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Growing challenge of retail store
management

R etailers the world over are today faced with unprecedented competition
and change. Globalization and the advances in information and commu-
nications technologies will continue to have a major impact on the

future of retailing in Asia and the Pacific. Singapore has enjoyed remarkable
economic growth over the last decade, and during this period its retail sector has
grown and undergone numerous transformations.

Singapore abounds with about 18,000 retail establishments employing some
80,000 persons The value added by the industry was US$1.5 billion in 2002,
with value added per worker of US$18,650. The retail industry is also signifi-
cant because it is a breeding ground for entrepreneurs. In addition, retailers form
an important component of the tourism industry, accounting for more than 50%
of all tourism receipts. For these reasons, the Singapore Tourism Board envi-
sions positioning Singapore as the “shopping capital of Asia.” 

An APO multi-country study mission, 12–14 July, allowed participants to
observe and understand the latest trends in the management of retail stores,
including e-commerce/online shopping, visual merchandising, and customer
relationship management. Eighteen individuals from 15 member countries
attended the study mission. They visited 77th Street (S) Pte Limited, a youth
streetwear fashion shop founded by an award-winning female entrepreneur;
Carrefour Singapore Pte Ltd; Metro Department Store; and Atlas Hi-fi Pte Ltd.
The visits exposed them to the best retail practices of small businesses as well as
those of one of the world’s biggest retailers, Carrefour.

Some of the emerging trends faced by Singaporean retailers include lifestyle
shopping, e-tailing, retail technology, retail innovation, and changing consumer

demographics. The large number of establishments and high employment fig-
ures, along with low productivity, drag down the overall productivity of the ser-
vice sector. Stiff competition, the rise of other regional players, and budget
airlines are luring consumer spending away from the domestic retail sector.
These coupled with rising rental fees and labor costs make restructuring the
industry imperative. The government has thus devised Retail 21, a plan to make
Singapore a world-class center of retail excellence. 

SPRING Singapore is the lead agency for the development of the retail industry
in the country. An interesting initiative by the Singapore Retailers’ Association
in collaboration with SPRING Singapore is the recently set up Retail Academy
of Singapore to offer professional training to retail supervisors and executives in
partnership with world-class organizations.

Participants visiting the Carrefour retail chain

Entrepreneurship is a driving force in national productivity and competitive-
ness. The key for long-term value creation is for enterprises to continue
being entrepreneurial. The persistent creation of added value is what distin-
guishes great companies from mediocre ones. This requires an organizational
culture that provides opportunities for innovation in an environment hos-
pitable to venture financing.

The APO organized a study meeting on “Creative Entrepreneurship: Value
Creation” in Taipei, the Republic of China, 20-22 July, to explore methods to
use innovation in entrepreneurial organizations as a strategy for business
growth, particularly for SMEs. Typhoon Haitang delayed the flights of the 16
participants from 11 member countries and two international resource per-
sons, but the study meeting contents were successfully packed into two days
instead of the originally scheduled three.

The main conclusions of the group discussions after hearing the resource and
country presentations were that entrepreneurial SMEs should: 1) collaborate
with each other and with larger partners; 2) take advantage to the extent pos-
sible of available assistance and incubator schemes; 3) learn and innovate
continuously to stay abreast of changing market demand; and 4) build up
their capabilities, not only in technology but also in improving their financial
management to allow for sustained growth. The role of government, on the

other hand, should
be restricted to pol-
icymaking, elimi-
nating unnecessary
red tape hindering
start-ups, and pro-
viding funding,
with no direct par-
ticipation in
everyday opera-
tions.

Inventec Appliances Corporation (IAC), a manufacturer focusing on smart
handheld products and network appliances, hosted a visit by participants.
Spun off from Inventec Electronics in 2000, IAC had revenues of US$2.5 bil-
lion in 2004, representing growth of more than 100% over the previous year.
IAC Chairman Jackson Chang, the holder of more than 80 IT-related patents,
likens the organizational structure of a successful entrepreneurial enterprise
to the evolution of the human brain: the physical layer (enterprise itself, busi-
ness, and core competence); spiritual layer (mission, vision, values); and
dynamic layer (internal management and external competition/cooperation).

Participants in the study meeting at IAC
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R ecent regional economic growth and changes in dietary patterns have made
the production, consumption, and trade of fruit and vegetables increasingly
important. This trade is vital for producers to improve their farm incomes

and for many countries as a significant source of hard-currency earnings. This
sector, however, suffers greatly from postharvest losses. Postharvest management
determines food quality and safety, competitiveness in the market, and profits for
producers.

