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Synopsis
[bookmark: _Hlk85397246]This study is to analyze on the strategic direction of Giordano International Limited (Giordano), who is one of the famous companies in the casual wear industry and is publicly listed in Hong Kong Stock Exchange (Stock Code 709), how they react to overcome the pandemic environment.  First, to evaluate on the company background and the industry overview, Then, to investigate on its Vision, Mission & Values as company strategic direction.  After that, to conduct a macro-environmental analysis. Next, to demonstrate on the value chain contribution. Also, to review on the balanced scorecard appraisal. Finally, to summarize on the conclusion and recommendations to grow its sales revenue and brand positioning with contingency plan.  To conclude, Giordano has successfully overcome the COVID-19 challenge by its robust infrastructure, strong supply chain management, well-trained people, high quality & social compliance standard, technology investment and engaging customer service approach. However, Giordano needs to continue increasing the online channels, having diversified global expansion, and progressing further on green supply chain management in redesigning and reimagination. It is highly recommended to increase its franchised stores physically and virtually in Mainland China as a contingency plan to foster a back-up strategy to accelerate sales revenue and enhance its brand awareness.  
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1. Introduction
This report aims at evaluating the business strategies of Giordano International Limited (“Giordano”), a Hong Kong chain stores in the casual wear industry.  They were founded in Hong Kong in 1981 which has been established for 40 years.  It is to investigate on Giordano’s vision, mission & values, macro-environmental analysis, the value chain contribution, and the appraisal of the strategy based on the balanced scorecard. Finally, the conclusion, recommendations and contingency plan are put forward to maximize its sales revenue and brand positioning. 
Overall, the 2020 sales and net profit were poor for Giordano and the casual wear industry in Hong Kong. It is to evaluate how they resolve the problems and overcome the challenges to increase sales and sustain their brand awareness.
As COVID-19 spread around the world, it impacted to most of the countries in the world and became a global epidemic on 11th March 2020 (Fonseca and Azevedo, 2020).  According to the International Monetary Fund (IMF, 2021), the world went into a crisis serious than the 2008-2009 financial crisis, impacting both demand and supply. Wang et al (2020) noted that the COVID-19 crisis is severely affecting the global economy’s growth and further threatening the companies’ survival worldwide.  This work investigates the economic impacts to Giordano and recommends proposals to overcome the current situation.  



1.1	Company Background and Industry Overview
[bookmark: _Hlk63355700]Giordano is an international clothing retailer with a profile of owned, franchised, and licensed brands.  They offer high quality, value-for-money prices and easy-to-wear garments and accessories by operating approximately 2,100 stores in over 30 countries and regions worldwide with their multi-market and multi-brand strategy.  
Giordano was founded in 1981 in Hong Kong by Jimmy Lai of men’s, women’s, and kids’ clothing.  They manufacture products under the multi-brands strategy including Giordano Junior, Giordano Ladies and BSX which target young generations (Khandelwal & Saxena, 2010).  Peter Lau is currently the Chairman and Chief Executive of the Group.  To begin, they set up their first retail store in Hong Kong and began their joint venture business in Taiwan.  Then, they expand their geographical footprint to the other Asia markets including China, Singapore, Malaysia, Thailand, South Korea, India, Indonesia, Myanmar, and Cambodia.  Afterwards, they entered Japan, Vietnam, and Philippines via Franchising.  Besides, they further expand their retail business to Middle East and Australia. Furthermore, they have enhanced their Design Centre in Dongguan to create the direct connection with suppliers in China. The company was publicly listed in Hong Kong Stock Market in 1991 under Stock Code 709.  Also, they devoted their business in Hong Kong and won the Hong Kong Corporate Governance Excellence Award and the American Chamber of Commerce’s Hong Kong Brand Award in 2008.  Wall Street Journal Asia named Giordano most innovative company in Hong Kong and got the Best Licensee at the 4th Premier Asian Licensing Award in 2007.  They have strategically set their brand positioning as value for money causal wear since 1986 and targeting young generation to trigger sales in quantity using chain store format (Dibb, 1996).  They formulate the e-shop strategy worldwide in 2009 to foster omni-channel business strategy in view of the keen competition. Giordano is a reputable brand who is famous for quality, creativity, service, and simplicity (Giordano, 2021).  
