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HOUSEKeEpINg ruies

KPMG

Please note all the lines will be muted throughout the webinar duration

If you have questions for the speakers, please submit them via the chatbox panel
Your questions will be raised during the Q&A session, subject to available time

A Feedback survey will be available at the end of the webinar on Webex. Please
complete the survey, your feedback is important to us

If you are not able to connect audio from your computer or your headset, you may
dial in using the toll-free Hong Kong number +852 3071 0029 (access code: 915 350

474)

Please contact Tracy Leung at +852 2685 7381 / tracy.leung@kpmg.com or Boonlua
Kan at +66 818352322 / kanl@kpmg.com.th if you have any queries, or type your
guestions in the Chatbox for immediate assistance.

© 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in
Hong Kong, China.



WItNyou today

Anson Bailey Yang Yiran

Head of Consumer & Retail, ASPAC Head of China Practice
Head of Technology, Media & KPMG Thailand
Telecoms, Hong Kong yyang@kpmg.co.th
KPMG China +66 2677 2216

anson.bailey@kpmg.com
+852 2978 8969
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KBy [rends - romNnRr 2020

Customer Experience
Experience is everything

People-Centric
Empowerment & Diversity

Platforms & New

business models
Commerce everywhere /
anytime

Trust
Business reputation &
purpose, sustainability

KPMG

Hong Kong, China

Intelligent &
Responsive Supply
Chain
Available wherever,
whenever, however the
customer wants.

Cooperation &

Collaboration
Even competitors
complement one another

Use and Not Just

Retain Data
Responsibly & Ethically

Technological

Intensity
Retail needs to be “Tech” to
serve the “new customer”

© 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“‘KPMG International”), a Swiss entity. All rights reserved. Printed in 4



Impact of
demographics
+geopolitics
+coronavirus

Retail
Apocalypse?
Have we got
to rethink our
strategies?



A pNases 0f response should be considered

Given the way that consumers and markets are likely to develop it is important to consider a phased approach in your businesses...

2l

Reaction Resilience Recovery New Reality

(first 4-8 weeks) (now) (6-12 months) (12-24 months)




LUITent state of the market

The pandemic is impacting the retail landscape in different ways

Key retail trends in Asia

Increased demand for food
products with longer shelf life

Accelerated the move towards
*+-+® 3 cashless society through
contactless mobile payments

Demand for delivery has
%V_% ---@ significantly increased; food delivery
affected by hygiene concerns

Increased demand for home
*++-® and personal hygiene products
— likely to sustain

Shift in consumer buying behavior as
@ they may move more of their shopping
to the ecommerce channel

... Pricing of consumer goods in
Asia are holding steady




LUITent state of the market

In the wake of the current situation, retail businesses are faced with several challenges

Business continuity
Segments affected: Non-food retailers,
F&B Restaurants

Changing consumer behavior
Segments affected: All retailers

//' Cash flow management Last mile delivery
/=% | Segments affected: Non-food retailers, Segments affected: Online retailers,
- - -
F&B Restaurants Online marketplace
Supply chain issues Health, safety, wellness +hygiene standards

Segments affected: All retail segments Segments affected: All retail segments




What does It meanior [nal retall BUSINeSS landscape

Industry Adaptive Company Responsive Strategy Value Proposition New Product/service
Mask (selling through vendin EANE Q\‘ /
Apparel NaRaYa, GQ, Sabina Launched new product ask (se m%chi(r?g)g ending Sailacich \K

indoor Workout from home through ——
m Absolute Cycle New business model rental bike with online training
gy program - .

Dine-in . New business model/ leverage Pre-order shabu with free
Penguin Eat Shabu .
restaurant existing assets shabu pot
HOTEL
E E Hotel Swissotel Bangkok Levm_arage current Houseke(_aplng service, SWISSOTEL
s Wl = service/resources laundry service to your home HOUSEKEEPING SERVICE

m © 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“‘KPMG International”), a Swiss entity. All rights reserved. Printed in 9
Hong Kong, China



Peasing customers durind a pandemic

Think ‘safe LCIOSErT Close that Improve Follagyyellr Deliver on
retailing’ STOIMErS last mile digital CUSTOIMELS your
channels OILEIN values

JOUTHIEY

Source: Rene Vader, Global Head of Consumer & Retail https://www.linkedin.com/pulse/pleasing-customers-during-pandemic-rene-vader/?trackingld=ILPLA2VsTW CbAokhuj4c39%3D%3D
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Jniine nas Infiated GUSIomers  EXpectations

UNLIMITED
Selection

J‘?/
AN
JD.COM TR

w 3] <

INSTANT
Delivery

TRANSPARENT
Pricing

EERILY
ACCURATE
Personalization

of=ie
s
TMALLCOM

0.0

%

FLEXIBLE
Payments



Platform Business
Models changing
ownership of assets vs
aCCess

f.l??ﬁ! Ca i



lt 1.2bn/1bn _ - /65m

Alipay / WeChat Internet Users Smartphone Mobile payment |
Users users in the | Jsers in

