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[bookmark: _Toc67855372]Executive Summary
A Japanese retail chain store named "DON DON DONKi" (the Store) would like to expand its retail business in Hong Kong. However, the local market is already to have several supermarket operators seized part of the market share. Among them, ParknShop and Wellcome, two traditional supermarkets, have accounted for 70% market. Besides, other Japanese department stores and their supermarket sector also sell the same products.
According to data, the total retail sales value in 2020 will fall, but supermarket sales value has risen by 26.5% against the market trend. However, due to factors such as the Hong Kong supermarket industry's near-saturation and consumer's shift to online shopping, supermarkets will face intense competition (HKET, 2020). No matter what the Store has faced on different opponents, they are still determined to take advantage of its unique retail concept, "Japanese brand speciality store" (PPIH, 2020a), and Hong Kong consumers' desire Japanese-style goods. They have opened the first store in mid-2019 in Tsim Sha Tsui and opened another six outlets in just two years(2019-2020). Faced with this success, they decided to open more stores in Hong Kong. 
The project idea is to conduct a feasibility study report to predict the Store's positioning on the relevant market in competition and establish new branches in a suitable area to obtain the most potential customer and gain market share in the supermarket sector in Hong Kong. 

[bookmark: _Toc67855373]Chapter one: Introduction
1.1 [bookmark: _Toc67855374]Company Background
DON DON DONKI is a Japanese discount chain store operated by PPIH, and the Hong Kong business is owned or maintained by PAN PACIFIC RETAIL MANAGEMENT (HONG KONG) CO., LIMITED. In 2019, DON DON DONKI entered the Hong Kong retail market and recorded a substantial income of approximately 591.81 million yen (Results for December 2020)(PPIH, 2021a). The PPIH group decided to expand as a "Japanese Brand Specialty Store" in the local market, and it has a plan to open 24 outlets before 2024 in Hong Kong(PPIH 2021b). Now a day the Store is already to have six stores in Hong Kong. PPIH group goal is to increase the overseas sales ratio from the current approximately 6.8% to at least 8% in the 2021 fiscal year. The percentage of operating profit should be higher than the current at around 4.0%. To achieve the long-term goal of overseas sales of 1 trillion yen, the group intend to expand the overseas business vigorously (PPIH, 2020).

When Hong Kong already has different types of Japanese supermarkets to sell food grocery product, the competitors such as AEON, SOGO, YATA and C!ty'supers, although operating a supermarket business in Hong Kong is very competitive. However, DON DON DONKI is trying to expand its "Japanese brand store" business model to the Hong Kong market. PPIH has studied each local competitor's situation and developed a strategy to clarify that the Store is taking customers away. The company intentionally assumes that multiple business participants in various retail sub-sectors are its competitors and constantly devises ways to increase its market share.


1.2 [bookmark: _Toc67855375]Project Aims and Objective
This project aims to provide further analysis on making the DON DONKI remain competitive while the company first implements their business strategy into the Hong Kong local market. Maintain customer loyalty is vital for a successful business in the long run. And there strongly correlation between the shop location and customer shopping intention to obtain customer loyalty. Therefore, this project will further examine different shop's location feasibility that might positively or negatively impact customer satisfaction and eventually get more customer as the final objective.
These project objectives help the target company predict the potential distract to open a new outlet and determine the potential competitor in the same district. And provide strategies to increase the market share in the Japanese supermarket business. When meeting with the objective, The project can suggest the Store select a suitable place to set up the Outlet and avoid open the shop with a competitor in the same district. We have indicated the Store open an iconic or flagship store instead of opening many outlets.
1.3 [bookmark: _Toc67855376]Problems Definition
Hong Kong is already to have various supermarkets and department stores in the local market. Under the high competition, this retail business sector as a whole can only have a slight profit increase from 2019 to 2020 (C&SD, 2020). Don Don Donki opened the first Outlet in 2019, and up to 2020, they have seven outlets in Hong Kong. It still wants to continue expanding its business in the local market and targeting open 24 stores in total before 2024 (Coconuts Hong Kong, 2021). In that mass expansion, it must be facing the following challenge. The major problem is the Store decided to open a mass number of outlets, and they need to hunt for a suitable location to fulfil the requirement on the sales floor space to display the various goods. When the company found a suitable place, they need to consider nearby competitors bring the competition. After entering the local market, increasing and sustaining the market share in long-term strategic is challenging.

