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I  am very excited to see a lot of familiar names in this year’s top 50, but also 
new ones. Having interacted with many in the industry, I can see there’s a 
real “What’s next?” mentality here in Hong Kong that is driving innovation 

and change. But sometimes it is easy to lose sight of the fact that the ultimate 
goal should always be about creating great customer experiences.  

It might seem counter-intuitive for a solutions company, but our advice 
to retailers is to not just plaster technology over a problem. Be thoughtful 
about the experiences and build a connection with your consumers. Gain real 
knowledge about the customer and what they really want, as not all customers 
are the same. 

At Tofugear, our vision of the future of retail is that it will become an 
‘Economy of One’. Someday, we will all be living in our own bubble where we 
can have an intimate level of personalisation, where not only products, but 
entire retail experiences are fully tailored to our preferences and behaviours. 

Moving into 2020, our goal is to help create better personalisation through 
better solutions, which add value – and crucially, customers would actually 
enjoy. What we see today with AI, 
blockchain and other technologies being 
incorporated into the mix, is just the 
beginning.     

Integration will be critical – not just 
an integration of technology but ideas, 
business models, products, services and 
systems. At Tofugear, we believe in the 
power of partnerships: being part of a 
technology ecosystem will be critical in 
these challenging times and as we move 
toward a new era of retail. 
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“T  rue retail innovators are thinking outside the box: they are eschewing 
the old way of doing things in favour of new approaches which 
enhance customer experience, engage the community or staff, 

add value to the retail experience or increase speed to market. They may 
be employing technology, social media, supply chain initiatives, HR reform, 
marketing delivery, data or other initiatives. They are not imitators.”

That is the definition of innovation we have used for three years in selecting 
Hong Kong’s top 50 innovative retail leaders. 

While some readers may find results subjective – even to the point of 
disagreeing with our choice – the list we publish here is the collective choice of 
seven independent judges.  

Innovation takes courage. And sometimes trying new innovations does not 
work out. But for every retailer in today’s fast-changing business and consumer 
climate, if you are not trying to innovate, you run a serious risk of falling behind 
your competitors – or the fresh new 
startup waiting in the wings to reimagine 
your market. 

So to everyone reading this publication 
and our definition of innovation, please 
ask yourself: How can I innovate in my 
business?

Editor’s Note

Robert Stockdill
Director of Content

Inside Retail Asia
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N
ew innovative approaches are 
required for retailers to continue 
to meet the lofty expectations of 

today’s connected consumers. 
Inside Retail’s Top 50 Innovative Retail 

Leaders in Hong Kong is testament to 
the progress that is being made in Hong 
Kong. But what does the picture look like 
for retailers elsewhere in Asia? 

Tofugear has just published its annual 
Asia Digital Transformation Report, in 
which 150 retail leaders and executives 
across the region were surveyed on 

their innovation plans and motivations. 
In particular, retailers were asked which 
customer-facing technologies they were 
prioritising for 2020. 

The good news for shoppers in 
Asia is that retailers are focusing on 
innovations that will help enhance the 
customer experience and offer increased 
convenience. While technologies such 
as drone deliveries and in-store robots 
might generate bigger headlines, these 
are not (yet) very scalable and their 
impact on the overall experience is 

limited. 
So what then are the top three 

investment priorities for retailers 
operating in Asia?

1  SCAN-AND-GO TECHNOLOGY 
USING MOBILE APPS

Gone are the days of using scanning 
guns in grocery stores. When it comes to 
scan-and-go technology, retailers are now 
looking to leverage the device that most 
people carry around in their pockets: 
their mobile phone. 

What innovations  
are retailers 
prioritising for 2020?
BY PHILIP WIGGENRAAD 

DIGITAL TRANSFORMATION & INNOVATION
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Through mobile-native apps, shoppers are able to scan 
products on their phones as they go around a store. It is clearly 
a more economical alternative than investing in unmanned-store 
technology and it does not alienate consumers who still value 
being served by a human. 

These days, scan-and-go does not need to be restricted to 
supermarkets and can be relevant in sectors such as fashion as 
well. Research from Tofugear has shown that the next generation 
of consumers have a ‘do-it-yourself’ mindset and are actively 
seeking out retailers that allow them to take control of the 
shopping experience.

2  SAME-DAY DELIVERIES
In the age of having takeaway food delivered within 30 

minutes through apps like Foodpanda and Deliveroo, the 
fulfilment speeds offered by many retailers are not cutting it 
anymore. Indeed, research by Tofugear has found that slow 
shipping is a major frustration for a third of Asian consumers. 

It is therefore not surprising perhaps that same-day deliveries 
are now such a pressing issue for retailers. However, this might be 
a bigger priority in some markets than others. 

Hong Kong is arguably behind the curve when it comes to 
fulfilment speeds. Meanwhile, countries like Japan are already 
accustomed to high demand for same day deliveries, prompting 
Amazon to recently set up its own network of Uber-like delivery 
drivers there to support its ‘Prime Now’ offer. 

3  IN-STORE SHOPPABLE SCREENS
Being ‘omnichannel’ is about so much more than opening 

a click-and-collect area in your store. It means empowering 
shoppers to get their hands on products through any way they 
desire. With out-of-stock items being one of the biggest pain 
points when shopping in stores, it seems a no brainer to launch 
in-store shoppable screens that allow customers to order from 
other stores or from the online channel for home delivery. 

To launch these screens, retailers need to be fairly advanced 
in their digital-transformation journeys. They need to have real-
time insight into their stock positions across all channels, which 
then allows each store to effectively become an order-and-

fulfilment hub. 
With respondents to the survey 

indicating that achieving omnichannel 
retail is the biggest challenge they are 
facing this year, this is evidently still a 
work in progress.

Philip Wiggenraad is head of research at 
Tofugear. 
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Cindy Chan is GM, Greater China, heading up the YouGov business in Hong Kong and China. 
Leveraging unique YouGov solutions, she helps clients to understand the latest consumer market 
trends and generate insights for making informed decisions. Based in Hong Kong, Cindy has almost 
20 years of consumer insights experience on branding and proposition, advertising and customer 
journey. Prior to joining YouGov, she was the Global Account Director at The Nielsen Company.

CINDY CHAN
General Manager, Greater China, YouGov

Anson Bailey has been with KPMG since 1999, undertaking strategic consulting roles and market 
assessments for multinational corporations in the region with experience in a wide range of sectors 
including retail, food and beverage and FMCG. He drives strategic initiatives including a series 
of thought-leadership and executive briefings for senior executives covering the technology and 
e-commerce arena.

ANSON BAILEY (CHAIRMAN)
Head of Technology Hong Kong, Head of Consumer & Retail, KPMG China

Anna Lin has more than 30 years of senior management in strategy formulation, business planning 
execution and pioneering innovating industry platforms. In her current capacity as CEO of GS1 
Hong Kong, she leads the organisation to establish platforms, ecosystems and programs to drive 
industry adoption of global supply-chain standards, practices and technologies for enhanced 
business efficiency, digital commerce and IoT development. Anna also holds a number of 
appointments in both government and industry organisations.

ANNA LIN
CEO, GS1 Hong Kong

Tiffany Lung is a retail analyst at Tofugear with a research focus on unified commerce, digital 
transformations, innovation trends and consumer behaviours in all retail sectors. She has been 
featured with her expert insights in local and international print media and has spoken at industry 
events. She previously worked in London for Ascential Group PLC and Christian Dior Couture.

TIFFANY LUNG
Retail Analyst, Tofugear

Bruno Mercier, is a senior advisor to a number of private equity and venture capital funds, including Nexus 
Point Capital and Partners Group, strategic consultancies, investment banks and an investor in tech start-ups 
focused on retail and consumer goods. From 2011 to July 2017, Bruno was CEO and Executive Director of 
Sun Art Retail Group, Chairman of Auchan China and RT Mart International in Taiwan and was on the team 
negotiating with Alibaba for its investment in Sun Art end of 2017. Bruno has spent more than 30 years in 
Asia, mainly in China. He now lives in Hong Kong.

BRUNO MERCIER
Independent Advisor and Board Member, Naya Advisors

As GM, Anna Romagnoli is responsible for the chamber’s budget and strategy, with a focus on 
developing new services, creating new revenue streams and maintaining public relations and 
communication with members, as well as with local and Italian institutions.  She has overseen more 
than 120 mid-sized and major events.

ANNA ROMAGNOLI
General Manager, The Italian Chamber of Commerce Hong Kong & Macao

Robert Stockdill has more than 20 years experience writing and commentating on retail industry 
issues across Asia-Pacific and beyond. He oversees content of websites, printed publications and 
events covering retail Asia-wide. 

ROBERT STOCKDILL
Director of Content, Inside Retail Asia

THE JUDGES
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BY ANSON BAILEY

H
ong Kong’s retail industry is 
evolving fast as technology 
transforms expectations. 

Consumers now want retail experiences 
that are engaging, intuitive and 
appropriate at a moment’s notice. This 
calls for the industry to hasten its adoption 
of technology and ensure that those 
working in retail are equal to the task.

These are among the key findings 
from Minding the Retail Gap, a report 
published this year by KPMG China and 
the Hong Kong Retail Management 
Association examining the city’s talent 
challenges and future strategies. 

Young people in particular are urgently 
needed. With an ageing workforce 
steadily leaving the industry, Hong Kong-

Nurturing workforce 
talent is key for Hong 
Kong retail’s future

In addition, Hong Kong retailers should 
better communicate robust employee 
value propositions. What will they offer 
talent for their time, effort and loyalty? 
A cohesive company culture as well as 
a creative environment and appealing 
benefits must be considered. This also 
means reassessing the career trajectory of 
staff and being willing to use technology 
imaginatively to achieve goals with 
customers.

E-commerce is one way to strengthen 
relationships with customers. Retailers 
need to make certain they align online 
and in-store shopping experiences. But 
given Hong Kong’s densely populated 
area, it is sensible to adopt a two-
pronged approach that drives towards 
omni-channel while factoring in the 
physical shopping experience.

Retailers should also factor in the 
significant potential of the Greater Bay 
Area (GBA) development plan, which 
integrates economic ties between Hong 
Kong, Macau and nine cities in China’s 
Guangdong province to create a market 
of more than 70 million people. Projects 
like the Hong Kong-Zhuhai-Macau Bridge 
and the Guangzhou-Shenzhen-Hong 
Kong Express Rail Link have reduced 
travel times, enabling the increased flow 
of talent and goods and boosting cross-
border collaboration.

At the heart of all these efforts, the next 
generation of retail talent in Hong Kong 
needs to be nurtured and up-skilled. For 
if traditional businesses stand still, they 
most certainly are finished.

Anson Bailey is head of consumer 
and retail for Asia-Pacific and head of 
technology for Hong Kong at KPMG 
China.

based retailers are seeking fresh talent as 
well as innovative approaches to maintain 
the quality of their customer service.

