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Executive Summary 
The report assesses on Best Mart 360˚’s current situation in relation to key areas of a marketing plan with regards to leisure food chain retail store market in Hong Kong.

Objective
The objective of this marketing report is to base on the following analysis and make the best recommendation to eventually increase the revenue by 30% in 2022-2023 financial year (Best Mart 360˚, 2021).

Marketing plan
By using PEST analysis and Porter ‘s five forces analysis to analyze to external factors and recommend Best Mart 360˚ to stay in the market. 
By using value chain analysis and SWOT analysis to analyze to internal factors and recommend Best Mart 360˚ should seize the opportunity of growth trend on online shopping with the strength of providing high product variety.
The group is targeting on all people with mass marketing and positioning of medium price and medium level of service quality. 
For marketing mix, Best Mart 360˚ provide high variety of products, competitive pricing, expanding retail stores, but lack of promotion when comparing with competitors such as Abouthai.

Recommendations
The strategy is to improve on digital marketing to increase revenue. As there is a growing trend on online shopping and company should leverage digital marketing which means to advertise through digital channels such as website, social media and mobile app. The tactics are 1. Enhance social media marketing and 2. Enhance e-commerce.
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1. [bookmark: _Toc108276664]Introduction 
“Best Mart 360˚ (優品360˚)” is a brand of leisure food chain retail store and established in 2013. Best Mart 360˚ offer various product such as snacks, confectioneries, frozen and chilled food, personal care, groceries and household products (Best Mart 360˚, 2022).

In 2022, the economy of Hong Kong still affected by the COVID-19 pandemic but the market is improving gradually. As at 31 May 2022, the number of total retail sales during Apr 2022 to May 2021 recorded $349,279 million HKD with 4% growth when compared to Apr 2021 to May 2020 $335,637 million HKD (Census and Statistics Department, 2022).

Even though with the tough situation, Best Mart 360˚ still offering high variety products. The objective of company is to offer “Best Quality” and “Best Price” products (Best Mart 360˚, 2021).

The scope of the study is to assesses the current situation of Best Mart 360˚’s leisure food chain retail store business and focus on business-to-customer (B2C) in Hong Kong market.

The objective of this marketing report is to base on the following analysis and make the best recommendation to eventually increase the revenue by 30% in 2022-2023 financial year (Best Mart 360˚, 2021).


2. [bookmark: _Toc108276665]Situation Analysis
The definition of Situation analysis is to analyze on both internal and external factors of the business (Steenburgh and Avery, 2010).

[bookmark: _Toc108276666]2.1 External
By using PEST analysis and Porter ‘s five forces analysis to analyze to external factors for Best Mart 360˚.

Hong Kong still under a challenging COVID19 situation in 2022. As the immigration control by the Hong Kong government is still strict, number of visitors from 1 January 2022 to 30 April 2022 dropped by 27.3% as compared to the corresponding period in 2021 (Hong Kong Tourism Board, 2022).

During the five months ended 31 May 2022, the vaccination rate is start picking it up (The Government of the Hong Kong Special Administrative Region, 2022). The Hong Kong government relax on group gathering restrictions and social distancing.

There will be a second wave of Consumption Voucher Scheme by Hong Kong government to simulate local economic and consumption. 

The lifestyle for Hong Kong people is changed because of the pandemic of COVID19. Hong Kong people prefer to stay home to enjoy leisure food and the need of frozen food also increased. In the industry of Bread, pastry, confectionery and biscuits market recorded $9,891 million HKD in Apr 2022 to May 2021 with 3.44% growth when compared to corresponding period in 2021 recorded $9,562 million HKD (Census and Statistics Department, 2022).

Also, Hong Kong people are paying more and more attention to a healthy lifestyle. The total annual consumption of Hong Kong citizens purchasing organic products under the epidemic reached 7.67 billion HKD, an increase of 800 million HKD compared with 2019 (Hong Kong Organic Products Consumption Behavior Survey Report, 2020).

There is a growing trend on e-commerce sales in Hong Kong. As at December 2021, e-commerce sales recorded around 170 billion HKD with 13.3% growth when compared to same period last year (Statista, 2022).

