


A brand is more than just the identity of a product 
or service, it is a key driver of growth and success for 
organisations and countries. Branding is the lifeline 
of brands as it can inspire and motivate customers 
to choose one brand over another. A great brand is 
one that makes consumers believe that it is the only 
one that provides a solution to their wants, needs 
and desires.

Thus,it is vital that organisations understand the 
importance of brands and branding concurrently; 
consumers should be educated and informed about 
the characteristics of good brands and branding 
practices.

Aa a not-for-profit organisation, Asia Pacific Brands 
Foundation (APBF) is committed to increasing the level 
of brand awareness in Malaysia and beyond while 
nurturing and grooming outstanding Malaysian 
brands into global icons.

Established in 2004, the APBF aims to position 
Malaysia amongst the world’s greatest nations 
by delivering on its mission of educating and 
disseminating information concerning the 
importance of branding with the firm belief that 

branding culture, aided by best practices, has the 
ability to transform Malaysia into a prime epitome 
of the world’s greatest nations.

The APBF is led by its Patron, H. E. Tun Dr. Mahathir 
Mohamad, the fourth Prime Minister of Malaysia, 
together with a Board of Governors consisting of 
brand icons and captains of various industries. 
Over the years, the foundation has launched 
many initiatives through The BrandLaureate, the 
sobriquet for brand excellence.

Effective initiatives such as the publication of 
branding articles in newspapers, organising branding 
seminars and presenting The BrandLaureate Awards 
have helped to increase overall public awareness of 
brands and branding, both in Malaysia and around 
the region.

The APBF has indeed etched its mark in history and 
will press on with its journey to scale new horizons 
while accomplishing greater feats in the process. 
The APBF invites you to join in on its odyssey of 
discovery, one enriched with new insights and 
knowledge, to build even stronger and more 
sustainable brands.

ASIA PACIFIC
BRANDS FOUNDATIONS

The World’s only
Branding  Foundation

THE BRANDLAUREATE is the sobriquet for the APBF Brand Excellence Awards. It is the ONLY 
BRAND Award endorsed by His Royal Highness Duli Yang Maha Mulia Yang di-Pertuan Agong, 
Tuanku Mizan Zainal Abidin.

Winning this prestigious and coveted award is the most defining moment for the 
BrandLaureates, as the winners of The BrandLaureate Awards are known. It is a testimony of 
their success and just as how “laureate” is defined, one that is worthy of the greatest honour 
or distinction.

Apart from the awards, The BrandLaureate also contributes branding articles to the 
newspaper and online media. It is the publisher of The BrandLaureate—Business World Review, 
a bi-monthly magazine that features the latest news on branding and business.

It is the first branding foundation to venture into social media. Viewers can gather more 
information on brands and branding through The BrandLaureate Facebook, Twitter, YouTube 
and blogs.

THE MOVER AND SHAKER 
OF THE BRANDING INDUSTRY
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The BrandLaureaTe SMe’S
BeSTBrandS award ‘12

The BrandLaureate SMEs BestBrands Awards 2012 honours the 
best of brands from the small and medium enterprises 
(SMEs). The resounding theme, “Your Brand, the Catalyst 
for Growth – Growth to Greatness”, is undeniably a 
fitting account for SMEs; in view of today’s vibrant yet 
challenging local and global business environments.

SMEs play a pivotal role in any country’s economic 
development. As such, it is vital that all nations have 
a strong pool of SME brands that can contribute to its 
further success. SMEs must be able to capitalise on their 
own brands as growth catalysts if they want to excel in 
business. The inability to do so may result in the brand 
being wiped out of consumer and business community 
radars.

The reality is many great brands did not become 
successful overnight. They started out as SMEs and 
flourished over the years, building their brand through 
strong brand culture. It is important that brands have a 
well-built foundation in order for them to become key 
drivers of growth. For a brand to succeed and rise to 
greater heights, the entire organisation has to ‘live and 
breathe the brand’.

Every SME has the potential to go beyond its own 
business parameters and become a phenomenon; only 
if it dares to use its brand as a catalyst for success. By 
staying focused on the brand and using it to spur the 

business, the organisation is very likely to transcend the 
realm of the ordinary and excel into greatness.

The winners of The BrandLaureate SMEs BestBrands 
Awards are evaluated and selected based on a 
300-point selection criteria consisting of six key points: 
Brand Strategy, Brand Culture, Integrated Brand 
Communications, Brand Equity and Brand Performance.

Nominees are accordingly processed and shortlisted 
by the brand committee before going through to the 
second round of selection by the brand consultants. The 
ultimate list is then submitted to the Board of Governors 
for verification and final approval. Only one winner is 
selected from each category, and if there is no deserving 
brand in a particular category, there will be no winner.

What is your vision for your business and brand? Do 
you see your business growing in leaps and bounds, 
eventually becoming a market leader in the nation while 
establishing its global dominance; with the ultimate 
goal of becoming a world-renowned brand? Is that an 
achievable vision or one that is surreal?

The capability of your brand to evolve from a local to 
a global name will depend on your vision, mission and 
passion in spearheading your brand to greater heights 
and goes hand in hand with the notion of making your 
brand the catalyst for growth.

The TrOPhY

The trophy for The BrandLaureate – SMEs BestBrands 
Awards 2012 encapsulates the theme, “Your Brand, 
the Catalyst for Growth – Growth to Greatness”.

The design of the artefact reflects the pure 
dynamism of the brand as an impactful catalyst 
of growth. It begins from its square base, which 
radiates the strong and secure foundation of the 
brand; and progresses upwards to its four corners, 
symbolic of the four corners of the world. The four 
edges of the square base also represent the ‘Four 
P’s’ which are: Performance, Power, Position and 
Prestige; these characteristics accord the brand its 
renowned greatness; overflowing with success upon 
abundant success, ultimately leaving its impactful 
mark in every corner of the world.

The globe which holds The BrandLaureate emblem 
represents the worldwide reach of the brand and 
its abounding capacity to grow beyond the natural 
boundaries of the SME industry. Triumph is finally 
defined by The BrandLaureate emblem, which is the 
hallmark of brand excellence, firmly positioned at 
the very apex of the marvellous trophy.

Finely crafted from pewter, which a solid and 
versatile metal, the trophy conveys the essence 
that brands need to exhibit sturdiness, and yet 
at the same time, versatility, to firmly adapt to 
the changing scenarios of the world – taking the 
figurative bull by its horns. The 24k gold-plated base 
further entrenches the foundation of the trophy and 
the brand it upholds – as a brand can only grow 
stronger, bursting forth and pressing upwards, if it 
has a strong foundation. Overall, the trophy exudes 
an aura of grandeur and elegance with its stylish, 
slim, sleek, strong and sharp attributes; qualities 
which are evident in all successful brands.

Ergo, the trophy befits the prestige of The 
BrandLaureate BestBrands Awards 2012 and is indeed 
worthy of recipients who possess the necessary 
wisdom, passion and commitment to transform 
their brands into the catalyst of growth in their 
escalation to greatness.
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T
he SME sector plays an important role in our country’s 
economic development. 99 percent of our businesses 

consists of SMEs and they contribute 32 percent to our gross 
domestic product (GDP). The Government acknowledges 
the importance and contribution of SMEs to Malaysia’s 
economy.

The Government has come with six high-impact programmes 
designed to boost the growth of SMEs from an annual 
growth of 6.5 to 8.7 percent by 2020. These key drivers are 
among 32 others which would be achievable through Phase 
Two of the SME Masterplan (2012-2020).

Within the six programmes which include the introduction 
of an integrated registration and licensing of businesses, 
aimed at creating a one-stop registration centre through 
the MyCOID business registration system, and the Business 
Licensing Electronic Support System (BLESS).

SMEs across the country should take advantage of these 
programmes for the development of their businesses as the 
SME Masterplan will provide a conducive environment for 
SMEs to thrive and transform to be globally competitive.

While these initiatives are in place, it is up to all Malaysian 
entrepreneurs to use their brands as a driving force, not just 
to gain profits and acquire customers, but to go beyond the 
Malaysian market. With hard work, innovative ideas and 
good implementation measures, Malaysian SMEs can have 
their footprints on the world map.

I would like to congratulate APBF for recognising SMEs 
through The BrandLaureate SMEs BestBrands Awards. Over 
the years, the Awards have helped promote SMEs and the 
importance of branding among businesses in Malaysia.

Warm Regards,

Y.A.B Dato’ Sri Haji Mohamaad Najib Tun Abdul Razak 

Prime Minister of Malaysia

Y.a.B daTO’ Sri haji MOhaMMad najiB Tun razak

MESSAGE BY
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SMEs must accept that only Growth
Can position you and bring you Greatness.
No Growth, No Greatness

              ... Dr KKJohan



C
ongratulations to the winners of The BrandLaureate 
SMEs BestBrands Awards 2012. You represent the 

diadem brands in your respective industries and in Malaysia. 
We are certainly proud of your success and your commitment 
to your brand.

When deciding to embark on a business, there are many 
factors that need to be established before it becomes a 
successful brand. An award-winning brand is one where 
its owners are consistently putting in a lot of effort and 
commitment, with its personnel following the footsteps 
of their leaders. For a good brand to surpass competitors, 
it is not enough for brand owners to develop good brand 
promises, but the entire team to follow through to their 
customers.

A business is not destined for success until and unless the 
leaders of the company set their goals and together with 
their staff, who are entrepreneurs in their own right, work 
towards these goals fueled by a common competitive spirit 
and hard work. As many of you know, there is no shortcut to 
success. You have to build your brands through sheer effort 
and vision to become market leaders, not just in Malaysia 
but globally.

We need more entrepreneurs and SMEs in our country as 
we go towards our goal of becoming a developed nation. By 

2020, we aim to become a high-income nation and project 
Malaysia into the ranks of developed nations. This can 
only be achieved if brand owners and entrepreneurs make 
it a reality. Looking forward, we need SMEs brands to be 
catalysts in the quest for economy growth, to be a part of 
affirmative action to uplift the nation’s economic capacity.

SMEs must always be on the lookout for opportunities to grow 
their brands and take the business as far as possible. Good 
branding is one way SMEs are able to reach their potential 
and more – going further from small businesses to captains 
of various industries and simultaneously contributing to 
Malaysia’s economic growth.

Branding comes with a clear vision of the brand’s future 
and the commitment to see it through. Aim high and attain 
greater heights for yourself and your brand.

Warmest Regards,

H. E. Tun Dr. Mahathir Mohamad

Patron of the Asia Pacific Brands Foundation

h. e. Tun dr. MahaThir MOhaMad
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B
randing is an important aspect of any business, be 
it small or large. With a successful brand strategy in 

place, a business will have the edge in today’s competitive 
marketplace. For business owners and leaders, the question 
to ask yourself is – Are you innovative? How far will you go to 
evolve your brand to retain existing customers and acquire 
new ones?

Innovation is the cornerstone of a brand’s success. Strong 
brands have a strong culture of innovation which make 
the brands attractive and appealing. They meet the ever-
changing needs of the customers with their innovative 
initiatives, such a product or service enhancements and 
new launches, which add value and provide a better brand 
experience.

Being innovative with your product and branding is the 
stepping stone towards being a maverick in the market. Once 
you have achieved the maverick status, you must not rest on 

your laurels but continue to soar on to greater heights and 
deliver on your brand promise  – not only to your customers, 
but to the community and country as well.

I would like to congratulate all winners of The BrandLaureate 
SMEs BestBrands Awards 2012. May you continue your 
branding efforts with renewed vigour and zest.

Warmest Regards,

YBhg General (Rtd.) Tan Sri Dato’ Paduka 
Dr. Mohamed Hashim Bin Mohd Ali

Chairman of the Asia Pacific Brands Foundation

YBhg generaL (rTd.) Tan Sri daTO’ Paduka dr. MOhaMed haShiM Bin MOhd aLi
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Congratulations to the winners of this year’s The 
BrandLaureate SMEs BestBrands Awards. You have 

a joined an alumni of entrepreneurs and business owners 
who have had the vision and mission to create, sustain and 
develop a successful business in the competitive market.

Our theme for this year is, “Your Brand, the Catalyst for 
Growth – Growth to Greatness”. It is certainly a befitting 
theme as we look forward with hopes and dreams to 
strengthen our businesses while making sure the brand 
promises remain attractive to customers and the community 
at large.

It is important to stay committed to your vision and let your 
brand bring you to your desired destination. Your brand is 
a catalyst for growth, one that is destined for greatness. A 
strong foundation is essential for any brand to grow and the 
whole organisation has to ‘live and breathe the brand’ for it 
to leap to greater heights.

It is the wish of many brand owners that they establish their 
brand presence in the international market. Some of you 

have managed to do so; while some are still persevering. 
Either way, you have to ‘brand outside of the box’ if you want 
be successful and sustainable enough to create footprints on 
international sands.

The winning of an award is not just an acknowledgement of 
the great efforts you, as entrepreneurs, have put in for your 
brand; but it is a great catalyst for growth and a definite 
morale-booster for the company, management and staff. 
Such an achievement is also an apt benchmark to propel you 
to do better, be bolder and become even more successful in 
the future.

Best Wishes,

Dr. KKJohan

President The BrandLaureate

dr. kkjOhan
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I 
would like to congratulate all the winners of The 
BrandLaureate SMEs BestBrands Awards 2012.

While you reflect on preceding endeavours, ask yourself if 
your brand has in fact been a catalyst for growth and change; 
and if you have effectively used the power of branding to 
achieve any milestones.

Using the brand as a catalyst is not just about making the 
most of the qualities the brand presents to its customers, 
but the ability of the brand to define and captivate the minds 
of the consumers - building stronger brand emotions. The 
power of a brand is in its ability to stimulate customers to 
aspire for it and make it part of their daily needs and lifestyle.

A successful brand is one that is able to transcend multifarious 
cultures and meet a variety of requirements. As the world 
becomes more globalized and connected, brands must 
have the ability to speak to different groups within diverse 

cultures and beliefs and SMEs must look into this aspect if 
they want to establish their brands’ imprint in the minds of 
consumers; simultaneously expanding their business.

I am confident that SMEs BrandLaureates will be able to 
take on this task as the new breed of SMEs which are action-
driven and understand that brands are a catalyst for growth, 
one that can bring fame and glory if properly strategized.

Warm Regards,

Chew Bee Peng

CEO of The BrandLaureate

Chew Bee Peng

MESSAGE BY
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My only advice to SMEs is to

Stop talking and start doing.

Talking  is only denying and delaying

Doing is achieving and fulfilling.

All your talking is nothing until you start doing

Turning your nothing into something by doing.

                          ... Dr KKJohan

royal grand Prix 
d’ excellence

The BrandLaureate 
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keBawah duli Yang Maha Mulia (kdYMM) Sultan haji ahmad 
Shah al-Musta’in Billah ibni al-Marhum Sultan abu Bakar 

ri’ayatuddin al-Mu’adzam Shah

His Majesty KDYMM Sultan Haji Ahmad Shah Al-
Musta`in Billah comes from a distinguished lineage 
which dates back over 1000 years. In May 1975, he 
ascended the throne of Pahang and became its Sultan; 
and five years later, he was appointed as the seventh 
Yang di-Pertuan Agong (High King) of Malaysia.

Sultan Ahmad Shah received his education at the Malay 
College of Kuala Kangsar, an institution renowned 
for producing the nation’s top leaders. His Majesty 
then furthered his studies in Public Administration at 
Worcester College in Oxford and at Exeter University 
in Britain.

The Sultan also received intensive training in the armed 
forces during his early days. He was the Captain at the 
fourth battalion of Royal Malay Regiment in Tapah, 
Perak, and served as Major with the Askar Wataniah 
Regiment and was its Commanding Officer for the 12th 
infantry in Mentakab.

Sultan Ahmad Shah exudes great leadership qualities 
and is known to be a firm yet pragmatic leader. This 
allows all those working with him to express their 
views and deliver the best solutions for the good of the 
nation and State. As the seventh High King of Malaysia, 
he showed exceptional headship in governance and 
upholding the rule of law of Malaysia; and was most 
passionate about promoting national unity amongst 
all Malaysians. During his rule, Malaysia was strong, 

united and enjoyed significant economic development.
As the Sultan of Pahang, His Majesty is most passionate 
about the development of the State and his people. 
Pahang, the largest state in Peninsular Malaysia, has 
undergone tremendous growth under his kingship is 
evident in the economic advancement of the State and 
its people. Many new industrial areas have been opened 
and previously undersized sectors such manufacturing, 
commerce and tourism have surpassed agriculture to 
become main revenue earners.

While the Sultan is firm in matters of the State, he 
is a warm, dedicated and caring leader to his rakyat 
(people). His Majesty sees himself as a father figure to 
his people and goes out his way to be with them and 
listen to their problems and grievances. During natural 
disasters, he is customarily the first to arrive to lend 
support to the victims and assist in rescue operations. 
The Sultan’s commanding strength and leadership 
provides untold hope and brings a powerful sense 
of order during such perilous times of confusion and 
suffering.

Sultan  Ahmad  Shah is also Malaysia’s number one 
sports fan, especially of football and polo. He is a 
highly skilled polo player and is the Patron of the Royal 
Malaysian Polo Association. In football, he has been 
instrumental in raising the standard of the game in 
his capacity as the President of Football Association 
of Malaysia (FAM). Under his leadership, football was 

given a new lease, especially when Malaysia emerged 
as winners of the Merdeka Cup after nine years in 
1993. Apart from being the President of FAM, he was 
appointed President of the Asian Football Confederation 
(AFC) until 2002 and President of the Asean Football 
Federation (AFF) in 2011. In the world of football, Sultan 
Ahmad Shah has contributed significantly to the sport; 
and for this, he was bestowed with the International 
Olympic Football Award - the only one in the country to 
be awarded the prestigious award.

Sultan Ahmad Shah’s leadership is extended to the 
education sector where he has been the Head of the 
Board of the International Islamic University Malaysia 
since February 1983 and has helped the University 
become one of the leading tertiary institutions in 
Malaysia as well as in promoting Islamic intellectualism 
and Ummatic consciousness. In 2012, His Majesty was 
awarded the Honorary Doctorate of Philosophy by the 
LimKokWing University of Creative Technology.

Sultan Ahmad Shah is conferred with The 
BrandLaureate Royal Grand Prix D’ Excellence Award 
for his distinguished statesmanship and illustrious 
leadership. His Majesty exemplifies the noble attributes 
of great wisdom, foresight, commitment, passion and 
perseverance in all his undertakings - and is indeed most 
worthy of this Award which is exclusively presented to 
outstanding rulers and leaders who have shaped and 
guided their nations successfully.

S u lta n  o f  P a h a n g

The BrandLaureaTe 
rOYaL grand Prix d’ exCeLLenCe award 2012
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People generally think that big equates to success

It may not necessarily be true.

Big does not mean success.

Small can be big when it is successful.

You can be small in size but big in strength.

                          ... Dr KKJohan

royal Quintessential 
award 

The BrandLaureate 
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dYMM Sultanah hajjah kalsom binti abdullah

Her Royal Highness Duli Yang Maha Mulia Sultanah 
Hajjah Kalsom binti Abdullah is the Royal Consort of 
the Sultan of Pahang, Sultan Haji Ahmad Shah.

Born on September 12th, 1951, Sultanah Hajjah 
Kalsom is known for her regal style, striking beauty 
and warm personality. She is also identified for keen 
her interest and passion for Pahang-born people - 
both within and beyond. She acts as Patron to many 
organizations which champion the causes of the less 
fortunate; particularly women and children, and is an 
avid environmental activist.

As Patron, she inspires and motivates those managing 
the organisations with her candescent leadership. One 
such foundation is the Yayasan Sri Kencana Kalsom, 
named after her, which provides shelter for single 
parents as well as women who have been unjust 
victims of domestic abuse. The Yayasan assists these 
women to rebuild their lives, finding them jobs which 
would ultimately enable them to be independent and 
lead their lives with pride and dignity.

Sultanah Hajjah Kalsom is Patron of OrphanCARE, a 
non-profit organisation that is responsible for setting 
up Malaysia’s first ‘baby hatch’ for mothers to 
anonymously leave their unwanted newborns to be put 
up for adoption.

As Patron of the Soroptimist International Club of 
Kuantan, a gathering of professional women who 
pool their talents to assist the needy, Sultanah Hajjah 
Kalsom contributes by guiding the association with 
her sound views on empowerment. She is also an 
Honorary Member of The Sorority, which is an exclusive 
members-only club for inspiring professional women 
based in London, UK. An iconic figure, she is one of the 
few inspirational woman globally who represents the 
modern, professional woman who is influencing the 
future with her own individual style and expression. 

On December 18, 2010, Sultanah Hajjah Kalsom was 
installed as the inaugural Chancellor of Limkokwing 
University of Creative Technology during its 2010 
Graduation. The University also awarded her with the 
Honorary Doctorate of Social Development for her 
exceptional work in stimulating and encouraging social 
development, contribution to the rights of women and 
children in Malaysia as well as her commitment and 
concern for the family structure.

In the citation read-out during the installation, it was 
mentioned that Sultanah Hajjah Kalsom’s exceptional 
work in societal advancement and her contribution to 
the rights of women and children and the welfare of 
the family exemplified her commitment and concern to 
the family structure. In espousing the cause of women 
and development, her leadership has encouraged 

women to empower themselves and become the best 
they can be.

In truth, Sultanah Hajjah Kalsom‘s commitment and 
passion for women’s causes stems from her own 
philosophy that dreams and ambitions should be 
pursued and that women should be given a chance 
to make their aspirations come true. The Sultanah’s 
leadership has encouraged many women to attain 
higher achievements by empowering themselves.

The State of Pahang is famous for its lush natural 
foliage, beaches and rich marine life. In order to help 
preserve the beauty of the environment and prevent 
it from being destroyed, Sultanah Hajjah Kalsom 
and her son, Tengku Fahd, set up the Sultan Ahmad 
Shah Environment Trust to educate the public on 
the importance of conserving and protecting natural 
resources to ensure a better living environment for 
future generations.

The BrandLaureate Royal Quintessential Award 2012 
is hereby conferred to Sultanah Hajjah Kalsom for 
her untiring efforts in promoting the wellbeing and 
advancement of women and children of Malaysia. 
She embodies the noble qualities of the most worthy 
recipients of this award and stands tall among those 
who are strong, steadfast and committed to their 
cause.

S u lta n a h  o f  P a h a n g

The BrandLaureaTe 
rOYaL QuinTeSSenTiaL award 2012
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Small can be powerful

Some of the smallest nations of the world 

Are the most powerful and influential nations of the world

Some of the smallest body cells 

Can build or break down the whole body system.

Small but necessary, indispensable and powerful.

                          ... Dr KKJohan

Brand Personality 
awards

The BrandLaureate 

Successful brands are driven by leaders who strongly believe in their brands. 
They are the brand champions, committed and passionate. They are role models 
and they come from all walks of life. They set benchmarks of excellence in their 

respective fields and are a source of inspiration

 ... Dr KKJohan
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YBhg. dato’ dr. ir gan Thian Leong

YBhg Dato’ Dr. Ir Gan Thian Leong leads Brunsfield 
International Group with a vision to develop the group 
into a world-class entrepreneurial organisation - one 
excelling in global networks and strategic partnership 
ventures.

The Brunsfield Group was established in 1990 and today 
it has set up offices and global collaborations in America, 
Australia, Canada, China, Hong Kong, Malaysia, the 
Philippines and Singapore. With the aim of nurturing 
positive collaborations, the group aspires to continue 
building successful long-term partnerships with its 
associates.

Dato’ Dr. Ir Gan serves as a board member in the 
Brunsfield Iskandar Waterfront Group, a joint venture 
between Brunsfield Development Holdings Sdn. Bhd. 
and Iskandar Waterfront Holdings Sdn. Bhd. He also 
serves as a board member in the Construction Industry 
Development Board, Malaysia (CIDB) and was appointed 
as Chairman of the Construction Industry Master Plan, 
Malaysia (CIMP) for leading a strategic thrust to leverage 
information and communications technology (ICT) in the 
construction industry.

Passionate about collaborations, Dato’ Dr. Ir Gan is an 
active board member in the strategic joint venture of the 
Sime Darby Brunsfield Group. His collaborative partnership 
has made a notable international achievement by 
obtaining the ‘1st LEED Gold’ (Leadership in Energy and 
Environmental Design) building certification in Malaysia 
from the U. S. Green Building Council. This achievement 
has also gained recognition and an entry into the 
Malaysia Book of Records.

A founding member and board member of the Kuala 
Lumpur Business Club and a board member of the Cancer 
Research Initiatives Foundation, Dato’ Dr. Ir Gan is also 
a member of the American Society for Civil Engineers, 
the National Society of Professional Engineers – USA and 
the Canadian Society for Civil Engineers (CSCE) in the 
international network.

His efforts have been recognised by CIDB Malaysia with 

the CEO of the Year Award in 2007. In the following year, 
he was awarded the Faculty of Engineering Alumni Award 
of Excellence – the highest award from University of 
Ottawa’s Faculty of Engineering.

Under the guidance of Dato’ Dr. Ir Gan, the Brunsfield 
Group has won many awards and accolades, both locally 
and internationally, for its outstanding performance 
in its exemplary services and solution. The group 
achievements saw international recognition with the 
winning of the Design Innovation and Invention Gold 
Medal Award in Geneva, Switzerland. Brunsfield was 
also awarded by Hewitt Associates America as the ‘best 
visionary employee-organisation in Asia’.

As a firm believer of social entrepreneurism, Dato’ 
Dr. Ir Gan holds nothing back when it comes to his 
vision of instilling young entrepreneurs with strong 
entrepreneurial values. He founded the Brunsfield 
Foundation – an institution which aims to provide full 
scholarships for students of Master’s in International 
Human Rights Law at the University of Oxford – to 
encourage the involvement of students in human rights 
activities. On top of that, Dato’ Dr. Ir Gan also believes in 
the value of quality education. In 2010, upon his initiation, 
the Faculty of Engineering of University of Ottawa was 
presented with the establishment of the Brunsfield 
Engineering Student Projects and Entrepreneurship 
Centre. The facility exposes engineering students to 
pre-professional competition with its the state-of-the-art 
tools and equipment - meant to design, fabricate and test 
complex prototypes.

Dato’ Dr. Ir Gan is also actively involved in upholding the 
tradition of ‘giving back to society’ and the importance 
in being a responsible corporate citizen. Under his 
helm, Brunsfield ceaselessly addresses global, social 
and environmental issues that go beyond its corporate 
restraints through its Corporate Social Responsibility 
(CSR) projects. As an enthusiastic supporter of social 
and economic community projects, Dato’ Dr. Ir Gan will 
always be known for his laudable contributions and 
magnanimous efforts in introducing quality changes in 
his community.

Managing Director of Brunsfield International Group

SMes haLL OF FaMe award 2012
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YBhg. dato’ Steven Sim Leong Thun

It certainly takes a man who possesses a unique fusion of 
vision and boldness to accomplish the amazing feats that 
Dato’ Steven Sim Leong Thun has. As a person, he is a 
colourful character who lives by ideals and is perpetually 
motivated by implosive goals - he sets his own targets 
and zooms in to accomplish them by using his principles 
and ideals as guidelines. As a visionary, he has a knack 
of thinking outside the box; even in something as 
elementary as going to bed with a pencil and paper 
always by his side - just in case he gets any brilliant 
insights or inspiration during sleep!

One of the baffling things about Dato’ Sim is despite 
having no formal background in the area of baking, he 
studied his environment really well and capitalised on 
local preferences. He is very observant of his surroundings 
and the changes in the winds of trends - using the 
surrounding environment to gather data and he does 
so rather cleverly. When he first started out, he used to 
hand out fliers for free coffee. Sim knew that Malaysians 
have a soft spot for complimentary things. Subsequently, 
he would get feedback from said customers. He then 
used said feedback intelligently to modify and adapt the 
pastries to popular preferences and requests; the same 
delicacies which patrons have come to know and love 
today.

As one who never shies away from challenges, Dato’ 
Sim has stood against the test of time and seasons by 
hanging tough when things got rough. He left his job 
as a marketing director at a multinational company, 
where he was earning a five-figure monthly income, after 
spotting a gap in the F&B industry; he noticed that at 
that time, there was a distinct lack of casual dining cafés 
in Malaysia. Based on regional trends, he speculated how 
the café concept would grow and become an integral 
part of future lifestyle. Together with his four self-taught 
baker nephews, this awareness inspired him to open 

Secret Recipe in SS2, Petaling Jaya, in 1997 - starting 
off as a family-based business that offered customers a 
‘different experience’, with special emphasis on quality 
products, variety, moderate pricing and contemporary 
ambience.

With a start-up capital of RM150K, the business has been 
wholly self-funded all the way. Today, the café has grown 
from one outlet to be the biggest and fastest home 
grown-café chains in Malaysia, with over 300 cafés and 
more than 3,500 employees in many countries. Operating 
on a casual dining café concept, Secret Recipe serves 
appetisers, pasta, fusion food, cakes, baked desserts, ice 
cream and beverages. Dato’ Sim has further diversified 
the brand’s portfolio by opening up Secret Recipe@
Beyond Veggie, a fresh, all-natural, pure organic café 
for those favouring a healthier lifestyle. The café has 
also provides delivery service across the Klang Valley. 
According to Dato’ Sim, the annual revenue for the chain 
is over RM400 million In Malaysia, the company owns 50 
outlets, with another 140 being operated by franchisees.

Dato’ Sim has a positive outlook towards life and believes 
in overcoming his fears by facing them head-on. He 
is a man who has, both literally and metaphorically, 
proven that one can indeed have his cake and eat it as 
well! Committed, ambitious and farsighted, Dato’ Sim 
constantly pushes himself to prove that a Malaysian brand 
can be on par, or if not better, than any international 
brand. He is also a generous man who devotes his time 
to raising funds for charitable causes.

Under his inspirational leadership, Secret Recipe has won 
many awards and accolades for its products, brand and 
business; and tonight, he achieves yet another milestone 
with the epic conferment of The BrandLaureate SMEs 
Entrepreneur of the Year Award 2012 by the Asia Pacific 
Brands Foundation!

Chief Executive Officer and Managing Director
Secret Recipe Cakes & Café

SMes enTrePreneur OF The Year award 2012
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YBhg. dato’ dr. hussamuddin bin hj. Yaacub

YBhg Dato’ Dr. Hussamuddin Hj. Yaacub is currently 
the Group CEO and Managing Director of Kumpulan 
Karangkraf Sdn. Bhd.

As a graduate of Economics from University Kebangsaan 
Malaysia in1978, he founded, manages and owns the 
publishing powerhouse which currently employs 1400 
workers and generates an annual group sales turnover of 
close to RM400 million.

Driven by an innate passion for independent journalism, 
Dato’ Dr. Hussamuddin’s publishing house has 
successfully become the leading source of news and 
information for various sectors in the country. Under his 
stewardship, the company expanded its business from a 
small shop lot to Malaysia’s largest national language 
magazine publisher; simultaneously catering to the 
children, youth, female and male segments.

In 2010, Kumpulan Karangkraf evolved into Kumpulan 
Media Karangkraf to ensure a clear and defined future for 
the group. With Dato’ Dr. Hussamuddin overseeing and 
monitoring its key business divisions – magazines, books, 
newspaper, printing and digital, Karangkraf has grown to 
become the undisputed leader in the publishing industry 
since its inception in 1978; with many of its publications 
garnering a number of accolades from various fields.

Dato’ Dr. Hussamuddin is best known for his efforts and 
leadership in expanding Kumpulan Karangkraf Sdn. Bhd., 
which includes:
•	 The Karangkraf magazine publishing division, the   

largest in Malaysia and publisher of 28 titles.
•	 Ultimate Print Sdn. Bhd. (Malaysia’s largest 

commercial printing company) and all its subsidiaries.
•	 Sinar Harian, the highest circulation Bahasa 

Malaysia  community newspaper with eight daily 
editions.

•	 The Karangkraf book division, consisting of the 
following prints: Alaf 21, Karya Bestari, Buku Prima 
and Oasis Buku.

A visionary and risk-taker, Dato’ Dr. Hussamuddin’s 
foresight and diligence has led to Kumpulan Media 
Karangkraf’s diversified success in the publishing 
industry. Steering the company towards this vision, he 
has developed a strong market presence for Karangkraf 
through expansions and good business practice. Under 
his helm, Karangkraf has been instrumental in helping 
to inculcate and promote a reading culture amongst 
Malaysians. He firmly believes that a simple act of 
reading is able to empower a person and help people to 
upgrade themselves. It is with this sense of purpose that 
Dato’ Dr. Hussamuddin perseveres in bringing a change 
in the idea of literacy in modern society.

By adhering to his avid approach, Dato’ Dr. Hussamuddin’s 
efforts in developing the growth of literature in Malaysia 
has also made it possible for writers and authors 
to channel and contribute their creative talents to 
the company via its newspaper, magazine and book 
publications. 

He is known to let the quality of his deeds speak on his 
behalf. Often giving back to the community around him 
through his actions, one of his highly regarded works 
is the establishment of Yayasan Nur Karangkraf which 
channels out funds to single mothers and unfortunate 
families. On top of that, Dato’ Dr. Hussamuddin also 
successfully founded Dana Pendidikan Karangkraf, an 
education fund that annually provides 300 students with 
the chance to pursue tertiary studies.

Undeniably, like many inspiring success stories, it 
all boils down to the strength of leadership. For his 
numerous contributions to the publishing sector of 
the country, Dato’ Dr. Husamuddin was conferred the 
Datukship from DYMM Sultan Pahang in 2007, and the 
Lifetime Achievement Award 2012. He is also President of 
the Malaysia Book Publishers Association (MABOPA) and 
the ASEAN Book Publishers.

Chairman / CEO / MD
Kumpulan Karangkraf Sdn. Bhd.

SMes CeO OF The Year award 2012

28



SMEs, 

You may be small in business but big in contribution

You are The Catalyst in contributing to the country’s economy.

                          ... Dr KKJohan

The journey of a thousand miles begins with the 

first small step and with every step, 

they create footprints that build brand success. 

                          ... Dr KKJohan



2012
AW A R D S

YBhg. datuk Syed ali alattas

YBhg. Datuk Syed Ali Alattas, a homegrown denizen of 
Johor, and the current President of the Malay Chamber 
of Commerce Malaysia since 2007, received his early 
education at Madrasah Alattas Arabiah Johor. He then 
studied at Malay School Air Molek, Johor Bahru and 
progressed to Bukit Zaharah English School. Before 
venturing into the exhilarating realm of business, he 
reinforced his education at English College Johor Bahru.

