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Business-matching

Many of the Mangos and Nexts of the world go through Hong
Kong to source Made in China buttons and fabrics for their latest
collections. In fact, 600,000 international buyers pass through
every year, sampling products at Hong Kong's trade fairs where
they are bussed from supplier to supplier with the help of a small

army of "business-matchers”.

Employed by the Hong Kong Trade & Development Council
(HKTDC), the 220-strong team save buyers’ time and effort by
finding the right suppliers on the ground. The process is made
even easier with the HKTDC's sourcing web-portal, which also
runs on iPhones and BlackBerrys, and its 15 trade publications,
which go out to five million subscribers worldwide. And how
much does HKTDC charge for the trouble? $100 (€74) per

sourcing-job. — |

Q&A:
Grrace Chang

Ching (right) is the buyer for
ceramics shop Loveramics.
Our best buy? The colourful
dinner sets.

How are customers'
shopping habits changing
in Hong Kong?

Instead of shopping at
Causeway Bay [malls],
they'd now rather go to
little streets like Tung Street
where we're based. It's a

Q&A:

fennifer Woo

Woo (right) is the charismatic
thirty-something president of
Lane Crawford department
stores. In seven years, she
transformed the brand from
high street to high-end after

her father, the owner, handed
her the creative reins.

What makes Lane Crawford
unique?

Lane Crawford is an icon in
the landscape, a brand born
here 160 years ago that has
developed with Hong Kong
and its people.

What is the difference

between Hn::-ng I{cng and
mainland customers?
Hong Kong customers had

. Just a start: Swire's investment in small-scale retail around Wanchai is
encouraging but Hong Kong would benefit from more independent shops.

good sign - retail in Hong
Kong isn't boring anymore.

Why did you pick Tung Street
to open Loveramics?

Sheung Wan has a very strong
character - the buildings are
old with high ceilings and,
thanks to all the art galleries,
it's a very cosy neighbourhood.
My husband and | came here
every night after dinner for
about three months and
knocked on everybody's

doors until we found this
space to rent, —

earlier access to luxury
brands and so from a retail
point of view they are more
mature. The mainland
customer is savvy, Curious
and adventurous when it
comes to fashion.

Who and what are your
international benchmarks?
We look to the five-star hotel
service renowned in Asia, and
to another iconic Hong Kong
brand admired for its customer
service, Cathay Pacific.

What's next?

We celebrate our 160th
birthday, making us one of the
oldest retailers in the world.
We'll celebrate with exciting
programmes that take heritage
and reinterpret it for the future,
with a twist. —

Export leader:

O Shopping trips: |

In a city relentlessly focused
on the future, Douglas Young
has made a name for himself
by looking backwards.
Goods of Desire (top left), the
homeware and clothing shop
he founded with partner
Benjamin Lau in 1996,
celebrates Hong Kong's
heritage by playfully mixing
retro and modern. Never

has the store's nostalgic
merchandise been more
relevant than today,

as the city seeks a new
identity in the shadow of
rising mainland China.

What is G.0.D.'s mission?
It's about pride, recognising
ourselves, our own culture.
| would consider my work

a success if people felt
more pride in what we

have achieved.

What defines Asia?

The appetite for change.

In the western world, there's
tremendous inertia against
change. Asians always want
the next new thing — a new
restaurant or fashion trend.

What would you fix about
Hong Kong?

The standard of public design
- street signs, railings — Is just
homible, — AH
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