1.4 [bookmark: _Toc67855377]Research Methodology
The aim of this study was three stages. The first stage is the business analysis by investigating Don Don Donki company background to understand their business model and study their annual report and financial report between 2015 - 2021 Q1 to determine their critical business issues in the overseas market. The second stage is secondary data research on Hong Kong economic situation by studying the Census and Statistics Department's statistical report to figure out the retail sales in the supermarket sector and report on the population to determine the potential area for open a new shop. The third stage is a literature review of the journal and news report to support our recommendation aggregation. After the data research, three analysis model will be applying for our study. First, the PESTEL model analyses and monitors the macro-environmental factors affected by Store performance (Francis Jo., 1967). Second, The SWOT Analysis identifies core competencies, identifies weaknesses, explores opportunities, and recognises potential threats (MindTool, 2021) to understand its position on encouraging ideas and decision-making on strategic planning. Third, Porter's Five Forces used as a consultancy framework for strategic planning on understanding the competitive forces and their underlying issues, reveals the roots of the market and provide a framework for anticipating and influencing competition (Porter, 1980).


[bookmark: _Toc67855378]Chapter Two: Analysis and Discussion
2.1 [bookmark: _Toc67855379]PESTEL Analysis
Economic Factors
The retail sale market in Hong Kong began to decline -26.4 in 2019. And affected by the epidemic, the retail Value had continued to decrease to -46.70% in 2020. In 2021, the fell has shrunk to -14% (Trading Economics, 2021). The Value of retail sales for supermarkets and supermarket sections of department stores from 2015 to 2020. The data showed the year 2018 sales value compared with 2019. The supermarkets and supermarket sections of department stores are -0.13% (C&SD, 2020) and compare with 2019-2020. It is affected by the epidemic, and the people stay home for epidemic prevention to drive sales increase to 11.37%. But the company must concentrate on the post-COVID-19 era to plan actions to protect and ensure business continuity and strengthen finance. As consumers expect the epidemic's impact to continue for a more extended period, they have begun to consider their future financial conditions and more rigorously use their money.
	Table 1. Value of retail sales by type of retail Outlet (Supermarkets and supermarket sections of department stores)
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	Source: Census and Statistics Department (2021a)


And another factor is the rental cost. Table 1 shows the average rents in Hong Kong, Kowloon and New Territories. The average rents are increasing from 2016 to 2019 and fell in 2020 due to the epidemic's impact (Robert S. 2020). According to Savills' analysis, the 40 shopping malls surveyed' overall vacancy rate has increased significantly from 2% in September 2018 before the emergence of social unrest and Covid-19 to 7% in September this year. Street shops and shopping malls that focus on tourist markets inevitably have higher vacancy rates, while shopping malls in the New Territories have the highest vacancy rates, reaching up to 12%. Savills also pointed out that shopping malls favoured by mainland tourists such as Harbour City, Times Square and New Town Plaza have a high vacancy rate of over 10%.
[image: ]Table 2 shows the flat size of each Store and the approximate rents. The Store lease shopping centre connected units, four floors of a shopping centre and basement opened as branches and cost 1.3 million to 3.2 million rents. According to this table, we can forecast the cost of leasing in future expansion.
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Technological Factor
Nowadays, most supermarket or department stores have developed and introduce online shopping with a home delivery service. Figure 1 shows that 73% of consumers have used online channels as frequently or more often than before to buy groceries, and 84% will continue to purchase the product online. And 97% of consumers likely to continue using online channels to buy groceries, either going to the physical shop (KPMG, 2020). It means that consumers seem to like to have a convenience service to enjoy shopping behaviour and reduce physical stores' demand. 
	Figure 1. Consumers use online channels for retail purchases
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	Source: KPMG International (2020)


Figure 2 shows the revenue in the eCommerce market and the users between 2017 to 2025. The data showed each sector of retail revenue has increase year by year. This future growth rate can attract the retailer to establish the O2O (Online-to-Offline) business model to retain its customers to raise their attention on products and services. 