Datuk Syed has always been zealous about the world of 
business - it is the very pulse that makes him tick. He 
ultimately revealed his gifted entrepreneurial side to the 
world in 1957 when he became the manager and business 
partner for Toko Alattas, the pioneer product distributor 
for small and medium (SME) Malay entrepreneurs. 
The company also functioned as the sole distributor of 
the Malay daily, Utusan Melayu, across the country, 
alongside other newspapers and magazines. In 1960, 
Datuk Syed diversified his business with Toko Saujana, 
established to trade and distribute batik and handicraft 
for both the internal and external markets.

In the real estate arena, the business-savvy Datuk Syed, 
together with his family, has been involved in housing 
and property development since the 1960’s. In 1965, 
they jointly formed a chain of property development 
companies that would go on to change the infrastructure 
of the nation: Syarikat Johor Raya, Gabungan Putera Sdn. 
Bhd. and Syarikat Uda-Alattas Sdn. Bhd.

That very same year, Datuk Syed ventured into the travel 
and tours industry, dealing mainly with flight services 
for Muslim pilgrims travelling to Mecca. He became the 
Executive Chairman of Mecca Travel and Tours, the first 
air charter service to Mecca. Together with two other 
partners, he formed Osha Sdn. Bhd. in the mid 60’s, 
which was a trading company. Datuk Syed also ventured 
to conduct business overseas, namely Australia, by 
setting up a centre for handicraft and rattan furniture 
at Murray Arcade in Perth, under the brand name Fajar, 
becoming the first and foremost Malaysian distributor 

in said continent the 70’s. In 1972, Datuk Syed became 
the Chairman of the then largest Bumiputera-owned 
transport corporation, the Penang-Singapore Lorry 
Transport Company, the shares of which he subsequently 
sold off in 1980.

With numerous years of experience in navigating the 
torrential ocean of business under his belt, Datuk Syed 
presides as the wise Chairman of Alattas Group of 
Companies. He also plays the vital roles of Consultant 
and Advisor to Dewan Perniagaan Melayu Malaysia 
(DPMM) Johor and its subsidiaries, Konsortium 
Infrastruktur Binaan Malaysia Bhd. (KIBMB) as well as 
DPM Food Industries Sdn. Bhd. and DPM Foods Industries 
(Marketing) Sdn. Bhd. His wealth of knowledge and 
hands-on experience in entrepreneurship is indeed an 
invaluable asset to these bodies.

As involved as Datuk Syed is in the business arena, he 
remains a strong champion of voluntary activities. Over 
the years, he has been actively contributing to several 
foundations and education associations, including the 
Malaysian Crime Prevention Foundation (MCPF) Johor, 
Yayasan Kajian dan Pembangunan DPMM (YKPD) and 
was a former board member of the University of Malaya.

Datuk Syed is the founder of the Malay Chamber of 
Commerce, Johor. The Kuala Lumpur Malay Chamber 
of Commerce (KLMCC) was officially launched in 
1975. KLMCC is primarily responsible to promote the 
development of Malays in businesses across the various 
industries. The chamber plays a vital role in encouraging 
active participation from Malay entrepreneurs and 
professionals in creating a strong and solid association.

The Asia Pacific Brands Foundation is pleased to confer 
The BrandLaureate Brand Personality Award 2012 to 
Datuk Syed Ali Alattas for his exemplary leadership 
role in championing entrepreneurism amongst SMEs in 
Malaysia and promoting the advancement of SMEs in the 
business community.

President Malay Chamber of Commerce Malaysia

SMes Brand PerSOnaLiTY award 2012
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YBhg. dato’ Sri Michael Chong

YBhg Dato’ Sri Michael Chong, patron of Saisaki and 
Shogun, is also the chairman and founder of Grand 
Saisaki Sdn. Bhd. since its establishment in 2010. After 
graduating with a B. Econs from University Kebangsaan 
Malaysia, he pursued his passion for cars and founded 
the Glory DMC Holdings and Glory Wheels Sdn. Bhd. in 
1985, retailing exclusive luxury automobiles.

His dynamic personality, enthusiasm and commitment 
led him to venture into the F&B industry. Chong has 
embarked on a new journey to further develop new 
concept brands under its holding company, Grand Saisaki 
Sdn. Bhd. The company is well known for its healthy 
buffet spread. Customers can also expect the highest 
level of service and various promotional programmes at 
the restaurants.

Chong has had many successes in the F&B industry. 
Among his biggest achievements include the group’s 
popular Asian-oriented lifestyle restaurants. The group’s 
multi-brand strategy with three key brands under the 
group, namely Saisaki, well known for catering for 
foreigners and tourist, Shogun, popular for handling 
functions, and Jang-Gun, the first authentic Korean buffet 
in Malaysia.

Dedicated to his businesses, Chong’s initiatives have 
continuously developed and soon the restaurant chain 
will evolve into the QSR (Quick Service Restaurant) 
industry. Managed by the newly formed Shogun X 
Holdings Sdn. Bhd., there will be two new business 
models on offer for food loving consumers - Shogun 
Xpress and Jang-Gun Xpress. The group has a projection 
of 50 outlets for the first year within Malaysia and aims to 
export to the international market scene in the coming 
years.

Under Chong’s leadership, the group achieved a 
sales turnover of more than 25 million ringgit in 2012. 
The success of Grand Saisaki Sdn. Bhd. is driven by its 
recognition of the importance of quality, wholesome and 
healthy variety buffet spreads, as well as its adherence 

to the highest standard of service, professionalism and 
etiquette given to its guests.

One of Chong’s principles in running a business is always 
respecting the people one works with. In fact, Chong 
maintains a such high level of respect amongst his staff  
- a growing number of 300, to the point he is sometimes 
referred to as ‘Pastor Michael’. On top of that, Chong 
is said to be blessed to be surrounded by successful 
people who consequently push him to climb further up 
the ladder of success. Today, his advice and experiences 
relating to the area of entrepreneurship is considered by 
many to be a form of encouragement that is invaluable. 

While running a successful business is important 
to Chong, he is also committed to helping the less 
fortunate. He actively participates in charitable 
sponsorships of educational institutions, old-folks’ 
homes, underprivileged children’s homes and 
foundations to assist their various causes. He was one 
of the first restaurateurs to give away a whopping 50 
percent discount for senior citizens who come and dine 
at his restaurants. The offer, aside from producing less 
direct profit for the business, was initially much doubted 
by his staff due to its unproven efficacy; but ultimately, 
the move was well received by the public who viewed it 
as an act of goodwill which had never been done before 
by other eateries. As a firm believer in the value of: “The 
more you give, the more you will receive.”, Chong truly 
embodies the character of a well-rounded entrepreneur.

Chong was conferred Datukship by the DYMM Sultan 
of Pahang, Sultan Haji Ahmad Shah al-Musta’in Billah 
ibni al-Mahrum Sultan Sir Abu Bakar Riayat ud-din al 
Mu’azam Shah in 2007.

The Asia Pacific Brands Foundation is pleased to confer The 
BrandLaureate Brand Personality Awards 2012 to Dato’ 
Sri Michael Chong for his outstanding achievements and 
exemplary contributions in the introducing of new dining 
concepts and experiences in the food and beverage 
industry.

Founder and Chairman, Grand Saisaki Sdn. Bhd.

SMes Brand PerSOnaLiTY award 2012
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YBhg. dato’ dr. Michael C. h. wong

YBhg Dato’ Dr. Michael C. H. Wong is an entrepreneur 
who is well-known for his strong business acumen, 
finely polished after over a quarter century of working 
experience in local and international corporations.

Armed with a strong educational background, Dato’ 
Dr. Michael is a graduate of the University of Henley, 
U.K. He also has an MBA (Honours) from Oklahoma City 
University, USA, and was awarded an Honorary DBA from 
InterAmerican University, USA.

Before exploring the path of entrepreneurship, Dato’ 
Dr. Michael held senior positions at multinational 
organisations; including Warner Lambert, Glaxo Smith 
Kline and RJ Reynolds. He also was the Managing Director 
of Golden State Foods Group, GSF Pacific Foods, a US-
based international food manufacturer.

In 2005, with his extensive networks and contacts, Dato’ 
Dr. Michael decided to establish a company of his own, 
Job Hunt Sdn. Bhd. His flagship company specialises on 
human capital development - specialising in executive 
search and selection, placements, career day fairs, 
manpower outsourcing and call centre solutions.

A resourceful and motivated entrepreneur, Dato’ Dr. 
Michael then found an opportunity in corporate mergers 
and acquisitions. He successfully set up, directed and 
completed several innovative projects in the local 
corporate scenethrough his second company, Oriental 
Eminence Resources Sdn. Bhd.

Interested in corporate mergers and acquisitions, Dato’ 
Dr. Michael went on to diversify his own portfolio in 
the property development line with Oriental Eminence 
Development Sdn. Bhd. He sits on the board of a large 
RM900 million project which is a joint venture between 
Oriental Eminence Development Sdn. Bhd. and Amanah 
Raya Berhad (a wholly owned subsidiary of the Ministry 
of Finance).

Job Hunt Group’s subsidiaries Global Business Advisory 
Sdn. Bhd. and Job Hunt Training Sdn. Bhd. are also 
operating successfully. Global Business Advisory provides 

comprehensive corporate and business support solutions 
to Foreign Direct Investment (FDI) clients conducting 
business in Malaysia.

Dato’ Dr. Michael’s passion and quest for human capital 
inspired him to venture into the publication industry 
through the launch of the all-Malaysian perspective 
on human capital (HR) magazine titled People’s Edge. 
The magazine, a publication lauded by the Minister of 
Human resources Malaysia for its purpose, is dedicated 
to bringing the latest news and efforts on the nation’s 
human capital management initiated by the government 
and private bodies. Dato’ Dr. Michael’s enterprise 
provides further understanding of the human capital 
management field for business drivers of the local and 
international markets.

Constantly raising the bar in his efforts to develop a more 
skilled workforce in Malaysian business sectors towards 
meeting the country’s Vision 2020, Dato’ Dr. Michael has 
emerged as one of the key contributors to the human 
capital management growth in the country.

Dato’ Dr. Michael’s diverse business portfolio covers 
several other corporate responsibilities including:
•	 Sitting on the Board of Directors with Malaysian 

Spanish 
•	 Chamber of Commerce and Industry (LaCamara).
•	 Being on the committee of Swiss Malaysia Business 
•	 Association.
•	 Functioning as an active member of Recognised 

and Registered Expert of the Pool of Experts, MABC 
Australian), BMCC (British), MFCCI (French), EUMCCI 
(EU) and several other chambers and business 
councils.

Dato’ Dr. Michael is a recipient of several awards for 
his outstanding work in human capital solutions and 
corporate advisory services. Undoubtedly, his leadership 
and entrepreneurial skills have benefited not just the 
business community but the Malaysian economy as 
well. Ultimately, Dato’ Dr. Michael has left an immortal 
imprint upon the historic development of the nation’s 
economy - inspiring the generations to come.

Group Executive Director Global Business Advisory/

Managing Director of Job Hunt Group of Companies

SMes Brand PerSOnaLiTY award 2012
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Bio-Pharmaceuticals Sdn. Bhd. was first incorporated 
as BioPharm back in 1991, as a regular pharmaceutical 
supplier to the medical industry. 

Bio-Pharmaceuticals was founded by Albert Yesudian 
with the aim to build a reputation as a leading SME in 
pharmaceuticals distribution. Yesudian, brings with him 
30 years of experience in the healthcare industry, in 
particular the pharmaceutical industry, and is principally 
responsible for the brand’s strategies and directions.

The company provides safe, evidence based 
pharmaceutical products that do not compromise on 

quality. This is clearly reflected in its corporate philosophy 
- “Towards A Safer Choice”. Since its inception, the 
company has focused on building strong, lasting and 
symbiotic relationships with valued partners in the 
pharmaceutical industry.

Be it products required for dermatology, gastroenterology, 
nephrology, urology or weight management, Bio- 
Pharmaceuticals has a wide range of quality and safe 
products that cater to the needs of all customers. 

In the initial days, Bio-Pharmaceuticals were riding on a very 
small range of popular products such as Balance Elastin E 
Cream and Aqua Dermis Cleanser. However, things took a turn 
in 1992, when the company collectively embarked on a series 
of innovative sales and marketing initiatives. These initiatives 
were taken to extend the existing product base and at the same 
time forge stronger ties with key target markets. 

The efforts resulted in a successful acquisition of a range of 
phyto-pharmaceutical products (plant based pharmaceutical 
products); which enforced their reputation as a company 
that delivered safer choices to the medical profession. The 
breakthrough also redefined their role in the Malaysian 
pharmaceutical industry as they were approached by many 
manufacturers around the world to represent them.

Bio-Pharmaceuticals further bolstered its image in 1994 
with its appointment as a distributor for many well-known 
pharmaceutical brands. Since then, it has not looked back and 
has gone on to establish sound business associations with some 
of the world’s best-known phyto-pharmaceutical companies 
including YuYu in South Korea, Cefak in Germany, DHU in 
Germany, and RAHN in Switzerland.

For all its efforts, achievements and contributions to 
the Malaysian pharmaceutical industry in Malaysia, Bio-

Pharmaceuticals Sdn. Bhd. was awarded The BrandLaureate 
SME BestBrands Award 2012 by The BrandLaureate.

In April 2013, the company moved towards providing holistic 
healthcare solutions by forming a subsidiary, Diamagnetic 
Physio Centre Sdn Bhd. The flagship centre, located in Bukit 
Rimau, Selangor is equipped with 2 state of the art Diamagnetic 
Devices and several physiotherapists, offering a new form of 
therapy to patients requiring pain management for orthopaedic 
and rheumatic complaints as well as post-surgery rehabilitative 
treatment. Associate centres offering Diamagnetic Therapy® 
are also located throughout the Klang Valley, with 100 new 
centres planned nationwide in the near future.

FUTURE PLANS

As the health and wellness industry continues to expand, 
aided by an increasing consumer awareness of well-being;  
Bio-Pharmaceuticals will continue to provide safe and trusted 
health solutions backed by research and development. It will 
further boost the strength of the brand by expanding its range 
of products and services to provide a holistic brand experience 
for all its customers. This will enable Bio-Pharmaceuticals 
to enhance its brand positioning as a leader in the wellness 
industry for years to come.

THE  BRAND

Branding  for  Growth

website : www.biopharmaceuticals.com.my
facebook : www.facebook.com/BioPharmaceuticals
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The Brunsfield International Group, which was founded 
in 1990 is a well-established, dynamic enterprise with 
synergistically diversified corporate supply chain 
activities in seven core strategic business areas in: 

•	 Property Development and Investment
•	 Engineering, Procurement and Construction
•	 Mechanical, Electrical and Information 

Communications Technology
•	 Trading and Strategic Industries (Global Sourcing)
•	 Real Estate Management
•	 Shared and Outsourcing Services
•	 International Strategic Investment (America, 

Australia, Canada, China, Hong Kong, Malaysia, 
Philippines, Singapore)

With the powerful desire to be the most preferred partner 
for life for its clients, whilst working collaboratively as a 
team, Brunsfield’s growth and achievements are driven 
by a great vision – to be world-class entrepreneurial 
organisation.   

The Brunsfield International Group’s strength lies in its ability 
to diversify and operate as an integrated global supply 
chain enterprise that continues to deliver real value-
added solutions and services to ensure the sustainable 
success of its clients and stakeholders.

Today, Brunsfield International Group is a premier global 
property development-construction-real estate management 
company that delivers quality lifestyles through its highly 
sustainable signature development projects.

Recognised as a progressive and innovative industry player 
with a portfolio of catalyst buildings and sustainable 
township development projects; the group’s expertise, 
which lies in operating an integrated global value chain, has 
enabled Brunsfield to continue to deliver the highest quality 
development projects which can compete with the best in the 
world.

The group is constantly striving to create the best built 
environments – at work, at home and in the community; where 
people can experience exceptional quality lifestyle whilst 
enjoying the harmony and balance of high-quality design, 
sound technology and sustainable eco-friendly environment.

In the span of over 23 years, covering multiple economic cycles, 
Brunsfield has achieved a record of significant achievements, 
with numerous milestones and track record performances in its 
projects. The brand has an excellent and proven reputation of 
delivering on its commitments to its clients and stakeholders 
across the total value chain. Most importantly, the Brunsfield 
journey has been one of exceptional transformation that has 
enabled it to build its global competency and international 
network of collaborative partners.

With consistent investments and years of successful 
consolidation of the core business streams, Brunsfield now 
exhibits a stable base of profitable growth in all of its seven 
business divisions within the group. Bolstered by the solid 
foundation of the group’s expertise and resources, Brunsfield 
is confident of its sustainable growth –which has the capacity 
to uniquely position the brand to extend its leadership in the 
industry in the years ahead.

MovING AHEAD

Throughout the Brunsfield journey, the brand has focused on 
a common mission and that is to achieve an outstanding track 
record in all its endeavours. This has enabled Brunsfield to 
leverage on its reputation as a reliable business organisation; 
one that can be entrusted to consistently deliver on its 
commitments to its valued customers.

In moving forward, Brunsfield is inspired by the belief that it 
must ‘embrace change boldly by driving change’. Working in 
a rapidly evolving and highly competitive global marketplace, 
the brand has strengthened its capacity to change and innovate  
- in order to transform and reinvent the organisation.

To prepare itself for the 21st Century, the group is fundamentally 
driven via a shared vision to become world-class organisation by 
benchmarking its business practices with the best in the world. 
The Brunsfield Group is always gearing up the value chain, by 
contributing to its industry and to the nation’s growth.

THE  BRAND

The  Brunsfield  Journey

website : www.brunsfield.com
facebook : www.facebook.com/pages/Brunsfield-International-Group/217491781718263

integrity works
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BAC considers its pivotal role as an education institute is in 
the grooming and producing of the best graduates who will 
continue carry the torch of nation building to a higher stature. 
Having sent more than 6500 law graduates into practice, the 
college has established an excellent reputation as a provider of 
quality education producing graduates who are highly sought 
after by local and international firms, in both the public and 
private sectors. BAC claims that all of its graduates are gainfully 
employed in the top legal firms and corporate institutions in 
Malaysia or continuing their education within six months of 
graduation.

One of BAC’s greatest challenges over the years was shifting 
the focus from being a simple affordable college to a premium 
college which delivers an unparalleled education experience. 
However, this has been overcome by investing in campuses 
with better facilities and infrastructure as well as providing 
other value-added services such as free comprehensive study 
materials (produced and published in-house) and tablet PCs 
which facilitate e-learning. As a result of this, BAC was not only 
able to sustain its high growth rate in student recruitment and 
profitability but simultaneously build a stronger brand presence 
and greater reach.

BAC today can proudly boast of its KL city campus and its new 
RM80 million campus in Petaling Jaya that has state-of-the-art 
teaching and learning facilities. The college also provides its 
students with a range of sporting and recreational activities to 
ensure a more balanced and holistic education.

BAC students are recognised for clinching multiple world and 
national awards over the past two years at pre-university, 
university and postgraduate levels. Its A-Level students received 
the 2012 Cambridge Learner Awards for the ‘Best Student in the 
World for Law and Business Studies’ respectively. BAC students 
also successfully secured 63 First Class Honours (LLB) degrees 
from the respective partner universities for the academic year 
2012/13. From 2005-2013, BAC’s CLP students secured every 
Tun Hamid omar Foundation Award for ‘Best Overall Student 
in Malaysia’ as well as 45 out of 55 book prizes and 51 out of 63 
‘Second Uppers’.

STATE-oF-THE-ART EDUCATIoN FoR THE FUTURE

At present, BAC continues to make new waves in the education 
industry and is earnestly growing its brand by focusing on its core 
strength which lies in producing outstanding students with top 
national and world results. BAC has set up its own advertising 
and PR entity to overlook and govern all of its branding and 
marketing initiatives. It also includes over 50 different media 
platforms to reach its potential market audience.

Having founded and managed the largest private law school 
in Malaysia, BAC at present looking to transfer its attention 
to establishing a new range of academic disciplines that will 
complement its current degree programme offerings of in law 
and business. The college also intends to extend its reach by 
launching a number of strategic regional centres throughout 
Malaysia.

Established in 1991, with a vision to provide affordable 
quality education to all Malaysians with an emphasis on 
Law, Brickfields Asia College (BAC) has established itself 
as the nation’s No. 1 Law School.

Starting off from a single campus in Brickfields with fewer 
than 50 students, BAC today has grown into a network 
of campuses in Kuala Lumpur and Petaling Jaya which 
offers a broad selection of courses via its three faculties: 
Pre-University, Brickfields Law School and Brickfields 
Business School.

BAC at present has partnerships and affiliations with 
over 20 leading foreign universities and professional 
organisations - giving students access to a wide range of 
world-class degrees and professional programmes which 
can be completed either locally or abroad.

With approximately 4000 students, BAC has grown to be 
Malaysia’s largest private legal education provider

THE  BRAND

Catalyst   for   growth

website : www.bac.edu.my
facebook : www.facebook.com/BrickfieldsAsiaCollege.BAC
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Cheang and Ariff (C&A) is best known for its litigation 
practice, centred on the standout lawyer, Dato’ Loh Siew 
Cheang. Established in 1986 with a modest partnership 
of five and three support staff, C&A has today grown to 
become a medium-sized advocate and solicitor practice 
with a strong reputation and an established presence. 
At present, the workforce at its posh, colonial office 
consists of 13 partners, 19 lawyers, a financial controller, 
an information technology manager and 40 support staff.

C&A consists of four core divisions handling legal work 
namely, Corporate and Securities, Litigation & Dispute 

Resolution, Banking & Conveyancing and Intellectual 
Property & Information Technology. These core divisions 
form the backbone of the firm’s legal practice. Every 
practitioner in each of these core divisions is a specialist 
in his or her own right.

Currently, C&A is one of the very few legal firms in 
Malaysia that is consistently being accorded recognition 
and independently rated by different publications in 
various areas of practice.

 

As with any organisation, the main challenge for C&A is to keep 
up with current market trends in order to remain competitive 
in this fast-changing socio-economic environment. This fact is 
truer in the legal industry where the number of new lawyers 
and law firms increase in great folds on a yearly basis. Despite 
these obstacles, the firm views said reality with a positive 
outlook.

C&A’s ability to offer niche legal services to its clients has proven 
to be a successful branding strategy. Embracing the spirit of 
innovation, the firm offers its clients an all-round perspective 
on legal matters. Right from the beginning, C&A has built on 
its expertise of providing innovative, practical and customised 
services which challenge conventional practices in order to 
inspire greater value. The winning of several prominent awards 
and recognition further boosts the firm’s achievements in the 
legal service.

Today, C&A is one of Malaysia’s leading full-service law 
consultancies with a prominent presence in the areas of 
domestic and cross-border mergers & acquisitions, as well as 
equity & debt capital markets. The law firm’s intranet was 
set up in line with its philosophy of building a sophisticated 

infrastructure to support the sharing of knowledge and 
collaboration in the establishment. The intranet reflects and 
manages the wealth of experience and knowledge within the 
firm, steadily increasing productivity and efficiency.

ENSURING LoNGEvITy

One of the biggest branding exercises undertaken by by C&A 
was the relocation of its office to the Loke Mansion which 
was once the home of self-made tin tycoon, Loke Yew. At that 
given time, the need for more space was apparent and C&A 
had several options for its relocation around the KLCC area. 
However the firm opted to refurbish the Loke Mansion for a 
worthy cause as it contributed towards the ‘preservation of a 
Malaysian architectural heritage’. While the mansion may be 
the legacy of Chinese wealth, in certainty, the design of the 
building boasts a rich potpourri of different cultures; including 
Chinese, Dutch, Japanese and Moorish architecture.

Moving forward, C&A plans to establish a stronger brand 
presence through the power of the social media and persevere 
to push itself to be a brand to reckoned with in the industry.

THE  BRAND

Brand  Positioning

website : www.cheangariff.com

website : www.facebook.com/pages/Cheang-Ariff/208631019177156
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Chestronics Sdn. Bhd., which was established in 2000, is a 
Malaysian-based company that supplies high quality wire 
harnesses, direct current (DC) radio cable plugs, jacks, 
custom over mold cables, flexible flat cables, and other 
related assemblies that meet UL and RoHS requirements.

Its products are manufactured using a combination of 
automated and hand assemblies which undergo stringent 
quality checks by machinery testers at its factory. With the 
aim to be the market leader in its operations, Chestronics 
strives to provide superior services and on-time delivery 
of products with an added emphasis on quality, pricing, 
sales and additional technical services.

Chestronics is highly regarded for operating its 
manufacturing facilities with a ‘Zero Defect’ philosophy 
in order to deliver products that serve the best interest 
of its clients and enhance the reputation of its product 
quality. The testament to the stringent quality processes 
observed by Chestronics is strongly supported by the 
ISo 9001:2008, ISo 14001:2004 and ISo/TS 16949:2009 
certifications as well as several other awards it has 
gained over the years.

In line with the vision of Chestronics to be Malaysia’s number 
one manufacturing company in wire harnessing products, 
it has set specific KPI’s and business plans for each of its sub 
departments within the organisation. This strategic move was 
carried out to better monitor each department and provide 
necessary support to perform at its best capacity.

Understanding that meeting customers’ needs is necessary for 
its own success, Chestronics goes the extra mile in providing its 
clients with value for money by providing high quality products 
and services at the lowest cost. Chestronics also provides its 
patrons with expert assistance and custom make-to-order wire 
harness assembly products.

Chestronics gives its utmost commitment to meeting its 
clients’ expectations by providing on-time delivery services and 
assisting its clients by upgrading, redesigning, re-evaluating or 
modernising services for existing cable assemblies to increase 
performance or reduce manufacturing cost.

Its in-house engineering department designs custom make-
to-order wire harness assembly products using CAM-CAD 
drawings, computerised testing and consulting on design 
options that have the ability to increase quality, performance 
and at the same time, lower the production cost of its clients. 
Chestronics also provides full turnkey services to improve its 

clients’ efficiency and competitiveness by sourcing out the right 
materials for them.

Chestronics also plays an integral role in raising and 
maintaining a strong environmental awareness policy for its 
employees, clients, suppliers and the public through education 
and publicity. Some of the initiatives undertaken to prevent 
environmental pollution include improving the efficiency of 
energy consumption to prevent global warming, eliminating 
the use of RoHS-banned substances, minimizing wastes 
and preventing pollution in the manufacturing processes. 
The company also takes prompt action when it comes to 
reviewing policies, objectives and targets based on continual 
environmental impact and risk assessment findings.

STRENGTHENING ITS FoUNDATIoN

While Chestronics is relentless in pursuing its vision to be 
a leader in the Asian market, the brand believes it is of 
utmost importance to move in tandem with its patrons by 
understanding the timely needs of its clients and the market. 
Heading forward, the brand plans to apply the SIRIM, UL and 
PSB product certification standards for its power cords in order 
to better serve clients; as well as explore innovative methods 
of driving growth and profitability for its customers and itself.

THE  BRAND

Going  the  Extra  Mile

 

 

 

website : www.chestronics.com
website : www.facebook.com/pages/chestronics-Sdn-Bhd/143397009086689
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Established in 1998, Cyberview Resort & Spa, also known 
as Kuala Lumpur’s ‘best-kept secret’, is located right in 
the heart of Cyberjaya.

This 5-Star boutique resort is set amidst lush tropical 
greenery, enclosed in 28.8 acres of award-winning 
landscaped gardens; featuring world-class quality service 
and unparalleled Malaysian hospitality.

Surrounded by towering palm trees, lush foliage, 
splendid tropical gardens and meandering paths, the 

resort effortlessly blends rustic charms with state-of-the-
art comforts in its compendium of 112 lovely chalets, 
suites and bungalows.

Unstymied after being given significant recognition by 
various organisations and publications, this vacation 
paradise continues its brand emphasis on providing 
top-notch service to its guests. The resort also recently 
sponsored the venue for a semi-final and final episode 
of a reality TV show which targeted more than a million 
viewers.

The vision of the resort is to be recognised as a unique boutique 
resort and business destination, offering world-class facilities 
with a truly Malaysian ambience. The values of Cyberview 
Resort & Spa is based on the ‘PILLARS’ – P: Passion, I: Interest, 
L: Learning, L: Loyalty, A: Aspiration, R: Revenue-driven and S: 
Successful.

Cyberview Resort & Spa promises a true ‘Malaysian feel’ to its 
privileged guests who expect generous personal service from 
dedicated associates who put guests’ comfort above all else. 
From genuine hospitality offered by the smiling doormen right 
up to the luxurious treatment at award-winning Sembunyi Spa, 
the attentive service is immense and the friendliness is sincere.

Being away from the city does not mean being deprived of an 
otherwise vibrant culinary experience. In fact, its restaurants 
offer a wide variety of choices. Breakfast, lunch and dinner 
can be enjoyed at the Verandah Restaurant. Italian ‘fusion’ 
cuisine is served at Bistro Cascata, while Xing Zhu Restaurant 
offers authentic Cantonese cuisine. For more relaxation, 
there is the Karma Bar & Lounge, the resort’s hot night spot, 
which represents a chic, modern, chill out lounge that is 
complemented by the serene natural surroundings. The very 
private Oasis Karaoke Lounge is ideal for groups who want to 
sing their hearts out.

ESCAPE To PARADISE

The tagline, “Where High Tech and Paradise Meet”, is carried 
by the resort for its location in the country’s Multimedia Super 
Corridor (MSC). Not only is renowned as a family getaway, but 
it is also a remarkable venue for garden weddings, romantic 
liaisons and even corporate retreats. Its facilities, such as 
the Cindai Ballroom, can seat up to 400 dinner guests and 
it overlooks the garden and swimming pool while the Keris 
Executive Boardroom is fitted with audio visual systems for 
video conferencing and multimedia communications systems.

Guests can indulge in recreational activities at fun locations 
such as the outdoor lawn, tennis court, basketball court. They 
can also ride mountain bikes or even go fishing by the lake. The 
Sembunyi Spa features 10,000 square feet of sheer relaxation. 
Indulge in a myriad of traditional Asian-style body treatments, 
facials and massages, or work out in the gym, swim in the 
lap pool, unwind in the hot Jacuzzi, steam room and sauna or 
rejuvenate a cold dip – truly a perfect hideaway for the mind, 
body and soul.

THE  BRAND

A  True  Malaysian  Experience

website : cyberviewresort.com
facebook : www.facebook.com/cyberviewlodge
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With its headquarters at UKM-MTDC Technology Centre, 
Bangi, Selangor, DNA Laboratories Sdn. Bhd. is a 
molecular diagnostic laboratory specialising in providing 
genetic screening and molecular diagnostic services 
in the areas of DNA testing, oncology, pediatrics and 
Obstetricians and Gynecologists.

Founded in 2006, DNA LAB offers quality molecular 
diagnostic assays at affordable cost with the aim of 
contributing to better management of genetically 
inherited diseases and cancer cases among the 
community. Operating via the fact that early-stage 
screenings using molecular biomarkers can significantly 
improve the quality of medical care and peoples’ lives, 
DNA LAB believes the eventual savings on healthcare and 
medical costs will greatly offset the cost of molecular 
diagnosis and screening.

It is the only biotechnology company in Malaysia that 
manufactures its own HPV diagnostic kit, called HPV 
XpressMatrix, designed to detect the 21 most common  
subtypes of Human Papillomavirus (HPV), the leading 
cause of cervical cancer in women. DNA LAB also provides 
full in-house testing services which cater to women in the 
reproductive age.

Other services like the Non-invasive Chromosomes Check 
for the detection of Down’s syndrome and Thala Check 
(Prenatal Thalassaemia Testing) for the detection of 
Thalassaemia are also available and provided by a team of 
dedicated and experienced staff who pride themselves in 
offering the best possible molecular diagnostic services.

A homegrown and fast-expanding biotechnology 
company, DNA LAB focuses on genetic diagnostics for 
inherited and infectious diseases. The company currently 
provides medical laboratory services using in-house 
developed kits with ISO certification for its clients who 
consist of obstetricians, gynaecologist, paediatricians 
and onco-gynae.

The medical solutions provider believes in partnering and 
co-branding. This is done by measuring metric-for-brand 
performance in place, actively progressing in ‘B2B pull 
and push’ marketing, creating awareness and education 
programmes for key stakeholders, clinicians, doctors and 
potential clients.

Certified as an ISO17025 laboratory since 2009, tests 
conducted by DNA LAB are not only ISO certified but 
also recognised by the International External Quality 
Assurance UK NEQAS Molecular Genetics (United 
Kingdom National External Quality Assessment Scheme), 
College of American Pathologist (CAP) and WHO Human 
Papillomavirus Laboratory Network.

DNA LAB’s quality, excellence and distinction of products 
and services has been recognised by the National Mark of 
Malaysian Brand Award, granted to the brand in January 
2012 and inaugural Sin Chew Business Excellence Award 

in October 2013. Such accreditations are a reflection 
of its quest for excellence; in addition to ensuring that 
consistency in the quality of its products and services is 
continuously achieved.

The company has registered a number of trademarks 
and patents; and have received positive response for 
HPv XpressMatrix from neighbouring countries such as 
Indonesia and Vietnam, where new business ventures 
have been established. 

DNA LAB also published a series of public education 
programmes on Thalassaemia, cervical cancer and 
launched a new storybook format brochure, Your Life 
Time TEST Book, for the public, as a complete guide for 
the important screening tests during different phases of 
a woman’s life.

With dedicated management, R&D and service, operation 
and business development teams, DNA LAB has big 
plans to become the preferred and leading molecular 
diagnostic laboratory in the South Asian region. Driven 
by this vision of expansion and to be Malaysia’s ‘one-
stop molecular diagnostic centre’, the company is well 
on a mission to improve the quality of peoples’ lives by 
providing affordable, accurate and dependable DNA-
based screening and diagnostic services.

THE  BRAND

Promoting   Healthier   Lives

website : dna-laboratories.com
facebook : www.facebook.com/DNA.LAB 
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Intellect Worldwide Sdn. Bhd. began its operations in 
1993, with the objective to provide services related to 
trademark registration. As time is fast-forwarded to 2013, 
the company has included more areas in its business 
portfolio, including intellectual property (IP) protection 
(trademark & copyright), expansion (franchising 
& licensing) and commercialisation (branding & 
management).

With its headquarters in Penang and branches in 
Kuala Lumpur and Singapore, Intellect Worldwide now 
has nearly 4000 clients comprised of individuals and 
organisations from various industries. The management 
continuously endeavors to be the most trusted IP service 
provider; for both existing and potential clients.

