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Synopsis
The outbreak of COVID-19 has brought upon unprecedented global challenges for many businesses and there is no exception for Hong Kong. This report assesses the impact of COVID-19 on the 759 Store and evaluates its strategies to ensure its business continuity. To tackle these challenges, it is recommended the firm to adopt ecommerce to attract and retain its customers and to apply a new strategic approach by identifying a niche market to gain the competitive advantages over the business rivals.






















[bookmark: _Toc64855760][bookmark: _Toc64896923]1	Introduction
Since early 2020, the outbreak of the coronavirus has posed extraordinary challenges in almost every country globally. According to International Monetary Fund (IMF), the global economy has shrunk by 4.4% in 2020 (Jones et al, 2020). This pandemic has caused severe economic crisis in most countries with no exception to Hong Kong. In 2020, Hong Kong real GDP fell by 6.1% compared to 2019 (C&SD,2021). The objective of this report is to investigate the challenges brought to the 759 Store under the impact of COVID-19 by conducting literature reviews, publicly annual reports, SWOT analysis, and provide recommendations to overcome these challenges.
[bookmark: _Toc64855761][bookmark: _Toc64896924]1.1 	Research motivation
This study is to investigate the challenges posed to 759 Store, one of the discount grocery chain stores in Hong Kong, during the pandemic. Due to the outbreak of COVID-19, government imposed different kinds of measures including social distancing, self-isolation, and travel restrictions to reduce the risk of virus spread. Such measures have affected significantly on people’s daily lives, particularly on the change of consumers’ behavior. Statistics reveal that many consumers have been shifted towards spending on online platform, with an increase from 6% to 10% since the outbreak of coronavirus (UNCTAD,2020). With the rapid development of online platform, brick-and-mortar shops are struggling with the competition of online shops as well as the retail competitors. The researched company, 759 Store, merely offers its goods and services from the brick-and-mortar stores. With the shifts of consumers’ behavior, the firm’s customer base has shrunk comparatively.
Undoubtfully, the effect of epidemic has caused a drastically decline in the global economy. In Hong Kong, many of the retailers are facing the risk of closure since the third and fourth wave of coronavirus. Therefore, it is crucial for every business to have a business contingency plan in response to any unforeseen events. Although 759 Store has imposed business policies such as changing its procurement strategy to sustain its operation during this economic recession, the study found that the firm needs to expand its business growth by leveraging the online platform or consider global expansion to nearby countries like China, Taiwan, or Malaysia. The aim of this research report is to identify the challenges faced by the 759 Store under the pandemic situation, and to evaluate the strategic approaches it adopted to tackle the challenges.
[bookmark: _Toc64855762][bookmark: _Toc64896925]1.2	Research framework
The objective of this report is to provide an analysis of findings based on the results of information collected from literature reviews, market research, company’s public annual report and SWOT analysis. The research problem defined in the section 1.1 will be further discussed in the following sections, and market research information will be used to support the analysis. Literature reviews will be used as an evidence for the argumentation stated in each section. A SWOT analysis will assess the strengths, weaknesses, opportunities and threats for 759 Store, to achieve the strategic planning. 
Throughout the research, the researcher had conducted a phone interview with the management staff of the firm and performed a field observation to understand the strategic approaches adopted by the 759 Store under the impact of epidemic situation. According to the annual report of 2020, there was an increase of 9.1% on revenue from the changes in procurement strategy and downsizing on business structure (CEC International Holdings Ltd, 2020, p8). Aside from the changes of these two strategic approaches, the firm exercised its product differentiation marketing strategy to sustain its oligopolistic position in the discount grocery chain store market.
[bookmark: _Toc64855763][bookmark: _Toc64896926]2	Company Background
This section will provide the overview of the research company (759 Store). The milestones of 759 Store in Hong Kong when it first established until present. How it formulates the business model in its direction of development. And how it gains the competitive advantages over its business rivals through its products differentiation strategy and the low-cost technique.
[bookmark: _Toc64855764][bookmark: _Toc64896927]2.1	History in Hong Kong
