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1.0 Executive Summary 
Description of 759 Store
The purpose of this report is intending to find out the steps for how 759 Store develops their business from gaining brand awareness in the market. This report aims to use external and internal analysis to see how 759 Store compete with other key competitors by seizing their market shares from developing their unique advantages. At the end of report, I am going to recommend implementation of some new and effective marketing strategies which may be effective to boost or further improve their sales through the analysis.
Competition
Wellcome and Parknshop are the two market leaders in the industry since they have the most physical stores located in Hong Kong with over 280 and 260 shops located in Hong Kong respectively in 2021 (Scribbr, 2021). 759 Store are competing in this industry by offering unique products at cheap pricing strategies. Also, their brand power is significantly strong by earning lots of fans who are relatively more cost conscious.
Risk/Opportunities of 759 Store
1. Over-expansion of the business which leads to drop of operating profit because of rising labour cost and various fixed costs such as rental in recent years.
2. Lack of online service or marketing and promotions to widen its sales to on-line customers.
3. Price competition is increasing fierce with cutting of profit margin from daily sales. 
Opportunities
1. To improve online services and advertising promotion.
2. To consider extending sales to cover mainland China Market.
3.   To provide door-to-door delivery services instead of physical store expansion
2.0 Introductions
CEC International Holdings Limited is a company listed (00759) on the Hong Kong Stock Exchange. 759 Store is the brand name of its business by directly importing daily necessities from manufacturers of over 60 counties around the world, such as Japan, Korea, and the EU offering snacks, food groceries, household, and personal care products for customers. 
Coils Lam knows very well that Hong Kong people love Japanese snacks, but their choice is very limited since only little varieties of the Japanese snack supply to the two-leading supermarket Wellcome and PARKnSHOP are finite (Coresight Research, 2020). Simultaneously, some Japanese-style supermarket like Sogo, Yata sells such products in an expensive price tag. This leaves room for 759 Store to develop their retail chain business for the daily necessities of chosen imports from Japan and many other regions of the world at competitive pricing. 759 Store are used to adopting a ‘Small Profit, Quick Return' strategy to sell their products in such that the items are sometimes unique and much cheaper than many other local supermarkets according to Bartleby (2020). This made their brand awareness increasing popular quickly.
The expansion of the 759 Store was so rapid that their retail business has been expanding from a small grocery store from selling a small number of snacks in the store to a retail chain of about 250 branches by offering a wide selection of over 30,000 products in less than 5 years. 
However, 759 stores were in bottle-neck by running their business under fierce competition on a decline stage after 2018. After having the success of the first few years since debut, 759 Store have been now no longer considering as a major competitor in the supermarket industry following the death of Coils Lam (ET Net, 2020). We can compare the revenue drop of 13% between the full year of 2019-2020 for HKD2,103 mil) from 2014-2015 for HKD2,422 mil pursuant to 759 store (2015) and 759 store (2020).
3.0 Situation Analysis
3.1 External Analysis: Porter five force
Porter’s Five Forces Industrial Analysis is used for estimating Hong Kong supermarket industry’s overall competition circumstance for 759 Store. 
First, for the existing rivalry, Parknshop, associated with Super Parknshop, Wellcome associated with Market Place, Aeon and 759 Store are some of the existing competitors in this industry though in different segmentation. We can easily distinguish they are the two market leaders in the industry since they have the most physical stores located in Hong Kong with over 280 and 260 shops located in Hong Kong respectively in 2021 according to Scribbr (2021). Competition has been ever so fierce in terms of price and promotion. Since most of the supermarket are offering the identical products, various marketing strategies such as price cutting, promotion campaign and launch of loyalty & redemption programme have been becoming very crucial for appealing the customers.
