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Understanding Asia retail : 
9 major trends to watch out in 2017  

1 

Key takeaways 

Nowadays, consumers, not companies, are driving business decisions. Asia’s consumer market is 
and will continue to be driven by preferences of the rising middle class, particularly the growing 
influential younger consumers – millennials in the region. Consumers are now more connected, 
digital-savvy, mobile and socially fluid. They demand personal products and services, look for 
greater satisfaction in life experience and have a strong desire for convenience and immediacy.  

Lured by the rosy prospects of the thriving e-commerce market, both traditional retailers and e-
commerce players have stepped up their online expansion, reaching out to more customers in Asia 
via e-commerce platforms. B2C marketplaces, in particular, have seen rapidly development over 
recent years. In many Asian countries, with m-commerce getting more popular among online 
shoppers, the move towards a cashless society is gaining steam. Some retailers have also 
partnered with payment service providers to offer electronic payment services and mobile wallets 
to provide their online customers a frictionless payment experience.  

Driven by accelerated smartphone penetration and increased amount time consumers spent 
online, the number of social media users has increased drastically in Asia. The social media 
boom has underpinned the growth of social commerce in the region, especially in Southeast 
Asia. Social commerce currently takes up a third of all online shopping transactions the 
Southeast Asian region. 



Understanding Asia retail : 
9 major trends to watch out in 2017 (Cont’d) 

2 

Key takeaways 

The rise of e-commerce has changed the way consumers shop, making O2O retailing a key tenet of 
retailers’ marketing strategies. To adapt to consumers’ increasingly complex shopping journey – 
weaving across physical and digital channels, retailers are striving to push forward seamless 
integrations between their physical stores and online marketplaces, along with new delivery 
options as a way to offer customers seamless O2O shopping experience with greater convenience, 
accessibility and transparency.   

To reach out to tech-savvy shoppers and satisfy forward-thinking digital-based demands, many 
retailers have embraced advanced technologies and improved customer engagement using digital 
tools such as gamification and virtual reality/ augmented reality, aligning their businesses with 
the needs of the evolving customers.  

The concept of “experiential shopping” has garnered significant attention in Asia’s retail market. 
When it comes to shopping, consumers in Asia are more sophisticated and increasingly looking for 
additional value – exceptional services and personalized experiences. This changing lifestyle habit 
and demand for experiential elements have prompted retailers to create an “experiential 
shopping” environment so as to enlighten consumers with immersive shopping experiences and 
services.  



Understanding Asia retail : 
9 major trends to watch out in 2017 (Cont’d) 

3 

Key takeaways 

Retailers are also seeking ways to revamp their business models and strategies with a view to 
providing consumers with an upgraded shopping experience and catering to increasingly 
segmented needs of consumers. The concept of made-to-order and small- and mid-sized store 
format have been adopted increasingly by major retailers to appeal to tastes of specific 
demographics.  

M&A remains an attractive route for retailers to garner market share and accelerate growth. 
Through acquiring well-established brands, retailers could achieve greater economies of scale and 
adopt advanced technologies, brand-building know-how and strategic repositioning opportunities.  

Asian countries, particularly South Korea, Thailand and Japan, remained the top picks for short 
trips and favored destinations among Chinese tourists.  A surge in Chinese tourist arrivals has 
fueled the growth of duty-free businesses in downtown and airport areas across major 
destinations in Asia. Major duty-free players in the region have also accelerated expansion in a bid 
to cash in on the Chinese tourist boom.  



Trend #1 Towards a new era of consumerism 
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Trend #1 Towards a new era of consumerism:  
Consumer-driven economy 

5 

• Asia comprises many countries, each with different geographic, economic, 

political, cultural  and social sphere. Consumer preferences and buying habits are 

different; there is no such thing as an “average Asian consumer”. However, rising 

disposable incomes across the region has given rise to a new group of consumers 

– the fast-growing middle class. Asia’s consumer market is and will continue to be 

driven by preferences of the exploding middle class, particularly the growing, 

influential younger consumers - millennials in the region.  
 

• In the digital era, consumers are more connected, tech-savvy, mobile and socially 

fluid. They demand personal products and services, look for greater satisfaction 

in life experience and have a strong desire for convenience and immediacy, rather 

than merely static material possessions. 



Trend #1 Towards a new era of consumerism:  
Middle class becomes the powerhouse of consumerism 

 

• With huge growth potential, the middle class in Southeast Asia and India is expected to double to 

400 million and 540 million respectively in 2020, implying strong impetus for further consumption 

growth in both economies. In China, the middle class, which is far larger in size compared to those 

of Southeast Asia and India, is estimated to grow 25% to hit 1 billion in 2020, representing about 

70% of the urban population in the country and  becoming a major powerhouse for domestic 

consumption growth.  

6 
Source: Nielsen, Media Business Asia; compiled by Fung Business Intelligence   

Southeast Asia  India  China  

Middle class in year 
2012 and 2020  
(million) 

2012: 190  
2020: 400 (est.) 

2012: 210  
2020: 540  (est.) 

2012: 800  
2020: 1000  (est.) 

Change (%)  +110%  + 157% + 25% 

Middle class share in 
total population  
in 2012 and 2020 (%) 

2012: 28% 
2020: 55% (est.) 

2012: 17%  
2020: 39%  (est.) 

2012: 61%  
2020: 71%  (est.) 



