




                         

















[bookmark: _Toc11314409]Executive Summary
Best Mart 360º is arguably the third largest company in the grocery industry in Hong Kong. 	In the present time of globalized, competitive and fast growing business environment, it is not only important but also essential for the business organizations to create and develop an effective, innovative and specific marketing plan in order to attain overall marketing goals and objectives effectively and successfully. Along with this, it should also be noted down that, generally a marketing plan is a detailed report that outline a company’s overall marketing strategies, objectives and goals for the coming years
This marketing plan is offer in-depth information about the background information of the company including its products, services, markets, customers, and competitors. In addition to this, this research report is also analyse the existing business environment of Company based on  external analysis (PEST), internal analysis and Michael Porter 5 forces analysis. Furthermore, the marketing plan is also discuss and evaluate different marketing strategies of the company including segmentation, targeting, and positioning.  This research report is also evaluates the critical success factors and provides 4P marketing mix (product, place, promotion and price) to the company, additionally, this plan is also offer information about the marketing goals and objectives of the company. Along with this, this research report is also provides practical suggestions/recommendations to company to attain marketing objectives effectively and successfully.



[bookmark: _Toc11314410]Chapter 1: Introduction
[bookmark: _Toc11314411]1.1 Overview
The total population of Hong Kong is approximately 7.5 million which imply that there is a substantial market for different products and services (Coresight, 2018).
Hong Kong market is dominated by supermarkets which offer a variety of products to customers. The dairy farm international holding (Wellcome) and Wastons group (Parknshop) are the two leading supermarkets in the sector with a large market share accounting for 33.9% and 28.6% of the grocery market in HK by the year 2015(Coresight, 2018).
Nevertheless, the entry of two new participants 759 Store and Best Mart 360º has brought a paradigm shift from the duopoly of Wellcome and ParknShop to more competitive business environment. This case study will focus on the Best Mart 360º and its market niche in HK administrative region.
[bookmark: _Toc11314412]1.2 Company Background
Best Mart 3600 was founded in 2013 and was headquartered in Kwun Tong Hong Kong. In 2018, Best Mart 3600 Holdings Limited was listed on the main board of the stock exchange for Hong Kong Limited(SEHK) as the stock code:2360HK(Global Banking & Finance Review, 2018). In July, 2018, the company operated 85 retail stores with over 565 employees; hence, showing a growth in size and the number of customers that are served since its establishment in 2013(Bloomberg, 2019). These outlets are spread over a wide range with 15 retail stores located in Hong Kong Island, 33 in Kowloon, and 37 in New Territories (Bloomberg, 2019). Best Mart 3600 is arguably the send largest leisure food supplier in the region and boast of a market share of 21.6% by sales volume in the industry(Bloomberg, 2019). Best Mart 3600 offers a variety of products including miscellaneous food products, personal care, snacks, packaged bakery, wines, beverages, dried fruits and  confectionery(Bloomberg, 2019). The firm has been encountering a positive trend in revenue culminating in HK$1,075.9 million in the year 2018(Bloomberg, 2019).
[bookmark: _Toc11314413]1.3 Objectives of the Study
Best Mart 3600, which is gaining a significant presence in Hong Kong. Based on its growth and penetration, this case study seeks to explore and analyse an external environmental analysis (PEST)will be used to analyse external (macro)environmental factors to the company or industry (CIPD, 2009)and also internal (micro)environment analysis the strengths and weaknesses of organization to industry. Having a profound understanding of both the internal and external environment offers the opportunity to develop most effective strategies. With the dynamic business environment, adoption of effective marketing and operational strategies are instrumental in enhancing success. Therefore, it is analysed as follow: 
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[bookmark: _Toc11314414]Chapter 2: Situational Analysis
[bookmark: _Toc11314415]2.1 External Environmental (PEST) analysis
[bookmark: _Toc11314416]2.1.1 Political factor: 
The Hong Kong’s trade policy is a free trade country in China and does not levy any customs duties fee on exports or imports products except 4 kinds of categories such as methyl alcohol, liquors, hydrocarbon oil and tobacco (HKTDC, 2019). Best Mart 360˚ is taking advantage of this serene atmosphere to concentrate on implementing its marketing and expansion strategies for confectionery and grocery products. 
Hong Kong has food and drugs(Cap.132: composition and labelling)regulations cover general protection for food buyers and offences food composition, food hygiene and prepack food labelling, Furthermore, food safely law(Cap.612)requires food importers and food distributors to maintain proper records of food’s document in order to trace the source of  food supply. Government will make orders to stop the problem food for selling and order to recall the problem food (CFS, 2019). Therefore, all the food retailers or Best Mart 360˚ must meet their hygiene standard and labelling requirement for selling.     
[bookmark: _Toc11314417]2.1.2 Economic factor:
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Figure 1: Hong Kong unemployment rate from HKTDC, (2019).