Armed with the vision to be the most trusted IP service 
provider, Intellect Worldwide continues its mission to 
provide the best and most comprehensive IP service – 
through service accuracy, delivery commitment and 
service excellence. With customers in the forefront, the 
company aims to ensure total customer satisfaction 
through quality services and continual improvement of 
its quality management system.

After operating for nearly two decades, the company has 
assisted thousands of business owners in the protection 
and commercialisation of their IP. Intellect Worldwide 
has plans to continue creating awareness and educating 
the market about the importance of protecting one’s IP 
and the benefits thereof.

In its early years, the company’s main objective was to attract 
the attention of its target audience as the awareness of the 
importance of IP then was low. Today, although awareness has 
escalated, Intellect Worldwide still has a large pool of potential 
clients to tap into.

With the recent increase in players, particularly freelancers 
in the market, competition has become fierce – resulting in a 
competitive price war. However, Intellect Worldwide believes 
that its strength in the industry allows it to stand out from the 
rest in the aggressive ‘war’.

The company has managed to attract more talent over the past 
few years, and with human resources, it is able educate its 
target audience concerning the importance of protecting one’s 
IP. Employees regularly conduct trainings – both internally and 
via collaborations, to inform and guide entrepreneurs about 
IP. It also continues to be more creative and innovative in 
the provision of additional and value-added services that can 
benefit customers and the target audience even more.

STRETCHING ITS FooTPRINTS

The company is the leading IP service provider in the northern 
region and has successfully retained the top position for many 
years – one of its proudest achievements. With its presence 
firmly established in the Malaysia’s north, Intellect Worldwide 
is looking forward to building the brand further within the rest 
of the country. The brand’s immediate plan is to open another 
branch in the south.

Intellect Worldwide also has plans to open a few more branches 
overseas with the objective of ensuring the brand reaches a 
wider target audience. The management team is constantly 
brainstorming, developing and strategising to come up with 
new services and products in order to remain competitive 
and to expand brand equity. Open to collaborations with 
relevant partners, Intellect Worldwide is forward-looking in 
the development of new services – the latest include Intellect 
Patent and Innovation Training, Patent and Industrial Design 
Commercialisation and Brand valuation.

THE  BRAND

Meeting  Expectations

website : www.intellect-worldwide.com
FACEBOOK :  www.facebook.com/intellectgroup
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Founded in the year 2005, Job Hunt is an ISO 9001:2008 
certified company. It commenced its journey as a 
performance-based human resource consulting company 
providing executive search and selection, permanent 
placements, payroll administration, Recruitment Process 
Outsourcing (RPO), behavioural assessment techniques 
and manpower and contact centre outsourcing.

Today, the Job Hunt Group (JHG) has successfully evolved 
to include four other services under its umbrella. It 
provides training and development services through 
Job Hunt Training and mid to senior level permanent 
and contract staffing solutions to the upstream and 
downstream oil and gas industry, commercial and 
technical training, visa and work permit application 
through its subsidiary, JH Energy. It is the sole distributor 
in Malaysia for several product lines that support the oil 
and gas industries.

Its subsidiary, Global Business Advisory Sdn. Bhd., is 
a one-stop solutions provider of professional services 
such as company formation & company secretarial, tax 
& accounting, IP & legal, corporate advisory, serviced 
& virtual offices, expatriate services, strategic business 
alliances, property mortgage/leasing management 
solutions, joint venture partner search and mergers 
& acquisitions. Job Hunt also publishes a Malaysia-
centric human capital magazine known as People’s Edge 
Magazine every quarterly.

JHG also makes an effort to support charity bodies on a 
regular basis as part of its Corporate Social Responsibility 
(CSR) activity and values.

JHG continues to play a major role - in tandem with the Economic 
Transformation Plan to ensure that Malaysian human resources 
are upgraded to achieve global standards and move Malaysia 
towards becoming a higher-income-bracket nation.

The journey towards success for this award-winning company 
was not free from challenges; but the obstacles JHG faced made 
it bigger and better. The brand reinvented itself constantly 
to successfully manage the ever-evolving and competitive 
environment in the manpower industry.

Having achieved many milestones along the way, Job Hunt 
has come far from being a humble executive search outfit to a 
premium diversified consultancy group that delivers excellent 
services. JHG has handled these challenges by investing in 
training, providing extraordinary products and services, 
providing one-stop and value added services for its clients.

Job Hunt proudly brought the world-renowned top ‘Sales Guru’, 
trainer, consultant and author, Bob Urichuck, to Malaysian 
shores not once, but twice, for special international sales 
conferences in Kuala Lumpur and Selangor; as well as a tailor-
made full day seminars especially for the Petronas Leadership 
Centre. Said events were very successful and well received.

Job Hunt has implemented and completed several Government 
Training Programs such as Train and Place, Graduate 
Employability Program, Graduates Employability Management 
Scheme and thereafter successfully provided around 300 of its 
participants with various career opportunities within its pool of 
corporate clients.

With the support of a good team, sound strategies and a sharp 
focus, JHG has successfully built its brand presence while 
enjoying profitability and strong growth. Moving forward, 
JHG plans to further enhance its brand and contribute to the 
knowledge of Malaysia’s human resources, upskilling and 
offering unique experiences to all its clients.

HUNTING THE FUTURE

With a bigger mission in mind, JHG is poised to spread its wings 
globally by penetrating the surrounding market and offering its 
expertise and services to neighbouring countries; starting with 
Myanmar. Locally, it would continue to expand its know-how 
and services by kick-starting its college education programmes, 
introducing more product lines and organising large-scale 
conferences for the oil and gas industry. The brand will also 
focus on other sectors such as engineering, construction and 
property.

THE  BRAND

Pushing  the  envelope  of  success  further

website : www.job-hunt.com.my
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The humble yet inspiring story of KaSUGI Group began 
in 1991 with Wise Metal Sdn. Bhd., a metal trading 
and agency venture representative under the guidance 
of Encik Mohd Zuhri bin Abdullah. The company 
subsequently moved away from the business to focus 
on the construction sector in 1996 as the latter provided 
ample opportunities during the country’s period of rapid 
economic boom. The change in direction was followed by 
a change of name to KaSUGI Prima Sdn. Bhd.

Having grown by leaps and bounds since then, KaSUGI 
Prima now prides itself on its ‘integrity and substance’ 
attitude  -  with a strong emphasis on quality and speed of 
delivery. Despite being fairly new to the industry, KaSUGI 
has successfully delivered more than RM400 million 
in jobs to its clients. Some of the prestigious projects 
undertaken by KaSUGI include developments at Sheraton 
Hotel Subang Jaya, Parcel ‘D’ Federal Government 
Administrative in Putarajaya and University Tun Abdul 
Razak in Petaling Jaya; to name a few.

KaSUGI’s registration as PKK Class A and CIDB Grade G7 contractor 
allows it to undertake projects of any size with unlimited value 
is a sure reflection of the authorities’ confidence in the brand’s 
expertise, experience, capability, financial soundness and 
human capital strength. As one of the leading construction 
companies in the country, KaSUGI continually strives to meet 
its main objective; which is to provide its customers with 
quality service that is efficient, consistent and responsible at 
competitive rates.

One of the main construction services provided by KaSUGI include 
‘Design and Build’ which is an end-to-end solution package that 
is competitive, both in price and quality, compared to the best 
standards the industry has to offer. ‘General Contracting’ and 
‘Construction Management’ are other ares that KaSUGI excel. 
The brand is exceptional because it is able to tailor its services 
to meet the specific needs of clients.

In addition to the core services provided by KaSUGI, the brand 
also focuses on providing ‘Design & Build’ interior decoration 
works. The ability to undertake jobs with unlimited value, short 
turn around time and other constrains has given KaSUGI an 
edge over its competitors. Through the knowledge and skills 
acquired by the company over the years, it has successfully 
grown to build a comprehensive design facility which is able to 
complement its interior decoration and construction services to 
better serve the needs of its customers.

KaSUGI also provides building maintenance services based 
on a ‘Total Facility Management’ concept. Led by its team 
of professionals with extensive experience and know-how in 
construction and large-scale project management, KaSUGI is 
able to provide outstanding value and quality service in the field. 
KaSUGi also undertakes major construction, interior decoration 
and building maintenance assignments for various sectors 
including the government, corporate, commercial, hospitality, 
academic, institutional, residential and infrastructural.

The potent determination and commitment of its staff in 
constructive brand-building throbs the very nucleus of KaSUGI’s 
success. Led by Mohd Zuhri, who is the brand champion and 
Executive Chairman, and supported by the core values of 
integrity, innovation and tradition, KaSUGI has built a strong 
reputation for itself - one which is further reinforced by its fine 
record of quality work.

GRoWTH PoTENTIAL

As Malaysia transcends into becoming a developed nation by 
the year 2020, ample opportunities abound in the building 
and construction sectors. With KaSUGI’s superior track record, 
the brand hopes to secure more prestigious projects and 
successfully deliver on them; while extending its line of services 
to better serve its clients; simultaneously strengthening its 
influence and positioning within the industry. KaSUGI aims to 
be listed on Bursa Malaysia in five years’ time. 

THE  BRAND

Striving  for  Quality  Excellence

website : kasugiprima.com

facebook : www.facebook.com/pages/Kasugi-Prima-Sdn-Bhd/107057762660600
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K-Tool Engineering Sdn. Bhd., ‘Your One Stop Tooling 
Solution’, is a high-precision tooling company that was 
established in the year 1995.

Starting off as a small humble workshop producing spare 
parts in a rented shop lot, K-Tool grew speedily in terms of 
business workforce and equipment within two years and 
moved into its own 12,000 sq ft semi-detached factory.

Today, K-Tool has further expanded and moved into its 
own ultra-modern 28,000 sq ft built-up factory in Bayan 
Lepas, Penang.

Its key business activities include the supplying and 
manufacturing of precision tooling, the designing 
and manufacturing of moulds for semiconductors 
and connectors for electronics industries; producing 
die-sets, conversion kits for auto-mould systems and 
mass production parts for multinational companies in 
Malaysia, as well as globally.

With the most advanced and sophisticated equipment in the 
region, K-Tool has the most number of high-end ‘Electrical 
Discharge Machines’ in the region. All of its CNC machines are 
equipped with 3R SYSTEM for accurate repeatability, quick set-
up and time-saving features; which in turn help to reduce the 
cost of the end products sold to its customers.

The strength of the company lies in its ability to provide total 
tooling solutions to its customers; from making spare parts to 
complete moulds, die-sets and automation equipment. Over 
the years since its establishment, K-Tool has transformed from 
a spare parts tooling house to a high-precision tooling company 
which provides ‘Design, Fabrication and Manufacturing’ of 
moulds, die-sets and automation for electronics multinationals. 
Its products have proven to be competent against OEM’s 
globally; but K-Tool’s main advantage is the competitive pricing 
which other OEM’s are finding difficult to compete with.

K-Tool constantly emphasises on ‘Total Customer Satisfaction’. 
Its engineers work very closely with its valued customers to 
provide ‘Total Design’ solutions on ways of reducing cost on all 
its projects as well as customers current moulds and die-sets. 
Through its innovative research and development (R&D) efforts, 
K-Tool is able to provide features like ‘Compound Saving’ and 
better types of materials for longer tool life.

K-Tool is steadfast in its efforts for ongoing development; 
continuously improving on its product innovations and 
actively effecting new sophisticated equipment upgrades. The 
company also persistently looks for ways to advance its process 
management activities in order to enhance its service and 
product quality.

QUALITy FoCUSED

The proven track record of K-Tool in providing error-free parts to 
its customers itself speaks volumes for its assurance of quality. 
The company has set up an independent ‘Quality Assurance 
Department’, fully equipped with highly sophisticated 
measuring equipment and instruments to conduct 100 per cent 
buy-off on all outgoing parts to ensure that all of its products 
meet customers’ expectations. K-Tool also attaches a quality 
report together with the parts supplied for customer reference.

K-Tool Engineering Sdn. Bhd. was awarded the ISo 9001 
Certificate in ‘Quality Management’ since the year 2002. Its ISO 
9001:2008 Quality Management Certification for the ‘Design 
and Manufacture of Precision Tooling, Moulds and Dies, Jigs and 
Fixtures’ is a testimony of the brand’s high quality standards 
and excellent track record. With such a good reputation for 
performance, the company has also won numerous awards 
such as The 2nd Top 50 Enterprise Awards Malaysia 2011, The 
SME-100 Award 2012, 21st Century - The Prestigious Company 
Award and The BrandLaureate SMEs BestBrands Award 2012.

THE  BRAND

Continuous  Development 

website : www.ktoolmalaysia.com
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Founded in 1978, Kumpulan Media Karangkraf started as 
a publisher of the popular weekly children’s magazine, 
Mingguan Kanak-Kanak. Today, the Karangkraf brand 
has diversified into an integrated publishing organisation 
with four main businesses under the following 
subsidiaries: GrupDigital Karangkraf (Digital), GrupBuku 
Karangkraf (Books), GrupSinar Karangkraf (Newspaper) 
and GrupMajalah Karangkraf (Magazines).

Karangkraf is the undisputed leader in the publishing 
and media industry in the country, providing quality 
editorial content and reading materials for the Malaysian 
market and other Malay speaking countries. Magazines 
such as Nona, Mingguan Wanita and Remaja have been 
in the market for over 20 years and bear testament of 
the brand’s popularity and success. Karangkraf’s Sinar 

Harian, a local national newspaper which provides 
unbiased news reporting, is a leading Malay daily in the 
country.

For its efforts and contribution spanning over three 
decades in the publishing industry, Karangkraf has 
garnered many accolades from various fields such as 
‘The Publisher with the Most Bahasa Malaysia Magazine 
Titles’ from the Malaysia Books of Records, Anugerah 
Kalung Perpaduan 2009 for Sinar Harian, Gold Award – 
MPA Magazine Awards 2012 – Category Home/Deco – 
Bahasa for Impiana, to name a few. This grand collection 
of awards bears testament to the group’s dedication 
towards excellence and its bold perseverance that will 
continue to shine for years to come.

His love for books and reading led Dato’ Hussamuddin bin 
Hj. Yaacub to set up Karangkraf in a shop lot and his first 
publication was Mingguan Kanak-Kanak. Guided by the 
brand’s vision to become an esteemed and influential media 
organization with products that would ultimately help shape 
and rebuild the Malaysian society towards a more progressive, 
modern and intellectual outlook, Hussamuddin has achieved 
his goal through years of dedication and commitment.

Karangkraf’s greatest achievement is the merging of the 
group into an integrated publishing organisation. Prior to 
this, Karangkraf had been just a magazine publisher. With 
the subsequent addition of its printing operations and books 
division; the brand moved the components closer together 
to become a total print provider. Its crowning glory was the 
launching of the company’s state-customised newspaper, Sinar 
Harian, which completed the group’s print-based offerings.

Just like any publishing company, the greatest challenge for the 
brand lies in ensuring the constant freshness of its content and 
providing relevant reading topics, particularly for the younger 
generation of readers. However, the growing popularity of its 
magazines and newspaper, Sinar Harian, which showed a 38 
percent increase of readership in 2012, indicates the superiority 
of the brand.

In order to maintain its market positioning and gain more 
market share, Karangkraf believes that its employees must 
be competent, innovative and motivated in order to develop 
products and services which are of the highest calibre. Such an 
ability is what determines the delivery of the brand’s promise 
for each of its products, while consistently adding value from 
each output. And this can only be achieved through continuous 
training and development programmes that are performed 
across the board in the organisation; either in-house at the 
Karangkraf Training Academy or through external vendors.

MovING To A HIGHER PLANE

Maintaining its current momentum which is geared for success, 
Karangkraf is looking to strengthen and consolidate its current 
print offerings by considering to transition their contents into 
the digital space; as the company no longer sees its magazine 
titles as just magazines, but as trusted brands. In line with said 
direction for the group, Karangkraf has most recently combined 
its traditional print and on-ground engagements with its 
new digital approach via social media to enhance the brand 
awareness of its products. At present, Karangkraf has more 
than 3,000,000 followings on Facebook, Twitter and Instagram.

THE  BRAND

Nurturing  a  Reading  Culture

website : www.karangkraf.com
facebook : www.facebook.com/KumpulanMediaKarangkraf



2012
AW A R D S

best brand in Services
 - Convention & Exhibition

corporate   BRANDING

64

The Malaysia Convention & Exhibition Bureau (MyCEB) 
was established in 2009 by the Ministry of Tourism and 
Culture to further strengthen Malaysia’s business tourism 
brand and its position in the international business events 
market (such as meetings, incentives, conventions and 
exhibitions). This is in line with government’s efforts to 
position Malaysia as one of the top five business-tourism 
hubs in the Asia-Pacific.

MyCEB serves as a central hub to assist meeting and event 
planners to bid for and secure international and regional 
business events for Malaysia, and acts as a ‘conduit’ for 
national product development.

MyCEB’s other services include government liaison, 
event marketing, delegate boosting, providing on-site 
event support and advice on local products and services.

In November 2011, MyCEB unveiled its brand tagline, “Malaysia 
– Asia’s Business Events Hub”, which encompasses its aim to 
communicate the country’s proposition as a ‘gateway to Asia’ 
for meetings. In line with the tagline, MyCEB strives towards 
positioning Malaysia through various initiatives designed to 
attract high-yielding business events into Malaysia.

As a young and dynamic organisation, MyCEB actively 
participates in international trade shows and organises road 
shows around the world to further promote Malaysia. With 
creative approaches to trade shows, MyCEB presents Malaysia’s 
renowned ‘open house’ concept as well as the Malaysia Spice 
Market. The Malaysia Spice Market, an original concept by 
MyCEB, is an experiential event which takes participants back 
600 years to the era of the Malacca Sultanate, where a thriving 
spice market is enacted, complete with Arab, Chinese and Indian 
traders. This cultural and historical experience is heightened 
with trading and bargaining activities using specially created 
currency, a unique way to introduce the Malaysian culture to 
international business delegates.

MyCEB also introduced the Malaysia – Asia Like Never Before 
and Malaysia Twin Deal (MTD) programmes Targeting global 
corporate and incentive markets, the integrated Malaysia – 
Asia Like Never Before campaign is supported by the Corporate 
and Incentive Guide as well as a series of print and digital 
advertisement campaign. MTD is a ‘two-pronged’ approach, 
offering rewards for incentive planners and participants, which 
further enhances the success of the events. MTD was launched 
in several countries, including Australia, China, India, Europe 
and New Zealand; and has been booked by nearly 30,000 
delegates.

Apart from its successful initiatives, MyCEB has also appointed 
its offices in Europe, North America, Australia/New Zealand 
and most recently, China. The organisation’s establishment 
overseas is a true testament of its accomplishments beyond 
Malaysia.

As a result of these initiatives in 2012, a total of 135 international 
and regional conventions and incentives were also successfully 
secured. These new businesses are expected to attract over 
61,000 delegates to Malaysia between the years 2013 and 2015; 
as well as generate an economic impact of RM634 million in 
excess. MyCEB also supported a total of 255 business events 
which accounted for 124,406 delegates with an estimated 
RM1.198 billion in economic impact.

NEW HoRIzoNS

One of MyCEB’s latest efforts is the launch of the Malaysia 
Twin Deal Programme++ (MTD++) which is aimed to support 
the Ministry’s target of welcoming 28 million tourists to the 
country in conjunction with Visit Malaysia Year 2014. MTD++ 
provides meeting and event planners with enticing ideas to 
present to its clients as viable reasons to choose Malaysia as the 
next destination to organise corporate incentive programmes.

MyCEB’s latest venture is to expand the country’s exhibition 
portfolio. MyCEB has recently established an exhibition unit 
to support the expansion of home-grown trade exhibitions, 
attract international buyers and exhibitors, as well as secure 
new exhibition businesses for Malaysia.

THE  BRAND

Paving the Way

website : www.myceb.com.my
FACEBOOK : www.facebook.com/MyCEB
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Founded in 1973, State Insurance Brokers Sdn. Bhd. first 
operated as a small company until 1986. The folllowing 
year, Ong Jin Teck and his team took over the business. 
Under the new leadership, State Insurance Brokers 
became transformed into a reputable insurance broking 
organisation, and with that, the brand gained recognition 
from both insurers and clients.

The homegrown insurance broking operation is not only 
a familiar name in Malaysia but has gained recognition 
internationally and acknowldegement for its experience, 

capability and expertise. After 40 years in the industry, 
the company is now globally known by the insurance 
community worldwide.

State Insurance Brokers has always aspired to be ‘the 
broker of choice’ by consistently exceeding expectations. 
Armed with the vision to be its clients ‘personal broker’, 
the brand offers an array of services; including Hull & 
Machinery Insurance, Protection & Indemnity, Property 
& Casualty, Employee Benefits, Engineering Risks and Life 
Insurance Products for both individuals and groups.

State Insurance Brokers has achieved a number of milestones 
though its business history, including the expansion of its 
employee base of qualified and experienced professionals 
from 6 to 70; as well as owning the office building in 2002. The 
company has also established branches in Penang and Miri.

The company was also the first amongst the broking companies 
in Malaysia to establish the Life Division in 2002; as well as the 
specialised Marine Division. Its clients include public-listed 
companies and large business organisations of various trades 
and industries; including international and multinational 
companies. State Insurance Brokers went from an initial 
turnover of a few million ringgit to RM90 million in 2012.

It is the company’s emphasis on professionalism, compliance 
and transparency that has enabled it to be where it is today. 
State Insureance Brokers has built its reputation and clientele 
through its unique, personalised services, provided by 
professional managers, to industrial, commercial and retail 
clients.

The brand believes that clients should receive product advice 
from professionals who have understood and solved challenges 
which they faced themselves. With this simple business 
philosophy, the company has represented many satisfied 
customers in Malaysia from a wide variety of industries 
and services such as financial institutions, automobile 
manufacturers, construction, hospitals, shipping, property 
development, printing, professionals and others.

Armed with extensive market knowledge, innovation, 
experience and expertise, the company is confident with its 
ability to advise and recommend the most suitable insurance 
products to clients. It believes brokers are key partners for 
insurance solutions, and this enables the brand to focus on 
serving and innovatively solving or meeting clients’ needs.

The award-winning insurance broker believes that ‘customer 
satisfaction is and always will be key to its business strategy’. 
With its committed staff, State Insurance Brokers has built 
trust and reliability when it comes to offering informed and 
professional services to industrial, commercial and personal 
clients throughout Malaysia.

ACCoLADES AND RECoGNITIoN

The success of State Insurance Brokers in its global presence 
has been strengthened by a recent invitation to be an exclusive 
partner member representing Malaysia from the international 
global broking network, Assurex Global. The network conducts 
a stringent due diligence process before allowing any broker 
to become a partner member in its extensive global network.

With said recognition, State Insurance Brokers is now ready 
to benefit from the challenges/opportunities of the new 
market landscape and has undertaken extensive corporate 
transformation to prepare and position itself for greater 
heights.

THE  BRAND

Brand  Building

website : www.state.com.my
facebook : www.facebook.com/pages/State-Insurance-Brokers-Sdn-Bhd/111961535488430
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Armed with an aim to provide excellent service to its 
customers, Technofit Sdn. Bhd., for the last 15 years, 
has outshined its own set standards and reached beyond 
its customers’ expectations. Technofit has grown from 
strength to strength to concentrate in the complete 
range of engineering services in the power generation, 
oil & gas and petrochemical industries.

In the beginning, the main focus of the company’s 
business was to provide boiler service and maintenance 
to numerous power plants in Malaysia. But over the 

years, Technofit has expanded its business activities to 
include a complete range of engineering services such 
as procurement, fabrication, construction, maintenance 
and commissioning activities.

Being certified with ISo 9001:2008 in Quality 
Management System, and recently accredited with 
oHSAS 18001:2007, ISo 14001:2004 and MS 1722:2011 
for the National Health and Safety Management System, 
only goes to show Technofit’s ongoing commitment of 
excellence to its reputable clients.

With a start-up capital as minute as RM15,000 and a small 
office room during the early days, the company worked hard 
and focused on its mission to develop and become a respected 
engineering service provider – not just within the industry but 
in the nation as well.

Marching on with years and steadfast perseverance, Technofit 
has evolved to become a reputable engineering service 
provider in the market. Armed with strong conviction and 
high benchmark standards, the brand gives 100 percent 
commitment towards any contracts secured. This has met 
clients’ expectations and has proven to be a successful strategy 
for Technofit. This commitment in providing ‘nothing but the 
best’ engineering services to its clients has helped to augment 
the brand’s presence and value in the market by leaps and 
bounds.

Right from the start, Technofit has a very clear objective in 
the structuring of its organisation and implementation of 
continuous improvement. Each and every personnel working at 
Technofit shares the same objective, goal and spirit in ensuring 
that the vision and mission of the company are achieved. As a 
result, Technofit is able to push the envelope of excellence to 
forefront. This continuous initiative by Technofit has certainly 
not gone unnoticed as it has been were rewarded from time to 

time for excellence by clients and organisations as well as the 
nation as a whole.

FRoNTAL GAzE

Moving on, Technofit continues to invest in its brand by ensuring 
that its products and services meet the needs and expectations 
of the clients. The implementation of innovative technologies 
and the hiring of the best human resource ensure that the 
company delivers on its brand promise and commitment to 
excellence.

Technofit has grown to have a strategic brand presence across 
Malaysia, with four offices in the northern, central, southern 
and the eastern regions; as well as a fabrication yard with a 
professional workforce of over 100 staff.

Technofit plans to expand its territory and this is exemplified 
by the setting up of its Middle East office in Muscat, Oman, 
since early 2013. This effort to spread its wings by penetrating 
international markets and conquering other GCC markets 
is regarded as another milestone in the company’s list of 
achievements. The brand believes that its catalyst for growth 
lies in having a clear vision, a specific objective and the correct 
human capital with continuous monitoring and improvement.

THE  BRAND

Catalyst   for   growth

website :  www.technofit.com.my
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Established in the New Millennium, T & T Pacific Sdn. 
Bhd. (TTP) is recognised as an experienced ongoing 
mechanical contractor. The company is particularly 
acknowledged as a leading specialist contractor and 
supplier in the areas of pumping, water and waste water 
industry for turnkey design, installation, refurbishment, 
testing and commissioning services.

TTP which is a 100 percent locally owned company, has 
undertaken and completed more than fifty mechanical 
installation works as well as turnkey C&S and M&E 

construction for water, wastewater and sludge treatment 
plants throughout Malaysia.

As time progresses, TTP continues to grow in stature 
and is registered with various authorities, including the 
Government [C.I.D.B. Sijil Perolehan Kerja Kerajaan (PKK) 
& S.P.A.N. Permit IPA C and D], Indah Water Konsortium 
Sdn. Bhd., Ministry of Finance Malaysia and Moody 
International Certification Ltd.-UKAS and possesses 
Quality Management for BD EN ISO 9001:2008.

Over the years, TTP has gained vast experiences in many turnkey 
designs and the construction of waste water plant projects for 
municipal sewage treatment. With an ever-increasing demand 
of higher effluent discharge quantities, TTP, through its vast 
experience, is able to provide innovative solutions which are 
adapted to customers’ specific needs. In addition, with TTP’s 
direct licensing and agency with worldwide reputable waste 
water equipment manufacturers, the brand is able to offer wide 
solutions catering to the needs of its clients.

The efficiency and excellent service provided by TTP is attributed 
to the support accorded by a qualified team of local and 
overseas engineers and consultants. This expertise, coupled 
with a dedicated management team, has enabled the brand 
to deliver optimal and value-added solutions to its clients. TTP 
also has established collaboration with foreign partners such 
as Chemical Research Centre in Australia, Inkatech in United 
Kingdom, Kingsford Environment International in Hong Kong 
and SFCU Umwelttechnik GmbH in Austria; in order to enhance 
its services to better-meet the technical requirements of its 
clients.

Ergo, with a strong mix of specialization in the process, 
mechanical and electrical scope of work, TTP has today 
matured into a creative one-stop-solution provider for water, 
waste water and environmental requirements. The various 
projects undertaken by TTP in Malaysia and Vietnam has 
further bolstered the brand’s reputation and reliability within 
the industry. As a matter of fact, TTP is one of the very few 
Malaysian companies in the water and waste water industry to 
have received the ISO 9001:2008 certification.

PIPING To THE FUTURE

Looking to the future, TTP looks to further entrench itself in 
the industry and boost its services. With the inertia to raise 
its mechanical construction activities to the next level, the 
company’s prospective outlook to reinforce the brand can 
clearly be seen from its proactive move of forging foreign 
partnerships.

THE  BRAND

One - Stop - Solution

website : ttpacific.com
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Established in 1997 by Dato’ Lau Koo San, TarChing 
Nippon (M) Sdn. Bhd. has over 100 employees, with 30 
technicians, and together, they have more than 20 years’ 
technical experience in material handling equipments. 
The company imports most of the major forklift brands 
in the market, including Toyota, Nissan, Mitsubishi, 
Komatsu, TCM and Nichiyu.

Armed with the tagline, “Strengthen Your Productivity”, 
the company offers its customers various types of forklifts, 
including stackers, hand-pallet trucks, electrical pallet 
trucks, order pickers, battery-operated forklifts, reach 
trucks, narrow-aisle reach trucks, rough-terrain forklifts 

and several other lift trucks. These heavy machinery 
can be purchased used, as-is, or fully reconditioned and 
certified with warranty.

With its products available in the market for over a 
decade, the company has shown that it is a reliable and 
reputable company in the materials handling industry. 
The company has always and will continue to emphasise 
that all the products and services offered will reflect the 
highest standards of the industry. The company is also 
dedicated to being a model supplier to various markets 
for material handling equipments. It also conducts 
overseas market trading via the Internet.

With its factory of 40,000 sq ft located in Kuala Lumpur, the 
management went on to form its subsidiary TarChing Forklift 
Sdn. Bhd. in 2005, located in Balakong, as part of its expansion 
plan.

In the year 2008, it acquired a 200,000 square feet piece of land 
in Pulau Indah. This resulted in a new factory building ranging 
about 60,000 square feet to specialise in 10 to 35 ton forklifts, 
18 to 25 ton empty container handlers and 35 to 45 ton reach 
stackers, among others.

Recently, TarChing was appointed as the exclusive distributor of 
KION Baoli forklifts in Malaysia. The KION Group is a worldwide 
leading manufacturer and  provider of forklifts, warehouse 
equipment and other industrial trucks, and is the market-leader 
in Europe. KION also provides whole product range including 
diesel/gasoline/LPG, electric trucks and warehouse trucks with 
load capacities of 1 to 10 tones – all available through TarChing.

With support from its staff, the company has been conducting 
continuous R&D and developing technical standards of 
production processes. With the years experience in the forklift 
industry, TarChing is able to customise and focus its services, as 
well as be flexible and give quick responses to customers.

Remaining focused on quality versus price, the brand will 
always strive to offer a first-class product for a fair price. 
TarChing is confident that its new investments will produce 
positive results for its business operations and act as an after-
sales service support on its own.

TarChing’s management team consists of knowledgeable 
people from various industry backgrounds such as technical, 
finance and marketing. The company values its staff; and 
together they have built a culture that is dedicated towards 
excellent quality and customer service.

ATTAINING ITS vISIoN

TarChing has a vision to become a market-leader in the 
materials handling industry in Malaysia and to expand to other 
countries. With a five-year goal in mind, the company has 
plans to centralise production operations to one main location 
in West Port, open an outlet in most major cities in Malaysia, 
and operate in a clear and organised structure. TarChing also 
aims to improve co-operation between its employees, expand 
its product range and diversify the company’s portfolio – by 
increasing export products overseas and building up a strong 
company brand and image.

THE  BRAND

Quality  Excellence  and  Customer  Service

website :  www. tarching.com.my 
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A member of The Bank of East Asia Group, Tricor Services 
(Malaysia) Sdn. Bhd. became a part of the Tricor Group 
in 2006. As part of the global provider of ‘Integrated 
Business, Corporate and Investor Services’, Tricor provides 
outsourced expertise in corporate administration, 
compliance and business support functions – allowing its 
customers to focus on building businesses.

Having operated in Malaysia for over 30 years, the 
company’s comprehensive range of services include: 
Accounting, China Entry & Consulting, Company 
Formation, Corporate Governance & Company 
Secretarial, Investor Services/Share Registration, 
Fund, Payroll, Treasury & Trust Administration, 
Management Consulting, Executive Search & Human 
Resources Consulting, IT & Software Solutions, Records 
Management and Document Imaging Services.

Tricor has built its reputation and professional expertise 
through acquisitions of certain practices from major 
international, accounting and professional firms as well 
as through its own organic growth and development.

The brand’s wide business connections, spanning over 27 
cities in 15 countries, has made it possible for the company 
to offer integrated solutions tailor-made to meet clients’ 
needs wherever they may be located. Tricor’s portfolio 
includes numerous companies listed on the Hong Kong 
Stock Exchange, more than 580 companies listed in 
Singapore and Malaysia, over 35 percent of the Fortune 
500 companies, as well as multinationals and private 
enterprises internationally.

Tricor has developed integrated brand initiatives that uphold 
the promise of quality and authenticity. The brand strongly 
believes that a consistent brand message will help strengthen 
and establish it as a trusted and unique organisation in the 
marketplace.

Being the largest chartered secretaries firm, Tricor has a client 
base of more than 4000 companies. It provides services to 
one third of public-listed companies on Bursa Malaysia and 
serves 1.7 million shareholders in Malaysia. The business has 
expanded extensively to include ASEAN and other countries in 
the past few years.

Armed with the objective to ensure the continuous success 
of the brand, Tricor invests in the latest technologies and in-
house developed systems to deliver fast and efficient services. 
The global provider launched a series of Breakfast Talks, 
Seminars and Workshops to enhance its clients’ knowledge and 
commitment.

Tricor uses the latest technologies and systems to deliver to 
fast and efficient services, with processes and mechanisms 
customised to clients’ needs. Working closely with business 
partners, the company believes in providing experienced 
consultancy and innovative business solutions designed 
specifically for each client.

The company has collaborated with many universities and 
professional bodies to expand their collective brand presence 

and attract undergraduates to work at Tricor after graduation. 
In order to ensure continuous success of the brand, Tricor 
constantly provides training for the staff and equips them 
with up-to-date knowledge and skills to offer best service to its 
clients.