759 Store was established in July 2010 by its parent company, CEC International Holdings Limited, as a retail chain store selling groceries and snacks (CEC International Holdings Ltd, 2019). The name ‘759’ came from the Hong Kong Stock Exchange code 759 of the Group (CEC International Holdings Ltd, 2019). The establishment of 759 Store was taken from Japanese local living perimeters consumption model (CEC International Holdings Ltd, 2019). It aims to provide a relaxing shopping experience to the local Hong Kong residents by importing wide range of products from Japan (CEC International Holdings Ltd, 2019). 
The first 759 store opened in Kwai Chung Plaza and subsequently grew rapidly over the years between 2010 to 2016 (Incorporation HK, 2015). In 2010, some of the local suppliers stopped supplying the products to 759 Store (0759 CEC International Holdings Ltd Coils Electronic Co, 2020). Hence, the firm began to self-import the products from the country of origin such as Korea, China, Taiwan, South-East Asia, and Europe, etc. (CEC International Holdings Ltd, 2019, p1). In 2011, 759 Store expanded into a large retail chain store by capitalizing on the purchase mode of parallel imports and persistent to its business principle of “Quick Turnover with Lower Margin” (CEC International Holdings Ltd, 2019, p8). In the same year, 759 Store stopped selling Coca Cola after Swire Group, Coca Cola’s Hong Kong franchise holder, claimed that 759 Store's selling prices was below the suggested retail price. Swire Group subsequently used its monopoly power to increase the wholesale price of the product (Chan, 2016). 
In 2012, there were 134 shops spread over 18 districts in Hong Kong. Most of the shops located in shopping malls, shop units in public and private housing estates (0759 CEC International Holdings Ltd Coils Electronic Co, 2020). Between 2013 to 2014, 759 Store has established new attempts by setting up new trade markets including household, frozen food and grocery, and personal care. The objective of these new attempts was to develop more products for customers’ selection (0759 CEC International Holdings Ltd Coils Electronic Co, 2020). 
During 2015 and 2016, Hong Kong economy experienced a downturn in the retail businesses, 759 Store actively consolidated its market position by adhering to its business principle of “Quick Turnover with Lower Margin” and increased the supply of daily necessities that are not affected by the fluctuations of the economy (0759 CEC International Holdings Ltd Coils Electronic Co, 2020). Meanwhile, 759 Store decided to close 50 cost-inefficient shops upon their lease expirations to reduce its rental costs in 2017. As a result, the firm reflected a saving of 9.1% on the selling and distribution costs (CEC International Holdings Ltd, 2017, p7). Due to the increase of rent and lower number of tourists, the number of shops reduced to 190 in 2018 (0759 CEC International Holdings Ltd Coils Electronic Co, 2020). With the advent of COVID 19, the number of shops further reduced to 173 shops by the end of Oct 2020 (CEC International Holdings Ltd, 2020). 
Over the years, 759 Store has been adopting new strategic approach to reorganize the business scale by reducing number of shops to keep the pace with the market trend, while continuing to provide the relaxation of shopping experience to the Hong Kong residents. To retain the leadership of the oligopolistic market, the firm insists to maintain certain number of shops in the market to obtain higher market share. 
[bookmark: _Toc64855765][bookmark: _Toc64896928]2.2	Product Portfolio
In the beginning, 759 Store focused on Japanese snacks in response to its primary consumption model. Later it began to adopt the self-import approach to source more varieties of their products directly from 57 countries around the world (CEC International Holdings Ltd, 2019, p8). Today, over 90% of its products are imported from overseas, in which about 46% are imported from Japan and South Korea, and the rest are imported from Thailand, Europe, Taiwan, China, America and other regions (CEC International Holdings Ltd, 2019, p8). 
The product portfolio of 759 Store can be categorized into 5 segments including: snacks, staple food and food groceries, leisure goods, personal care and necessities, kitchenware, and others. The table below gives the sales revenue of the product mix by its product share. Throughout the research, the researcher had conducted a phone interview with the corporate office General Manager, Mr. Cheung. In addition, the researcher had performed field observations of the researched company. The product share percentage are derived from the benchmarking of prior years, the information given by Mr. Cheung during the interview and field observations. According to Mr. Cheung, the major change in the product portfolio compared with prior years is the increase of staple food and groceries, personal care and necessities. However, the main margin contributor remains in the snacks category because food groceries are considered low gross margin products.
Table 1: 759 Store Product Mix by Sales Revenue in 2019
	Product Category
	Product Share
	Annual Sales Revenue (HKD)