In figure 1, economic factor was that the unemployment rate of Hong Kong was dropped down at 2.8% in 2018 and first quarter of 2019(HKTDC, 2019). The conditions of labour market became tight across the information, retail, logistic and warehousing sectors etc. Retailers were facing difficult placing upward pressure on wages.
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Figure 2: The number and growth of visitor’s arrivals to Hong Kong from HKTDC,(2019).

	In figure 2, the tourist arrival to Hong Kong reached up to 65.1 million people in 2018 which was 11.4% more than year of 2017. Overall of Chinese mainland visitor rose of 14.8 up to 51 million in 2018. It was boosting service sector and retail industry related with tourism (Xinhua, 2019). China visitors like to purchase goods in Hong Kong because Hong Kong is duties free on exports or imports products except 4 kinds of categories such as methyl alcohol, liquors, hydrocarbon oil and tobacco (HKTDC, 2019).

[bookmark: _Toc11314418]2.1.3. Social Factor: 
Social-cultural factors negatively affect performance of the business particularly if the business or products does not align with cultural imperatives. In regards to this, Piuchan, Chan and Kaale (2018,pp 9-14)proposed that cultural factors affect the shopping behaviours as well as dining manners. Some of the pros identified by the study include overcrowding in shopping malls and long queues and long waiting time always outside international brand shops in the shopping districts (Piuchan, Chan and Kaale, 2018, pp9-14).Therefore, the ever-growing performance of Best Mart 360 is an indication that the firm has an understanding about the social aspects in order to maintain positive relationships with its customers. 

[bookmark: _Toc11314419]2.1.4. Technological factor: 
Technology and innovation are adopting to achieve excellence in retail businesses which are adopting with e-commence, smart phone, big data and cloud (HKRTIA, 2018). For example: The HKTV mall(hktvmall.com) grocery e-commence had growing recently due to distinctive on offline and online promotional campaigns. It provides live customer service chat room to increase service level for satisfy consumer. It made branding differentiation in Hong Kong. (GS1, 2018).Best mart360 is still lack of this service.
Best Mart 360˚ has various opportunities ranging from the untapped markets to the increase in subscription for the membership scheme (Ver Ploeg and Wilde, 2018, pp.300-308).  PEST Analysis find that most of the factors are favourable for the companies operating in Hong Kong. According to Li (2018), Hong Kong is one of the largest markets in the world for beverages, foods, processed, frozen gourmet, and fresh products. Being a major trading hub, the industry offers a wide range of opportunities to Best Mart 3600 to efficiently accomplish its objectives (Li, 2018). Therefore, expanding into these markets will increase sales volume significantly.
Furthermore, the advancement in technology offers another opportunity for Best Mart 360˚ since it will be able to adopt online sales and marketing approach which is less costly and more convenient (Ismail and Yusop, 2014, pp.164-178). On the other hand, the business faces a significant threat from its rivals. The two major supermarket chains; Wellcome and ParknShop, which are currently holding the largest share of the Hong Kong grocery market pose the most significant challenge to Best Mart 3600(Ver Ploeg and Wilde, 2018, pp.300-308). 