2.1.1 Competitor Analysis
For the Competitors-759 store during the six months ended 31 October 2021, the Group’s recorded a revenue of HK$971,637,000 (2020: HK$1,083,184,000) with negative growth of 10% as compared with the same period last year (CEC-COILS, 2022). 90% of the product supply are imported by the own procurement network globally. The Group is operating 170 shops and the average floor area per shop is 2,000 square feet (759 store, 2022). And the stores are mainly located in residential areas or shopping malls (CEC-COILS, 2022). The group has a Facebook account with 380,000 followers and an Instagram account with 25,000 followers (759 store, 2022).

Another competitor is AbouThai, which was founded in 2015 but growing rapidly in recent year. Their products mainly imported from Thailand, including frozen foods, snacks and drinks, household products, herbal oils, make-up products etc. As at February 2022, the group operating 25 stores (AbouThai, 2022). There will be a “Songkran Festival” discount event in April to have a price promotion to attract customers (HKET, 2019). They re-opening the online store on February 2022 and offer a free shipping on purchases over $600 HKD to attract customers to shop online (Yahoo, 2022). In order to recruit new member to shop online and offline, Abouthai have “Welcome Reward”, “Birthday Reward”, “Redeem points for cash coupon/gifts”, “Exclusive shopping discounts” and “Extra spending rewards” to attract new member (Abouthai, 2022).

During the early stage of the pandemic, the masks supplies were shortage and the masks on the market were almost sold out in a short time. AboutThai was quick to react and sold 5,000 packs of masks at the “pop-up” in Kowloon City (HK01, 2020). Later on, they launched a Abouthai Care mask which is made in Hong Kong to improve social responsibility (HKET, 2020). The group has a Facebook account with 380,000 followers and an Instagram account with 36,000 followers. The style of the social media platform is fun and catch on the latest trend to create an image that not only selling, but also entertaining (AbouThai, 2022). By improving social responsibility, Abouthai created a positive image to their target audience. Social responsibility means a company act ethically and with sensitivity towards social, cultural, economic, or environmental issues on business action (Lindgreen and Swaen, 2010).

Table 2.1.2: Competitor Analysis.
[image: ]
Source: Constructed by the author.

2.1.2 PEST Analysis
By using PEST Analysis, it analyzes 4 factors which included Political, Economic, Socio-Cultural and Technological in relation of the business environment (Sammut-Bonnici and Galea, 2014). 

Table 2.1.2: PEST Analysis.
[image: ]
Source: Constructed by the author.

2.1.3 Porter ‘s five forces analysis
By using the Porter ‘s five forces analysis, it analyzes the market environment and help to make a recommendation by identifying the rivalry among existing competitors, threat of new entrants, threat of substitute products, bargaining power of supplier, bargaining power of buyers (Porter, 2008).

The rivalry among existing competitors is 759 store and AbouThai. This factor is favorable to Best Mart 360˚. As the competitor has low diversity and low brand loyalty from its customers. 
The threat of new entrants is favorable to Best Mart 360˚, as the market is high barriers to entry. The Capital requirements is high as the property, plant and equipment costs 459,244,000 HK dollars as 30 Sep 2021 (Best Mart 360˚, 2021). There is total 138 Best Mart 360˚ s’ stories in HK (Best Mart 360˚, 2021).
The threat of substitute products is unfavorable to the group as the number of substitute products are high e.g., convenience store, supermarket.
The bargaining power of suppliers is favorable to the group as the number of suppliers are high and group switching costs are low.
The bargaining power of buyers is unfavorable to the group as low buyer switching costs and not much differences between competitors.
After using the Porter ‘s five forces analysis, the decision of Best Mart 360˚ is to stay in the market. 

Figure 2.1.3: Porter ‘s five forces analysis for Best Mart 360˚.
[image: ]
Source: Constructed by the author.