In Asia o
Chnina




Note: (1) Numbers as of September 2019

c-Wallet gains traction ike never berore In Inaland
010 01 /019

CAGR +42.6% |~ 2010 2019

CAGR +30.7%

4 - =
_ i 6 80 THB 140 THB
\v’i’_‘é THB 17.7 bn HB 279.3 bnkk
=" ' Value per
E-Wallet ' Transaction
Spending Value ‘ """"""
I AR
CAGR +30.2% \ i a a
y CAGR +22.0% Active users?
WY sam
= :

‘,’ 11.5 mn

No. of Accounts

' (rabbit @I 6.5 mn

, KPMG Analysis
KPMG 14



Alrtravel may recover more Siowly than others

% change year-on-year
60%

Flights on domestic markets

40%

20%

S Korea

0% ' ' ' ' ' ' ' t domestic
Vietnam
domestic
China
domestic
MNew Zealand

‘\ domestic

Source: IATA Economics analysis




focus on Customer
Al / Data/ VR

+5G

Rise of

livestreaming = - > .
_ with TikTok _ iy
- attracting

. 800M MAUSs Retailers
driving new
M . : tech +innovation -
— Domestic tourist Governments

trips in China
During Golden week!
(from May 1-5)

discussing
set up of “safe
travel zones

ed with KPMG International Cooperative (‘KPMG International’;



LNinese LonsUMers Siowly returmning... new normal

=

China GDP Q1* ChinaWholesale

and Retail Q1*

@17.8%

Y ™

M)

L . ’ o
e o

Shanghai 5.5 SOCIAL CONTACT-
Festival - RETAILING STREAMING LESS

Ended lockdown but
not travelling abroad

USD2.2bn in
24 hrs




[hal consumer benavior IS aiso chanding

From... ... To Examples

Home Workout Home cooking

Persistent physical distancing to

Close proximity for human interaction > home activities

> Consumers’ trial on new products

Btz 19l dlasies seles makes brand loyalty more obsolete

“Living closer feels like a family” > “I need my own personal space”

Pictures from: Pinterest

Y. > Lower price sensitivity. Quality and 6 3 0/0

4 Price-to-quality efficacy rule —

WERE WILLING TO TRADE UP
ON PRICE FOR PRODUGTS WITH
QUALITY AND SAFETY

ASSURANCES,
PRIOR TO COVID-1% OUTBREAK

Source: Nielsen, Positioningmag, The Standard ) "
Picture from: Nielsen

m © 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“‘KPMG International”), a Swiss entity. All rights reserved. Printed in 18
Hong Kong, China.



[hal consumer benavior IS aiso chanding

From...

u Traditional Brick-and-Mortar and
online channel as a supplement

JJJJQ International brands for
W% &  trustworthiness

= i
3! Shopping at grocery stores for

everyday items

@. News and information: Social Media
J as incremental to TV

>

>

. To

Examples

Digital and online as the main
channels

Local brand for traceability

Subscription plans instead of day-to-
day purchase

Picture from: techsauce

Value % Share 8 - E b
S/H Chain in TH SFeh1h SFenz0
-2
’ £s ]
A PERSONAL CARE [
CATEGORY = i ]

48% =g

PP Tl TR e T SUBSCRIPTIONS

Social Media becomes main stream
for news

Note: Some topics are extracted from The Standard Economic Forum, a virtual conference which is not accessible publicly

Source: Nielsen, Positioningmag, The Standard

[ e
[ e

Pictures from: Nielsen

m © 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“‘KPMG International”), a Swiss entity. All rights reserved. Printed in 19

Hong Kong, China



FUture bestinations in 2020

International locations - Thailand
B was the destination Chinese
— travelers wanted to visit the most
in 2020, followed by Russia and
Japan

>

The United States,
which had been top of
the list, has dropped
out of the top ten
entirely, following trade
tensions +Covid-19
outbreak!

Will see significant spike in domestic travel
+road trips across China in 2020 with focus
on cities like Wuhan!

KPiAG 2




Jgitalretalonthe RiSjcj
T—%%}'&Datg E.;

IS powering striving towards
growth transparency

.3
2

Smart cities
are taking
shape

ks @
Jigial Retal
On{eRrise

A survey of CEOs and consumers
in the Greater Bay Area

F
e Fourth edition
A-
Generation Z
IS driving
change

Consumers
are more
tech-savvy
than before

In association with

YouGov

Source: KPMG Publication, Digital Retail on the Rise, 2019

m © 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (“‘KPMG International”), a Swiss entity. All rights reserved. Printed in 21
Hong Kong, China



d, ala, data .. agan’!

Most important digital technology for businesses in the next two years*®

18'[

B Data
- I I analytics

s B D

B | bl | i
Date Artficial Aobotics’ Barcodes/ Imernet of Cloud
analytics inteligence Automation 0F codes things computing
(A} [leT=ensory
devites

*Only responsas talying rmore than 5% ane shown

3rd

Robotics

Sowee: KPMG and GET swvey analysis

m © 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in 22
Hong Kong, China.



Are we analysind customer data:

Do firms analyse collected data?

