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Y cris Fung: Smart management helps SHKP malls navigate pandemic

Amid the pandemic, the absence of tourists and the changes in consumption patterns of local residents have resulted in a new
normal for the retail market. Group Retail Marketing and Customer Relations General Manager Cris Fung remarked that in the face
of the changing market environment, the Group promptly implemented a number of comprehensive anti-pandemic measures, offering
customers peace of mind, while continuing to drive smart management in its malls to optimize the level of service. The Group also
joined hands with tenants to provide customers with a more refined leisure and shopping experience.

Introducing anti-pandemic measures to
win customer confidence

Cris mentioned that the most important thing for
malls is to increase footfall, but social distancing
has to be maintained to avoid local outbreaks.
Tackling this conundrum has been the greatest
challenge for the team. She recalled that at the
beginning of the pandemic, the Group decisively
introduced a number of anti-pandemic measures,
and recruited hundreds of Caring Ambassadors
to open doors for visitors, press lift buttons and
provide hand sanitizers. “All these anti-pandemic
measures were pivotal to let the public know that
the Group attaches great importance to raising the
malls’ hygiene standards, and as always, putting
our customers' safety first. We firmly believe that
every step we take to minimize the risk of virus
spread will make the customers feel more at ease
when shopping in SHKP malls,” she explained.

Controlling footfall through smart
management

Cris exclaimed that the early sudden outbreak
of the pandemic definitely caught everyone off
guard, but the Group had strategically planned
ahead years ago to drive facility intelligence and
automation in its malls, allowing the team to
more swiftly cater to market needs under the new
normal. In addition to installing automatic doors
and touch-free lift buttons, the Group introduced
a contactless parking service in its 19 major SHKP
malls to help with social distancing. “To minimize
physical contact with others, many customers
prefer to drive to the mall instead of taking public
transport, leading to a notable increase in demand
for our contactless parking service. The number of
members registered for this service continues to
increase, and these customers tend to have higher
consumption ability in particular,” she said.

The Group also implemented a number of smart
measures which effectively reduced customer
waiting time. For example, multiple sensors
and digital signs recently installed at restroom
entrances indicate the occupancy of the various
restrooms and help effectively allocate customers
to restrooms that are not as busy to shorten
the wait. Since 2019, the malls have offered Eat
E-asy e-ticket and e-table bookings, which allow
customers to plan their dining arrangements
ahead, thus reducing the risk of crowding and
encouraging them to make good use of the time
saved to shop in the mall.

Changing needs of consumers and
tenants under the new normal

As time goes by, malls are not only for shopping
and leisure; they are also a popular meeting
point. “In the wake of the pandemic, people

prefer having outdoor activities in safe and
comfortable venues, and malls become a
popular choice,” said Cris. In response to this
demand, the Group revitalized its outdoor
space, adding urban farms in its major malls and
developing outdoor themed areas for children,
young people and pet lovers, for example,
to provide more leisure and entertainment
facilities for mall visitors.

Cris remarked that these outdoor spaces help
attract young people and families, further
demonstrating the Group's belief in putting
customers first with sincerity: “The malls always
facilitate the evolution of community, and add
outdoor facilities in the venue benefitting our
customers and nearby residents. For example,
in view of the prevailing cycling trend in recent
years, bike-parking lots and repair stations are
available in some of our malls to welcome bike
lovers.”

Under the new normal, many mall tenants are
facing challenges, so the Group actively helps
to create opportunities for them. “In the early
days of the pandemic, the catering industry
was severely affected by the strict government
restrictions on dining, especially the restaurants
that do not provide takeaway services. In view
of this, the team developed a pick-up platform
in two and a half months, allowing tenants
to maintain their business on a commission-
free basis. Because of its great efficiency, the
platform is still widely used by tenants and
customers,” said Cris.

Leveraging customer loyalty

with The Point by SHKP

Cris pointed out that the pandemic has
accelerated the pace of smart management

in the malls, an irreversible trend. One smart
programme is The Point by SHKP, an integrated
loyalty programme, connected with the SHKP
Malls App to provide members with services such
as electronic queuing and contactless parking, and
rewards redemption with bonus points, etc. Since
its launch in 2019, the number of members has
steadily continued to increase, with over 1.5 million
registered members to date.

Customers in general have provided positive
feedback on The Point by SHKP and the unrivalled
shopping rewards programme has further increased
their loyalty. “The team has been paying attention
to what extent customers have developed the habit
of uploading shopping receipts to register bonus
points, and the total upload this year is a double that
of the same period last year,” said Cris, showing that
The Point by SHKP is an effective way to encourage
members to shop at SHKP malls.

Empowering customised services with
smart technology to increase the Group’s
competitiveness

In recent years, despite the increasing popularity of
online shopping, Cris believes the importance of malls
will not diminish in the future because of the dense
population in Hong Kong and the social function that
malls provide. “In addition to shopping and dining,
malls are an important venue for leisure, entertainment
and sodial life,” she said. “With the attentive services
we provide, empowered by smart technology, the
social function of our malls is difficult to replace.”

To consolidate the competitive edge of SHKP in the
market, the Group drives smart management in its
malls and places great emphasis on the training of
frontline mall staff to ensure that every one of them
can provide professional and attentive services. "At
the beginning of the year, our malls participate in

The Group strives to optimize the premium service provided by the mall staff, and scooped over 15 awards in the Service & Courtesy Award, organized by the Hong Kong

Retail Management Association at the beginning of the year
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The Group actively drives smart management in
SHKP malls, by introducing the smart restrooms
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the Service & Courtesy Award, organized by the
Hong Kong Retail Management Association,
which is hailed as the Oscars of the retail trade. This
year, we scooped over 15 awards. This proves that
the premium service of the SHKP malls is recognized
in the industry,” said Cris. The Group also values
customer feedback by adding enquiry and
complaint functions to the SHKP Malls App,
and responds promptly to continuously
optimize the service.

Cris pointed out that since many tenants have
tapped into the online shopping channel,
they place greater importance on the location,
supporting facilities, marketing promotion and
services of physical stores — which is precisely the
strength of SHKP malls: “We have been working
closely with our tenants to enhance shoppers'

In-store experience, by encouraging retailers
to offering exclusive discounts in their physical
stores, for example. We continuously enrich the
In-Mall experience of our customers through
diversified promotions, innovative services,
outdoor space revitalization, and so forth. This
multifaceted approach definitely provides
our customers with a more refined shopping
experience,” she said.
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The Group continues to drive smart
management in its malls, together with

its professional frontline colleagues and
management teams, to provide more
multifaceted and attentive services

to our customers, affirming the
competitive edge of SHKP malls under

the new normal amid the pandemic.
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The Group introduced a contactless parking service in its 19 major malls,
which has been well received by car owners and is effective in driving

Ambassadors to open doors for visitors, press lift buttons, provide hand sanitizers, and
so forth footfall in its malls
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Cris points out that the pandemic has accelerated the pace of smart management in SHKP malls, while reinforcing the malls’ function as a social gathering place for

the public
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