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When the late father of Tan Sri Dato’ Sri 
Leong Hoy Kum, the head of Mah Sing Group 
Berhad, founded his plastic firm, he named it 
‘Mah Sing’ – a very auspicious and symbolic name 
in Chinese (as ‘Mah’ means horse, and ‘Sing’, star). 
Seeing how the horse is a powerful animal, able 
to gallop at high speeds over great distances, this 
meant that the company was destined to grow 
fast and go far. By throwing in the ‘star’ element, 
Mah Sing was further elevated to a ‘Star Horse’ 
(and a shining one too) as ‘Sing’ in Chinese also 
denotes shine.

Gazing retrospectively and galloping 
prospectively, Mah Sing has definitely lived up to 
its brilliant name. The company has been blessed 
time and time again with success and this 
accomplishment comes from the commitment 
and hard work of the family – from the late Leong 
to Tan Sri Leong, who is now the key driver and 
face of the brand. In fact, Tan Sri Leong diversified 
the business into the property sector and grew it 
to become a market leader.

Mah Sing started its first property development 
in 1994. 23 years have passed by where it has 
achieved numerous accolades and milestones. 
On top of that, the brand is currently undergoing 
a rebranding exercise which will strengthen its 
foundation while keeping it relevant to the needs 
of the contemporary market. The brand has also 
reached a phase where Tan Sri Leong is working 
on his succession plan to pass on the leadership 
to a new breed of leaders – including his own 
children. Just like how Tan Sri Leong took over 
his father’s business; his children will receive the 
baton in the coming years and continue to build 
on the brand’s sustainability.

Much has been mentioned as to whether age 
plays an important role in selecting future 
successors and leaders. Paradoxically, the age-
old view is that leaders must be of a certain 
age to be appointed as they would then have 
accumulated their experience and expertise. But 
the recent elections of Emmanuel Macron as 
President of France and Justin Trudeau as Prime 

Minister of Canada show that age does not really 
matter. What matters is how relevant you are and 
how you can convince your audience that you are 
the leader that will make your country better and 
stronger. The world hungers for fresh ideas and 
fresh faces, and these young leaders certainly 
have it all!

Recently I had the opportunity to meet Puteri 
Fateh Arina Merican, a teenager of 17 and 
the youngest writer in the country to have her 
book of poems, titled Paracosm, published. At 
the book launch, the title Paracosm bewildered 
many of the guests, which included the likes of 
Tan Sri Johan Jaafar, former Chairman of Prima 
Media, and Datuk Seri Azman Ujang, Bernama’s 
Chairman. Most of us could not guess what it 
really meant until Arina herself informed us that 
it actually represented the detailed imaginary 
world of a child.

Going through her poems subsequently, Arina’s 
voice rings out loud and clear as she expresses 
the joys, sadness and injustices which are 
happening in this world and how it impacts 
her. To put these thoughts in prose is easy but 
in poetry, it takes much effort. For a 17-year-
old to do so speaks of her immense talent and 
creativity. Arina exudes much confidence and 
maturity for an adolescent of her age and her 
ambition, unsurprisingly, is to become a human 
rights lawyer.

At a glance, Tan Sri Leong and Arina seem worlds 
apart – one, a second-gen entrepreneur tycoon, 
and the other, a young lass on the very cusp of 
greatness. Tan Sri Leong has achieved his dream 
of building Mah Sing into a leading property 
brand; while Arina lingers on in the enigmatically 
surreal realm of her Paracosm. Still, looking a 
little closer, I have come to realize that dreams 
first need to manifest in an imaginary world 
before they can take flight in reality as we know 
it to be – and to arrive at one’s vision upon a 
galloping magical ‘star horse’ would certainly be 
most ideal! Be it Mah Sing or Paracosm, perhaps 
true success dictates that we cannot have one 
without the other!

PUBLISHER NOTE |

CHEW BEE PENG
PUBLISHER / EDITOR-IN-CHIEF

BPCHEW@THEBRANDLAUREATE.COM
FACEBOOK.COM/BRANDLAUREATE

What’s in a name, you may ask? 
Everything if I may say!
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T
he Muslim holy month of Ramadan is fast 
approaching. This is the ninth month of 
the Islamic year, the holiest month, and is 

a time where Muslims around the world focus 
on spirituality. When I was younger, I thought 
Ramadan was about food and seeing who could 
hold out the longest like it was a competition. 
There was a time when I thought it was the 
perfect way to make me lose weight. As I grow 
older, I understand and respect the month as 
a holy month in which devout Muslims pay 
homage, fighting temptations while inspiring 
good thoughts and deeds.

Ramadan is not only fighting off the temptation 
to eat. It is fasting from cursing, from gossip, 
from anger, from your own shortcomings, you’re 
fasting from the faults of your character. This 
is where things get complicated. When fasting 
forces inward reflection and you become aware 
of how you act, you also start to notice how others 
act too. The actions of people around you, their 
nature, perhaps not always directed at you, is 
more apparent. Ramadan, if you allow it, can truly 
impact your life.

The atmosphere of Ramadan is a festive one. It’s a 
time when visiting extended family is encouraged. 
Businesses are often open late into the night. 
Cafes and restaurants that would normally close 
stay open well past midnight – some until just 
before dawn. People often stay up all night eating 
and drinking as they would normally during the 
day. Because of this, I usually find myself gaining 
more weight during the month of fasting as 
during regular months..

As with Eid Al-Fitr, each family and culture has its 
own way of celebrating the long-awaited Eid, from 
large-scale prayer services to family gatherings 
around a dinner table. Just the anticipation of it 
leaves emotions running high, and the fastidious 
care taken in preparation for the day is to blame 
for our mothers skyrocketing blood pressure. I 
remember when I was young, Eid was also the 
day of jackpot. On this day, most adult family 
members would give you a sum of money. Back 
then I thought that this was the beauty of the 
celebration and I wished every day was Eid. Sadly, 
the tradition of receiving Eid money comes to an 
end when you start working. Today, financially, Eid 
is the day of my bankruptcy.

Nevertheless, Eid is the perfect time to celebrate 
and connect, to strengthen and cherish the bonds 
of family. Our lives have been moving at such a 
fast pace that we barely have valuable time to 
spend with our loved ones. I realised how much 
a single visit opened the door to reconnect and 
strengthen kinship with family. Even though the 
family unity only lasts for a few hours, it creates a 
storehouse of joyful memories.

Joy is best shared.  This is one lesson I’ve learned 
from Eid and this year I hope you find it, too. 

Ramadan Kareem and Eid Mubarak, everyone.

