ever ISCM Awards with the aim to recognise the 
outstanding performance and achievements of our industry peers to be 
held in the second half of this year when the pandemic has subsided. 

It is also at trying times like the past year that we should count our blessings 
and give back to the society. Since the beginning of 2020, ISCM has put 
in diligent CSR efforts from securing face masks for those in need at the 
height of the pandemic, to partnering with F&B operators to donate food 
vouchers and mooncakes to the underprivileged. This year, we will continue 
our work with different organisations to serve the community. 

While the dire situation of the pandemic is expected to persist in 2021, let us 
shift our focus to the light at the end of the tunnel. Let’s continue to devise 
strategies and action plans for improvement, as we have had successfully 
and collectively, for the past year.

Once again, we wish you and your family great health and a fruitful year 
ahead. 

Chris Keung
Vice Chairman – External Affairs
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Recognition of Excellence: 
The First-ever ISCM Awards 2021
Our institute will present the first-ever ISCM 
Awards in 2021, which will reward the finest 
retail property management professionals 
in Hong Kong for their contributions to the 
shopping centre industry.

ISCM 16th Annual General 
Meeting Online  
Even though the pandemic has changed 
the way we interact with one another, it has 
not stopped our enthusiasm. Our institute 
successfully held the 16th Annual General 
Meeting (AGM) on 17 Dec 2020. 

Concerns over Malls Closing Earlier 
during the Chinese New Year  
Our Chairman Mr. Baldwin Ko expressed 
the serious concerns mall operators have 
after the government announced its plan 
to consider reducing the business hours of 
shopping malls to prevent the spread of 
COVID-19 during the Lunar New Year.
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Mall Operators and Retailers to 
Stay Creative and Relevant  
The outbreak of COVID-19 has brought 
the 16-year golden era fuelled by Mainland 
Chinese tourist spending in Hong Kong to 
a close. Retail in Hong Kong needs to focus 
more on the domestic market, and local 
people are still willing to spend. The success 
of Hong Kong’s K11 is a case in point. 

Prime Street Retail Rental to Further 
Drop up to 5 percent in 2021
The global pandemic is unlikely to lift 
completely in the near future, at least 
for the next three to six months, and 
unrestricted international travel is very 
unlikely until a vaccine becomes widely 
available. The post-COVID outlook for Hong 
Kong’s retail industry therefore remains 
very challenging and it is difficult to predict 
future development trends given the 
constantly evolving nature of the epidemic. 
Nick Bradstreet, Managing Director, Head 
of Leasing, and Kathy Lee, Director, Town 
Planning & Retail Consultancy, Savills Hong 
Kong, share with us their insights.
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Our institute will present the first-ever ISCM Awards 
in 2021, which will reward the finest retail property 
management professionals in Hong Kong for their 
contributions to the shopping centre industry.

With the theme of “The Proven Strengths of Asia’s 
Shopping City: Hong Kong”, the ISCM Awards 2021 
aims to recognise the outstanding performance and 
achievements of our industry peers in raising industry 
standards in a time of adversity, and strengthening 
Hong Kong’s position as the shopping capital of Asia.

The ISCM Awards covers five categories, including 
Best Shopping Centre (New Development & Launch/
Renovation & Relaunch), Best Retail Marketing and 
Promotion Campaign, Best Retail Leasing Team, Best 
Property Management Team, and Best Corporate Social 
Responsibility Project.

Adjudication in each award category is carried out by a 
judging panel. A final judging panel will be convened to 
decide the winners. One grand award will be presented 
to the most outstanding entry in each category. Other 
deserving entries will be presented with a certificate of 
excellence or merit. The award presentation ceremony 
will be held in the second half of 2021.

Even though the pandemic has changed the way 
we interact with one another, it has not stopped our 
enthusiasm. Our institute successfully held the 16th 
Annual General Meeting (AGM) on 17 Dec 2020.  At 
the AGM, our Chairman Mr. Baldwin Ko expressed his 
gratitude to the concerted efforts and continued hard 
work of all the members, while adapting to new working 
conditions put in place by the board and committee 
members. Additionally, the board members approved a 
freezing of the membership fee for the year 2021–2022.