[bookmark: _Toc108276667]2.2 Internal
By using value chain analysis and SWOT analysis to analyze to internal factors for Best Mart 360˚.
Best Mart 360˚ during the six months ended 30 September 2021, the Group’s recorded a revenue of HK$862,978,000 (2020: HK$709,387,000) with growth of 22% as compared with the same period last year (Best Mart 360˚, 2021).
Best Mart 360˚ is operating 138 retail stores and only 20% of the stores are selling frozen foods in Hong Kong as at 18 June 2022 (Best Mart 360˚, 2022). The stores are mainly located in residential areas or shopping malls and the floor area from 402 square feet to 2,626 square feet (Best Mart 360˚, 2021). Best Mart 360˚ offer high variety of products included 900 brands and 3,000 stock-keeping units of imported products (Best Mart 360˚, 2021). 

By optimizing the product range, the Group will also eliminate the unpopular product and allow more space for more new products. The group also created number of high-quality private labels to create price advantage and quality control over its products.

The group launched a membership scheme in 2015 and aim to expand customer base, create customer loyalty. And the group upgraded the new version of mobile app 2020 with more exclusive benefits such as special discount products, APP e-stamp promotion which can attract more new members (Best Mart 360˚, 2021). The group has a Facebook account with 100,000 followers and no Instagram account (Best Mart 360˚, 2022).
2.2.1 Value chain analysis
By using the value chain analysis, it analyzes company primary and support activities that create profit margin to its final product or service (Porter, 2001). 
In the primary activities for the inbound logistic of Best Mart 360˚is that in order to ensure the inventory level, the staffs will conduct regular checks to maintain the product quality (Best Mart 360˚, 2021).
For operations, the group formulated an effective pricing policy to overcome the pandemic of COVID19 (Best Mart 360˚, 2021).
For outbound logistic, the group has outsourced to a local logistic company (Best Mart 360˚, 2021),
For marketing & sales, there is a membership scheme and offering stamp reward, special discounts and latest promotion information (Best Mart 360˚, 2021).
For service, the group will collect customers’ suggestion and feedback on the satisfaction of the products’ quality (Best Mart 360˚, 2021).
In the support activities for procurement, the group source around the world and has a variety range of products from suppliers and created own private label products (Best Mart 360˚, 2021).
For technology development, the group designed a mobile app to collect customer data and then analyze big data to reformulate its marketing strategy (Best Mart 360˚, 2021).
For human resource management, the group provides training to the staff especially the new joiner (Best Mart 360˚, 2021).

Table 2.2.1: Value Chain Analysis for Best Mart 360˚.
[image: ]
Source: Porter, 2001.
2.2.2 SWOT analysis
SWOT analysis is a pros and cons analysis by looking at company strengths, weakness, opportunities and threats to understand company’s competitive advantage (Leigh, 2009).
The Strengths of Best Mart 360˚ are 1. Product selected matches the market trend which is also a competitive advantage, 2. High product variety, 3. Better App experience by customer, 4. Offering a high-quality private label. 
The weaknesses of the group are 1. Less retail stores, 2. Smaller average floor per shop. 
The opportunities are 1. The upcoming 2nd consumption vouchers, 2. Increasing expenditure on purchasing leisure food online, 3. Vaccination rate steadily picked up. 
The threats are 1. Maintaining stringent immigration control, 2. People from prefer to stay home changed to going out, 3. Increasing health consciousness. 

Table 2.2.2: SWOT Analysis for Best Mart 360˚.
[image: ]
Source: Constructed by the author.












3. [bookmark: _Toc108276668]Segmentation, Targeting and Positioning 
This is a three-step tool included Segmentation, Targeting and Positioning to help analyzing company’s product or service on how to communicate the features and benefits to their target customer (Dibb and Simkin, 1991).

[bookmark: _Toc108276669]3.1 Segmentation
In order to develop a suitable marketing mix or positioning strategy, company need to select the most appropriate market segments for a business to achieve commercial effectiveness (Wind and Bell, 2007). For the leisure food chain retail store market, as Best Mart 360˚ is providing everyday products for common use. The company is using Mass Marketing. Mass Marketing is a strategy to use single message for all people (Tedlow and Jones, 2014).

[bookmark: _Toc108276670]3.2 Targeting
Target means company target on potential segment and select one or more segments to enter (Moutinho, 2000). In Best Mart 360˚ case, the group is using Mass Marketing and have no specific group to target which because of the nature of the leisure food chain retail store market.

[bookmark: _Toc108276671]3.3 Positioning
Figure 3.3.1: Positioning for Best Mart 360˚.
[image: ]
Source: Constructed by the author.