	Figure 2. the eCommerce Revenue forecast in Hong Kong
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	Source: Statista (2020)


In the PESTEL Analysis, economic and technological factors affect the retail industry, including the supermarket sector. From the perspective of the retail economy, supermarkets have always been an indispensable retail industry. No matter how the retail industry is in recession, consumers still have a great demand for consumer goods, which is still profitable from the market. Besides, technical factors also bring out the importance of e-commerce. As many consumers are accustomed to moving to online platforms, retailers must simultaneously open physical stores and online stores.
[bookmark: _Toc67855380]2.2 SWOT Analysis
Strengths
· High brand identity: Don Quijote is a very famous Japanese discount chain store in Japan and now named in Hong Kong as DON DON DONKI to expand the business. The brand effect has penetrated the consumer group.
· Confidence in goods of origin: The store promise all of the selling product imported from the Japan suppliers
· Less bargaining power of suppliers: The head office is responsible for product procurement can reduce the bargaining between the Store and suppliers.

Weaknesses
· Rely on bigger gross usable floor space: The Store has a thousand type product. It relies on a substantial useable area to display the product cabinet and consumers pathway. 
· Higher rental cost: A high cost on rental property for the outlets.
· Rely on import the product from Japan: All product imported from Japan. If the source has a problem, it will cause a shortage of supply and affect consumer desire.
· The high cost of transportation: A high cost of transporting the product from Japan.
Opportunities
· Be a pure Japanese product outlet: Stay at the CEO said "Pure Japan" concept to maintain the Store strategy  
· Adopt O2O service: This an excellent timing to implement the O2O service of alternative service for the consumer to increase sales revenue.
· Easy to hire an employee: High unemployment Rate for easy hire employees on some position like cashier and tally. 
 Threats
· Cloning the business model: The business model similar to a supermarket is easy to copy.
· High competition: the competitors are selling the same products or making a theme of selling Japanese products.
· Price competition: Product price will be more competitive between each competitor sell the equivalent products
· Consumer behaviour shift to O2O: Most consumers will use online shopping platforms to purchase the product.
In the SWOT analysis, we found out the strengths and weaknesses that the company encountered in developing the local market. While grasping the opportunities to build the business, the company must always pay attention to competitors' threats to formulate strategies to prevent them.