	Snacks 
	32%
	553,608

	Staple Food and Food Groceries
	25%
	432,507

	Leisure Goods 
	15%
	259,504

	Personal Care and Necessities
	18%
	311,404

	Kitchenware and Others
	10%
	173,001



Sources :  - 759 Store 
  - CEC International Holdings Limited  
  - CEC International Holdings Limited 

Table 1 shows that the main revenue drivers are the staple food and food groceries, personal care and necessities categories. In the financial year of 2019/2020, the sales revenue of these two categories was at 43% or HKD 743,911 in proportion to the total sales revenue of HKD 1,730,024 for the retail business. Following is the leading product category of the firm – Snacks, which was at 32% or HKD 553,608 in proportion to the total sales revenue (CEC International Holdings Ltd, 2019). 
Despite snacks have been the most profitable product category to 759 Store in the past, the firm has shifted its procurement approach by increasing the low margin products such as staple food and groceries, and personal care and necessities, to fulfil the market demand due to the impact of COVID-19. In view of the saturation of snacks category in the local market, 759 Store must define its niche market to a specific group of customers, or products and services to stimulate the revenue.
[bookmark: _Toc64855766][bookmark: _Toc64896929]2.3	Industry competition
The grocery retail market in Hong Kong comprises of many supermarkets, convenient stores, grocery stores, tuck stores and provision stores. Among them, Mart 360, Okashia Land, Aji Ichiban and the latest new entrant Don Don Donki are operating in the similar business model like 759 Store. In terms of pricing model, they all offer discount price for their products. These grocery chain stores also carry various products imported mainly from Japan and South Korea, and some from local suppliers. Moreover, these grocery stores operate at a relatively small business scale and mostly in highly populate locations such as shopping malls and residential areas. This causes a perfect competition in the grocery store market.
To attain and maintain the market leadership in the grocery retail industry, 759 Store offers distinctive products which are not available in the market. By selling exclusive products, 759 Store believes that consumers cannot compare the products with other grocery stores or supermarkets thus to differentiate itself from the competitors. 
759 Store operates many smaller shops to sustain its market position in the oligopolistic market. The firm focuses on low pricing strategy to attract more customers which in return achieves higher market share in the industry. Meanwhile, the firm distinguishes itself from offering lower price to prevent other competitors to enter the market. Since 759 Store uses product differentiation and low-cost technique to gain competitive advantages, it gives the pressure to other competitors to increase prices. This creates the non-price competition where competitors require to seek other ways to compete with 759 Store. 
[bookmark: _Toc64855767][bookmark: _Toc64896930]3 	Company’s business performance amid the economic disruption due to the COVID-19 outbreak
759 Store financial performance in 2020 reported a growth on its revenue compared with the same period of last year. According to the annual report of the Group, the firm reported HKD1,886 million revenue in the financial year as at the end of 30 April 2020 (CEC International Holdings Ltd, 2019). The firm has imposed the business policy to strictly control its costs by reducing number of oversized outlets and replaced with small shops. On top of that, the firm actively changed its procurement approach by importing more staple food to mitigate the loss of its best-selling category – snacks, which was the leading products in the past.
[bookmark: _Toc64855768][bookmark: _Toc64896931]3.1	Macroeconomic Environment
Despite the unemployment rate constantly increase (6.6% in fourth quarter of 2020) due to the recession impacted by the coronavirus pandemic since early 2020, 759 Store has no intention to lay off its employees. The number of frontline employees remains the same level as per 2019 at an average of 3.7 persons per shop (CEC International Holdings Ltd, 2019). 
In the first quarter of 2020, Hong Kong government had rolled out the first round of anti-epidemic fund to the affected industries. The subsides released to the retail sector was about HKD5,516 million (HKSAR,2020). As a result, the Group received approximately HKD40 million under the Employment Support Scheme (ESS) and another government relief of HKD1.4 million under the Anti-epidemic Fund of the Hong Kong Government, to release the financial burden for the year of 2019 to 2020 (CEC International Holdings Ltd, 2020).
Since the sources of 759 Store merchandise are mainly imported from overseas markets, the fluctuations of exchange rate will have direct influence the product costs. When exchange rate changes, the prices of imported products will change subsequently. The firm must react to the selling prices accordingly, otherwise, the costs of product will be absorbed by the firm. To mitigate the fluctuation on the risk of exchange rate, 759 Store has scattered the sourcing approach from importing products in various countries rather than focus on those countries that may bring exchange rate impact to the firm. 
According to the IMF, the inflation rate for Hong Kong reflected a change of decline of 0.3 in 2020 (Knoema, n.d.).  This change represents the overall consumption prices of the economy impacted by the outbreak of COVID-19 (Moya, 2019). However, it was not a major concern to 759 Store because it adheres to the business principle of offering high quality of products at lower cost. The firm insists to offer lower price and discount to the Hong Kong residents.