Positioning means customers perceive where our company stands when compare to the competitors (Camilleri, 2018). As now, the positioning is similar between the group and our competitor. With the successful marketing plan, we aim at move up the quality perception viewed by customers. As a right positioning can easily perceived by customers in order to differentiate with competitors such as Abouthai.


4. [bookmark: _Toc108276672]Marketing Mix Strategy 
Marketing mix is a set of controllable elements to help company understand what elements should be combined in order to gain growth. It included 4PS-Product, Price, Place, Promotion (Singh, 2012).

[bookmark: _Toc108276673]4.1 Product
Product can be defined as tangible or intangible (Singh, 2015). As Hong Kong is a rapid development environment, the group need to ensure the products are satisfying the needs of the customers in the product of marketing mix. Best Mart 360˚ offered high variety of products included more than 900 brands and 3,000 stock-keeping units of imported products and cancel the unfavourable products in exchange of space to put in new products (Best Mart 360˚, 2021).

[bookmark: _Toc108276674]4.2 Price
Company should make sure item sell at a right price for consumer expectations (Håkansson and Waluszewski, 2005). To keep a competitive pricing strategy, the procurement department source the products globally to make sure at a best price. Also, Company owns a number of high-quality private labels to achieve better price advantage and can have high degree of quality control (Best Mart 360˚, 2021).

[bookmark: _Toc108276675]4.3 Place
Place refers to where the company sell the product (Goldsmith, 1999). The group expand the retail stores from 112 to 138 retail store and mainly located in the local community or residential area. The group aim to provide a convenient and comfortable shopping experience with a larger space. Also, there is an online website for Best Mart 360˚ to sell online (Best Mart 360˚, 2022).



[bookmark: _Toc108276676]4.4 Promotion
Promotions are the tools that the group informs the potential customers about their product and persuades them to buy it (Goi, 2009). The group has a membership scheme to provide member benefits, in store advertisement and TV advertisement (Best Mart 360˚, 2021). 

5. [bookmark: _Toc108276677]Future Developments in the Area of Marketing 
As Hong Kong still under the COVID19 situation and there is a growing trend on e-commerce sales in Hong Kong, Best Mart 360˚ need to quickly react to the new normal and adapt it in the future marketing plan. New normal often occur after a critical event and lead to people behave different from the past (Dziuban et al. 2018).

[bookmark: _Toc108276678]5.1 Future Developments in Segmentation, Targeting and positioning

Best Mart 360˚ need to keep on Mass Marketing as the leisure food chain retail store market can target on all people. But in order to increase the revenue by 30% in 2022-2023 financial year, the group need to further improve the quality in the positioning to differentiate with competitor such as Abouthai by the following recommendation.

Figure 5.1.1: Positioning for Best Mart 360˚.
[image: ]
Source: Constructed by the author.

[bookmark: _Toc108276679]5.2 Future Developments Marketing Mix
In relation to technological development, promotion should not only focus on the traditional media, also need to develop new media promotion which will further explain in recommendation. 
For place, the group should keep expanding the retail stores and offering a convenient shopping experience to customers. But we should not limit to physical stories, need to further improve the online store website. 
The group need to keep on offering variety of the products to customers. Keep sourcing a wide spectrum of global products to optimize its product portfolio at stores best price. 




6. [bookmark: _Toc108276680]Conclusion and Recommendations
[bookmark: _Toc108276681]6.1 Conclusion
To conclude, Best Mart 360˚ provides leisure food with multi-brands while the price is comparable to its competitors such as 759 store and Abouthai. It promotes and distributes through both physical and online platforms.
The competitive environment is still favorable to Best Mart 360˚ and it should be staying in the market.
The group is targeting on all people with mass marketing and positioning of medium price and medium level of service quality. In order to achieve the goal, the group need to improve the quality.
With the strength in product selected matches the market trend and high product variety, Best Mart 360˚ should seize the opportunity on online shopping.
The group has fewer presence and followers in social media platforms compared to its competitors. Abouthai is especially done well in the new media promotion with highest followers in both Facebook and Instagram.