Apart from ensuring that the brand delivers the promise of 
quality and authenticity, Tricor is highly committed in its 
Corporate Social Responsibility (CSR) initiatives to raise funds to 
help the less fortunate. Its commitment to the community can 
be seen in its contributions to events such as The Edge Bursa 
Malaysia Kuala Lumpur Rat Race, ‘Go Green’ tree-planting 
campaign as well as charity activities at homes of the needy.

As a company that emphasises on the importance of a good 
work-life balance, Tricor’s staff is encouraged to join sports and 
recreation activities organised by the company. Occasionally, 
clients and business partners are invited to enhance the 
relationship between both parties as well.

SERvING AHEAD

As the growth of Tricor escalates over the years, the company 
has become one of the leading business outsourcing partners. 
With the passion for being the best, the brand will continue to 
display best branding practices and provide high quality service 
to clients.

THE  BRAND

Brand  Promise

website :  www.my.tricorglobal.com/
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vector International (M) Sdn. Bhd. (VIM) was established 
in 1996 with the buyout of the Malaysian branch of Vector 
International Pty Ltd., an Australian-based multi-national 
technology corporation.

Over the past 17 years, Vector International has been 
responsible for implementing numerous industrial 
and home automation systems, as well as information 
technology (IT) solutions regionally.

Vector International today is a multi-discipline group 
focused in the areas of automation in commercial, 
industrial & home applications, security and control 

systems, public ticketing systems, transportation as well 
as software solutions in support of its core products and 
services.

Vector International prides itself in its ability to deliver 
an integrated solution to its customers by utilising the 
latest technology available or creating the necessary 
technology and ensuring that said projects are delivered 
to its customers’ satisfaction with the company’s tried-
and-tested approach to project management and 
implementation.

At a time where technology is really dynamic and constantly 
changing, new inventions are continuously being developed. 
As such, adaptation and fluidity in this vibrant environment 
has become one of Vector International’s core strengths. By 
working alongside its SMART partners, Vector International 
positions itself aptly to provide its customers with the latest 
technology which is customised to their requirements. Such 
user-friendly innovations are able to transform the customer’s 
environment and usher clients into the digital age with peace 
of mind.

Vector International has come a long way from its establishment 
in Malaysia as a branch of Vector International Pty Ltd. having 
being involved in notable international projects and customers 
such as the Hong Kong MTR Octopus Smart Card and CRM, the 
Bangkok Metropolitan Authority for the Bangkok City Flood 
Management System, Coca-Cola Amatil, Yale University, USA, 
Ford Motors, USA, Walt Disney Theme Park in Florida, the 
National Aeronautics and Space Administration (NASA), Boeing, 
Cambodia Airports (Siem Reap & Phnom Penh car park ticketing 
system), Putrajaya Holdings Security Systems, KLTower (lighting 
solutions), Jabatan Kastam Dan Eksais Diraja Malaysia, Port of 
Tanjung Pelapas, ‘Intelligent Buildings’ for Shell Malaysia and 
Esso, among others.

Vector International continues to innovate and customise 
its services to deliver the best products and solutions to its 
customers. One of the company’s newest product lines is its very 
own Lifestyle+ digital platform for home and office automation. 
In 2012, Vector International embarked on a transformation 
program to expand its business line to also cover the hospitality 
sectors such as hotels and healthcare. With the company’s 
experience and performance in delivering the best solutions to 
its clients, it strives to provide the very best that the digital age 
has to offer.

FUTURE TRAJECToRy

Moving forward, Vector International will continue to converge 
key digital content and solutions to be made assessable on 
the LifeStyle+ platform which is comprised of four major 
elements being: Integrated Communities, Interactive Products, 
Communication Media and Innovative Solutions. The company 
believes that this new and innovative platform will create a new 
business economy under its SMART-PARTNERSHIP program; not 
only with its current partners but its competitors as well.

THE  BRAND

Catalyst  for   Innovation

website : www.vector.com.my
facebook : www.facebook.com/pages/Vector-International-Malaysia-Sdn-Bhd/142953765724517
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Established on 5th November 1980, Yinpolin Agriculture 
Sdn. Bhd. is a homegrown company which specializes 
in total crop management solutions and services. Since 
its institution over three decades ago, the core business 
has come a long way from humble fertilizer trading; 
propelling the brand as one of the major players in the 
agriculture industry with SIRIM Certification.

In 2010, Yinpolin Agriculture Sdn. Bhd. was acquired 
by Hextar Group. This synergy has further elevated the 
growth and performance of the brand’s fertilizer division. 
Today, backed up by strong technical know-how and 
augmented by in-house product development capability, 
Yinpolin Group of Companies produces top-quality NPK 

compounds, bulk blends and mixtures throughout 
Malaysia and its brands, Sea Horse Brand and Key 
Brand, have gained widespread recognition throughout 
Malaysia.

Supported by a solid research and development (R&D) 
team which is further augmented by Hextar Group’s 
superb networking, the company is able to offer 
precise manufacturing, training, fertilizer re-packing 
as well as agricultural advisory services to the market, 
with competitive strength and advantage. Apart from 
Malaysia, yinpolin products have also gained widespread 
recognition in the international plantation arena. The 
group exports its products to six countries.

With over 30 years of experience in the industry, Yinpolin offers 
a complete range of top-quality straight fertilizers, mixtures, 
granular blends and compound fertilizers. The company also 
provides a unique customising service for producing mixtures, 
bulk blends and compounds based on individual client 
requirements. To further enhance its brand quality, ongoing 
R&D is carried out to explore alternatives for new products 
which may provide the brand with its competitive edge. These 
efforts have already paid off with the continuous introduction of 
new product ranges which have met the needs and expectation 
of its customers time and time again.

Yinpolin’s Agricultural Advisory and Services Team provides 
clients with professional agronomic advisory and consultation 
services - including soil and foliar analysis, fertilizer and 
manuring recommendations, pesticide application and other 
estate practices. In order to better serve its clients, Yinpolin’s 
Research Team communicates directly with users and works 
closely with them in order to recognise the challenges they face 
and identify their individual needs. The feedback generated 
from this is invaluable as it helps the brand develop products 
and improvise on them so that they can address client concerns, 
particularly on efficiency and effectiveness.

Having placed great emphasis on infrastructure, Yinpolin has 
a warehouse with ample storage capacity which facilitates the 
logistics and bulk management of the business. In addition to 
this, the company’s extensive and efficient distribution network  

have continuously reached out to wholesalers, dealers, FFB 
collectors and estate owners in both the public and private 
sectors. This has enabled the establishment to extend its reach 
and create further brand awareness.

One of the biggest challenges Yinpolin faces remains the 
convincing of smaller groups of potential customers to shift 
from traditional fertilizing methods to compacted compounds, 
packed with a more balanced nutrient program, due to the 
latter’s set ways of conducting agricultural activities. Not 
one to easily give up, Yinpolin still organises a number of 
roadshows and farmer clinics with complimentary agronomist 
advisory service. The organisation also participates in fertilizer 
exhibitions such as Agroworld to boost farmer and potential 
client awareness. It is this added initiative that has set Yinpolin 
apart from its competitors, simultaneously bringing in several 
prestigious awards and accolades, to further enhance its 
imprint in the market.

CoMMITTED To EXCELLENCE

By remaining true to its three-tier core values of ‘Loyalty, 
Intergrity and Hard Work’, today, Yinpolin has expanded its 
wings beyond the shores of Malaysia. In tandem with this note 
of success, Yinpolin will strive to provide the very best of quality 
compact compounds in the competitive international market. It 
also hopes to acquire more market capitalisation in both local 
and export markets.

THE  BRAND

Catalyst  for  Growth

website : www.yinpolin.com
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Today’s SMEs must be 

Swift, Smart and Strong

To stand up to the challenges ahead.

                          ... Dr KKJohan

Product Branding
The BrandLaureate 
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Apex Office Furniture Sdn. Bhd. is one of the leading office 
furniture manufacturers in Malaysia, offering a complete 
series of office furniture that is widely used in a variety 
of office environments. With a wide galore of items such 
as office chairs, tables, steel furniture, workstations, 
education and banquet furniture, the company provides 
a one-stop solution for organisations that require state-
of-the-art ergonomic and modular structures to best suit 
the interior of their offices.

Apex Office Furniture Sdn. Bhd. started in 1997 as an 
office furniture trading company with a few dedicated 

and highly motivated staff. Over the years, it has grown 
to be a strong and successful brand which is widely 
known, both locally and internationally, for its range of 
quality and stylish yet functional office furniture.

Today, the company has five factories and a warehouse 
located in Sungai Buloh, Selangor, with the total built-
up area of more than 600,000 square feet and a skilled 
workforce of more than 500 staff. The APEX brand offers 
more than 1000 models and products and has been 
accredited with the ISO quality management system 
since the new millennium.

The early days for APEX was filled with many challenges. 
As a fledging brand, it had to overcome problems of market 
penetration, low quality products, customer acceptance 
of the brand and labour shortages. But through the sheer 
determination and dynamic leadership of Thing Chook Loong, 
the Managing Director, and his dedicated staff, APEX managed 
to resolve all the aforementioned obstacles brilliantly.

APEX implemented multi-programme strategies such as 
improving on its product quality and packaging, promoting 
the brand to retailers, expanding its distribution network and 
training its home-grown staff to become master craftsmen who 
would in turn create furniture that bears the aspirations of the 
brand. It continues to challenge the old way of doing things in 
its ongoing quest to achieve operational excellence.

Consequently, the results have been simply remarkable - the 
long line-up of brand achievements says it all. APEX now owns 
a six-storey building with a showroom space of 3,492 square 
metres. The showroom is able to display more than 1000 items 
of in-house office furniture brands and has been certified by 
the Malaysia Book of Records as the country’s ‘Largest Office 
Furniture Outlet 2012’.

Not one to rest on the laurels of its success, APEX continues to 
innovate its products in order to meet customer demands and 
expectations. By going against the archaic methods of doing 
things, APEX has been able to attain operational excellence. 

The brand has also moved up the value chain by introducing 
premium level office furniture - furniture which is designed with 
better quality material and finishing. This has improved APEX’s 
overall brand image amongst its customers as a producer of 
high quality office furniture. The opening of its new showroom 
in the city of Kuala Lumpur (Jalan Ipoh) has helped to strengthen 
the brand’s positioning as a leader in the industry even further.

A strong team spirit prevails in APEX and it is this driving 
force, in essence, that has enabled the brand to accomplish 
its set goals, providing it with the apt competitive edge. Core 
values such as integrity and honesty have been the bedrock of 
the brand, enabling it to build a strong brand culture which 
is the envy of its competitors and it is these very same values 
that have helped APEX earn the confidence and support of its 
business associates and suppliers.

CLIMBING THE PEAK

APEX’s mission is to be Malaysia’s No.1 office furniture brand. 
In order to achieve said status, APEX will strive to create even 
more innovative designs and improve on the quality of its 
products. The brand will also continue to expand on its sales 
network throughout Malaysia, making it more accessible to 
potential customers. APEX will enter into smart partnerships 
with its business associates so as to reap mutual benefits and 
flourish together, while capitalising on any available growth 
opportunities.

THE  BRAND

The  Passage  to  Success

website : www.apexof.com.my
facebook : www.facebook.com/pages/Apex-Office-Furniture-Sdn-Bhd/103493566475391
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Located in Jalan Imbi in the heart of Kuala Lumpur, 
Berjaya Times Square is an imposing edifice that cannot 
be missed. Housing over 1000 shops, service outlets and 
a variety of retail anchors under one roof; the shopping 
mall serves close to three million shoppers each month.

Opening its doors in 2003, Berjaya Times Square has 
established itself as an international landmark that offers 
an unequalled shopping experience and extensive dining 
options, complemented by an array of entertainment 
facilities.

With the tagline, “It’s All In The Square”, Kuala Lumpur’s 
Berjaya Times Square is a shopping mall with numerous 

awards and recognitions, its first being ‘the largest 
building ever built in a single phase’, with a gross built-
up area of 7.5 million sq ft.

The shopping centre has been listed eight times in the 
Malaysia Book of Records for various feats; including 
‘Having the Largest Indoor Theme Park in Malaysia’ 
(2003), ‘Creating the Largest Lion Head Replica in 
Conjunction with the Chinese New Year Celebrations’ 
(2008), ‘Creating the Biggest Blossom Tree Replica in 
Malaysia’ (2012) and ‘Building the First Motion Sensor 
Grand Musical Stairs’ (2013).

Berjaya Times Square, Kuala Lumpur, has enjoyed an 
accelerated growth of visitors over the decade and progressed 
in leaps and bounds to welcome some of the most respected 
brands in the world. However, the shopping mall has its own 
share of obstacles. In an increasingly saturated market, among 
the challenges the management is facing is the number of 
shopping centres which continue to boom across the country 
every year.

With the understanding that Berjaya Times Square will need 
to stay relevant to Malaysians and visitors while developing - 
in synch with market trends, the business development team 
is constantly creating uniquely Malaysian projects which defy 
market demands to stay on top of the game.

Among the unique measures taken by Berjaya Times Square to 
stay ahead of the competition include constantly introducing 
new innovations within the mall to enhance its shoppers’ retail 
experience. Central Park offers customers a chance to shop 
amidst lush greenery, while 1st Avenue is where ‘fashionistas’ 
mingle. It is also home to the country’s largest indoor theme 
park which has 14 rides to cater to ‘adrenaline junkies’ of all 
ages.

Launched in 2012, Tiny Taipei, located on the third floor of 
the building, entices fashion lovers who also enjoy culinary 

adventure as it provides an avenue of pop culture combined 
with delicious food. From there, the mall went one step further 
when it unveiled Malaysia’s First Motion Sensor Grand Musical 
Stairs which connects the Lower Ground Concourse and Ground 
Floor Central. This attraction has since provided visitors to 
the mall a unique experience as it transforms an otherwise 
mundane routine into one of pure fun.

As part of its 10th Anniversary Celebrations, one that lasted four 
months (from 1 June until 29 September 2013), Berjaya Times 
Square built The World’s Largest Capsule Vending Machine and 
received an award of the same title from the Guinness World 
Records on 20 July 2013. Towering at 32 feet 3 inches in height, 
this main attraction was originally accessible to the public 
through a redemption program campaign and it now calls the 
Boulevard home.

FUN-FILLED FUTURE

The popular theme park has also introduced many new 
entertaining avenues and branding techniques to complement 
and heighten customers’ experience at the mall. Berjaya 
Times Square will continue on its quest to be a mall of visual 
transformations and charm its visitors from near and far

THE  BRAND

Catalyst  for  growth

website : www.timessquarekl.com
facebook : www.facebook.com/BerjayaTimesSquareKL
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Sangla Foods Sdn. Bhd. was established in 1993 and it 
represents world-renowned premium and high quality 
brands that meet the diverse taste of consumers and their 
ever-changing needs. Sangla Foods Sdn. Bhd. is also the 
sole distributor of Colavita in Malaysia. Colavita is one of 
the most well-known olive oil brands in the world which 
was founded by Giovanni Colavita four generations ago. 
Colavita continues to be managed by the family even up 
to this day.

Colavita Extra Virgin Olive Oil and Colavita Olive Oil are 
produced from extracted from the finest grown olives 

in Sant’Elia a Pianisi, a small town in the Molise region 
of Italy. The brand has continuously promoted healthy 
living to consumers without compromising on taste 
when using olive oil in their daily dishes. The brand is 
renowned for its aesthetic bottle design and its tagline 
of being, “A Truly Italian Product”. The Colavita product 
line is currently being sold in major supermarkets and 
hypermarkets in Malaysia as well as independent 
specialty stores.

Sangla Foods Sdn. Bhd.’s direction for Colavita in Malaysia is 
to establish it as the ‘No. 1 Olive Oil Brand in Malaysia’ that 
promises to deliver the finest quality of olive oil which meets 
the dietary needs of consumers. In line with this direction, the 
brand has carried out a number of innovative research efforts in 
order to further serve its consumers’ needs. It has also effected 
the process of changing its bottles from a light to darker shade 
in order to conserve the quality of the olive oil. For added 
variation of flavour in olive oil, Colavita has also introduced a 
new Mediterranean olive oil range which has a slightly ‘fruity’ 
taste.

Colavita has also taken a number of initiatives in order to 
get more consumers to make a switch from generic olive oil 
brands to Colavita olive oil. This includes educating consumers 
on the health benefits of olive oil via roadshows and giving 
out samples at high-traffic outlets. There are even chefs that 
do cooking demonstrations during these roadshows to allow 
consumers to witness different types of dishes prepared using 
Colavita olive oil.

The Colavita website also provides educational information for 
consumers on the benefits of consuming olive oil as well as 
recipes using olive oil to whip up a healthy meal for the family. 
It has also made available recipe booklets featuring local dishes 
that use Colavita olive oil to show consumers that olive oil is not 
limited to just making salads; for instance, it can also be used 
as a flavour enhancer, as well as a medium for baking and stir-
frying. Colavita has also established a two-way communication 
with consumers via social media channels such as Facebook 
and Twitter to engage with its consumers better.

LEAvING DEEPER IMPRINTS

Sangla Foods Sdn. Bhd. is all set out to persuade normal cooking 
oil users to make a switch to olive oil, particularly Colavita, in 
the next three years for its invaluable health benefits. Besides 
expanding its retail and distribution outlets, the company will 
also focus on promotional activities for Colavita and increase its 
brand awareness among Malaysian consumers.

THE  BRAND

The  No.1  Olive  Oil  Brand  in  Malaysia

website : colavita.com.my

facebook : www.facebook.com/colavitamalaysia

best brand in Consumer 
- Olive Oil
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Coliseum Café and Grill Room has been described as a 
Malaysian icon, veritable food institution, ‘grand dame 
of Kuala Lumpur’s restaurants’ and it rightly deserves 
all the above titles. Established in 1921, Coliseum Café 
is renowned for its western cuisine. The café has a rich 
legacy steeped in history; and having been around for 92 
years speaks volumes of the power of the brand and its 
sustainability.

The restaurant was set up by the family of Chua Cheng 
Bok, co-founder of Cycle & Carriage Bintang Berhad (CCB) 
and one of Malaysia’s famous entrepreneurs during that 
era. Located along Jalan Tuanku Abdul Rahman, (then 
known as Batu Road), Coliseum Café was the place for 
Kuala Lumpur’s elites, civil servants, tin miners and 
British officers to dine and hang out at the famous bar 
during the colonial days. Diners at the restaurant had to 

adhere to a strict dress code - black ties and suits for the 
men and avant-garde gowns for the ladies.

Coliseum Café is well known for its famous steaks and  
Hainanese dishes. During the early days, the menu 
consisted of 900 items; but today, the management has 
scaled the list down to 100 dishes; while retaining its 
signature dishes such as Oxtail Soup, Hainanese Chicken 
Chop and its array of sizzling steaks.

The popularity of Coliseum Café continues to the present 
time, with the young and old patronising the restaurant 
for its delicious and quality meals. To meet the demands 
of the crowd, the new Management under Low Ching 
Hoe has recently opened a second outlet in Petaling Jaya 
at Plaza 33.

Coliseum Café has the privilege of being part and parcel 
of Malaysia’s growth and transformation. In the luxurious 
settings of the restaurant then, matters leading to the country’s 
independence were deliberated over its signature oxtail Soup 
and famous steaks while business collaborations amongst the 
rich and famous done over a glass of gin & tonic at the bar.

The present day Coliseum Café retains the grandeur and 
sophistication of the early days, though it is no longer 
compulsory for diners to come in formal attire. Office workers, 
families and the younger generation make up the restaurant’s 
main customers nowadays.

In refurbishing the restaurants to make it more comfortable, 
the Management has taken measures to preserve its classic 
heritage and essence of the brand. The white tablecloths, 
leather-cushioned chairs, cutlery, napkins and wooden 
emblems bearing the ‘CCH’ logo is still maintained and the 
warmth exuded by the colonial-styled lamps and wood finishes 
conveys a rustic charm. The washroom swing doors and latrines 
are lined with orange bricks - a common architectural feature 
of days bygone.

The main attraction of Coliseum Café is the food and it is 
the only restaurant in Kuala Lumpur that serves authentic 
Hainanese food. These nearly 100-year-old recipes, created by 
Master Chefs, have been carefully passed down to the present 
generation to ensure that the food served at the new outlet in 
Plaza 33 is per the original. The new generation chefs spent 
eight months under the tutelage of the Coliseum’s Master 
Chefs who have dedicated their lives to the restaurant.

PRESERvING THE LEGACy

When Malaysia attains a developed nation status in the year 
2020, Coliseum Café will be 99 years old, just a year short of 
its centennial celebrations. The brand, which has survived the 
Second World War and numerous local and global economic 
crises, is confident that by adopting the principles of branding, 
it will continue to strengthen its brand longevity and leave a 
greater imprint in the sands of time - providing Malaysians and 
the world at large the best dining experience.

THE  BRAND

A  Rich  History

website :  www.coliseum1921.com
facebook : www.facebook.com/Coliseum1921
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Chatime is a Taiwanese franchise founded in 2005 with 
over 1000 retail outlets across countries like Taiwan, 
Malaysia, China, India, Macau, Singapore, Hong Kong, 
Thailand, Korea, Japan, the Philippines, Indonesia, 
Australia, Dubai, Vietnam, Myanmar, Canada, UK and 
the United States.

Renowned internationally as one of the fastest growing 
beverage brands in the world, Chatime is currently the 
only public listed beverage provider in Taiwan and a 
world market leader in the ‘international lifestyle’ tea 

industry. The brand is also known for its generation of 
creative and innovative approaches in the creation of 
healthy, natural and delicious beverages which appeal to 
consumers of all walks of life.

In Malaysia, Chatime is the fastest growing beverage 
brand and it constantly aims to be the most-loved 
beverage by revolutionising the tea-drinking culture in 
the country. Since August 2010, Chatime has prepared 
only freshly brewed beverages made on-site by trained 
‘tearistas’ across its 105 outlets nationwide.

In early 2013, Chatime carried out its efforts to localise the 
brand through collaborations with GSK Horlicks and Kraft Oreo. 
The branding effort proved to be a right move in kick-starting a 
new road for Chatime beverages to pioneer.

Despite its achievements, the greatest challenge for Chatime 
continues to be maintaining its position of being at the 
forefront of product innovation. As such, it strives to introduce 
new flavours that will meet the needs of the adventurous taste 
buds of Malaysian consumers. Chatime agrees that serving 
lifestyle beverages in a country with such diverse cultures while 
finding the perfect thirst-quenching flavour to remain relevant 
to all Malaysians can be a very daunting task  -  but is still a top 
priority.

Chatime believes, with the support and backup of a strong 
and creative research and development team in Taiwan, the 
options for exploration are endless and it has and will continue 
to meet its challenges with flying colours. The long-term aim 
for Chatime is to see if its consumers enjoy a cup of beverage 
that is perfected - down to each individual taste bud.

For such, Chatime ventures to tap into the Malaysian market 
through keen observation of the buying trend. The objective is to 
meet consumers at their doorstep in order to make purchasing 
beverages from a Chatime outlet a convenient task. As of July 
2013, Chatime has achieved its first greatest milestone by 
strategically opening 100 outlets nationwide in just three years 

since its inception. Globally, Chatime also achieved a milestone 
of 1000 outlets.

BRANDING EXERCISES

Apart from its Facebook, Instagram and Twitter presence 
on social media, Chatime pushes for closer and stronger 
relationships with its customers by launching its official website 
(www.chatime.com.my), and more recently, Chatime’s ‘official 
account’ on the WeChat mobile app.

One of Chatime’s most recent initiatives was the introduction 
of its Thirst-Day Deals to reward its loyal members. The special 
promotions and discounts offered to Thirstea members aims at 
building a network of loyal customers and at the same increase 
its brand presence in the Malaysian market.

Taking on a new ‘purple look’, custom-designed by local T-shirt 
apparel consultants, Chatime Malaysia aims to introduce 
freshness – served alongside refreshing beverages by trained 
‘tearista’s’. Organisationally, Chatime aims to hit 250 outlets in 
Malaysia by 2015, while maintaining its series of four product 
launches every year.

Through constant enhancements in products and services via 
cutting-edge innovation, Chatime strives to continue shaping 
the ‘lifestyle tea’ culture in Malaysia for many more years to 
come.

THE  BRAND

Localising  via  Collaborations

website :  www.chatime.com.my
facebook : www.facebook.com/chatimemalaysia
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Established in 1997, Dura-Mine Sdn. Bhd. is a manufacturer 
of PVC & HDPE pipes used for infrastructure applications 
in telecommunications, water, gas, sewer and industrial 
pipe systems. The company which initially started 
off with two production lines now has 12 production 
lines which cover HDPE telecommunication ducts, 
telecommunication micro-ducts, PVC pipes, water pipes, 
water meters, PE accessories and optical fibre cables at 
its factory in Beranang, Selangor Darul Ehsan.

Dura-Mine Sdn. Bhd. holds the distinction of being  
the first manufacturer of the co-extruded duct in the 
ASEAN region with a super SLICKCORE permanent inner 
lining and is one of the pioneers in introducing the pre-
lubricated inner-layer duct to the ASEAN market. The PVC 

and HDPE pipes are manufactured under strict quality 
systems and adhere to SIRIM guidelines.

All Dura-Mine products are manufactured and tested 
according to recognized national and international 
standards such as SIRIM ISO 9001 and MS1058. The brand 
is also registered with SPAN MALAYSIA, IQNET and other 
authorities and is committed to providing products and 
services that meet or exceed customer requirements.

The clients of Dura-Mine Sdn. Bhd. include large 
corporations in Malaysia. The brand serves its customers 
in the region and worldwide through distributors and 
agents.

The mission of Dura-Mine Sdn. Bhd. is to be a reliable and 
innovative manufacturer that is market-driven, efficient 
and successful. With a pool of experienced and talented and 
hands-on engineers and technical support staff, the brand has 
accordingly grown to become a leader in the ever-expanding 
sectors of telecommunications, sustainable construction and 
infrastructure development.

The Dura-Mine brand is well-known in the telecommunications 
and utility industries and is a name that is associated with good 
quality products of fair value. The usage of high-grade virgin 
resin ensures that its products retain their optimum mechanical 
and physical properties, simultaneously giving them a longer 
lifespan. The brand is also supported by an excellent supply 
chain and engineering solutions that meet the expectations of 
its customers.

While Dura-Mine Sdn. Bhd. has captured a significant market 
share in the industry, it is ever-mindful of the stiff competition 
that exists. To this, the brand is committed towards improving 
the quality assurance and cost-efficiency of its products 
through extensive research and development and innovation 
to meet the demands of ever-evolving technology worldwide. 
It continues to upgrade, update and review its product lines 
to deliver the best solutions to its customers and provide a 
positive brand experience.

To further build brand awareness, Dura-Mine Sdn. Bhd. 
participates in local and international trade fairs organised 
by MATRADE and other trade agencies. By taking part in these 
exhibitions, the company has been able to promote the brand 
and secure new businesses.

The success of Dura-Mine is clearly the product of years of 
perseverance, patience and hard work, coupled with smart 
initiatives. The management inculcates good brand values that 
cascades down to the staff and every employee is committed 
to ‘doing the job RIGHT the first time around’. This has helped 
to strengthen the brand image of Dura-Mine as reliable, 
professional and trusted.

With such a strong commitment from the management and 
staff, Dura-Mine Sdn. Bhd. has won many awards since its 
establishment. It is now working with SME Corp Malaysia and 
SIRIM on the 1-InnoCERT Programme. This is a certification 
programme by SME Corp Malaysia to recognise and certify 
innovative companies in Malaysia.

THE NEXT LEvEL

Concerning future plans, Dura-Mine is working to bring the 
brand to a higher level by introducing a wider range of products 
for the domestic market and establishing a stronger presence in 
the international market scene.

THE  BRAND

Envisioning  Its  Mission

PROTECT YOUR INFRASTRUCTURE

website : www.dura-mine.com
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Incorporated in August 1995, Felda Agricultural 
Services Sdn. Bhd. (FASSB) provides technical support 
to the oil palm industry and to the Felda Group in the 
agricultural industry. Formerly known as Perbadanan 
Khidmat Pertanian Felda, this research arm of FELDA 
conducts research and development (R&D) activities and 
disseminates its findings to all FELDA projects through 
technical and advisory visits, training and publications.

With 16 research centres dedicated to R&D activities, 
FASSB’s expertise lies in the areas of oil palm breeding, 
biotechnology, tissue culture, agronomy and crop 
protection. The centres also conduct research in 
applied technologies to improve quality, productivity 
and efficiency of plantation operations. FASSB has also 

expanded its R&D activities in midstream and downstream 
areas such as beneficial microbes, phytonutrients, 
milling research and food/non-food research.

FASSB’s mission is to be a leader in oil palm R&D by 
providing high quality planting materials and agricultural 
inputs. With said mision, the research centre enhances 
the productivity of the FELDA Group, its smallholders and 
the Malaysian agricultural sector.

With the vision to provide quality support to the FELDA 
Group and its smallholders, FASSB works towards fulfilling 
customer’s satisfaction by providing superior analytical, 
advisory, and agricultural services via its qualified, highly 
professional and dedicated personnel.

Malaysia is presently is one of the ‘big players’ in the oil palm 
industry in the world and the efforts by FASSB and the Felda 
Group have made significant contributions to the national oil 
palm industry.

Felda Yangambi is the top-selling brand for oil palm seeds in 
Malaysia with the biggest market share at 37 percent of seed 
supplies. Embarking upon palm seed production since 1970, 
Felda Yangambi has more than 40 years’ experience in oil palm 
breeding. Currently 70 percent of production is for the external 
non-Felda markets. These high-yielding seeds were developed 
through conventional breeding and lately augmented by 
biotechnology - which consists of deciphering the genetics of 
oil palm, sequencing and annotating the oil palm genome.

With the aim to enhance quality, Felda Yangambi always 
measures effectiveness and efficiency of its production with the 
implementation of a high technology system and equipment 
at its seed production labs located at Jerantut, Pahang, Bukit 
Besar Station, Johor, and Sahabat 6 Station, Sabah - resulting 
in more than 25 million seeds produced on average per year.

In line with the brand’s tagline, “To Produce Premium 
Planting Materials for the Industry”, more intensive breeding 
programmes have been carried out to ensure that upgraded 
or improved planting materials with special traits are made 
available to the market.

The brand’s good quality management systems and stringent 
quality controls of seed production have complied with the 
SIRIM Quality Management System for seed production. FASSB 
was also awarded the MS ISo 9001:2000 certification and the 
SIRIM MS 157:2005 certification for the production of oil palm 
seeds for commercial planting.

With the objective to create brand awareness, FASSB constantly 
participates in major exhibitions and conferences such as the 
MPOB International Palm Oil Conference and the Incorporated 
Society of Planters National Conference. Besides advertisements 
in agricultural magazines such as Asia Palm Oil, Agroworld and 
The Planter, FASSB gets support from the marketing team by 
conducting road shows and promotional events, which has 
further strengthened its brand image.

GRoWTH PoTENTIAL

Aspiring to be a global player, the listing of Felda Global 
Ventures Holdings Berhad (FGV) in June 2012 as the second 
largest IPO in the world has given FASSB an extra advantage in 
expanding its market internationally. With the recent move of 
the government to liberalise the selling of oil palm seeds, FASSB 
believes that it has potential to promote its line of products and 
as well as Felda Yangambi on the international platform.

THE  BRAND

Industry  Leader

website : www.feldaholdings.com 
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Founded in the year 2000, Global Top Technologies Sdn. 
Bhd. (GTC) is an integrated security access control and 
surveillance solutions expert. The company has since 
grown to become the trusted market leader in digital 
surveillance systems, providing service to homeowners 
and businesses.

Globally, the company has captured the digital 
surveillance markets in Singapore, China, the Middle 
East, India, Indonesia, Vietnam, the Philippines, 
Thailand, Australia and South Africa. GTC’s plan for the 
future is to promote business continuity and accelerate 
profits through its business partners and franchisees.

Aiming to be a one-stop surveillance solutions provider, 
GTC’s tagline is, “Peace of Mind”; something the brand 

wishes to bless its customers with. In the last few years, 
the brand has proven itself to be at par with its portfolio 
of quality clients and continues to secure the trust of 
numerous companies looking to enhance and protect the 
well-being of people, property and profits. GTC believes in 
making sure its consumers are taken care of the minute 
a purchase is made.

The home-grown brand is committed to acquire, upgrade 
and deliver affordable, advanced digital-age technologies 
to resellers and customers in order to support their 
business productivity. As the first surveillance system 
franchise in Malaysia, GTC is recognised as a trusted local 
surveillance system solution by the Ministry of Domestic 
Trade, Co-operatives & Consumerism (MDTCC).

In the past, the perception concerning CCTVs in Malaysia 
was not encouraging. There was not enough CCTV usage in 
households in Malaysia. The quality did not match the price 
paid and the features, clarity, durability were not up to 
expectations. GTC took up the challenge and responsibility to 
change the perception of CCTVs in the country by developing 
better technology and utilising quality components in its 
products and services.
Today, the brand provides a one-stop service for Security 
Access Control System, CCTV System Integration Design, CCTV 
Clinic and Consultancy, Distribution, OEM, ODM and Security 
Management Service.

GTC offers a wide range of innovative products that are durable, 
energy-saving and most importantly, able to capture clear 
images on demand. In order to upgrade and improve GTC 
products to meet the ever-changing market needs, the company 
ensures their products have their own Industrial Design (ID MY) 
that is on par with many international brands.

When MDTTC invited GTC to provide franchise opportunities 
to local entrepreneurs, GTC took it as a sign to expand its 
business and contribute to the economic growth of Malaysia. 
To sustain its staying power and competitiveness in the market, 
the company continues to observe the economic climate and 
consumer trends while improving its administrative system and 
strengthening it management team.

Apart from having the latest technology and quality products, 
the staff of GTC plays an important role in the success of the 
brand. To this, GTC has a culture that stimulates, recognizes 
and rewards employees’ efforts. The working environment plays 
an important part in staff productivity, hence the company 
constantly engages and motivates its workers through various 
initiatives.

SURvEILLANCE AHEAD

GTC continues to work towards achieving its vision and is 
committed to acquiring, upgrading and delivering affordable, 
advanced digital-age technologies to resellers and customers 
to support their business productivity. Through a long-term 
commitment to this mission, GTC wants to live up to the 
philosophy of helping people start successful businesses.

As innovation is the lifeline of GTC, it will continue to ensure 
that its products and services are of high technology, creative 
and innovative. GTC will introduce more CCTV Clinics nationwide 
and educate consumers on the importance of security and how 
to prevent unlawful activities by providing complimentary 
consultation and security system briefing. This is to meet 
the brand’s objective of providing and maintaining a safer 
environment for all Malaysians.