 Figure 1: Hong Kong Inflation Rate between the years of 2010 to 2020
[image: ]     
Source: IMF: World Economic Outlook (WEO) Database 
Figure 1 shows that the annual percentage change in the cost of purchasing a basket of goods and services to the ordinary consumers (Knoema, n.d.). 
[bookmark: _Toc64855769][bookmark: _Toc64896932]3.2	The Cost Structure
The cost of goods sales is the main variable cost component of 759 Store. According to the annual report, 96% of revenue contributed to the Group is derived from the retail business (CEC International Ltd, 2019, p96). However, there was no information disclosed on the costs of goods sold and rental expenses for the retail segment. Hence, it is expected this major cost component of 759 Store is direct proportion to the revenue split, which estimated about HKD 1.2 million. As mentioned in section 3.1, the fluctuation of exchange rate risk has direct impact to the goods’ purchase prices. When there is a depreciation of exchange rate in the foreign countries, the cost of imported products by the firm will tend to increase Thus, the costs of goods sales mainly rely on the imported goods’ purchase prices. 
In the financial year of 2020, 759 Store reported the total merchandise inventory of approximately HKD224 million versus HKD312 million in 2019 (CEC International Ltd, 2019, p109). The change of strategic approach from selling more fast-moving products than the slow-moving products had led to higher inventory turnover rate. The represents that there was a considerable demand of the fast- moving products.
According to the annual report, the total shop floor in operation was 359,000 square feet in 2020 versus 384,000 square feet in 2019, with a decrease of 6.5% (CEC International Holdings Ltd, 2019, p.9). The decrease of operating shop floor area was due to the closure of some of the oversized stores. Since the scale of operation reduced, the firm could benefit from economies of scale in the short run.
[bookmark: _Toc63988264][bookmark: _Toc64855770][bookmark: _Toc64896933]3.3	The Revenue Structure
759 Store carries varieties of products including snacks, staple food, leisure food, personal care, daily necessities, kitchenware, and others. Among them, snacks and leisure food are the major income source for the firm in many years. 
According to the revenue split of 2019 sales in Table 1, staple food and personal care products and necessities had contributed more revenue to the firm over snacks. This is mainly due to the impact of the pandemic situation in early 2020 where consumers tended to purchase more staple food and personal care products and necessities than snacks and leisure food. As a result, the supply of staple food such as rice, noodle, frozen food, sanitary paper product has significantly increased. Meanwhile, the snack market has begun to saturate. Consumers have more choices to buy Japanese and Korean snacks in the market. To quickly restrain the revenue decline, 759 Store began to import more food grocery and personal care products to stimulate its revenue so to compensate the sales volume decrease of other products. 
During the pandemic, the demand for food in grocery stores has increased due to the government restrictions. All restaurants are forced to suspend the dine-in service early and some even ceased their services after 6pm. These tightening restrictions are making people to spend more time at home and cooking at home becomes a new trend. With this new normal, people incline to buy fresh food in the market. Thus, this will be the challenge to 759 Store for the limited grocery food category.
[bookmark: _Toc64855771][bookmark: _Toc64896934]4	Analysis and discussion
This section will focus on the challenges that 759 Store faced during the epidemic situation and the analysis of strategy approaches that the firm should adopt in response to the findings in the section 2 and 3 above.
[bookmark: _Toc64855772][bookmark: _Toc64896935]4.1	Challenges facing the company
[bookmark: _Toc64855773][bookmark: _Toc64896936]4.1.1	Costing Challenges
When a country exports is more than it imports, there is a high demand of its goods, and thus for its currency. Supply and demand economics states that when demand is high, prices rise, and currencies appreciates. Conversely, when a country imports is more than it exports, the demand of currency will decline, and the prices will depreciate (Lioudis, 2019). Hence, the fluctuation on the risk of foreign exchange rate will significantly affected on 759 Store purchasing costs. 
Currently, 759 Store is sourcing from 57 countries around the world in which settlements are made in three different currencies such as Japanese Yen, Euro and United States Dollars (CEC International Holdings Ltd, 2019, p20). Assuming the product demand remains constant while foreign currency appreciates, the costs of the firm will also increase relatively.
The exchange rate fluctuations are determined according to many economic factors such as money supply, interest, inflation rates, GDP, unemployment rates and trades. In general, the currency of the country would rise if the factors mentioned above reflect a strong and growing economy of the country (Dhaval, 2020).
To tackle the challenge of the exchange rate risk, 759 Store can form a negotiable rate with the suppliers by increasing the volume of product to balance the fluctuation risk of exchange loss borne by the suppliers. Alternatively, the firm can set order limits to those importing countries that may incur excessive loss on exchange rate to avoid the increase of product costs.