Hong Kong’s retail competitiveness 
matters. The industry is a pillar of the 
economy. More than 63,000 retail 
establishments operate in Hong Kong, 
most of them small or medium-sized, 
and collectively these businesses employ 
about 270,000 people in a city of 7.4 
million.

Amid the sharply rising number of 
visitors in Hong Kong over the last 15 
years, it has become even more crucial 
that retailers be adequately staffed and 
their workforce trained to meet the higher 
demand. Furthermore, many visitors to 
Hong Kong are Millennials from Mainland 
China, and most of them are tech-savvy.

In terms of staffing, the most difficult 
roles to hire for are front-line customer 
service staff and retail salespersons, at 
72 per cent each, a report survey found. 
They were followed by technicians 
supporting retail technologies/
digitalisation/e-commerce (64 per cent) 
and supervisors or managerial grade staff 
(63 per cent).

EFFECTIVE PLANNING IS REQUIRED
Reinforcing staff training ranked first 
among strategies the surveyed retailers 
would consider in the next two years. That 
was followed by providing higher staff 
incentives, adopting technology-enabled 
service/automation and highlighting 
career possibilities associated with their 
brand.

Broadly speaking, the industry needs to 
rebrand as a dynamic, fast-moving career. 
Hong Kong retailers must be perceived as 
having strong growth potential to entice 
the next generation of talent.

MINDING THE RETAIL GAP
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RESEARCH BY YOUGOV

C
onsumers have a blunt message for 
Hong Kong retailers: you are not 
keeping up with your peers in other 

markets, especially the mainland. 
That is one of the key results from 

the YouGov survey of 1000 consumers 
undertaken online in conjunction with this 
year’s Top 50 Innovative Retail Leaders 
in Hong Kong publication. YouGov is the 
research partner of this year’s Top 50. 

Nearly three in five people interviewed 
(59 per cent) said they agreed with the 
statement that international brands and 
retailers are more innovative than Hong 
Kong ones. Just 6 per cent disagreed.

Asked to nominate three countries 

they thought had the most innovative 
markets, Hong Kong failed to make the 
list. Instead, respondents chose Mainland 
China (47 per cent), Japan (37 per cent) 
and the US (35 per cent). Hong Kong 
languished fourth at 26 per cent, ahead 
of Australia on 10 per cent and South 
Korea (9 per cent). No other country 
ranked higher than 7 per cent. 

However, broken into age groups, 
there was a significant difference. The 
younger the respondents, the less 
innovative they consider Mainland China 
to be. That country was a more popular 
choice among those aged over 55 (56 per 
cent) and Gen X (47 per cent). Among 

millennials, Mainland China was chosen 
by 41 per cent and by Gen Z (aged 18 to 
24) by 39 per cent. 

Hong Kong rated relatively evenly 
across all age groups, ranging between 
25 per cent and 28 per cent. 

Drilling down into areas of innovation, 
YouGov asked the respondents how 
innovative they considered Hong Kong 
retailers are in various areas of business, 
specifically advertising, their use of social 
media, in-store experience, customer 
service, ease of shopping online, 
packaging, payments and checkout 
process, loyalty programs, sustainability, 
and product delivery. 

Score card:
‘Could do better’
Consumers are unconvinced by the level of innovation among 
Hong Kong retailers, our study finds...

10 Top 50 Innovative Retail Leaders in Hong Kong 2019

Respondents to our research survey 
gave Hong Kong retailers low marks for 
packaging innovation and sustainability. 



RESEARCH BY YOUGOV

The most positive responses came 
in the ease of shopping online (57 per 
cent), retailers’ use of social media (55 
per cent) and the payments and checkout 
procedures (53 per cent). 

The lowest-ranking categories were 
packaging (31 per cent) and customer 
service (32 per cent).

Sustainability could also be an area 
retailers could do better when it comes 
to innovation: just 35 per cent responded 
positively to that while 20 per cent 
considered retailers were not innovative 

in that field at all. 
In the majority of categories, between 

35 per cent and 46 per cent picked 
neither innovative nor not.

A majority of respondents believe 
Hong Kong retailers should work more 
with startups to enhance innovation in 
their stores and service. Sixty-two per 
cent agreed, versus just 5 per cent who 
disagreed. The balance did not feel 
strongly either way.

When it comes to shopping online, 66 
per cent agreed that local retailers should 

make it easier to shop online, compared 
with just 7 per cent who disagreed. 

And 53 per cent thought Hong Kong 
retailing is “boring” but the same 
percentage said they found pop-up 
stores interesting and usually checked 
them out. 

Among those who use social media 
to view the products and make actual 
purchases, Facebook is the platform 
named the most (84 per cent). However, 
Instagram is the top choice of Gen Z (83 
per cent).

Virtual reality 
is considered a 

positive innovation 
among Hong Kong 

consumers.

11Top 50 Innovative Retail Leaders in Hong Kong 2019



12 Top 50 Innovative Retail Leaders in Hong Kong 2019

RESEARCH BY YOUGOV

Respondents to our YouGov survey were 
asked: “When you think of innovation in 
retail, what comes to mind?” 

Setting aside online shopping, which 
drew the greatest response despite not 
really being an innovation any more, 
the most common responses related 
to payments. Fifty-seven per cent of 
respondents nominated mobile wallets, 
payment platforms such as GooglePay, 
WeChat Pay, Alipay or ApplePay, seeking 
the convenience both online and in 

physical stores. 
Unmanned shops also ranked 

highly, nominated by 47 per cent of 
respondents, with interest especially high 
among Gen Z respondents (aged 18 to 
24) at 56 per cent. Consumers aged over 
40 were far less enthusiastic about such 
technology, at 44 per cent, tailing off at 
43 per cent for those over 55.

Mobile ordering was nominated  
as a convenience to allow ordering  
food and drinks via an app and  

collecting them in store. 
Some respondents nominated brands, 

with HKTV Mall referred to most often. 
Taobao and Amazon also ranked highly, 
ahead of Facebook.

AI was mooted as a means for 
retailers to be able to memorise 
consumers’ shopping styles, needs and 
requirements, then provide personalised 
services; and AR to help shoppers 
visualise the look and feel of products 
before purchase. 

A key open-ended question of our 
YouGov survey was: If you could name 
any innovation you would like to see 
Hong Kong retailers adopt, what would 
it be?  

The overwhelming response was 
unmanned stores, suggesting a 
readiness for the perceived convenience 
and speed of transactions offered by 
automated stores. 

Online shopping and artificial 

intelligence were next, completing the 
three standout responses. Some may 
be surprised by the expressed demand 
for online shopping in a market where 
adoption of the channel is among the 
lowest of any developed economy 
in the world. Less than 5 per cent of 
Hong Kong’s retail sales are currently 
conducted online. Given tourists 
account for 50 per cent of the territory’s 
retail market, it is likely that almost 10 

per cent of local shopping is conducted 
online - a rate which is still less than one 
third that on the mainland. 

Other innovations popular among 
respondents included virtual reality, 
electronic and mobile payments, 
acceptance of Alipay, robots, and self 
pick-ups for online orders, the latter 
already widely available throughout 
Hong Kong. 

How consumers define innovation in retail

Consumers seem ready for unmanned stores
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NAME/S

Dennis Zelazowski
Malina Ngai
Rene Suarez
Charlotte Tsuei
Cinci Leung
Kent Wong
Marc Zielinski 
Brian Lo
Sandeep Sekhri
Guillaume Kaminer
Christophe Daures
Raphael De Ry
Quinn Lai
Lew Kimble
Edwin Keh
Damien Ko
David Yeung
Gianfilippo Testa
José Blanco
Chunmao Ju
Dickson Poon
Hilary Tsui
Ricky Wong
Sham Kar Wai
Adrian Cheng
Al Hong
Cristina Ventura
Douglas So
Candice Chan
Peionie Kong
Anjali Harjani
Bobsy Gaia
William Shum
Jacky Lam
Delphine Lefay
Diego Dultzin Lacoste
Christian Talpo
Manuel Palacio
Bankee Kwan
Sarah Garner
Christopher Kwok
Eric Delplanque
Syed Asim Hussain
Sarah Fung
Vanessa Cheung
Dr Christina Dean
Adam Hershman
Ivan Tang
Christine Chow
Walden Lam

POSITION

Co-founder
Group COO
Founder
Founder
Founder
MD
CEO
GM Hong Kong & Taiwan
Founder and MD
Co-founder/ CEO
Co-founder/ Partner
Founder
Founder
EVP & CEO Asia Pacific
CEO
CEO
Founder
President Greater China
Country Director
Founder
Founder & Executive Chairman
Founder
Founder
CEO
Founder
MD
Chief Catalyst Officer
Director
MD
Director of Asset Management
Founder
Founder
Founder and CEO
MD
Co-founder
Co-founder
Co-founder
Co-founder
Chairman & CEO
Founder
Executive Director
Founder
Co-founder
Founder/ CEO
Founder
Founder and CEO
GM Greater China
Co-founder
Co-founder
Co-founder

COMPANY

3DNA
AS Watson
Black Riot
Caelum Greene
CheckCheckCin
Chow Tai Fook
Decathlon
Deliveroo
Dining Concepts
Eatology
Eatology
Edgar
Eoniq
Foot Locker
G2G
G2000
Green Common
Gucci
Guess
Harmay
Harvey Nichols
Her
HKTV Mall
I.T Group
K11
K-Style Lab
Lane Crawford Joyce Group
Leica Hong Kong
Life Health
Link REIT
Malabar Baby
Mana!
Memorigin
Okian Optical
OnTheList
OnTheList
Pirata Group
Pirata Group
Pricerite
Retykle
SHKP Malls
TGD Asia
The Black Sheep
The Hula
The Mills Fabrica
The R Collective
Tumi
Tove & Libra
Tove & Libra
Unspun

THE LIST

Nicole Torres

�



17Top 50 Innovative Retail Leaders in Hong Kong 2019

CEO: HKRITA & Founder, G2G
Professor Edwin Keh

P 
rofessor Edwin Keh has created 
technology that deconstructs 
discarded clothing to create new 

fabrics which can then be used to make 
new garments.

The G2G (Garment-to-Garment) 
Recycle System is a mini-scale production 
line that uses a closed-loop textile 
recycling process: from sanitising a 
garment, removing hard trims, cutting 
fabric into smaller pieces, opening and 
mixing fibre, carding, spinning, through 
to garment knitting. The system is viable 
as a pop-up retail concept and presents 
an exciting new approach to inspiring 
garment recycling among consumers. 

A working machine is located at The 
Mills in Tsuen Wan where early adopters 

can literally take their old unwanted 
clothing and have it converted into 
something new. Apparel made with 
recycled threads, bearing the brand 
name Alt, are on sale right beside the 
production facility. 