W Mot yet, but there iz a plan to implement data analytics in future

are already

B Mo, the collected data iz not being anakyzed and there is no
plan to do 50

collecting data

B No relevent dats is collected or maintained 0
® Customer data is being eollected 3 /O

© Mo data analysis has been done

analyse
data

Sowrge: KPMG and GET HE survey anglysis

m © 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in 23
Hong Kong, China.



biopal retall trends 2020: Preparing for the new reaity

lopal relal

rends 2020

Preparing for the new reality

Business models
evolve

Rethinking the
cost of doing
business

o
4 \ 1

5
B
e

Customer choice
comes under the \
microscope |

Purpose moves to
the forefront

Source: KPMG Global Publication, Global retail trends 2020

m © 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in 24
Hong Kong, China
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Human
augmentation

Smart

Virtual

robots - N
Quantum & assistants
computin @
puting . Artificial
_ . General @
Mach_me B ; JIntelligence
Autonomous , learning x Software
hicl : \
vehicles Augmented - defined
reality —\ - security *. Digital
twin
5G
Drones .
Cognitive
computin
Conversational Augmented @ Serverless ’
Data

user interfaces

Smart
city:

j PaaS \

. Discovery Edge : @ B

? @ _ @ computing ]

@ Virtual ﬁ @ @ Connected
reality @ Cognitive home

expert

@

Volumetric

displays loT adviso’r,s"
‘b platform @ ,
K : printing
Strategic Neuromorphlc

Smart

dust
@‘ Blockchain -

@

Brain
Computer
technologies hardware Interface

4D
printing

’\ Nanotube

electronics

Market
entry

© 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of indepéndent me
Hong Kong, China. Research

Immersive
experience

Artificial
intelligence

Digital
platforms

Impact

@ Transformational

(©)  High

() Moderate

ernational Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in



nvestment in ugstETEW EConomy
companies COMBNUESIo fSE"

Rapid adoption of
- digital technologies

+social media
+tribe marketing

.

Leap directly
from cash to digital
payments but need
to find an answer to
cross-border
payments

Data...data...data

low data costs
helping to support Need for Regional | &%
on demand service e-fulfilment hubs
iIn ASPAC :

+logistics infral ‘
Major issue in
ASEAN




CEEP CALM..growing Lrbanization with mare major citie
Nere N Asia from 48% t0 b/7% by 2030 (300k+ population]

North Europe
America 260

160

Source:

Silk Road Associates

m © 2020 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. Printed in 28
Hong Kong, China.
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S0 660N (2019)
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‘ @’ Trade Value

USD 6410n (2019)!

55

ASEAN

Note: The value includes imports and exports of goods and servi
Source: BOI, ASEAN

KPMG

ices (ASEAN reporter)

| i«a

¢

N FE

China led Thailand’s FDI
in 2019, investing over
50% of the total FDI in
Thailand

ASEAN becomes the
largest trading partner of
China in the first quarter
of 2020, replacing EU




Ve ASEAN reqion s one of the faste
5 | roMain the wordendisa top

5 5M0nomy

$149bn+

N ecommerce sales
In ASEAN

2T

ASEAN total
Retall sales

309%
Growing \
middle class

in ASEAN
today




Emerging
Technologies
like Al
+Blockchain will
profoundly
Impact
supply chains

You also need to
ensure you have a
more purpose
driven agenda
+deliver on your

values

Data

competitiveness

. [ [
+Innovation CL%
IS critical
to maintain (o
long-term Qf

You need to get
ready for the

speed of

change in this
‘new normal’ era

Listen to your
customers and follow
them on their journey!
They are demanding
more +more

transparency

from the brands they
buy




!

1T |:..4|H d
| oEE .

As we see changing consumer behaviours....we are going to see
business models evolve with the rise of platforms-here in Hong
Kong and retailers need to move quickly as the technology is
accelerating and the speed of change is relentless!

Consumers are not going back to the old normal with greater
expectations from those online experiences with unlimited
selections, instant delivery, transparent pricing, greater level of
personalisation and more flexible payments now etched in‘their
minds....we are going to see a greater focus and investment
dollars on those ecommerce platforms.

With the rapid-adoption of digital technologies and-the emergence
of social commerce....businesses do need to harness the power of
data analytics in order to follow their customers and access new
ones!

Amm—— e EESesotrBailey

LA .
T ‘mlr]'ﬁ- f




INanK'you

Anson Bailey

Head of Consumer & Retail, ASPAC
Head of Technology, Media &
Telecoms, Hong Kong

KPMG China
anson.bailey@kpmg.com

+852 2978 8969

Yang Yiran

Head of China Practice
KPMG Thailand
yyang@kpmg.co.th
+66 2677 2216

KPMG

Download these reports
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Sean Severn

Head of Markets
KPMG Thailand

ssevern@kpmg.co.th
+66 2677 2464

Anson Bailey

Head of Consumer & Retail, ASPAC
Head of Technology, Media &
Telecoms, Hong Kong

KPMG China

anson.bailey@kpmg.com
+852 2978 8969

Yang Yiran

Head of China Practice
KPMG Thailand

yyang@kpmg.co.th
+66 2677 2216
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