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citysuper

Established in 1996, the City Super Group opened its first store in
Times Square, located in Hong Kong's prestigious Causeway Bay
shopping hub with the mission of creating the Territory’s first-of-
its-kind “Mega Lifestyle Specialty Store” 15 years later, the Group
continues to tempt busy urban professionals who pursue a premium
quality of life with an outstanding selection of food and lifestyle

products from around the world.

Rewarding shoppers with a true “one-stop-shopping” experience, the
Group’s 1,500 staff currently cater to the needs of truly discerning
shoppers at four city’super stores, eight LOG-ON outlets and
one cookedDeli dining court in Hong Kong. The chain now also
operates six city’super branches in Taiwan and a Mainland Chinese

flagship store in Shanghai.

Leadership

The City Super Group largely attributes its business success to
a combination of opportunities, management and collaboration.
After 15 years of sustained growth, its team continues to underline
its shared commitment to integrity and social responsibility by
providing quality products to customers. The Group’s goal for the
next five years is to open more stores in Mainland China and all
over South East Asia. Its ultimate objective is to strengthen its
leadership across Asia by laying a solid foundation for its long-term

evolution into a global enterprise.

Strategic Planning

The City Super Group’s five-year target is to successfully root its
core brands in multiple markets across Asia. To this end, the Group’s
senior management plays a very active role by shepherding strategic

planning processes through our four distinct management phases:

* “Launching the Individual’, managers assess past performance and
analyze Business Units current environment both individually and
within the Group Strategy team.

* “Deep Dive Decision Making”, possible directions and projects are
researched, discussed and then used to drive successful Customer

Value Proposition, Business development, Operations, Talent
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management, Systems, Infrastructure and Financials plans.

* An open sharing and fine tuning of individual plans among the
Group’s Leadership Team.

* The Groupwide delivery of final plans.

Customer Focus

As customers have always been at the heart of its business, the
City Super Group strives to build long-term relationships with its
shoppers through a range of activities such as seasonal promotions
and cookery classes. Over the years, the Group has also pioneered
several Hong Kong retail firsts. In addition to a membership card
and co-branded card with HSBC, they include pioneering initiatives
such as a “Cheers to Win" photo contest and elections for most

helpful member of staff.

The Group also engages its customers and exchanges ideas in a
variety of other ways. In addition to collecting, documenting and
distributing customer feedback internally, they include regular research

and online channels such as an email box, Facebook and Weibo.

Measurement, Analysis, and Knowledge Management

To better understand perceptions of — and areas for improvement
in — its stores, products and services, the City Super Group hosts
regular mystery shopper programmes and conducts different market

research studies.

In staying on top of its day to day operations, the Group has
centralized its transactional Point of Sales data at a SAP-BW
warehouse. It also extracts and analyzes financial data such as sales,
gross profit percentage, inventory and inventory turnover on a daily

and monthly basis.

Operational Key Performance Indicators such as ticket and basket
size and shrinkage, etc, are also captured, analyzed and shared
both daily and monthly. Moreover, sales analysis of essential data
down to SKU-level also helps streamline buying decisions such as
ordering, category trends and sourcing or chef decisions including

menu creation.
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Workforce Focus

Recruiting fresh talents on the basis of ability, personality and
competency, the City Super Group introduces all new hires to
its brand’s history and culture. As the Group moves forward, its
more brand-savvy Hong Kong employees are supporting their less
experienced colleagues in Shanghai during overseas secondments

and taskforces.

In addition to a company newsletter and staff handbook, channels
via which employees are engaged include regular “Super Idea Award”
competitions to reward innovative yet practical initiatives that help

improve the Group’s operational efficiency.

Operations Focus

Ultimately, the City Super Group views Change Management that
transforms people’s mindsets as being far more important and
beneficial than simply fine-tuning operational flows or platforms.
To this end, the Group identifies potential process management and
other problems’ root causes via a Fish Bone Diagram and follows
through with feasibility checks and Gap Analysis to form a “To-Be”
solution model. 1t also uses the Continual Process Improvement
method to generalize and then structure design to be systematically

applied within the same Solution Design methodology.

The Group’s mission in the coming years remains the establishment
and maturation of a Supply Chain Division model and management
platform.  The ultimate aim is to connect all Group business
processes through design and planning, execution, control and

monitoring.

As the Group continues to diversify and open more stores across
Asia, the Supply Chain Division will continue to evaluate overall
resources and strategies. Its core goal is to ensure that people
development, organizational structure, space and equipment all keep

pace with the Group’s global development.

Results

If results are measured purely in terms of financial returns, the City
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Super Group has experienced a consistent upward trend in terms
of both its turnover and its gross profit between 2009-2011. With
revenues fully ten times greater than those when it welcomed its
first customer in 1996, 2010 was an especially outstanding year.
The Group went on to record an equally encouraging year-on-year
increase of around 20% between 2010 and 2011.

When viewed from stocktaking, damage/loss and security
perspectives, the Group’s progress is every bit as impressive. Between
2009 and 2010, figures for stock losses vs. sales efficiency alone fell
from 0.91% to 0.77%.

During its 15-year history, the City Super Group has gone from
strength to strength in not only Hong Kong but also across Greater
China.  With an expanding network of 13 outlets in Hong Kong,
six in Taiwan and now a flagship store at IFC Shanghai, the Group
looks set to sustain its success into the next decade and a half and

beyond.
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