[bookmark: _Toc108276682]6.2 Recommendations
The objective of the recommendations is to increase the revenue by 30% in 2022-2023 financial year (Best Mart 360˚, 2021).
The strategy is to improve on digital marketing to increase revenue. As there is a growing trend on online shopping and company should leverage digital marketing. Digital marketing means to advertise through digital channels such as website, social media and mobile app (Kannan, 2017). 

The tactics are 1. Enhance social media marketing and 2. Enhance e-commerce

[bookmark: _Toc108276683]6.2.1 Enhance social media marketing
To benchmark our competitor especially Abouthai, Best Mart 360˚ should enhance social media marketing in order to update our target audience on our product, promotion. Social media marketing means using social media such as Facebook, Instagram to promote and engage with customers (Evans, Bratton and McKee, 2021).
First, the group need to set up an official Instagram account. As style of the Abouthai’s social media platform is fun and catch on the latest trend to create an image that not only selling, but also entertaining (AbouThai, 2022). The future style of Best Mart 360˚ social media should be more fun and localized content. 

[bookmark: _Toc108276684]6.2.2 Enhance e-commerce
As there is a growing trend on e-commerce sales in Hong Kong, Best Mart 360˚ should improve the shopping experience on the website (Statista, 2022). To benchmark Abouthai’s free shipping on purchases over $600 HKD, Best Mart 360˚ can offer free shipping on purchases over $500 HKD in order in attract new and existing customers.
For membership program, Best Mart 360˚ need to benchmark Abouthai to have “Welcome Reward”, “Birthday Reward”, “Redeem points for cash coupon/gifts”, “Exclusive shopping discounts” and “Extra spending rewards” in order to recruit new member to shop online and offline (Abouthai, 2022).
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~Increasing health consciousness - Growing trend on e-commerce sales in HK.

- People prefer to stay inside due to the As at December 2021, e-commerce sales
pandemic of COVID19 recorded around 170 billion HKD with 13.3%

growth when compared to same period last

year (Statista, 2022).





image4.png
Porters five forces analysis: Best Mart 360°

Threat of new entrants :
Favorable to Best Mart 360"

]

- . . m Rivalry among
argaining power of suppliers : existing Bargaini K
o 5 gaining power of buyers:
fiavorablciolB s IV ROl = competitors: = Unfavorable to Best Mart 360°
759 Store,
AbouThai

l

Threat of sub.stitute products :
Unfavorable to Best Mart 360°





image5.png
FIRM INFRASTRUCTURE

SUPPORT HUMAN RESOURCE MANAGEMENT f%\
ACTOTES TECHNOLOGY DEVELOPMENT %
PROCUREMENT
INBOUND - gpegartions f
LOGISTICS N
v

PRIMARY ACTIVITIES




image6.png
Strengths

Product selected matches the market
trend

High product variety (>900 brands and
around 3,000 SKUs of imported products)
Better App experience by customer (Best
Mart 360°: 2.5/5 vs 759 store: 1.9/5)
High-quality private labels

Weaknesses

~ Less retail stores (Best Mart 360°: 138 vs
759 store: 170)

- Smaller average floor per shop: (Best
Mart 360°: 1,514square feet vs 759 store:
2,000 square feet)

Opportunities

2nd consumption vouchers under the
Consumption Voucher Scheme in 2022
Increasing expenditure on purchasing
leisure food online

Vaccination rate steadily picked up

Threats

- Maintaining stringent immigration control (No.
of visitors dropped)

~ Levels of group gathering restrictions and
social distancing measures have been
relaxed (people from prefer to stay home
changed to going out)

~Increasing health consciousness
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Best Mart 360° 759 store AbouThai
(Best Mart 360°, 2022) (CEC-COILS, 2022) (AbouThai, 2022)
(Best Mart 360°, 2021) (759 store, 2022)

Year founded 2013 2010
Number of stores 138 25

Online stores Yes Yes Yes
Sales in 2021 $862,978,000 $926,094,000 N/A
Sales growth -10% N/A
Social media Facebook Facebook, Instagram Facebook, Instagram

Number of Followers Facebook: 100,000 Facebook: 380,000 Facebook: 380,000
Instagram: 25,000 stagram: 36,000