Postharvest management in most developing countries in Asia and the Pacific is far
from satisfactory. Losses resulting from inadequate handling, storage, and distribu-
tion result in diminished returns for producers. International markets reject fruit and
vegetables containing unauthorized pesticides, with pesticide residues exceeding
permissible limits, and with inadequate labeling and packaging. Similarly, there
have been increasing concerns over food-borne diseases and poisoning such as
Escherichia coli or Salmonella outbreaks. In the face of changing demand, global-
ization, and trade liberalization, serious efforts are needed to reduce postharvest
losses, improve quality, and modernize the marketing of fruit and vegetables. In
addition to addressing problems in each stage of the postharvest process, it is cru-
cial to improve the management and operation of the entire marketing chain. 

To share new information on marketing and food safety issues and challenges in the
postharvest management of fruit and vegetables in member countries, the APO held
a seminar on “Marketing and Food Safety: Challenges in Postharvest Management
of Horticultural Products” in Tehran, Islamic Republic of Iran, 23–28 July. The
National Iranian Productivity Organization and Agricultural Planning and
Economic Research Institute of the Ministry of Jihad-e-Agriculture implemented
the program. Twenty participants from 12 member countries and six observers from
the host country attended the program. Six resource persons from the Food and
Agriculture Organization Rome office, Australia, Canada, and Iran made lead pre-
sentations on: 1) Improving postharvest management and marketing of fruit and
vegetables-issues and challenges in Asia and the Pacific; 2) Postharvest manage-
ment of fruit and vegetables for better food quality and safety; 3) New techniques of
drying as an efficient method of food preservation; 4) Linking production and mar-
keting of fruit and vegetables for better farm incomes; 5) New roles of government
in improving fruit and vegetables marketing at national and local levels; and 6)

Measures to assure better food safety, marketing, and consumer satisfaction for fruit
and vegetables. 

The papers presented by participants reviewed the postharvest management situa-
tion in their respective countries. To obtain firsthand information on postharvest
facilities in the host country, the participants visited the Cold Storage Complex of
Arjomandi Trading Company; Green Plants of Life Co. Ltd. (a greenhouse facility
for research on ornamental, herbal, and medicinal plants and a processing plant for
medicinal/herbal plants); and the Fruit and Vegetable Market of the Municipality of
Tehran. 

In the workshop group discussions, the participants identified issues and problems
in horticultural chain management and formulated recommendations to address
them. The main ones identified were: inadequate two-way dialogue between the
government and stakeholders; poor decision making by all chain participants; poor
basic infrastructure affecting production planning and postharvest infrastructure;
inappropriate use and lack of adequate technology; low level of organization; small
and scattered nature of horticulture; poor quality and unsafe food; inability to ini-
tiate and sustain linkages with international markets; and low and erratic producer
prices. 

Postharvest management of
horticultural products

Participants visiting the Cold Storage Complex of Arjomandi Trading Company

Learning from Australia (Continued from page 1)

will be transferred to the community, how natural resources will be con-
served and/or used sustainably, and how the benefits to the community and
environment can be measured.

In a full two and one-half days of site visits, the study meeting first took in
Zoo Australia, a private facility established to rehabilitate sick and injured
wildlife in southeast Queensland. Today, the zoo has an extensive educational
program for visitors concentrating on the conservation message. The fol-
lowing day found participants at award-winning Couran Cove Island Resort,
Australia’s largest eco-tourism resort. A self-contained community, the resort
uses natural pest control, recycles and composts all waste, uses solar power
and LPG as the main energy sources even for vehicles, selects the most
energy-efficient appliances, and operates an education center for guests.

Binna Burra Mountain Lodge has been an eco-tourism host since 1933, par-
ticipants learned when they visited it. Its more than 160 kilometers of
walking tracks in the World Heritage-listed rainforest are accessible to
tourists of all ages. The lodge is Green Globe accredited and promotes envi-
ronmental consciousness in all its daily activities and special events. On the
final day of the study meeting, a morning trip to the Lone Pine Sanctuary, the
world’s first and largest koala refuge, was made. Wildlife officers gave talks
on the animals and their natural environment.

In the afternoon of the final day, Prof. Martin Bell, Head of the School of
Geography, Planning and Architecture, University of Queensland, gave the
closing address, in which he looked forward to further collaboration with the
APO after this first successful effort.