Chow In terms of their global expansion strategy, Giordano entered Egypt, Russia, and the US in Los Angeles in opening its first stores in these countries.  They are famous for colours in choices, competitive-cost causal wear and cheerful & lively service.  
Regarding the industry situation, there is keen competition in the casual wear industry especially on low price and time to market.  The low-cost and timely fast fashion is being the trend in recent years.  One of the key competitors is a Spanish fashion brand Zara who expanded globally in European countries first and then entered to the Asian markets such as China, Taiwan, Hong Kong, Macau, and Southeast Asia (Lopez & Fan, 2009).  Bhardwaj, Eickman & Runyan (2011) said that their global business strategy grew extremely fast mainly due to its integrated supply chain to offer consistent material supply and production capacity to cope with the timely product launch to markets. 
Also, it was challenging for both Giordano and the casual wear clothing industry in 2020 due to lockdowns, social distancing, quarantine, and restrictive measures during COVID-19 pandemic situation.  As a result, the sales of Giordano decreased dramatically by 35.7% at sales of HK$3,122 million in 2020 (was HK$4,852 million in 2019) with a gross margin of 55.6% in 2020 (was 58.7% in 2019) stated in Giordano’s Annual Report 2020 (Giordano, 2020). 
In view of the keen competition in Hong Kong casual wear market, here comes a challenge in adopting e-shop and on-line services, especially for product visualization, Webinars, on-line meetings, and virtual communication with suppliers. The Group’s online sales has increased from 5.5% in 2019 to 10.5% of the total Sales in 2020 (Giordano, 2020). This digitalization aimed to increase the competitiveness of the Hong Kong clothing retailers in the international trading industry. 
  
1.2	Objectives of the Study 
The objective of this study is to review on the current strategy of Giordano in terms of its Vision, Mission & Values, Macro-environment Analysis, Value Chain Contribution and the effectiveness of the strategy based on the Balanced Scorecard.  Then, we will focus on their opportunities to grow in the recommendation section to overcome the challenges of COVID-19 Pandemic situation.  
Casual Wear is classified as basic consumer products in the Hong Kong Retail market.  There are various brands and companies offering casual wear such as Uniqlo, Bossini, Baleno, Zara and H&M. The market competition is keen.  Especially during the pandemic situation, the casual wear industry is being shrink in view of the lock down, social distancing and quarantine. People are working from home with minimal social connection and occasions that clothing is not on demand.  Less people are buying clothes and less visitors’ arrival to Hong Kong in the past 2 years due to the COVID-19 situation.  
It is important to find out how Giordano react to resolve the current situation and strive for survival.  The strategy adopted in Value Chain and how they reverse the threats to opportunities is vital for evaluation.  

2	Vision, Mission and Values
In this section, it elaborates the Vision, Mission and Values of Giordano and its key competitors i.e., Uniqlo and Bossini as an overview.  A vision is “What” of the company’s future they want to seek.  A mission is “Why” they exist, and the purpose of the company and a value is “How” to reach the company’s vision (Mirvis, Googins & Kinnicutt, 2010).
Giordano committed to adhere to its Vision, Mission and Values as the highest standards of the company’s leading strategies.  Vision as “To be the Best and the Biggest World Brand in Apparel Retailing”.  Mission as “To Make People ‘Feel Good’ and ‘Look Great’”.  Finally, the Corporate Values are “QKISS” as “Quality – doing things right; Knowledge – updating expertise and sharing knowledge; Innovation – thinking out of the box; Service – exceeding customer’s expectation and Simplicity – less is more.”.  From its Mission, Vision and Values, it is obvious that they are keen to achieve a big and bright future by using their expertise in delivering superior product quality, innovative designs, and customers service in a simple and direct way.  As a result, they want people including staff and customers to feel good and look great as the purpose of its existence.  This mission has led the group since 1981 growing from a manufacturer of casual wear apparel into a leading global brand of casual wear in implementing its multi-market and multi-brand strategy regardless of race, nationality or culture integrating into the “World without Strangers” strategy (Giordano, 2021).   