[bookmark: _Toc67855381]2.3 Porter's Five Force
Intensity of competitive rivalry:
This element describes the number of competitors in a similar business that can affect the industry's competitiveness. Based on the number of Japanese Supermarket (12 of YATA, 11 of AEON, 4 of City' Super, 3 of APITA, 2 of SOGO) (Statista, 2020), it is affected the following elements on product category and product price. These two-element are the basis of competitive advantage.
Threat from new entrants:
This element indicates the ease of entering new businesses in an industry. But Japanese Supermarket is not a new business model in Hong Kong. DON DON DONKI copy Japan's business model on to globalisation in 2017 (Don Quijote, 2021) to gain overseas revenue. For some regions, DON DON DONKI is a new business model that can easily take over the market share with fewer competitors. Although entry to Hong Kong has a competitive advantage, the DON DON DONKI model can gains revenues for a short time without any fear.
Bargaining power of buyers:
Because the head office will handle the procurement process, the Hong Kong operator can focus on prices and provide related services. In this way, consumers are easily attracted to consumption by associated factors. 
Bargaining power of suppliers:
The Head office will handle the procurement process and bargain with suppliers. Hong Kong suppliers will limit providing material for DON DON DONKI. Suppliers can easily turn to offer similar products to related competitors. As a result, consumers can buy the same products elsewhere.
Threat of substitutes:
Because the product sold by DON DON DONKI has other similar substitutes on the market, consumers easily purchase the equivalent products from different competitors. Generally, the substitutions have divided into higher-quality products sold at the same price or sold at a lower price.  DON DON DONKI products are easy to be replaced.
Porter's Five Forces strategies found that DON DON DONKI is not a new supermarket model and faces other competitors selling substitute products in the market. But DON DON DONKI can still gain advantages from product quality and origin to attract consumer support, and Hong Kong consumers are knowledgeable and informed about Japanese products. So DON DON DONKI has regarded the city as a considerable facilitator of new investments or ventures from Japan (InvestHK, 2020).
2 [bookmark: _Toc67855298][bookmark: _Toc67855334][bookmark: _Toc67855382]
2.3 [bookmark: _Toc67855299][bookmark: _Toc67855335][bookmark: _Toc67855383]
2.4 [bookmark: _Toc67855384]Market Feasibility Study
[bookmark: _Toc67855385]2.4.1 Relevant Market
In Hong Kong, the Consumer Council divided the retail market into two relevant markets "one-stop shopping" and "secondary shopping" (Consumer Council, 2013a). One-stop shopping means consumers are carrying out purchasing for the household's grocery periodically in a single trip within the same shop, like large chain supermarkets, medium-sized grocery stores, discount stores selling all kinds of goods, and markets. In the retail market for "one-stop shopping", the average shop floor size is over 15,000 square feet. And secondary shopping is typically distinguished by a lower average basket spend or by the consumers needed immediately, such as convenience stores, personal care product chain stores and independent pharmacies. And "secondary shopping" where shop floor size is less than 3,000 square feet (Consumer Council, 2013b).  
A survey pointed out that supermarket chains provide 60% of food and nearly 39% of grocery products. They adopt a "one-stop" retail model, with a complete supply chain to deliver goods to the store. It can give consumers an ideal shopping experience that is readily available and no shortage of goods. Also, chain supermarkets have large stores area can provide different types of goods. Consumers can find all the necessities they want to buy without going to other retail stores, which is highly convenient. The interviewee pointed out that when purchasing household food, 60.36% of respondents answered that it was a supermarket, 28.79% chose a market, 3.82% chose a small grocery chain, and the remaining 7.03% chose convenience stores and speciality food stores. As for purchasing general daily necessities, more than half of the respondents patronise personal care product chain stores (25.76%) or pharmacies (26.8%), while only (38.51%) in supermarkets (Consumer Council, 2013c).

According to DON DON DONKI business type and product categories, we can define him as a One-stop shopping retail market. They have a large area of stores, and the products sold in the store are also diversified. The products include fresh meat, fruits, cooked food, snacks, personal care and household goods. Consumers can purchase the necessary goods in the same store. If based on the respondents' purchase intentions, DON DON DONKI can gain the market on household food (60.36%) and general daily necessities (38.51%) market share.
[bookmark: _Toc67855386]2.4.2 Market Environment and Competition
When DON DON DONKI defined as a One-stop shopping, the Store competitors can be large chain supermarkets, medium-sized grocery stores and discount stores selling all kinds of goods. Suppose the Store mainly focuses on a similar business model. The supermarket will be their highest potential competitor and not yet counted other Japanese supermarkets. The two major supermarket chains (Wellcom and ParknShop) occupy around 70% of the market share (Alicia & Chris 2018). 
Figure 4 shows the number of stores of supermarket chains in Hong Kong. The data proved Wellcome and ParknShop are leading the supermarket's market share, but both are traditional supermarkets. They are base on consumer needs to define product category and life cycle so that the product renewal is slower and will not act rashly to introduce a new product in the shop.
	Figure 4. Number of stores of the leading supermarket chains in Hong Kong as of 2019 
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	Source:  Statista (2021)