IDA IBRAHIM
MANAGING EDITOR

IDAIBRAHIM@THEBRANDLAUREATE.COM
FACEBOOK.COM/BRANDLAUREATE

EDITOR’S NOTE |



76

THE BRANDLAUREATE • BUSINESS WORLD REVIEW MAY - JUNE’ 17  #ISSUE41

This issue celebrates, clockwise from top,  Tan 
Sri Dato’ Sri Leong Hoy Kum of Mah Sing Group 
Berhad, Volvo, Jack Ma, Yusuf Taiyoob, Datuk Wira 
Dr Ameer Ali Mydin and many more….

WHAT’S INSIDE | issue #41
May - June
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TAN SRI DATO’ SRI 
LEONG HOY KUM 

OF MAH SING GROUP BERHAD 
Malaysia’s premier lifestyle developer, 

Mah Sing Group has successfully 
delivered quality homes for customers 

in Malaysia for the past 23 years while 
demonstrating excellence in growth, 

innovation and leadership. As one of the 
most established property developers in 
Malaysia, the Group has a proven track 

record of developing and completing 
prime residential, commercial and 

industrial projects across Malaysia’s 
property hotspots. 2017 is a big year for 

the company as it embarks on a major 
transformation and rebranding revolution 

with a whole new identity and vision to 
be a more meaningful corporation for now 

and the future.
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Tan Sri Dato’ Sri Leong Hoy Kum, 

Founder and Group Managing 

Director of Mah Sing Group

Being in the property 
industry for 23 years and a 

businessman for an even 
longer time, I have always 

believed that the only thing 
that is constant is change. 

Change will happen and 
we have to accept this in 

order to progress as an 
individual or a company. I 
am looking forward to the 

transformation of Mah Sing 
and I believe with the right 

mindset and culture, the 
company will continue to 
grow to greater heights. 
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“NOW, IN EVERYTHING WE DO, WE WANT TO FIRSTLY ENHANCE LIFE.  
REINVENTING SPACES WILL PERMEATE EVERYTHING WE DO” 
– TAN SRI DATO’ SRI LEONG HOY KUM, FOUNDER & GROUP MANAGING DIRECTOR

ON A REVOLUTIONARY REBRANDING

Mah Sing Group Berhad (Mah Sing) has been at the 
forefront of innovation and has achieved many ‘firsts’ in 
Malaysia. Diligently crafting dream homes for 23 years, 
Mah Sing has been delivering quality products with 
services that exceed customer’s expectations. 

The Group has proven its versatility with a diverse 
range of projects, from medium to high-end landed 
and high-rise residential properties to Grade A office 
buildings, retail projects, SoHo and industrial projects. 
Mah Sing currently has an astounding 46 projects in 
Kuala Lumpur and Klang Valley, Penang, Johor and 
Sabah. 

Tan Sri Dato’ Sri Leong Hoy Kum, Founder and Group 
Managing Director of Mah Sing Group has been 
spearheading the company to immense success for 
more than two decades. Under his direction, the Group 
has continuously created iconic developments that 
have won over 150 domestic and global awards for 
company performance, corporate governance, product 
design, concept, innovation and quality. 

2017 will be a very exciting year for Mah Sing as the 
company is all geared up for a bigger and brighter 
future. The Group is currently embarking on a major 
transformation and rebranding revolution with a whole 
new look and vision to transform the company to be 
more suited for the coming generation. 

“Being in the property industry for 23 years and a 
businessman for an even longer time, I have always 
believed that the only thing that is constant is change. 
Change will happen and we have to accept this in order 
to progress as an individual or a company. As a leader, we 
must have the willingness to embrace change. 

My life and business philosophy is to practice continuous 
learning and change for the better. 2017 is the Year of 
the Fire Rooster which is a meaningful year for me as I 
have gone through the full zodiac cycle. I believe it will 
be a good year for us as we face a major transformation 
for the new era,” shares Leong.

The History of Mah Sing
Prior to becoming one of Malaysia’s leading property 
developer, Mah Sing started as a humble plastic trading 
company founded by Leong’s late father who had dreamt 
of expanding the business beyond the shores of Malaysia 
and Singapore. Mah Sing was listed on the Main Board 
of Bursa Malaysia in 1992 but had only ventured into 
property development in 1994.

“My father gave the name Mah Sing, meaning ‘horse’ and 
‘star’ which is why our first logo had a horse and star 
in its design. When I took over the lead to spearhead 
Mah Sing and founded Mah Sing Plastics, one of the first 
changes I made was to introduce a new logo.”

BY  NURILYA ANIS RAHIM

COVER STORY

THE BRANDLAUREATE • BUSINESS WORLD REVIEW MARCH - APRIL’ 17  #ISSUE40
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Then, from a plastic manufacturing business, Leong decided 
to venture into property. His first development project was 
in Ulu Yam, Selangor in 1994 where he built single-storey 
link homes. That same year also saw the birth of Mah Sing’s 
i-Parc series. 

In 2000, Mah Sing developed their maiden township in 
Skudai, Johor called Sri Pulai Perdana where they introduced 
the concept of gated and guarded living for link houses. This 
was followed by a project in Klang Valley which focused on 
the medium upper to high end markets called Damansara 
Legenda. 

The following years, the company expanded with more 
commercial properties and entered the Penang and Sabah 
market as well as expanding their footprint in the Klang 
Valley area. Leong further expound on their first commercial 
project at Jalan Tun Razak, Kuala Lumpur, 

“Despite the design challenges of a narrow land frontage, 
we created a real gem. Its curvilinear façade makes it stand 
out from its surroundings. In fact, it was also the first en bloc 
sale of a commercial property in Malaysia.”

Mah Sing continued to expand across the Klang Valley with 
projects such as Icon City in Petaling Jaya, M Residence in 
Rawang and Southville City in Bangi. They also ventured 
into Sabah in 2012 with Sutera Avenue in Kota Kinabalu.

“I am proud of what we have achieved over the years. Today, 
we are at the forefront of building quality homes, prime 
commercial and industrial projects at strategic locations 
with 46 projects and a team of more than 800 dedicated 
and passionate people,” added Leong.

Since their venture into property development, Mah Sing 
has grown from a humble developer to an established 
brand that is known to the public today. As the company 
grew, their dividend payout also grew. The Group managed 
to protect and create good shareholder value, which can be 
seen in their uninterrupted minimum of 40 per cent annual 
dividend payout for the past 10 years. As at 31st December 
2016, the Group‘s cash and bank balances amounted to 
approximately RM924 million, with low net gearing ratio 
of 0.02 times. 