Most of the supermarkets are offering same products for the substitutes. The larger scale of the supermarket can have advantage by providing a ‘one stop’ shopping rather than walk-through the whole street.
For the threats of new entrants, although it does not have any strict requirements for opening a supermarket in Hong Kong, it can be costly for would-be entrants based on the economics of scale and cost advantage considering more branches in the market will make its business more accessible to the targeted customers. Additionally, it also leads to more purchases from suppliers, both to claim volume discounts and seasonal promotion targeting to maintain better customers relationships. These can spread costs and risks by selling more types of products.
For the bargaining power of buyer, the products of supermarkets are commodities, food and beverages. Apart from some exclusive brands of commodities being sold there, product differentiation has been becoming minimal since are more likely to turn to competitors or alternatives, with little intention to bargain alone or in conjunction with supermarkets. The buyers have a low switching cost but best buy.
For the bargaining power of supplier, the main suppliers of supermarkets are defined as grocery suppliers, wholesalers or distributors and fresh food suppliers. The products of these suppliers are mostly not exclusive to supermarkets, and they can be sourced locally and overseas. At the same time, the large order volume of each supermarket is of great significance to suppliers. Hence, some supermarkets have launched their own brands on almost all products as alternatives to customers. This backward integration no doubt weakens suppliers’ bargaining. which has been becoming very low as concurred by Scribbr (2021).
3.2 Internal analysis: Market segmentation
Curiosity and active price comparison are the main shopping habits for Hong Kong citizens. 759 Store can provide customers with a very comprehensive products selection to increase the variety of global products by way of differentiation strategy from offering unique Japanese snacks to the Hong Kong neighbors leading to the success of 759 Store. It was the success of 759 Store that they can provide cheap, unique, and quality products to their targeted customers (Coresight Research, 2020). In an interview with Coils Lam in 2014, he claimed that he never sold the products which customers could easily find in the local supermarkets (ET Net, 2014). In 2021, there were a total of 174 physical stores which showed that 759 Store had maintained a large geographical coverage in Hong Kong.
Their brand power is considered competitively strong to provide cheap, unique, and quality products from competitors. The image of Coils Lam is always a role-model of an iron-will merchant persistently strive for new success from difficulties and challenges. This spirit has encouraged so many youngsters and attracted his fans. The brand of 759 Store business has set up a crucial emotional content towards Hong Kong citizens. The appearance of 759 Store broke the monopoly situation of the Hong Kong supermarket industry (Cpleung, 2020). It has been doing the neighborhood business for customers in these years and have earned lots of support by Hong Kong citizens, especially the Chinese name of 759 Store was taken from the Japanese drama "The Story of Ashin" in the 1980s, representing the spirit of perseverance.  This spirit is very similar to the Hong Kong classic ‘lion rock’ spirit.  Although 759 Store may not be the supermarket or grocery store that come to peoples’ mind first, they are able to earn a lot of local supporters. An article said that the day after the death of Coils Lam Wai Chun, 759 Store uploaded a post on the Facebook page yearning about him. This attracted more than 3,000 people leaving messages on the post. Some of the messages expressed their gratitudes to Coils Lam for establishing 759 Store to fight against supermarket hegemony and break the traditional supermarket rules (Invest.hket.com, 2020).