	One of Giordano’s key competitors in Hong Kong Casual Wear Industry is Uniqlo Hong Kong Limited (“Uniqlo”).  They launched their first store in Hong Kong in 2005. Their market share is growing worldwide as it develops new natural material with the best fabric technology innovators around the world to make clothing in simple designs but high-end quality natural material.  They manufacture garments in 11 countries and regions including China, India, Indonesia, Vietnam, and Turkey, and sell their clothing products through more than 3,500 Stores and e-shop online channel worldwide. Their company’s Vision is “Changing clothes, changing conventional wisdom, and changing the world.  The Mission as “To create truly clothing with new and unique value, and to enable people all over the world to experience the joy, happiness and satisfaction of wearing such great clothes.  To enrich people’s lives through its unique corporate activities, and to seek to grow and develop its company in unity with society.  Finally, their Values as “Approaching issues from the customer perspective; Embracing innovation & challenge; Respecting and supporting individuals to foster both corporate and personal growth and Committing to ethical standards and correctness.”.   To summarize, Uniqlo uses their innovative technology in material sourcing and sustainable production to change the clothing products, customers behavior and change the world as a result (Uniqlo, 2021). 
  	Another competitor is Bossini International Holdings Limited (“Bossini”). Bossini is a leading casual wear brand in Hong Kong since they launched their first store in Hong Kong in 1987.  Then, they listed on the Stock Exchange of Hong Kong in 1993 (Stock Code: 592).  In the past 30 years, it developed a comprehensive global operating platform and distribution network in 25 countries and regions around the world with their three major markets in Hong Kong, Mainland China, and Singapore.  They are keen to formulate a positive and optimistic life attitude -” Be happy” is Bossini’s brand value denote with their company Vision as “To be the most preferred everyday wear brand.”.  The Mission as “To create appealing, competitive and quality everyday wear for happy living.  The Values as “Customer Oriented; Innovate to Excel; Execute for Success; Work with Passion and Live the 7 Habits.”.  In short, Bossini is committed to making their customers happy with their innovative product designs and service approach. Thus, to be the most preferrable everyday wear brand as a result (Bossini, 2021).    





Table 1: Overview of Vision, Mission & Values of Giordano, Uniqlo and Bossini      
[image: ] 
Source: Illustrated by Writer (2021)
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3	Macro-environmental Analysis of Hong Kong Casual Wear Industry 
This section is to illustrate the macro-environmental analysis of Hong Kong Casual Wear Industry using PEST analysis and SWOT analysis

3.1	PEST Analysis
PEST analysis is used to evaluate on the Macro-environmental factors that affect a company or an organization. PEST stands for Political, Economic, Social and Technological factors (Aguilar, 1967). In this study, the sequence of illustration is Social, Economic, Political and Technological in terms of priority.
Firstly, social aspect, the COVID-19 pandemic situation has been dragged for nearly two years from end 2019 until now.  The quarantine policy, social distancing, travel restrictions and lock down of countries has led to retail sales revenue down especially for clothing industry. In view of minimizing the COVID-19 infection, a lot of companies including Government, Non-Profit Organizations and Private Companies are running their “Work from Home” policy to minimize the risk of infection.  Therefore, people are having less buying impulse for new clothes as the social connection activities and personal contacts have been reduced to minimal and thus there is no need for new clothes.  Besides, due to travel restrictions, the visitors’ arrivals to Hong Kong have reduced dramatically year on year with 3,569,000 arrivals in 2020 versus 42,000 arrivals in 2021 (up to August 2021 Figures).  The sales revenue of Clothing Industry has dropped significantly due to the low spending desire of consumers as a result (Census and Statistics Department, 2021).  