[bookmark: _Toc11314420]2.2 Internal Environmental Analysis
[bookmark: _Toc11314421]2.2.1 Strengths
The IPO and placing have placed Best Mart 3600 in a competitive pole position with its rivals in the industry since it can now offer a famous brand to the customers. The listing enables the expansion plan to take place effectively and open more markets for the company. Best Mart 3600 has holding 21.6% of total customers. Growth in market share is a clear indication that Best Mart 3600 has the potential to achieve further growth in terms of profit as well as expand to other geographical areas in the period of 3 years. 
Strength of the organisation is the strong brand recognition in which the firm has established a resilient name for overseas pre-packaged leisure foods under the “Best Mart 360˚” that is well known HK (Coresight, 2018). According to Zhang (2015, pp.58-62), strong brand image is a key driver of brand equity and such affects affect consumer perception, attitude, and purchasing behaviours. In regards to this, strong brand image have improved the competitive edge of the company. Another competitive advantage for Best Mart is associated with its ability to provide a wide range of products, where is focuses on selling a mix of house hold-care items, snacks, and beverages (Coresight, 2018). Best Mart 360˚ has maintained the provision of high-quality commodities by ensuring strict quality assurance policies, including compliance with food safety regulations and hygiene standards. Oh, Sohl and Rugman (2014) argues that product diversification in the retail trade sector has a positive effect on business performance. Through diversification, a company is able to quickly learn customer needs and shopping behaviours in order to remain competitive (Oh, Sohl and Rugman, 2014). For these reasons, product diversification strategy constitutes one of the factors contributing to its success. 
[bookmark: _Toc11314422]2.2.2 Weaknesses
The main limitation of Best Mart 360 includes lack of presence in international markets. Since inception in 2013, Best Mart 360 has been focusing on opening many stores in Hong Kong (Business insider, 2018). As at 19 Dec 2018, the company had a total of 85 stores located in 18 districts and offering a wide collection of imported pre-packaged leisure foods and others (Business Insider, 2018). Therefore, lack of international presence has a negative on the revenue realized due to small market share. 
Another weakness of the firm is the lack of fresh products in the commodity mix (Hanner et al., 2015, pp.22-46). The leading supermarket chains and traditional wet markets offer freshly harvested foodstuff, thus giving the customers a variety to choose from. In regards to this, the retailer sells products manufactured by other companies which imply it does not supply fresh products. 

[bookmark: _Toc11314423]2.3 Porter’s Five Forces Analysis for Best Mart 3600
This model is used to evaluate the relationship between a business and its key stakeholders, such as buyers, competitors, and suppliers.
[bookmark: _Toc11314424]2.3.1 Competitive Rivalry
Best Mart 3600 faces significant competition from Wellcome and ParknShop which are offering a variety of food products in the region, these two supermarket chains boast of experience in the HK market and have established a considerable market share (Coresight, 2018). However, Best Mart 3600has laid down a robust marketing approach to enable it to tap in the unreached customers.(Business insider, 2018)It’s favourable.
[bookmark: _Toc11314425]2.3.2 Supplier Power
 	Best Mart 3600 has diversified its sources for merchandise from both local and international suppliers (Coresight 2018). Hong Kong being a dynamic market and a trading hub, companies and customers make purchasing decisions for a vast range of products in China and other parts of the world (Li, 2018). In regards to this, suppliers are not more powerful; whereby, they don’t have a significant influence on the price of the materials or products purchased by Best Mart 3600(Business Insider, 2018). It’s favourable.
[bookmark: _Toc11314426]2.3.3. Buyer Power
Essentially, consumers have an impact on the price, quality, and innovations in regards to the products and services offered by retailers (Dubson and Chakraborty, 2008,pp.333). Not surprisingly, consumers have power of the price; thus, companies supply products based on their expectations. Hence, a significant change in price could influence consumers to shift to low –cost retailers operating in the industry. It is not favourable.
[bookmark: _Toc11314427]2.3.4. Threats of Substitution: 
Best Mart 360 experiences stiff competition from well-established retailers particularly WellCome and Parknshop (Coresight, 2018). As a matter of fact, these companies offer products and services which services the same purpose (Coresight, 2018). In regards to this, there is a threat of substitution especially if the products fail to meet customer needs and expectations. It is not favourable.
[bookmark: _Toc11314428]2.3.5. The Threat of New Entry
Hong Kong retail market is composed of traditional markets, supermarkets, and convenience stores. There are more than 1,300 convenience stores, 100 traditional markets, and 800 supermarkets (Li, 2018). As a matter of fact, there is high threat of new entry which could increase the level of competition. Hence, Best Mart 3600 has to prepare for new entrants into the same line of business as the industry is still growing (Business insider, 2018). It is favourable.
Based on the external (PEST) environmental, internal environment and Five Forces analysis, Hong Kong market are favourable to Best Mart 3600  but it experiences many challenges which has adversely affected its performance that needs to be effectively addressed to enhance success. 

