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Company Background

Founded in 1956, Maxim’s Caterers Limited is a leading food
and beverage company comprising Chinese, Asian and European
restaurants, Japanese chain restaurants, quick service restaurants,
bakery shops, coffee shops and institutional catering, and the licensee
of several renowned brands. \We operate over 840 outlets in Hong
Kong, China, and Vietnam.

Maxim’s Cakes and Bakery Division (CBD) strives to offer fresh
and quality bakery products and introduce innovative creations to
consumers at an affordable price. Maxim’s Cakes has evolved from a
cake corner in the 1960s into the largest bakery chain in Hong Kong.
By following a versatile multi-brand strategy, we expanded our share
in the pastry market through the acquisition of Arome Bakery (HK)
in 2008 and revamped it into a premium Japanese bakery brand with
the new concept arome BAKERY ROOM.

Another phenomenal success is URBAN, which sold an astounding
1 million croissants within a year since its opening, leading to the
evolvement of this sustainable concept to URBAN Bakery Works,
a café and restaurant that proudly declares "BAKERY is ART". At
present, we have over 230 bakery shops in Hong Kong and some 100
stores in China.

Leadership

The Group’s market leading position is achieved and maintained
through delivering benefits to our staff, customers and shareholders.
CBD aims to encompass the most preferred cakes and bakery brands,
creating memorable moments.

The management team emphasises the importance of shaping
an organisation culture that focuses on quality, innovation,
entrepreneurship, and sustainability. These are elaborated and
communicated through our Vision, Mission, and Values (VMV).

The VMV are communicated to all levels of staff through innovative
channels. The CBD Way combines experiential learning, interactive
videos and self learning through mobile application. In addition,
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we encourage role model behaviour by setting up the Maxim’s
Excellence Award, recognising success and engaging staff in driving
for a sustainable business.

Our core Corporate Social Responsibility programme centres on the
key objectives of "Poverty Alleviation" and "Waste Not”. Initiatives
being the first bakery chain to donate surplus breads to charities.

Strategic Planning

We devised a 5-year plan to establish a clear business direction in
achieving the VMYV, and employ a multi-brand strategy to achieve
success in all sectors of the bakery market.

Under a dynamic strategic planning process, short-term and longer-
term strategies and objectives are further defined and executed
through the Annual Operating Plan. Regular reviews of performance
measures enable management to react to market changes.

We fully implement Maxim’s multi-brand strategy. Through doing
so consistently and unswervingly, we achieve success in providing
unique, sustainable and scalable brands in the bakery market.

Customer Focus

We systematically analyse our customers’ needs. Frontline staff
interacting with customers in stores, our Customer \oice Program — a
proprietary online feedback system, market research, and effective use
of social media are among ways we gather vital information to ensure
we really understand our customers. Based on this understanding, we
segment our customers according to their unique needs. This in turn
ensures we exceed their expectations and achieve a strong emotional
bond with our customers.

Feedback from frontline staff is channelled to management. We
conduct in-store product tastings on new products. We analyse
purchase data plus demographic data to explore business opportunities.
Innovative ways of engaging customers include a 10-step cake
ordering process, and an in-store electronic catalogue.
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Measurement, Analysis, and Knowledge Management

A fact-based management approach coupled with a fully integrated 1T
system ensures efficient process management.

To support decision making and innovation, we select and monitor
key comparative measures including customer satisfaction, market
research data, and competitors’ store networks, and business results.

Performance analytical tools provide real-time insights, and enable
financial and customer performance analyses. Our comprehensive
knowledge management mechanisms optimise collection, transfer,
sharing and retention of valuable knowledge and best practices. Plus,
our information systems are highly integrated from stores to factory,
from customers to suppliers, delivering benefits including accuracy,
timeliness, and reliability.

Workforce Focus

Recruitment aims to ensure our workforce represents the diverse
ideas, cultures and thinking of our hiring and customer community,
and dovetails with the multi-brand strategy.

A series of training programs nurture staff, who are motivated
through incentive schemes with rewards for high performers. By
regularly reviewing benefits, we satisfy the needs of our changing
demographical workforce profile. Senior management listen to staff
and encourage open two-way communications.

We ensure our staff have a high degree of engagement in their
work and provide recreational activities — in turn boosting our
competitiveness as an employer.

Operation Focus

Our state-of-the-art cake and bakery production centre in Hong Kong
incorporates industry-leading technologies, and the largest three-storey
bakery tunnel in Hong Kong caters to the needs of different brands.

Elements of our food safety and quality system — such as stock
control, time and temperature control, personal hygiene and
environmental hygiene (which together comprise the Quality-Service-
Cleanliness model) — are certified to ISO 22000 and ISO 9000.
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A key competitive edge is our ability to source food ingredients
directly from the providers without trading firm as intermediate,
ensuring farm to store quality assurance and helping create the tastes
and styles that characterise our brands. Our extensive store network
provides convenience to customers.

Results

We continue delivering strong business results, and maintain our
position as Hong Kong’s largest bakery store chain. We are an
industry leader in terms of brand creation and introducing innovative
products.

We are honoured that our achievements are reflected in high customer
satisfaction and engagement plus our engaged and motivated staff,
recognised throughout the catering industry, plus other accolades for
innovation, outstanding customer service, and training.
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