Trend #1 Towards a new era of consumerism:  
6 key traits of Asia consumers 

 

• In the digital era, consumer buying habits 
and preferences are significantly affected 
by high Internet penetration, ubiquitous 
availability of information and rapidly-growing 
social media networks. 

 

• Today, consumers in Asia are digital-savvy, 
mobile and socially fluid. They are highly 
connected and demand omni-channel 
experiences where they can shop any time, 
anywhere and with any devices. They also 
demand personalized products and services, look 
for greater satisfaction in life experience and 
have a strong desire for convenience and 
immediacy, rather than merely static material 
possessions. 
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-driven 
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Digital-savvy  

Mobile is  

everything 

Craze for social 
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driven 
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Source: Fung Business Intelligence 



Trend #2 Riding the waves of e-commerce and m-commerce  
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Trend #2 E-commerce: 
Riding the waves of e-commerce and m-commerce  
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• Online platforms, particularly B2C marketplaces, have seen rapid developments 

over the years thanks to the boom e-commerce market in Asia. Some leading 

platforms such as Rakuten and 11street have been actively expanding overseas.  

• Increasing numbers of traditional retailers have set up online stores, while major 

e-commerce players have expanded their online marketplaces in both their own 

country or across Asia, hoping to reach out to more customers in Asia.  

• With m-commerce getting more popular among online shoppers in Asia, many 

retailers have launched mobile-enabled websites and mobile apps with location-

based and other interactive functions.  Meanwhile, the move towards a cashless 

society is gaining steam. Some retailers have partnered with payment service 

providers to offer electronic payment services and mobile wallets with an aim 

to provide online customers a frictionless payment experience.  



Trend #2 E-commerce: 
Selected major B2C e-commerce platforms in Asia  
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China  Japan South Korea 

Taiwan Singapore Malaysia 

Thailand Indonesia The Philippines 



Trend #2 E-commerce: 
Traditional retailers beef up online presence  
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Aeon launches online store in Vietnam  

Japan’s retail giant Aeon launched an online store AeonEshop.com 
in Vietnam in January 2017, selling discounted Japanese products, 
including Aeon’s private label products under the brand name of 
Topvalu. The online store offers a variety of product categories, 
including fashion, cosmetics, furniture, electronics, household 

items, food and office stationery. Following Japan and Malaysia, 
Vietnam is the third market where Aeon has established online 
retail presence .  

 

 

Lotte goes online in Vietnam 

South Korea retail giant Lotte launched its first online shopping 

website Lotte.vn in Vietnam on 28 October, 2016, marking its 
foray into Vietnam’s e-commerce market. Through the launch of 
Lotte.vn, the retailer provides full spectrum of retail services, 
covering physical stores, TV shopping, mobile shopping and online 
business. To encourage more purchases, Lotte also plans to 
develop a shopping app for Android and iOS.  

 

 

 

 

Source: Aeon Source: Lotte 

Examples  



Trend #2 E-commerce: 
Traditional retailers beef up online presence (Cont’d) 
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Isetan to open first online store on Tmall Global  
 

Japan’s high-end department store operator Isetan opened its first 
online storefront outside of Japan on Alibaba’s international 
marketplace Tmall Global in November 2016, the first Japanese 
department store to enter Tmall Global. The launch aims to cater 
to Chinese consumers’ growing demand for Japanese products 
and to expand the consumer base in China. Isetan’s Tmall Global 
store focuses mainly on its private fashion label Number Twenty-
One, offering women footwear, apparel and accessories items.  

Digital Studio opens CBEC shopping platform Discovery 

Japan Mall  
 

Digital Studio, a Tokyo-based trading company, has recently 
launched a cross-border e-commerce (CBEC) shopping platform  
Discovery Japan Mall to bring Japanese products to overseas 
customers. Featuring Japanese brands, the CBEC platform has 
some 100 stores selling around 15,000 items ranging from fashion, 
cosmetics and food to toys, watches and fishing gear. Available in 
English, simplified and traditional Chinese, Indonesian, Korean and 
Thai, the platform supports various payment options, including 
Alipay, PayPal, UnionPay and WeChat. It also supports 
international shipping to over 120 countries and regions.  

 

 

 

 

Source: Tmall Global Source: Discovery Japan 

Examples  



Trend #2 E-commerce: 
Traditional retailers beef up online presence (Cont’d) 
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IKEA to go online in Japan  

 

IKEA Japan will set up an online store offering nearly 

all collections available at physical stores, making a 

full-fledged expansion into the online market. The 

online store is slated to launch in late April 2017. It 

plans to offer 9,000-odd products, excluding food and 

plants. The products ordered online will initially be 

shipped from the country’s nine IKEA stores. When the 

online stock expands at the later stage, there will be 

direct shipping from warehouses. IKEA Japan aims to 

have its online sales take up half of its revenue in 10 

years.  

 
 

 

Source: IKEA 

Example  



South Korean e-tailer 11street launches online marketplace in 

Thailand  

South Korea’s major e-commerce company 11street has recently 
opened an online marketplace in Thailand, cashing in on the 
booming e-commerce market in the country. The new platform 
racked up more than 10 million baht in transactions on its soft 
opening day on 21 December, 2016. It has so far attracted more 
than 6,000 local retailers and served over 600,000 customers 
since its launch in December 2016. 11street aims to have 20,000 
local sellers by the end of 2017 and become Thailand’s largest e-
commerce player by 2020.  