[bookmark: _Toc11314429] Chapter 3: Critical Success Factors for Best Mart 3600
[bookmark: _Toc11083910][bookmark: _Toc11084115][bookmark: _Toc11084190] Best Mart 360 0 should focus on the objective of becoming a leading seller of the snacks at a relatively low price. The objective should be achieved within the next 3 years for snacks. Therefore, Best Mart 360 0 will execute integrated marketing communications using different social media platforms, promotion, public relations, and advertisement will attract many customers. These practices will also help in building strong customer relationships, hence consumer loyalty (Hung, 2013, pp.81-93). The product strategy will include offering high quality snacks, private brand and differentiation healthy snacks where penetration, psychological, and low pricing strategies will be employed.  

[bookmark: _Toc11314430]                                                 Chapter 4: Marketing Strategies
[bookmark: _Toc11314431]4.1 STP Analysis
	The model is instrumental in creating marketing communication plan. To achieve this, marketers capitalises on the framework to develop and deliver relevant and personalised messages to influence the purchasing decisions among the customers (Lopatovska,2015,p.178).
	Segmentation: Best Mart 3600 has segmented its customers for snacks in terms of geography, lifestyles, and demographics. In regards to demographics, the product is designed to meet the expectations of the customers based on variables such as age, sex, education, income, marital status, and profession (Lopatovska, 2015, 179). Simply, the product can be used by different customer groups which imply marketing strategies employed aim to reach all segments (Lopatovska, 2015,p.178).
	Targeting: The Company targets a wide range of customers based on its segments. As a result, both digital and integrated marketing strategies are applied in order to ensure a large number of customers are accessed. The messages are usually informative to educate customers about the benefits of purchasing the products (Kampamba, 2015, p.324).
	Positioning: Best Mart 3600has established its brand image by creating a perception in the mind of customers by associating snacks with high quality. The retailer also employs a marketing approach that makes consumers think that snacks supplied in the market is better than those offered by competitors (Kampamba, 2015, p.324). 
[bookmark: _Toc11314432]4.2 4 P Analysis for the Target Customers
[bookmark: _Toc11314433]4.2.1 Products
Best Mart 3600 offers a broad range of products to its customers as it continues add or modify product lines to expand market share and reach. Some of the product includes: 
Private brand snacks, packaged bakery, miscellaneous food products, confectionery and healthy dried fruits.  Through innovation, Best Smart should ensure products are well designed to meet customer expectations as well as create a competitive edge (Requia, 2014, p.148). For example:
I. Company selects healthy and nutritional prepacked items to make new “Wiselect” private brand from original equipment manufacturer (OEM).(Geyskens et al, 2018,pp487-496) It avoids direct competition to other retailers regarding to same product brand.  
II. Super value snack mixed package is packed different types of snack for sales in sometimes. It can be packed some small pack of nuts, dried fruit and chip for anyone’s snack in School, Office, tour or home. It provides convenient to customers and tourists (Poelman et al,2019, pp143-168).
III. Seasonal special package is related to special events or festivals of products. The product can be printed the farewell blessing words and ideas relating to special events or festivals.  For example, some snack products revise design related to “soccer game” during world cup 2022 game’s period. It is creating festive atmosphere for attract customers (Mason and Paggiaro,2012, pp1329-1336).
IV. Company provides on line “live customer service” for product information enquiry or company service through mobile app or webpage. The social media through company app to receive new instruments in order to improve their customer engagement and increase company services level (Moreno-Munoz et al, 2016, pp1611-1616).
V. It will be any purchase total amount is over HKD $700 for free delivery service in order to ensure profitable to company service provided (Köhler and Haferkamp, 2019, pp.67-74).

[bookmark: _Toc11314434]4.2. 2 Place
Best Mart 3600 offers most of its products at all stores across the country and can be used by the mobile apps and company websites to reach customers (Business Insider, 2017).  Many customers who access the internet and technology will purchase snacks without necessarily moving to the stores hence improving reputation and market reach (Khan, 2016,pp. 19-22). For example:
I. Mobile apps or websites allow consumers to conveniently place their orders online and delivery service within Hong Kong(Yeo, Goh and Rezaei, 2017.pp. 150-162). It costs effective to enlarges channels to allow customer purchasing at anytime and anywhere
II. On-line order can allows customer to select one of the listed stores to pick up. It allows customer to choose near store to pick up the goods(Shi, X., Dong, C. and Cheng, T.C.E., 2018, pp.134-145.).