Mah Sing currently has a remaining undeveloped land 
of 2,324 acres which has a combined remaining GDV 
and unbilled sales of RM30.2billion – this is sufficient to 
support the company’s revenue growth for easily up to 8 
to 9 years. 

“We are currently on the lookout for more potential 
lands in Greater KL and Penang where we already have a 
presence. But for the longer term growth, we are open to 
opportunities overseas in Australia, London, and South East 
Asian countries like Indonesia.”

Present Developments
Mah Sing has performed well in Greater KL as they 
launched Cerrado Residential Suites Tower A and Tower B 
in Southville City and the final tower of Lakeville Residence 
in Jalan Kuching. Due to the success of their predecessors 
which were Savanna Executive Suites and the previous 
Lakeville Residence towers, both of the developments 
received positive responses during their launches. Both 
Cerrado and the final tower of Lakeville Residence are more 
than 60 per cent taken up. 

In Johor, the company successful launched their largest 
township, Meridin East in Iskandar Malaysia Johor. The 
Greenway and Eden, which are both double storey 
link homes are 80 per cent and 84 per cent taken up 
respectively.  Meanwhile, in Penang, Mah Sing launched 
Ferringhi Residence 2 which are resort condominiums with 
an unblocked sea view in Batu Ferringhi.

There are a number of new launches coming up in 2017 
which will excite the market.  So far in 2017, the company 
has successfully launched Residensi Seri Wahyu, RUMAWIP 
(Federal Territories Housing Scheme) project in Lakeville 
Residence in March 2017. The launch was very successful 
as the first phase of the development comprising 500 units 
was fully taken up within 2 hours. Residensi Seri Wahyu was 
also the biggest RUMAWIP project ever by number of units 
launched. 

Creating Unique Values 
Mah Sing started launching affordable homes in a big way 
since 2014. However, suitable tracks of township lands 
were identified and masterplanned since 2011. Mah Sing’s 
tagline, proves that they are a developer that wants to add 
value to their products for customers to experience a better 
life at an affordable price. 

Mah Sing prices their developments at different levels of 
affordability. Their 2017 residential sales target price points 
are:
• Below RM1 million: 95 per cent
• Below RM700,000: 73 per cent
• Below RM500,000: 33 per cent
• More than RM1 million: 5 per cent

Some examples of their developments includes Cerrado 

Residential Suites at Southville City@KL South, Bangi 
which are affordably priced from RM357,000. Cerrado was 
launched in 2016 and comes in two layout options - 656 
square (sq) feet (ft) and 825 sq ft.  The homes are equipped 
with value added features such as a keyless digital lockset 
and units come furnished with a designer kitchen cabinet 
inclusive of induction hob and hood. 

To improve access and add value to the entire Southville 
City development, the Group is also building a direct 
interchange from the KL-Seremban Highway, which is 
expected to be completed by December 2017.

Another example would be the OLO Residence in D’sara 
Sentral. As a transit oriented development, residents can 
access the MRT Line just in front of the development. This 
convenience will be further enhanced once the MRT Line 
1 is fully operational in July 2017 as it will only take 35 
minutes to reach city centre. Units in OLO Residence are 
indicatively priced from RM624,000. 

Meanwhile, Mah Sing’s Lakeville Residence in Jalan Kuching 
has one of Kuala Lumpur’s largest thematic facilities 
podium, spanning 3.11 acres. It has lush landscaping with 
38 amenities such as a swimming pools, maze garden 
and jogging track to name a few. Customers appreciate 
developments which have ample facilities as it shows that 
they purchased a quality development from a developer 
who cares.  

Aside from that, the Group also puts importance on 
the landscape of their projects. This can be seen in the 
modern landscape design of Mah Sing’s Meridin East in 
Johor. The development combines homely aesthetics with 
a verdant lakeside landscape. Meridin East, Johor is a lake 

Despite the design 
challenges of a narrow 

land frontage, we created 
a real gem. Its curvilinear 
façade makes it stand out 
from its surroundings. In 
fact, The Icon, Jalan Tun 

Razak was also the first en 
bloc sale of a commercial 

property in Malaysia

images:
1) D’sara Sentral

2) M City, themotic  hanging garden
3) Meridin East 

images :
The senior management team of Mah Sing with Mah Sing’s new corporate logo.

(From left to right) Loh Kok Leong (Independent Non-Executive Director), Lionel Leong (Director, Group Strategy & Operations), Dato’ Steven Ng Poh Seng (Executive Director, 
Corporate & Investment), Leong Yuet Mei (Executive Director), Datuk Ho Hon Sang (Chief Executive Officer), Puan Sri Datin Sri Sulvian Leong (Vice President of Corporate Admin), 

Tan Sri Dato’ Sri Leong Hoy Kum (Group Managing Director), Jen. Tan Sri Yaacob bin Mat Zain (R) (Chairman/Independent Non-Executive Director), Captain Izaham bin Abd. Rani (R) 
(Independent Non-Executive Director), Jane Leong (Director, Group Strategy & Operations) and Rachel Leong (Senior General Manager, Group Strategy & Operations)

01
02

03
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garden community which includes a 9-acre Mulberry Lake, 
2.5KM jogging and cycling path as well as a 16,000 sq ft 
clubhouse filled with facilities like a swimming pool, gym 
and many others.

Mah Sing’s two current landed homes in Meridin East 
which are Greenway and Eden gets to enjoy the beautiful 
landscape and features of this masterplanned development. 
Eden comprises 116 units of double storey link homes 
with built-ups from 2,073 sq ft, priced from RM454,000. 
Greenway comprises 492 units of double storey link homes 
with built-ups from 1,595 sq ft to 1,648 sq ft, with 4 
bedrooms and the units are priced from RM381,000.

Innovative Marketing Strategy
Mah Sing has a vast target market with millennials being 
one of their biggest target group. In fact, 70 per cent of their 
buyers are below the age of 40 years old. The company 
reaches out to their younger target group by focusing 
on digital marketing and organizing innovative events, 
campaigns as well as roadshows and sales gallery events.

“We also utilize social media and create unique content 
such as festive videos, online contests and more to garner 
leads and increase brand awareness. Our Facebook page 
alone has 216,000 likes,” shares Leong.

Roadshows and events are planned with unique themes 
like Shanghai Tang, Alice in Wonderland, Monopoly and 
more to appeal to the younger audience. Previously, Mah 
Sing hosted an exclusive red carpet gala premier for the 
award-winning film “The Kid from the Big Apple” for their 
M Club members. On top of rewarding customers, Mah Sing 
which is the beneficial interest of the film donated profits 
from the film to Mah Sing Foundation.