Table 2: Hong Kong Exchange rates (HKD per unit of foreign currency)
		[image: ]
Source: Census and Statistics Department 
The table above shows the exchange rates of HKD exchange rate per unit of Japanese Yen, US Dollars and Euro between 2010 to 2020. According to the table above, Japanese Yen and Euro reflect an increase in 2020 and one of the reasons could be the impact by the pandemic.
[bookmark: _Toc64855774][bookmark: _Toc64896937]4.1.2 	Pricing Challenges
As mentioned in section 3.3, the main revenue driver for 759 Store is from selling the staple food and personal care products and necessities. The price elasticity for the two product categories has no response of demand to prices (Lumenlearning.com, 2019). The change in price of these products will cause small changes in the quantity supplied. Moreover, the grocery products are mostly low margin which require to sell more quantity to achieve higher profits.  
759 Store has a discount policy of “everyday 23% off” offers to its membership card holders even during the pandemic. To attract more sales, offering discount is an efficient marketing strategy. However, it is also an additional cost to the firm. 
With reference to the consumer analysis done by KPMG HK Ltd in Figure 3 below, consumer spending on essentials items has increased significantly (KPMG HK Ltd, 2020, p4). Increasing the supply of grocery products over other non-essential items may be the best solution for 759 Store to enforce pricing adjustments under the unprecedent pandemic situation.




Figure 3: Consumer spending in non-essential goods has dropped as a consequence of COVID-19.
[image: ]
	Source: KPMG HK Ltd
Figure 3 illustrates the consumer spending on non-essential goods decline drastically since early 2020. According to Census and Statistics Department (C&SD), the unemployment rate has reached to 6.4% by the third quarter of 2020. The rise of unemployment rate brings a negative impact to consumers’ spending. During the economic recession, people intend to restore their savings and reduce their consumption. Due to social distancing measures imposed by the government, people tend to cook at home and therefore increase the consumption on grocery products such as fresh food.
[bookmark: _Toc64855775][bookmark: _Toc64896938]4.1.3	Market Sharing Challenges
Being the leading grocery discount chain store in the market, 759 Store strives to sustain its leadership by strengthening the procurement network to ensure the stability of supply and by offering competitive discount prices to attract the consumers. The firm positions itself by product differentiation and low-cost technique to sustain its market share in the oligopolistic market.
Competitions is inevitable in every business, in particularly if the competitors are providing the same goods and services. Best Mart 360 is one of the biggest competitors to 759 Store as they both run the same business model as shown in Table 3 below. In 2020, Best Mart 360 has 112 stores whereas 759 Store has 173 stores in Hong Kong (Bestmart360, 2020, p5). The market share for Best Mart 360 was 21.6% in 2018 (The Standard, 2018), and yet there was no market share information found for 759 Store. With the increase of number of stores, it is expected a slight increase of its market share by 2020.
To retain the leadership in the oligopolistic market is not easy, the leader often defend itself to sustain the market position by lowering prices. Eventually, the competitors would have to follow the oligopolist. Thus, the price decision in the market will be influenced by the leader. Conversely, if the competitors do not follow the set price, a price war is likely to occur in the market (‌Corporate Finance Institute, 2018).
	Table 3: Comparison of Hong Kong Supermarkets and Grocery Store Chain		[image: ]
Source: Coresight Research, 2018	
Table 3 above reflect that the more numbers of stores owned by 759 Store has as compared with Best Mart 360 means the more effective that the firm capture more customers in the market. 
[bookmark: _Toc64855776][bookmark: _Toc64896939]4.2	Strategies to ensure business continuity under the COVID-19 epidemic situation
[bookmark: _Toc64855777][bookmark: _Toc64896940]4.2.1	The business continuity plan
In response to the sudden changes on consumers’ buying habit since the outbreak of COVID-19, 759 Store has proactively changed its procurement strategy. The firm has increased the procurement amount of food grocery to accommodate the high demand for the Hong Kong residents. Despite there was a shortage on food supply when the epidemic emerged, the firm exercised its long-term partnerships with the suppliers to stabilize its operations. Moreover, the firm adheres to its business principle of offering high quality products with low prices. During the pandemic situation, the firm insists to maintain its retail prices as possible to serve the community. Meanwhile, 759 Store has strictly enforced cost control by giving up some of the oversized stores and opened new shops in less prominent locations to reduce the rental costs (Inside Retail, 2020). 
Even though 759 Store has imposed prudent business policies during the outbreak of pandemic situation to sustain its operation, it is suggested to strengthen the existing business continuity plan further to achieve better business performance by adopting an online platform. 