The G2G retail shop at The Mills, is 
a joint collaboration of the Hong Kong 
Research Institute of Textile and Apparel, 
which Professor Keh heads, the H&M 
Foundation and Novetex Textiles Limited, 
one of the world’s largest single-site yarn 
spinners. It has the support of The Mills. 

Besides educating the public on 
the potential of textile recycling, the 
machinery is a working laboratory testing 
solutions to fight the ‘throwaway culture’ 
of apparel consumers. 

Professor Keh has been CEO of 
the HKRITA since June 2012. He has 
extensive experience in purchasing, 
supply-chain management and product 
development. Prior to working with the 
HKRITA, he was senior VP and COO of 
global procurement with US retail giant 
Wal-Mart and held roles with Donna 
Karan and Payless Shoesource of the 
US and Country Road of Australia. He 
is a visiting professor at the Hong Kong 
University of Science and Technology 
and for the last nine years a lecturer at 
The Wharton School, the University of 
Pennsylvania. 

An active volunteer and consultant, 
his life goal is to “help make the world 
better".

#1
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Founder, The Mills
Vanessa Cheung

V 
anessa Cheung, founder of 
The Mills, is spearheading a 
revolution in how the fashion 

industry - and its customers - think about 
sustainability, the circular economy and 
upcycling. 

The Mills is a landmark revitalisation 
project by Nan Fung Group in which an 
obsolete textile mill in Tsuen Wan has 
been converted into a modern retail 
space, nurturing startups and creating 
a destination for people interested in 
fashion, art, technology and lifestyle.  

The Mills is home to innovative retail 
and fashion startups including Unspun 
(which makes denim jeans to order via 
body scanning and 3D printing), and 
G2G, which deconstructs discarded 
garments and uses the materials to 
make new clothes. 

The aim of The Mills is to provide 
visitors with a hands-on learning and 

experiential retail experience, promoting 
the maker culture and exploring the 
relationship between inspiration, 
innovation, fabrication and production. 

A broad range of retailers have now 
opened stores at The Mills, including 
fashion labels, giftware designers and 
home-furnishing solutions. They are 
complemented by cafes, juice bars and 
restaurants - some of them new-to-
market concepts - together with an art 
gallery showcasing visiting exhibitions, 
and a museum celebrating the era when 
Hong Kong was home to the world’s 
largest textile industry. 

The Mills also features event spaces 
and co-working facilities targeting 
startups and creatives, encouraging 
the sharing of ideas and technology 
partnerships. Within The Mills is The 
Mills Fabrica, a business incubator, fund 
and workspace for techstyle startups 

and strategic partners, companies at the 
intersection of technology and style. 

Through The Mills project, Vanessa 
hopes to inspire the younger generation 
and foster technological and intellectual 
development in Hong Kong. 

Vanessa is the group MD of Nan Fung 
Development and the granddaughter of 
its founder. She also co-owns the gym 
Crossfit Asphodel and launched a not-
for-profit community health initiative The 
Keep Moving Project, which provides 
accessible workplace wellness services, 
and runs programs for schools and 
underprivileged people.

In partnership with her sister, she co-
founded Quo, a coconut-water based 
drinks company. 

She is also a board member of the 
Antiquities Advisory Board and a 
member of the Council for Sustainable 
Development.

#2
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COO, AS Watson Group
Malina Ngai

W 
ith more than 15,200 stores, AS 
Watson is the world’s largest 
health-and-beauty retail group. 

It boasts 23 banners which servce some 5 
billion customers annually. 

The largest chain is Hong Kong-based 
Watsons, where a raft of technology has 
been trialled during the last few years, 
including endless aisles, intelligent make-
up mirrors, automated checkouts and 
AI-driven loyalty-program initiatives. 

A particularly successful strategy has 
been the introduction of a click-and-
collect program in 80 per cent of its 
Southeast Asian stores. Customers can 
shop online and choose which store to 
collect their purchases from. That has 
driven incremental in-store sales to the 
collectors by as much as 52 per cent. 

The company has also partnered with 
other companies to expand its in-store 
offer to customers. 

One of these was with Prenetics in Asia 
and Europe whose Circle DNA testing 
program has launched in selected stores 
and delivers more than 500 reports from 
a single saliva sample. The Circle DNA 

product provides a comprehensive view 
and analysis of an individual’s DNA, 
along with actionable recommendations 
via a mobile app. Every test comes 
with a complimentary 30-minute phone 
consultation by a genetic counsellor/
health coach.

In another partnership, AS Watson 
teamed with L’Oreal’s AI and AR firm 
ModiFace to launch a virtual makeup-try-
on service.

Called #ColourMe it works on Watsons’ 
mobile app in Malaysia, Taiwan, Thailand 
and Singapore, providing shoppers with 
the opportunity to virtually try on 300 
makeup products – including lipsticks, 
mascara, eyeshadow, brow colouring and 
foundation.

All of these innovations are 
progressively being rolled out through 
stores in Asia and beyond as they are 
tested and refined.

“Customers are at the heart of all our 
innovations,” said AS Watson Group 
COO Malina Ngai at the ModiFace 
launch. “We strive to create bespoke 
online and offline experiences that add 

value to their lifestyle.”
AS Watson also works on creating long-

lasting alliances under its Technology 
Partnership Programme launched last 
year - in preference to short-term client-
vendor relationships. 

“Through this mutual commitment, 
our tech partners whom we have 
chosen to work with have brought us 
great expertise and innovation to help 
accelerate our digital transformation,” 
she says.

The tech partners have access to AS 
Watson’s senior management through an 
annual partnership event where they can 
learn about AS Watson’s growth strategy 
and technology roadmap, and showcase 
their latest solutions. 

Besides her AS Watson role, 
Malina Ngai is vice chairman of the 
Hong Kong Retail Management 
Association and serves on the board 
of the Intercontinental Hotels Group. 
She is a former Hong Kong national 
representative in rowing and athletics.
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Founder, K11 Group
Adrian Cheng

A 
drian Cheng is a consummate 
innovator in Greater China’s 
retail industry - and globally in 

fashion, jewellery and arts. This is the 
third consecutive year he has been 
included in the Top 50 Innovative Retail 
Leaders in Hong Kong list - each time 
for different reasons. 

This year’s achievement is the stunning 
K11 Musea in Kowloon, a world-class 
experiential art, culture and retail 
landmark destination for millennials, 
which took 10 years to plan and build. It 
is a venue which ranks among the best 
shopping destinations in the world, and 
home to a plethora of brands new to 
Hong Kong. 

Technology has been encouraged 
throughout, including a robotic tea shop 
and automated ordering and payment 
systems. Areas for customers to relax 
include charging stations for digital 
devices built into tables.

K11 Musea represents a whole new 
step up from the already impressive 
K11 Art Malls, the first of which opened 
at Tsim Sha Tsui in 2008 and has been 
followed by others on the mainland.  

Where prior K11s were described 
as ‘art malls’, K11 Musea takes the 
concept even further, a ‘Museum-Retail 
Complex’, which is a key anchor of 
the US$2.6 billion Victoria Dockside 
development. 

Visitors are greeted by a rotating 
collection of world-class artworks. The 
centre’s facade will feature one of the 
world’s largest living walls, boasting a 
surface area of more than 50,000sqft 
of greenery. An outdoor amphitheatre 
space and a 25-foot-tall LED screen will 
host cultural events.

Adrian, executive vice chairman of 
New World Development and founder of 
the K11 Group, is the grandson of New 
World Development billionaire founder 

Cheng Yu Tung and third-generation 
heir to one of China’s most influential 
business families, the mastermind 
behind jeweller Chow Tai Fook. 

Besides his K11 passion, Adrian is 
co-founder of venture capital company 
C Ventures, which partnered with Chow 
Tai Fook and New York startup Flont to 
launch a jewellery-rental service in Asia, 
enabling consumers to discover and 
wear high-end jewellery they may not be 
able to afford to buy.

He is also heavily involved in the 
arts through the K11 Art Foundation 
which he launched to inspire and foster 
aspiring artists and promote public art 
education.

This year, Adrian was appointed the 
first global ambassador of the Council 
of Fashion Designers of America, with a 
mandate to support American designers 
as they seek growth for their brands 
overseas.
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GM Greater China, APAC Distribution and Travel Retail, Tumi
Adam Hershman

A 
dam Hershman is a retail 
professional with international 
leadership experience and 

strong understanding of Western, Asian 
and Middle Eastern customers. He has 
helped businesses grow in competitive 
retail environments across wide-ranging 
categories such as luggage, electronics, 
liquor, accessories, jewellery, watches 
and perfumes. 

In his current retail role, Adam heads 
up Tumi in Greater China and its Asia-
Pacific distribution and travel-retail 
channels. 

Over the past 18 months, Adam has 
personally spearheaded three award-
winning, out-of-store pop-up retail 
experiences for the Tumi brand: Tumi 
House at IFC mall, Tumi Lodge at Pacific 
Place and, most recently, Tumi Loft at 
Pacific Place last April. 

Each installation delivered memorable, 

technology-driven experiences for 
customers, allowing them to explore and 
engage with the Tumi brand on a level 
not easily achievable in a traditional 
retail-store setting. Each of the pop-ups 
generated positive sales for the brand 
and drove massive exposure through 
media and social channels. 

The Tumi Loft in April was described 
as “an exploratory and immersive 
journey”. Constructed with exposed 
steel and with raw concrete floors and 
an open layout, it was intended to 
capture “the industrial yet cosmopolitan 
essence” of the brand’s New York 
roots, “a tactile showcase of the 
brand’s innovative spirit, creativity and 
heritage”. 

The most innovative feature was an AR 
activation tied in to the Tumi Club app 
allowing guests to take virtual selfies 
and videos with a lifelike Chris Pratt, the 

face of Tumi’s Asia and Middle East 2019 
seasonal campaigns. 

Other features included a heritage-
and-design wall paying homage to the 
evolution of Tumi’s design heritage, a 
demonstration of quality and testing 
procedures Tumi products must pass 
before being released, a textile-
innovation library featuring key fabrics 
used in Tumi products, with story-telling 
on each; and a personalisation bar 
where guests could customise their Tumi 
products with exclusive hand-gesture 
monograms and metallic blue foil. 

With a diverse background of 
international business experience, Adam 
started his career in investment banking 
in New York before working with LVMH, 
Christian Dior Couture and luxury travel 
retailer DFS Group before joining Tumi 
six years ago, first in the US, and now 
based in Hong Kong.
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Dennis Zelazowski founded Hong 
Kong startup 3DNA to encourage 
creativity in eyewear.

Kiosks installed in optical stores 
in Hong Kong and abroad use 
unique customisation technology 
to produce eyewear frames from 
sustainable materials. 