One of their key highlighted events this year is Fire in The 
Sky, a collaboration with Spotify and Firestation.fit. The 
event was a one-day fitness party in M City, Jalan Ampang. 
800 participants took part in exercise classes and enjoyed 
a swim in M City’s pool area. This is one of the innovative 
platforms Mah Sing uses to approach a younger audience 
and to showcase their products. 

The Road To Transformation
Mah Sing started off its group-wide transformation 
programme in 2015 by implementing its Process 
Improvement transformation to simplify work processes 
and achieve better efficiency. Later in 2016, the Group 
embarked on a Cultural Transformation programme  with 
a goal to achieve service excellence, targeted financial 
results, accelerated learning and robust processes. 

Mah Sing’s brand transformation started with unveiling 
a new vision and tagline which is to invent future living 
that enhances quality of life. The new tagline, “Reinvent 
Spaces. Enhance Life.” is shaping the company to be a more 
meaningful corporation for now and the future. The other 
part of the Group’s tagline ‘Reinvent Spaces’ represents the 
Group’s aim to raise the bar of future living by recreating 
living spaces, work spaces, business spaces, social and 
community spaces.

“Our tagline drives our actions, which is  to enhance 
the quality of life. As we continue with our group-wide 
transformation our focus will be to not only craft homes 
that add value for homeowners, but what positive impact 
we can have on the community as a whole.  As a responsible 
developer, Mah Sing is on the right track and with our 
transformation in full gear, we will continue to look at ways 
we can improve the lives of those around us,”shared Leong. 

I am looking forward to 
the transformation of Mah 
Sing and I believe with the 
right mindset and culture, 
the company will continue 
to grow to greater heights. 
Furthermore, as we move 
to the next chapter in our 
corporate growth, we want 
to do more. We put on a 
new look and we rethink 

our purpose. Everything we 
do now, we want to firstly 

“enhance life” first

With all the effort put in to reinvent spaces, the Group will be 
able to improve and add value to the standard of living of the 
community, hence fulfilling the second part of its tagline ‘Enhance 
Life’. A good example of the Group’s effort in reinventing spaces that 
enhance life is the Icon City, Petaling Jaya development. Mah Sing 
acquired the 20-acre land, which was an electrical and electronics 
manufacturing facility before it moved to other premises. 

The Group then redeveloped the brownfield site into an integrated 
commercial development. In fact, the Group further pushed its 
boundaries with its effort to make Icon City into a green sustainable 
development. The project was among the first in the country to be 
awarded three green certification bodies, Leadership in Energy and 
Environment Design, (L.E.E.D.), Green Building Index (GBI), Malaysia 
and The Green Mark of Singapore. It has also recently obtained the 
MSC Malaysia Cybercentre status.

To ensure that design meets functionality, all aspects of the Mah 
Sing’s products such as space planning, interior layout, place 
making and developing a self-sustaining community will be 
enhanced with the aim to provide better quality of life.

Leong further added, “I am looking forward to the transformation 
of Mah Sing and I believe with the right mindset and culture, the 
company will continue to grow to greater heights. Furthermore, as 
we move to the next chapter in our corporate growth, we want 
to do more. We put on a new look and we rethink our purpose. 
Everything we do now, we want to firstly “enhance life”. We want 
to ensure everyone is living well; be it our customers, our people 
and our stakeholders. The launch of our new identity is part of our 
commitment to change for the better.” 

SRI PULAI PERDANA, JOHOR
New Township Concept: Introduced the concept of gated and guarded living 
for link homes with grand entrance statements, and even a 12-acre Roman 
inspired central garden, which were all unheard of 17 years ago in Iskandar 

Malaysia. 

THE ICON, JALAN TUN RAZAK
Commercial Development: Mah Sing’s first commercial development, The 

Icon in Jalan Tun Razak made history as the first en bloc sale of a commercial 
property in Malaysia.

M CITY, JALAN AMPANG 
Thematic Hanging Gardens: M City, Jalan Ampang represents the first 

development in Malaysia with multi-level thematic hanging gardens. The five 
hanging gardens each have unique themes that complement M City’s garden 

city living concept. 

SOUTHVILLE CITY SHOW VILLAGE
Unveiled Malaysia’s biggest Show Village: Southville City’s 20-acre Show 
Village was awarded the honour of “Biggest Property Show Village” by the 

Malaysia Book of Records in 2016.

image:
Meridian@Medini
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A New Identity 
With the launch of the Group’s new vision comes a new 
corporate logo which represents Mah Sing’s commitment 
towards rebranding its company. This new look marks 
the Group’s third logo since its inception. As explained by 
Leong,

“Like how I changed Mah Sing’s logo when I took the 
lead from my father, my children are now part of the 
process of transforming the company with a new identity 
that was recently unveiled on 25th February 2017 
during our Annual Dinner. I am glad that my children 
also understands the importance of change as they are 
working together with me in transforming Mah Sing into 
a newer version that would be more suited for the coming 
generation.”

The Group’s new logo is the visual representation of Mah 
Sing’s group-wide transformation programme and marks 
the next phase of its journey in the property industry. 
The new logo was designed by an award-winning 
Australian brand consultant, Traffic, who worked closely 
with multiple departments within the Mah Sing team. 
The process involved numerous interviews, studies and 
draft versions before the logo’s finalised design. This new 
logo is the company’s third logo since its inception and it 
symbolises Mah Sing’s identity, a company that strives for 
excellence in product delivery, quality, customer service 
and customer care. 

The new logo has a familiar feel to the previous one with 
its vibrant red colour which represents luck, courage, 
passion and happiness. The name ‘Mah Sing’ was also 
retained as a significant amount of goodwill and trust has 
been associated with the name over the past 50 years. 
While representing a corporate face, the new logo has a 
specifically designed logotype which includes a hint of 
playfulness that signifies Mah Sing as an approachable 
company. It also demonstrates a mindset to push 
boundaries. 

This new logo is the company’s third logo since its 
inception and it symbolizes Mah Sing’s identity, a 
company that strives for excellence in product delivery, 
quality, customer service and customer care. 

“Our first logo was designed by my late father in the 
1960s which was a horse, “Mah”, inside a star, “Sing”.  It 
symbolised his determination to expand his business 
across Malaysia and Singapore. Our second logo took 
shape in 1982, and was the work of my friend who drew 
Mah Sing’s logo on a napkin. Those few minutes in the 
most informal of environments lead to the creation of our 
logo, which is now recognised by millions,” said Leong.

