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Dear ISCM members and friends,

“It was the best of times, it was the worst of 
times” is the famous opening lines in Charles 
Dickens’ A Tale of Two Cities.    

Retail and shopping centre industries are now 
taking a new turn which will mark this era 
unlike any other. It is the best of times because 
technology makes customer easy access to a 
galaxy of retail brands and merchandises with just a click away. It is also 
the worst of times because high energy prices, inflation, geo-political 
turmoil and monetary policy have taken their toll on consumer sentiment. 
A lot of challenges have to be faced by shopping centres and retailers 
together to create the so-called shopping experience per square foot at 
both stores and shopping centres in this post-pandemic time.     

At ISCM, we have been fortunate enough to witness the evolution of 
Hong Kong’s shopping centres in the last two decades, featuring some 
of the most dynamic, competitive and resilient strategies by some of 
the best teams at the region’s best-known shopping centres curated by 
local and international experts.  It is always interesting to see how much 
shopping centre is interwoven with Hong Kong’s vibrant, global-yet-
local lifestyle which is always inspiring, enlightening and challenging.    

It is also true that there is nothing more regionally popular, 
multiculturally sophisticated or gastronomically well-known in the 
Guangdong-Hongkong-Macao Greater Bay Area as Hong Kong’s 
International vibes – so it’s even more important that we recognise our 
culture and creative people who brought the retail scene in Hong Kong 
to life, first and foremost.  

There are also the countless brands, retailers, both local and 
international, alive and vanished, whose more than hundreds and 
thousands told the story of how high customer service standards, 
practice, product variety, design, aesthetics, authenticity and inspiration 
have long played an important role throughout the SAR’s retail history 
and development. 

A new retail ecosystem with a different look and feel is emerging as 
shopping centres are turning into retail, cultural and lifestyle centres in 
different corners of the world. I hope one day we will get the least credit 
for putting our blood, sweat, tears, skills and creativity that we bring to 
connect retailers with customers in a world of happiness, joy and fun.

Let’s fight for shopping centres and shopping centres will fight for us.

Wilson Lam
Director of Study Tour (2022-24)
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Study Tour: One Day to Greater Bay 
Area (Shenzhen)
On 15 April, our Institute organised the 
first study tour since the onset of the 
Covid pandemic. The exchange of ideas 
and information was highly beneficial 
as it allowed the participants to gain a 
comprehensive understanding of the retail 
market in Shenzhen. 

CSR : Celebrated International 
Children’s Day with S.K.H. St 
Christopher’s Home
To celebrate International Children's Day 
this April, Ms Wendy Cheng, our Director 
of Corporate Social Responsibilities, 
teamed up with Board members to spend 
a fun morning with children of S.K.H. St 
Christopher’s Home. 
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Cultural Infusion Adds 
Sophistication to Mall Experience
As Hong Kong eases its mask mandate 
and entry policies, a plethora of large-
scale art and cultural events are unfolding 
concurrently, drawing citizens out to indulge 
in spending. Today shopping malls are more 
than just hubs for food and retail, rather 
they serve as integrated venues for major 
events, creating a distinctive ambiance and 
triggering frenzied consumer desires.

Emerging Opportunities in
Hong Kong’s F&B Industry
The COVID-19 pandemic has brought 
significant changes to Hong Kong's 
F&B industry. As borders reopen and 
restrictions ease, operators are eager to 
explore emerging trends and opportunities. 
Ms Cathie Chung, Senior Director of JLL 
Research, shared with us the three fastest-
growing markets to watch out for in the 
next five years. Check out this valuable 
insight to stay ahead of the game.
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During the tour, we visited various malls and cultural 
heritage sites in Shenzhen, and the representatives 
from each mall provided a guided tour with a focus on 
sharing their vision and strategies. The exchange of ideas 
and information was highly beneficial as it allowed the 
participants to gain a comprehensive understanding of 
the retail market in Shenzhen. 