Our Chairman Mr. Baldwin Ko expressed the serious 
concerns mall operators have after the government 
announced its plan to consider reducing the business 
hours of shopping malls to prevent the spread of 
COVID-19 during the Lunar New Year. 
 
In a media interview, Mr. Ko pointed to the fact that 

retailers and restaurants had seen a slash in business of 
70 to 80 percent amid various social distancing rules, 
including the ban of dine-in services after 6 pm. Given 
that no confirmed cases had been reported from the 
shopping malls so far, he urged the government to 
strike a balance between containing the coronavirus 
and sustaining the economy. 

Recognition of Excellence:
The First-ever ISCM Awards 2021

ISCM 16th Annual General Meeting

Concerns over Malls Closing Earlier
during the Chinese New Year
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Two webinars were organised in the last quarter and 
were well-received.

On November 18 2020, we were honoured to invite Mr. 
Kevin Cheung, General Manager of the PMSA, to share 
with our participants the Regulatory Regime of the 
Property Management Services Ordinance. The regulatory 
regime for the property management profession was 
implemented on August 1 2020, and it is suggested that 
those affected prepare for the mandatory regime after 
the three-year transitional period. Mr. Cheung walked the 
participants from the principal functions and jurisdiction 
of the PMSA to the regulatory measures and the 

transitional arrangements.

The other webinar was presented by Mr. Philip Curlewis, 
Chief Consultant of Consulting Office Megastrength 
Security Services Co., Ltd., on the topic of “Overcoming 
Current Mall Protection & Safety Issues – The Way Forward”. 
This webinar took place on December 16 2020. Mr. Curlewis 
shared his views regarding the non-confrontational 
protests, as well as the prevention, mitigation and 
containment of COVID-19. He concluded with a discussion 
about the adoption of viable new technologies that create 
significant recurrent cost savings and potential revenue 
generation.

Webinar Reviews

Mr. Ko stressed that shopping malls had been adopting 
comprehensive precautionary measures, from using the 
government’s contact tracing app “Leave Home Safe”, 
to avoiding putting up major decorations for photo-
taking, to stepping up disinfecting in public facilities. 
Both tenants and mall operators will suffer greatly if the 
malls are to close earlier, he emphasised.

Retailers and restaurants have been struggling to 
survive the fourth wave of the coronavirus, which 
affected sales over the Christmas peak season. The 
government has recently announced that it may call off 
traditional Lunar New Year night fairs, and urged the 
public to avoid home gatherings.

ISCM has expressed concerns over tightened measures to prevent the spread of COVID-19 during the Lunar New Year 

Photo: Elton Yung on UnSplash
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The outbreak of COVID-19 has brought the 16-year golden era fuelled by Mainland Chinese 
tourist spending in Hong Kong to a close. Retail in Hong Kong needs to focus more on the 
domestic market, and local people are still willing to spend. The success of Hong Kong’s K11 
is a case in point. 

The right person at the right time

Hong Kong’s retail sales crashed 25.3% year-on-year 
in the first eleven months of 2020 to $295.1 billion, 
according to the Census & Statistics Department 
(C&SD). In early January 2021, however, Mr. Adrian 
Cheng, CEO of New World Development and the 
founder of the K11 Group, revealed in an interview that 
the K11 Group recorded sales growth of 56 percent 
in the second half of 2020 compared with the same 
period in 2019. Additionally, the group announced an 
increase of 358% in Gold Card members—those spend 
who at least $5,000 a day or accumulate $8000 over a 
specified period at K11 Art Malls or K11 MUSEA.

K11 MUSEA in Tsim Sha Tsui has initiated a number of 
novelties, leading to a full 360 retail experience in Hong 
Kong. As the K11 Group sets its goal to be an incubator 
for creativity, or the “Silicon Valley of culture”, K11 
MUSEA sets itself apart by launching art tours, a culture 
academy, an interactive membership programme, and 
an outdoor space designed by James Corner, the same 
architect who did New York’s High Line.