The concept behind the new logo is timely and in-line 
with Mah Sing’s transformation. The Group enhances 
its strategies and building techniques that has been 
perfected over the years while adopting innovative 
strategies and new cultures that are more effective for 
the current market. 

“This Is The New Us”
In addition to a new identity, the Group is also embarking on a more 
visible transformation. One of their biggest tasks is renovating and 
changing the look and feel of Mah Sing’s headquarters in Kuala Lumpur 
by transforming the façade and interior of the company as well as 
improving the working culture.  

Mah Sing’s headquarters, MS@Work, previously known as Wisma Mah 
Sing, is a recognisable landmark along the busy Jalan Sungai Besi. The 
installation of the Group’s new logo on the building’s façade together 
with its recent renovations makes MS@Work standout among the 
surrounding developments.  

The design philosophy of MS@Work features various modern layouts 
that appeal to millennials such as open space concept, fun meeting 
rooms, collaborative breakout areas and colorful pantries. This new 
concept is Mah Sing’s initiative and effort in reinventing its headquarters 
into a more comfortable working space to increase productivity and 
efficiency. In line with its new tagline, “Reinvent Spaces. Enhance Life.”, 
the Group took a step out of the box to create a modern environment 
to enhance and encourage a more innovative mindset and conducive 
environment for its employees.

Promoting work-life integration for its staffs, Mah Sing’s new version of 
MS@Work is not only a place for serious business but also one that is 
fun, exciting and engaging. 

“Most of us spend more time at work then we do at home. It is important 
to foster an environment that is comfortable to work in and also an 
engaging platform to socialise and get to know your colleagues. This is 
the concept of MS@Work and we hope that these features will enhance 
the lives of our of team and make their work here not only efficient, but 
also enjoyable,” shared Leong.

The new logo has a 
familiar feel to the 

previous one with its 
vibrant red colour which 
represents luck, courage, 
passion and happiness. 
The name ‘Mah Sing’ 

was also retained as a 
significant amount of 

goodwill and trust has 
been associated with the 
name over the past 50 

years

1965 
Plastic trading activities    

1982
Premier Lifestyle Developer      

2017 
Reinvent Spaces. 

Enhance Life

images :
Tan Sri Dato’ Sri Leong Hoy Kum (Group Managing Director) 
together with the management team at the D’sara Sentral 

Oriental Nostalgia event.

The Evolution of Mah Sing’s Logo
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2) M City, Jalan Ampang
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Staff EmPOWERment 
In order to achieve Mah Sing’s new vision, Mah Sing will 
be focusing on empowering its staff towards personal 
and professional growth. The Group introduced its POWER 
statement which stands for; Performance First, Ownership, 
Well-Being, Empowerment and Resourcefulness as part of its 
continuous learning programme to train staff and uphold the 
company’s values. 

Leong makes sure that the company’s transformation and 
rebranding exercise is implemented successfully within 
the company throughout every staff who are the brand 
advocates.

“To communicate our brand transformation, we organised 
multiple townhall sessions in our Kuala Lumpur HQ as well 
as our branches in Penang and Johor to share with the staff 
on the company’s transformation. I am proud to say that we 
have received good feedback from our team on the new 
brand transformation. The elements that we introduced are 
our new Headquarters concept, enhancement of operating 
procedures and digital work process via IT automation 
systems.”

The Group is also implementing more learning and 
development programmes to train its team and bring out 
their full potential. Last year alone Mah Sing had 18,000 
training hours for employees. 

Leong further added, “We understand the importance of our 
staffs’ well-being in the company. We have a high percentage 
of millennials in our workforce and we believe that 
addressing their needs are important. We are transforming 
our company so that both new and experienced staff will be 
able to achieve a better personal and career growth.”

The RM23 Million Celebration Rewards
Now that the company has launched their transformation, 
Mah Sing is translating that into practical programmes, 

which is why their new campaign, the “RM23million 
Celebration Rewards” is fully focused on enhancing life. In 
today’s economy, enhancing the lives of homebuyers comes 
from them being able to afford their dream home.

This reward program is a 2-month celebration from 1st May 
to 30th June. In line with Mah Sing’s 23rd anniversary, the 
company has allocated RM23million for their customers 
with 22 participating projects.

Instead of organising lavish events, Mah Sing gives the 
money directly back to their customers by providing rewards 
such as luxury cars giveaways, Signature Kitchen vouchers 
and complimentary furnishing packages. 

Aside from that, the rewards also come in the form of rebates, 
deferred payments, lucky dip, cash back, complimentary 
service charges, GST subsidy, foreign levy absorption, 
guarantee rental return, rental subsidy, free stamp duty on 
Memorandum of Transfer (MOT) and more.

A Responsible Developer
In line with its new vision, Mah Sing Group will recreate, 
innovate and push the boundaries of its products to re-invent 
spaces that exceed expectations. To ensure that design meets 
functionality, all aspects of the Group’s products such as 
space planning, interior layout, place making and developing 
a self-sustaining community will be enhanced with the aim 
to provide better quality of life.

“I would like to steer Mah Sing to be a meaningful 
conglomerate for us and our future. With the launch of our 
new logo, tagline and vision, we are instilling a new mindset 
that will permeate everything we do.” Leong added. 

Mah Sing’s main objective is to enhance life by improving or 
adding value to the quality of life of customers, staffs and our 
stakeholders. Moving forward, the company’s development 
strategy is not only focused on building dream homes, 

but also work towards providing value added features to 
enhance the lives of their customers.

Mah Sing has a well-established loyalty programme that will 
be enhanced to deliver an improved customer experience. 
The Group will also be playing its part to educate first time 
home buyers and teaching them how to make informed 
decisions on purchasing a home as well as educate them 
on investment planning for the future. With their constant 
opportunity to connect with the public, the company believes 
they have a duty to educate effectively and responsibly.

As Leong added, “We care for the people, the environment 
and the world at large. We will continue to uphold our 
promise to deliver quality in our products, services and all 
that we do as building and maintaining this trust is vital for 
the long-term success for a business such as ours.”

2017 Property Outlook
Leong believes that the current cautious sentiment in the 
property industry is only temporary. The mid and long-
term prospect is healthy and positive because of strong 
fundamentals such as young population, stable employment, 
healthy GDP growth and the continued development of 
public transport infrastructure. Mah Sing is hopeful to see 
the pickup of momentum in the 2nd half of 2017. 

The Group is in a good position to address the supply 
shortage of affordable homes catering to the middle income 
group with its diversified range of properties. Long-term 
demand will continue to be strong for property buyers who 
are buying to own or buying for long-term investment.  