THE  BRAND

Meeting  Expectations

website : www.globaltop.com.my

website : www.facebook.com/IGS.com.my



2012
AW A R D S

best brand in Consumer
 - Fresh & Low Fat Milk

PRODUCT BRANDING

106

Goodday is a household name in Malaysia and the 
dairy brand is known for its superior quality fresh milk 
which is free from preservatives and additives. The 
milk is pasteurized - meaning it is heated to the right 
temperature which kills all the harmful organisms; yet 
retains its freshness, vitamins and nutrients. The product 
is rich overflowing with goodness, containing calcium, 
protein, Vitamin A and Vitamin D that make consumers 
healthy and strong. Goodday has been around since 
1968 and has become the preferred choice for consumers 
seeking nutritious fresh milk.

Goodday is available at all modern and traditional trade 
channels such as major hypermarkets, supermarkets, 

petrol kiosks, convenience stores, minimarts, sundry 
shops, hotels, restaurants, cafés and many more.

Goodday is produced by Susu Lembu Asli Marketing or 
SLA and is the pioneer in the pasteurised milk market 
in Malaysia. The company is now one of the leading 
manufacturers and distributors of pasteurised fresh milk 
and chilled beverages in Malaysia.

SLA’s manufacturing facility, Susu Lembu Asli Johor 
(SLAJ), is in Johor Bahru while its warehouse and office 
are located in Petaling Jaya. The company also has other 
branches around Peninsular Malaysia. Both SLA and SLAJ 
are subsidiaries of the Etika Group of Companies.

Drinking a glass of milk for breakfast every morning constitutes 
a healthy start to the day. It is with this in mind that SLA coined 
the vision, “To produce a Good glass of natural fresh milk for 
Malaysians every Day”.

For over four decades, SLA has been bringing quality fresh milk 
to the homes of Malaysians and its brand mission is to be the 
best in the dairy business by delivering products of the finest 
quality and maintaining the highest standard of excellence 
for its customers. As milk has a low shelf life, SLA continues to 
invest in research and development to ensure that the freshness 
and nutritional value of its products is maintained during the 
process of transportation from its warehouse to retail outlets.

SLA continues to introduce new products to ensure that the 
company remains at the forefront when it comes to bringing 
forth innovative health products that meet the demands of 
discerning consumers in an increasingly competitive market. 
Under the Goodday dairy brand, the Low Fat Milk, Chocolate 
Milk, Full Cream Milk and assorted UHT Milk range have been 
introduced under the same name.

As a responsible organisation, SLA has been actively working 
with the agriculture, farming and veterinary departments of 

the Malaysian government in various agricultural projects to 
ensure that there is a sufficient supply of raw milk in Malaysia. 
SLA continues to have close connections to dairy farmers 
throughout Malaysia and has over the years provided support 
to these farmers and assisted them in the obtaining of better 
prices for the milk their livestock produce. SLA also accepts the 
supply of milk during low seasons such as festive seasons when 
the demand is low so that the milk farmers’ income is not lost.

In spite of increasing competition from other brands, SLA has 
been able to build on its brand sustainability due to the support 
and contributions of its dedicated group of hardworking and 
loyal employees who have been with the company for decades 
as well as the ongoing support from the local agriculture and 
farming departments in Malaysia.

FUTURE PRoSPECTS

SLA will continue to explore new markets, both domestically 
and internationally, to promote Goodday and its multifarious 
range of products. As consumers become increasingly aware 
of the need to maintain a healthy lifestyle, Goodday is indeed 
assured of a warm a place in their lives and homes.

THE  BRAND

A  Healthy  Start

website : www.goodday.com.my
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Established in 1949, Kordel’s has been one of the most 
trusted names in vitamin, mineral, herbal and food 
supplements for decades. The result of the expertise 
and vast experience of its founder, Dr. Lelord Kordel, 
Kordel’s today is well-known for its pioneer programmes 
in nutritional healing through natural products and 
supplementation.

Kordel’s takes its brand values very seriously and 
endeavours to observe, fulfil and satisfy the requirements 

of its customers, regardless of age and background. Thus, 
its range of nutritional supplements caters to children, 
adults and the elderly and comprises daily nutritional 
supplements such as multivitamins as well as targeted 
therapies such as Evening Primrose Oil for women and 
glucosamine for those who lead active lives.

At Kordel’s, only the freshest ingredients are used in its 
supplements and the products are constantly reviewed 
to meet the needs and expectations of today’s lifestyle.

Despite being a tried, tested and proven brand, Kordel’s is 
never satisfied with its achievements and continues to strive 
for excellence. More importantly, it never fails to highlight 
the importance of good nutrition and a healthy lifestyle in 
ensuring overall health. For the past five years, Kordel’s has 
been organising the Kordel’s Charity Walk, a joint venture with 
the Arthritis Foundation Malaysia (AFM). All proceeds from 
this annual event go towards helping the AFM improve the 
quality of life of those with arthritis, particularly in helping the 
underprivileged acquire sufficient funds for joint replacement 
surgery.

Kordel’s also strives to use the latest technology in order 
to ensure that its products are of the highest quality while 
meeting stringent safety guidelines. This includes introducing 
effervescent tablets for Vitamin C Plus Zinc, a delivery method 
that enhances the absorption of the active ingredients, as well 
as packaging its Evening Primrose Oil capsules in amber glass 
bottles at the site of production to minimise exposure and 
contamination.

Over the years, Kordel’s has been the name associated with 
numerous health supplements and some of its most popular 
products include Kordel’s Glucosamine and Chondroitin 
500/400, Evening Primrose Oil 1000mg, Effervescent Vitamin C 
1000mg Plus Zinc, Co-Enzyme Q10 60mg and Hi-Omega Fish Oil 
1000mg. In spite of all this, Kordel’s continuously introduces 
new items to its line of products, the most recent being Kordel’s 
Active Oat 35™. This product contains PromOat™, a patented 

oat bran powder with a high beta-glucan content that will go 
a long way in helping reduce cholesterol levels and maintain 
heart health.

Kordel’s Kid’s caters to the nutritional needs of children. The 
special formulation in its Multivitamins, Vitamin C and Omega 
3 have helped young children to maintain good health.

A brand noted for the safety, efficacy and quality of its products, 
Kordel’s has been the recipient of many customers’ choice and 
readers’ choice awards - presented by various magazines and 
pharmacies a series of achievement it hopes to continue for 
many years to come.

WINNING SyNERGy

In Malaysia, Kordel’s is marketed by Cambert (M) Sdn. Bhd., 
one of the earliest companies to establish its presence in the 
health food market in Malaysia. The vision and mission of 
Cambert (M) Sdn. Bhd. are in line with that of Kordel’s - which 
is to maintain a high standard of quality health care in the 
Malaysian supplement industry. The company strives to teach 
consumers how to achieve wellness in the various areas of their 
lives; mental, emotional and physical, by offering products that 
target their specific health needs so they can enjoy a lifetime 
of good health. Established in 1985 and starting as a small 
company, Cambert (M) Sdn. Bhd. has grown to be a market 
leader and is widely known for its quality products and services.

THE  BRAND

Preferred  Brand

website : www.kordels.com.my
facebook :  www.facebook.com/Kordels

PRODUCT BRANDING
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Agroharta Fertilizer Sdn. Bhd. was set up in 2003 by 
Dato’ Loo Yeng Soon. From its humble beginning as a 
local fertilizer manufacturer in Port Klang, the company 
has now become a major contributor to Malaysia’s 
agricultural development and economics.

Thanks to the focused direction and continuous efforts 
by the company’s management, Kuda Merah became 
established as a well-known brand amongst local 
planters, farmers and fertilizer suppliers in the country’s 
open market. The company’s motto, “Your Hope, 
We Care”, is a philosophy its holds fast to in its daily 
operations. The brand’s commitment is reflected in its 

constant efforts to control and maintain quality - in order 
to ensure that the products offered are of high standard.
Agroharta produces a full range of plantation fertilizers, 
including compound fertilizers, granular mixture 
fertilizers, mixture fertilizers, straight fertilizers and 
organic foliar fertilizers. The fertilizer manufacturer offers 
more than 10 varieties of products to meet domestic 
agricultural needs. The company can also produce 
fertilizers according to clients’ needs or formulas.

Agroharta is an up-to-date company and proves this by 
constantly achieving higher levels of performance for its 
own development and the betterment of its customers.

Keeping market demands in mind, Agroharta offers more than 
10 varieties of products to meet the agricultural needs of the 
nation. It can also produce customised fertilizers in accordance 
with customer requirements.

Agroharta fertilizers contain all essential and balanced 
minerals and they are granulated in double-layered packing to 
prevent wastage. As such, the fertilizers are easy to store and 
convenient to use. The Kuda Merah brand is a compound which 
is suitable for all kinds of plants. Using the latest techniques 
and technology from Germany, the water-soluble compound 
fertilizer provides a balanced nutrition to crops, assuring 
a better harvest as well as improving quality and raising 
productivity.

With at least 40 percent of phosphorus for better absorption of 
nutrients via roots, the advanced technology infused is able to 
generate quality fertilizers which are suitable for a wide range 
of crops. Every fertilizer granule contains all the essential and 
balanced minerals for enhancing growth, as well as increasing 
both the quantity and the quality of the harvest; simultaneously 
preventing wastage.

Apart from Kuda Merah, Agroharta’s other popular brand is 
Sawit King. It is formulated according to local weather and 
soil features. The product contains high potassium, borax and 
humid acid to enhance soil nutrients. This apt is for assured 
growth, better quantity and higher quality of the final harvest.
The biggest challenge faced in the fertilizer manufacturing 

industry is the heavy competition from local factory-made 
fertilizers in the market. With this challenge already anticipated 
by Dato’ Loo, the company has been investing in production 
technology since 2003.

The technology used by Agroharta is adopted from Germany 
and it has helped to produce the balanced NPK Compound 
Fertilizer for farmers. The company also invests in research and 
development (R&D) in order to formulate the best and most 
suitable fertilizers for planters; particularly for those in the 
rubber and oil palm plantations.

The company has incessantly made efforts to grow its brand 
name by participating in international exhibitions to promote 
and further uplift the brand position of Kuda Merah.

STRETCHING ITS FooTPRINTS

Agroharta keeps improving itself to achieve a higher level of 
performance in the coming future. Its continued diligence in 
high-tech research and investment in highly skilled scientists 
act as a medium to create more products and services to fulfil 
agricultural needs; both for the local and export markets. The 
company is looking to expand its production facilities in order 
to cater for the increasing demand of products. In addition to 
that, it is also looking into increasing the range of products 
- simultaneously becoming a one-stop solution entity for 
agriculture-related products.

THE  BRAND

Building  Strong  Foundation

website : www.agroharta.com.my
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Maxonic is a household name where consumer plastic 
products are concerned. Established in 1999, Maxonic 
Marketing Sdn. Bhd., based in Penang, manufactures 
plastic house wares, kitchenware, furniture, gardening 
supplies as well as OEM products.

 It has more than 13 merchandise categories and 
over 1000 types of products which are sold in major 
hypermarkets such as Tesco, Giant, AEON, Mydin and 
other supermarkets and retail outlets.

Maxonic is the leading plastic supplier to Tesco Malaysia 
for the past ten years. With such a strong partnership, 
Maxonic has been invited to become a ‘strategic partner’ 
with Tesco Thailand and this is a testament of the brand’s 
success and endorsement of its products’ superior 
quality. 

Through strategic tie-ups with overseas wholesalers, 
the brand has extended its presence to countries like 
Singapore, Hong Kong, New Zealand, Australia, Vietnam 
and Mauritius

The brand mission of Maxonic is to be the market leader in 
plastic house ware and kitchenware by continuously offering 
value for money, innovative, stylish and quality products that 
meet the needs of consumers. By maintaining prompt delivery 
to the outlets, the brand’s Key Performance Index (KPI) for 
goods delivered is a maximum of three days’ lead time and this 
has enhanced its leadership position.

The organization is highly regarded in the market for these 
attributes which have earned the confidence and recognition of 
its business partners, simultaneously contributing to its long-
term business success. Most of its customers are repeat patrons 
who have been with the brand for more than 10 years. The sales 
revenue for Maxonic has grown more than nine fold from when 
it first started to RM90 million in 2012.

To gain better market share, Maxonic is a regular participant 
in local and international trade fairs. It also sponsors events 
and campaigns as well as conducts joint promotions with 
its hypermarket customers. The brand also introduces new 
products with attractive designs, colours and functions to 
entice and create excitement amongst the customers. Maxonic 
also provides custom-made services to suit the needs and 
requirements of individual customers.

The products created are also environmentally friendly and the 
company practices a zero wastage policy. Plastic waste during 
production is collected and broken down into small flakes and 

straps which are then reused in production. Similarly, products 
returned from customers are melted and moulded into pellet 
form to be reused in production.

The company’s recycling policy has enhanced its corporate 
image as a ‘green brand’ in the eyes of its existing and 
potential customers as many of them stress on the importance 
of selecting vendors with strong commitment to environmental 
management systems. By complying with its zero wastage 
policy, Maxonic has minimised its carbon footprint in the 
environment.

With over 14 years of presence in the industry, Maxonic has 
won numerous prestigious awards such as The BrandLaureate 
SMEs BestBrands Award 2013, Famous Brand Supplier of the 
year 2008 by Giant Hypermarket and Top Growth Award 2012 
by Tesco.

CHARTING THE FUTURE

As the brand in constant pursuit of catalysts for greater 
growth, Maxonic will go on to enhance its branding initiatives 
in order to stay ahead of the competition. It is confident that 
it will realise its ulimate mission of being the leader in the 
industry by meeting its brand promises and providing positive 
brand engagement with its customers in the areas of product 
innovation, customer service and prompt delivery.

THE  BRAND

Sustaining  Growth

website : www.maxonic.com.my
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Established in 2006, Nashmir Capsules Sdn. Bhd. is the 
first Malaysian company that manufactures halal (kosher) 
hard gelatine capsule sheaths for the pharmaceutical 
industry. The company started off as a distributor of 
imported pharmaceutical capsules from India before 
moving on to manufacture its own product.

The produced capsules use bovine gelatine which is 
imported from India and is certified by the Malaysian 
Islamic Development Department (Jakim). Apart from 
bovine gelatine capsules, Nashmir Capsules Sdn. Bhd. 

also manufactures HPMC capsules as an alternative to 
animal-free products.

Seventy percent of Nashmir hard gelatin capsules 
are sold in Malaysia while the rest are exported to 
countries such as Indonesia, Bangladesh, Africa and 
some countries in West Asia. Under the stewardship of 
its Managing Director, Datuk Kadhar Shah Abdul Razak, 
the  brand intends to further expand its global footprint 
in the industry.

Having identified the demand for hard gelatine capsules in the 
pharmaceutical and healthcare industries, Nashmir Capsules 
Sdn. Bhd. continues to build on its business by evolving itself to 
become a manufacturer rather than remain a mere distributor.

To get the ball rolling with its manufacturing operations, 
Nashmir sent eight of its staff to India to learn the technology 
of producing halal capsules. It then invested RM15 million 
to set up its own manufacturing facility in Seberang Jaya, 
Butterworth. The plant has three state-of-the-art machines 
which manufacture 10 million capsules per day and production 
is targeted to hit 40 million capsules daily by 2013 when it runs 
on full capacity with 12 machines.

High standards of operating procedures are adhered to at 
Nashmir in order to ensure that its capsules meet the strict 
requirements of the pharmaceutical industry. The capsules 
themselves, produced in various sizes and colour combinations, 
are made from two separate pieces - empty hard gelatine 
capsule halves with a two-stage interlocking feature. This 
enables the capsules to be opened up easily for filling and then 
be securely locked for packing and distribution.

The brand abides by the principle, ‘prevention is better than 
cure’, with the main thrust on quality control. It identifies 

The Four Basic Elements of Quality Control as: The Personnel, 
The Materials, The Machinery and The Method Employed and 
aligned them to the organisation’s core ideology and quality 
policy. The company’s Quality Control Department strictly 
examines the confirmation of its products and inputs at all 
stages; while the filling performance of capsules on the filling 
machine is checked for each and every box. The hard gelatine 
capsules are properly packaged before being delivered to the 
clients; and with proper storage conditions, they have a shelf 
life of many years.

Continuous research and development and innovation is 
needed to ensure that the brand stays ahead of its competition. 
In line with said aspiration, Nashmir has expanded the number 
of its team of researchers and scientists to sixteen, with eight 
of them being from India.

FUTURE DEvELoPMENTS

With the global pharmaceutical industry experiencing 
positive growth, Nashmir Capsules Sdn. Bhd. is poised for 
greater success. The company will continue to upgrade its 
manufacturing facilities by investing in better machinery to 
meet the ever-increasing demand from the export market.

THE  BRAND

Seizing  Opportunities

website : www.nasmirholding.com.my
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Pacific Coffee Company was established when its founder, 
a Seattle native, arrived in Hong Kong to find a city 
bustling with entrepreneurism and energy, but visibly 
lacking in places for people to simply relax and have a 
good cup of coffee. He then set out to create an ‘urban 
oasis’ in the form of a coffeehouse for the people of Hong 
Kong, known as Pacific Coffee, which was opened in 1992.

Since then, Pacific Coffee has been having an impressive 
journey of growth in Hong Kong, and spread its brand 
to China, Macau, Singapore, Cyprus and Malaysia. In 
Malaysia, Pacific Coffee is managed by Perfect Cup Coffee 
(M) Sdn. Bhd. and the first outlet was opened in 2010 at 
IOI Boulevard. In just a span of three years, the company 

has opened nine outlets in Kuala Lumpur and Penang. All 
these outlets are situated at busy shopping malls such as 
Sunway Pyramid, Paradigm Mall, Pavilion KL and Gurney 
Paragon.

The vision of Pacific Coffee is to proliferate the brand 
across Asia and the brand’s popularity and opening of 
new stores is an indication that it will be able to meet 
its vision. In 2011, Pacific Coffee opened its 100th outlet 
in Hong Kong  -  a testimony to the brand’s popularity 
amongst coffee die-hards. The brand has been voted 
as the ‘Most Preferred Coffeehouse’ by the Hong Kong 
Economic Journal.

The concept behind Pacific Coffee is to provide customers with 
great espresso based coffees and beverages, a comfortable 
place to relax and good choice of food to accompany the cuppa. 
This is undoubtedly in line with its tagline, “To Provide the 
Perfect Cup Anywhere, Anytime”.

The rich taste and aroma of Pacific Coffee is derived from its 
premium coffee beans which are sourced from around the 
world and roasted to a unique specification that forms the 
trademark of Pacific Coffee. Its signature coffee is the Crema 
Scura, an organic coffee blend which originates from Costa 
Rica, Colombia, and New Guinea.

The Pacific Coffee brand stands for a lifestyle of quality, 
sophistication and affordability. It is committed to providing 
customers with the best brand experience through its product, 
service and store ambience. Cheerful baristas greet customers 
as they enter these outlets and assist them in their selection 
of coffee; while comfortable chairs and couches as well as 
soothing music provide a relaxing environment. For those who 
wish to browse the Internet, complimentary Wi-Fi service is 
available. With this, Pacific Coffee has become ‘more than just 
a cup of coffee’  - but has created a cosy space for its customers 
to relax, socialise or enjoy their own personal space and time.
To ensure consistency in terms of products and services, 

all Pacific Coffee stores in the region adhere to the brand’s 
standard operating procedures. Patrons can expect the same 
level of quality coffee and customer service at any of its stores, 
be it in Hong Kong, Malaysia or Macau.

A good brand needs an equally good level of promotion. 
Pacific Coffee has a blueprint that covers all mediums and 
platforms of communication. It advertises in local newspapers 
and magazines. It also co-brands with organisations from 
other sectors such as mobile telecommunications, banks 
and institutions, to name a few; and supports the local 
movie industry by sponsoring film productions. The brand 
communicates with its customers through social media and 
uses said platform to track the effectiveness of its marketing 
programmes.

BRAND PRoLIFERATIoN

To maintain its brand position, Pacific Coffee will continue to 
provide customers with a holistic brand experience to attract 
more clientele and convert them into loyal customers. To 
achieve this, it will continue to upgrade its products and 
services, set up more stores in major cities and interact through 
social media to escalate brand exposure and make its presence 
truly felt.

THE  BRAND

Great Coffee,  Great Times

website : www.pacificcoffee.com
facebook : www.facebook.com/PacificCoffeeMalaysia

best brand in F&B 
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Founded in 1993, Proguard Technologies (M) Sdn. Bhd. is 
owned and managed by two partners, Lee Ngai Mun and 
Cindy Choh, who hold the title of Chief Executive Officer 
and Chief Financial Officer of the company respectively.

Proguard provides a highly competitive range of personal 
protective equipment to various industries in Malaysia 
and South-East Asia; including Vietnam, Indonesia and 
Pakistan. These goods are produced by its associate 
manufacturing arm, Meta-Alliance Industries (M) Sdn. 
Bhd.

The brand has been supplying its house-brand safety 
equipment to major industrial customers and utilities 
both locally and internationally. Proguard has a total 
of 80 full-time management and operational staff in 
distribution centres across the nation.

With a business philosophy focused on supplying the 
correct protection equipment at a competitive price, the 
brand’s main focus include anticipating emerging needs 
in all environments, providing customers with innovative 
equipment and value-added services.

Proguard products are known as the ‘No.1 Personal Protective 
Equipment in Malaysia’. The company offers clients a 
comprehensive range of safety products from head & eye 
protection, fall protection equipment, marine lifejackets, safety 
vests, traffic-control equipment, safety footwear, signage and a 
host of other safety products.

Proguard’s major customers come from the construction, 
distribution, manufacturing, oil & gas, food processing 
and utilities sectors. These clients are comprised of large 
corporations as well as small and medium enterprises (SMEs). 
With a current market share of 25 percent, Proguard presently 
exports its products to countries in South-East Asia as well as 
Papua New Guinea and Fiji.

The company conducts promotional exercises through various 
sales and marketing tools, including brochures, catalogues 
and training development. It also advertises the brand in trade 
directories such as Yellow Pages, Info Pages, Malaysia SME 
Business Directory and participates in various exhibitions.

With the brand’s vision of becoming a leader in the safety 
industry and being recognised on the global platform, Proguard 
continues to focus strongly on quality products, with safety and 
reliability being the brand’s unique selling proposition. It also 
aims to provide a one-stop solution for innovative and quality 
services.

Proguard’s emphasis on quality can be seen in its safety helmets. 
With a unique slide-lock which is easily adjustable and equally 
comfortable, the system is specially designed together with an 
eight-point moulded shock-absorbing suspension system which 
provides essential crown clearance to absorb impact energy - 
thereby maximizing safety.

This focus is certainly in line with the company’s quality 
policy and its commitment to continually improve the quality 
management system to strengthen teamwork and on-time 
delivery; while providing quality safety products and services 
which ensures customer satisfaction. Proguard’s dedicated 
sales force lends its support to the stockists and distributors. 
The brand ambassadors are able to promote the brand and 
provide technical advice and solve problems effectively.

BRAND EXPANSIoN

The company plans to increase its range of personal protective 
equipment and to become an industry leader in the market. 
Proguard will also go all the way to promote the brand to all 
of Asia by setting up operations in other countries, including 
Thailand and Cambodia, in the near future.

THE  BRAND

Committed  to  Safety

website : www.proguardsafety.com
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SNoWFLy is Malaysia’s leading shoe brand that is 
synonymous with ‘quality and comfort’. The brand was 
established in 2000 by Mr. Sim Loy Woh, whose interest 
in shoe designing began at a relatively young age. Sim 
mastered the art of shoe design and craft from his uncle 
and prides himself as belonging to a group of skilled 
Malaysian shoemakers who have carved a niche in the 
footwear realm in the local and international markets.

Sim leads a team of shoemakers and technical designers 
at the factory in Seri Kembangan in producing premium 
shoes for the discerning consumer. Having started off 
with just a few staff, SNOWFLY now has a solid team with 
more than 30 years’ total experience in the industry  - 

able to conceptualise new designs and thoroughly 
understand what does or does not work in the business.

Starting with off with women’s footwear, the brand’s 
bestsellers then became ‘pump’ shoes and it subsequently 
expanded the range to include sandals and slip-ons. The 
men’s range was introduced only later and it has grown 
to become highly popular, particularly with the younger 
generation and working crowd.

SNOWFLY shoes are found in all leading departmental 
stores throughout Malaysia and the brand is planning to 
venture into the international market soon.

SNOWFLY shoes are known for their comfort and the brand 
ensures that each collection is carefully designed to function 
as convenient footwear which supports and protects the feet 
from discomfort and soreness; even after extensive walking. 
The upper design of the shoe affects its practical usage; 
therefore only appropriate top designs are incorporated so that 
they provide a nice or adjustable fit for various feet forms and 
shapes. Furthermore, the upper lining of the shoes are made 
from imported leather to provide absolute comfort.

SNOWFLY offers three distinctive product collections for its 
customers: Classic, Absolute Comfort and Active. The Classic (or 
Evergreen) collection is made for those who appreciate the time 
honoured principles of comfort and refined styling; while the 
Absolute Comfort is an ideal choice for those whose priorities 
are comfort and health. The collection features its patented 
Magnetic Health shoes which gently massage and stimulate 

the pressure points for better blood circulation. Last, but not 
least, the Active collection offers a fresh sensation of comfort 
and style for the sprightly individual who luxuriates in leisure 
time travelling and shopping.

MovING AHEAD

Those who have worn SNOWFLY shoes can attest to the brand’s 
claim as being ‘one of Malaysia’s preferred choice of footwear 
for the discerning man and woman’. The shoes’ excellent 
quality and comfort factors are key features of the brand and 
will always continue to be.

Apart from expanding its brand footprints to overseas, SNOWFLY 
will extend its product line to include accessories such as bags 
and belts to meet customer demands.

THE  BRAND

Designed   for   Comfort

website : www.snowfly.asia/default.asp
facebook : www.facebook.com/Snowflyshoes
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A pioneer in Japanese buffet restaurants in Malaysia, 
Grand Saisaki Sdn. Bhd. opened its doors to Malaysian 
food lovers in 1999. The brand name is derived from the 
Japanese word, ‘Shogun’, which means ‘General in the 
Japanese army’. The significance of this is evident in its 
logo, which bears a good resemblance to heroic warlords, 
indicating its readiness to conquer opportunities that 
arise in the future.

Successfully adopting a multi-brand strategy, with 
initially three key brands under its umbrella – Saisaki, 
Shogun and Jang-Gun. Each brand under Grand Saisaki 
signifies a distinctive dining style and targets a particular 

clientele or dining preference, being unique in its style 
and decor, including staff uniforms, tableware and 
interior design. The brands are fully owned by Dato’ Seri 
Michael Chong, the Managing Director of the company.

Armed with the tagline, “Where Everyone Can Buffet”, 
Grand Saisaki is committed to seeking growth and 
success by achieving a sustainable and competitive share 
of the food industry in international shores. As part of 
its strategy towards attaining this ambitious goal, it 
believes meeting the needs and expectations of guests, 
improving in quality and productivity, providing added 
value and customer satisfaction are pivotal.

Focusing on fine and fusion Japanese cuisine, the success of its 
first restaurant at Wisma UOA II, Kuala Lumpur, saw the Shogun 
brand being established in 2005. With a healthy Japanese buffet 
on offer, Shogun was launched at One Utama with a seating 
capacity of 480. Just two years later, another outlet made its 
debut at Sunway Pyramid. 2011 saw the launching of two more 
restaurants – in Fahrenheit 88 and Soho KL.

With vast experience and knowledge about the local market, 
Grand Saisaki has taken new and exciting directions over 
its 14 years in the industry. Thanks to innovative marketing 
strategies, modern management techniques and stringent 
quality standards, it has emerged as a market leader with a 
loyal fan base.

Grand Saisaki is the only Japanese buffet restaurant that 
operates its own centralised food processing and logistics 
centre, which is supported by kitchen testing facilities in 
Solaris. It is equipped with systems to monitor every stage of 
the food preparation process, and conducts advanced food 
testing to analyse and check food samples for consistency of 
quality and flavour.

Quality is a vital part of all brands under Grand Saisaki and 
its success has not been built on the dining culture solely 
but is constantly driven by its emphasis on quality. At all 
levels of operations, a stringent quality assurance system is 
implemented – from its Head Chef to restaurant managers and 
from staff at the back of the house to those in the frontlines.

The staff is carefully selected based on experience. New 
recruits undergo an in-house training programme to learn to 
provide the highest standards of service and professionalism 
to diners. With specific quality standards and procedures to 
follow, optimum efficiency is guaranteed from its restaurant 
operations, including the sourcing and processing of 
ingredients, timely delivery, hygiene standards, staff training 
and daily management - thereby promoting operational and 
cost efficiency.

FUTURE CoNQUESTS

Grand Saisaki has plans to expand its presence with the 
development of new brands like the Shogun Xpress which offers 
iconic items through its array of products. One such item is 
known as ‘Squeezit’, a unique Hokkaido frosty that entrails with 
a ‘Triple X’ sensation - ‘Xtraordinary’, ‘Xciting’, ‘Xperience’, a 
new way of enjoying ice cream when ‘one is just not enough’.

Shogun X will be on the lookout for strategic business partners 
in its expansion plans. The award-winning brand has plans to 
increase the number of buffet restaurants across the nation 
within the next two years; while continuously renovating 
and upgrading its existing restaurants. The company also 
plans to open 50 Shogun Xpress outlets, as part of its business 
model expansion. Grand Saisaki will use its strengths to seize 
opportunities in the international market. The brand aims to 
list its company to further improve its corporate governance.

THE  BRAND

Pursuing  Quality

website : www.saisaki.com.my & www.shogun.my
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Established in 2004, SEDANIA specialises in integrating 
mobile technology into each solution it develops in order 
to deliver premium products. A subsidiary of SEDANIA 
Group, it offers a wide range of carrier-grade, customisable 
solutions that emcompass connectivity, communications, 
content delivery and online surveillance.

With a specialisation in integrating mobile technology 
into a solution to deliver premium products to customers, 
SEDANIA is recognised as one of the leading solution and 
content providers in Malaysia. Its up-to-date services are 
led by professionals with experience in diverse fields, 
including engineering and mobile & communications 
technology.

Having achieved MSC status in 2006, SEDANIA also 
became an ASP Class License holder under the Malaysian 
Communications and Multimedia Commission. The 
company’s innovative products have made it possible 
for it to establish its presence in Bangladesh, Indonesia, 
Cambodia and Vietnam. Back home, SEDANIA’s 
headquarters is located in Kelana Jaya, with several 
offices situated across Malaysia.

Thanks to its robust, scalable and proprietary SMS 
system, SEDANIA is able to handle and maintain good 
services and provide reliable support to its clients while 
experiencing rapid SMS growth in the business. The 
brand is constantly growing - co-developing solutions and 
content with partners, both in Malaysia and beyond.

SEDANIA’s products are developed after thorough understanding 
of its customers’ needs and requirements in accordance with 
the unique situations encountered. Upon formulating the best 
possible solution, the team develops a customised product 
which caters to the wishes of the customer - one that is certain 
to give said customer maximum satisfaction.

As a market-shaper in the field of telecommunications, 
SEDANIA’s services include providing content, either directly or 
indirectly, to various companies in the broadcasting industry - 
both for free-to-air as well as cable stations. The company also 
supplies mobile content and solutions to telecommunications 
companies, which includes services such as the distribution of 
broadcasting equipment and solutions.

Among the solutions SEDANIA provides includes GreenBilling, 
Facebook SMS, M-Reg, and Celcom Mobile Bill. The brand also 
provides enterprise solutions such as As-Sidq, V-Track and Uni-
Sys and mobile applications like Blackberry Islamic content, 
M-Tix and Celebrity Chat Applet.

The unique selling proposition of the company lies in its 
remarkable ability to handle rapid growth in business while 
maintaining good service by providing a high level of support to 
its existing customers. SEDANIA gains ongoing brand awareness 
via the media by being featured in magazines and newspapers 
as well as through retail.

One of SEDANIA’s greatest achievements to-date is the 
development of GreenBilling, a mobile billing solution which 

provides a secure channel for service providers to bill end 
users directly via their mobile phones while offering greater 
personalisation and easy-payment features. The innovative 
and eco-friendly features gained attention worldwide and 
has received due recognition from the World Information 
Technology and Services Alliance via the Global ICT Excellence 
Award in Montreal, Canada in 2012.

GreenBilling generates revenue for banks and 
telecommunications & utility companies by enabling them 
to sell carbon credit estimated to be worth RM120 million a 
year. Organisations that utilise the unique billing solution 
created by SEDANIA will be able to save RM10 million a year 
on printing and bill deliveries. As the name suggests, the 
application is environmentally friendly as it accords a paperless 
bill management system.

Through the award-winning product, SEDANIA has partnered 
with several banks, including RHB Islamic and MBSB in the 
licensing of the As-Sidq system in 2009 and 2012 respectively. 

FUTURE INITIATIvES

With the success of GreenBilling, SEDANIA is committed and 
dedicated to producting more eco-friendly innovations that 
will benefit customers and communities globally. SEDANIA’s 
next project is GreenContract, a digital contract agreement 
solution  with a sophisticated document management system 
digital signature technology that adhere so standards defined 
by governing bodies in the legalising of an agreement.

THE  BRAND

Innovation  - the  Key  to  Success

amn

website : www.sedania.tv
facebook : www.facebook.com/pages/SEDANIA-Group

amn
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The Big Rajah Food Caterers Sdn. Bhd. is a full-service 
catering and event planning company, providing the A 
to Z needed to host a successful function. Founded by the 
late John Joseph Xavier in 1980, The Big Rajah continues 
its tradition of providing a royal banquet experience 
through his son, John William Xavier, a renowned food 
icon and sought-after speaker in Malaysia’s commercial 
food catering sector.

Be it family celebrations, weddings, corporate events 
or signature theme parties ranging from 50 to 15,000 
people, The Big Rajah is able to handle these functions by 
exacting its high standard service and fine food quality.

Since its establishment, the brand has served more than 
1.5 million plates. Its menu. which consists of a wide-
range selection of traditional Malaysian cuisine as well 
as international delights, is prepared and served by a 
dedicated team of well-trained chefs and staff.

With over three decades of experience in the catering 
arena, The Big Rajah is synonymous with great food and 
good service and is known as the ‘Master Chef’ in the 
industry.