Mr. Federico Tan, the cofounder of the Hong Kong-based 
marketing and communications company Social /
Capital, believes that those Hong Kongers who used 

to travel during a long weekend are willing to spend, 
and will spend locally, and this is especially true for 
the affluent, who have buying power. Shoppers are 
also more informed due to the accessibility of digital 
platforms on which they can search for items on their 
shopping lists.

The future for growth

A report from Savills notes that mall operators will need 
to be more creative in terms of the way they now use 
the vacant space. Retail categories such as lifestyle 
brands, health-related products and affordable family-
friendly retailers that appeal to domestic shoppers, are 
beginning to have a stronger presence in the market. 

“Local consumers are more focused on their ‘whole 
of life’, prioritising health and well-being, caring 
about their family and community, and valuing the 
local culture and sustainability”, the Savills report 
states, adding that Muji and Lululemon have opened 
their largest stores in Telford Plaza and Harbour City 
respectively.

Over the recent months, the market saw an emerging 
trend of major operators expanding or spinning-off new 
concepts of retail food stores in both core shopping 

Mall Operators and Retailers to
Stay Creative and Relevant 

K11 MUSEA sets itself apart with a number of novelties and has raised the bar of mall operations in Hong Kong 



and residential areas. These stores offer a more 
comprehensive shopping experience, which is unique 
to those countries in which it operates, with increased 
fresh food, bread and pastry, organic options, and hot 
takeaway meals.

There is no doubt that Hong Kong’s retail market has 
been hit hard by the COVID-19 pandemic. However, 
supermarket sales witnessed strong growth, averaging 
about 11% year-on-year in the first eleven months of 
2020, while total retail sales suffered an average drop of 
25% year-on-year during the same period. A JLL report 
notes that many in the city are used to stocking up on 
groceries and cooking at home, given restaurant bans, 
lockdowns, and work-from-home arrangements. 

Apart from household names such as ParknShop and 
Wellcome, the itch HongKongers who used to travel to 
their favourite destinations, such as Japan and Korea, 
also gave rise to the popularity of Japanese- and 
Korean-themed supermarkets and retail food stores. 
Muji’s new megastore in Kowloon Bay, which now stocks 
more food-related goods and services to bring shoppers 
a wide range of fresh, frozen and healthy home dining 
options, is a typical example of how a company has 
answered local needs.

Recently, UNY, the retail arms of Henderson Land, 
opened a new 5,000-square feet concept store, Guu San, 
which is positioned as a boutique Japanese grocery store 
to anchor the Henderson’s H Zentre in Tsim Sha Tsui. 
Sun Hung Kai Properties’ retail arm, Yata, also rolled out 
a Japanese-style convenience store named KONBINI
便利ストア by YATA, with the first store opened at the 
group’s Alva Hotel by Royal in Shatin. 

Uni-China Group Holdings Ltd, one of the premier 
importers and distributors of fresh meat and food 
in Hong Kong, opened Hong Kong Flavour, the city’s 
first cashless fresh food market, in Tsz Wan Shan 
Shopping Centre. While Hong Kong Flavour boasts a 
wide variety of food stalls and cook-to-order services, 
from handmade sausages and hams to freshly made 
seafood dishes that allow customers to shop and dine 
in one go, the market has no cashiers or checkout lines, 
introducing a smart, cashless lifestyle. 

OC&C Strategy Consultants also sees opportunities 
for Hong Kong retailers. Catering to the needs of local 
shoppers is among one of them. Japanese discount 
megastore Don Quijote, (Don Don Donki) came at 
the right time for the Japan-starved Hong Kongers. 
As commercial rents have been coming down, brands 
addressing domestic shoppers are finding more 
opportunities to break into the Hong Kong retail scene. 
This chain store first opened its store in August 2019 in 
Tsim Sha Tsui, which was when the social unrest began, 
and now it has expanded to six outlets in prestigious 
downtown locations such as Causeway Bay, Tsim Sha 
Tsui and Queen’s Road Central.
 