The company will continue to be disciplined in financial 
management to ensure strong balance sheets and liquidity 
while launching new developments and actively pursue 
sales from existing projects. Mah Sing is also in good 
position to look out for landbanking and joint venture 
opportunities.

images :
1)Team Mah Sing participated in installing lights for Incitement’s 

Liter of Light Project in Cameron highlands
2) Beneficiaries at the Mah Sing Foundation Charity Dinner 2016.

3) Mah Sing Foundation supported Daybreak Society, an enterprise 
that trains and creates employment opportunities for the disabled.
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1. What is your role in the rebranding revolution of Mah 
Sing?
The company is currently going through a group-wide 
transformation program that started in 2015. There are 
several group-wide improvement initiatives which I will 
implement and monitor to ensure its effectiveness. 

With our new vision to reinvent future living to enhance 
the quality of life, my role is to ensure that in all that 
we do, whether it is in our customer service, product 
development and culture, we must firstly enhance life.

In term of our product developments, we aim to raise 
the bar of future living by recreating living spaces, work 
spaces, business spaces, social and community spaces 
with innovative design and functionality.

Even when it comes to our marketing and sales 
campaign, we also put our customer’s needs as priorities. 
Recently we launched the RM23million Celebration 
Rewards sales campaign to help ease property 
ownership. We believe enhancing life means to enable 
our buyers to own their dream properties. We are taking 
a different and more effective approach in our sales and 
marketing strategy by giving back directly to our buyers 
with instant rewards. This campaign rewards buyers in 
the form of giving away luxury cars, RM10,000 vouchers 
for furniture and kitchen cabinets, deferred payments, 
lucky dip, cash back, complimentary service charges, 
GST subsidy, foreign levy absorption, guarantee rental 
return, rental subsidy, free stamp duty on Memorandum 
of Transfer (MOT) and more.

2. With more than 30 years of experience in the property 
business, what can you tell us about the buyer trends in 
the property sector then and now? Which trends do you 
see becoming more popular - and those fading out?
Many years ago, purchasers bought houses. Thereafter, 
they bought houses together with a lifestyle, 
conveniences and accessibility. These days, property 
buyers focus more on location, location and location, 
timing and branding.

With the above, it is very obvious that the property 
business has evolved to a large extent. Customers now 
look for well-designed products, price affordability, 
good connectivity (particularly public transportation), 
integrated or transport oriented developments, quality 
with certification (CONQUAS, LEED or Qlassic) from 
well-established agencies, usage of green materials, 
environmentally friendly features and many others. 

Customers’ expectations are now changing and they 
want more in their homes. In order to stay competitive, 
developers must continue to transform and change for 
the better regularly. 

3.What is the most pressing policy issue faced by your 
industry?
The pressing issues are quality, cost and human resource 
(talent).

In line with the Government’s cause to develop more 
affordable housing, the selling price of properties 
are capped. Therefore in order to stay feasible, cost 
is an issue, particularly construction cost. As such, 
product development, design, selection of materials, 
construction methodology and financing model are all 
contributing factors. 

We have a stringent selection processes to identify the 
appropriate partners and contractors who can align 
with our vision to have good quality yet attractive cost 
structure.

Another issue we face is the availability of talent and 
human resources. The Gen Ys or millennials would 
like to choose a career which are trendy such as tech 
focused jobs like robotics, artificial intelligence, as well 
financial jobs. If the jobs I mentioned are done well, 
quality of end products can be assured. 

In Mah Sing, we play our role to attract talented and 
fresh graduates. We have discipline management 
training programmes to groom our new recruits so that 
they have the right technical and management skills to 
be future leaders of the organisation.

4.How do you apply technology and energy efficient 
methods in your property business and projects?
We are fully committed to incorporate environmental-
friendly green features in creation of lifestyle 
developments. The well-being of the environment 
is always the Group’s top priority. Mah Sing strongly 
supports environmental friendly efforts in its day-to-
day operations and project developments.

Sustainable developments has been a key focus where 
buildings and layouts are designed to create a conducive 
and green surroundings where possible, with innovative 
environmental-friendly features incorporated in project 
development to ensure a healthy lifestyle for the people.

A good example is the Group’s Icon City, Petaling Jaya 
development. We redeveloped the brownfield site which 
was an e&e manufacturing facility into the integrated 
development it is today. Icon City is a green sustainable 
development and is among the first in the country to be 
certified by three green certification bodies, including 
Leadership in Energy and Environment Design, USA; 
Green Building Index, Malaysia and Green Mark of 
Singapore. 

The project incorporates eco-friendly features such as 
energy efficient lift and air-conditioning system, water 
harvesting system and drought tolerant plants, roof 
garden to reduce urban heat island effect and the use of 
low VOC paints to maintain indoor air quality.

5.The growth of property sector of the country requires 
a strong correlation between both a healthy economy 
and good living standards. What are your thoughts on 
this?

REINVENTING FUTURE LIVING THROUGH 
SAVVY REBRANDING

DATUK HO HON SANG
Chief Executive Officer of Mah Sing Group Berhad

The growth of any sector in the country has a strong 
correlation between a healthy economy and good living 
standards. When the economy is strong, automatically 
the buying power of consumers become higher and 
business transactions will grow.

We believe that the current cautious sentiment of 
the property market is only temporary. The mid and 
long-term prospect is healthy and positive because of 
strong fundamentals such as young population, stable 
employment and the continued development of public 
transport infrastructure. 

According to Bank Negara, economy is still resilient with 
continued GDP growth. In 2016, the growth rate is at 4.2 
per cent and it is expected to have a growth rate of 4.3 
per cent - 4.8 per cent in 2017.

Aside from that, currency has stabilised and there is a 
recovery in global crude oil prices. Property is still one 
of the best hedges against inflation and is one of the 
most preferred asset classes for wealth preservation in 
Malaysia. Long-term demand will continue to be strong 
for property buyers who are buying to own or buying to 
invest for long-term investments. We are hopeful to see 
the pickup of momentum in the 2nd half of 2017. 

6. What is the most challenging aspect of your job?
The success of every company lies in the team work 
of its people and one of the key factors in ensuring 
continuation of effective teamwork is communication. 
As the Chief Executive Officer of Mah Sing, my role 
is to ensure that the direction of the company is 
communicated effectively to all my colleagues. 

It is important to ensure that all the 900 staff of Mah 
Sing work together in harmony and to achieve our vision 
to reinvent future living that enhances quality of life. 
The most challenging, which is also the most interesting 
aspect of my role is to ensure everyone in the team goes 
in the same direction.