In the food catering service, serving delicious, high-quality 
food whilst providing excellent service are crucial to the 
caterer’s success. Where The Big Rajah is concerned, it has set 
a benchmark in Malaysia’s food catering industry and this is 
seen by the numerous accolades that it has received from both 
its customers and their guests.

“Big Rajah is a lifesaver to me. When they do our catering, they 
put in more than what is expected; and sometimes, that is 
more important than good food, which by the way is also great 
in terms of quality.”

“Big Rajah Caterers gives truly royal service with great food of 
your choice; they provide handsome service by dedicated staff, 
create the right ambiance for the function and wrap it all up 
into a nice package. I’m impressed and happy with The Big 
Rajah.”

“The Big Rajah has set a high standard in the food catering 
business in the Klang Valley and beyond. The Big Rajah team 
prepares food which excels in terms of quality, taste and variety 
served. Their waiters and chefs are well trained and offer service 
of high standard to their clients and customers.”

While Managing Director, John William Xavier, is happy 
with such accolades, he continues to push the envelope by 
implementing branding initiatives to strengthen the brand. 
John stays abreast with the latest food concepts and trends 
in order to meet the needs of discerning customers. With the 
introduction of its 24-hour kitchen, food served by The Big Rajah 
is freshly cooked and the quality maintained.

The Big Rajah’s unique differentiation factor is that it does not 
merely ‘sell food’, but rather, forms a ‘partnership’ with its 
customers. The company embarks on a ‘magical journey’ with 
them in their celebrations, be it weddings or anniversaries; and 
this has provided a unique brand experience with a ‘personal 
touch ‘ in the lives of its clients.

ENLARGING ITS DoMAIN

Future plans for The Big Rajah include bringing in more 
professional staff to provide better service to customers and 
catering to an increasingly sophisticated market. The company 
is currently in discussion with its business partners to bring the 
brand to other the states of Malaysia, including as Sabah and 
Sarawak; and to warm the hearts of all Malaysians with great 
quality food.

THE  BRAND

Meeting  Expectations

website :  www.thebigrajah.com
facebook : www.facebook.com/thebigrajah
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Can be big today and great tomorrow!
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Founded in 1979, A Cut Above is definitely a name to be 
reckoned with in the hairstyling industry. From a once 
small 428 sq ft salon, A Cut Above has grown to where 
it is today, befitting a salon of international fame and 
status. Its flagship salon is situated in the Mid Valley 
Megamall, Kuala Lumpur’s most popular and vibrant 
mall. Its satellite salons are located in prestigious malls 
such as the Pavilion, Kuala Lumpur and Bangsar Shopping 
Centre (BSC).

As a premier hair salon in Malaysia, A Cut Above has set 
the benchmark in terms of standard and service in the 
hairstyling industry. Its brand vision is to stay true to its 
name, delivering excellent world-class service which is 
affordable.

The customer base of A Cut Above is of diverse 
nationalities and professions; ranging from students, 
executives, captains of industries to socialites as well as 
royalty from Malaysia and around Asia. Staying true to its 
brand promise, A Cut Above provides excellent services 
through education, training and innovation.

At present, A Cut Above has expanded its brand to consist 
of X-Cut providing cutting and styling services in 15 
minutes; and Restyle, which readies packaged services 
for young executives. In view of the brand’s long-term 
prospects, the A Cut Above Academy has been formed to 
nurture creative hairstyling leaders of tomorrow.

One of the brand’s greatest achievements, as its name implies, 
is staying ahead of its competitors right from the very start. 
A Cut Above constantly pushes the boundaries to ensure that 
it provides the latest and best products and services to its 
customers and this has resulted in the brand winning awards 
after award. In Malaysia, A Cut Above is recognized as a leader 
in the industry and is the choice salon for many Malaysians and 
expatriates residing in the country.

The founder and Creative Director of A Cut Above, Winnie 
Loo, has been instrumental in driving the brand to its present 
success. Winnie is synonymous with A Cut Above and is highly 
respected in the hairstyling industry, both in Malaysia and 
around the world.

Reaching the pinnacle of success and sustaining it is not 
necessarily an easy task. Like other brands, A Cut Above 
constantly faces challenges from the internal and external 
facets of its business; but the team’s ability to remain alert 
and prudent at all times has proved to work for it. The constant 
drive and determination to succeed has always pushed the 
group forward and kept it on its toes with the apt inertia to 
achieve the next big vision.

A Cut Above continues to explore all avenues and set trends, be 
it the latest hairstyles and colours, or new services to provide a 
complete brand experience for its customers. To create brand 
awareness of its latest initiatives, A Cut Above has positioned 
itself on social media platforms such as Facebook and Instagram 
and revamped its existing website to better fit the new era.

STyLING AHEAD

A Cut Above celebrates its 35th anniversary in 2014 and to 
further strengthen its brand positioning and build a higher 
platform in the market, it launched a customer loyalty card 
called A Card Above. The program was carried out to further 
augment relationships with its clients and to capture potential 
markets. The brand will be launching its franchise system 
for Restyle and X-Cut early next year, together with many 
other exciting projects that are currently in the pipeline. The 
hair salon group’s determination and passion for progress is 
undoubtedly evident in the way it has grown over the years.

THE  BRAND

Brand  Recognition

website : acutabove.com.my

facebook : www.facebook.com/acutabove.group

  - Services - Hair Artistry
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A class of its own, the BP Healthcare Group has grown 
by leaps and bounds to be one of the country’s leading 
integrated healthcare providers; with core competence 
and innovative strength in diagnostic, laboratory, 
medical technologies and other specialised healthcare 
services.

From a humble beginning, BP Healthcare Group has 
today grown to own 70 laboratories, 50 diagnostic 
centres, 50 hearing aid centres, 50 dispensaries and 
pharmacies, 50 food and industrial testing centres, five 
specialist centres, three dental specialist clinics and an 
eye specialist clinic. Most recently, the group invested 
in a new eatery set-up named Garvy Restaurant in its BP 
Specialist Centre in Ipoh.

Established in 1982, BP Healthcare Group has gone 
through over 30 years of innovation and transformation 
and provides nothing but the best service to its 35 million 
customers. In 2012, it  realised its dream of overseas 
expansion by partnering the Ciputra Group of Indonesia to 
set up Ciputra BP Healthcare, the first diagnostic centre 
in Jakarta. It also acquired the Sime Darby Specialist 
Centre Megah, Petaling Jaya, in 2013 and this is in line 
with the group’s vision of having a chain of BP specialist 
centres. The Taman Megah facility has been renamed 
BP Specialist Centre Megah and is retained as a day-care 
centre with increased healthcare services.

BP Diagnostic Centre (BPDC) is one of the 20 subsidiaries under 
the BP Healthcare Group. It has an extensive network with over 
50 centres spanning across Malaysia and is the largest medical 
chain of diagnostic centres in Southeast Asia.

BPDC understands the importance of a proper health screening 
and therefore provides Head2Toe (H2T) Health Screening, Body 
Examination and POPE (Pre-employment, Occupational Health 
Service, Panelship & Employee Health Screening) + SOCSO 
Service Package at its 70 outlets nationwide, making it a one-
stop health screening service that provides competitive price 
and quality service to its customers.

In tandem with the move towards a more holistic care, the 
company has set up various ICT, state-of-the-art medical 
devices and equipment such as the mobile application, mobile 
diagnostic units, kiosk for hearing test, dental service, as well 
as online ordering service for Lovy Pharmacy and drive-through 
pharmacy facilities.

The group has indeed persevered to provide the highest quality 
healthcare service by striving towards innovative technological 
advancement in the medical and clinical arenas. It now 
provides several new medical specifications and services, such 
as ear, nose and throat (ENT), CT scans, DEXA, mammogram, 
gastroscopy, dental, hearing, eye-screening, Quit-Smoking 
Program as well as Healthy Inside, Beauty Outside (HIBO) 
Wellness Program.

With capabilities covering the full spectrum of healthcare 
services, the BP Healthcare Group can today drive improved 
patient outcomes and lower overall health costs more 
effectively than its competitors in the healthcare industry.

BPDC is also actively involved in Corporate Social Responsibility 
(CSR) projects and contributes back to the community by making 
donations or sponsoring events, organising roadshows, health 
talks and campaigns as well as providing free health screening 
services from time to time in different regions in the country. 
BPDC works together with non-governmental organisations 
(NGO’s) to offer its services free-of-charge to the needy and less 
fortunate.

FUTURE PLANS

Progressing ahead, the BP Healthcare Group intends to erect 
a hospital chain network, either through organic growth or 
acquisitions; stepping up to the challenge to become an even 
bigger player in the healthcare industry. With the expansion of 
the group’s home network that now spans across the country, 
both in major and smaller towns, it will continue to focus 
and elevate the quality level of healthcare services which it 
provides.

THE  BRAND

Driven  by  Innovation  and  Transformation

website : www.bphealthcare.com

facebook : www.facebook.com/BPHealthcareGroup

  - Wellness - Primary Healthcare and Screening  
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Ban Lee Hin started out in 1974 as an iron works 
contractor, a steel manufacturing firm with extensive 
capabilities and expertise in structural steel fabrication 
works. In 1997, in response to changing market 
conditions in Malaysia, the company embarked on civil 
engineering, interior design and renovation works as a 
one-stop solution provider with the formation of Ban Lee 
Hin Engineering & Construction Sdn. Bhd.

Led by its CEO, Dato’ Tony Looi, Ban Lee Hin has four core 
activities of civil engineering works, namely, structural 
steel fabrication works, stainless steel wares, interior 
design and renovation works. Over the years, Ban Lee 

Hin has built a name in the market for quality projects, in 
line with its creed of maintaining a high and consistent 
measure of quality, including undertakings for Toyota 
Tsusho Malaysia Sdn. Bhd., Nippon Electric, TASCO 
Logistics Centre, Honda, AEON AU2 and many more.

With this impressive portfolio of clients, Ban Lee Hin 
is today recognised as a well-rounded business entity 
that is able to provide greater value to its customers. 
Its capabilities, together with its proven track record 
in building construction, has earned Ban Lee Hin the 
coveted G7 status, a grade conferred by Construction 
Industry Development Board Authority.

One of Ban Lee Hin’s greatest achievements is the company’s 
transformation from an iron works contractor to a one-stop 
solutions provider in the Engineering & Construction industry. 
Its steel fabrication facilities located in Kuala Lumpur and Johor, 
with combined production capacities exceeding thousands of 
tons a year, enable Ban Lee Hin to accommodate most project 
types, sizes and requirements.

The Group continues to devote itself wholeheartedly to the 
vision and mission of ‘Engineering Beyond the Expectation’. 
Today, Ban Lee Hin has grown to such heights that it is 
recognised as one of the leading engineering and construction 
providers that adheres to set safety standards while pursuing a 
‘Zero Accident’ long-term policy.

The credentials relating to the quality work the brand provides 
is spoken laudably through the numerous awards the company 
has clinched over the years. In 2013 alone, the Group won 
five prestigious awards such as the Golden Eagle Award, Sin 
Chew Business Excellence Award, 21st Century The Prestigious 
Entrepreneur Award, Global Leadership Award 2013 in 
Engineering and the most recent being The BrandLaureate SMEs 
BestBrands Signature Award in Engineering and Construction.

As with any company, Ban Lee Hin has also seen its fair share 
of struggles, especially during the Asian financial crisis; but it 

took the bull by the horns and leveraged on the Groups’s core 
strengths and came out of it more resilient and stronger. At 
present, the Group is diversifying into refurbishment projects 
and other services to serve its existing clients better and to gain 
a better market share.

The company recognises that its business has a direct and 
indirect impact on the communities in which it operates in. Thus, 
the current management team has always kept the unchanging 
management philosophy of ‘contributing to society through its 
business’. The three main Corporate Social Responsibility (CSR) 
pillars that the company concentrates on are: environment, 
community and education. Ban Lee Hin has over the years 
contributed to such a large extent to the community that it has 
gained recognition as a ‘socially responsible corporate citizen 
which is committed to delivering a sustainable future’.

BETTER FUTURE

With its main emphasis on delivering quality work, Ban Lee 
Hin is upbeat that it will be able to perform well in the future. 
Backed by a committed brand leader, Dato’ Tony Looi, and his 
professional team, Ban Lee Hin is poised to further conquer 
new markets and reinforce its brand position.

THE  BRAND

One-Stop  Solution  Provider

website : www.banleehin.com

facebook : www.facebook.com/Banleehin

  - Engineering and Construction
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Incorporated in 1974, Fire Fighter Industry Sdn. Bhd. 
offers a wide spectrum of products and services. With a 
comprehensive range of products like fire extinguishers, 
fire alarm systems, hose reels, hydrant & sprinkler 
systems and wet & dry riser systems, the company also 
provides services such as manufacturing, design, supply, 
installation and maintenance of the full range of fire 
protection systems and equipments. The company has 
seen tremendous growth from a sole-proprietor company 
to a private limited company and from a five-staff 
workforce to the 120-staff workforce it is today.

Fire Fighter won the right to be the distributor for 
renowned brands such as Ansul (USA), Siemens (Germany), 
NN100 (Japan) and Scotch Mist (UK). It is the first and 

only fire fighting company that achieved the prestigious 
Lloyd’s Register Quality Assurance for Manufacturing 
and Servicing of Portable Fire Extinguishers (Dry Powder 
& Co2), Servicing, Installation and Maintenance of Fire 
Protection Systems.

The company’s vision is to become a leading household 
brand in providing total solutions for all fire fighting 
requirements in Malaysia. Positioning itself as a brand 
that declares unique value-added benefits, Fire Fighter 
believes it is responsible for protecting its own brand’s 
perception as viewed by customers. It strives towards 
this by faithfully working with the tagline, “Fighting Fire 
Since 1974”.

Once considered a cautious company after being hit by the 
financial downturn in the 1980’s, Fire Fighter Industry Sdn. Bhd. 
has subsequently managed to accelerate its growth by getting 
its trademark registered in June 1999. Unlike most companies, 
Fire Fighter Industry Sdn. Bhd. does not have branches; but 
instead has appointed local agents in all states to distribute 
its products. There are over 100 active Fire Fighter agents 
throughout Malaysia. The brand’s products are also placed in 
hypermarkets and supermarkets. In the international scene, 
Fire Fighter products can be found in Brunei, Indonesia, Timor 
Leste, Myanmar and the Middle East.

Its list of customers includes homemakers, car owners, shop 
owners, factory managers, building owners, contractors, 
architects, consultants and developers, among others. Its 
customers are classified into different segments - commercial 
& industrial and domestic & household.

In the commercial and industrial segment, Fire Fighter has 
currently captured around 25 percent of the market share; but its 
team feels that this area is rather saturated because competitors 
are also targeting the same sector. As a countermeasure, 
the company is now focusing on the household or domestic 
segment because it is still a comparatively untapped market 
due to the low or lack of awareness of fire safety. The company 
introduced a lighter range of portable fire extinguishers, 
weighing 1 kg and 3 kg, for car and home owners respectively. 
These lighter extinguishers are easier to handle compared to 
the commercial 9 kg cylinders.

Fire Fighter has been associated with big brand names such 
as Shell LPG to facilitate its goal of penetrating the household 
sector in Malaysia. The company has been working closely 
with Shell LPG, Comet Gas Leak Detector and Zenne Gas Cooker 
on road shows over the last two years to educate the general 
public on kitchen safety.

The management believes that a ‘detailed standard of 
operations’, which forms the core of the ISO practice, is very 
relevant and applicable to the safety industry. It is important 
to have consistency in quality because in this line of business, 
there is definitely no margin for errors.

SAFETy FIRST

Fire Fighter continues to educate the public on the importance of 
fire prevention through public road shows and having its Home 
Protector Kit delivered together with LPG Gas to homes. The 
brand also collaborates with condominium and housing estate 
developers to promote fire safety awareness by participating 
in their Family Day events and various festival get-togethers. 
Fire Fighter is determined to raise safety awareness among the 
public. The brand believes that as the country moves towards 
achieving a developed country status as expounded in Vision 
2020, the level of fire safety in the nation should accordingly 
move up in-tandem.

THE  BRAND

Market  Focused

website : www.firefighter.com.my

 - Fire Fighting Solutions
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Founded in 1996, Inovar Floor is synonymous with 
quality flooring across Malaysia. Starting off with the 
promotion and selling of timber laminated flooring, the 
company has expanded its business into an array of floor 
coverings. Working along the brand promise, “Peace of 
Mind”, Inovar Floor believes in ensuring the environment 
is protected and provides eco-friendly products for its 
customers’ homes and offices.

Its series of laminate flooring has been known to define 
and enhance the characteristics of homes as well as 
create a pleasant working environment in offices. Inovar 
Floor products give customers a chance to experience the 
simple joys of life via rustic experience, classic elegance 
or urban living themes.

The laminate flooring specialist is often chosen by 
reputable property builders and developers, both locally 
and internationally, for its quality products and efficient 
services. With 25 years of experience, the management 
team shares the same core values of the brand - 
commitment to excellence, quality, product reliability, 
innovative technology in building a solid brand.

As a five-time winner of The BrandLaureate SMEs 
BestBrands Award for an equal number consecutive 
years, the company is indeed a leading producer and a 
pioneer in the laminate flooring industry in Malaysia and 
Asia.

Inovar Floor has come a long way in establishing its brand 
footprint as a leading manufacturer of quality water-resistant, 
laminate flooring.

With the vision not just to gain market share locally but 
regionally as well, the company’s path to success has not been 
an easy one. The first obstacle it faced was finding the right 
local partner which shared the same vision and philosophy. The 
next hurdle the company faced was it had to understand the 
local culture and practices and then translate said findings into 
its products for local acceptance. After studying the maturity 
level of the market, Inovar Floor made it the company’s mission 
to test, re-test and adapt to the findings and this has inevitably 
led to its success today.

Inovar Floor’s headquarters is located in Petaling Jaya; while 
its state-of-the-art factory sits on a 6.07-hectare land in Batang 
Berjuntai. Besides Malaysia, Inovar Floor is signing up its 
eighth office with branches in Australia, Singapore, Taiwan, 
Thailand, India, Vietnam, Indonesia and Cambodia. This marks 
its presence as a progressive brand and player in the regional 
architectural industry.

The proud Malaysian brand has more than 200 distributors in 
over 40 countries worldwide. Over the years, Inovar Floor has 
invested around RM100 million in its factory and has come up 
with more than 200 laminate flooring designs.

The company factory, fitted with German technology, is among 
the first in Malaysia to be awarded the Japanese Standard 
JIS F-4 Star for its laminate flooring, enabling it to export the 
products to Japan and over 27 countries throughout the world. 
The brand is also the first company to develop the Super E “O” 
series of laminate flooring for the Japanese market.

Inovar Floor’s laminated flooring, sourced from tropical 
hardwood in Miri, Sarawak, is more water-resistant compared 
to other types of floorings. Strong, durable and long-lasting, 
the local hardwood is obtained from plantation forests and not 
natural forests – making its flooring environmentally friendly.

STRATEGIC GAzE

The company launched its first environment sustainable 
flooring product at Archidex 2013. The strand-woven bamboo 
floor is recognised as a ‘green gold’ industry for its ability to 
support poorer lots economically and has better durability, 
higher density and added strength. Environmentally, the plant 
absorbs a higher percentage of carbon dioxide and releases 
more oxygen into the air when compared to timber forest per 
acre.

Focusing of sustainability, the company’s strategic outlook 
includes stepping up its marketing drive in the future. Inovar 
Floor has plans to roll out more value-for-money programmes 
to benefit buyers in 2014 which will help to further strengthen 
the brand.

THE  BRAND

Establishing  Footprints

website : www.inovarfloor.com.my 
facebook : www.facebook.com/pages/Inovar-Floor/131319946914232
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Established in 2003 by five distinctively recognised 
professionals in the IT Industry, Integrated Global 
Solutions (IGS) began when the concept of virtualisation 
was in its fledging stages. Two years later, the company 
became the largest virtualisation consultation company 
in Malaysia.

Armed with a comprehensive approach to IT consulting, 
IGS has the foundation to build a platform which 
connects all crucial components together – security, 
ease of deployment and use of a common portal, service 
catalogue as well as orchestration for Cloud provisioning 
and automation.

Well-known for its localised suite of solutions called AVM, 
the company’s USP lies in the fact that the founders 

themselves are involved in the daily operations; including 
the sales, service and finance aspects. IGS is committed 
to developing solutions that will meet the ever-changing 
demands of the market and look forward to expanding its 
market share continuously.

With 120 active customers spanning various industries 
across Malaysia, Singapore and Brunei, the competitive 
edge of IGS is obviously reflected by the largest virtualised 
server installed in Malaysia. Its expert knowledge of the 
virtualisation field puts the brand at the forefront of 
the industry, enabling it to invest in and automate the 
processes that make up its services for both current and 
potential clients.

Virtualisation has become an integral part of any IT 
environment and IGS’s AVM has become the solution to 
customers’ virtualisation needs. It provides a single point of 
accountability for all technical support across a company’s 
environment; including hardware and software products 
purchased from virtually any vendor. By first understanding the 
client’s business needs, IGS will design a readily available yet 
customizable support plan to help customers better manage 
risk and increase their productivity and profitability. The AVM 
methodology and its proven steps in realising the virtualisation 
journey has provided more than 150 customers with the desired 
results and expectations.

The IGS portfolio provides solutions that will enable companies 
to build its very own private Cloud – a stage that every business 
needs to evolve into. With the future of virtualisation being 
bright, Cloud computing system, when properly leveraged, can 
greatly reduce operational costs and be a big help, especially 
when it comes to delivering timely services to meet business 
expectations. Thus, IGS strongly believes that virtualisation and 
service automation is the journey that every organisation has to 
eventually undertake.

The brand has assisted its clients in reaping the many benefits 
of Cloud technology, particularly with the NTT MSC Beyond 

Cloud, the first-of-its-kind in Malaysia. A partnership between 
IGS and NTT MSC, the technology enables customers to enjoy 
the advantages of Cloud services from a well-recognised service 
provider like NTT MSC, galvanized by the superior knowledge 
and capability of the IGS team in Cloud-building.

Clients who have their computing platforms in NTT data 
centres are now able to experience seamless hybrid Cloud 
service, which enables them to use self-provisioning options. 
The system allows users to set up and launch applications and 
services in a Cloud computing environment, without any direct 
intervention of the service provider.

NEW HoRIzoNS

As one of the largest virtualization consulting companies in 
Malaysia, IGS is not one to rest on its laurels of its success. It will 
continue to raise the bar in the industry by better understanding 
modern trends and technology as well as discovering different 
ways to utilise them. Although virtualisation and Cloud services 
are still in the budding stages in Malaysia, the future of these 
technologies are ‘far from cloudy’ and IGS is all geared-up to 
optimise the use of Cloud virtualisation of IT departments and 
companies all over the nation.

THE  BRAND

Suite  of  Solutions

website : www.igsb.com.my

facebook : www.facebook.com/IGS.com.my
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From a modest beginning back in 1974, Robert Loh today 
has grown the Lord’s Tailor brand to be a household 
name in Malaysia. Lord’s Tailor is well known not only 
for being one of the oldest and most established tailors in 
Malaysia, but also the best in the nation when it comes 
to providing customers with quality tailored clothing.

Lord’s Tailor’s array of customers is truly a testament of 
quality, the brand’s long-standing fame in providing its 
clients with a truly unique and distinguished bespoke 
experience range include heads of government such as 
Tun Dr. Mahathir, sportsmen such as Datuk Lee Chong 
Wei, internationally renowned designers such as Dato’ 
Jimmy Choo, Hollywood actors such as Mel Gibson, as 
well as other uber-socialites.

Over the years, Robert Loh is unrelenting on what makes Lord’s 
Tailor the revered brand that is today - quality workmanship 
and comfort. The founder of Lord’s Tailor is adamant about 
ensuring that every facet of a person’s anatomy is taken into 
account when cutting out a suit.

Even until today, as the master tailor, he personally sees to the 
suit department to ensure that his clients are individually fitted 
and that the final product is skillfully constructed from the initial 
consultation to the finishing touches. It is this unmistakable 
craftsmanship that has distinguished Lord’s Tailor from the rest 
for more than 38 years and earned it the firm trust of fashion-
forward customers like Dato’ Jimmy Choo.

It goes without saying that customers expect a Lord’s Tailor’s 
suit to be of the highest workmanship. Having said that, as a 
modern atelier, the brand understands that it is not merely 
the individual’s fit and cut of the apparel that is vital, but the 
styling as well. Many of Lord’s Tailor’s clients now turn to its 
establishment for advice on dressing - to stay abreast with the 
latest looks and fashion trends.

In tandem with styling trends, Creative Director, Kenny Loh, 
has taken the helm in styling the brand’s clients in the latest 
cuts and looks. Having acquired a stake in the business at a 
younger age, Kenny, who has always had a creative flair, is now 
spearheading the styling consultancy department of Lord’s 
Tailor. Kenny, with years of experience at the establishment, 
has gained stellar trust from clients who even leave the 
finishing look of their attire entirely up to him.

2013 has been an exciting year for Lord’s Tailor because a long-
time vision that has been in planning has finally come to fruition 
in the form of the Ready-to-Wear collection. Having been a two-
boutique establishment for many years, Lord’s Tailor is now in 
the midst of expanding to its third store in Pavilion KL - which is 
its flagship Ready-to-Wear bespoke concept store.

In order to appeal to a larger market and help encourage a 
trendier and more fashion-conscious generation, Lord’s Tailor 
feels that now is the perfect time to grow the business and 
expand into Ready-to-Wear. The new flagship store in Pavilion, 
which will simply carry the brand name Lord’s, will feature a 
wide range of Ready-to-Wear collections made in the brand’s 
own factory with the same tender care as its bespoke apparel. 
Clients will also be able to enjoy Lord’s Tailor’s exclusive 
tailoring service at the same time. Lord’s Tailor hopes that this 
shift it is going to be a fresh and exciting fashion experience for 
its current and prospective customers.

TREND-SETTING

As the leader in bespoke suits, Lord’s Tailor will continue to 
strengthen its brand positioning by introducing new trends 
and creations for its clientele and reach out to more customers 
through various branding initiatives. Most importantly, the 
brand will continue to define its superior craftsmanship, which 
is the hallmark of the brand.

THE  BRAND

The  Pillars  That  Built  the  Brand

website : www.lordstailor.com.my
facebook :  www.facebook.com/lordstailorkl
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Mahkota Medical Centre Sdn. Bhd. (MMC) is a private 
tertiary hospital located in the heart of Melaka, Malaysia. 
The brand is owned and managed by Health Management 
International Ltd. (HMI), Singapore.

Since its inception in 1994, the hospital has grown from 
strength to strength and is poised to set new standards 
of service in the healthcare industry. The hospital boasts 
70 full-time specialists from various disciplines, along 
with 10 operation theatres, 288 hospital beds and seven 
Centres of Excellence which complement the various 
services offered.

Mahkota Medical Centre is also a pioneer in ‘Health 
Tourism’, seeing more than 65,000 international patients 
per year, mostly from Indonesia, Cambodia, Myanmar, 
China and Singapore. The unique location that the 
medical facility has in relation to the various tourist 
attractions in Melaka makes it a popular ‘Health Tourism’ 
destination for patients and their families.

Over the years, the hospital has expanded its 
presence both locally and abroad and has a total of 20 
representative offices - 2 in Malaysia, 16 in Indonesia, 1 in 
Cambodia and 1 in Myanmar; to provide information and 
assistance to patients.

Mahkota Medical Centre was awarded the Certificate of Brand 
Excellence by MATRADE in 2011. This was made possible with 
the management’s strong emphasis on strengthening the brand 
by establishing its ‘brand and corporate identity guidelines’ 
which have now become part of the hospital’s overall culture 
and system - in every aspect of human resource, operations and 
communications. This is further given importance by providing 
new recruits with an intensive orientation programme to make 
them aware of the brand values and culture of the hospital 
before they commence work.

Over the last three years, Mahkota Medical Centre has 
refurbished and expanded major areas in its departments to 
make the waiting areas for patients as comfortable as possible. 
The hospital’s collaboration with a Singapore interior design 
company resulted in an enhanced interior in many areas, 
including the Health Screening Centre, Rehabilitation Centre, 
and Dental Centre.

Whilst the development of individual departments as business 
units had served Mahkota well over the past decade, the 
management also realised that it had to stay ahead of 
competitors by further differentiating its brand from others, in 
other words - bringing the brand to a higher level.

In order to accomplish that, the hospital identified seven areas 
of its best services and grouped them under seven ‘centres 
of excellence’. By grouping the chosen services under said 
hubs, the hospital has established multidisciplinary teams of 
specialists and allied health staff to develop related services in 
a wholesome approach.

Mahkota Medical Centre’s seven Centres of Excellence which 
are namely the Bone & Joint Replacement Centre, Cancer 
Centre, Heart Centre, Men’s Health Centre, Neurology Centre, 
Woman & Child Centre and Wellness Centre were initiated 
in 2012 to provide integrated and multi-disciplinary care for 
Mahkota’s patients based on their individual needs.

vALUE ADDED EXPERIENCE

To expand the hospital’s products and services, a Bakery namely 
Bread Basket and the Aesthetic & Wellness Centre were added 
to further serve patients and visitors. Apart from these, the 
hospital also places heavy emphasis on managing its patients’ 
experience there using the five basic senses (visual, auditory, 
touch, smell and taste) as a guide in shaping an economic value 
proposition which is unique to each customer. With the current 
trends in customers’ lifestyle and expectations, Mahkota 
Medical Centre is looking to change the experience of patients 
(and their relatives and friends) in the service industry. The 
brand will continue to provide hospitality services; similar to 
that of hotels, within the hospital environment.

The Mahkota Medical Centre team will also undertake to 
develop areas like retail services within the hospital, oversights 
in the F&B services, the ease of registration as well as discharge 
and billing services. These are among the vital ‘touch point’ 
areas for patients during their visit to the establishment.

THE  BRAND

Catalyst  for  Brand  Excellence

M AHKOTA
M E D I C A L  C E N T R E

仁       愛       医       院

website : www.mahkotamedical.com
facebook : www.facebook.com/MahkotaMedical
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one World Hotel is a 5-Star Hotel offering a new 
dimension in service and quality; providing grandeur, 
elegance and unequalled amenities and facilities. Its 
service is graciously warm, yet efficient and consistent; 
in an atmosphere of urban residential comfort with 
welcoming public areas and well-appointed guest rooms, 
complemented by excellent facilities and a range of 
exciting wining and dining experiences.

Its soft opening was on 7 July 2007 and the hotel was 
officially launced on 28 January 2008. The hotel, which is 
part of the latest addition to Bandar Utama City Centre 

Development’s township and is owned by Bandar Utama 
City Sdn. Bhd. One World Hotel is a fully completed hotel 
encompassing 96 Superior Rooms, 144 Deluxe Rooms, 
128 Executive Deluxe Rooms, 92 Junior Suites, 14 Premier 
Suites and 4 Executive Suites.

Strategically situated in the suburban area of Petaling 
Jaya’s business and commercial district, One World 
Hotel has been successful at hosting some of the most 
prestigious football clubs such as the English Premier 
League and Spanish Premier Liga.

As the first independently managed hotel in Malaysia, One 
World Hotel has come a long way in establishing its brand 
leadership in the hospitality industry. Its ability to stand on 
equal footing with international hotels chain speaks volumes 
of its commitment and desire to rise above the ordinary and 
provide its customers with the best experience. With its 
superior facilities and quality service, One World Hotel is often 
the preferred choice of many corporations and individuals 
seeking to host their functions or for accommodation needs.

The brand has won many awards and accolades that bear 
testament to its success. Apart from winning The BrandLaureate 
Signature Award in 2013, One World Hotel was also awarded 
the International Star for Leadership in Quality Award for 
its business initiatives and voted as ‘the luxury hotel and 
conference centre for the continent’ in 2012.

The challenges faced in running a 5-Star Hotel is naturally 
tremendous; however, under the leadership of Mr. Ho Hoy 
Sum, the General Manager of the hotel, the brand has been 
able to create success stories out of such obstacles by placing 
emphasis on people management. Through proper employee 
training, engagement and positive brand culture creation, Mr. 
Ho has succeeded in delivering the One World Hotel brand 
promise, ‘attentive and excellent service’ to its clients.

One World Hotel has thus far handled challenges by placing 
great emphasis in the areas of people management and services 

by promoting retention through training, recognition and 
internal dialogues. The purpose of such training is to enhance 
and improve the associates’ capabilities, competency and 
potential to continuously deliver attentive and personalised 
service to its guests and clients.

CoNTINUoUS IMPRovEMENT

With exciting plans stringed ahead, One World Hotel has 
scheduled renovations and refurbishments to its 438 rooms in 
order to enhance its meeting rooms and ballrooms to present 
a fresh new look, incorporating the very finest state-of-the-art 
services and facilities in the spirit of offering greater comfort 
for its patrons.

The hotel has also recently upgraded its Wi-Fi network 
infrastructure by increasing its 30 mb browsing ability to 
60 mb. One World Hotel has also forged alliances with fresh 
vendors for new and enhanced performance and features 
which enable its clients to stay connected at all times. This 
initiative was undertaken by the hotel to keep abreast with 
the latest technology and move towards the era of information 
technology and communications. The infrastructure upgrade is 
part of the hotel’s efforts to offer the very best to its valued 
customers. It is also exploring other possibilities such as being 
actively engaged with its customers via online social media 
platforms.

THE  BRAND

Awards  &  Accolades

website : www.oneworldhotel.com.my
facebook : www.facebook.com/OneWorldHotelPetalingJaya
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Penerbitan Pelangi Sdn. Bhd. (PPSB) has marked many 
milestones since its establishment in 1979. With the 
tagline, “Quality Books for Quality Education”, it is no 
secret that quality is the cornerstone of its business.

PPSB believes in cultivating healthy reading habits 
by creating public awareness on the importance of 
reading. Armed with an aspiration to mould and inspire 
intellectual thinking through the publication of books, 
the company has seen many successes as it progressed 
over the years.

A key attribute that sets PPSB apart from its competitors 
is that every workflow process is followed meticulously 

through the ISO 9001: 2008 Quality Management System 
to ensure that its products are of the highest quality. As 
such, Pelangi has been perceived by the public as a brand 
that can be relied upon for top-notch books; written and 
edited by a well-qualified and reliable team of writers 
and editors. The publisher lives up to its commitment to 
provide quality education by donating books to the less 
fortunate, thus ensuring that they too are able to have 
the access to learning through good quality books.