A particular highlight of the tour was our visit to the 
renowned Haiya Mega Mall (海雅繽紛城 ) of the Haiya 

Group. We were privileged to be personally greeted 

and guided by the Executive President, Mr Derek Tu, 
and the Vice President, Ms Sammi Tu, who are the son 
and daughter of the group’s founder, were unexpected. 
This rare opportunity to interact with them was an 
unforgettable experience and their presence was an 
indication of the high regard in which the ISCM event is 
held by the industry in both Hong Kong and China. 
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Study Tour: One Day to Greater Bay Area (Shenzhen)
On 15 April, our Institute organised the first study tour since the onset of the Covid pandemic. 
The tour was attended by a diverse group of approximately 50 participants from various 
companies, including Chinachem Group, Cushman & Wakefield, Hong Yip Service, Hysan 
Development, IFC Mall, Kai Shing Management Services, Link REIT, Megabox Development, 
Phoenix Property Investors, Savills, Sino Group, SJM Resorts, and Sun Hung Kai Properties. 

On our visit to Haiya Mega Mall of the Haiya Group, we were grateful to be guided by the Group’s Executive President, Mr Derek Tu (1st row, 8th from the right) 
and the Vice President, Ms Sammi Tu (9th from the right).
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This study tour provided our members with an exceptional opportunity to connect and collaborate, while also 
demonstrating our unwavering commitment to delivering diverse and captivating experiences for all involved.

The NanTou Ancient City (南頭古城 ) project by China Vanke stands 
apart from other rejuvenation projects in Shenzhen, which typically 
entail the displacement of original residents to facilitate extensive 
renovations. Instead, this project adopts a more inclusive approach 
that preserves the presence of approximately 20,000 original 
residents who continue to reside in the area, while incorporating 
creative elements into the revitalization process. The original 
residents now occupy the upper floors of the street-level shops, 
lending a unique and authentic character to the development. 

The project has attracted a diverse range of industries and 
tenants, offering a plethora of options for consumers. The team 
behind this innovative project dedicated significant effort towards 
communication and engagement with the original residents, which 
enabled them to achieve this remarkable outcome.

Haiya Mega Mall (海雅繽紛城 ) is a family-oriented shopping center 
that boasts an impressive events and performance hall capable of 
seating up to 800 individuals, making it an ideal venue for a diverse 
range of artistic and cultural performances. The Neobio ( 奈 兒 寶 )
tenant, which features a kid's playground, is particularly alluring for 
young families seeking a fun and engaging activity. Additionally, the 
mall offers a zoo that undoubtedly adds to its allure which differs itself 
from others.

Both The MixC LuoHu ( 羅湖萬象城 ) and The MixC Shenzhen Bay 
(深圳灣萬象城 ) by China Resources boast an impressive clustering of 
luxury brands, including the debut Chanel store and the largest Dior 
store in the MixC LuoHu, which spans an impressive 20,000 square 
feet across three floors. 

The unique concept bookstore YAN (前檐 ) operated by China Resource 
Group at the MixC Shenzhen Bay emphasizes the beauty of Chinese 
culture and arts, which offers differentiation to shoppers. 

Notably, China Resource's VIC membership is valid across all their 
malls in China, providing them with a competitive edge over their 
rivals. During the Covid pandemic, the basement level of The MixC 
LuoHu underwent a comprehensive overhaul, transforming the 
previous department stores into approximately 70 beauty brand 
shops. Additionally, the MixC LuoHu is home to the first ice skating 
rink in Shenzhen, constructed to meet Olympic standard.

MixC Sungang (萬象食家 ) is a mall that prioritises the local community 
and culinary experiences, distinguished by its lack of major chain 
stores in favour of exciting new brands. Notably, several of these 
brands are originally "internet-famous" shops, with Naturehike 
being an example, which established its inaugural brick-and-mortar 
storefront in this location. The mall's unique architectural design, 
featuring a massive glass facade and "pop-out boxes" design, has 
garnered significant attention across social media platforms such as 
Xiaohongshu, making it a popular and viral destination.