 

 

 

 

Trend #2 E-commerce: 
E-commerce platforms expanding abroad 
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Rakuten opens store on 11Street Korea  

Japan’s e-commerce giant Rakuten has opened an online store on 
South Korea’s major online marketplace 11Street Korea. The 
launch aims to provide South Korean consumers with high quality 
and popular products from Japan. The online store stocks various 
fashion, beauty and sport items from leading Japanese brands. 
Currently, 11Street operates a global network of 260,000 sellers, 
small merchants, brands, department stores and supermarket 
chains serving about 23 million registered members in South 
Korea and overseas markets, with spending by shoppers totaling 
US$6 billion annually on its platforms.  

 

 

Source: Rakuten Source: 11Street 

Examples  



Trend #2 E-commerce: 
E-commerce platforms expanding abroad (Cont’d) 
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@Cosme to open physical store Taiwan  

 

 

@Cosme, an online beauty store owned by Japan’s e-

commerce company Istyle, will open a brick-and-

mortar store in Taiwan in May 2017. The move is part 

of Istyle’s business expansion plan in Asia. The 

company plans to open three or more new stores in 

Taiwan and Hong Kong in 2017. Currently, Istyle’s 

overseas businesses have been centered on 

wholesaling cosmetics and CBEC businesses in China. 

 

 
 

 

Source: @Cosme  

Example  



Trend #2 E-commerce: 
Towards cashless with e-payment services 
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Samsung Pay reaches Thailand, following its debut in Singapore, Malaysia and China   

South Korea’s electronics giant Samsung fully launched its electronic payment service Samsung 
Pay in Thailand in January 2017 following a soft launch of the electronic payment service in 
November 2016 . Apart from Thailand, Samsung Pay has also reached Singapore, Malaysia and 
China earlier. In addition, Samsung Pay has also formed a global partnership with MasterCard to 
offer streamlined online payment and express checkout solution via digital payment service 
Masterpass starting early 2017. Masterpass is already accepted online by thousands of 
merchants in 33 countries worldwide.  

Korean beauty e-commerce site Althea partners with payment firm Adyen  

Althea, a Korean beauty e-commerce website, has teamed up with global payment company 
Adyen to offer customers frictionless payment experience. Through the collaboration, Althea’s 
customers in Indonesia, Malaysia, the Philippines, Singapore and Thailand are able to pay with 
desired payment methods, from online banking to payment at convenience stores and ATMs.  

Around 200 Muji Stores in Mainland China now accept Alipay 

Japan’s home product chain retailer Muji announced a partnership with Alipay. Close to 200 
Muji stores in China now accept Alipay. The two companies will also integrate their 
membership systems. When consumers complete the payment process through Alipay, they 
will be awarded credit in their Muji passport membership cards. 

 

Source: Samsung 

Source: Adyen  

Source: Alipay 

Examples  



Trend #2 E-commerce: 
Towards cashless with e-payment services (Cont’d) 
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Japan’s Tech player Liquid launches biometric payment service in Indonesia  
 

Japan’s tech company Liquid has rolled out a biometric payment service in Indonesia. The company has trialed the new 

payment service at local conglomerate Salim Group, offering the service to some 500,000 employees of Salim. After 

registering their fingerprints and deposit money in advance, users can complete payments within three seconds via the 

system’s fingerprint readers. Liquid would start registering users’ fingerprints in February 2017 and start installing 

fingerprint readers later in 2017 at stores run by Salim.  

 

 
 

 

Example  

Source: Liquid 



Trend #3 Social media increasingly become a key marketing and selling 
tool 

18 



Trend #3 Social media: 
Social media is huge in Asia 

19 

Driven by accelerated smartphone penetration and increased 

amount of time consumers spent online, the number of 

social media users has increased drastically in Asia. 

According to Go-Globe, the Asia-Pacific region accounts for 

over 52% of the world’s social media users; and over 97% of 

active social media users access their social media accounts 

on mobile devices.  

Source: We Are Social; compiled by Fung Business Intelligence  

Total number of active social media users 
in the Asia-Pacific region   

Total number of active social 
media users accessing via mobile 
in the Asia-Pacific region   

1.428 
Billion  

1.358 
Billion  



Trend 3# Social media: 
Social media becomes a key marketing tool, helps drive streaming and 
sharing services 

20 

In recent years, social networks have become a key marketing tool. Many social 
media platforms have added new functionalities such as live-streaming to better 
engage with customers and drive revenue.  

 

 

 

 

 

 

Popular social networks in Asia 

Japan 

South Korea  

Singapore  

China 

Taiwan  

Malaysia 

Thailand 

Source: Fung Business Intelligence   



Trend 3# Social media: 
Social media becomes a key marketing tool, helps drive streaming and 
sharing services (Cont’d) 

Line comes into people’s live with various online 
services 

Japan’s popular messenger social app Line started to offer a 
music streaming service – Line Music in June 2015. The new 
streaming service allows Line’s users to post music on timeline 
or share it in a chat room with friends on Line.  

 

 

 

21 

Apart from launching music streaming service, Line has also 
rolled out a food delivery app Line Wow, an electronic 
payment service Line Pay, an Uber rival Line Taxi, etc., with a 
hope to motivate more people to use Line and make Line an 
integral part of people’s daily live.   