[bookmark: _Hlk85143577]Secondly, economic aspect, the economic situation was poor in 2020 while we see the improvement in Half Year 2021.  For data up to end December 2020, Hong Kong Population of 7.47 million, Gross Domestic Product (GDP) of HK$2,710,730 million in 2020 V.S. HK$2,865,659 million in 2019 declined by 5.4% year on year, Retail Sales of HK$326,462 million in 2020 dropped 24% year on year (HK$431,160 million in 2019), total Unemployment Rate increased to 7% (was 3.4% in 2019), Retail Unemployment Rate increased to 11.3% (was 4.4% in 2019). For data up to Mid-year 2021, the situation has significantly improved mainly due to the COVID-19 pandemic has been stabilized with vaccination and the people’s awareness of the personal hygiene and protection. The GDP has increased by 7.6% up to Quarter Two 2021 and the Retail Sales has shown a 11.9% increase up to August 2021. The Unemployment Rate has dropped to 4.7% between June and August 2021 and the Retail Unemployment Rate has dropped to 2.8% between June and August 2021 (Census and Statistics Department, 2021). The economy of retail industry in Hong Kong was poor in 2020 while the up trend was seen in 2021 mid-year result. 
Thirdly, political aspect, the China-US Trade War (2018-2021) has persistently affected the Hong Kong retail market in 2018-2021.  Also, the political unrest in 2019 is causing negative impacts to the Hong Kong society.  The immediate affect is the visitors’ arrivals to Hong Kong has declined and the purchase intention has been declined too.  Consequently, the retail sales in Hong Kong have dropped 24% in 2020 as described in the economic section above. On 1 July 2020, the National Security Law was implemented to stabilize the political unrest in Hong Kong.   
	Lastly, technological aspect, due to the face-to-face interaction limitation, the virtual platform and social media have become common and widely adopted globally. Therefore, e-shop channel and on-line shopping have become the core purchasing channels.  Also, the e-payment methods such as Alipay, WeChat Pay, BOC Pay and Apple Pay are the trend due to the COVID-19 social-economic impact.

Table 2: PEST Analysis of Casual Wear Industry
[image: ]
Source:  Illustrated by Writer (2021)


3.2	SWOT Analysis with the Emphasis on Opportunities and Threats
In consideration of the above PEST analysis, it induces the opportunities and threats. SWOT analysis is used to evaluate on the Strengths, Weaknesses, Opportunities and Threats (Humphrey, 2005) with the highlight of Opportunities and Threats. 
Strengths: Giordano has got robust infrastructure, strong supply chain management, customer service, well-trained people, corporate social responsibility, and technology investment.
Weaknesses: product launch lead time and place limitation.
Opportunities: Giordano has opportunities in growing their online channels and digitalization.  They can investigate working with on-line platform to enhance their customer-facing channels such as using social media, for example, Twitter and Instagram to connect to the younger generation (Face Book, YouTube, and LinkedIn currently).  Besides, they should work on the diversified international expansion.  Then, they should continue to invest in their green supply chain management and conduct research and development on new environmentally friendly material for innovative product. Also, considering franchised physical and online shops in China.
Threats: the competition in casual wear is keen.  There are key fast fashion chain stores launching new products in an extremely fast manner. For example, Zara has got a real strength of timely launch products to market with its integrated material and supply chain management (Bhardwaj, Eickman & Runyan, 2011).  Another competitor Uniqlo is expanding rapidly due to its best fabric innovations and basic designs using high quality natural material (Uniqlo, 2021).  