Our institute will consolidate the feedback received from participants to improve future tour planning endeavours. 
We have more study tours scheduled for the future. Stay tuned for our updates. 



Seminar: Unlock Potential Opportunities 
through NFTs and Data Monetisation 

CSR : Celebrated International Children’s Day 
with S.K.H. St Christopher’s Home

On 15 March, our Institute held the part two session of 
our seminar series entitled "The Driving Force of Customer 
Experience and Innovation in the Digital Era for Shopping 
Malls and Retailers". While the COVID-19 pandemic has 
reshaped consumer behaviour, it is crucial for businesses 
to understand what customers truly value and how to 
best serve them in the digital realm. This raises important 
questions about how shopping malls and retailers can 
adapt to meet evolving consumer needs.

During the seminar, our distinguished speakers: Mr Willy 
Wong, a partner of Digital & Emerging Technologies 
Consulting at EY, and Mr Christopher Cheung, the co-
founder and CTO of DTTD shared their invaluable expertise 
in leveraging digital technology to enhance the retail 
customer experience. They offered insights on how retailers 
and shopping malls can transform customer experience 
and unlock potential opportunities through cutting-edge 
technologies like NFTs and data monetisation.

To celebrate International Children's Day this April, 
Ms Wendy Cheng, our Director of Corporate Social 
Responsibilities, teamed up with Ms Michelle Lee (Vice 
Chairman), Ms Katherine Lo (Director of Membership & 
Welfare), and Ms Jennifer Chan (Director of Publication) 

to spend a fun morning with children of S.K.H. St 
Christopher’s Home and share delicious food with them. 
It was a heart-warming experience, and our Institute was 
pleased to see how well the children were being cared for 
in their temporary home.

Ms Wendy Cheng (3rd from the right) teamed up with Ms. Michelle Lee 
(2nd from the left), Ms Katherine Lo (3rd from the left), and Ms 
Jennifer Chan (2nd from the right) to share delicious food with the 
staff and kids of S.K.H. St. Christopher’s Home

Our team of Corporate Social Responsibilities brought some gifts to 
the children at S.K.H St Christopher's Home

Mr Christopher Cheung, one of our speakers, shared his insights 
with the attendees
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Our Vice Chairman, Mr Chris Keung (3rd from the right), joined our 
speakers, Mr Christopher Cheung (4th from the left) and Mr Willy Wong 
(in the middle), for a group photo. From left to right are Ms Bluebi 
Poon (Director of Professional Development), Mr Ken Lam (Treasurer), 
Mr Clement Tam (Director of Training & Learning), Ms Wendy Cheng 
(Director of Corporate Social Responsibilities) and Ms Katherine Lo 
(Director of Membership & Welfare) 



Taking to the next level

Since March, Hong Kong has resumed large-scale 
events, including the three-day Clockenflap Music & Arts 
Festival 2023 held at the Central Harbourfront, and Hong 
Kong’s largest music festival HKT West Kowloon Music 
Festival, featuring performances by numerous local and 
international artists, singers, rappers, and DJs. Both festivals 
have seen high demand for tickets. Also, the Stage play 
Show Me Your Love featuring Dayo Wong and Jan Lamb 
was running from 24 February to 23 April at Xiqu Center, 
West Kowloon Cultural District, with a total of 49 shows.

The city also hosted its second Hong Kong International 
Rugby Sevens in just five months, where rugby enthusiasts 
and entertainment seekers filled the Hong Kong Stadium. 
Beyond the sporting arena, fans and businesses alike 
returned to the lively and festive ambiance reminiscent of 
pre-pandemic days. The bars and restaurants in Causeway 
Bay, Wan Chai, and Central were once again bustling with 
customers.

March is also known as Hong Kong Art Month, with many 
large international art exhibitions such as Art Basel Hong 
Kong and Art Central generating buzz throughout the 

city. Nearby shopping malls not only offer dining and 
shopping options, but also become part of the events by 
collaborating on themes.