When we have one mind it is easy for us to achieve 
our goals. Whether it is our project teams, marketing 
team, finance team or any other team in Mah Sing, they 
will know that in all that they do, they must focus on 
enhancing lives.
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I N T E R N AT I O N A L 
B R A N D   P E R S O N A L I T I E S

Bestowed on personalities who have contributed significantly to the world and communities through their areas of expertise, recipients of 
The BrandLaureate Awards are role models and a source of inspiration to many. Here are some of our brand personalities who have been recently 

conferred with The BrandLaureate International Brand Personality Award. Congratulations! 

For the latest updates on the discovery of our branding stars, visit our website 
www.thebrandlaureate.com or Facebook fanpage www.facebook.com/brandlaureate

WAYNE ROONEY
The BrandLaureate International 

Brand Personality Award
Wayne Rooney is an English footballer widely 
regarded as the country’s best player. He currently 
plays for Premier League club Manchester United 
and the England national team. He is one of the 
world’s most popular football players and has 
been named the ‘England Player of the Year’ twice. 
He had scored 99 goals for a local junior league 
team at the age of nine which led to the Everton 
Football Club signing a contract with him. He made 
his professional debut with Everton in 2002, and 
within weeks became the youngest-ever goal-
scorer in the history of premier league, a record 
which has now been surpassed. In 2004, he signed 
on with Manchester United and found great success 

with them.

JESSICA LONG
The BrandLaureate International Brand 

Personality Award
Jessica Long exploded on to the sports 
scene in 2004 when, at the age of 12, 
she won three gold medals at the Athens 
Paralympics. She continued to win 
awards, including the2006 U.S Olympic 
Committee’s Paralympian of the Year, and, 
at the age of 15, the 2007 AAU Sullivan 
Award, given to the nation’s top amateur 
athlete. She was the first Paralympian to 
receive this honor, beating out such high-
profile athletes as speed skater Apolo 
Ohno and fellow swimmer Michael Phelps, 
and is still the only athlete with a disability 

to win the award in its 82-year history.

TAO PORCHON-LYNCH
The BrandLaureate International Brand 

Personality Award
Tao Porchon-Lynch is the master yoga 
teacher who synthesizes the most positive 
aspects of Indian, European and American 
thought.  Tao is uniquely equipped to 
spread Yogic insights, originating in India, 
to Westerners seeking enlightenment.   She 
has trained and certified hundreds of yoga 
instructors, since founding the Westchester 
Institute of Yoga in 1982.  Tao has over 70 
years of yoga practice and more than 45 
years of teaching yoga to students in India, 

France and the U.S.

DUSTIN JOHNSON
The BrandLaureate International Brand 

Personality Award
Dustin Johnson is an American professional 
golfer who currently plays on the PGA Tour. 
He is the current World Number 1 in the 
Official World Golf Ranking; having reached 
that position with his win at the 2017 
Genesis Open. He also has five World Golf 
Championships victories, with only Tiger 
Woods having won more, and he is the first 
player to win each of the four World Golf 
Championship events. By virtue of his 2017 
Genesis Open win, Dustin became only the 
third player in Tour history to win a Tour 
title in his first 10 seasons, joining Jack 

Nicklaus and Tiger Woods.

KATE MOSS
The BrandLaureate International Brand 

Personality Award
In the early 1990s, British model Kate Moss 
debuted with a series of high profile and 
highly controversial advertising campaigns 
and quickly became the defining figure 
for a decade. The much-watched style 
maven has overseen a career that has 
encompassed design, business and musical 
projects alongside modelling. She has 
launched a series of namesake cosmetics 
and fragrances and in 2012, placed in 
second on Forbes magazine’s list of top 
earning models. Kate Moss is indeed still 
a leading fashion model more than twenty 

years since the start of her career.

MICHAEL PORTER
The BrandLaureate Legendary Award

Michael Porter is the founder of the modern 
strategy field and one of the world’s most 
influential thinkers on management and 
competitiveness. The author of 19 books 
and over 125 articles, he is the Bishop 
William Lawrence University Professor at 
Harvard Business School and the director 
of the school’s Institute for Strategy and 
Competitiveness, which was founded in 
2001 to further his work and research. 
Michael Porter’s work is widely recognized 
in governments, corporations, non-profits, 

and academic circles across the globe.

LATA MANGESHKAR
The BrandLaureate Legendary Award

Lata Mangeshkar is one of the best singers 
of the Hindi film industry. She is listed 
in the Guinness Book of World Records 
as the most recorded artist in the world. 
She started her started in 1942 and has 
spanned over seven decades. Lata is said 
to have recorded songs for over a thousand 
Hindi films. She also has the credit of 
having sung in over thirty-six regional 
Indian languages and foreign languages. 
She was honoured with India’s highest 
award in cinema, the Dadasaheb Phalke 

Award, in 1989.

VANESSA REDGRAVE
The BrandLaureate Legendary Award

Dignified, passionate Vanessa Redgrave is 
widely regarded as one of Great Britain’s 
finest modern dramatic actresses. Vanessa 
Redgrave made her professional debut 
in the play A Touch of the Sun (1957). In 
the late 1960s and early ‘70s, Redgrave 
showed her mastery of both classical 
and commercial fare, winning an Oscar 
and getting nominated for two more, and 
more followed. Later a controversial figure 
because of her political views, Redgrave 
was called “the greatest actress of our 

time” by Tennessee Williams.

SIR JACKIE STEWART
The BrandLaureate Hall of Fame 

- Lifetime Achievement Award
Sir Jackie Stewart’s outstanding track record 
still ranks him among the most successful 
champions, yet in terms of personally influencing 
the way Formula One racing developed Jackie 
Stewart stands alone. His one-man safety 
crusade made the sport much safer. His excellent 
communication skills helped make it more 
popular. He set new standards of professionalism 
for drivers and was also a pioneer in exploiting 
Formula One racing’s commercial potential. His 
keen intelligence and tireless energy helped, but 
he would never have been able to exert such 

influence had he not been a truly great driver.