The kiosks record a short 
video of the customer to create 
a 3D image of their face before 
using augmented reality to allow 
the customer and the retailer to 
design a solution unique to the 
individual. Customers can choose 
from frames made with materials 
including paua shell, timber and 
titanium, before the glasses are 
made to order. With 15 kiosks now 
in operation in four countries, and 
an online point of sale as well, 
3DNA is creating an entirely new 

subcategory in the optometry 
market.

“We believe technology 
empowers humanity, providing 
limitless potential for innovation 
and growth,” says Zelazowski, 
an American who now considers 
Hong Kong home. “We believe 
unlocking dormant potential 
will unleash creativity and local 
craftsmanship and improve our 
world.

“We empower user creativity 
and make eyewear-buying fun and 
collaborative.”

Dennis explains that his 
grandfather’s optical lab is the 
root of this passion for eyewear. In 
1993, he began work in his family’s 
optical stores, learning from skilled 
opticians, salespeople, laboratory 
workers and tinkerers. 

DENNIS ZELAZOWSKI
CO-FOUNDER, 3DNA

In an industrial building in North Point, Rene Suarez has created a bespoke retail space for a tiny 
niche market: enthusiasts of motorcycle culture and apparel. With a carefully curated collection of 
products sourced from all over the world, Black Riot draws a largely foreign clientele via word of 
mouth and social-media engagement.

It is a part-gallery, part retail space, part ‘third home’ for people of like mind not just to shop, 
but to hang out and share tales of the highway. 

“The kind of stuff we sell, it doesn’t mean we will sell more if we move to a ground-floor 
location. We might sell a few more t-shirts or socks, but that is not going to make up for the 
higher rent.”

The range of products on display at Black Riot are carefully chosen, “made with passion and 
joy,” says Rene. “When people come here, I can explain to them the story behind every brand 
and why we carry it. I have to like it myself. If not, I cannot recommend it.”

A Mexican who spent 20 years in the logistics business Rene decided to follow his passion while 
stationed in Hong Kong and now calls the city his home. 

RENE SUAREZ
FOUNDER, BLACK RIOT

Charlotte Tsuei has created an athleisure 
wear retail business in Hong Kong, a market 
crowded with multinational brands, while 
at the same time endeavouring to create 
a greener, more sustainable future for the 
fashion industry.

“We bring together two of my greatest 
passions, fashion and wellness, offering an 
option to shop better, bringing positive 
impact on the community,’ explains 
Charlotte.

Tsuei opened Hong Kong’s first athleisure 
boutique, Caelum Greene, on Hollywood 
Road in 2016, which has since become a 
popular destination for Hong Kong’s style- 

CHARLOTTE TSUEI
FOUNDER, CAELUM GREENE

and health-conscious clientele. She stocks 
a plethora of brands spanning fashion 
to beauty to home accessories which all 
focus on natural, organic and chemical-free 
products and materials.

A Taiwanese-born American based 
in Hong Kong, Charlotte has been 
described as a fierce business woman and 
“ecopreneur”, an environmentalist with 
a penchant for all things wellness, and a 
passion for fashion. She spent her previous 
career in retail, including roles at Christian 
Louboutin and Pure International. 

Despite the challenges of competing 
with giant multinationals, Charlotte has 
successfully grown the brand and recently 
opened a flagship store at The Landmark 
in Central. The label is now expanding into 
men’s “athleisure” fashion and eco-friendly 
lifestyle products and accessories.
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Hong Kong’s largest sports store may not be 
new to the world, but it is certainly unique 
to the city. The 72,000sqft space opened 
at Sheung Tak Plaza in Tseung Kwan O last 
June, split in half into outdoor and indoor 
areas.

Outside, a combination of practice spaces 
allow customers to try out sports products 
and footwear for themselves: 70 sporting 
disciplines, including badminton, tennis, 
basketball, hiking, football, running, yoga and 
even a ski-testing area.

“At Decathlon, we want to make sure sport 
is accessible to the many through high-quality 
products at competitive prices, with the 
outdoor terrace providing a place for sports 

users to play and really test our products 
before they buy,” says CEO Marc Zielinski.

“We are all aware of the importance of 
exercise for better mental and physical health 
but at the same time, we understand sports 
engagement can be a heavy financial burden 
to some.”

It also features automated checkouts and 
a wealth of customer-engaging technology 
instore, including multiple 50” LED screens 
promoting Decathlon’s range of more than 
13,000 products.

A store of that size not only excites 
sportspeople, but it gives its host mall a 
point of difference to attract foot traffic to the 
centre, benefiting all the retailers there. 

MARC ZIELINSKI
CEO, DECATHLON

Cinci Leung has expanded a medical-cum-retail concept by launching a 
chain of mocktail tea bars across Hong Kong, serving healthy, flavourful 
grab-and-go beverages freshly whipped up by trained mixologists as an 
alternative to the eponymous bubble-tea cafes. 

The tea concept is an extension of her successful integration of 
preventative health care and Chinese medicine into a traditional retail 
environment, for which CheckCheckCin has become known.  

A registered Chinese medicine practitioner in Hong Kong, with 
university qualifications in Business Administration, Chinese medicine 
and acupuncture, Cinci opened her first tea bar at her clinic in Sheung 
Wan. The brand has now expanded to five mocktail tea bars across the 
city.

CheckCheckCin means ‘to check first’ in Cantonese, and the original 
store-cum-clinic concept was based on the TCM principle that everyone 
has their own unique body constitution influenced by everyday diet and 
lifestyle. Using colourful and playful infographics, it has brought to life 
TCM theories that, for many, had been too complex or abstract to grasp. 
In less than two years, the company’s website has amassed more than 
300,000 followers. 

Cinci is also the author of a best-selling book series and counsels 
consumers on making simple adjustments to their daily diet to boost 
health.

CINCI LEUNG
FOUNDER, CHECKCHECKCIN

Chow Tai Fook may have been part of Hong 
Kong’s retail landscape since 1929, but the 
company is far from resting on its heritage 
and fame.  

Under the leadership of Kent Wong, the 
listed jeweller has been constantly pursuing 
opportunities to integrate technology in 
its interface with its customers. The most 
recent example is a WeChat mini program 
which lets people customise their own 
diamond necklaces.  

Online shoppers choose the base design 
they prefer, the type of diamond they 
desire, the impression they want etched on 

KENT WONG
MD, CHOW TAI FOOK

it and the ‘four Cs’: Carat, Colour, Clarity, 
and Cut. Then they check out and pay 
through WeChat Pay, receiving the product 
shipped to their address.

Many luxury brands struggle with 
replicating the luxury experience online,  
where there are no plush leather seats or 
shop attendants on hand to provide VIP 
services. Yet this fun and free customisation 
service is appealing to those who do not 
want to go to an offline retail store.

Kent Wong joined Chow Tai Fook in 
1977, and was appointed MD in July 
2011. Over the course of his time with 
the company he has been responsible for 
developing the group’s market in Mainland 
China.

THE TOP 50
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About us: 
WINNER rooted in ABI technology 
(AI + Big Data + IoT) to collect 
physical business Big Data and 
provide analysis and operation 
services based on the 
establishment of physical 
business Big Data platform. 
 
This is a time that online and 
offline business promote 
simultaneously. The mission of 
WINNER Technology is to 
facilitate the technology 
innovation for offline smart 
shopping and establish the data 
platform for brick-and-mortar 
business. As a leading company 
within the industry, our prospect 
is to become the largest offline 
consumption data supplier in 
global.  
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 2101, 21/F, Gala Place, 56 Dundas Street, Mongkok, Kln 
 +852 3899 4649 
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Sandeep Sekhri has developed a corporate 
restaurant business with a network of 
independent brands and boosting 
brand cut-through with celebrity chef 
partnerships. That’s no small achievement 
in a city renowned for having the highest 
concentration of restaurants in the world.  

After arriving in Hong Kong in 1990 with 
extensive experience in leading Indian hotels, 
Sandeep spent 12 years in a management 
role with a prominent hospitality group in  
the city before establishing his own company 
in 2002. 

His first restaurant was Bombay Dreams 
Indian Cuisine in Central. Since then, Dining 
Concepts has become recognised as one of 

Hong Kong’s leading hospitality groups. It 
operates full-service restaurants, clubhouse 
eateries, dine-in bakeries, cocktail bars 
and takeaway outlets. Its portfolio includes 
Gordon Ramsay’s Bread Street Kitchen 
and London House, Tango in Central and 
Elements, Al Molo, Braza, BLT Steak, BLT 
Burger, Bistecca, Craftsteak, Bouchon, 
La Locanda, Olive, Soho Spice, Bombay 
Dreams, Nahm, Le Pain Quotidien, Ophelia, 
Iron Fairies, J.Boroski, Mama San, Alto, Spiga, 
Bizou American Brasserie and Dear Lilly.

Among its most recent eateries is 
Dragonfly at Tai Kwun in Central, described 
as “whimsical, vibrant and enchanting” and 
“a bohemian-style cocktail lounge”.

SANDEEP SEKHRI
FOUNDER & MD, DINING CONCEPTS

Brian Lo launched Deliveroo in Hong Kong 
in November 2015, and has since grown 
the team to more than 100 in less than four 
years. Under Brian’s leadership, Deliveroo 
HK works with more than 4000 restaurants 
across Hong Kong acting as an order, 
payment and delivery service for meals and 
beverages.   

The Deliveroo Food Market in Sai 
Ying Pun serves as both a kitchen for 
delivering online orders, and a customer-
facing storefront where diners can choose 
between 15 dining concepts.

The 1500sqft kitchen provides a place 
for restaurants to test new concepts, 

BRIAN LO
GM, DELIVEROO HONG KONG

food categories and brands. Initially, five 
restaurant brands shared the space: Crystal 
Jade, Pizza Express, Pololi Group, Beef & 
Liberty and Red Sauce Hospitality, together 
offering 15 concepts new to market. 

Partnering with Deliveroo’s Food Market 
allows the eateries to get feedback on 
their concepts, learn which customer 
demographics the offers most appeal to 
and refine recipes and menus without the 
costs of launching a new restaurant. 

Earlier this year, Deliveroo launched a 
subscription model in Hong Kong, dubbed 
Deliveroo Plus. For $98 a month, customers 
can get unlimited free delivery on meals 
ordered throughout the day.

Prior to joining Deliveroo, Brian was 
an engagement manager at McKinsey & 
Company. 

THE TOP 50

Edgar positions itself as a zero-waste store. It was one of the 
first to bring unpackaged bulk goods to Hong Kong, stocking 
organic and fair trade items ranging from cereals to pasta, 
dried food, nuts, seeds, leaf tea, herbs and spices.

The store also sells eco-friendly storage solutions and a 
large selection of reusable silicone snack bags, bamboo boxes, 
beeswax cloths and stainless steel containers. 

Currently, Edgar has stores in K11 Art Mall in Tsim Sha Tsui 
and in Moon Street in Wan Chai. 