Flagship shopping mall Harbour City in Tsim Sha Tsui 
exhibited the large-scale public art installation GIANTS: 
Rising Up created by the famous French artist JR, as his first 
GIANTS series work in Asia. captures the moment a giant 
high jump athlete jumps up as if floating in mid-air, looking 
back at the magnificent Victoria Harbour. The 12-meter-tall 
installation incorporates JR’s iconic black-and-white style 
with traditional Hong Kong “bamboo scaffolding", creating 
a unique artwork that is exclusive to Hong Kong. 

Another notable art exhibition was found in Pacific Place in 
Admiralty, which featured Gravity, a large-scale sculpture 
created by the American artist Awol Erizku, which was 
making its global debut. The 10-metre-tall installation 
marked the first time an artwork of Art Basel Hong Kong’s 
Encounters sector was presented offsite beyond the 
boundaries of the fair. 

Moreover, K11 MUSEA in Tsim Sha Tsui is currently hosting 
its annual art carnival City as Studio, which focuses on the 
global history of graffiti and street art movements. The 
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Cultural Infusion Adds Sophistication to Mall Experience
As Hong Kong eases its mask mandate and entry policies, a plethora of large-scale art and 
cultural events are unfolding concurrently, drawing citizens out to indulge in spending. The 
influx of tourists to the city has surged, leading to a lively social atmosphere. Today shopping 
malls are more than just hubs for food and retail, rather they serve as integrated venues for 
major events, creating a distinctive ambiance and triggering frenzied consumer desires.

The French artist JR has created a monumental outdoor installation for Hong Kong to celebrate the city’s art month in March 

Photo courtesy: Harbour City
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group exhibition showcases the works of more than 30 
international artists, encompassing over 100 pieces that 
span a range of eras, styles, and regions.

Bustling again

As a response, the consumption atmosphere has witnessed 
a continuous improvement, leading to a lively buzz of 
activities in shopping malls and restaurants, with long 
queues forming outside the flagship stores of luxury brands 
once again.

Government statistics show that the retail sales value in 
February reached HKD 33.1 billion, representing a year-on-
year increase of 31.3%, the largest surge since February 
2010. This growth trend has persisted for three consecutive 
months, with an increase of 17.3% in the first two months 
of the year. Jewellery, watches, and luxury gifts sales 
increased by over 62% in February, while clothing sales 
surged by 47%.

Also, the number of inbound visitors has increased 
significantly. According to the Hong Kong Tourism Board, 
the number of inbound visitors reached 1.6 million in 
February, with 1.1 million coming from mainland China, 
nearly three times the number for the entire previous 
year. The government also launched the Hello Hong 
Kong! large-scale promotion campaign earlier this year, 
distributing 500,000 free tickets to overseas and mainland 
tourists, with 30,000 of these tickets being for entry into 
Hong Kong.

As the retail industry looks to rebound, a number of retail 
and catering brands are expanding in Hong Kong in 2023.

CBRE has issued its latest report on the retail sector in the 
Asia-Pacific region for 2023, revealing that retailers are 
capitalising on opportunities created by the resurgence 
of tourism, government-driven stimulus measures, and 
robust local consumption. Among the preferred locations 
for cross-border expansion in the region, Hong Kong 
stands out. According to the survey results, Hong Kong 
ranks as the second most sought-after destination for 
retailers looking to expand overseas, trailing only the first-
tier cities in mainland China. Retailers surveyed anticipate 

that as life returns to normalcy, some online sales will shift 
to physical retail. Almost half of the respondents expect 
the number of physical stores to revert to pre-pandemic 
levels.

Lawrence Wan, Senior Director and Head of Advisory & 
Transaction Services - Retail at CBRE Hong Kong, noted 
that the return of mainland tourists to Hong Kong is 
anticipated to significantly boost the retail industry, 
driving demand and rental growth, particularly for tourist-
centric retailers.