In 2002, the company was awarded three ISO 9002 
certifications simultaneously - DSM (Malaysia), UKAS 
(United Kingdom) and COFRAC (France). 

Pelangi has grown to become a force to be reckoned with in 
the publication industry. It offers a wide range of publications 
- including academic books, textbooks, children’s books, 
dictionaries, translated books, magazines, comics and local 
novels in English, Bahasa Malaysia and Chinese. In addition to 
books, the company also produces its own line of academic and 
children’s multimedia DVDs and Audio CDs.

In line with its multi-million ringgit growth, Pelangi was listed 
on Bursa Malaysia in 2004 as Pelangi Publishing Group (PPG), 
the first book publishing group to be listed in Malaysia.

Over the years, the group overcame many challenges, 
including a shortage of good editors, authors and illustrators. 
This lack was overcome by grooming local authors to produce 
internationally accepted publications. Such development is in 
tandem with the growth of the company’s portfolio in offering 
top-quality educational materials and easy access to learning.

In a span of 30 years, the brand has grown from a small local 
publisher into a global player with four subsidiary companies in 
Thailand, Indonesia, Singapore, and United Kingdom. PPG also 
has an associate company in China.

Keeping abreast with local and global trends, PPG has embraced 
the digital age with an online bookstore, to cater to domestic 
and international demands. 

The company’s recent initiative is to gradually expand from 
delivering its content in traditional print to one that includes the 
digital format. The realisation of this plan is reflected through 
innovative products like the Smart e-Pen and a wide range of 
e-books. The group has started the conversion of its books into 
the digital format and has since launched its extensive range of 
e-book titles in 2011.

STRETCHING ITS STRIDE

PPG will continue to look for opportunities to penetrate and 
strengthen its presence in international markets and pursue 
the development of new products for both local and overseas 
markets. The Pelangi brand is a household name which destined 
to stay.

THE  BRAND

Meeting  Expectations

website :  ppg.pelangibooks.com
FACEBOOK : www.facebook.com/pelangibooks1 & www.facebook.com/PelangiBooks.Children
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From its humble beginnings in 1974 of operating from 
a shop lot, Port Klang Trading has transformed into PKT 
Logistics and is currently one of the leading domestic 
logistics companies.

The brand specialises in several areas, including 
Customised Total Logistics Solutions, Automotive 
Logistics, F&B Logistics and FMCG Logistics. It also provides 
customs brokerage, international freight forwarding & 
consolidation, haulage & transport, warehousing, off-
dock CY & inventory management, sales, rental & repair 
of containers and liner agency.

In the 1990s, the brand’s vision was formulated along 
the concept of owning and extending complete service 
in order to achieve excellent customer service. Today, its 

vision is to be a leading regional entity and recognised 
global player in the total logistics solution industry.

Aiming to be a RM1 billion company by 2015, PKT believes 
that it has the right combination of human resource, 
exposure, experience and support from its business 
partners to make this vision a reality; simultaneously 
leaving its footprints amongst the international total 
logistics players.

PKT’s slogan, “We serve…with passion”, is a direct 
reflection of its inner motivation. The brand believes that 
passion is the best policy in providing the finest customer 
service to its clients; and is in fact a crucial factor for any 
company - especially for a total logistics service provider 
like PKT.

Led by its Group Managing Director, Dato’ Michael Tio, PKT 
has embraced many new initiatives to ensure the brand has a 
competitive edge over other logistics names in the market.

The brand has a sound business strategy, clearly outlining 
areas of growth. By the end of 2013, PKT intends to generate 
a business revenue ratio of 60:40 between the automotive and 
non-automotive segments; while the non-automotive segment 
will be driven mainly by the fast-moving consumer goods sector.

Among the company’s latest developments is the ‘one-stop 
logistics hub’ in Shah Alam. The hub consists of The Ship - a new-
generation concept warehouse built on a 10 acre plot of 150,000 
sq ft with 34 loading bays and 100,000 pallets. The Waves has 
34,000 pallet positions and 45 container loading bays, built to 
global standards; while The Lighthouse is comprised of a six-
storey warehouse, a control tower and operations offices of 
equal area for each level, with a total area of 9,680 sq ft.

PKT invested a sum of RM3 million to install and upgrade its 
warehouse management, transportation management and 
enterprise resource planning systems – with the aim to upgrade 
its turnaround time and productivity. This latest technology 
will make it possible for the brand to provide faster and better 
service.

The other important aspect in growth is human capital which is 
in fact an important element in the growth of the brand. PKT’s 
management frequently conducts training to upgrade the skills 
of the staff, while repatriating local experts with the necessary 
skills from overseas to help the brand grow.

Currently, PKT is one of the few local logistic service providers 
that render 4PL services. These services not only include 
handling the transportation and distribution of goods, but also 
sub-assembly, procurement and consultancy. With its forward-
looking business objective of penetrating multinational 
companies in Malaysia and the region, PKT has plans to 
move up one level by providing 4PL and 5PL services to these 
international manufacturers.

MEETING THE vISIoN

The plans of the company are based on various visions or 
‘Wawasan’, with 2015 as its target year. Wawasan ASEAN 3 
aims to generate a revenue contribution of 30 percent from 
other ASEAN countries including India, Korea and Taiwan by 
then. Wawasan 5M5 aims to own a warehouse area of 5 million 
sq ft in Asia and Wawasan 1B targets a revenue of RM1 billion 
by 2015.

THE  BRAND

Dynamism  &  Determination

website : www.pktgroup.com

facebook : www.facebook.com/PKTLogisticsGroup
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Q-dees has set a benchmark in pre-school education 
since the early 1990’s. Founded by a group of passionate 
educationists who invested in the research and 
development of effective teaching and learning methods 
for children, Q-dees has since become a brand leader in 
the field of child development programs.

Q-dees has grown from its humble beginnings of 12 
centres in its first year of operations to its current number 

of more than 130 centres in Malaysia, Singapore, and 
Indonesia.

Awarded the SMEs BestBrands in Education (Pre-School) 
from The BrandLaureate for five consecutive years and 
selected as the winner of the SME Brand Excellence 
Award, Q-dees continues to grow and motivate children 
– both locally and globally.

Q-dees provides three quality programs with a variety of 
integrated and modulated teaching and learning methods. 
The primary focus of these programs is to motivate children to 
discover the joys of fun-learning.

Q-dees encourages an interactive and hands-on approach to 
learning through the use of multimedia, play and art & craft; in 
order to establish a strong foundation on a variety of subjects. 
Q-dees not only focuses on the subject areas of art, science, 
language, and math, but also places importance on outdoor 
activities to build up a child’s physical and mental health.

What makes the Q-dees approach a well-rounded system of 
education is the environment of love it provides for every child 
which is conducive to learning. Every Q-dees principal and 
teacher is well-trained and able to provide the utmost care, 
kindness and concern for the children’s well-being. It enables 
children to understand the concept of love and positive values 
to be able to interact with their teachers, family and the 
community.

Research is integral to Q-dees’s work – whether it is a scholarly 
inquiry in education research or a part of its materials 
development; its scope of research reflects the breadth and 
depth of its approaches to some of the most effective teaching 
and learning for a child.

EvoLUTIoN AND GRoWTH

Q-dees recognises that parents play an important role as well. 
Q-dees is working hard to create platforms for parents to learn 
the proper parenting methods and how to educate themselves 
in order to maximise their child’s potential. With the launch 
of a brand-new website, newsletters, and social networks such 
as Facebook and Twitter, Q-dees is reaching out to younger 
and more tech-savvy parents. It is also a prime opportunity to 
expand its global reach.

In line with its mission, ‘to enhance a child’s growth and 
potential through a creative, fun, loving, and interactive 
environment that will last them a lifetime’, Q-dees believes 
every child deserves a chance to achieve his or her full potential 
and it strives to empower future leaders in the years to come.

THE  BRAND

Revolutionary  Programs

website : www.q-dees.com

facebook : www.facebook.com/OfficialQdeesWorldwideEdusystems
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Serba Wangi Sdn. Bhd., established in 1993, has 
progressed to become Malaysia’s leading rice miller and 
wholesaler. Focusing on the rice industry, the company 
is involved with a wide range of operations – from 
processing and packaging to producing more than 20 
different varieties of rice products. Serba Wangi’s flagship 
brand, Jati, meaning ‘pure’ or ‘unadulterated’, has been 
blessed with a name which resonates the company’s very 
own focus on quality.

Many Serba Wangi product brands such as Jati, Kapal 
Layar, Carnation, Songhe Noble Pine Crane, Songhe 
Lotus, Fres Harves and ecoBrown’s are well-estabished 
names trusted by consumers. Serba Wangi has evolved 
to cater to the culinary needs of the diverse ethnic 
groups, in line with the 1Malaysia aspiration through the 

introduction of various types of rice, including glutinous, 
parboiled and Japonica rice.

With the tagline, ‘‘Your Preferred Choice of Rice’’, the 
rice wholesaler has realised its vision to be the leading 
brand name in households across Malaysia by inspiring 
confidence in its products which are of quality, reliability 
and value for money.

The brand culture of Serba Wangi is one that provides 
a strong image based on quality, value for money and 
customer satisfaction. Its logo, designed with simple 
words and colour scheme, conveys the core values of 
the brand - Integrity, Probity, Ethics and Good Corporate 
Governance/Transparency.

In 1999, with the aim to strengthen marketing strategies, Serba 
Wangi aligned itself with Padiberas National Berhad (BERNAS) 
through joint ventures to improve the latter’s market share 
and consumer loyalty. Located at Bukit Raya, Pendang, the 
company’s headquarters operates from the heart of the ‘Rice 
Bowl State’ of Kedah.

Quality has been the driving force behind Serba Wangi’s 
success. Its excellent products can only be obtained from 
high quality paddy that is specially grown in major granary 
regions. Operating a wide distribution network across the 
entire Peninsula Malaysia, Serba Wangi has offices in Penang, 
Ipoh, Selangor, Seremban, Kuantan, Terengganu, Melaka and 
Johor Bahru to support and handle the brand’s processing, 
distribution and wholesaling operations.

With the rice industry being a ‘competition-intensive’ industry, 
Serba Wangi often faces many challenges on various fronts – 
competing for crops, processing, packaging, effective marketing 
and distribution, back-up services and upscale customers 
changing demand towards nutritionally superior rice. The 
managment overcomes such challenges by inculcating the right 
attitude and work ethics among its staff, providing relevant 
training for them and maintaining a well-balanced work force 
to cater to the changing environment so that the workflow in 
each department is smooth and target achievement is optimal.

Serba Wangi adopts the right brand and product promotion 
strategies to enhance its image. Efficient quality control 
and product innovation have instilled a sense of confidence 
amongst the consumers of the brand.

FUTURE GREEN SHooTS

Among the company’s innovative initiatives include working 
with researchers, governmental agencies and farmers to 
explore the potential in rice varieties such as ‘wild rice’ and 
‘red cargo rice’, originating from Sarawak, for consumers who 
are both health and taste conscious. Serba Wangi’s healthy 
rice series, ecoBrown’s, has a strong following among health-
conscious consumers as far as Singapore and New Zealand.

Serba Wangi is also commmited to protecting the environment. 
The introduction of Eco Bags for packing rice, which are eco-
friendly recyclable and reusable bags, stresses on recyclability 
and the reduction of waste dumping.

The company is currently researching into the possibility 
of expanding the range of derivatives from rice and brown 
rice noted for their nutritional value through research and 
development. 

THE  BRAND

Meeting  Expectations

website : www.malaysiarice.com
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Known for its healthy-made-to-order sandwiches, 
SUBWAy has long established its reputation in the 
global marketplace as ‘the healthier alternative brand 
to fastfood’. The SUBWAY brand is the world’s largest 
submarine sandwich franchise that is remarkably 
growing. Available in 98 countries, it is an indisputable 
leader in the international development of the quick 
service restaurant industry.

SUBWAY started in 1965 when Fred Deluca, a medical 
student, was seeking a part-time job to help finance 
his studies. A family friend suggested that he opened 
a submarine sandwich shop and gave him a loan of 

USD1000 to start the business. The friend, Dr. Peter 
Buck, eventually became his business partner and forged 
a relationship that defined the beginning of a great 
submarine sandwich brand.

In Malaysia, SUBWAY, spearheaded and nurtured by 
an innovative couple, Dato’ Vincent Choo and Datin 
Cynthia Cheong, has grown to boast a figure of 145 stores 
nationwide. The outlets are highly recognised for their 
diversity of healthy yet delicious sandwiches and salads; 
becoming one of Malaysia’s fastest growing and popular 
fastfood outlets.

Like all businesses, the early days for SUBWAY Malaysia was 
not without hardship and turbulence; but the journey has 
indeed proven to be an inspiring one. The journey began for 
Dato’ Vincent and Datin Cynthia with the opening of the first 
Malaysian SUBWAY store in Ampang Point in 1999. Within 
two years, the SUBWAY chain had expanded to 11 stores 
and counting until the duo was confronted with a business 
challenge that brought a huge decline in the number of stores 
owned.

Armed with just one store and an unaltered belief, Dato’ 
Vincent and Datin Cynthia rejuvenated the brand back to 
life from ground zero. Despite the great challenge and 
insurmountable odds, the dynamic couple did not throw in 
the towel but instead patiently persevered on. Their belief in 
the business model and brave ambition proved successful. By 
2008, the business gained momentum once again and became 
more active - even sooner than anticipated. Beefed up with a 
fighting spirit, SUBWAY Malaysia grew by leaps and bounds to 
communicate all expectations in rebuilding the brand to an 
unpredictable degree.

Today, under the tutelage of its founding visionaries, the 
brand has grown from strength to strength, becoming one 
of Malaysia’s favourite healthy fastfood choices. The couple 

has over the years carried out several branding exercises and 
positioned the brand with such prominence that it has today 
surpassed over 100 stores nationwide with a strong clientele 
foundation. This success has propelled SUBWAY Malaysia to 
become one the Excellent Enterprises in the Malaysian Business 
Market.

Definitely a force to be reckoned with, the couple has solidified 
its role as a visionary leader - being fearless, passionate and 
optimistic. With the uncanny ability to turn each stumbling 
block into a stepping stone, Dato’ Vincent Choo and Datin 
Cynthia Cheong are a true testaments to the resilience of 
successful business folk.

AWARDS AND ACCoLADES

The remarkable success of SUBWAY in Malaysia which 
differentiates it from the other quick-service brands has won it 
numerous awards and accolades; namely, The BrandLaureate 
SMEs BestBrands Awards 2012 for the Signature Brand in 
Food and Beverages - Sandwiches, 1Malaysia iAward 2012 in 
the Taste category, Golden Eagle Award for Malaysia’s 100 
Excellent Enterprises 2013, Sin Chew Business Excellence Award 
2013 and many more.

THE  BRAND

Subway  in  Malaysia

website : subway.com.my

facebook : www.facebook.com/SubwayMalaysia
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Located in Lumut, Perak, Swiss-Garden Golf Resort & Spa 
Damai Laut is set amidst lush greenery on the tranquil 
peninsular of the Northern Straits of Malacca. Damai 
Laut, which literally means ‘Tranquility of the Sea’, is 
true to its name.

The resort, which overlooks Pangkor Island and the 
Straits of Malacca, offers guests priceless natural 
beauty. Lending to a truly spectacular backdrop to the 
south is the enchanting Dindings River estuary, while 
the Teluk Kopiah Forest Reserve provides a lush tropical 
surrounding.

This 4-Star beachfront resort which consists of an array 
of 300 Deluxe guest rooms, boasts of an authentic Perak 
heritage in an opulent setting. Easily accessible by road 
via the North-South Highway, the resort offers its guests 
sensational resort facilities and six different food and 
beverage outlets.

Swiss-Garden Golf Resort & Spa Damai Laut also has 
a wide assortment of indoor and outdoor fun based 
activities - making it one of the best business and leisure 
hubs in the country. Guests who thrive on activity will 
never find a dull moment at this resort.

At the frontier of this award-winning resort is an 18-hole par-
72 championship buggy-tracked golf course. Designed by 
American Golfer and golf course designer, Ronald Fream, this 
course has received various awards such as the Best Resort 
Course in Malaysia, Second Most Scenic Hole (Signature Hole 
#15 in Malaysia) and the 3rd Most Scenic Course in Malaysia. 
Measuring at 6255 meters in total, the golf course is recognised 
not only as one of the most exciting and outstanding golf 
courses in the country but also as a golfer’s paradise.

The resort at present precedes the events table by having the 
largest pillarless ballroom in the state of Perak. Complete with 
state-of-the-art facilities and a full capacity of 600 guests, the 
banquet-style ballroom is an ideal venue for major corporate 
events, social functions or themed parties. Alternatively, it can 
be converted into five smaller meeting rooms. The resort also 
has smaller conference rooms which caters for 30-50 pax guests.

Swiss-Garden Golf Resort & Spa Damai Laut is also an ideal 
location for a picture-perfect matrimonial event or a romantic 
getaway. The resort has several packages to cater to the 
different whims and fancies of its guest that they would be 
spoilt for choices.

To unwind, guest can simply fall back to the comforts of the 
exclusive Samara Spa. The spa is set in a traditional Balinese 
decor and provides head-to-toe all-natural herbal treatments 
which are selectively chosen and blended to form a powerful 
healing mixture.

Aside from business and corporate calling, the resort makes an 
ideal getaway for family vacations - even for children. With an 
extensive range of amenities and fun-filled programs, the resort 
has something to offer to each of its guest - all within the cozy 
comfort of this  green sanctuary.

LATEST DEvELoPMENTS

In tandem with the Ministry of Tourism Malaysia and the Perak 
State Government’s objective to enhance infrastructure and 
tourism products, Swiss-Garden International initiated a series 
of enhancement programs at Swiss-Garden Golf Resort & Spa 
Damai Laut. The four-km access road leading to the resort from 
Sitiawan was recently upgraded, resurfaced, widened and 
installed with street lights to allow better accessibility and a 
more pleasant driving experience.

Besides refurbishing its Deluxe sea-facing rooms, the resort also 
recently presented its brand-new club floors and Damai Club 
Lounge to cater for business and corporate travellers. With a 
unique design that incorporates a vibrant colour palette, the 
exclusive Damai Club Lounge exudes comfort and privacy; 
allowing the seamless interaction of business and pleasure. 
The glass-clad exteriors and water features of Damai Club 
Lounge create the perfect setting for cocktails and sunset while 
overlooking Pangkor Island.

THE  BRAND

A  Business  and  Leisure  Hub

website : www.swissgardendamailaut.com

  - Hospitality - Resort Hotel
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Universiti Tun Abdul Razak was named after Tun Abdul 
Razak, known as ‘Malaysia’s Father of Development’. 
The university aspires to actively contribute to the 
development of the country and the region through its 
efforts to produce competitive and capable graduates.

In 2009, Universiti Tun Abdul Razak was officially 
rebranded with the new acronym, UNIRAzAK, and shifted 
its headquarters to its new City Campus at Capital Square, 
located in the heart of the nation’s capital of Kuala 
Lumpur. The institution of higher learning incorporated 
a new vision, “To become the leading institution in 
providing quality education and human capital in ‘niche’ 
areas among emerging economies”, with the goal of 
becoming a boutique university that offers superior 
education in niche areas.

This rebranding initiative led to UNIRAZAK becoming a 
true boutique university that is better positioned and able 
to further focus on its new vision. The university has since 
become nimbler, thereby able to provide a unique and 
more effective educational experience for its students. In 

becoming more empowered to concentrate on developing 
and delivering unique innovative programmes in niche 
areas which address Malaysia’s (and the region’s) future 
human capital needs, UNIRAZAK’s ability to accomplish 
its goals has been further strengthened.

Subsequently, UNIRAZAK continued its tradition of 
being a pioneering university by developing 15 new 
innovative programmes in specialised areas; including 
entrepreneurship, government & public policy, 
professional accounting, taxation, insurance, retail & 
hypermarket and Islamic financial planning.

Looking forward to greater success, UNIRAZAK is now 
embarking on the next crucial phase of its growth - 
focusing on its vision of becoming the leading institution 
in providing quality education and human capital in 
specialised areas among emerging economies. UNIRAZAK 
also intends to enhance its cooperative and collaborative 
networks through strategic alliances with top-ranking 
international universities which are renowned in their 
respective fields.

UNIRAZAK prides itself in developing relevant tertiary level 
programmes to meet the needs of today. All its academic 
programmes are developed through close consultation 
with business and industry partners, the public sector and 
professionals are approved by the Malaysian Higher Education 
Ministry (MOHE) while making sure the programmes meet the 
high standards required by the Malaysian Qualification Agency 
(MQA).

UNIRAZAK plans to continue building its brand locally and 
overseas through the execution of its strategic plans, and the 
support given by its leading world partners. These include 
Babson College USA (ranked as ‘No.1 for Entrepreneurship’ 
by U.S. News and World Report for 16 consecutive times), CPA 
Australia, the International Business School Alliance (IBSA) and 
Maxwell School of Citizenship and Public Affairs.

Additionally, one of the institution’s main priorities is to 
continue working towards the achievement of the educational 
‘triple crown of accreditation’ from AACSB, EFMD and AMBA. 
This places UNIRAZAK in a rare class of university and an 
increased global awareness of its ability, as well as the 
Malaysian tertiary education industry, to deliver a high quality 

university education that can compete with the best that the 
world has to offer. UNIRAZAK is rated Tier 5 or ‘Excellent’ in 
SETARA ‘11 by the Malaysian Qualifications Agency (MQA), 
which rated various public and private universities to assess 
their quality of teaching and learning.

Since its inception, UNIRAZAK has been among the first few 
private learning institutions in Malaysia to receive the ISo 
9001:2000 SIRIM Certification. Additionally, UNIRAZAK has 
been awarded the prestigious Multimedia Super Corridor (MSC) 
status, which is a testament to the university’s commitment 
to the integration of innovation and technology in its teaching 
and learning techniques.

EMPoWERING FUTURE GENERATIoNS

The acquisition of information and knowledge empowers the 
students of today to become better leaders of tomorrow and 
this will enable them to contribute more to the development 
of the nation. In line with Malaysia’s goal of attaining Vision 
2020, UNIRAZAK will continue with its mission to produce the 
best human resource to facilitate the country’s development 
and play a key role in its success.

THE  BRAND

Driven  by Advancement

website : www.unirazak.edu.my
facebook : www.facebook.com/unirazak
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Established in 1947, vitaHealth remains true to its 
mission, “Enriching Lives”. The company believes that 
health is absolutely more important than wealth. Hence, 
it has always been at the forefront when it comes to 
offering a comprehensive range of high-quality and 
premium health supplements to meet the diverse health 
needs.

All VitaHealth products are developed using carefully 
selected ingredients with proven effectiveness, 
employing the latest scientific research methods and 
cutting-edge technology.

In the initial years, VitaHealth was a retail pharmacy that 
launched its own brand of vitamins and supplements 

such as Supa Formula 3 and Crowning Glory.

VitaHealth is a subsidiary of Vita LifeSciences Ltd., a 
successful Australian-owned complementary-medicine 
and dietary supplement company. Listed on the Australian 
Securities Exchange (ASX), the group has a wide range 
of products marketed under well-known international 
brands, namely Herbs of Gold, vitaHealth and vitaLife. 
All products are manufactured in GMP-certified facilities, 
mostly in the USA, Australia, New Zealand and Canada. 

VitaHealth has grown from strength to strength in 
the last 66 years to become a household name among 
Malaysians.

Over the decades, VitaHealth has grown vigorously to become 
a significant healthcare establishment with more than 2500 
registered products, sold locally and abroad. VitaHealth 
commands the lion’s share in the vitamin, mineral and 
supplement sector in key markets around the Asia-Pacific 
Region.

Even today, with its philosophy, “think internationally but act 
locally’, VitaHealth is working diligently to develop products 
that are consistent with global trends while adopting and 
adapting its offerings to suit consumer needs.

VitaHealth has, in the present day, elevated itself to its current 
peak of growth and world-class status by focusing on its wide 
and established network. The company has been growing 
steadily at a rate of 20 percent annually, despite the global 
economic slowdown which has impacted demands in various 
industries over the years.

The formula behind the steady growth of the company is 
its ongoing initiative to position and nurture the brand 
continuously. VitaHealth has a team of well-trained Product 
Advisors to provide relevant health information to customers, 
helping the latter make healthier choices when it comes to 
purchasing supplements.

The company also actively organises health roadshows, 
providing free health checkups and consultation. It also 
publishes its own health and nutrition newsletter, the Breaking 

News. In Malaysia, the brand has positioned itself to magnetize 
the Malaysian mind by means of its marketing and promotional 
activities, both above and below the line.

For all its effort and hard work, VitaHealth is immensely proud 
to be conferred The BrandLaureate SMEs BestBrands Awards 
2012 for Signature Brand for Product Innovation – Supplements. 
Winning this significant award has further strengthened the 
brand’s position and reaffirmed its commitment to pursue 
more revolutionary strategies in the future.

Along with this recognition, VitaHealth has acquired several 
other accolades under its belt, some of which include The 
BrandLaureate SMEs BestBrands Awards 2011 for Best Brand in 
Supplements – Wellness, Superbrands Malaysia 2013/2014 and 
Superbrands Singapore 2002/2003.

FUTURE PLANS

In the years ahead, VitaHealth will continue to develop better-
formulated products while progressively strengthening its brand 
presence; both locally and globally. Besides its home markets in 
Malaysia and Singapore, VitaHealth has also made its presence 
known in the health-supplement arenas of Australia, Indonesia, 
Thailand, Vietnam and China. The company endeavours to 
further strengthen its existing markets while exploring new 
territories such as the Philippines, Myanmar, Cambodia, Laos 
and a few other neighbouring countries.

THE  BRAND

Growing   in  Strength

website : www.vitahealth.com.my

  - wellness - Supplement
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AEON Credit Service (M) Bhd. commenced operations in 
Malaysia in 1997 by providing ‘Easy Payment’ schemes 
for purchase of consumer durables through appointed 
retail merchants and chain stores. Due to its popularity 
and customers’ strong trust in the brand, AEoN Credit 
was able to go for public listing on the Main Board of 
Bursa Malaysia Securities Berhad in 2007.

Today, the business of the company has expanded to 
include the following: issuance of credit cards, ‘Easy 
Payment’ schemes for purchase of consumer durables, 
motorcycles and cars, personal financing schemes, 
equipment and vehicle financing for small businesses, as 
well as insurance business; among others.

AEON Credit currently has five regional offices, more 
than 40 branches and service centres located in major 

shopping centres and towns, and a network of more than 
7000 participating merchant outlets nationwide. Total 
assets of the company currently exceed RM 3 billion. It 
has more than 1.1 million card members for the various 
products and employs more than 1900 staff.

AEON Credit is a subsidiary of AEON Financial Service 
Co. Ltd., Japan (AFSJ), which is mainly involved in the 
issuance of credit cards. It currently has more than 29.8 
million card members. It is one of the biggest credit card 
issuers and a leading consumer credit provider in Japan. 
AFSJ, in turn, is part of the AEON Group of Companies 
(AEON Group), a global retail and financial services group 
operating in Japan, Southeast Asia, China and North 
America.

The success of AEON Credit lies in its ‘customer-centred 
approach’, which is the fundamental principle of the brand’s 
success. In Malaysia, the brand has strategic tie-ups with its 
business partners to provide customers with a wide range 
of products and services which range from credit cards to 
insurance, personal financing and promotions with retail 
establishments.

This is in line with the company’s corporate vision , which is to 
establish AEON Credit as a leading brand in consumer finance 
and service industry by providing excellent customer service 
and a wide range of consumer financial service and products 
that best meet customer’s needs.

As a responsible company, AEON Credit adheres to a strict code 
of corporate ethics and, at the same time, engages in activities 
which contribute to society. The company and its employees 
participate in Corporate Social Responsibility (CSR) activities 
and social welfare through environmentally friendly business 
practices, charity and community contribution.

A major pillar of the company’s CSR activities is the ‘With All Our 
Hearts’ (WAOH) Malaysian AEON Foundation (MAF) which is the 
charity arm of AEON Group in Malaysia. Through the constant 

support and encouragement of customers and business 
partners of AEON Group in Malaysia as well as members of the 
public, MAF has raised millions of ringgit over the last 10 years, 
resources which been donated to various organisations and 
needy individuals or spent on other community contributions.

MovING AHEAD

AEON Credit will continue with its business strategies to 
enhance and expand its product schemes to meet market 
demand as well as improve its overall service level and process 
efficiency for customers and merchants. New growth areas in 
car financing and small business financing portfolios will be 
key-performance drivers in moving forward.

The brand is well positioned to complement financial services 
available to SMEs in the market from banking institutions, 
government-linked companies and other credit companies. 
The card benefits which are offered at AEON Group shopping 
centres in Malaysia will be enhanced to make the Company’s 
credit cards the preferred choice. Furthermore, new branches 
will be opened nationwide to facilitate greater market reach 
and customer service to consumers.

THE  BRAND

Customer  Centred

website :  www.aeonmalaysia.com.my
FACEBOOK :  www.facebook.com/AEONCredit

- Finance – Payment Solutions
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AIA Bhd. Malaysia, formerly known as American 
International Assurance Bhd., is one of Malaysia’s largest 
life insurers with 45 branches nationwide, supported 
by over 2000 dedicated employees and close to 17,000 
agency force members to serve its 2.6 million customers.

With 65 years of local market presence, AIA has gained 
valuable insights which enables it to provide solutions 
which meet the different life-stage needs of its customers  
- in both good and challenging times. The brand has a 
suite of products which include Protection, Health, 

Personal Accident, General Insurance, Employee Benefits, 
Retirement and Family Takaful options.

AIA Bhd. Malaysia is part of AIA Group Ltd., the largest 
independent public listed Pan-Asian life insurance group 
and the fourth largest life insurer in the world. With total 
assets worth over USD140 billion, it only goes to show 
its strong financial track record as well as credible and 
stable background. In December 2012, AIA Group Ltd. 
acquired ING’s insurance operations in Malaysia and the 
subsequent integration of the businesses locally.

The acquisition of ING presented the perfect opportunity for 
AIA to reshuffle its brand positioning and at the same time 
leverage on the best aspects of both business entities in order 
to introduce an enhanced suite of products and services to its 
customers of different market segments.

The branding initiative kicked off with the ‘Let’s Get Real’ 
recruitment campaign aimed at attracting Gen Y candidates to 
build their career as Life Planners with AIA and culminated in 
the unveiling of its brand repositioning campaign – The Real 
Life Company - which reflects AIA’s aspiration to become the 
‘Undisputed No.1 Life Insurer in Malaysia’ with a sharper focus 
on delivering a more personal, relationship-based experience 
to its customers to serve their real life needs. Customer 
insights gained over the years show that in this fast-paced-
and-constantly-changing-world customers are looking for a 
life insurer which can engage them in a genuine and proactive 
manner to help them manage their lives.

At the same time, 26 new traditional life and investment linked 
products such as Investment-linked, Medical Care, Private 
Retirement Scheme Funds and Employee Benefits - packages 
for SMEs business were launched and distributed via AIA Life 
Planners.

Apart from its suite of products, AIA’s strength lies in its multi 
distribution channels. With over 17,000 agency members and 
a strategic bancassurance partnership with Public Bank, one 
of the leading banks in the country with an extensive branch 
network and team of direct sales personnel and brokers, it is 
able to market its products and extend its footprints.

To make the marketing of products easier, AIA launched a game 
changing innovation for its agency force called iPoS, making it 
easier for them to conduct their business anytime, anywhere. 
The iPad application also serves to enhance the customer 
experience as a policy can be purchased in a completely 
paperless environment, simultaneously reducing customers’ 
waiting time, as the sale can be completed over one meeting.

PRoTECTING THE FUTURE

To ensure continuity, AIA will carry on to serve its customers by 
offering a selection of high quality financial protection products 
which are relevant to their life stage needs. The brand will also 
reach out to the younger generation which is its future customer 
base and build a stronger brand affinity with said segment and 
capitalize on the high potential of this ever-growing insurable 
young population.

AIA will continue to recruit the next generation of Life Planners 
who can relate better to the younger base of customers and 
provide the sort of customer experience they are accustomed 
to. This includes equipping the Life Planners with industry-
leading sales technology so they can connect with the younger 
generation using platforms which they are familiar with and 
continue to streamline processes as well as enhance systems 
and technological capabilities to deliver optimum convenience 
to customers of the brand.

THE  BRAND

The  Real  Life  Company

website :  www.aia.com.my
FACEBOOK : www.facebook.com/AIABhdMalaysia
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AirAsia, the leading and largest low-cost carrier in Asia, 
services the most extensive network with 85 destinations 
that stretches across all ASEAN (Association of Southeast 
Asian Nations) countries as well as China, India and 
Australia. Within 11 years of operations, the brand has 
carried over 180 million guests and grown its fleet from 
just two aircraft to over 137. The airline today is proud 
to be a truly ASEAN airline with established operations 
based in Malaysia, Indonesia, Thailand and the 
Philippines. AirAsia was named the ‘Best Low-Cost Airline 
in Asia’ in the World Airline Awards via the annual World 
Airline Survey by SKYTRAX for five consecutive years from 
2009 to 2013.

By introducing the no-frills, hassle-free, low fare business 
concept, AirAsia has revolutionised the aviation industry; 
where flying in the past was only meant for the elite and 
rich. With its tagline and philosophy, ‘Now Everyone Can 
Fly’, more people around the region are choosing AirAsia 
as their preferred choice of air transport. As AirAsia 
continuously strives to promote air travel, it seeks to 
create excitement amongst travellers with its range of 
innovative and personalized services.

Innovation has led AirAsia to scale great heights of success. 
AirAsia was the first airline in Asia to offer online ticketing 
through its website, www.airasia.com, which is customised for 
each country and market. Online booking has provided a low-
cost alternative to issuing printed tickets.

With online booking, passengers are able to book their flights 
up to four hours before the scheduled departure time. Bookings 
can also be made via AirAsia’s mobile applications on iPhone, 
Android devices, Blackberry 10 OS, as well as its mobile site, 
mobile.airasia.com. The mobile applications on iPhone and 
Android platforms are now updated with the ‘Manage My 
Booking’ feature - where guests can view all their bookings, 
check-in for flights and  manage add-ons such as meals, seat 
selection, baggage check-ins, sports equipment allocation, 
purchase travel insurance and more.

