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1. Introduction
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2. Company Background ~ History

1978 -Mr. Kwok Siu-Ming and his wife started the "Sa Sa" 

cosmetics retail business in Hong Kong.

1990 -First “Sa Sa” standalone shop opened.

1997 -Sa Sa was listed on the Main Board of the Hong Kong.

1997 -First stores in Macau, Taiwan region and Singapore.

2000 -First store in Malaysia.

2000 -Launch of Sasa.com to offer online shopping.

2005 -First store in Shanghai, Mainland China.

2011 -The Group’s 200th store in Asia.

2017 -Launched on WeChat, Tmall Global, Koala and Xiaohongshu.

2021 -Revamped shopping website and mobile app.
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(Sa Sa International Holdings Limited, 2022) 



2. Company Background ~ Core Business Operations & Strategy

Shops (183):

⚫ Hong Kong (72)

⚫ Macao (9)

⚫ Mainland China (35)

⚫ Malaysia (68)
⚫ Taiwan (discontinued)

➢ Self-service Shopping

Beauty Products:

⚫ Cosmetics

⚫ Personal Care

⚫ Skin Care 

⚫ Fragrance

⚫ Hair Care

⚫ Body Care

⚫ Skin Care Device

⚫ Health Supplements

◆ Over 600 international brands

◆ Over 180 own brands 

◆ Over 120 exclusive brands

◼ Price range from $1 to $5,000

Channel On-line Sales:

⚫ Website

⚫ Mobile Apps

⚫ Third-party Platforms

Supplies:

⚫ Parallel Imports 

(low price)

⚫ Exclusive Brands

⚫ Local Supplies
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(Sa Sa International Holdings Limited, 2022 & 2024) 

(Chaoying and Xiao, 2010) 
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3. Environmental Analysis of Sa Sa International

3.1 Ten-year Financial and Operation Summary - Overall

Highest Turnover:

2014-15 HK$84 billion

Highest Profit:

2013-14 HK$9.3 billion

Lowest Turnover:

2020-21 HK$30 billion

-64% (compared to the highest)

Loss:

2019-2020 HK$5.2 billion

(Sa Sa International Holdings Limited, 2022) 
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3. Environmental Analysis of Sa Sa International

3.1 Ten-year Financial and Operation Summary – New Trend & Hong Kong

(Sa Sa International Holdings Limited, 2024) 
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3. Environmental Analysis of Sa Sa International

3.1 Ten-year Financial and Operation Summary - Retail Outlets

Correlation Coefficients

Turnover

Turnover 1

Total Visitor Arrival 0.93

Visitor Arrival from Mainland China 0.93

(as at 30 Sep 2023)

HK Tourism
Recovered to 70% (of pre-pandemic levels)

Hong Kong and Macau 

Impacted by 

Tourists from Mainland China
Recovered to 46% (of Pre-Covid)

Tourist sales mix 49%

Pre-pandemic period 74%

31.4% of 

stores closed

(Sa Sa International Holdings Limited, 2022 & 2024) 

(Statista, 2024)  

(Schober, Boer, and Schwarte, 2018, p.1763) (Appendix)  
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3. Environmental Analysis of Sa Sa International

3.1 Ten-year Financial and Operation Summary – Online Sales

Online Sales: 

13.9%
Pre-Covid: 4.8% only

Mainland China:

53.5%
of the Group’s total 

online sales
(Sa Sa International Holdings Limited, 2024) 



3. Environmental Analysis of Sa Sa International

3.2 General External

Environment Analysis

1 0

Economic Factor

• Economic Recession

• Hong Kong Retail Sales: local 
consumption is affected by revenge 

travelling behaviour.

• Tourists from Mainland China: not 
increased as rapidly as expected; 
not replicating the consumption 

patterns.

3.3 Task Environment Analysis

Competitors & New Entrants

• Fierce competition: Bonjour Holdings (1991) & 
Colourmix (2004) 

• Aster Cosmetic Centre, Angel Beauty Bar, 
Watson’s, and Mannings

• Large numbers of mid-and high-end foreign 
brands - sales counters in local department stores 
and shopping malls, e.g. Harvey Nichols

• Sephora (2019) and Matsumoto Kiyoshi (2022)

Customers & Buyers

• Online Shopping

(Cheng, 2023) 

(Hong Kong Trade Development Council Research, 2023) 

(Chaileedo, 2023) 



4. Evaluation of 
Change Necessity

• Profit 

• Crisis

• Opportunity

• Technology

1 1



Blue Ocean Strategy - a business theory

a blue ocean - "uncontested market space" 

a red ocean - competing with similar companies
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Source of photo: https://bernardmarr.com/what-is-blue-ocean-strategy-and-how-can-you-create-one/

(Kim and Mauborgne, 2004)  (Appendix)  

What is Blue Ocean Strategy? (youtube.com)

https://www.youtube.com/clip/UgkxMvi-7eooAIMCyocJsjmhgUMR30vHH5Y4


5. Organizational Change 

1. Technology Applications in Physical Stores

2. Optimization and Innovation in the Online 

Shopping Platform

1 3

(Leung, 2024) 
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6. Conclusion

1.

2.

3.

4.
(Schein, 2019) 



7. Recommendation
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1. Investing in technology: vital for long-term sustainability and lead to 

operational efficiencies.

2. Blue Ocean–New market strategy: creating a new market space and 

making the competition irrelevant, such as Men’s Corner with AI 

Make-up Expert. (The Chinese Manufacturers’ Association of Hong Kong, 2021) 

3. Customer Orientation: customers’ need; diversifying products and 

balancing costs with a mix of parallel imports and standard 

wholesale pricing; organic and mineral-based skincare, as well as 

introducing Israeli high-tech beauty devices; demonstrating products, 

especially for less-known brands; innovative and health-conscious 

beauty solutions

4. Offline Sales: Upgrading stores instead of expanding the number of 

stores; Specialized expertise - knowledgeable in specific area, e.g. 

Make-up expert, Beauty device expert, Essential oil expert, etc.



8. Appendix
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