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By: Ali Mamat

BEI JING Aug 18 (Bernama) -- Wth China's huge and grow ng domestic
mar ket, it has proven to be a perfect choice for Parkson, a subsidiary of
the Lion Goup, in entering its retail scene.

Since operations started in the world s nost popul ous country in 1992,
Par kson has now becone China's second | argest retailing chain, specialising
in departnment stores and supermarkets.

Its annual sal es exceeded 2.5 billion yuan (RML=2.2 yuan) with a growth
rate of 230 percent per year over the past three years, well above the
i ndustry's 20 percent growth rate.

Shanghai Parkson's General Manager Tan Han M ng said in an interview
wi th Bernama that besi des Shanghai, Parkson China has outlets in nore than
15 major cities including Beijing, Chengdu, Dalian, G ngdao, Wixi
Chongi ng, Xi an, Yangzhou, Whan and M anyang.

The rational e behind Parkson's entry into China is because of its |large
mar ket with a population of 1.2 billion from255 mllion households and a
heavy concentration of an estimated 300 million people in 640 cities.

Turnover fromChina's retail industry is also enornous, exceeding 2,600
billion yuan annually and its growth rate has al so been exceptional, at 20
percent per year in the past five years.

Tan expl ai ned that Parkson's decision to venture into China is also
encouraged by the country's growing retail industry where Chi nese consuners
are now demandi ng for better quality merchandi se and custoner servi ce.

Meanwhil e Prime M nister Datuk Seri Dr Mahathir Mhamad, who is now on
an official visit to China, will launch a pronotion of Ml aysian products
at the Beijing Parkson Store on Thursday.

Tan said Parkson's departnment stores in China provides wi de range of
quality products to local custoners. Besides offering high-end itens such
as top brandnane fragrances, cosmetics, high fashion wear and accessori es,
its stores also offer alternative products at reasonabl e prices.

It has been observed that many local retailers in China are not cost
efficient and adopt traditional approaches. This has offered opportunities
for Parkson China to penetrate into the | ocal nmarket with nodern retai
stores.

To run its stores efficiently, Parkson China also provides training to
its staff on advanced sales term nals and conputeri sed nerchandi se contro
ter chnol ogy.

El aborating on the conpetitive advantage of Parkson China, Tan said
nmore than 50 mllion people in the country are already aware of the
" Par kson' brandnarne.

Par kson Chi na has spent nore than 100 nillion yuan on advertising and
pronotion and intends to spend about 30 million yuan on adverti sing and
pronoti on every year over the next five years.

Parkson China's stores are also strategically situated in all its
| ocations and Tan said they formed the nucleus for future expansion into
various regions and cities.

On top of that, Parkson China has al so established extensive and | ong-
term busi ness partnerships with thousands of suppliers in China. It also
taps i nto overseas supply networks through Parkson Ml aysi a.

Tan said the conpany is confident that Parkson Chi na woul d soon energe
as a leader in the country's retail industry with its track record and
i nclusion of nore high quality Ml aysi an products. -- BERNAMA
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