3.3 SWOT Analysis of 759 Store
	Strengths
	Weaknesses

	1. Good connection with the foreign suppliers which can ensure them to have a stable supply of their cheap, unique, and quality products
1. Direct import products from country of origin
1. Many Hong Kong people love this brand due to personal charisma of Coils Lam
1. Clear market segmentation and positioning for differentiation 
	1. Over-expansion which leads to high operational cost and low operational profit for the company
2. Bulk and panic purchasing without considering the popularity of the products
3.  Lacking promotions for their online stores
4. Low bargaining power for popular products as that of key competitors with local suppliers

	Opportunities
	Threats

	1. Mainland China is a big and potential market for market penetration to develop new 759 Store business considering the high consumption power.
1. Exploration of the new trend of online shopping and door-to-door delivery within a promising time as performance pledge to boost business.
1. To import variety of unique products from Mainland China.


	1. Rent and labour cost are keeping high and increasing in trend which offset most of the operating profit. 
1. Price competition with the local popular supermarkets and grocery store is fierce.
1. Selling price of 759 products are based on the currency and exchange rate which are fluctuating.
1. More strong and new competitors (e.g, BestMart360, HKTV mall)


4.0  Present Marketing Strategies & Marketing Mix Strategies
Product & Price
Coils Lam has a clear mindset that it is impossible to directly compete with the two well-established market leaders, ParknShop, and Wellcome. The only way is to avoid selling the same kind of products to the customers. To reduce operation costs, 759 Store have adopted a low-cost strategy. Due to the unique culture of the Japanese snack production industry, Japanese companies only supply their products to local companies in Japan. To solve this problem, 759 Store must set up their shadowing company in Japan to assume the functions of distributors. By using backward vertical expansion, 759 Store successfully purchased their inventory directly from the snack producers without passing through any wholesalers or distributors by enjoying a lower import price and maintaining a steady supply of products by themselves (The Standard Finance, 2016). It was famous that about 30% of their products were come from Japan, while 759 Store could offer these products below the market price. This strategy helped 759 Store win the market share from big supermarket chains for a few years (Yeung and Schuckert, 2016).
Promotion
[bookmark: _Hlk108184637]An interview mentioned that there wasn’t any significant advertising strategy initiated by Coils Lam. He mentioned that 759 Store won’t do any marketing gimmicks like their competitors. He believed that by providing discounts and event information on the internet could already create words of mouth for 759 Store. The promotion strategy is hence very simple by directly benefiting every single customer with 759 store-cards and different types of discount events such as Easter discount, Singles day discount, etc (Campaign Asia, 2014). They have also developed a membership card program to increase customers' brand loyalty. It was also a free promotion strategy to enlarge its brand awareness rather than investing money on advertisement but building up words of mouth. Coils Lam opined that it is a super-effective strategy in which 92% of consumers will believe a recommendation from friends and family over ANY other type of advertising (Yotpo, 2020). However, this is a strategy that looks simple but difficult to maintain, but 759 Store is the one who does it so successfully. By using discounts and 759 store-cards as loyalty program, customers enjoy shopping in 759 stores. With the increase in consumers' recommendations to their friends and families, more and more fans are willing to buy their cheap and unique products in 759 Store as their loyalty customers.
Place
Coils Lam kept exploring new business opportunities by maintaining aggressive growth to grasp their market share since 2000. In 2015, 759 Store started online stores that were developed and run by university graduates coached by Coils Lam (759 store, 2015). In 2017, 759 Store also developed a ‘759 online app’ innovatively according to Topick (2017). This app acted as a membership card and once the customers have downloaded the app at their phones, they would no longer need to bring along the membership cards to enjoy discount and loyalty purchase which is the steps to success by introducing mobile application, the innovation into its operation. 
How 759 Store turned success into failure
Firstly, Coils Lam had over-diversified his business by building too many sidelines. In 2013, there have been a total of 202 stores in Hong Kong which operated some other specialty stores, such as cart noodles store, tea restaurant, dining hall, bedding house, etc (cnki, 2013). Their products were too scattered which made the business hard to operate and was helpless to increase profit for them. 
[bookmark: _Hlk47297097]Secondly, 759 Store was over-expansion. An article in China mentioned that as of July 2013, 759 Store has a total of 143 branches in Hong Kong, which is far more than Sizhou International (cnki, 2013). Due to economic downturn which caused impact to the retail market in 2016, the business of 759 Store diminished and caused financial impact leading to closing of over-expanded stores by stopping the operating part of their stores to cut down their expenses. 
[bookmark: _Hlk47299254]Thirdly, the rate Japanese yen is increasing in trend which straightly forced 759 Store to stop importing cheap Japanese products due to sharp rise of importing costs, resulting unable to provide the customers with a preferred discount. A study from Hong Kong Baptist University stated that the product types and quality are being worse for 759 Store (HKBU, 2017). 759 Store had violated their core strategy by providing the unique products which many other supermarkets could provide. After the death of Coils Lam, the founder of 759 Store in 2018, their business was going into panic purchasing by just providing the products like rice, noodles, pasta, and canned food, etc. which were the products that most of the supermarkets could provide. Dr. LEUNG Kim Ping, Thomas Hang Seng University claimed that 759 products quality was being regressed. Since most of the 759 products are imported overseas, they are forced to purchase a certain amount of goods as minimum order before they can be shipped to Hong Kong. To make up the quantity, the products are often purchased at discretion. Although these products are still unique, they may not be in good quality and not popular while selling them in the store (HKBU, 2017).
Lastly, there were frequent temporary suspension of "759 Online" in 2018 that the app has experienced lots of errors and negative reviews, failure to provide customers with purchase and delivery services (ETnet, 2017). Therefore, 759 online stores as a faulty online shopping platform lost ability to retain their online customers. 