Raphaël De Ry is the founder of both Edgar and Apis Cerana 
Limited, a Hong Kong-based organic food distributor and 
concept store. 

Sustainability, ethical sourcing and healthy eating are among 
the fastest-growing trends in the modern retail industry. 
Through perseverance and a commitment to quality and 
integrity, Raphaël has been able to take what a generation ago 
may have been considered a ‘fringe’ retail concept into the 
mainstream. His crowning achievement to date is opening a 
store in such a high-profile, upmarket shopping destination as 
K11 mall.

Having grown up in the French-speaking region of 
Switzerland, Raphaël is a self-confessed foodie and heavily 
influenced by French and Italian cuisine.

RAPHAËL DE RY
FOUNDER, EDGAR
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The fast-growing subscription-retailing 
concept and the trend towards 
personalisation meets the burgeoning 
demand for new-generation specialist diets 
centred around vegetarianism, allergies and 
food intolerances and other restrictions.

Eatology also offers tailor-made plans  
for customers that require a special diet,  
a service that is unique in Hong Kong. This 
month, the concept is to be expanded  
to Paris, in Guillaume and Christophe’s 

home country. 
Former merchant bankers, Guillaume and 

Christian launched Eatology after finding 
it difficult to find and prepare quality food 
when they were trying to lose weight. 

In the four years since its launch, the 
venture now serves an average 200 
customers a day, delivering two or three 
meals and two snacks for five to seven days 
at a weekly rate of $1500. Recipes have 
been honed by professional chefs and 
nutritionists work with both the kitchen and 
customers to fine-tune personal plans.   

Eatology draws from more than 
1000 recipes to satisfy diets including 
Gluten Free, Balanced Living, Optimal 
Performance, Vegetarian, Paleo and Asian 
programs, as well as the company’s best 
seller, the Ketogenic Light diet, a high-fat, 
low-carb plan.

“Whether you’re looking to give up 
sugar, train for a special event, get healthy 
for summer or just increase the amount of 
nutrients in your diet, Eatology has a meal 
plan,” explains Guillaume. “Ingredient-
driven, with a focus on organic and 
hormone-free produce, all our meals are 
made fresh daily in our own kitchens.”

“Many Hongkongers are workaholics,” 
adds Christophe. “They get into the office 
early and skip breakfast. Usually they do 
not take any break and work through lunch. 
In order to fuel their day, they tend to grab 
something unhealthy and not centered 
on wholesome ingredients and nutrients. 
Eatology comes as a time saver, takes care 
of the shopping, scaling and cooking on 
their behalf allowing busy Hongkongers 
to focus on their core strength, work and 
family.” 

Eoniq is a Hong Kong startup aiming 
to disrupt the watch market with a 
unique approach to product design and 
marketing.

Watch Review recently named Eoniq 
as “One of the top five-best watch micro 
brands”. 

Founder Quinn Lai says the company is 
almost the only supplier of a customised 
mechanical watch at a HK$2000 to 
HK$3000 price point. 

“We want to create timepieces that 
look just as good – if not better – than 
those currently on the market.”

The company has a store at The Mills in 
Tsuen Wan and has previously had pop-

up stores in Sheung Wan and at K11. One 
of the innovations behind the brand is 
introducing an experiential aspect to the 
process of buying a watch: at The Mills, 
visitors can experience first-hand the craft 
of watchmaking, before having their own 
customised mechanical watch made and 
delivered within three days.

Lai and his supporters relied on 
crowdfunding site Indiegogo for initial 
funding after failing to attract traditional 
investors. The campaign raised 
US$50,000 ($HK391,487) in the first 90 
minutes and closed with US$466,000 
(HK$3.65 million) from more than 1500 
backers.

QUINN LAI
FOUNDER, EONIQ

GUILLAUME KAMINER
CO-FOUNDER & CEO

CHRISTOPHE DAURES
CO-FOUNDER & PARTNER
EATOLOGY
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Foot Locker marked its return to Hong 
Kong by opening a flagship store in 
Tsim Sha Tsui featuring a complimentary 
barbershop and an Xbox gaming 
zone. The aim was to engage with its 
core customer base of millennials and 
younger consumers, positioning the 
brand as more than just a sneaker store.

The flagship store in a razzle-dazzle 
“light cells” building in Tsim Sha Tsui 
(previously an Esprit store) featured 
Xbox One X gaming consoles – said 
to be the world’s most powerful – and 
old-style barbershop chairs with staff 
offering haircuts. 

A mural by local street artist Bao 
Ho was commissioned to greet 
sneakerheads, who were entertained 
by local DJ Miss Yellow and Chinese 

rapper Bohan Phoenix.
The store stocks a wide selection of 

Nike Air Max Plus (TN’s) available in the 
market, as well as exclusive Fila styles 
to try to create a buzz for the store.

Overseeing Foot Locker’s growth 
expansion into Asia and continuing 
to lead the business in Asia Pacific 
is Lew Kimble, whose responsibility 
includes Singapore, Hong Kong, 
and Malaysia, along with additional 
expansion opportunities. He will also 
lead the effort to strengthen the digital 
channels, both owned websites and 
Tmall, and supply chain capabilities 
within the region.

Kimble has been with Foot Locker for 
more than 40 years, having started his 
career as a store associate in 1976. 

LEW KIMBLE
EVP & CEO ASIA PACIFIC, FOOT LOCKER

G2000’s new 7000sqft flagship store on Nathan Road in Tsim Sha Tsui is at the centre of a push 
to develop new technology to enhance and personalise customer service and bridge the gap 
between online and offline. 

Initiatives include a 3D fitting chamber which uses infrared beams to map 2 million points on a 
person’s figure. It uses hundreds of dots to create a rotatable shape on a screen before software 
calculates the correct measurements for 20 different points to recommend a perfectly fitting suit 
or tailor-made shirt. 

The 3D-scanning process is far more accurate than a tailor’s manual measurements, and the 
information is stored on a database so every time the customer returns to the store – or shops 
online – their details are on hand. 

Another innovation is a network of cameras to track in-store customer behaviour. At first this will 
be used to optimise store merchandising but by using big data and AI, this information will in time 
be personalised and linked to the brand’s customer loyalty program to allow targeted promotional 
marketing instore and online.  

CEO Damien Ko sees these technologies as “part of the innovation-disruptive journey” G2000 
is embarking on.

Damien, who has an investment banking background, joined G2000 Group in late 2017.

DAMIEN KO
GROUP CEO, G2000

Green Common is Hong Kong’s first 
plant-based concept store, “a one-stop 
concept: from snacks to fresh produce to 
staple foods.” 

Founder David Yeung is an 
environmental advocate who previously 
set up Green Monday, a social venture 
that takes on climate change, food 
security, health issues and animal welfare 
issues. 

He launched Green Common in 2015, 
“a place where common good becomes 
common sense”.

The store incorporates a plant-based 
supermarket, vegetarian bistro, floral art 
boutique and cruelty-free cooking studio 

DAVID YEUNG
FOUNDER, GREEN COMMON called Kind Kitchen all under one roof to 

make green living universally actionable.
“We empower you with choices to 

show how tasty and diverse plant-based 
dishes can be just as they are nutritious, 
ecological and fair.”

Mindfulness is a consistent theme 
throughout the Green Common store: 
from the Climate Change Gallery, to 
enlightening quotes, stories behind 
different foods, the sharing zones of 
recipes, books, reusable shopping bags 
and free refills of water bottles, every 
detail seeks to inspire a more holistic 
mindset towards food. 

A graduate of Columbia University, 
Yeung’s CV includes time as MD of 
Fortune Park Holdings and chairman of 
retail groups Visual Culture and Shine.
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Samsung
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With its amazing design evoking 
memories of an old-style 
apothecary, reimagined with 
modern materials, Harmay makes a 
statement as a formerly online-only 
brand making its retail debut in 
Hong Kong. 

The design is intended to “delve 
further into the relationship between 
its online and offline presence,” 
according to Wallpaper magazine. 

Harmay sells well-known 
international cosmetics and skin-
care brands along with its own 
products, including skin care and 
lifestyle cosmetics.

As an e-commerce-first business, 
the brand wanted its retail locations 
to resemble spaces that exist 
somewhere between the real world 

and cyberspace. The point isn’t to 
come here looking for one specific 
product, getting in and out quickly. 

Harmay calls the new space 
“an elegant counterpoint” to the 
click-and-receive dynamic of online 
shopping, “designed for the curious 
and engaged consumer, and the 
casual passerby who walks in 
expecting one thing and finds the 
unexpected”.

After graduating from Hong Kong 
University with a master in computer 
science Chunmao spent five years 
as an analyst programmer at Knight 
Frank. As one of the founders of 
Harmay Hong Kong, which began 
trading in 2014, he grew it from zero 
turnover to $25 million within its first 
year. 

CHUNMAO JU 
GM & CO-FOUNDER, HARMAY

While it may be a global initiative, Gucci’s VR feature in its app - Ace Try 
On - has proven a hit among Hong Kong’s more affluent sneakerheads. 
Using the app, guests can virtually “try on” a pair of Gucci runners. 

The Ace Try On tool overlays 19 models of sneakers on the user’s 
camera view of their feet. Then they can take a snapshot of the look to 
share with friends before proceeding to the website to purchase the pair 
they like most. 

As specialist augmented-reality news service Next Reality observed, 
what’s somewhat surprising about this development is that Gucci beat 
more mainstream sneaker brands like Nike and Adidas in terms of 
adopting AR for virtual try-ons at home. The Gucci app also allows users 
to try on sunglasses. Other features include wallpapers for home screens 
and a photo booth where users can add Gucci stickers to images. 

Hong Kong-based Gianfilippo Testa has been president, Greater 
China with Gucci since 2016, having previously worked with Fendi and 
Tag Heuer under the LVMH umbrella.

Gucci, part of the Kering Group, hired tech company Wannaby to 
create the AR feature of the app.

GIANFILIPPO TESTA
PRESIDENT GREATER CHINA, GUCCI

As head of Guess in Greater China, 
José Blanco is driving a multichannel, 
AI-driven approach to fashion retailing. 
After launching a store on Alibaba’s Tmall 
in 2013, Guess has become one of the 
most popular in the platform’s apparel 
category. Sales more than doubled for three 
consecutive years.

Last year, Guess partnered with Alibaba 
in a “store of the future” concept revealed 
in a pop-up at Hong Kong PolyU. Using 
facial recognition or an app, customers can 
register when they enter the store and AI 
will help by recommending clothing to suit 

JOSÉ BLANCO 
COUNTRY DIRECTOR, GUESS

their wardrobe, based on their previous 
purchasing history either online or in a 
Guess store.

Using an interactive mirror, shoppers 
can select the size and colour of items they 
want to try on and proceed to a fitting 
room, where store personnel will have 
samples waiting for them.

