@
HONG KONG

glaiReia
niher

A survey of CEOs and consumers in the Greater Bay Area

4th edition
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KPMG China and GS1 Hong Kong commissioned YouGov to

304 ‘
C-level

executives

in Hong

Kong

conduct two surveys:

1,500+
Consumers
534 in Hong Kong

1,016 in nine Greater
Bay Area cities in
mainland China

Dongguan, Foshan,
Guangzhou, Huizhou,
Jiangmen, Shenzhen, Zhaoqing,
Zhongshan and Zhuhai
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LONSUMErs are more tecn-savwy than before

‘l am a tech-savvy consumer’

Hong Kong

Source: KPMG and GS1 HK survey analysis

9 GBA cities

M Strongly agree

B Somewhat agree

M Neutral

Somewhat disagree

M Strongly disagree

‘l am a mobile-savvy consumer’

Hong Kong

9 GBA cities

M Strongly agree

B Somewhat agree

W Neutral

Somewhat disagree

‘Il am tech-savvy’

‘I am mobile-savvy’

60%

HK

M Strongly disagree
Source: KPMG and GS51 HK survey analysis
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Printed in Hong Kong.
HONG KONG

Document Classification: KPMG Confidential



HOW Wel 2

ey digitally engaged’

Activities that consumers have done in the past 12 months*
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Manage Consume Make Search
finances media onling, | mobile payment/ and read
online including use mobile USET TEVIEWS
free and paid wallet online
channels
\, I\, J
H Hong Kong
*Only the top eight responses are shown
Source: KPMG and G51 HK survey analysis

Use
biometric
authentication

M 3 GBA cities

Proactively
check/change
privacy setfing

of online
account

Order
food
delivery
online

Use
transportation
apps/
SEMVICES

keme @
HONG KONG

Managed finances online

HK

9 GBA cities

Consumed media online

HK

9 GBA cities
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HOW Wel 2

ey digitally engaged’

Activities that consumers have done in the past 12 months*
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Order food delivery online

HK 9 GBA cities

10% . / .
Use transportatlon apps/ services
0% ||| B |
Manage Consume Make Search Use Proactively Order Use
finances media online,  mobile payment/ and read biometric check/change food transportation
online including use mobile USET TEVIEWS authentication privacy setfing delivery apps/
free and paid wallet online of online online Senices
channels account O
. Yy J
H Hong Kong M 9 GBA cities
*Only the top eight responses are shown
Source: KPMG and G51 HK survey analysis
© 2019 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. 6



Lonsumer benaviour

Consumers’ research habits

* ﬁ
70%
60%
50%
40%
30%
20%
10%
0%
Browse Browse Google/ Search Visit the Compare
price product Baidu online for physical features
Comparison details search for Quser reviews shop on
website on brand Jnformation websites
website '
H

M Hong Kong
Source: KPMG and G51 HK survey analysis

M 9 GBA cites

it

Browse
related
videos/
social-media
posts

24

Look at
brand

19%
| |

13%.

||

Check
for

advertisement KoL

celebrity
endorsements
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Browse
product
details on
brand
website

9 GBA
cities #1

9 GBA

cities #2
Search
online for
user reviews

HK #1

Browse price
comparison
website




OnSUMer benaviour

Consumers’ research habits Least popular among consumers

Check for
KOL/celebrity
endorsements

B § e 0 Ym B R = [

Erowsze Browse Googlef Search Visitthe  Compare Ask Browsze Look &t Check
price product Esidu pnlinefor  physical  festures friemds/ related brand for
comparison  detsils sesrchfor  userreviews shop an family videos/  sdvertiseme KoL/
webisite on brand  information webzites  members  social-media celehity
wiehsite posts mdorzemant
1 - - J
M Hong Kang M 3 mainland GBA cities trl be m a rketl n g

Source: KPMG and GS1 HE survey analysis
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pUSINESSES are innovating