Table 4: SWOT Analysis for 759 Store Strategic Planning
[image: ]
Table 4 illustrates the internal and external factors affecting the firm for forming an online platform. 
[bookmark: _Toc64896941]4.2.1.1	 Strengths
759 Store is a well-known discount grocery chain store in Hong Kong which offers wide range of products at low costs that other local grocery markets do not have. The firm operates over 170 stores mostly located in shopping malls and residential areas. Given the advantage of convenient locations, the firm successfully attract more customers and increase its brand recognition. Its unique product differentiation and diverse sources of product is the key to its success over the years. Under the long-term partnership with the overseas suppliers, 759 Store managed to stabilize the supply of goods to serve the local market under the epidemic.
[bookmark: _Toc64855778][bookmark: _Toc64896942]4.2.1.2	 Weaknesses
The firm merely operates with many small brick-and-mortar shops in the local market. Such small stores have limited storage space which result in shortfall once stocks ran out. Adhere to the firm’s business principle of fast inventory turnover, the firm does not carry high inventory. This will lead to a negative consequence to the firm’s image and causes customer dissatisfaction. Unlike other grocery competitors, 759 Store uses the word-of-mouth channel to promote its branding while the competitors promote themselves using social media channels. The engagement with the target group will reduce and the potential customers may turn to other competitors. 
[bookmark: _Toc64855779][bookmark: _Toc64896943][bookmark: _Hlk64839520]4.2.1.3	 Opportunities
Many surveys have stated the new normal of home cooking is expected to continue even when the coronavirus is over. For 759 Store, this is an opportunity to expand its product range to fresh food product for the purpose of expanding the customer base to niche market. With the advancement of technology, many retail businesses have started to develop to online platform to improve the efficiency and competitiveness in the market. For 759 Store, this will be an opportunity to stimulate its sales thus to maximize its profits.
[bookmark: _Toc64855780][bookmark: _Toc64896944]4.2.1.4	 Threats 
It is common that competitors to follow the first mover as they are the target for the competition in the market. This may cause a fierce competition where competitors will follow the same business strategy to fight for the customers within the market. The currency exchange rate fluctuation is another threat for 759 Store as most of its products are imported from overseas countries. The impact on the risk of exchange rate fluctuation has been discussed in section 4.1.1. 
Regardless of how intensive the competition is in the discount grocery chain market; it is crucial for 759 Store to expand its business growth in response to the change of consumer’s spending habit. With the rapid growth of ecommerce today, many local retailers with online business had seen the benefits of how ecommerce saved their business and the opportunities of the business growth under the impact of COVID-19. Currently, none of the local discount grocery chain store provides online shops to their consumers. 759 Store should take the first move to establish the recognition before other competitors and new entrants.  
Figure 4: Frequency of online purchases in Hong Kong as of May 30, 2020, by age group[image: ]
Source: Statista, 2021
Figure 4 shows that the most frequent online buyers in Hong Kong are the age group ranging from 25 years old to 34 years old (Statista, 2021). This data represents this age group has the most purchasing power in the market. When 759 Store define its niche marketing strategy, it will be worth to consider the group which has more purchasing power.
A niche market is a segment of a large market that can be defined by its own unique needs, preferences, or identity that makes it different from the market at large (Shopify, 2019). A niche marketing strategy is commonly used in most retail business for the purpose of gaining competitive advantages (Archer,n.d.) . 759 Store could target the niche customer groups by looking into the demographics such as age group, gender, or income level to obtain the market information of their wants and needs, and thereby to further diversify on its product mix.
[bookmark: _Toc64855781][bookmark: _Toc64896945]4.2.2	Implementation process
To introduce an online platform requires lots of resources and time. Therefore, it is important to consider whether 759 Store has the capital and the capability to invest on this project. The management team needs to conduct an in-depth investigation of the current economic condition to avoid any barriers during the implementation process. Economic conditions are measured by several factors including gross domestic product, fiscal policy, unemployment rates, inflation, and exchange rate (Pooja Borkar, 2019). These factors are the key determinants to the supply and demand of retail businesses. By recognizing the market supply and market demand, it would determine what products to enter to the market over a given period.
A successful online platform must be convenient, quick, and user friendly. 759 Store may consider providing value-added services such as free delivery or bulk purchase promotions to enhance more online purchases. Quick navigation is an effective and powerful tool to increase customer revisit intention. Consumers are likely to engage with the same online shops again when the online shop appears to target their products easily.
[bookmark: _Toc64855782]In defining the niche market, 759 Store should embark on a process of research in a specific study group by narrow down into geographic segments, such as the age group, gender, and income level. Following is to conduct a survey research to understand their interests and preferences. Compared with mass market, niche market has different needs and wants. Evaluate what the firm can offer to the niche group and distinguish from the competitors. 
[bookmark: _Toc64896946]5	Conclusion and Recommendations
The aim of this research is to analyze the challenges faced by 759 Store and provide the business contingency plan to the firm to sustain its operations under the impact of the epidemic. Below are the conclusion and recommendations suggested by the researcher.
[bookmark: _Toc64855783][bookmark: _Toc64896947]5.1	Conclusion
The coronavirus pandemic has brought unprecedent challenges to the global economy since 2020. In addition to the health crisis, social activities, travel restrictions and international trade disruption, foreign exchange rate market was also affected. The fluctuation of exchange rate causes price challenges to the importing countries especially for the retail industry. Under the social distancing measure, the incline of home cooking trend and the change of consumers’ behavior drives 759 Store to adopt new strategic approaches in order to sustain its oligopolistic position in the discount grocery chain store market.
[bookmark: _Toc64855784][bookmark: _Toc64896948]5.2	Recommendations
The research analysis of this report shows that the trend of ecommerce is accelerating, and the fresh food product demand has been increased due to the new normal. It is recommended 759 Store to invest on online platform to target the niche market to attract more customers as well as to improve the development of product diversification on fresh food. 
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Exchange rates (HKD per unit of foreign currency)