Although the two major supermarkets have a significant advantage in the number of stores, they both sell some daily necessities. Look at the category of product and origin. DON DON DONKI's direct competitor will be a local Japanese supermarket, such as YATA, AEON Store, City'Super, APITA, Sogo and UNY (HKET, 2020). 
Table 4 shows the comparison of each supermarket by product category. From the comparison, most of the rivals sell similar products with DON DON DONKI, and the only difference may be online stores and delivery services. If the Store wants to win the market share, the winning points can be the quantity, quality, origin and price of the product.
[image: ]This section has found out the Store facing different competitors in Hong Kong selling similar products. In such circumstances, they must identify the Store in a different location to attract their potential consumers. Speciality, the Store has to ensure that all products are made in Japan and offer genuine Japanese products to maintain its fundamental principle: "Pure Japan" (Mitsuyoshi, 2020).


[bookmark: _Toc67855387]2.4.3 Location Strategy
The location strategy of retail chain stores is an essential factor in the formation of competition, the retail industry's development by market-led and the geographic locations of shopping malls and retail stores.  As supermarket stores' space requirement is about 15000ft2, general ground-level stores may not meet the criteria, so the shopping mall is a majority choice for the outlet setup. In Hong Kong, most shopping malls owned by multiple real estate developers, such as Sun Hung Kai Properties, Cheung Kong Holdings, New World Development, MTR Corporation, Link Real Estate Investment Trust, etc. (Wikipedia 2021). Among them, The Link Real Estate Investment Trust ("The Link") have approximately 11 million square feet of internal floor area built in the mall for retail purposes in their property portfolio (Link REIT, 2021).
Table 5 have summarised the 18 district population and economically active in Hong Kong. We recommend that DON DON DONKI give priority to the development of business in the district in terms of the people and the number of people engaged in economic activities in each community, like Eastern District, Kwun Tong, Kwai Tsing, Yuen Long, and Sha Tin have around 500 to 680 thousand population to generate massive consumers. A survey of household shopping behaviour by the Planning Department in 2005 found that 95.2% of consumers typically purchase the product in their district, and 68.7% are patronising the stores near the residence with 10mins walking distance. (Planning Department, 2005). Take the Eastern District as an example. There is among 500 thousand population with one Outlet located in Siu Sai Wan. Still, the outlet address is not close to public transportation, and consumers need to spend travelling time to reach the Outlet due to the wide range of district area. So DON DON DONKI can open one more store in the same place as North Point to serve more consumers in the same district. And this example also can apply to Central & Western and Kwai Tsing and Tsuen Wan. In the meantime, Kwun Tong, Sha Tin, Yuen Long, and North do not yet have any outlets, so those are prioritised for expansion.






[image: ]
In the future, Hong Kong will have overall 468 large housing estates and urban renewal projects completed (Rating and Valuation Department, 2021a). We suggest that DON DON DONKI can discuss cooperation plans with developers to take the lead in renting large shops for opening new branches. If the Store can make a bundled leasing arrangement with the developer, they will enjoy a substantial price advantage.


[bookmark: _Toc67855388]2.4.4 Strategies planning
In strategic planning, apply the strategic drift concept to avoid losing competitive advantage under the high competition environment (Spencer K., 2019). In the beginning, DON DON DONKI initial competitors were mainly Japanese supermarkets or department stores. If they are finally planning to open an outlet in multiple districts, the competitors will include the traditional supermarkets. Customers in the same area have become accustomed to specific consumption patterns, price comparisons, and product diversification. How to attract consumers to patronise their outlets and retain the customers' sustainability is significant strategy planning.