C-level executives” growth strategies for the next two years

B Become more data-driven to generate more real-time insights B Develop mobile-first strategies (e.g. e-commerce)
M Develop and apply innovative technologies B Expand digital footprint to new markets

M Launch online campaigns to engage customers Develop a new strategy targeting Generation Z
M Develop more integrated online and offline channels M Invest in start-up companies

M Leverage social media platforms

Source: KPMG and GS1 HK survey analysis

Top 3 growth strategies

Become more data-driven for
more real-time insights

Develop and apply innovative
technologies

Launch online campaigns to

engage customers

m @1 © 2019 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved.
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pUSINESSES are innovating

Top 3 growth strategies 2018 Top 3 growth strategies 2019

Develop and apply innovative Become more data-driven for more
technologies real-time insights

Develop and apply innovative
technologies

Become more data-driven for more
real-time insights
Leverage social media platforms

lOrity | 4 Develop more integrated online &
came 4th in 2018 & 2019 offline channels

Launch online campaigns to engage
customers

Top priority in 2017

KPMG @1 10
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d, ala, dala .. agan!

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

1St

N Data
- I I analytics

! )
2 = e % A ‘
Dats Artficial Aobotics! Barcodes/ Imernet of Cloud RFID
analytics inteligence Automation 0 codes thing= computing

1] (loTHsensory
devices rd
*Only responsas talying more than 5% are shown
Sowrpe: KPMG and GET survay analesis
Roboti
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Are we analysind customer data:

Do firms analyse collected data?

B Mot yet, but there iz & plan to implement data enalytics in future

are already

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

collecting data

B No relevent datz is collected or maintained O
® Customer data iz being collected 3 /O

@ Mo data analysiz has been done

analyse
data

Sowrce: KPMG and GET HE survey saalysis

m @1 © 2019 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. 12
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Jata-prvacy awakening

Moderate-to-high level of data-
privacy measures

Thoughts on the overall level of data-privacy measures provided by companies

Hong Kong 9 GBA cities

M High level of security

B Moderate level of security 7 3 %

M |nsufficient level of security
Moderate or high Moderate or high 9 G / \

2018 | [ 2019 | (2018 | [ 2019 |

@ @ @ T C |t| es

Source: KPMG and GS1 HK survey analysis

4
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Gaps worth minding

The biggest challenges companies face in
Challenges companies face in the digital age the dlg |ta| age

B0%
50%
5% |
4% 8%
4% 3%
0% T%
B 2nd
20%
0% .
. Integration
Lack of Integration Magzuring the Unsure which Futura-ready Coming up with
talent of data return an technologies workforce the mult-channe
investment will deliver the strateqy
(RON greatest return
| Jralfe] W s
Sowrce: KPMG and GET Survey analysis
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Gaps worth minding

The biggest challenges
Top 3 challenges Top 3 challenges companies face in the digital

(2017) (2018) age (2019)

Coming up with the
right omni-channel Lack of talent Lack of talent
strategy

Measuring return on
Investment

Integration of data Integration of data

Unsure which
Lack of talent technology will deliver
greatest return

Measuring return on
Investment

KPMG @1 15
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4eneration /IS drving chande

Business strategies to target

Business strategies to target Generation Z

i . _______________________________________________________________________________|]
Generation Z
35% %
30% 29%
. [ | | 25%
1St e - - — — 21% 21% 21%
" m omom EEE &
Provide q - B H H H E EH EH B =
. N ., H H H B B B B EH
personalised H B B B B BE B BB H
: i PR « 1l 1 1 BEH HEH B B B B B
Prioritise H B B B B BE B BB BN
i nvenien
experlence CO e e Ce rd Provide Prioriise  Optimise No Promote Offer Leverage  Prioriise  Make use  Use video
A lised i bil lf-servi i hentici f dark icati
In CUStomer 3 aiedr\srlcg:cs;vecomememe exs:ri;:ce i scfgraﬁl\}f;altlis seopiieor:slce ianTzlacnrcoers e gmlcwsocig\stirateg;,ommumcamn
. experence and and which drives
. . inabili - d link clicks vi
journey Optimise e oot ‘oniine chat
. sharing
mobile
eX p e ri e n Ce Source: KPMG and GS1 HK survey analysis
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4eneration /IS drving chande