5.0 Recommendations & Conclusion
It is obvious that current 759 marketing strategies are no longer working. Therefore, it is crucial to develop new strategies by reinforcing its strengths, catching up opportunities and adoption of new strategies against threats and weaknesses.
How to make use of their strengths
759 Store have good connection with the foreign suppliers and should maintain the partnership and make sure that the cooperation is sustainable. By keeping the successful partnership, they can keep sourcing their cheap and unique foreign products to their customers which is their primary competitive advantage. However, 759 Store over-relies on foreign suppliers in the market and can instead identify ParknShop as the imitation object by developing itself as the self-supplier and house brand which includes Bestbuy and Select (MoneyHero, 2020). Becoming the self-supplier for the company, 759 Store can secure and stabilize the inventory supplies.
How to overcome their weaknesses
[bookmark: _Hlk47149315]Facing the downturn of low operating profit problem due to price competition, 759 Store should review and stop running some of the low turnover stores and relocate those being situated geographically close to Wellcome and ParknShop to other locations. 759 Store cannot beat their competitors by the quantity of the stores in a short period since their competitors have already built up their business for multiple decades. 759 Store should explore and invest to improve reliability in the online markets by engaging IT experts or specialists to improve their online system by mitigating shortcomings of the 759 online app. 
Facing the bulk and panic purchases, 759 Store should seek for more imports from other countries rather than just focusing the products from Japan and Korean. To avoid the low popularity of products, 759 Store may require the suppliers to provide samples for them to test the quality instead of directly put them in the stores. By testing the quality of the new products, the company can estimate the popularity and suitability of the products by putting them in the Hong Kong market.
For the promotion problem, the membership card and seasonal discount are still good promotion strategies. The information spreads extremely fast and it can create many business opportunities for the company in this cyber world. 759 Store should not give up this part and should consider more internet advertisement by hiring key opinion leaders to promote their business via internet. like Facebook, Instagram, YouTube, etc. The trend of online stores is increasing popular, 759 Store should further develop their online store through mobile application by offering more discount, convenient and efficient delivery services to the public. The development of online stores is the trend in recent years (Compass Offices, 2020).
How to capture their opportunities
Comparing the rent and location between Hong Kong and Mainland China, Mainland China has a significantly lower rent (Numbeo,2022). The rent and labor cost in China are nearly 30% lower. Mainland is a great market for a company to further build up their business. In Hong Kong, 759 Store is hard to break through the intense market competition especially there are already two big competitors, Wellcome and ParknShop who are used to dominating the market. There are also some strong newcomers like HKTV mall and Bestmart 360 etc. In Mainland China, there is a huge market considering its population over 1.3 billion and relatively low rent and labor market in the Mainland China. 759 Store may consider expanding its business in the Mainland China but at the same time keep those stores running good turnover and operating profit in Hong Kong. 
It is especially popular in Hong Kong because of the high rent and operating cost of local street shops. The most significant features of online stores are the customers can purchase and collect their products without leaving their home. To boost 759 Store sales and compete with other competitors, 759 Store should first put more focus on online stores with promising door-to-door delivery to customers from the time of online ordering as efficient as delivery to customers within turnover around time e.g within 48 hours.
Many big retail companies like HKTV mall, AEON, ParknShop got their On-Street Shop, but they still develop their online stores by providing delivery services. 759 Store can consider partnering with some companies who have ready platform and delivery logistic for them to develop online services efficiently and cost effectively such as Foodpanda, Deliveroo, UberEat, etc. These companies have not only provided food delivery services, but also provide delivery services of convenience stores, supermarkets, and even hotels in Hong Kong as advised by MoneyHero (2020). This can help 759 Store to develop their online stores with door-to-door delivery in a short period of time by avoiding huge investment. 
How to deal with the threats
Since all the products from 759 Store right are importing that their selling price will be fluctuated according to the country's currency and exchange rate. One of the reasons that 759 Store is running on a decline stage is that the bite from a stronger yen (Inside Retail Asia, 2020). To solve this problem, 759 Store can make imports from more other countries like European countries. They should take an instant review of different countries’ currency every time before they make important decisions by reducing the operating cost and in return improve its profitability.
Conclusion
759 Store is the rise of small business. It represents the spirit of perseverance and Coils Lam has added his charisma and some features towards Hong Kong retail market. He brought Japan consumption products to Hong Kong with direct import a relatively cheap but unique products to the enjoyment of fans of 759 Store. After the death of Coils Lam, 759 Store has been undergoing their business on a decline stage. Recommendations in section 5.0 is intending to swift the change with adoption of new marketing strategies by better making use of its strengths; overcoming weaknesses; capturing of opportunities and dealing with threats to make sure 759 Store is maintaining its business and profitability according to its market segmentation and position to sustain with the spirit of Coils Lam, the founder of 759 Store. 
(Words count : 3,222)
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