	Figure 5. Four Phase of Strategic drift
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	Source: Johnson, G., Scholes, R., & Whittington, R. (2005)



Phase 1 -Incremental Change
The Store must monitor the local economy's changes, technology on sale and marketing, and consumer demand on product needs. When the change was happening, the Store must make incremental change and remain in touch with the environment. 
Phase 2 – Strategic Drift
When the external environment changes faster than the internal change, the strategic drift will happen at this phase. Usually, the financial performance will decline by internal issues such as whether the product no longer attracts customers, whether the price is too high, etc. In this phase, the management team must react faster to draw back the discrepancy in product and consumer demands. 
Phase 3 -  FLUX
When the FLUX phase is happening, The Store needs to select the right choice management team to identify consumer needs and formulating a change management strategy. Since the change takes time, but the environmental change is accelerating, if the manager is hesitant and not decisive, it will eventually lead to failure.
Phase 4 – Transformational Change or Death
When the Store has applied the change, consumers' intentions and income results will reflect success or failure. If the change management strategy is successful, the Store can maintain customer loyalty and keep the product more diversified to meet consumer needs. 
[bookmark: _Toc67855389]Chapter Three: Recommendations & Conclusion
[bookmark: _Toc67855390]3.1 Recommendations
This report found the economic and technological factor in PESTEL affecting the retail business on sale value and consumer behaviour. We suggest the Store must monitor the economic change in pre-pandemic times caused by the unemployment rate increase, and wage cuts will affect consumer sentiment, which will affect overall sales revenue. In terms of technological, online shopping is a trend, and consumers have accustomed to this shopping model. Therefore, DON DON DONKI needs to provide preferential prices to attract consumers and develop an online shopping platform to provide consumers with an additional shopping method. In SWOT found the threat on DON DON DONKI business is not a new market. Most of the competitors are selling the same products or making a theme of selling Japanese products and facing price competition. The Store must hold fast on their market position aim on "Japanese Brand Specialty Store" to facilitate their consumers to retain the consumers' loyalty.
In general, physical stores in supermarkets are still important. Consumers are willing to go to physical stores to hunt for the products they want to buy and make comparisons on the different shop. However, the physical stores of DON DON DONKI have certain requirements for the area and scale. The general ground-level stores in Hong Kong may not meet the criteria so that DON DON DONKI can find suitable locations from shopping malls. Therefore, we suggest that they can be the first to cooperate with major developers to open branches in the future newly built property malls and seize the opportunity to some large retail stores that have closed and freeing up ample space. After selecting the suititble location, they need to conecert when the competitors are already entering various regions. DON DON DONKI still decides to open a branch in the same district. We suggest that they choose to locate the shop in another location in the same community to avoid direct competition, and instead open in a new area to build the advantage.

[bookmark: _Toc67855391]3.2 Conclusion
Inside the competitive environment and conditions need to be effectively evaluated, and all information is relied on reflecting the consumer's market information, consumer behaviour and preferences. The pattern of consumer behaviour will change with the business environment, technological development and demographic factors. Therefore, the concerns raised in previous studies need to be re-examined and re-act faster than the change to plan strategies simultaneously to prevent failure. To save the business, KPIs are a practical and effective way of measuring business performance to let DON DON DONKI maintain its unique business strategy to retain its consumers and enhance competitiveness.
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Month (HKSMn)

1 2 3 4 5 6 7 8 9 10 11 12 Total | YoY

2017 | 5,756 | 4,214 | 4,478 | 4,467 | 4,917 | 4,764 | 4,925 | 5,061 | 5,040 | 5,026 | 4,801 | 4,955 | 58,404 | N/A

2018 | 4,923 | 5,220 | 4,622 | 4,546 | 5,089 | 4,872 | 4,990 | 5,099 | 5,242 | 4,962 | 4,807 | 5,074 | 59,446 | 1.78

2019 | 5,428 | 4,800 | 4,777 | 4,549 | 5,020 | 4,899 | 4,962 | 5,134 | 5,005 | 4,945 | 4,885 | 4,963 | 59,367 | -0.13

2020 | 5,995 | 5,357 | 5,544 | 5,328 | 5,400 | 5,348 | 6,157 | 5,832 | 5,344 | 5,206 | 5,005 | 5,596 | 66,112 | 11.36
11.60 | 16.06 | 17.12 | 7.57 | 9.17 | 24.08 | 13.60 | 6.77 | 5.28 | 2.46 | 12.75 | 1045
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Table 2. Private retail — Average rents and price 2016- 2020