 

 

 

Source: Line Friends   

Examples  



Trend #3 Social media: 
Social media gaining steam, so is social commerce  

22 Source: Go-Globe; compiled by Fung Business Intelligence  

 

• Increasing numbers of e-commerce companies and 

retailers have invested heavily in social media to 

maintain growth momentum and gain direct access 

to millions of users via social networks.  

• Having around 175 million social media users, 

Southeast Asia has already overtaken the U.S. when 

it comes to the number of people on social media, 

according to a recent research by Bain & Co.    

 

 

 

 

 

 

Indonesia 

Vietnam 

Malaysia 

The Philippines 

Thailand  

India  

Hong Kong  

Taiwan  

Singapore  

Australia  

96% 

94% 

94% 

94% 

93% 

93% 

93% 

91% 

91% 

78% 

Top 10 Asian countries with highest 
percentage of Facebook users  



Trend #3 Social media: 
Social media gaining steam, so is social commerce (Cont’d) 
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• The social media boom has underpinned 

the growth of social commerce           

(s-commerce)  in the region, especially 

in Southeast Asia.  

• S-commerce currently takes up a third of 

the total online shopping transactions in 

the Southeast Asian market, with Facebook 

and Instagram being the most sought-after 

social networks for online shopping.  

 

 

 

 

 

 

93% 

9
1

%
 

91% 

78% 

What is social commerce? 

 

• A combination of social media and e-commerce 
– it is where social media and shopping meet.   

 
• Social commerce utilizes ratings, online 

communities, social advertising, shares, posts 
and stores within the social media platforms to 

buy and sell online. 

Source: Market Business News; compiled by Fung Business Intelligence  



Trend #3 Social media: 
Social media gaining steam, so is social commerce (Cont’d) 
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• Kakao Talk, a South Korean-based mobile messaging app, partnered 
with British luxury fashion house Burberry to broadcast its 
Womenswear Spring/Summer 2016 show.  

 

 

 

 

 

 

 

 

93% 

9
1

%
 

91% 

78% 

Source: Burberry, Connected Asia; compiled by Fung Business Intelligence  Source: Inside Retail Asia  

 

• Kakao’s 190 million followers could directly access 
Burberry’s runway shows, campaigns and events 
on KakaoTalk, Kakao TV and Kakao Giftshop. 

 

• Kakao Talk also offered a selection of Burberry 

products from the runway; Kakao Talk’s users 
could purchase Burberry products directly 
from Kakao Giftshop.   

 

 

 

 

 

Examples  



Trend #4 O2O becoming mainstream 
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Trend #4 O2O:  
Seamless connection between online and offline  

26 

• O2O (online to offline integration) has grown rapidly in Asia over the past few 

years. The rise of e-commerce has changed the way consumers shop, making O2O 

retailing a key tenet of traditional retailers’ strategies.  
 

• To adapt to consumers’ increasingly complex shopping journey – weaving across 

physical and digital channels, retailers in Asia are striving to push forward seamless 

integrations of physical stores and online/mobile channels, along with offering  new 

delivery options such as click-and-collect and 24/7 parcel lockers. 
 

• A recent O2O development in Asia is the rapid adoption of O2O in catering and 

lifestyle services industries. O2O food delivery, in particular, is growing rapid in 

many cities in Asia due to consumers’ increasing desire for convenience.  
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Uniqlo offers click-and-collect service in China 

  

Japan’s largest fast fashion brand Uniqlo has rolled out click-and-
collect service in China, enabling Chinese online customers to pick 
up their purchases at its stores. The new service will help boost 
the brand’s in-store traffic. Initially, customers can collect their 
online purchases at any of some 400 of Uniqlo’s 500 stores in 
China; they can also choose to have their orders delivered home. 
Apart from China, Uniqlo currently also offers click-and-collect 
services in the U.K. and the U.S. 

 

Rakuten Books partners with Lawson to provide pick up 

services  

 

Rakuten Books, an online books store run by Japan’s e-commerce 
giant Rakuten has formed a partnership with Japan’s major 
convenience store operator. The collaboration allows Rakuten 
Books’ customers to pick up their purchases from the Lawson 
outlet of their choice without being charged for shipping fee. 
Lawson currently owns 11,922 convenience stores across Japan.  

 

 

 

Source: Uniqlo Source: Lawson  

Trend #4 O2O: 
Adopting new delivery services amid O2O push  

Examples  
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7-Eleven Malaysia offers 24/7 parcel locker services for online 

shoppers  
 

7-Eleven Malaysia has paired up with local parcel locker service 
provider Boxit to launch a parcel locker service in some of 7-
Eleven’s outlets. Aiming to facilitate delivery for online shopping in 
Malaysia, the new service enables online shoppers to pick up their 
purchases in a 7-Eleven outlet most convenient to them. 

7-Eleven Singapore to install self-collection stations 

 

7-Eleven Singapore will install “7-Connect lockers”, self-collection 
stations where parcels from online shopping can be picked up, in 
its stores across the city. Meanwhile, some of the stores will be 
enlarged by 30% to offer seating and freshly prepared meals, such 
as fresh-chilled and ready-to-eat meals. To accommodate the 
additional product ranges and facilities, future 7-Eleven stores in 
Singapore are expected to have a floor area of some 800 sqft.  