Strategic moves

Stephen Ng, the Chairman and Managing Director of 
The Wharf (Holdings) Limited, mentioned that Harbour 
City along the Canton Road has undergone significant 
strategic measures to attract a cohort of financially secure 
tenants with exceptional levels of prestige and distinction.

Fast Retailing Group, parent company of Global chain 
clothing retailer UNIQLO, announced that to support its 
business development, UNIQLO aims to hire 300 frontline 
store employees in Hong Kong in the next six months 
and adjust salaries for both office and frontline store 
employees, with the highest increase of up to 24%.

The Catering Group Fulum has recently revealed its plan 
to further expand its Asian food and beverage brand 
series, with a special focus on its Korean-style barbecue 
restaurants, modern Korean-style izakayas, classic chain 
Korean fried chicken, stylish leisure Korean and Japanese 
cafes, and more. Last year, there was a year-on-year 
increase of 16 stores in this brand series.

“Looking ahead”, Michael Cheng, PwC Asia Pacific, 
Mainland China and Hong Kong Consumer Markets 
Leader said, “department stores and the luxury sector, 
including jewellery, will continue to revive by around 40% 
in 2023, while clothing, footwear and allied products will 
grow around 20%, supported by the recovery in tourism 
and the strengthening RMB. There is pent-up demand for 
jewellery and gold products, as 2023 is an auspicious year 
for weddings. They also offer a hedge against inflation and 
support wealth preservation.” 

He added that, “While Hong Kong is still facing challenges, 
its luxury market will benefit from the global and China 
recovery and continue to enhance its competitive 
advantages as a shopping paradise. The city can further 
become a platform for e-commerce deployment across 
North Asia.”

According to Marcos Chan, Executive Director and Head 
of Research for CBRE in Hong Kong, as of December 
2022, the vacancy rate for street shops in the core area 
remained high at 15.4%, despite a decline in rent of over 
40%. He advised that the current retail leasing market is 
favorable for tenants and suggested that retailers consider 
increasing their presence in tourist areas and renting 
premium locations at preferential rates.

Long queues forming outside the flagship stores of luxury brands once again



Emerging Opportunities in Hong Kong’s F&B Industry
The food and beverage (F&B) industry in Hong Kong has undergone significant changes due 
to the pandemic. With the borders reopened and restrictions eased, what are the emerging 
trends and opportunities for operators?

As socialising and eating out are integral parts of local 

culture, lifting social restrictions is a welcome change 

for many Hong Kong residents. Despite the challenges 

of the pandemic, the F&B industry has continued 

to grow, with the number of licenced restaurants 

increasing. In fact, the growth rate in the first two 

months of 2023 was 2.3% (Figure 1), which is on par 

with the full-year growth rate in 2019, indicating a 

strong rebound.

Meanwhile, landlords have been more accommodating 

towards F&B operators, as core sections of high streets 

became affordable in terms of rentals and chances 

of securing a spot in a shopping centre increased. 

This is the result of landlords struggling to maintain 

occupancy and using F&B as differentiators. According 

to JLL’s High Street Shops Vacancy and Trade Mix 

survey, the share of F&B increased from 12.5% as of 

4Q19 to 14.9% at the end of 1Q23 (first quarter of 

2023). During the same period, rentals dropped by 

46.7%, making high street shops in core areas more 

affordable to F&B tenants.  
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A cluster of current and upcoming commercial hubs will provide excellent opportunities for F&B operators to thrive in 

online photo

Figure 1 Licenced restaurants in Hong Kong

Note: * indicates year-to-date growth

Source: Food and Environmental Hygiene Department
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We also observe that major landlords of prime retail 

premises in Hong Kong are adopting a "community 

ecosystem" strategy, which focuses on creating 

a holistic community with enriched offerings and 

experiences, rather than just positioning individual 

shopping centres. Examples of this approach can 

be seen in the Lee Gardens Area by Hysan Group in 

Causeway Bay, the Wanchai (Starstreet Precinct) 

and Taikoo Place Precinct by Swire Properties, and 

the Central portfolio by Hongkong Land. These 

landlords invest in creating a vibrant and attractive 

neighbourhood with a range of offerings, including 

F&B options, which are an important element used to 

promote and connect the community. As eating out 

is an integral part of many Hong Kong people, F&B 

offerings are an effective way for landlords to enhance 

the community experience and attract foot traffic to 

their premises.

