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About Us

C K Tang Limited is the story of the humble
beginnings of how the vision, fortitude and integrity
of a young Chinese immigrant helped create one of
Singapore's premier retailing companies today.

In 1932, our founder, Mr Tang Choon Keng arrived in
Singapore with two simply made tin trunks filled with
the finest Swatow-made embroidery and laces. He
started out peddling mainly delicate embroidered
Chinese lace, linens and cottons from door to door
with the help of a rickshaw.
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Our Vision ....

We are in the business of providing the best goods and services to the
satisfaction of our customers

Our Mission......

C K Tang was founded upon the basic philosophy of Honesty, Integrity
and Value-For-Money.




Our Objective.......
Our objective is to be respected as the industry leader in the businesses we
are in and to ensure profit for our shareholders.
We aim to achieve this by:
« continually setting trends and responding to changing needs

e conducting our activities with wisdom and a high degree of
professionalism

» fostering close relationships and understanding with our customers, staff
and business partners

. bellevmg in the excellence of our people, the dignity of the individual, our
teamwork, and in rewarding our staff accordingly

ility and a role to play in



Why A Pro-Family Perspective

From customer feedback, members of the family unit are an
Integral part of our customer base. As we are a fashion lifestyle
store, we act as a one-stop focal point to cater to the different
family members through our unigue product mix.

Customer segments that TANGS serve:

1) Children

i) Teenagers




Business Strategy




Our Business Strategy

e TANGS Orchard

— Being a free standing flagship store, Tangs ensures that all members of
the family unit are taken care of by the variety of products and services
offered. The most recent development was the “Playground” on Level 4 to
cater to our young customers and the chic “Island Café” (L4) with a kids
menu for the young families

« TANGS VivoCity

— Tangs’ offerings were designed to complement the existing environment
within VivoCity (eg playcourt, wading pool) where the family can come
together to have fun




With diverse offerings of products and services, TANGS is a place where
everyone in the family can be at the same location and find something that
suits themselves....

For children.. For parents
* Kids department - “Playground”
 Chic-looking Island Cafée
whereby a “Kids’ Menu” is
available for our young visitors

» Levels 2 and 3 presents a wide
variety of apparel for their choice

For entire family

» B1 offers products and services
that can cater to the family
home’s needs




Product Offerings

Products specially created for the
younger crowd/teenagers with
special merchandise, music,
merchandise display

Younger staff who appreciate
streetwear to align with customers

Some
products are
created with
the family unit
in mind eg
special menu
for children,
Little Dressing
Room for
children
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Product Offerings — VivoCity Store

o Catering to the elderly with cooking demos, music, merchandise display
« Elderly enjoy watching cooking demos and being engaged
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Promo Activities to Advertise PFB product & service
offerings

Brochures
to
Introduce
TANGS’
Playground
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Delightful Service
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With our Mission, Vision, Values & the ‘7 Habits’ principles, we derived our
Service Motto of “Sharing Happiness”.

* Go the extra mile to exceed customer expectations and delight them.

» Conduct our activities with a high degree of professionalism and with the end in
mind.

» Seek to understand our customers, staff and business partners to create a Win-
Win outcome.

» Believe in the excellence of our people, the dignity of the individual, our
commitment to teamwork and in rewarding our staff accordingly.

* Enhance our store’s environment, processes and services to create a delightful
shopping experience.
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Customer Centric Initiative (CClI)
TANGS is one of the 20 retailers participating in the CCI.

Under CCI, Tangs is embarking on the “7 Habits of Highly Effective People”
programme to raise our service level.

7 Habits Programme is a tool to:

* Influence behavioural change towards creative thinking and service culture.

* Internalize effectiveness at personal, inter-personal, managerial and
organization levels.

* Instill pride in frontline sales staff to be more customer-oriented and build
relationships with customers.

* Promote a positive work environment.
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® All Retail Associates are trained to perform the TANGS
Service Standards when attending to customers

eg grooming standards, greetings, closing, payment

* Training programmes eg Service Excellence Training Programme
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Some areas of focus include :
« Mystery Shoppers results
« Customer feedback forms results
o Compliment to complaint ratio

« EXSA Award
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Commitment to Staff Training & Development
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Commitment to Training

On-the-job
Training

Off-the-job
Training

of training

Measurement of effectiveness
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Service performance of staff is recognised through:

Internal
» TANGS Service Champion Club
e Campaigns such as “Spot Me Doing Something Right”, “Catch Me Cash It
Right”
» Sharing of success stories of staff at Store’s morning briefings
* Performance Appraisal

External
» Excellent Service Awards (EXSA)
» Singapore Tourism Board (STB) Awards
» Retail Courtesy Gold Award by Singapore Kindness Movement Council
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Tangs Service Champion Club Award Ceremony

Staff who have demonstrated excellent service behaviour isgiven

recognition
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|n House EXSA Award Celebration

Presentation of EXSA certificatesby CEO



Customers ar e offered ease of accessthrough :

Direct channds:
o Customer Service Counter
* Helpful Retail / Fashion
Associates
 Phone
e Emall
o Lettersand Fax

Indirect channels:
o Clear signages at each floor
o Store Directory
o Customer Feedback Forms
 Website
e Direct Mailers and Journals
e In-store posters
o Lift posters
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Service Touchpoints

» Wide aisles to allow easy access and
movement to different family members to
shop hassle free in our store

» Easily accessibility of different floors
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Being Customer Friendly

At TANGS, we put
in place user
friendly flooring
and materials to
provide comfort to
c . " different needs of
arpet flooring for fitting .
FOOMS family members

Playground timber flooring
for kids

Toilet flooring

Island Shop Mosaic Floor to
blend in with concept

29



Additional Facilities

At TANGS, we recognise the need for places whereby families can rest and relax
together, so we have provided for:

 Comfortable lounge area at the spa retreat
for different family members to relax

» Areas for family to chill out and rest
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Additional Facilities

« For family members who are shopping together, TANGS also provides seats
within the store for non-shoppers to rest and walit ..
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Additional Facilities

« Clear signages are displayed within the store to meet the needs of
different family members
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Additional Facilities

Our facilities at TANGS are also designed to cater to the different needs of

the customers...

For the
disabled

For our
young
customers

For the
elderly and
the disabled
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Additional Facilities

Other examples of
facilities designed to be
hazard free include:

 Handicapped Ramp

— At Main Entrance to
allow ease of access
of handicapped to
our store

* Wireless Surf Zone

— Parents can surf at
Level 3 while their
children can play at
Level 4 Playground



Additional Facilities

 Products for children are built at a lower height to facilitate easy access
by children, eg children’s shoes
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Additional Facilities — VivoCity

« For family members who are shopping together, TANGS provides seats within
the store for the non-shoppers to rest and wait

« TANGS also taps on facilities in VivoCity in reaching out to different members
of the family unit in order to encourage families to shop together
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e 2007 :

» 2006 :

« 2005 :

Premium GEM (Department Store) Orchard - by SRA
Service GEMS (Department Store) VivoCity — by SRA
Pro-family Business Mark — by MCYS

Best Retail Concept — Dressing Room — by STB
Best Shopping Experience — Department Store - by STB

Best Retail Concept of the Year : The New Tangs Levels 2
& 3 —by SRA
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Thank You