Blanco says Guess is committed to 
rolling out AI technology in its stores here 
to optimise engagement with its customer 
demographic.

The company has now gone it alone with 
its technology push, separate from Alibaba, 
but still connected with its platforms. 

Prior to his time at Guess, José worked 
at Inditex Group in Spain and China after 
spending eight years in IT consulting. 

THE TOP 50
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Local stylist Hilary Tsui blends her love 
of fashion and food into one destination 
in Causeway Bay, a store designed by a 
Spanish design house Clap. 

Tsui has says her cafe-cum fashion 
boutique is designed to “transport 
guests to a new planet”. It features 
stacked terracotta display plinths and 
celestial aluminium partitions to help 
create “an other-worldly atmosphere”.

“Tsui’s desire was to create a retail 
space dedicated to contemporary 
women that brings together her two 
passions in one place: fashion and 
gastronomy,” explained the Clap team.

“So we imagined Her as a sinuous 

landscape, with impressive mountains 
and pure materials – all together as a 
new space that’s yet to be discovered, 
like planet Mars.”

Clothing items are hung from wavy 
racks that are suspended from the 
ceiling. Jewellery is presented on pale 
circular tables supported by thin metal 
stems, intended to resemble “small 
white lotus leaves that grow from the 
mountains”.

Hilary boasts more than 195,000 
followers on Instagram. She previously 
owned Liger boutique with her friend 
Dorothy Hui from 2009 until it closed last 
year. Her is her own shop.

HILARY TSUI
FOUNDER, HER

Harvey Nichols and fashion retail group 
Dickson Concepts are continuing their 
cooperation and integration creating a 
unique online-offline concept within the 
department store’s space at Pacific Plaza. 
Set to open within weeks, the concept 
builds upon the remote-service concept 
developed last year linking staff of the 
Harvey Nichols stores in London and Hong 
Kong.  

Harvey Nichols has invested more than 
US$60 million in its e-commerce business, 
allowing it to become the first luxury 
department store in the UK to link its online 

SIR DICKSON POON
FOUNDER & EXECUTIVE 
CHAIRMAN, HARVEY NICHOLS

customers with in-store product experts in 
real-time, using instant messaging, photo 
sharing and video streaming.

Now, Harvey Nichols is investing $32 
million into an entirely new department-
store model in Pacific Place shopping 
centre, a prototype for a new tech-centric 
concept the parent company plans to 
roll out internationally. Put simply, the 
two integrated projects are redefining 
borderless shopping. Or as Dickson 
Concepts puts it, creating “a store in your 
pocket”.

Sir Dickson Poon, who once worked 
in the investment banking division of 
Goldman Sachs (Asia), founded Dickson 
Concepts in the US 20 years ago, which 
owns Harvey Nichols, ST Dupont, Dickson 
Watch & Jewellery and franchises and 
licences for other major brands. 

HKTV Mall may not be new anymore, but founder Ricky Wong remains 
committed to investing in technology and expanding retail spaces to 
draw new customers and improve engagement. 
“HKTV Mall has successfully combined online and offline,” wrote one 
of our judges nominating Ricky. “He has created an impact in the 
market.”

Ricky’s burgeoning website is Hong Kong’s largest and most 
successful, even if it has yet to turn a profit. In April, he announced 
gross merchandise volume (GMV) soared 77 per cent last year, with 
orders growing from 2500 a day in 2017 to 12,200 a day by last 
December. Sales are expected to reach $3.2 billion this year. 

The website now offers nearly 300,000 products and operates more 
than 50 HKTV Mall O2O shops across the city where customers can 
collect orders bought online. 

This year he plans to add a mobile application for elderly consumers 
to make it easier for them to shop online, enhance the user experience 
and encourage more user interaction on the site, and add lifestyle 
content on the platform, such as cooking videos and a forum for novice 
mothers to exchange ideas.

Ricky Wong is an experienced telecom and media entrepreneur in 
Hong Kong, having founded the Hong Kong Broadband Network and 
the Hong Kong Television Network.

RICKY WONG
FOUNDER, HKTV MALL
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For 30 years, I.T Group, founded by 
Sham Kar Wai, has been fostering edgy 
fashion brands from across Asia. For 
its anniversary celebration last year, it 
launched an ambitious digital exhibition 
conceptualised by British architect 
Jamie Fobert, integrating a ‘see-now-
buy-now’ approach, merging live digital 
kiosks and a shoppable app into a fully 
immersive “authentic digital shopping 
experience”. 

For three consecutive days, Hong 
Kong customers got to see I.T’s 
collection of exclusive 30th anniversary 
online merchandise in a seamless 
omnichannel retail space. The 
experience was described by an I.T 
spokesperson as “a diptych that marries 
the literal with the surreal”.

Sham says the company is focused 
on creating “a seamless omnichannel 
experience that will define the future of 
fashion”.

Sham is considered a pioneer within 
the Chinese retail industry, building 
an extensive retail portfolio, ranging 
from cult Japanese label A Bathing 
Ape through to under-the-radar labels 
such as Ann Demeuelemeester, Gareth 
Pugh , Zadig & Voltaire and Comme 
des Garçons. I.T also operates several 
in-house brands including Chocoolate, 
5cm and concept stores Izzue and 
Double-Park. Initially started in Hong 
Kong, the company expanded its 
presence in 2002 and has since opened 
several boutiques in Beijing, Shanghai, 
Tianjin and Taipei.

SHAM KAR WAI
CEO, I.T GROUP

K-Style Lab is an omnichannel retail platform 
which merges pop-up stores, an online 
platform and a permanent store space at Times 
Square.

Rather than a department store, as it might 
appear, K-Style Lab is essentially a space which 
provides a venue for a rolling series of pop-up 
stores, each usually lasting a month, offering 
apparel, accessories and beauty products.

Launched by experienced retail property 
expert Al Hong with South Korean expat and 
fashionista EJ Kim, K-Style Lab provides a 
platform for rising brands to exhibit their wares 
and foster brand awareness. In doing this, the 

space delivers a curated selection of products 
which young Hong Kong fashion-seekers will 
not easily find anywhere else.

K-Style Lab has already featured such 
Korean labels as Baron Oh, Big Park, Heich 
Es Heich, J Apostrophe, Jinteok, Nohke and 
PartsSparts, plus handbags from Parc11, 
accessories from Jamie & Bell, and beauty 
products from Son & Park.

Al Hong has a long career in retail, including 
spells with Apple, Walmart and Carrefour, 
during which time he has built broad 
experience in retail property, including store 
rollouts and pop-ups throughout Asia.

AL HONG
MD, K-STYLE LAB

Lane Crawford Joyce Group is dedicated to inspiring and encouraging startups 
working in the retail technology and customer experience space through its Cage 
program, headed by Cristina Ventura.

While the startups are rarely retailers themselves, Cristina’s listing recognises the 
commitment of LCJG to driving tomorrow’s retail customer experiences. 

Cristina has been working in luxury and technology for the past 20 years and 
is currently the chief catalyst officer, responsible for creating a diverse network of 
thought leaders, disruptors and game changers around the world. 

Christina’s previous experience includes leading Apple’s team in Hong Kong and 
South China; working as the regional retail director at Prada, operations director for 
Gucci in Europe and the Middle East; and holding several positions with LVMH in 
Europe and Asia.

She also started Luxarity.com, a social venture that focuses on creating a conscious 
fashion ecosystem, and is an active angel investor and adviser to startups related to 
education, lifestyle and technology. 

The Lane Crawford Joyce Group is a fashion retail and brand management 
company which also includes fashion store Joyce Boutique, fashion footwear, 
handbags and accessories specialist Pedder Group and retail, brand management and 
distribution company ImagineX.

CRISTINA VENTURA
CHIEF CATALYST OFFICER,  
LANE CRAWFORD JOYCE GROUP
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In Causeway Bay’s Pak Sha Road, camera brand 
Leica blends retail space with a gallery, a cafe 
and a venue for creative gatherings - all  fostering 
customer engagement. 

The percentage of the store dedicated to 
selling is very small: the emphasis here is on brand 
building and creating a connection with both 
photographers and a wider consumer audience. 

In February, the company opened theLeica 
Store Hong Kong, its first flagship in the territory, 
a 1615sqft space bringing together its premium 
cameras, coffee, lifestyle products and artworks. 

The store seamlessly merges local cultural 
elements and the art of photography to offer a 
uniquely diverse shopping experience.

Douglas So is a partner in the Leica store in 
Causeway Bay as well as being a founder and 
director of the F11 Foto Museum and F22 Foto 
Space

The German brand Leica, like its rivals, has 
overcome something of an existential crisis since 
the advent of digital photography and later 
smartphones. 

The Cafe Leitz by the entrance also helps create 
a calm and refreshing atmosphere. The aroma of 
coffee tempting passersby inside.

Douglas is currently the VP and pro-vice-
chancellor (institutional advancement) of 
the University of Hong Kong and an active 
philanthropist.

DOUGLAS SO
DIRECTOR, LEICA CAMERA 
HONG KONG

Eoniq is a Hong Kong startup aiming 
to disrupt the watch market with a 
unique approach to product design and 
marketing.

Watch Review recently named Eoniq 
as “One of the top five-best watch micro 
brands”. 

Founder Quinn Lai says the company is 
almost the only supplier of a customised 
mechanical watch at a HK$2000 to 
HK$3000 price point. 

“We want to create timepieces that 
look just as good – if not better – than 
those currently on the market.”

The company has a store at The Mills in 
Tsuen Wan and has previously had pop-

up stores in Sheung Wan and at K11. One 
of the innovations behind the brand is 
introducing an experiential aspect to the 
process of buying a watch: at The Mills, 
visitors can experience first-hand the craft 
of watchmaking, before having their own 
customised mechanical watch made and 
delivered within three days.

Lai and his supporters relied on 
crowdfunding site Indiegogo for initial 
funding after failing to attract traditional 
investors. The campaign raised 
US$50,000 ($HK391,487) in the first 90 
minutes and closed with US$466,000 
(HK$3.65 million) from more than 1500 
backers.

QUINN LAI
FOUNDER, EONIQ

Life Hub is a medical and wellness 
concept which adopted a retail  
front-end approach to serving customers, 
helping people remove barriers to 
seeking medical advice and shopping for 
wellness products. 

Candice Chan MD is a nutritionist and 
a Canadian-certified Doctor of Natural 
Medicine who previously founded 
Younibody, a chain of seven functional 

CANDICE CHAN
FOUNDER, LIFE HEALTH 
(LIFEHUB)

Under the leadership of director of asset management Peionie Kong, Link Asset 
Management has been progressively converting dark, hot, wet markets with 
saturated floors and cluttered aisles into desirable destinations to shop for fresh 
fish, meats and produce, appealing to a younger generation of consumers and even 
expats.