While the number of licenced restaurants in Hong 

Kong has continued to grow, the pandemic has surely 

posed challenges to the industry. During 2020, when 

substantial lockdown and social distancing measures 

were in place for most of the year, the average 

monthly receipts per licenced restaurant dropped by 

over 30% (Figure 2).

However, as new COVID-19 cases stabilised in the 

second half of 2021, receipts picked up swiftly by 

14.8% in 2021. Nonetheless, the lower average receipts 

per restaurant can also be attributed to underlying 

trends, such as the dropping size requirements of 

"General Restaurants" and an increasing number 

of takeaway-only or grab-and-go F&B tenants, as 

indicated by the growth in the number of "Light 

Refreshment Restaurants."

Hong Kong has long been an attractive destination for 

foreign restaurants. The city's extensive flight network 

makes it easy and cost-effective for restaurants to 

replicate recipes with the same ingredients they use 

back home, including fresh ones. Additionally, Hong 

Kong customers have diverse backgrounds, and many 

are savvy diners with a deep understanding of foreign 

food cultures.

In the 2019 pre-pandemic period, F&B operators 

accounted for 68% of all international newcomers 

to Hong Kong. This share surged to 85% in 2021 

before coming down to 74% last year. These high 

percentages, compared to only 15% of newcomers 

in the F&B industry in 2013, highlight the growing 

importance of the sector in the city.

In terms of country/region, F&B operators from 

Japan accounted for 68% of all F&B new entrants to 

Hong Kong last year. This is mainly due to the strong 

connection between Japan and Hong Kong when it 

comes to food, as many diners in Hong Kong have a 

deep understanding and appreciation of Japanese 

cuisine. This also partly explains why Sushiro (壽司郎 ) 

has been able to aggressively expand since entering 

the Hong Kong market in 2019, now with over 20 

branches.

In 2023, the F&B sector in Hong Kong is expected to 

face a challenging landscape due to elevated cost of 

living, ongoing supply issues and labour shortages. 

However, amidst every difficulty lies opportunity. 

F&B operators can make use of the Restaurant 

Density Index (Figure 4) as a quick sieve to identify 

underserved areas and potential gaps in the market.

Figure 2 Average monthly receipts 
per licenced restaurant

Figure 3 New F&B entrants 
by region/country, 2022

Source: Census and Statistics Department, Food and Environmental Hygiene 
Department, JLL

Source: JLL



The Restaurant Density Index measures the 

percentage distribution of restaurants and private 

commercial stock among districts, allowing operators 

to pinpoint potentially underserved areas. Currently, 

the restaurant density in Yuen Long, Kowloon City, 

Sham Shui Po, Kwun Tong, and Southern districts 

are relatively low, indicating potential gaps that 

F&B operators can further study for available 

opportunities.

While the challenging landscape may present 

obstacles, it is important for F&B operators to stay 

agile and innovative in their approach. By identifying 

underserved areas and adapting to changing 

consumer demands, operators can differentiate 

themselves and thrive in the post-pandemic 

landscape.

Looking ahead, over the next five years, Hong Kong is 

set to see numerous infrastructure projects, as well as 

new office, retail and residential supplies in both core 

and non-core submarkets. As shoppers and diners 

increasingly seek engaging and unique experiences, 

improved connectivity and new supplies will provide 

more options for F&B operators with quirky concepts 

to capture market demand.

For example, the emerging office hub in the West 

Kowloon area, where the West Kowloon Cultural 

District and the Express Rail Link are located, is set to 

become an important pioneer and growth driver of 

the Harbour Metropolis. With a cluster of current and 

upcoming high-quality office, hotel and retail spaces 

- many with sea views and alfresco dining areas - this 

hub will attract a diverse and affluent customer base, 

including business travellers and tourists, and provide 

excellent opportunities for F&B operators to thrive in.