Trend #4 O2O: 
Adopting new delivery services amid O2O push (Cont’d)  

Source: Pbs.twimg.com  Source: Mini Me Insights  

Examples  



Food delivery apps gain popularity in South Korea  

Food delivery apps have been growing in prevalence in South 
Korea over the past few years. South Korea’s leading food delivery 
app Baedal Minjok saw its monthly number of food delivery 
orders hitting 10.7 million in December, up from 7.12 million in 
2015 and 5.2 million in December 2014. The average number of 
orders per customer also increased from 3.2 orders per month in 
2014 to 3.6 orders in 2015. The food delivery market is expected 
to continue to expand in South Korea, as a result of new types of 
food delivery apps with differentiated services emerging in the 
market.  

Internet company Kakao to roll out food-delivery service  

 

Kakao, a South Korean Internet company known for its chat app 
Kakao Talk, launched food-delivery service in January 2017. The 
new service is incorporated into Kakao Talk app. The new service 
came after Kakao acquired a 20% stake in local order-receiving 
platform developer CT Tech. Currently, CT Tech operates an order-
receiving platform for over 80 franchise restaurant brands in South 
Korea and takes up 90% of market share in the online food 
ordering sector.  

 

 

 

29 

Trend #4 O2O: 
O2O food delivery market on the rise  

Source: Tech for Korea  Source: Korean Culture Centre  

Examples  



Trend #5 Technologies exert huge impact on Asia retail 
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Trend #5 Technology advancement: 
New technologies impact the retail scene  

31 

• Although e-commerce is gaining substantial momentum in Asia, brick-and-

mortar stores still capture the majority of shopping time. Many traditional 

retailers have leveraged mobile Internet and digital technologies to 

better meet the needs of tech-savvy shoppers and satisfy forward-thinking 

digital-based demands. 

 

• Digital technologies such as location-based services, interactive mirrors, 

Internet of Things (IoT), virtual reality (VR) and augmented reality (AR) can 

increase shoppers’ convenience, gamify the retail environment, drive 

customer engagement and enhance customer satisfaction.  

 



Amorepacific teams up with SK Telecom for IoT beauty  

South Korea’s largest cosmetic company Amorepacific has paired 
up with local communication house SK Telecom to leverage data 
and the Internet of Things (IoT) to create beauty innovations. 
Under the partnership, SK Telecom will provide a dedicated 
technological connection system that will be linked with 
Amorepacific’s global factories and outlets, allowing the beauty 
company to collect a vast amount of data relating to the skin 
types, product preferences and consumer purchasing habits. 

Innisfree to launch mobile POS in China  

Innisfree, a South Korean natural cosmetics brand under 
Amorepacific, has partnered with Bank of China and POPSPi, a 
Shanghai-based mobile retail solution company to roll out its 
mobile point of sale (POS) solution in its stores in China. Each of 
Innisfree salesperson is equipped with a mobile-based POS which 
can eliminate the need to line up for checkout and can respond 
promptly to customers’ various requests on the go.  

 

 

32 

Source: Pulse by Maeil Business News Korea Source: Business Wire  

Trend #5 Technology advancement: 
Bringing advanced technologies into retail stores   

Examples  



Lotte Department Store rolls out 3D foot scanner  

Lotte Department Store, a major department store chain in South 
Korea,  launched a 3D foot scanner in July 2016. The 3D scanner 
can measure customer’ foot size and analyze conditions of their 
feet, enabling shoemakers to recommend and tailor make suitable 
shoes for the customers. Over 1,800 customers had tried the new 
service and more than 800 pair of shoes were ordered as of 
September 2016. Once their feet are measured, customers can 
use the recorded data at both online and offline stores.   

Bandai Namco brings VR experience to Tokyo Plaza  

Japan’s mobile and home video game publisher Bandai Namco set 
up a VR experience center “VR Zone: Project I can” at Tokyo Plaza 
from mid-April 2016 to mid-October 2016. In the 5,870 sqft VR 
center, customers could experience different VR games. The 
company also used the VR center as a VR research laboratory to 
collect feedback from users for further development in VR games.  

 

 

Trend #5 Technology advancement: 
Bringing advanced technologies into retail stores (Cont’d) 

33 

Source: Retail News Asia  Source: Bandai Namco, Forbes  

Examples  



Trend #5 Technology advancement: 
Bringing advanced technologies into retail stores (Cont’d) 
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Source: Panasonic, The Japan Times, CNBC 

Lawson, Panasonic pair up to trial robotic 

checkout system  

Japan’s convenience store operator Lawson has 
teamed up with local tech giant Panasonic to trial a 
new robotic checkout system at one of its outlets in 
Osaka. To speed up the checkout process, each item 
in the store is affixed with a RFID tag. Customers can 
simply put their purchases in a RFID sensor-
equipped basket and place the basket in the 
autonomic cashier table inside the store to have 
their bill calculated and purchased goods packed in 
a bag automatically. If the new system proves a 
success, Lawson will roll it out at other stores across 
the nation in order to save manpower costs and 
ease peak-hour congestion. 

 

Example  



Trend #5 Technology advancement: 
Linking mobile game with commerce  

Qoo10 launches GPS-enabled mobile game 

MameGo! in Singapore  

 

Qoo10, an Asian e-commerce platform partly owned 

by eBay, has launched a GPS-enabled mobile game 

MameGo! in Singapore. Akin to Pokémon Go, the 

game issues three Mameballs to Qoo10’s customers 

on a daily basis to catch Mamemons, which can be 

redeemed for discounts, shop coupons or Qpoints 

used on Qoo10’s online marketplace. Physical retailers 

in Singapore can leverage MameGo!’s GPS feature to 

lure shoppers into their stores, bridging the gap 

between online and offline retail as well as offering 

consumers an end-to-end shopping experience. 
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Source: Qoo10 

Example  



Trend #6 Shifting from consumption to experience  

36 



Trend #6 Experiential shopping: 
Shifting from consumption to experience  
 

37 

• Nowadays, consumers in Asia are more sophisticated and 

increasingly looking for additional value – exceptional 

services and personalized experiences.  
 