The program has met with immediate success: customer footfall has risen, stall-
holders’ sales have in many cases doubled, and now retail property managers from 
the mainland and beyond are visiting Hong Kong to see how they too can make 
their markets more desirable.

More than 30 markets have already been overhauled, with more to come. Some 
have even had a dining precinct added. 

Link has also launched a customer app, incorporating its loyalty program 
with practical features relating to its centres, to keep shoppers up to date with 
information on parking and other facilities. 

Peionie Kong joined Link in March 2005 and oversees the asset management and 
leasing of the company’s Hong Kong asset portfolio. She has 24 years of experience 
in the real estate industry, with experience in retail and commercial leasing and the 
implementation of large-scale renovation projects and trade-mix repositioning. 
Prior to joining Link, she held managerial positions at several property developers, 
including Sun Hung Kai Properties and New World Development Company.

PEIONIE KONG
DIRECTOR OF ASSET MANAGEMENT, LINK REIT

medicine-based retail wellness centres 
across Hong Kong, and Locofamacy, a 
holistic wellness centre partnered with a 
restaurant group.

Her newest venture LifeHealth 
was born from the desire to change 
healthcare for the better. Candice and 
her team believed that the current 
healthcare system was designed 
primarily to treat people who are sick, 
rather than helping individuals achieve 
optimal health. 

Candice built the founding team of 
LifeHealth with decades of international 
experience in conventional healthcare. 
LifeHealth focuses on non-invasive 
functional medicine lab testing, diet and 
lifestyle changes, professional-grade 
supplements, and client support through 
health coaches and nutritionists. The 
business model is designed to operate in 
an affordable, convenient, and accessible 
way to optimise the client’s health and 
well-being. 

The newly opened integrative wellness 
centre, called LifeHub is situated in 
the heart of Central. LifeHub provides 
convenient and comfortable locations 
for clients to receive simple health 
assessments and treatments and to 
purchase products. 
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Hong Kong’s first plant-based, wholefoods 
retail chain opened its third store in August, 
capitalising on a growing market category 
appealing to millennials.  

Founder Bobsy Gaia is a veteran 
environmentalist, and an ardent advocate  
of a plant-based lifestyle. He is credited  
with being the pioneer of the organic  
plant-based movement having launched 
Hong Kong’s first fully vegetarian lifestyle 
cafe The Bookworm Cafe back in 1997, & 
SoHo’s beloved Life Cafe (in 2004), where 
now-common options like quinoa, gluten-
free and raw food were first introduced 
to the city.  He also pioneered the city’s 
conscious-business movement, having 
operated all his enterprises with a non-
negotiable foundation of putting people 

and planet first. Mana! restaurants uphold 
a zero Food waste and eco-friendly 
philosophy, donating tons of food scraps 
to be turned into compost for the organic 
farming community as well as operating 
busy fast-food outlets that leave no trail of 
rubbish behind them via biodegradable & 
compostable packaging and comprehensive 
in-house recycling. 

The new Mana! Star Street flagship is a 
1600sqft store offering the brand’s signature 
flats, plant-based burgers, and other “fast 
slow food” served “fast, in an eco-friendly 
and responsible manner, packaged and 
ready to go”.

The company’s original Mana! Central 
branch on Wellington Street serves more 
than 500 customers daily.

BOBSY GAIA
FOUNDER, MANA!

Malabar Baby combines 
sustainability initiatives with quality 
design and production, merging 
Indian style with Asian culture.

Founder, Anjali Harjani 
developed Malabar Baby after 
discovering there was an absence in 
the market of quality baby bedding 
and clothing, made with durable 
natural materials and with a sense 
of “baby-chic” style. She left a 10-
year career in the corporate world 
and decided to create something 
she would use for her own child.  

Given her family’s long history in 
the textile-manufacturing industry in 
India and China, Anjali  decided to 
have all her products made in India. 

Malabar Baby’s basic premise is: 

if good bedding was fundamental 
to her own night’s sleep, it makes 
sense that her child should have the 
same quality.

Anjali’s products are free from 
cliches - there are no teddy bears or 
duck prints on any of her range. 

The name Malabar Baby comes 
from the area in southern Mumbai 
where Anjali lived as a child. 
Inspired by cities, all its bedding are 
painted by artists from around the 
globe.  Each product is handmade, 
hand-printed, hand-stitched, 
produced slowly and ethically to 
ensure the best quality for each and 
every piece. The collections are 
literally a labour  
of love. 

ANJALI HARJANI
FOUNDER, MALABAR BABY

Memorigin blends European watchmaking technology with a definitive Chinese 
design to become the first Hong Kong watch brand to produce only tourbillons.

William Shum founded the Memorigin brand in 2011 in Hong Kong, its 
timepieces blending Oriental and western cultures. Both he and his father had an 
interest in tourbillon watches, with his father being one of the investors in a watch 
factory in Hangzhou, China, which has been producing tourbillon movements since 
2000.

Like many Chinese manufacturers, the factory Shum’s father invested in had 
the technical know-how to produce elegant watch movements but no experience 
in creating a watch brand and taking it to market. At the time of the foundation 
of Memorigin, Shum says, there were only about 30 factories in the entire world 
making tourbillon, and only a few in China. Shum believed Swiss tourbillon watches 
in the market were limited in range, and expensive and saw an opportunity to sell 
unique tourbillions at more affordable prices.

Memorigin tourbillon watches are designed by leading Hong Kong designers 
and collectors. A unique word-carving technology allows text to be engraved 
on the movement, preserved forever so the watch can become a unique and 
memorable heirloom.

WILLIAM SHUM
FOUNDER & CEO, MEMORIGIN
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Jacky Lam is MD of Okian Optical, 
a Hong Kong- based international 
eyewear business, with a 
commitment to social justice. 

The company was founded to 
help the local community by sharing 
the gift of vision with those in 
need. Opening its first store four 
years ago on Cheung Sha Wan 
Road in Kowloon, Okian Optical is 
positioning itself as the city’s “first 
community sustainable concept 
optical shop”. Under the mantra 
“Better Vision, Better Life”, whenever 
a customer purchases eyewear at the 
store, a person in need will receive 
a comprehensive free eye test. If 
that person is assessed as needing 
glasses, they are provided at no cost. 

Okian Optical works with local 
not-for-profit organisations to identify 
people in need who can enrol in the 
program.

JACKY LAM
MD, OKIAN OPTICAL

OnTheList offers brands a physical platform to sell 
off-season or excess inventory without damaging their 
pricing strategies. 

Delphine Lefay and Diego Dultzin Lacoste are a 
French duo who launched the concept via pop-up 
stores in 2015 before graduating to a permanent home 
on Duddell Street in Central. The concept is based on 
a list – a database of tens of thousands of members in 
each market in which they operate, who sign up to be 
notified about sales, which typically last no more than 
three days.

Branded merchandise is sold for up to 90 per cent 
off store price in a controlled environment where every 
customer must be on the list before they’re allowed to 
buy. Marketing is restricted to members so as to negate 
any impact on brands’ normal retail activities. 

As the concept draws more and more brands in Hong 
Kong, OnTheList has expanded into Singapore, and this 
year Taiwan. Diego and Delphine are now evaluating 
starting offline sales in other markets including Malaysia, 
Thailand and Australia.

Delphine’s background was as Asian sales manager 
with Groupe Eram, where she oversaw international 
sales development for French eco-responsible fashion 
label Faguo.

Diego previously worked with Maison Ullens, JB 
Martin Diffusion and The Kooples.

DIEGO DULTZIN LACOSTE  
& DELPHINE LEFAY
CO-FOUNDERS, ONTHELIST
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Pricerite, founded by Dr Bankee Kwan, is the largest home-furnishing specialist in 
Hong Kong, selling furniture, home textiles and appliances. For more than a decade, 
the company has been working to implement leading-edge technology, which now 
includes AR and VR, along with Hong Kong retail’s first Pepper robot interacting with 
customers in store. Last month Pricerite became the first major chain retailer in the city 
to accept cryptocurrencies in some of its stores, its cash registers instantly converting 
the cryptocurrencies into Hong Kong dollars according to the real-time exchange rate 
in as little as a few seconds. 

At its third ‘New Retail’ store just opened in Kowloon Bay, Priceline seamlessly 
merges the its physical store offer with its omnichannel approach.

One of the technologies the company has employed is a Virtual Store online, which 
simulates the actual environment of the Pricerite at MegaBox store. Customers can 
browse the aisles and click on a product on the shelf to read its details and price, 
before adding it to their cart should they wish to buy it in an almost true-to-real-life 
experience.

And the company’s 3D mobile app has been upgraded to provide a more fluid 
customer experience when customers are measuring if a furniture item will fit inside 
their home. The app merges the simulated apartment with the actual environment 
captured via the phone camera before it shows a 1:1 display of all furniture pieces in 
the real home environment. Users can ‘browse’ the apartment at his or her own pace in 
a first-person view. 

Bankee Kwan has extensive experience in corporate management, strategic 
planning, marketing management, financial advisory and banking. 

DR BANKEE KWAN
FOUNDER & CHAIRMAN, PRICERITE
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Hong Kong has more 
restaurants per capita than any 
other global city. With high 
retail rents and  such intense 
competition, restaurateurs 
have to be innovative, always 
imagining new concepts, 
picking consumer trends and 
providing a dining experience 
which delights customers.

Pirata Group was founded by 
Manuel Palacio and Christian 
Talpo’s mutual and insatiable 
passion for good food and 
memorable restaurants. 

The pair started out with just 

one restaurant - Pirata - five 
years ago and have since built 
a portfolio spanning multiple 
styles of cuisine, including 
Tokyo Lima, Pici, Meats,  
The Loft, Madame Ching, 
Chaiwala and this year, TMK 
and Honjo. 

The pair are committed to 
endless creativity and their 
restaurant designs are highly 
detailed and often extravagant. 

Both Manuel and Christian 
developed and ran restaurants 
abroad and in Hong Kong 
before coming together in 

Pirata Group, whose stated 
mission is to launch “warm and 
approachable restaurants that 
challenge culinary traditions 
and explore new flavours”. 

Despite the crowded market, 
the pair can somehow always 
find a new niche. Case in point: 
the new Japanese temakeria 
concept on Hollywood Road 
called TMK, which opened 
in mid July, described as a 
“ballsy temakeria offering a wild 
experience and finger-licking 
good food”. 

“TMK is a missing piece in 

Hong Kong’s F&B market,” says 
Christian. “A unique, one-of-a-
kind punk-inspired restaurant 
that paves the way for novel 
all-day dining and late-night 
experiences.”

Manuel began his career 
in hospitality at age 13 in his 
native Madrid before travelling 
to both England and the US to 
develop his skills at a well-
known eateries. Christian, who 
hails from a small town in the 
north of Italy, stepped into the 
hospitality business working in 
a hotel. 