Unlike the last decade, which saw extremely limited 

new commercial supply in core districts, the next 

five years will see a sizable expansion of commercial 

projects in key submarkets such as Central and 

Causeway Bay. These include projects such as the 

Central Site 3 development and the redevelopment of 

the Excelsior Hotel. The completion of these projects 

will not only enhance the market vibrancy and 

ambience but also boost the working population and 

patronage, creating valuable customers for many F&B 

operators. 

Finally, opportunities for F&B operators also exist 

in the areas where people live. Kowloon City, Yuen 

Long and Tuen Mun are the top three districts with 

the most private residential completions in the next 

five years. We expect these areas to be among the 

fastest-growing markets to watch out for, driven by 

rapidly expanding residential communities.

Ms Cathie Chung 
Senior Director
JLL Research 

Figure 4 Restaurant Density Index

Source: Food and Environmental Hygiene Department, Rating and Valuation 
Department, JLL

Note: Restaurant Density Index is the ratio between the percentage distribution 
of licenced restaurant and percentage distribution of private commercial stock. 
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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:

Full Member

Kwan Kar Man Karen

Lam Hang Yi

Law Chiu Yat Michael

Leung Chin Man

Lee Wai Kwan

Ip Kim Man

Mui Tsz Chiu

Ng Chi Hong

Ng Yeuk Ting

Poon Pui Shan

Tung Chun Ping

Associate Member

Chan Connie

Chiu Kong Pak

Cho On Yee Carol

Leung Yuen Ting

Li Yvonne

Ng Oliver

Wong Hoi Cheng

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

Email | secretariat@iscm.org.hk

Address |  C/O Creative Consulting Group Inc. Ltd., 4/F.,

               Lee Garden 3, 1 Sunning Road, Causeway Bay,

               Hong Kong

Website | www.iscm.org.hk

ISCM Secretariat Office

Membership Application
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.

Grade of Membership Annual Fee

Fellow Member HK $1650

Full Member HK $1100

Associate Member HK $ 720

Student Member HK $ 280

www.iscm.org.hk

Online application can be 
completed at the following link: 

Seminar

Facility Management System - Values to 
Owners/Operators and Market Trend

Facility management teams and asset management 
teams face var ious  chal lenges  in  the i r  da i ly 
operations. In this seminar, our guest speaker will 
discuss how Facility Management Systems (FMS) 
can help address these challenges and create value 
with the support of case studies. In addition, the 
development trend of FMS will be explored and 
roadmap to capitalise on the FMS potential will be 
recommended.

 Speaker:   Mr. Daniel Ng, Director of Business 
Development, Facility Management 
Community Technologies Co. Ltd.

 Date: 17 May 2023 
 Time: 730pm – 930pm
 Venue:  EY wavespace, 22/F Citic Tower,1 Tim Mei
    Avenue, Central

For details & registration, please 

Networking

Evening Cocktail

Our institute is thrilled to extend an invitation to you 
for our upcoming evening cocktail networking event, 
providing an opportunity to socialise and connect 
with industry peers. We look forward to the pleasure 
of your company.

 Date: 5 May 2023 
 Time: 6pm – 8pm
 Venue:   G/F, Oasis, Central Market, 93 Queen's Road 
  Central, Central

For details & registration, please 

Upcoming

click

click

www.iscm.org.hk
https://forms.office.com/pages/responsepage.aspx?id=ARdjpJr3iUKPThKXH5PbihkmbI0xvuxMkv3dhxM35gZUM0VMR0JRV1JaVTBPQU1OMDZQOFA2T1dUUC4u
www.iscm.org.hk
https://forms.office.com/pages/responsepage.aspx?id=ARdjpJr3iUKPThKXH5PbihkmbI0xvuxMkv3dhxM35gZUM0VMR0JRV1JaVTBPQU1OMDZQOFA2T1dUUC4u