Additionally, OC&C Strategy Consultants confirms that 
it is essential to stay relevant to local shoppers amid the 
post-COVID Hong Konger-centric market environment. 
The launching of Hong Kong’s biggest customer rewards 
club application, yuu, by the Dairy Farm Group and its 
partners Hang Seng Bank and the Jardine Restaurant 
Group, has caused significant market noise. The app 
connects a wide range of brands and services, including 
Wellcome supermarkets, Mannings drugstores, 7-Eleven 
convenience stores, Ikea furniture stores, KFC, Pizza 
Hut, Market Place supermarkets, 3hreesixty, Oliver’s 
delicatessen, and a number of delivery platforms, 
allowing members to earn more points in more places 
and redeem more rewards faster than ever. The app has 
garnered an overwhelming response from the public. 
According to yuu management after launching for only 
five weeks the app reached a milestone of over two 
million downloads. 

The JLL report concludes that COVID-19 will speed 
up the reshaping of retail trends that were underway 
before the pandemic, including the importance of 
experience and social engagement in retail as well as 
the effects of the digital revolution on grocery shopping. 
In light of this, retailers and mall operators have to 
understand and address consumer preferences with the 
use of big data, giving shoppers reasons to revisit.

No one can predict when the COVID-19 pandemic will 
be over; however, interesting trends and changes are 
taking shape. Mall operators and retailers have to stay 
ahead to capture whatever opportunities come along.
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Muji’s new megastore in Kowloon Bay has a quality food theme Hong Kong Flavour is the city’s first cashless fresh food market



The global pandemic is unlikely to lift completely in the near future, at least for the next 
three to six months, and unrestricted international travel is very unlikely until a vaccine 
becomes widely available. The post-COVID outlook for Hong Kong’s retail industry therefore 
remains very challenging and it is difficult to predict future development trends given the 
constantly evolving nature of the epidemic.

Prime Street Retail Rental to Further 
Drop up to 5 percent in 2021

Feature Stories   06

Some structural changes in the demand profile and 
market fundamentals are underway and both retailers 
and landlords need to adapt to stay relevant. A slower-
than-expected recovery in the tourism market means 
that a more balanced approach to local consumers and 
mainland tourists is warranted moving forward but the 
shopping preferences of locals and tourists are of course 
quite different.

Domestic demand to recover 

In the short-term, landlords and retailers will have 
to rely on domestic demand and local consumption. 
Domestic demand has proven to be relatively stable and 
has remained reasonably resilient during the pandemic 
period. However, the short-term outlook for domestic 
demand will hinge on the local epidemic and broader 
economic situation. The unemployment rate is expected 

to continue to rise in the near-term, especially when the 
government begins to taper its employment support 
subsidies. A distressed labour market could undermine 
local consumer sentiment and spending power, and 
consequently the strength of any recovery in the retail 
market. However, we believe domestic demand will 
recover quickly when the local situation returns to 
normal later this year.

The retail scene will shift from luxury and general retail to 
mid-market and “whole of life” offerings. Local consumers 
are more focused on their “whole of life” and necessity 
needs, prioritising health and well-being, caring about 
their families and community, and valuing local culture 
and sustainability. Retail categories such as lifestyle 
brands, health-related products and affordable family-
friendly retailers which appeal to domestic shoppers will 
have a greater presence in the market moving forwards. 

Savills Hong Kong expects a further drop in both prime street shop rents and shopping centre rents by 2% to 5% in 2021

Photo: Elton Yung on UnSplash



Furthermore, F&B will remain strong in a more locally 
driven market, as dining out remains an important part 
of the social life of local consumers. Local spending 
represents the key demand driver of the F&B sector, which 
has accounted for 75% of total restaurant receipts over 
the past 10 years on average.

As the New Year begins it is the time to look ahead to 
the road to recovery. The COVID-induced uncertainty 
has made economic and market forecasting extremely 
difficult. Despite the fact that Savills in-house forecasting 
model captures the economic and retail market 
performance data of the SARS period in 2003, the 
duration and scale of impact of the two crises are very 
different rendering the historical data less relevant.  Savills 
retail rental forecast model takes into account retail 
sales growth, local unemployment and visitor shopping 
spending, as well as retail sales productivity (i.e. retail sales 
per sq ft of total retail stock).  Despite the uncertainties 
of global tourism we have made assumptions on the 
recovery of total retail sales and visitor arrivals over the 
next few years.  