Business strategies to target Consumers’ perspective Consumers’ perspective
Generation Z HK 9 GBA cities

Provide personalised

& interactive
experience

Prioritise convenience
In customer journey

Optimise mobile
experience

keme @
HONG KONG

Optimise customer
experience on mobile

Prioritise convenience
In customer journey

Offer self-service
options

Documen t Classification: KPMG Confidential

Prioritise convenience
In customer journey

Provide personalised
& interactive
experience

Prioritise authenticity

17



£NJaging Wit customers

Top actions businesses are doing to enhance
e-commerce experience

What's your company doing to enhance your customers’ e-commerce experience?

©000,,,

1St
Invest in tech
to create 2nd

Fl,,l I I OI =] Eﬁ | o] o seamless Customisation
transaction based on 3rd

B Investing in technology to create a seamless purchasing and B Developing a new strategy for Generation Z

transactional process
B None or no attempt made to humanise e-commerce

process consumers’ Be open to
drive an emotional connection with customers B Using virtual reality (VR)/augmented reality (AR) to b rOWSI n g S h Owcase

B Customising the shown items, based on the consumers’
browsing and purchase history M Adopting drone delivery or other innovations to support
the logistics and delivery process
M Being more open to showcase your corporate culture to
enhance the customer experience
B Creating end-to-end supply chain transparency and ethical
product sourcing

history corporate
culture to
emotionally
connect

B Enabling automated communication functions (e.g. chatbots)

Source: KPMG and G51 HK survey analysis

KPMG @1 18
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[nense o fransparency and Soclal values

Consumers who like to use brands
that share their social values

‘I like to use brands that share my social values’

Hong Kong 9 GBA cities

M Strongly agree

82%

M Neutral

Somewhat disagree 9 GBA Clties

M Strongly disagree

Source: KPMG and GS1 HK survey analysis

transparency

Corporate culture & supply chain

More All aspects of business including

m @1 © 2019 KPMG, a Hong Kong partnership and a member firm of the KPMG network of independent member firms affiliated with KPMG International Cooperative (‘KPMG International”), a Swiss entity. All rights reserved. 19
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mart oty rvers

From business’ perspective

‘Smart city’ drivers in the next two years from business’ perspective
|

1St B0

53%

Smart ond A

logistics & o
, Smart -
warehousing )
environment -
10%
0%
d Smart Smart WNew Techmology/ Service robotz  e-heslth Smart Automated g-1D
3[' ogistics anvironment  pEyment telecom |grester use tranaport store
and |energy sawing, methods  infrestructure of Al smart [autonomons
warehousing  susteinability) sEnsors] wehicle/drones)
New
W03 |t

p aym e nt Sowca: KPMG and GET fureay analysis
methods
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SMart city arivers

From business’ perspective From consumers’ perspective

HK 9 GBA cities

Smart logistics &
warehousing

New payment

methods Smart environment

Smart environment

Smart transport

New payment

methods Smart environment Service robots
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Lonclusiona recommendations

Analyse data to drive growth and Tailor the customer experience
engagement to identify strengths and to meet the changing expectations
weaknesses and needs of customers

Foster flourishing new markets for
future business expansion as well as
collaboration with new economy

Redesign operations for agility

to be leaner and more responsive

Optimise supply-chain routes Empower and engage talent to
making use of new technologies to upskill and prepare future-ready
drive efficiencies (e.g. blockchain) workforce

kPMG @1 22
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Inank you

Anson Bailey

Partner, Head of Consumer & Retail, ASPAC
Head of Technology, Media &

Telecoms, Hong Kong

KPMG China

Anna Lin
Chief Executive
GS1 Hong Kong

Download the full report
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