Rents
($/ m2 per month )
Hong Kong Kowloon New Territories
2016 1499 1338 1300
2017 1518 1396 1325
2018 1533 1429 1351
2019 1533 1395 1352
2020 1204 1129 1182

Source: Rating and Valuation Department (202 1a, 2021b)
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Table 3. the flat size of the Store in Hong Kong

1% Store 24 Store 3" Store 4™ Store
Opening Jul 2019 Dec 2019 Jul 2020 Oct 2020
Location Tsim Sha Tsui Tsuen Wan Causeway Bay | Central
Shop flat size 15,000 fi? 26,683 ft? 27,674 ft? 12,015 fi?
Rent 1.9 million 3.2 million 2.9 million 1.3 million
(approximately)

5™ Store 6™ Store 7" Store 8" Store
Opening Nov 2020 Dec 2020 Feb 2021 Mid 2021
Location Tseung Kwan O | The Peak Siu Sai Wan Tsuen Man
Shop flat size 16,570 i 2,142 f? 20,279 ft?
Rent 1.8 million 2.3 hundred 2.1 million
(approximately) thousand

Source: Zakumo (2021)
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Grocry retailers that provide strong online experiences have captured
market share while physical-only retailers are clearly losing out.
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Revenue in the eCommerce market
in million US$ (Hong Kong)
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Source: Statista (Forecast adjusted for expected impact of COVID-19), November 2020
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Table 4. Comparison of each supermarket by product category 2020

Snacks | Foodand | Personal | Household | Frozen | Fruitsand | Online | Delivery

beverages | care goods Meat | vegetables | Shop | Service
DON DON v v v v v v
DONKIT

Tapanese Supermarket
S0GO 7 7 7 v 7 7 7
YATA 7 7 7 7 7 7 7
AEON 7 7 7 7 7 7 7 7
APTIA UNY 7 7 7 7 7 7 7 7
CITY'SUPER v v v v v v v
Traditional Supermarket

Wellcome v v v v v v v v
ParknShop v v v v v v v v
U Select v v v v v
DCH Food Mart | ¥ v v v v

Source: Own experimental data.

DON DON DONK]

AEOD

SOGO: hitps://www.sogo.com.hk
CITY'SUPER: https://online.citysuper.com.hk/pages/store-locator

https://www.dondondonki.com/hk/
https://www.aeonstores.com.hk/shop_info
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Table 5. 18 district population with economically active and existing Outlet.
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S | g0 | s | el | WesemDisine | Cio'Super
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Source: Population: Census and Statistcs Department (20215)
Existing Outlet: DON DON DONKI HK (2021
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APPENDIX GA36d
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L 7 ASSESSMENT SPECIFICATION

Student name: HOKIN FAI Student ID number: | 2019946
Programme: MBA
Module: Leading and Managing Projects
" Contribution 0 5oy
Module code: HKBM7010 o Modulg | 80%
Assessment (%):
Lecturer: Dr. Joe Leung Internal Verifier: Dr. Poon Che Cheong
Assignment Title: | Assignment 2 Word  count (or | « 4,000 words
+ Aproject report equivalent): (consultancy project
report)
Submission « 12 April 2021 (4,000 | Retum  date  of |« 3 May 2021
deadiine: words essay) provisional marks &
written feedback:
e — ‘Al written assessments, where practical and possible, must be submitted via
5 Tumitin unless otherwise instructed by the Lecturer. (Please DO NOT put this
method:
assessment specification into Turnitin or it will match many similarities with
other students’ submissions.)
Alternative submission method (if applicable):
Late submission of the assessment will result in a late penalty mark.
Penalties for late submission: Up to one week late, maximum mark of 50%
Over one week late, 0%. Only the Extenuating Circumstances Panel may
approve a change to submission dates,
Academic Academic honesty is required. In the main body of your submission you must
honesty / give credit to authors on whose research and ideas your work is based.
referencing: Append to your submission a reference list that indicates the books, articles,

etc. that you have used, cited or quoted in order to complete this assessment
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