Table 3: SWOT Analysis of Giordano
[image: ]
[bookmark: _Hlk85401871]Source:  Illustrated by Writer (2021)





4.	Value Chain Analysis
This section is to review on how the value chain contribute to the Giordano in the post pandemic environment in the areas of primary functions including inbound logistics, operations, outward logistics, marketing and service, and secondary functions including general administration, human resources management, technology development and procurement.  The secondary activities support the primary activities (Porter & Weil, 1985).  
 4.1	Primary Activities 
This is to evaluate on the primary activities covering inbound logistics, operations, outward logistics, marketing, and service.  
In terms of the inbound logistics, it refers to material supply.  Giordano is committed in ethical sourcing of material and its suppliers.  They are keen to work with suppliers who share the same ethical standards in social accountability.  They intend to source only from suppliers who meet their ethical sourcing and social responsibilities standards and have evidenced a determination in improving the standards in workers, health & safety, and environmental protection best practice.  The Company is devoted in offering partnership and support to its suppliers in ethical sourcing who will in turn provide quality and environmentally friendly material for manufacturing quality products.
Then, in operation, Giordano operates in a simple model with head sourcing office in Hong Kong, design house in Dongguan China and over 2,100 stores (2,105,000 sq. ft. of retail floor space) in Hong Kong, Mainland China, Asia, Australia, Middle East, Egypt, Russia, and the US.  It operates apparel retail business with a portfolio of owned, franchised, and licensed brands.  It manages overhead control and rental concessions from landlords during and post COVID-19.  The Group focuses in seriously reduce inventory and tightly control the accounts receivable to make sure they have a higher net cash balance as back up.  For example, in 2020 Year End, they managed achieving a net cash balance of HK$1,104 million to complete the year with healthy cashflow.  Also, the sales drop reduced to -26% (was -44.4% mid-year 2020) and gross profit of 56.4% (was 54.6% mid-year 2020) year end 2020 (Giordano, 2021).     
Next, the outbound logistics for the finished goods to the overseas markets and on-lines business.  Due to the social distancing and travel restrictions impact of COVID-19, it is obvious that on-line e-shopping will be the trend going forward.  It relies heavily on outbound logistics in product delivery.  The Company works with their international forwarders and logistics companies to deliver their products worldwide.  For the on-line delivery in Hong Kong and Macau, they work with logistics partners SF Express and Morning Express for delivery.  Free door-to-door delivery is provided if the total purchase amounts up to HK$350, the delivery will be arranged in 3-5 working days for both residential and office addresses.  
After that, for marketing aspect of Giordano. It runs its marketing via its own Website, Face Book Page, YouTube, LinkedIn, In-Store Promotion and Advertising Campaigns.  Regarding the 4 Ps of Product, Price, Place and Promotion, it manufactures and sells Products of men’s, women’s, and children’s causal wear with multi-brands strategy.  Giordano Men & Women focusing on simple, relaxing, and easy-to-wear fashion clothing such as wrinkle-free shirts and cool tees to offer product differentiation. Giordano Junior provides a wide range of colourful, trendy and quality children’s wear for youngsters. It emphasizes on product safety and quality standard to ensure children’s and parents’ confidence in consumption.  Giordano Ladies, the high-end brand among Giordano’s brands. With simple, clean, modern & contemporary designs and premium quality & distinctive store layout to foster special customer shopping experience.  BSX for teenagers with its trendy and stylish fashion brand to attract the youth.  Beau Monde is the budget brand offering basic and value-for-money fashions.  It denotes “The Style is No Style” which delivers simplicity.  The Price for Giordano is middle to low end to attract a wider group of customers from Kids, Youth, Men and Ladies who treasure basic designs, good quality, value for money and shop experience.  The Place is convenient and easy to reach in terms of its stores in Hong Kong and worldwide with over 2,100 stores.  The promotion, it offers numerous off-line and on-line promotions to engage repeat purchase.