• The concept of “experiential shopping” has garnered 

significant attention in Asia. Many department stores and 

shopping malls have incorporated more “experiential elements” 

such as food & beverages (F&B), kids’-related activities, art & 

culture and lifestyle elements to enlighten customers with 

immersive shopping experience and services. 
 

• Meanwhile, an increasing number of retailers in different 

segments have opened experiential stores or flagship stores that 

pay particular attention to service offerings and emotional 

engagement with customers.   



Terminal 21 Shopping Mall introduces “travelling-the-

world” concept  
 

Terminal 21 Shopping Mall in Bangkok, Thailand implemented a 
“travelling-the-world” concept that places several world-famous 
attractions of different cities in the mall. The decorations have 
enhanced the shopping ambiance and created a pleasure 
shopping experience to shoppers. 

 

Siam Paragon engages families with children with special 

stores on “edutainment and exploration” 
 

Thailand’s Siam Paragon has allocated a large proportion of retail 
spaces to the category of “edutainment and exploration”, which 
comprises of special shops, including cooking studio, sports and 
kids’ club, theme parks, language schools, art, music and dance 
schools, etc. 
 

 

 
 

Kidszania – As one of the biggest shopping 
malls in Asia, Siam Paragon in Bangkok 
introduced the 10,000 sqm-KidZania indoor 
theme park to the mall in 2014. It is a 
worldwide popular role-playing theme park for 
children aged 4-14. 

 

Bangkok Sea Life Ocean World – Located in 
Siam Paragon, it is the largest aquarium in 
Southeast Asia. The aquarium covers 
approximately 10,000 sqm with hundreds of 
different aquatic species. 
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Source: Fung Business Intelligence  

Trend #6 Experiential shopping: 
Keeping consumers in-store with upgraded shopping environments 

Examples  



Trend #6 Experiential shopping: 
Keeping consumers in-store with upgraded shopping environments (Cont’d) 
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Samsung launches first-ever experiential store in Malaysia’s 

Genting Highlands  

 

South Korea’s tech giant Samsung has opened its first Samsung 

Experience Store (SES) in Gentling Highlands, Malaysia. Located in 

the Sky Avenue Mall, the SES serves as a one-stop shop to engage 

all Samsung customers. It stocks a wide range of Samsung Galaxy 

mobile phones and various innovative wearables for customers to 

try on.  

 

 

 

Carrefour Taiwan offers new shopping experience  

Carrefour has added new elements in its new Ping Jian store in 

Taipei, Taiwan. With a sales area of 6,855 sqm across two levels, 

the store features the integration of three elements – digital 

application, eco-friendly and customer experiences. New 

applications or shopping experience include: a 3D virtual fitting 

room, the use of LED lights, a water recycling system and various 

eco-friendly materials to conserve energy consumption, a 

spacious rest area with nature and green outlook and an 

aquarium.  

 

 

 

 

Source: The Star  Source: Shoot First Eat Later   

Examples  
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Tsutaya Bookstore to open first international store in Taiwan  
 

Japan’s major lifestyle bookstore chain Tsutaya Bookstore has opened its first overseas store in 
Taipei, Taiwan. The new store, featuring lifestyle and experiential elements, is mainly comprised of 
two sections – bookshop and café. More than offering stationery items and reading materials on 
different topics, from art, language, fashion, architecture to lifestyle, culture, healthcare and food, 
the bookshop also sells home products, baby products and fashion items. In the café zone, 
customers can enjoy not only simple drinks and snacks, but classy Japanese-style meal sets and 
desserts.  

 

Source: Yidianzixun.com   

Trend #6 Experiential shopping: 
Keeping consumers in-store with upgraded shopping environments (Cont’d) 

Examples  



Trend #7 Explore new business models, reinvent business to capture 
opportunities 

41 



Trend #7 New business models: 
Explore new business models, reinvent business to capture opportunities 

42 

• To cater to increasingly segmented needs of consumers, many retailers in Asia are 

seeking ways to revamp their businesses and come up with innovative strategies.  
 

• Small-sized retail formats such as convenience stores and pop-up stores have 

enjoyed stronger growth over recent years. They have the advantage over their 

competitors of having closer access to their target customers, and are also able to 

offer faster services, along with attractive product selections and added convenience, 

not to mention the lower operation costs of smaller-sized stores. In view of this, 

some big box retailers are moving to smaller formats by opening smaller-scale stores 

or downsizing their stores.  
 

• Asia consumers, especially the millennials, now demand more personalized products 

and services. Some retailers and leading e-commerce players have adopted new 

business models such as made-to-order and direct-to-consumers to appeal to the 

needs and tastes of specific demographics.  

 



Isetan Mitsukoshi opens over 120 smaller-scale 

department stores in Japan  

 

Japan’s major department store operator Isetan Mitsukoshi has 
launched over 120 small- and mid-sized stores adjacent to airports 
and train stations in Japan, aiming to create new shopping 
experience and cater to the needs of specific demographics.  

