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Beijing Biue Island Mansion

Beijing Blue [sland Mansion is the largest shopping center in Chaoyang District. Beijing, which opened to business on 18 January 1993.
Separated into eastern and western sections, its business space is 28000 square meters if a building of 52000 square meters. There are nine
markets in the easter section, namely general commadities, foods, knitting wear, shoes and hats, garments, home electronic goods, communication
equipment. and arts; five markets in the western section, namely gifts and costetics, childron wear, lady wear, gentleman wear, and sports wear.
Also there are lots of branches including Langiao Branch, Chengde Branch, Decoration Company, Lanli Garment Company, Lanshiye Electronic
Technology Company, Lanshunchi Garage Service Center, Taxi Company, print house, and training center.

Facing the serious market competition, Blue Tsland Mansion set up “to promote business with cultural means” ta be the way of developing at
the beginning of opening to busincss. Itis the first commercial firm in Beijing to introduce CIS. In its operation, it carries out the gutdeline of "to
win the competition with guality goods, unique style, affecting service, convenient shopping, gorgeous environment, and all-round function"".
Based on the selling of ts picked, famous and new commodities, Blue Island Mansion is active in organizing cultural shopping festival, participating
in social cultural activities and public retations. In such a way Blue Island Mansion has created its own "Blue Istand Culture" symbalized with
the service concept of "righteousness and profits are equal and customers are fisst”. Its affecting service has attracted lots of customers.

In modern market competition, stagnation means failure. To match the change in the market, Blue Istand Mansion is "creati ng and rushing"
and adjusting itself continuously. When the market of Beijing was in difficulty in 1996, Bluc sland took lots of measures 1o change: o make its
offices slimmer; to restructure the newly opened Blue Island Western Section to be a high grade store with the characteristic of costume culture.
Now the eastern section is serving the mass market with its popular goods and the western section is serving the up class market, The two
sections complement each other, attracting more customers from distant areas.

After five years operation, Blue Island Mansion has achieved a great deal of economic and social results and has built its positive image in the
society. In 1996 and 1997, its retailing sales were the second biggest in Beijing. Also it has won lots of honorary titles such as "The Unit Trustablc
InPricing And Measurement"", "The Unit With Reputation In Fulfilting Contracts", "The Firm is Good of Both Commodity Quality and Post-
Sales Service' dvanced Unit for its Sales and Service Results”, "The Best Ten Commercial Firms Good at Quality Service", "The Unit with
Reputation for 1ts Service Quality”. "The Unit Seils Genuine Goods*, "Natianal 5.1 Labor Award for Advanced Uni ational Excel lent
Commercial Firm", and "Golden Bridge Award". Today the store name Blue Island is a famous registered trademark in Beijing.

CHINA’S FIRST CLASS STORES 7



W EFESAN

Appearance

8 hid ik iy






W s




Clothes store

i

5

Clothes display
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