Lastly, for Service aspect.  Giordano regards customers service as their key for success.  It decorates stores with fresh, clean, and simple store image to create a relaxing and enjoyable shopping experience for customers.  Their frontline staff are well-trained in sales and service.  They are committed to 14 days guaranteed exchange or return which shows the confidence of their product quality and their commitment to customers.  They establish their own Membership to grow their customer base as two tiers of e-shop Membership and World Without Strangers (“WWS”) Membership with exclusive discount offers and birthday treats.  These gestures enhance the service to customers.
4.2	Secondary Activities
To further illustrate the secondary activities of infrastructure, human resources management, technology development and procurement.  These secondary activities are deployed to support the five primary functions as explained above.  
First, infrastructure, the Management is committed to complying with anti-bribery laws and whistle-blowing policy to forbid bribes and corruptions.  They also set robust guidelines in “Accepting and Offering” prohibits employees to accept any advantages from or offer any advantages to suppliers, customers and stakeholders dealing business with them. The Group takes the initiatives in organizing numerous activities including seminars of healthy living by healthcare professionals, different sports exercises, and leisure outdoor and indoor activities to foster a healthy work-life balance atmosphere as their core values.
Then, human resources management.  According to Giordano’s Annual Report (2020), the Chairman Peter Lau stated that the Group has around 6,400 employees and the average age is 46.  They adopt the employee empowerment culture.  It is obligated in treating employees with fairness and respect.  They treasure teamwork and trust to offer fair opportunities for personal development. They invest heavily in comprehensive training and development programs in sales and service and planning, leadership programs and employee self-learning program for staff’s professional career development.  
Next, technology development. The Management believes that the corona virus has caused difficulties for the company but also creates opportunities.  The investment in technology on online channels, e-shop and e-payment is vital to support the business transformation to offset the loss in off-line stores due to the high rental cost and overhead cost.  The online platform building, and e-payment establishment are their core technology development during the COVID-19 pandemic situation while people are having less social interaction. 
Finally, procurement. supply chain management is crucial for Giordano’s success, and they work closely with suppliers to ensure they comply with the quality and corporate social responsibilities standards. Suppliers are obligated in fulfilling the ethical procurement requirements including but not limited to suppliers only employ workers at or above the legal minimum age and pay labours at or above legal minimum wages.  Suppliers to provide a healthy and safe working environment and comply to the factory audits. The procurement of fabric material, textile, machinery, facilities, and packaging comply with the laws and regulations, quality standards and social compliance. There will be surprise inspection to always make sure suppliers’ compliance in a consistent manner.    
In summary, the value chain analysis of Giordano helps them to strive for survival during the tough COVID-19 impacts and then sustain & grow their business sales in an ethical and social complied manner by robust management system, ethical sourcing, trustworthy & respectful employees, and professional customer service.        



5	Evaluation of Strategy based on Balanced Scorecard 
This section is to review on the balanced scorecard approach on strategies that recently proposed by Giordano in four areas namely Customers, Learning & Growth, Internal Business Processes and Finance Performance as a result. The Methodology applied to validate the implicit systemic hypothesis in the balanced scorecard model, together with a qualitative and statistical analysis.  It helps using fewer performance index to summarize the company’s performance (Sanchez-Marquez et al., 2020).   
First, Customers. Giordano has examined how their customers view them and spent great dedication in fostering the customer relationship to enhance customer satisfaction. The Group was committed to establishing a safe and healthy environment for customers and to avoid preventable accidents and health hazards in the shops.  Customers viewed them as a trust and responsible brand.  They tried every means to ensure the business operations were environmentally friendly and complied with high safety and environmental international standards which demonstrated their corporate social responsibilities commitment.  They were seen by customers the community involvement.  They supported and volunteered with chosen local charities and organizations, especially with education, children and the underprivileged.              