 

Lotte Department Store launches new compact mall “Lotte El 

Cube” 

 

In South Korea, Lotte Department store has also adopted the 
smaller-sized format concept and launched three new compact 
shopping malls  “Lotte El Cube”. Rather than offering something 
for everyone, the relatively small shopping malls focus specifically 
on young, fashion-conscious shoppers.    

 

 

 

Trend #7 New business models: 
Smaller-sized stores - catering to increasingly segmented needs of consumers 
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Source: Nikkei Asian Review  Source: Inside Retail News  

Examples  
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Source: Homes To Life  

Homes To Life opens pop-up stores prior to the 

launch of its flagship store  

 

Homes To Life, a home furnishing retailer based in 
Singapore, set up two pop-up stores at 112 Katong and 
Westgate in Singapore in early 2016, with each of the 
stores committing leases of one year. The rollout of 
the two pop-up stores aimed to boost the brand image 
and awareness ahead of the launch of its flagship 
store, which opened in Mohamed Sultan Road in 
March 2016. 
 

 

Trend #7 New business models: 
Smaller-sized stores - catering to increasingly segmented needs of consumers 
(Cont’d) 

Example  



Trend #7 New business models: 
Proprietary merchandise M2C/D2C  

To distinguish themselves from competitors, a number of e-commerce players have come up 
with a more creative e-commerce model – proprietary merchandise approach.  
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Pomelo adopts M2C/D2C approach 
 

Pomelo, a Southeast Asian online fashion store set up by the 

ex-Thailand Lazada founding team, has adopted a M2C/D2C 

(Manufacture / Direct-to-Consumer) approach. Rather than 

selling products of other brands with low margins, Pomelo 

Fashion has focused on building its own fashion brand; it has 

vertically integrated its supply chain, going as far as to 

produce its own clothing and fashion items. 

 

 
 

 

Motif Official launches in-house fashion label Motif 

Official 
 

Motif Official, a Bangkok-based online concept store for 

women’s apparel and accessories, has launched its 

proprietary fashion brand Motif Official. All products are 

designed and manufactured in-house, aiming to offer 

customers high quality and unique in-house design. Apart 

from manufacturing its own fashion label, Motif Official also 

offers outsourced fashion line Motif Select.  

 
 

 

Source: Pomelo Source: Motif Official 

Examples  



Trend #7 New business models: 
Made-to-order – showing dedication to personalization  
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Source: The Peak Magazine  

Furla to launch its first made-to-order service in 

Singapore 

 

Italian handbag company Furla has recently 
launched its first made-to-order service “Made For 
You” at the Marina Bay Sands flagship store. 
Customers can design their own bags. For each 
customized bag, it will take between 8-12 weeks 
from order to delivery, depending on the material 
chosen and on market demand. Each bag will also 
come with a personalized hand-written certificate.  
 

 

Example  



Trend #8 M&A: An opportune avenue fueling growth  
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Trend #8 M&A: 
M&A: An opportune avenue fueling growth   
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• Merger and acquisition (M&A) remains an attractive route for retailers in 

Asia to garner market share and accelerate growth.  

 

• Through acquiring and forming partnership with well-established brands, 

retailers could achieve greater economies of scale and adopt advanced 

technologies, brand-building know-how and strategic repositioning 

opportunities.  

 



Lazada to acquire Singapore e-grocer RedMart  

 

Lazada, a leading e-commerce platform in Southeast Asia, has agreed to acquire Singapore-
based online grocery startup RedMart for US$30-40 million. The acquisition provides a 
relatively easier way for Lazada to get a foothold in the thriving online grocery field. Backed 
by billionaire Facebook co-founder Eduardo Saverin, RedMart was established in 2011 in 
Singapore and a pioneer on online grocery store in Southeast Asia.  

 

 

 

Example  

Trend #8 M&A:  
An attractive alternative to green field investment  

49 
Source: RedMart 



Trend #8 M&A:  
Facilitating market consolidation  
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Merger of FamilyMart and Uny forms Japan’s 

second largest convenience store chain  
 

In September 2016, Japan’s major convenience 

store operator FamilyMart merged with Uny, 

another local retailer which owns Circle K Sunkus 

convenience store chain in Japan. As most of the 

Circle K Sunkus stores owned by Uny were 

converted into to FamilyMart, the total number of 

FamilyMart stores now amount to some 17,000 in 

Japan, making it the second largest convenience 

store chain in the nation, just after the industry 

leader Seven-Eleven Japan of around 18,000 stores. 

Source: The Japan Times  

Example  



Trend #9 Duty-free business sees robust growth in Asia 
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Trend #9 Duty-free business: 
Duty-free business sees robust growth in Asia 
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• A surge in Chinese tourist arrivals has fueled the growth of duty-free 

businesses in both airports and downtown areas across major 

destinations in Asia.  

− For example, South Korea’s duty-free market grew drastically by 33.5% yoy in 

2016, racking up sales of 12,275.7 billion won (US$10.56billion)*. Lotte Duty 

Free, the largest duty-free operator in South Korea, registered sales of 

5,972.8 billion won (US$5.13 billion) in 2016, followed by second-placed 

Shilla Duty Free, with sales reaching 3,405.3 billion won (US$2.93 billion) in 

2016.  