[bookmark: _Toc11314435]4.2.3 Promotions
Best Mart 360 has established a membership scheme with over 1 million customers which have helped in creating healthy relationships with customers (Business Insider, 2018). The technique has been instrumental in the development of resilient brand recognition for Best Mart 3600. Moreover, the existing marketing mix can be associated with the massive capture of the market share with the company curving out 21.6% of the total sales in the industry (Business Insider, 2018). Nevertheless, there should also be market research to establish which sector of the population has not been served to tap in these new areas.
I. Seasonal special price package is related the event of festival for promotion. It is creating festive atmosphere for attract new customers(Mason and Paggiaro,2012,pp1329-1336).
II. New private label “Wiselect” will be packed healthy and good quality snack mixed pack is marked very attractive price. It advertises the imagery, brand, nutritional content that results in trust and repeat purchasing.(Geyskens et al, 2018,pp487-496)
[bookmark: _Toc11314436]4.2.4 Price
Best Mart 3600 uses economy pricing strategy whereby its products are offered at a bare minimum in order to make a small profit. Due to the competitive nature of the industry, performance of the company can improve if penetration and psychological pricing strategies are used. According to Deshpande (2018, pp. 75-79), the strategy will help Best Mart 360 0 to maintain its market share and enter new markets. For example:
I.	Super value snack mixed pack is marked at competitive price. It is packed different types of snack for sales in sometimes .It makes loyalty to customers who will repurchase and may look for more items from company(Poelman et al,2019,pp143-168). 
II.	 Seasonal special price package is related the event of festival for party or gathering with lower price. It is great value and is creating festive atmosphere for attract new customers (Poelman et al, 2019, pp143-168).


[bookmark: _Toc11314437]Chapter 5: Recommendations
From the case study, it is evident that the company has numerous opportunities for expansion and therefore, has to come up with measures to take advantage of these changes and expands its operations and market share. Some of the recommendations that can be developed by the company include the following:
1. The firm should adopt e-commerce and ensure that it intensifies its online presence to enhance customer engagement and increase sales volume. According to Khan (2016,pp.19-22), e-commerce will inherently help the company to achieve success due to increase in revenue, reduced operation and maintenance costs, improved customer loyalty, increased speed of selling process, and improved internal and external communication. Therefore, this approach will enhance the competitive edge of Best Mart 360 0 hence improving the overall performance. 
2. The Best Mart 3600 also needs to tap into the international markets primarily in the neighbouring countries from which it sources the merchandise to diversify its customer base and minimise risks associated with market failure. Expanding its operations into developing economies will increase firm’s access to a large customer base (Miao, 2019,pp. 1-10). Aggressive marketing practices should be used alongside internationalization in order to create a positive impression and favourably compete with local retailers. 
3. The business should develop more product line, including frees farm produce to cater to the customer category that prefers this group of commodities. Product diversification will indeed enable the company to expand its customer base (Qiu, 2014, pp.86-107). In regards to this, Best Mart should capitalize on research and development to ensure all customers’ needs and expectations are adequately met. 
4. .Organization is recommended to use internet analytics such as Google analytics which  monitor all channels to find the number of website viewed, mobile app click rates or social media viewed number)  of   marketing affords (Google, 2019). Company may need to modify the marketing plan regarding to any underperforming channel. The outperforming channel creates great value for company.


[bookmark: _Toc11314438]Chapter 6: Conclusion
In summary, Best Mart 3600 has made a significant step in penetrating the market that had been dominated by supermarket chains for decades. Its decision to go public has supported its efforts to create a resilient brand since the listing in the HKSEx provides a chance for many investors to view the performance of the firm. Despite these strengths, Best Mart 3600 also faces significant completion from other established players such as 759 Store, Welcome, and ParknShop. Lastly, the organisation has employed the best marketing mix, which has earned it a 21.6% market share. However, the company still needs to expand its customer base and product line to ensure a sustainable competitive advantage in the future.
[bookmark: _Toc11314439]
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