Second, Learning & Growth.  Giordano has spent a great effort in the Staff Learning & Growth which sets a strong foundation for the staff to accelerate and thus support the Group to overcome the business challenge and grow the sales revenue. The Group offered competitive benefits packages and generous goal-oriented bonuses suitable for different grades of staff in terms of positions.  For senior managers, they offered performance based discretionary bonus schemes and share options to reward and retain the leadership team.  They also invested significantly in training in sales and customer service, planning, management, and leadership programs to upgrade workforce’s skills and motivation.  The Group also treasured that fairness and opportunities for continuous professional and personal advancement for high performers. They promoted non-discrimination.  They hired people based on capabilities and attributes, and reward employees based on abilities and performance.  The business morale of fairness, trust, respect, and teamwork is created and built.
Third, Internal Business Process. The Group has continued to streamline the internal process to save production lead time in launching new creative products to proactively tackle the threats. Also, they have managed to purchase the natural environmentally friendly material to proactively resolve the threats of adopting natural fabric from their competitors. Moreover, they have focused a lot on the Corporate Social Responsibility as a business commitment.  The Group devoted in protecting and sustaining the environment through decreased usage of electrical power.  Alternatively, the energy was generated from burning of carbon and other fossil fuels. Since 2008, the Group has launched an initiative in converting its shops to using energy saving lighting.  By the end of 2013, most of the stores converted into using energy-saving lightings including South Korea, Singapore, Taiwan, Thailand, and Middle East. Its Green Team formed by representatives of different departments in promoting low carbon living and recycling campaigns.  
Fourth, the Finance perspective because of the above three contributors is leading to the positive direction regardless of the COVID-19 negative impacts to the business.  Year to Date 2021, Hong Kong and Macau’s stores show an operating loss less than the same period in 2020.  Sales increases and rental cost drops were crucial causes leading to the improvement.  Half of the rental reductions were because of closure of loss-making shops.  The average rental is still high the landlords are not willing to offer rental reduction continuously for over a year although Management is persistently negotiating with landlords for more affordable rental cost. Mainland China Sales showed a double-digit increase despite fewer stores.  Online sales and franchising format continue to be the core business development.  The online gross profit margin improved with increase of selling price and fewer discounted promotion.  Franchised Stores expansion resumed during the period with a net gain of 15 stores together with the closure of the non-profit marking shops.  According to the Annual Report (2021), the Chairman said that as of 30 June 2021, there were more than two-thirds of the stores were franchised.  The Management anticipated the number of Franchised Stores will continue increasing as it shared the risk and overhead control of Franchising.  They also anticipated sales will resume in the momentum in the second half of the year while the pandemic situation will be improved, and the vaccinations and social distancing and travel restrictions will be loosened soon.  



6	Conclusion and Recommendations
	Finally, this section is to illustrate on the conclusion and recommendations. 

6.1 	Conclusion
To conclude, this report has evaluated on Giordano’s company background with industry overview, business strategy of vision, mission, and values, the macro-environmental analysis, value chain analysis and balanced scorecards approach. 
It is recognized that Giordano is one of the leading brands in Hong Kong casual wear industry.  Despite of the negative impact of COVID-19, they have worked on multi-dimensional aspects to overcome the challenging situation.  
To sum up, Giordano demonstrates a steady recovery in 2021 through expansion of the store portfolio globally, enhancing digital retail experiences both in store and online, and increasing customer connectivity with its loyalty member base. The research objectives of analyzing the challenges Giordano are facing and how they rationally react to the pandemic crisis to increase sales and enhance brand positioning is achieved by their business strategy of its commitment to customers, well-trained employees, robust infrastructure, rational supply chain management, high quality & social compliance standard and engaging customer service approach.  



6.2	Recommendations
Here are the recommendations for Giordano to overcome the current challenges in below areas: increase online channels, diversified global expansion, and green supply chain management.    