Inbound tourism to rebound drastically 

Visitor arrivals virtually vanished in 2020, dropping by over 
93% YoY over the first 11 months of the year. Nevertheless, 
we expect the tourism market to recover gradually over 
the next three years when the global pandemic passes 
and COVID vaccines become widely available. Given 
the extremely low base in 2020, we predict that visitor 
numbers will rebound by 150% in 2021 to around 9.8 
million, which is about 15% of the 2018 peak or similar 
to 1994/95 levels.  We expect same-day visitors will be 
the first group to return in 2021.  This will be followed by 
a 123% rise in 2022 to around 22 million (similar to 2004 

post-SARS levels) and then 92% to 42 million (similar to 
2010/2011 post-Global Financial Crisis levels) when the 
overnight visitor and long-haul markets start to pick up in 
earnest.

The recovery in tourism will certainly reinvigorate the 
retail market. The return of tourists and their shopping 
spending will fuel growth in total retail sales of between 
5% and 14% from 2021 to 2023. According to forecasts by 
FocusEconomics, a service provider of consensus economic 
forecasts from over 30 independent institutes, the local 
labour market will also improve gradually once the 
economy recovers from the damage of the coronavirus.

Based on our assumptions, we anticipate a further drop 
in both prime street shop rents and shopping centre rents 
by 2% to 5% in 2021.  With the recovery of the overnight/
long-haul visitor market prime street shop rents are likely 
to bounce back by 7% to 10% in 2022 and a further 20% 
to 23% in 2023 while shopping centres will recover by 5% 
to 10% per annum over the same period.
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Nick Bradstreet 
Managing Director,
Head of Leasing,
Savills Hong Kong.

Kathy Lee
Director,
Town Planning & 
Retail Consultancy,  
Savills Hong Kong

Annual visitor arrivals and projections by Savills,
2010 – 2024F

Variables 2021F 2022F 2023F

Total visitor arrivals (YoY % change) 150% 123% 92%

Total retail sales (YoY % change) 5% 14% 12%

Unemployment rate 7.6% 3.9% 3.8%

Savills Prime Street Shop Rental Index -2 to -5% 7 to 10% 20 to 23%

Key assumptions and rental forecasts,
2021F – 2023F

Source: Hong Kong Tourism Board, Savills Research & Consultancy

Source: FocusEconomics, Savills Research & Consultancy

Total retail sales and projections by Savills,
2010 – 2024F

Source: Census and Statistics Department, Savills Research & Consultancy
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Membership Application

New Members
Al l  Bo ard  memb ers  and  Honourab le 

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:

Full Member
Ko Chi Fai

Tin Ming Yiu

Associate Member
Wong Lok Yin

Student Member
Leung Chin Man

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 

Education (HKU Space) or other relevant 

courses will also be considered.

Contact Number | (852) 6225 5708/ (852) 3159 2907

Email | secretariat@iscm.org.hk

Address | Room 1106-08, 11/F, C C Wu Building, 302-308 

Hennessy Road, Wanchai, Hong Kong

Website | www.iscm.org.hk

Facebook | ISCMhk

Grade of Membership Annual Fee

Fellow Member HK $1650

Full Member HK $1100

Associate Member HK $ 720

Student Member HK $ 280

ISCM Secretariat Office

www.iscm.org.hk

Online application can be 
completed at the following link: 

Webinar
The Key of an All Round E-Commerce Platform 
for Retail

Speaker: 

Mr. Taurus Cheung,
Co-founder of Appcider Limited

Mr. Char Kong,
Founder of Cloudian International (Hong Kong)

Mr. Bon Chiu,
Commercial Director of QFPay Haojin Fintech Limited

Date:  Feb 3, 2021 
Time:  7pm

Upcoming

Details & Registration

https://zoom.us/webinar/register/WN_fqmSOmrPTSmWtv7f5OB5qA