 

*Source: Korean Customs Service  
 



Trend #9 Duty-free business: 
Duty-free business sees robust growth in Asia (Cont’d) 
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• Asian countries remained the top picks for short trips and favored destinations among Chinese tourists.  

Among the top five overseas destinations for Chinese travelers, South Korea, considered as a trendsetter in 

fashion, beauty and entertainment, came first as the most popular destination for Chinese travelers in 

2016*, followed by Thailand with its exquisite beaches and temples, Japan with its interesting history and 

culture and Taiwan with its nature and famous street food. 
 

• To cash in on the Chinese tourist boom, major duty-free players in the region have all speeded up their 

expansion in both airports and downtown areas.  

 

*Note: There has been a drastic drop in the number of mainland Chinese travelers visiting South Korea in the past few months following the decision 
made by the country to host the U.S. THAAD anti-ballistic missile defense system. In March 2017, China imposed a tourism ban on South Korea. China 
National Tourism Administration released an order to stop Chinese travel agencies from selling all package tours to South Korea. It is expected that 
the geopolitical tension between South Korea and China will significantly drag down Chinese inbound tourism to Korea in 2017.  



Changi Airport traffic hits new high on Chinese tourist 

boom  
 

Total passenger traffic at Singapore Changi Airport hit a record 
58.7 million in 2016, 5.9% higher than in 2015. The growth was 
mainly driven by a 15% jump in Chinese passenger traffic in 2016. 
China has become Changi’s third-largest tourism source market, 
just after Indonesia and Malaysia. The growth trend of passenger 
traffic at Changi is expected to persist in 2017 as Chinese visitors 
continue to travel overseas, with Singapore among one of the top 
destinations. 

 

Incheon International Airport takes the lead in airport 

duty-free sales  
 

South Korea’s Incheon International Airport registered duty-free 
sales of 2,300 billion won (US$2 billion) in 2016, a leap of 14.7% 
yoy, making it the world’s top duty free sales location, ahead of 
Dubai International Airport. By category, cosmetics & fragrance 
remained the best-selling category with US$770 million in sales, 
representing 37% of Incheon’s total duty free sales, while liquor & 
tobacco came after with US$440 million and leather goods 
followed with US$280 million. The airport attributed its robust 
sales to increasing passenger traffic, presence of diverse global 
and local brands and upgraded shopping environment through 
renovation.  

 

 

 

Trend #9 Duty-free business: 
Airport retailing thrives on increasing passenger traffic  
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Source: Changiairport.com 

Examples  



Trend #9 Duty-free business: 
Duty-free players accelerate downtown expansion  
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Hyundai Department Store to open duty free store in COEX 

South Korea’s major department store operator Hyundai Department Store plans to open a 
14,005 sqm duty-free outlet in the Convention and Exhibition Center (COEX) in Samseong-Dong, 
Seoul in late 2017. The plan came after Hyundai successfully obtain a five-year duty-free license 
in tie-up with local major players Lotte Duty Free and Shinsegae in December 2016. The new 
duty-free shop will house luxury boutiques and customer lounges, offering a wide selection of 
luxury items and South Korean cosmetics products. 

Kansai Airports to open downtown duty-free shop in Osaka  

Kansai Airports, the operating company of Osaka’s Kansai International Airport in Izumisano 
and Itami airport, will open a duty-free shop in central Osaka as a way to boost tourists 
spending, which witnessed a decline in 3Q16. The company plans to open the duty-free shop in 
Namba in spring 2017, with first-year sales target set at 13 billion yen (US$114 million). 

Source: Korea Tourism Organization  

Source: Kansai Airport  

Examples  
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Appendix:  
Key macroeconomic indicators of selected Asian economies 

Exhibit 1: Key macroeconomic indicators of selected economies in Asia, 2016 (est.) 
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Population  
(million) 

GDP (US$ billion; 
at market 

exchange rate) 

GDP per head  
(US$; at market 
exchange rate) 

Real GDP growth 
(% change) 

Consumer price 
inflation (av; %) 

China  1,366.0  11,357.0  8,313  6.7 2.1 

Japan 126.3  4,941.0  39,110  1.0 -0.1 

South Korea 50.5  1,402.5  27,770  2.7 1.0 

Taiwan 23.5  529.3  22,487  1.5 1.4 

Singapore 5.6 297.0  52,961  2.0 -0.5 

Malaysia 30.8  295.1  9,598  4.3 2.1 

Thailand 68.1  405.2  5,946  3.2 0.2 

Source: Economist Intelligence Unit; compiled by Fung Business Intelligence   



Appendix:  
Retail sales and Internet sales of selected Asian economies 

Exhibit 2: Retail sales and Internet sales of selected economies in Asia, 2016  
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Source: Euromonitor International; compiled by Fung Business Intelligence   

Retail sales  
(US$ billion) 

yoy growth  
(%) 

Internet sales  
(US$ billion) 

yoy growth 
(%) 

Share of internet 
sales in retail sales 

(%) 

China  2,016.7 8.1 347.4 33.9 17.2 

Japan  947.2 0.9 67.7 8.5 7.1 

South Korea  234.3 7.8 43.0 20.4 18.4 

Taiwan 90.8 2.6 8.9 12.5 9.8 

Singapore 21.9 -1.7 1.1 33.1 4.8 

Malaysia 41.1 2.9 0.5 18.0 1.3 

Thailand 86.9 4.0 1.5 11.2 1.7 
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