	First, increasing online channels and digitalization. The upcoming focus of Giordano business is undoubtedly on increasing its online channels and e-shopping.  To convert the threats of long production lead time for market launch into opportunities, Giordano should make best use of the virtual facilities to save time in end-to-end supply chain from raw material sourcing, product designs, samples approvals, to delivery.  With digitalization, they will certainly improve the sampling lead time and production efficiency to reduce the product lead time to compete with fast fashion retailers.  Digitalization does not only increase the efficiency but also reduce the large portion of rental cost burden. There were substantial sales growth in online channels in all regions with online sales increased from 5.5% in 2019 to 10.5% of the total Sales in 2020 (Giordano, 2020). Post pandemic situation, the online shopping, timely delivery, and e-payment can allow customers to enjoy free shopping any time as they wish and minimize the social contact for virus infection.  Walters & Helman (2019) stated that one of the developments affecting the business has been digitalization.  Digitalization has led to wide application of connectivity across the manufacturing and tangible product delivery and intangible service.  The increased adoption of digital transformation technology, on both the customers’ and the suppliers’ sides, means that customers can take full advantage of the contact-free environment, while the service providers can pay extra attention on upgrading the service levels (Fonseca and Azevedo, 2020).
	Second, diversified global expansion.  While the pandemic situation is being stabilized, The Group should move forward with its global expansion especially in China and emerging markets.  The recovery in Mainland China has been promising compared to Hong Kong and Macau. China started recovering in the second half of 2020 after the lockdowns have been released and people are vaccinated. Whereas, Giordano also have achieved the growth in Kenya and Mauritius in Africa, where physical store openings have accelerated and gained the presence in the African countries.  With the success in south African, the team should continue the dialogue with other African countries to increase the horizons globally which helps sustain the brand awareness and generate more sales in developing countries.
	Lastly, green supply chain management.  Giordano has done very well in their ethical sourcing and social accountability. It is highly recommended for them to keep the momentum in working on the sustainability.  While they have done the 3Rs of reduce, reuse, and recycle well, it is time for them to progress to 5Rs with additions of redesign and reimagine. With their supply chain expertise, they should focus on the latter 2Rs.  Redesigning in two perspectives of redesigning the product in better and economic consumption of raw material and the use of environmentally friendly material to compete on the threats of using natural textile from their competitors and in turn offer high quality product in natural fabric as a new opportunity. Also, another perspective of redesigning the whole supply chain process including to streamline the current manufacturing and logistics process and increase the efficiency.  For example, to review how to use less carbon and energy in the process to reduce waste and save cost.  Besides, reimagine is for the Company to imagine the whole process or product from innovative side how to save cost and generate better profit with the open-minded imagination.  Consequently, this engages design for environment and generates sales revenue and brand awareness with cautions to the environment to safeguard the natural resources and contribute to the sustainability for next generation (Ho & Choi, 2012).     
[bookmark: _Toc79944390][bookmark: _Hlk80620416]6.3.	 Contingency Plan
	In case the epidemic situation cannot be relaxed, and the international lockdowns are in force, the diversified globalization cannot be implemented. Here is the contingency plan.  
	To increase the franchised shops in Mainland China, namely, to increase the point of sales physically and virtually in China.  Several Giordano’s franchised business partners are currently extending their geographical reach with increased localized investment and points of sales which Giordano can take full advantage of.  According to the Interim Report 2021, China as Franchise stores who contributes 11.0% sales increase while there was a sales decline in Taiwan (-9.9%), and Hong Kong & Macau (-11.9%).  Increase Franchises Stores in China can accelerate the Group’s sales revenue.  Sales in Mainland China showed a 11.0% increase despite fewer shops.  Franchised stores expansion resumed during the period with a net gain of 15 Stores.  As of 30 June 2021, over two-thirds of the stores were franchised (Giordano, 2021).  By partnering with Franchisee, Giordano can increase the point of sales with physical stores and online shops with minimized cost and operating risks.  In conclusion, the franchised stores expansion in China as a back-up plan for Giordano to increase sales revenue, and brand positioning is highly recommended in view of the uncertain pandemic situation.
. 
Table 4: Sales and Number of Franchised Stores in China 2020 & 2021 
[image: ]

Source:  Giordano Interim Report (2021)
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