MANUEL PALACIO & CHRISTIAN TALPO
CO-FOUNDERS, PIRATA GROUP
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Two years ago, Eric Delplanque 
founded The Great Diggers, an 
online marketplace offering a curated 
collection of artisan products ranging 
from tech to food to accessories - all 
aimed at discerning men. This year he 
established a new one called TGD Asia 
dedicated to the wholesale market. 

“I am the exclusive distributor of  
the best-selling brands on my online 
store. I still focus on the men’s sector. 
So far, the brands can be found in 
Morpheus Boutique in Macau, in most 
of the clubs in Hong Kong, such as 
the Hong Kong Royal Yacht Club, 
Jockey Club, Country Club; in a few 
independent label retail shops in 

Central and Repulse Bay, for example. I 
am negotiating with a few chain stores, 
but it takes time.”

Eric is passionate about the products 
he selected: “I still believe the essence 
of a product is the story behind it; the 
people, the creative process and the 
inspiration. Consumers today expect to 
be entertained, educated and inspired 
by a brand. This makes them feel more 
confident in their purchase decisions. 

“I want to provide a great customer 
experience that extends beyond just 
buying a product. There is a growing 
demand for something different in the 
men’s goods space and a significant 
consumer base to serve.”

ERIC DELPLANQUE
FOUNDER, TGD ASIA AND THE GREAT DIGGERS

Sarah Garner started Retykle to make it convenient and easy for parents 
to buy and resell quality baby and children’s clothing, after noticing her 
first child outgrew 100 items of clothing within six months.  

As well as addressing budget needs of parents, Retykle helps solve 
eco concerns by making it easy to recycle clothing without sacrificing 
style or quality. 

“Retykle is an innovative circular retail platform which benefits the lives 
of parents, the community and the environment by keeping kids clothing 
in circulation and out of landfill for as long as possible,” she explains.

“At Retykle, we want to make the experience of buying second-hand 
clothing as good, if not better, as buying new. Retykle removes the 
traditional hassle of the peer-to-peer childrenswear trade. It is the most 
convenient way for busy parents to clean out their kids’ closets, earn 
cash back and buy designer children’s fashion at up to 90-per-cent off.” 

After more than 10 years in the luxury fashion industry, including 
spells with LVMH, Lane Crawford and Richemont Group, her passion 
for Retykle has led her to become a sustainable fashion advocate. 
Sarah speaks regularly at events on fashion’s environmental impact, 
retail disruption & innovation, circular economies and the fashion resale 
market.

SARAH GARNER
FOUNDER, RETYKLE

SHKP Malls has developed an app which covers 24 
properties across Hong Kong, integrating features 
as diverse as seamless parking registration and 
payment, its The Point loyalty program; and retailer 
promotions. It uses big data to better understand 
customer behaviour and preferences, linking 
together more than 2900 merchants.

“Leveraging on the edges of SHKP Malls, the 
launch of The Point by SHKP reinforces SHKP’s 
leading position in the industry, thus creating a 
three-way win for customers, merchants and the 
malls,” said SHKP executive director Christopher 
Kwok. “It will also increase customer loyalty by 
elevating customers’ spending and shopping 
experience, and encouraging members’ spending 

across different malls. In the era of technological 
innovation, this program enables the group to 
strengthen digitalised management and acquire 
a more comprehensive understanding of the 
shoppers’ needs and preferences, … as well as to 
elevate customers’ smart living experience.”

SHKP Malls expects to have 400,000 people 
using the app by the end of this year.

Christopher is the younger son of property 
mogul Raymond Kwok, chairman of Sun Hung Kai 
Properties, the largest developer in Hong Kong. 
He is responsible for sales, project management 
and leasing of major residential and commercial 
properties of the group in Hong Kong and Mainland 
China. 

CHRISTOPHER KWOK
EXECUTIVE DIRECTOR, SHKP MALLS

THE TOP 50



39Top 50 Innovative Retail Leaders in Hong Kong 2019

THE TOP 50

The Hula is a designer consignment website 
which this year launched the city’s first pre-owned 
designer warehouse space serving consumers.

The 3500sqft warehouse presents a curated 
collection of pre-owned designer womenswear 
and is positioned as “the perfect one-stop-
shop for those looking for an alternative retail 
experience to conventional shopping malls”. The 
Hula warehouse stocks more than 750 brands with 
more than 5500 unique pieces at up to 95-per-cent 
off retail prices.

Customers may also book a private session with 
one of Hula’s in-house stylists, who are available to 
visit and help them clear out and consign whatever 
pieces they no longer want.

The warehouse space is also advertising itself 
as a private shopping venue for a hen’s party, a 
girls’ night out or a corporate outing for five to 40 
guests.

Besides its obvious circular economy mission, 
The Hula donates 5 per cent of its net profits to 
charities.

Founder Sarah Fung previously spent 10 years 
working with luxury retail store Lane Crawford. 
She also owned her own lingerie and swim label in 
the UK, selling to high-end boutiques worldwide, 
including Selfridges, Colette and Browns. She is a 
graduate of London’s Central Saint Martins.

SARAH FUNG
FOUNDER & CEO, THE HULA

QUINN LAI
FOUNDER, EONIQ
Syed Asim Hussain has built a network of 23 popular restaurants across Hong Kong 
and one in Shanghai.

But his place in the Top 50 this year is earned for his standout approach to staff 
welfare and human resources management, specifically The Black Sheep Family 
Fund, a resource for staff experiencing hard times. Each month the fund grows from 
contributions from management salaries, a percentage of group sales and voluntary 
contributions from staff. When employees fall on hard times, the fund becomes a 
safety net they can draw on. 

“When my partner Chris and I started out, creating a company that looked after 
team members was always our No 1 goal, from small things like never paying 
people late – a practice widespread within the industry – to big initiatives like the 
Family Fund. This is a blind-needs trust that offers interest-free loans for education 
for team members and their families. We also offer health grants for hardships 
including accidents, illness and injury.”

In an era when consumers are demanding greater transparency and expecting 
companies to behave ethically and with social responsibility, Black Sheep stands out 
for its innovative solution to staff welfare.  

SYED ASIM HUSSAIN
CO-FOUNDER, THE BLACK SHEEP

Dr Christina Dean is a global pioneer in 
sustainable fashion. She founded Redress, 
the Hong Kong-headquartered NGO 
educating on circular fashion, more than 
a decade ago and is an author, host and 
columnist. 

Christina’s latest concept is upcycle brand 
The R Collective which has just launched its 
first major collection, called Start from Zero. 
The debut eight-piece range was created 
from ‘rescued fabrics’ from luxury mills in 

DR CHRISTINA DEAN
CO-FOUNDER & CEO, 
THE R COLLECTIVE

Italy and Japan using waste-
reducing techniques. Surplus 
offcuts were re-incorporated as 
contrast trims and subtle design 
details to move towards zero 
waste.

“Our inaugural main collection 
demonstrates our brand’s fresh 
product and directional market 
positioning that enables us to 
capture the growing appetite for 
sustainable fashion globally,” she 
explains.

“As a luxury upcycled brand, 
our unique access to waste and 
talent allows us to create quality, 
upcycled fashion-forward pieces 
that represent the circular fashion 
system in action.”

Items include a Cayce Jacket, 
made from upcycled Italian raffia, 
tailored Jenner Pants, made from 
upcycled Japanese dobby suiting, 
and the kimono-inspired Calabash 
Dress, made from upcycled Crepe 
de Chine. Pieces retail from $770 
to $3500 on The R Collective’s 
online store, and selected pieces 
are available at Lane Crawford.

In overseas markets, The R 
Collective has expanded its 
stockist network with a strategic 
launch in London lifestyle store, 
Content.
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Tove & Libra is a new Hong Kong 
fashion label focusing on filling a 
gap in the market for affordable 
and approachable workwear for 
ladies.

Each capsule piece is made with 
functionality and quality in mind, 
the brand proclaiming it wants to 
help women “get dressed, not 
stressed” with a range of well-made 
wardrobe essentials at excellent 
value. 

The label uses deadstock 
yarns and materials sourced from 
the founders’ families’ garment 
businesses. 

Christine Chow and her co-
founder Ivan Tang were frustrated 
that garment manufacturers put 
more resources and thought 
into marketing and their own 
organisational red tape than into 
the needs of customers. “We felt 
like there was room for a small 
brand to break through especially 
now that consumers are more 
in tune with direct consumer 
relationships.”

Adds Ivan: “We realised that so 
many brands don’t know anything 

about manufacturing from the 
source right down to the materials, 
up to getting it into the store!”

Both still hold full-time roles 
within their respective families’ 
garment companies as well as 
overseeing their own brand’s 
development.

“We’ve both worked with a lot of 
international brands, and seen how 
they work. We’ve enjoyed sharing 
our frustrations and identifying 
potential gaps in the market that 
may not be obvious to operators 
that have been operating for a long 
time,” Ivan says.

The label has a 400sqft boutique 
near the Hong Kong Science 
Museum in Tsim Sha Tsui East and 
has built brand awareness via pop-
up stores in Hong Kong. 

Christine says Swedish fashion 
brand Cos as an inspiration but 
says not all of that label’s clothes 
are flattering to Asian women, who 
tend to be more petite than their 
European counterparts. She is also 
keen to cater for the Asian market 
by using breathable materials such 
as linen and silk. 

IVAN TANG & CHRISTINE CHOW 
CO-FOUNDERS, TOVE & LIBRA

Walden Lam co-founded Unspun, a “robotic and apparel 
company” which has developed a unique custom-
manufacturing process for denim jeans which can be 
measured and made in-store to order.  

Split between San Francisco and Hong Kong, Unspun 
teamed with The Mills to create a world-first retail store 
showcasing the technology and allowing customers to 
buy perfectly-styled jeans for around $1500 a pair. 

While the personalisation element of this retail 
concept is compelling, it also has a major appeal to 
those pursuing a more sustainable fashion industry. 
The main aim of Unspun is to reduce wastage in the 
manufacturing process and eliminate inventories - not 
to mention, as a consequence, the need for distribution 
centres, storage and bulk shipping. Products are made 
on order and delivered on completion - or collected in 
the store. 

Unspun has partnered with another tech startup Fit3D, 
which scans a customer’s body shape to perfect the size. 

“Hong Kong is an excellent location for us as a 
Fashion Tech company to try out brick-and-mortar 
retailing and to interact with the consumers. We have 
had very positive feedback from both locals and overseas 
visitors,” says Walden.

More physical retail stores are planned next year and 
the company is keen to explore other markets in Asia, 
such as Japan. 

Originally from Hong Kong, Walden studied at 
Stanford and subsequently worked with companies 
including Goldman Sachs and OC&C Strategy 
Consultants, GGV Capital and Lululemon. 

WALDEN LAM
CO-FOUNDER, UNSPUN
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