The introduction of the Fly-Thru service enables passengers 
to conveniently connect between two different flights via the 
transfer hall, with a minimum connection time of 90 minutes. 
No transit visa is required for this service and passengers 
can enjoy quick transit and baggage-check through, skipping 
immigration queues while cutting down on expenses with the 
exemption of airport tax at transit hubs; and are able to check-
in at the transfer hall to their connecting flight. Bags are also 
automatically tagged to their final destination.

While AirAsia is a household name in the ASEAN region, it 
continues to promote the brand through various branding 
initiatives such as sponsorship of sports events, Caterham F1 
and Park Rangers Queens Football Club (QPR), which provide 
high coverage globally and helps to accentuate the brand’s 
presence.

AirAsia also actively advocates social media, which allows the 
brand to address the conventional limitations of direct push 
marketing (one-way communication). Via such platforms, the 
brand has been able to interact with millions of present and 
potential customers.

FLyING AHEAD

India is a very exciting market for AirAsia with enormous 
potential and it will further establish its operations in the 
country. The opportunity to be involved in India’s aviation 
sector has fired the imagination of the management and staff at 
AirAsia. The brand is confident that it can deliver on its pledge, 
‘Now Everyone Can Fly’, to the Indian consumers - just as it has 
to all its customers in the ASEAN region. AirAsia is a truly ASEAN 
airline, with the best connectivity in the region of any airline. As 
such, the venture to India, plus its flights to China from ASEAN, 
will make the brand a truly Asian airline.

THE  BRAND

Innovation,  the  Game  Changer

website : www.airasia.com
FACEBOOK : www.facebook.com/AirAsia
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Bank Simpanan Nasional (BSN), a statutory body under 
the Ministry of Finance, was established on 1 December 
1974. Since then, this bank remains the front-runner 
in establishing the importance of savings amongst all 
Malaysians as well as providing banking accessibility 
nationwide.

Over the past 40 years, BSN’s continued resilience in 
fulfilling its objective have transformed itself as one of 
the notable development financial institution (DFI) in 
the country. Innovative products and services coupled 
with automated banking services have also reinforced its 
position in the local financial landscape. Its wide network 

of branches serves as an effective frontage in dispensing 
the bank’s products and services to its customers and the 
community it operates in.

Being the bank that construes inculcating savings as 
part of its prime agenda, BSN offers savings schemes 
with incentives such as the Premium Savings Certificate 
Scheme since its introduction in 1978. This popular 
scheme encourages consumers to save by offering 
them attractive incentives. Likewise, for the younger 
generation it inspires savings amongst them through 
the Young Savers’ Club and the Students’ and Schools 
Savings Incentive Scheme.

Holistically, the Bank plays a key role in financial inclusion 
initiative; an agenda of Bank Negara Malaysia. This initiative is 
clearly proven through BSN Agent Banking whereby, BSN have 
a network of 5,000 agents nationwide to enable people from all 
walks of life to enjoy basic banking facilities such as withdrawal, 
deposit, bill payment, cashless transactions, pre-paid top-up 
and purchase of Sijil Simpanan Premium (SSP). The availability 
of EBB agents have leveraged BSN with a comprehensive and 
holistic network of banking access for its customers and the 
public.

Diversifying itself to cater for people of all walks of life, BSN 
is also responsible to provide loans for taxi and school bus 
operators besides facilitating the Creative Industry Loan for 
local creative key players.

To provide better service, BSN has implemented various 
Customer Relationship Management programmes such as the 
Queue Management System to reduce the turnaround time of 
transactions at counters. To further improve accessibility, BSN 
kiosks, ATMs and other supporting infrastructure has been set 
up to enable customers to use the bank’s products and services 
with ease and convenience.

AWARD AND ASPIRATIoN

It needs mention that BSN Matrix Debit Card received The 
BRANDLAUREATE SME’s BESTBRANDS AWARD 2012 as the 
MOST PREFERRED BRAND-PAYMENT SOLUTIONS-DEBIT CARD. 
True to this recognition, recently BSN launched its BSN VISA 

Debit Card, the first multi-privileged Visa Debit card with Visa 
payWave technology in Malaysia. It is indeed a revolutionary 
product that stands out as a trendsetter in the industry.

‘Ensuring efficient delivery of services and a satisfied banking 
experience’ has been the philosophy of BSN for its customers. 
The bank staffs are provided with proper training by financial 
experts and industry leaders; and this has consequently helped 
to boost the overall performance of the bank.
The bank also encourages its employees to be more community 
oriented by organising social activities and retreats that involve 
external parties. Such programs would leverage the employees 
with experience in social development of the community.

GRoWING STEADFASTLy

Currently, BSN has more than 6,600 employees, 398 branches 
and more than 5,000 Registered Banking Agents located across 
the nation. BSN has over 8.32 million customers throughout 
Malaysia, with a total retail savings deposit of RM12 .15 billion 
(as at October 2013).

Being a customer driven bank, BSN continues to offer a range 
of products encompasses financial facilities such as personal 
financing, mortgages, hire-purchase, micro financing and many 
more. At BSN, we will continue to develop our products to meet 
customers’ demands. Our aim is to be known as the leader 
of innovation and the community’s champion in providing 
banking solutions.

THE  ESTABLISHMENT  OF  BSN

REACHING THE COMMUNITY

website : www.mybsn.com.my
FACEBOOK : www.facebook.com/BankKomunitiAnda
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The transformation of Bank Perusahaan Kecil dan 
Sederhana Malaysia to Small Medium Enterprise 
Development Bank Malaysia (SME Bank) in June 2013 is 
more than just a change in name. It is also a reflection 
of SME Bank’s role in developing SMEs in Malaysia as 
the engine of economic growth. The name switch also 
shows the company’s renewed commitment to further 
expand the capability of SMEs in Malaysia and create 
new opportunities for entrepreneurs to develop their 
businesses.

Adopting the PACT values (Passion, Commitment and 
Trust), employees are instilled with a strong passion for 
the banking service in order to facilitate customer needs; 
and are committed to discipline, success and efficiency. 
SME Bank has plans in the pipeline to create more 

brand awareness by intensifying promotional activities 
and reaching out to customers - including those in the 
‘underserved’ and ‘un-served’ categories.

As a development financial institution (DFI), SME Bank 
has the responsibility of developing and promoting the 
SME sector as well as focusing on the ‘underserved’ 
market by providing specialised financial products and 
services.

The principle activities of the bank are to provide financing 
and business advisory services as well as intervention 
programmes to Malaysian SMEs which are within the 
predefined categories determined by the National SME 
Development Council.

With SMEs in Malaysia making up for 97 percent of all 
registered companies, yet accounting for only 32 percent of 
the GDP, SME Bank faces many obstacles. One of the main 
challenges is reaching out to potential clients. In order to reach 
out , the bank recently established a number of new branches 
and Entrepreneur Premise Complexes (EPC) in Rawang, Kajang, 
Bintulu, Pasir Gudang, Batu Pahat and at UTCs such as Ipoh, 
Kuantan and Alor Setar; making the total number of outlets 24 
and EPCs, 25.

Other key challenges faced include maintaining a healthy 
and quality portfolio of customers. SME Bank has put in place 
various programmes and services such as training, advisory and 
intervention that will provide entrepreneurs with information 
enhance their knowledge in running a business effectively and 
efficiently.

One such collaborative programme is iQ-dagang, an ‘idea box’ 
where the bank nurtures entrepreneurs’ ideas and turn them 
into commercialised products and services. To-date, out of 114 
registered ideas, 13 have been converted into viable business.

In late 2012, SME Bank launched the Centre for Entrepreneur 
Development and Research (CEDAR), to further amplify and 
complement the development role of the Bank. CEDAR offers 
specialised training, consultancy and research for SMEs. For the 
first half of 2013, five training programs have been conducted; 

with 871 participants from various backgrounds. The 
Entrepreneur Premise Programme is an integrated approach 
to entrepreneurial development - by providing factory space 
and potentially providing financing and training together with 
advisory service.

A few of its local entrepreneurs and clients have created strong 
and well-known brands like Ramly Food Processing, Faiza 
Marketing and Astra Simfoni by expanding and developing their 
businesses - among those in an ever-growing list of success 
stories.

NURTURING ENTREPRENEURSHIP

SME Bank has embarked upon a programme to promote 
entrepreneurship among secondary school students called 
Program Inovasi Usahawan Muda – SME Bank Y-Biz Challenge. 
This collaboration with the Ministry of Education (MOE) aims 
to create entrepreneurship by providing an opportunity for 
students to explore their creativity and innovativeness. Future 
plans include the bank offering its ‘un-served’ market more 
financing opportunities while exercising banking prudence, 
sound governance, good lending capability and capacity. 
Targeting good returns as a major contributor to the overall 
growth of the SME industry, SME Bank will play a pivotal role in 
ensuring that Malaysian SMEs contribute to at least 41 percent 
of the GDP by 2020 through its various initiatives.

THE  BRAND

Championing  SME  Development

website : www.smebank.com.my
FACEBOOK : www.facebook.com/smebank

- Banking 
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City-Link Express is the first and largest established 
domestic courier company in Malaysia. Established 
in 1979 by founder and CEO, Mr. David Tan, the brand 
started from humble beginnings with a modest operation 
of three personnel covering Klang Valley.

With strong leadership and sound management, City-
Link Express has flourished into a successful home-grown 
brand and an industry leader. Today, City-Link Express 
handles more than 15 million shipments annually, has 
over 3000 dedicated employees operating in more than 

200 branches and drop-in-centres throughout Malaysia. 
It has a fleet of 500 vehicles covering every point in 
the country and its hub at Glenmarie Industrial Park, 
Shah Alam, is able to sort out more than nine million 
shipments a year.

City-Link Express is the first domestic courier company to 
set up overseas offices in Singapore, Indonesia, Thailand, 
Hong Kong and China; with plans to have an office in 
Vietnam in the near future.

The brand vision of City-Link Express is to become the customers’ 
preferred choice in Asia-Pacific by 2020; and to attain this it will 
strive to provide better delivery service to its customers through 
continuous improvement in its products, services, technology 
and operating procedures.

From its core business of providing express courier services, the 
brand has expanded to integrate other related services, namely 
air and ocean freight, warehousing, third-party logistics, 
supply chain management as well as corporate mailroom 
management.

To ensure timely arrival of shipments, which is crucial to the 
success of courier companies, City-Link Express embarked 
upon extensive computerization which includes bar-coded 
consignment notes and an in-house system to track and trace 
every shipment. In 2010, City-Link Express adopted the Green 
ICT initiative by harnessing virtualization technology at all its 
data centres. The brand has also upgraded its website to make 
it more interactive and enable customers to log in and view the 
status of all transactions. City-Link Express customers can then 
track and trace their consignments with greater accuracy and 
obtain more information.

Effective branding has enabled City-Link Express to maintain 
its leadership position in the competitive logistics and courier 
industry for the past 33 years. Brand visibility and awareness is 
important to create a lasting impression and City-Link Express 
advertises in magazines and billboards that are strategically 
located around the Klang Valley. The brand also sponsors 
events and related programmes and all these marketing and 

advertising efforts have ultimately contributed to an increase 
in its annual revenue since 2006 - simultaneously enabling the 
brand to capture a wider market share.

As a responsible corporate citizen, City-Link Express embarks 
on various CSR programmes such as promoting road safety 
amongst road users. This is in collaboration with the Road 
Safety Department and in this programme, the employees of 
City-Link Express have pledged to be considerate drivers and 
riders, abiding by traffic regulations and observing speed limits 
at all times. They have gradually inculcated these values as part 
of the organization’s culture.

To ensure the well-being of the environment, City-Link Express 
practices ‘green packaging’. The satchels the brand gives out 
to its customers are made out of 100 percent biodegradable 
materials which will disintegrate after a few years of usage. 
Cardboard boxes are recycled regularly and the company’s 
fleet of vehicles are regularly serviced and maintained in 
excellent working condition to reduce carbon and poisonous 
gas emissions.

FUTURE PLANS

City-Link Express continues to support businesses throughout 
the 21st century by providing express and logistics solutions 
that will meet and exceed expectations via the organization’s 
pool of talents. High quality service can only be realized through 
the cultivation of an effective and efficient supply chain and 
City-Link Express aspires to develop better services to enable it 
to expand its presence throughout the Asia-Pacific region.

THE  BRAND

Always  on  the  Green  Lane

website :  www.citylinkexpress.com

- Logistics - Courier
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Originating from Brecia, Italy, Givi, the acronym of 
Giuseppe Visenzi, its Founder and President, was 
established in 1987. The well-known motorcycle 
accessories company has distributors in 70 countries, 
with branches in France, Germany, Great Britain, Spain, 
USA, Brazil, Malaysia, Vietnam and Indonesia.

Introducing innovation through a coherent and 
responsible design has been priority that has placed 
Givi at the top of the market today with different lines 
of products - top and side cases, helmets, soft luggage, 
windshield and accessories. The trust of the motorcyclists 
towards the Givi brand is a real added value for it.

Givi has a catalogue of 2300 part numbers in the 
accessories range and 1000 part numbers in the Helmet 
range, totalling more than 3000 items. A true example 
of Italian creativity, Givi has been awarded many patents 
and continues to bring new innovations to the amazing 
feat of travelling on two wheels.

The initial production saw the engine guards invented 
first, before moving on to special racks and cases. 15 years 
later, Malaysians got the Givi experience and the brand 
launched in Asia with a line-up of products adapted for 
the Asian market. All the while, both the headquarters 
and Givi Asia Sdn. Bhd. worked closely together so as to 
maintain the Italian flair in all of their merchandise.

The very first motorcycle case, the E34, was released in 1979. 
The evolution of the brand started with the offering of hard-core 
products. Eventually, the top and side case range expanded, 
becoming a complete solution for motorcyclists with the 
introduction of other categories - all the while maintaining the 
ethos of the company which is ‘quality and safety’.

Givi actively promotes safety awareness to the public by 
sponsoring boxes for the Traffic Police Department and 
participating in road safety and awareness campaigns. Givi’s 
safety products are frequently used by biker clubs in their 
convoys all over the world. They also constantly organise in-
house training for employees to educate and refresh their 
minds and provide knowledge about the products as well as 
safety tips. Givi dealers are also educated on the appropriate 
point of sales for optimal customer response.

Among the recent initiatives and programmes taken to grow 
the brand include a commitment to support motorsport talent. 
Givi renewed cooperation with MotoGP Team LCR Honda and 
also the new collaboration with Givi Honda Yuzy Pachie Team 
at the 2013 Petronas AAM Malaysian Cub Prix Championship.

The brand has also opened more showroom outlets (GIVI 
Points and GIVI Centers) to meet the demanding needs of the 
consumers. Givi offers its retailers a complete shop concept, 
successfully proven with its own retail operations.

Givi maintains a strong brand presence through its usage of 
the latest IT and social media channels, such as Facebook. 
Consumers are able to get in touch directly with the staff with 
regards to any queries of its products.

The Givi R&D Department, the pride of Givi, consists of a full 
team of engineers, designers and technicians who follow new 
projects very closely. The helmet-testing lab is the place where 
all the impact tests are carried out in the same meticulous way 
as performed at the official homologation offices. The latest 
addition to the department is a new lab where a dyno can 
closely simulate road conditions – the ultimate test area for all 
Givi fitting and mounting kits, intended to test their durability 
and safety.

FUTURE AIMS

Givi aims to deliver the highest safety standards in accessories 
for every level of the motorcycle fraternity and is fully 
committed to maintaining its current leading position. Besides 
expanding the ‘World of Motorsport’ lifestyle concept, Givi has 
plans to vigorously pursue efforts to instil a culture of road 
safety awareness, thereby contributing towards creating a 
much safer environment for motorcyclists globally.

THE  BRAND

Brand  Expansion 

website : www.Givi.com.my 
FACEBOOK : www.facebook.com/Givi.asia
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Incorporated since 1991 and listed on the Main Market 
of Bursa Malaysia, Mah Sing Group Berhad is among the 
elite of Malaysia’s fully-integrated property developers, 
offering landed and high-rise residential, integrated 
commercial centres and niche industrial properties. 
The group has a current stable of 44 projects which is 
a far cry from its early days when it was first venturing 
out. Mah Sing’s growth trajectory can be measured in 
terms of uninterrupted net profit growth, which has 
more than  tripled from RM65 million in 2006 to RM231 
million in 2012. This has enabled Mah Sing to reward 
its shareholders with a consistent minimum dividend 
payout rate of 40 percent net profit since 2006.

As yet another testament of the brand’s growth is in 
terms of sales achievement, the Mah Sing has become 
Malaysia’s second largest developer by sales value; 

recording more than RM2.5 billion in 2012, a double-digit 
improvement over RM2.26 billion chalked up in 2011. The 
corporation first breached the RM2 billion sales target 
in 2010, starting the decade in style, and is expected 
to continue to soar and achieve a sales revenue of RM3 
billion in 2013.

The Mah Sing brand is anchored on the delivery of a 
premier lifestyle, based on its market-driven products, 
spot-on identification of trends and cutting-edge 
innovation in all its projects. Regardless of high-end 
or mass market; residential, commercial or industrial, 
the Mah Sing brand is synonymous with high quality, 
innovation and timely delivered properties; backed by 
impeccable customer service and thoughtful features 
and facilities.

When Mah Sing first entered the property development 
industry, the brand did not possess a large land bank, but had 
strong fundamentals and a healthy balance sheet. Its financial 
discipline enabled it to grow its land bank and adopt a more 
sustainable mode of operations for long-term growth. Backed 
by strong sales, Mah Sing achieved record high net profit with 
an impressive 37 percent improvement.

Today, Mah Sing is one of the more active developers in terms 
of land-banking, exceeding its land-banking target of RM5 
billion for 2012 by 18 percent as it acquired four lands with a 
combined Gross Development Value (GDV) of approximately 
RM5.88 billion.

Right from the start, Mah Sing had made a conscious decision 
to go for medium, medium-high and high end properties; and 
its mantra has always been, “Location, Quality and Branding”. 
The Mah Sing brand encapsulates the concept, product, 
quality, standard of design, customer service and track record, 
packaged with the right location and strategic marketing.
To expand its brand presence, Mah Sing has also opened two 
international sales offices in Shanghai, China, and in Somerset 
Road, Singapore.

The above achievements would not be possible if it were not for 
the passion, dedication and commitment of the management 
and staff. With its resounding philosophy, “One Team One 
Vision”, the brand encourages openness and transparency 
amongst its staff and generously rewards innovation. In 
addition to all the above, internal training to increase staff 
understanding of the company’s products and services and 
equipping them with creative and effective skills are part of 
talent development in the company. Mah Sing was named 
as one of the Best Companies to Work for in Asia in 2013 by a 
regional HR trade media company and this bears testament to 
the overall success of the brand.

BRAND SUSTAINABILITy

Prospectively, Mah Sing will continue developing residential, 
commercial and industrial properties and seek to acquire 
large tracts of strategic land in the coming years. The brand 
will explore overseas expansion to propel the growth of its 
future earnings. With a vision to become a world-class regional 
property developer, Mah Sing will maintain its leadership 
position by providing good customer service and meeting (and 
exceeding) customer needs and desires. Mah Sing aspires to 
earn the loyalty of its clients by delivering high-quality products; 
along with good pre-sale and post-sale service.

THE  BRAND

Location,  Quality  &  Branding

website :  www.mahsing.com.my
FACEBOOK : www.facebook.com/mahsing
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Edaran Tan Chong Motor (ETCM) Sdn. Bhd. is the sole 
distributor and manufacturer of Nissan cars in Malaysia. 
The Nissan story in Malaysia started way back in 1957 
when Tan Chong & Co, a partnership between two Tan 
Brothers, led by the late Y. Bhg. Tan Sri Tan Yuet Foh, 
was appointed the sole distributor of Nissan/Datsun 
cars in Malaysia; the first Japanese car brands sold in the 
country. Tan Chong & Co eventually evolved to become 
Tan Chong Motor Holdings Berhad (TCMH); and was 
public-listed in 1974.

Today, TCMH is one of the largest national conglomerates 
involved in a myriad of business activities; including the 
assembly and marketing of motor vehicles, auto parts 
manufacturing, property development as well as trading 
in various heavy machineries, industrial equipment and 
consumer products - both locally and abroad.

ETCM is a subsidiary of Tan Chong Motor Holdings 
Berhad and apart from being the exclusive distributor of 
Nissan passenger and light commercial vehicles, it is also 
the distributor of the Italian brand, Renault. ETCM has 
been instrumental in the success of the Nissan brand in 
Malaysia, having an average of 12 percent market share 
of the non-national car sales and 5.4 percent of the Total 
Industry Volume (TIV)in 2012. It has 98 sales branches 
and authorised dealership outlets nationwide and is 
supported by 91 after-sales service centres.

ETCM has two assembly plants in Segambut (Kuala 
Lumpur) and Serendah (Selangor) which can manufacture 
close to 100,000 units a year. Both plants have received 
ISO accreditation for quality system and environmental 
management system.

During the 1970’s and 1980’s, the Nissan brand was the preferred 
choice amongst car owners in Malaysia. The Datsun 1200 cc 
model was the most popular sedan and most households then 
owned a Datsun. In the 1990’s, the sales of Nissan cars took 
a dip with the introduction of Malaysia’s national car, Proton, 
and the nation’s second car brand, Perodua, which captured a 
huge market share.

Not daunted by this scenario, ETCM continued with its mission 
of distributing the Nissan brand by introducing high-end models 
such as the Latio, Teana, Grand Livina and SUV models such 
as Murano and X-Trail for consumers who wished to switch to 
bigger models and enjoy better car performance.

In 2012, Nissan launched the Nissan Almera to compete in the 
mid-range category and the model became a global best-selling 
sedan within a relatively short time. The sensational Almera, 
which is reasonably priced, has captured the fancy of car buyers 
with its value for money, comfortable and spacious interior, 
superb engine performance and stylish design; and has pushed 
the brand to be ranked as No.1 in the SSI (Sales Satisfaction 
Index) for 2012.

To capitalise on the popularity of Almera and its brand power, 
ETCM has been aggressively promoting the model through 
various marketing and advertising strategies. Conversations 
concerning the brand on Facebook and Twitter indicate the 
growing popularity of Almera in Malaysia and ETCM expects to 
increase its market share in the industry through the brand.

In keeping up with current trends , ETCM recently launched the 
Nissan Leaf, an eco-friendly car. This is a state-of-the-art electric 
vehicle which requires 4-8 hours of battery charging. Nissan 
Leaf has received a 5-Star rating on the Europe NCAP (New Car 
Assessment Program).

BRAND EXPANSIoN

In 1994, the Nissan Vanette C22 was manufactured locally and 
exported to countries such as Brunei, Fiji, Bangladesh and 
Papua New Guinea. Today, ETCM has set up manufacturing 
plants in Thailand and Cambodia, Laos and Vietnam. The strong 
performance and track record of ETCM in building the Nissan 
brand has led to the Japanese owner granting ETCM the sole 
and exclusive rights to represent the brand in these countries.

THE  BRAND

Exciting  Innovation

website :  www.nissan.com.my
FACEBOOK : www.facebook.com/NissanMalaysia

- Automotive - Sedan



2012
AW A R D S

MOST PREFERRED Brand
smes  MASTERS  awards

184

OSK Investment Bank OSK Investment Bank (oSKIB) 
is a fully owned subsidiary of OSK Holdings Berhad, a 
regional financial services Group listed on the Main Board 
of Bursa Malaysia Securities Berhad since 1991. The OSK 
Group commenced operations in 1963 and obtained its 
investment banking licence in 2007.

Led by Y. Bhg. Tan Sri Ong Leong Huat, who is also the 
founder, the OSK Group is now a regional investment 
banking group with more than 3700 professionals across 
an extensive network of 93 offices across the ASEAN 
plus the Hong Kong region. OSKIB offers its customers 
a full range of investment banking services which 
includes stockbroking, equity financing, futures trading, 

corporate finance, mergers and acquisitions, debt capital 
markets, equity capital markets, treasury, derivatives and 
structured products, private equity, offshore investment 
banking, unit trust management, asset management, 
trustee services, estate planning, financial planning, 
private banking, Islamic banking as well as commercial 
banking services in Cambodia.

OSKIB is a regional investment bank brand with a 
trusted name and its clients’ portfolio range from large 
public listed companies, government-linked companies, 
multinationals and those from the small and medium 
enterprises.

As a leader in small and medium cap segment of the market in 
investment banking, research and securities trading in ASEAN, 
OSKIB has received many awards which further strengthen its 
brand leadership. In 2012, it was awarded the Best Small Caps 
Coverage by Asiamoney Brokers Poll for Malaysia and Singapore, 
Best Telecommunication Stock Broker, Best Mid Cap Corporate 
Finance House in Malaysia and Singapore, Best Islamic Finance 
Deal of the year by Alpha South East Asia and many others. In 
the Malaysian Financial Markets, oSKIB was ranked No.1 in the 
Conventional Bond Market Secondary Trading – by Instrument 
Types and Warrants - Conventional Derivatives – by Instrument 
Types for 2012.

A NEW DAWN

On 28 May 2012, OSK Holdings Berhad announced the merger 
of OSK Investment Bank with RHB Investment Bank and the 
deal was finalised in April 2013. Both banks have since operated 
as one single legal entity under the name of RHB Investment 
Bank Berhad. The merger inadvertently created the largest 
investment bank in Malaysia and also in the ASEAN region. 
The combination of OSKIB’s expertise in small and mid-caps 
and strength in institutional and retail and equities, coupled 
with RHB’s balance sheet and large cap expertise, has created 
a formidable institution that can serve the needs of all its 

customers; from retail to institutional, and from large to small 
cap companies.

Thus far, the merger has made RHB the largest stockbroker 
in Malaysia by volume, undertaking about 14.5 percent of all 
volume in the stock market, while its assets under management 
grew to RM36 billion for 2013.

The merger highlights the rich heritage of both brands which 
has always been committed to delivering quality products and 
services in the financial industry. RHB Investment Bank, which 
falls under the RHB Group, has a rich heritage dating back to 
1913 when it was established as Kwong Yik Bank Berhad. A series 
of mergers and acquisitions between financial institutions in 
Malaysia led to the creation of RHB Group in 1999.

With its core values, ‘Professional, Respect, Integrity, Dynamic 
and Excellence’, which make up the acronym, ‘PRIDE’, RHB 
Investment Bank is committed to maintain a high level of 
proficiency, competency and reliability in all its initiatives, 
as well as convey high standards of performance and service 
deliverables and uphold a high standard of deliverables. RHB 
Investment Bank aspires to become a more modern, progressive 
and distinctive banking group within the local, regional and 
international banking arenas.

THE  BRAND

A  Star  Winner

website : www.rhb.com.my/business_banking/investment-bank/main/main.html

- Investment Bank



2012
AW A R D S

MOST PREFERRED Brand
smes  MASTERS  awards

186

Reliance Travel Malaysia started in 1969 as a small family 
business and in a in a relatively short time the brand has 
grown to become a household name among travellers 
as a market leader in the industry. Reliance Travel is an 
undeniable force in the travel industry and continues to 
maintain a strong market position, not only in Asia, but 
globally as well. With the brand’s tagline, “Trust, Speed 
and Choice”, Reliance Travel has been able to deliver 
happy holidays and memorable journeys to its customers, 
making it a trusted brand in the travel industry today.

The brand’s success in the travel industry corresponds 
with its meeting of the needs and expectations of its 
customers and Reliance Travel has been able to deliver 

on this with high quality and efficient standards. Aided 
by new technology, customers’ queries are promptly 
addressed and this has helped to boost the popularity of 
the brand even further in the travel industry.

Furthermore, customers can choose from a wide range 
of tours and travels that Reliance Travel offers. As the 
brand represents all major airlines as well as second-
tier carriers, it provides a complete range of airfares to 
the widest selection of destinations around the world. 
Reliance Travel regularly provides special promotional 
fares to over 200 cities; including instant confirmation 
services for worldwide hotels, ground transfers and 
sightseeing tours.

The competitive edge of Reliance Travel lies in group travel 
and the brand acknowledges that creativity and innovation 
are crucial in maintaining market superiority. Reliance Travel 
constantly strives to revisit and improve the specifications of 
its mainstream products, as well as open up new and exciting 
destinations. Some such examples include destinations like 
India, Bhutan, Latin America and the Pacific Islands - which 
naturally appeal to travellers who are looking for exceptional 
experiences.

The Reliance Travel series of group tours are constantly improved 
in terms of hotel selections and activities in the itinerary. This 
is to further improve customers’ experience and raise the bar in 
the travel industry. In meeting the growing demands of Muslim 
travellers, the Riang Ria Muslim Tours is gaining popularity 
with special packages to favourite destinations such as China, 
Korea, Hong Kong, Australia and Europe, to name a few.

The travel and tour industry is highly sensitive and can be 
negatively affected by both internal and external factors such 
as economic downturn, environmental and natural disasters as 
well as health issues. Where Reliance Travel is concerned, it 
continues to stand tall even when the travel industry was badly 
affected by the currency crisis in 1997, the 9/11 Incident, SARS, 
acts of terrorism, China-Sichuan Earthquakes in 2008, H1N1, 
volcanic ash disruptions in Europe, earthquakes in New Zealand 

and the earthquake and tsunami in Japan. The brand continues 
to consistently demonstrate a remarkable ability to anticipate 
and react positively even to seemingly detrimental changes in 
travel policies.

To promote its products and expand its clientele base, Reliance 
Travel spends millions of ringgit on advertising to communicate 
with its huge customer base. Hardly a week goes by without 
a prominent Reliance Travel advertisement being featured in 
the two highest readership mainstream media, The Star and 
Sin Chew. Twice a year, Reliance Travel holds its own consumer 
Travel Fair in conjunction with the MATTA Fair. The brand’s 
ability to attract a huge crowd each time clearly reflects its 
‘household brand’ status. Despite its huge brand presence, 
Reliance Travel does not believe in resting on its laurels. Each 
time the Travel Fair takes on a new theme, it becomes evident 
that the latest idea is more elaborate than the one before.

PLANNING AHEAD

Some of the future plans of Reliance Travel include extending 
its product line to the cruise segment and becoming known as 
the ‘go-to cruise agent specialist in Malaysia’. As travelling the 
world is no longer a luxury, but a lifestyle, Reliance Travel plans 
to stay relevant by offering premium services to travellers to 
ensure a hassle-free and enjoyable experience.

THE  BRAND

Competitive  Edge

website : www.tourworld.com.my
FACEBOOK : www.facebook.com/RelianceTravelMalaysia

- Travel & Tours
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White Horse Ceramic Industries Sdn. Bhd. began when 
three parties from Taiwan, Malaysia and Singapore came 
together to form a company that would set the standard 
of the region’s ceramic tile industry. Today, it has 
established a reputation as one of the leading ceramic 
tile manufacturers in the Asia-Pacific region.

With the simple objective of making homes beautiful, 
White Horse produces quality tiles, ranging from polished 
and unpolished porcelain to glazed ceramic wall and 
floor tiles. Its products are manufactured to reflect the 
advanced technology, stringent quality assurance and 
design excellence the company ensures. Its reliance of 
research and development (R&D) has made it possible 
for it to produce tiles which equal those produced by 

world market leaders, as it strives towards its vision of 
becoming a world-class ceramic tile manufacturer.

The company’s continuous and committed emphasis on 
quality assurance has resulted in encouraging outcomes 
and enhanced its competitive edge in the industry; while 
meeting the ever-developing demands of sophisticated 
customers.

White Horse Ceramic Industries Sdn. Bhd. has been moving 
aggressively to capitalise on growth opportunities, 
improving operation efficiency and expanding its global 
presence since the dawn of its business. Today, the 
company is known as one of the leading ceramic tile 
manufactures in the Asia-Pacific.

From producing basic ‘salt and pepper’ tiles, White Horse has 
expanded to produce a broad range of porcelain and ceramic 
tiles and accessories utilising high-end, imported Italian 
machinery and technology.

As of 2012, the company’s manufacturing facilities are located 
in Pasir Gudang and Tanjung Langsat in Johor. White Horse has 
12 offices which span across Malaysia, Australia, Cambodia, 
Singapore, Thailand, Indonesia and the Philippines. Its 
showrooms inspire creativity by allowing visitors to browse, 
mix-and-match various tile designs and textures as well as seek 
advice from staff.

White Horse continues to lead the tile manufacturing industry 
through its strong R&D facilities while focusing on product 
and design innovation, together with process and material 
development in manufacturing. In addition to creating new 
designs to satisfy consumer tastes, its R&D team also ensures 
that its tiles pass the quality test.

The company’s strong focus on quality assurance has produced 
results and enhanced its competitive edge in the tile industry; 
thus meeting the demands of customers from all walks of life. 
With core values such as ingenuity and hard work in mind, White 
Horse Ceramic Industries Sdn. Bhd. is driven to go forward and 
develop into a world-class ceramic tile manufacturer after its 
success in the Asia-Pacific.

The heart of White Horse’s business philosophy is not just 
about creating environments but is also about creating the 
right atmosphere, quality, efficiency, innovation and service. 
Its popular design concept of ‘feature walls’, manufactured 
through advanced technology, stringent quality assurance and 
design excellence; all with support from its R&D team, is equal 
to those manufactured by world market leaders.

White Horse believes in actively pursuing technical achivement 
for both product and processes, and has gained local and 
international recognition for adapting these policies. With 
accreditation in ISO: 9001 for Quality Management System in 
its manufacturing and marketing arms respectively in 1997 and 
1999, White Horse is the first in Malaysia to be awarded the 
SIRIM Eco-Label certification by SIRIM QAS. This was followed 
by the Green Label certification by the Singapore Environment 
Council. Its commitment to creativity was reflected in its 
winning of the National Creativity & Innovation Award 2004, 
presented by the Malaysian Design Technology Centre for its 
innovation in product development and global branding.

SETTING TRENDS

Known as a prominent trendsetter for interior design and 
decorating solutions, White Horse Ceramic Industries Sdn. Bhd. 
has plans to continue producing creative, innovative tiles and 
accessories in order to enance its business portfolio.

THE  BRAND

Tiling  For  Growth 

website : www.whitehorse.com.my
FACEBOOK : www.facebook.com/WhiteHorseCeramic

- Ceramic Tiles
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SMEs,

Take up the challenge.

Build a brand that shapes the world and

Build a business that shakes the world

Anything is possible!

                          ... Dr KKJohan
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SMEs,

Take Heart!

Bad days are over,

Bright days are coming.

The outlook will always be bright.

You just got to keep on believing

That the sun will keep on shining.

                          ... Dr KKJohan