Year Japanese Yen  US Dollar  Euro  #

2010 0.0888                  7.7690          10.3100   

2011 0.0978                  7.7840          10.8400   

2012 0.0973                  7.7560          9.9700     

2013 0.0796                  7.7560          10.3000   

2014 0.0734                  7.7540          10.3000   

2015 0.0640                  7.7520          8.6000     

2016 0.0716                  7.7620          8.5900     

2017 0.0695                  7.7940          8.8200     

2018 0.0709                  7.8390          9.2500     

2019 0.0719                  7.8360          8.7700     

2020 0.0727                  7.7570          8.8600     
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Strengths Weaknesses

 - Unique product diversification  - No virtual shops

 - Well established relationship with suppliers  - Lack of advertisements

 - Low pricing  - Low merchandise inventories

 - Convenient locations

 - Well known company branding

Opportunities Threats

 - Attract niche group  - Competitors will follow

 - Expand to fresh food category  - Currency exchange rate fluctuations

 - Establish Online platform  - Market conditions (i.e rent increase)

Internal

External
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Global Business Challenges

Contribution to
Module code: HKBM7009 o Module | 100%
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a COVID 19 World DAV equivalent
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22 February 2021 provisional marks
& written feedback:

Submission
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All written assessments, where practical and possible, must be submitted via
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method:
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