ANA IVANOVIC
The BrandLaureate Legendary Award

One of tennis’ best-loved stars, Ana 
Ivanovic defines the role of the modern 
athlete. A record-breaking, Grand Slam-
winning player, Ana is not just admired 
for her ability and dedication, but for 
her endearing personality and extensive 
philanthropic work across the globe. 
Embodying determination, empowerment 
and self-confidence, Ana is a modern sports 
icon for women across the globe and has 
graced the pages of Vogue, Harper’s Bazaar, 
Vanity Fair and TIME magazine. Off the 
court, Ana has been recognized for her 
charity and humanitarianism: she is a 
UNICEF National Ambassador for Serbia 
and recently became an ambassador of the 

Quercus Biasi Foundation.
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DIGITALIZING THE LOCAL ENERGY 
SECTOR 
Business owners embracing digital 
technologies in their marketing 
programs are getting more bang for 
their buck with their investments, 
said Accenture managing director of 
resources Cheah Wai Seng.

“Petroleum and electricity retailers 
leveraging on usage of smart devices, 
‘cloud’ storage and advanced analytics 
are able to increase their asset life-
cycle and at the same time, innovate 
customer-centric products,” he said.

When it comes to electrical line 
maintenance, instead of sending 
someone to inspect it, a modem 
with connectivity built in can sense 
irregularities. When the sensors detect 
drastic consuming pattern change, it 
can send a request for maintenance.  

As efficiency is the maxim of Industry 
4.0, he said, business owners in the 
energy sector are increasingly investing 
in technology with the hope of 
achieving sustained dividend returns. 
The promise of the digital age is not 
just in cost savings as it is also about 
collecting big volumes of data and 
analysing them to streamline business 
operations.

It is changing the way people and 
businesses interact through technology, 
placing the consumer at the centre 
of every digital experience. He said 
consumer goods and retail is a hot 
space for “ Internet of Me” applications. 
While it can incur significant 
investment for retailers at the point of 
sale, the returns are worthwhile in the 
long term. – NST

LAZADA MALAYSIA IS 
ASEAN’S FASTEST-GROWING 
E-COMMERCE PLATFORM
Lazada Malaysia has overtaken Lazada 
Singapore to become Southeast Asia’s 
fastest-growing e-commerce platform 
in the past nine months. Lazada 
Malaysia chief executive efficer, Hans-
Peter Ressel, said Lazada Malaysia 
recorded over 100 per cent growth in 
sales for 2016.

“Malaysia’s e-commerce market is 
well-developed, as it is supported by 
the logistics facilities and the local 
and foreign courier companies,” he 
told reporters after launching Lazada 
Malaysia’s Fifth Birthday campaign. He 
said the payment methods, such as 
cash on delivery and online payment 
facilities available in Malaysia, 
had made online shopping more 
convenient for Malaysian customers.

“We plan to triple the number of 
products that are sold on our platform 
to about 30 million by year-end, up 
from the current 10 million to 12 
million products,” said Ressel.

“We signed a deal with SME Corp 
Malaysia last week to bring an 
additional 25,000 merchants in the 
couple of months until next year,” said 
Ressel.

On the collaboration between Lazada 
Malaysia and its major investor, China’s 
Alibaba Group, Ressel said, the group 
had assisted them in growing the 
business and tackling the e-commerce 
challenges. On the digital free trade 
zone launch, he said, the Malaysian 
government was one of the most 
active and supportive governments in 
Southeast Asian countries. – BERNAMA

EXPEDIA TO LEVERAGE 
PARTNERSHIP WITH AIRASIA 
American travel company Expedia 
Inc, will leverage its partnership with 
AirAsia Bhd to seek more opportunities 

in Asia. Expedia president and 
chief executive officer (CEO) Dara 
Khosrowshahi said AAE Travel Pte Ltd 
(AAE) — a joint-venture firm between 
Expedia group and AirAsia, had been 
overseeing both Expedia and AirAsiaGo 
points-of-sale across the region since 
2011.

“For us AirAsia has been a fantastic 
partner. We had no idea that Asia 
offered such significant and rapid 
growth opportunities until what we 
learnt through our partnership with 
AirAsia. It kicked us into an aggressive 
stage of growth through its scale and 
deep insight into this region.”

Expedia is the majority shareholder 
in AAE with 75 per cent share. 
Khosrowshahi said that opportunities 
in Asia would be the company’s focus 
in the mid-term future, with plans to 
grow the region into the second-largest 
market for the online travel firm in the 
next five years.

“Our data is showing that success 
in the next 10-20 years will depend 
on how well we do in Asia. The 
investments we are making here, such 
as the Expedia Innovation Lab, allows 
us to understand our Asian customers 
better,” he added.

NAJIB UNVEILS BUMIPUTERA 
ECONOMIC TRANSFORMATION 
ROADMAP 2.0, A NEW LOOK IN 
EMPOWERING BUMIPUTERA 
AGENDA
Prime Minister Datuk Seri Najib Tun 
Razak launched the Bumiputera 
Economic Transformation Roadmap 
(BETR) 2.0 of the Bumiputera 
Wellbeing Transformation which 
would serve as a new look for the 
empowerment of Bumiputera Agenda. 
He said the initiative would be more 
inclusive and holistic in nature as the 
previous Bumiputera Agenda had only 
focused on the economy.

“Meaning, in protecting and 
empowering the Bumiputera Agenda, it 
(the initiative) is not limited to certain 
areas such as the economy alone. 
In fact, the Bumiputera Wellbeing 
Transformation covers way more 
important beyond that as it includes 
every aspect of wellbeing such as 
education, health, social and culture.

“It is set in a comfortable and dynamic 
environment, and at the same time, 
championing the plight of the 
people and elevate the status of the 
Bumiputeras to a higher level,” he said 
at the launching ceremony.

Najib said the initiative would create 
Bumiputera entrepreneurs who 
would be more focused, progressive, 
creative, innovative and ready to 
compete globally. The prime minister 
also said the TKB , set to take the 
Bumiputera Agenda to second phase, 
would be based on Five Key Thrusts 
of Bumiputera Transformation which 
included efforts to empower human 
capital, competitiveness, social mobility 
and well-being in a holistic manner. – 
BERNAMA

ECO WORLD INKS MOUS WITH 
BRAINY BUNCH INTERNATIONAL 
ISLAMIC MONTESSORI
Eco World Development Group Bhd 
has signed two memorandums of 
understanding (MoUs) with Brainy 
Bunch International Islamic Montessori 
for the purchase of land in Eco 
Grandeur, Shah Alam, and Eco Tropics, 
Iskandar Malaysia.

Under the agreement, Brainy 
Bunch will develop and operate 
an international school campus 
in Eco Grandeur and a Montessori 
kindergarten campus in Eco Tropics.

“The collaboration with Brainy Bunch 
will provide quality education for the 
immediate community, as well as the 
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surrounding communities in EcoWorld’s 
largest townships,” said president and 
chief executive officer Datuk Chang 
Khim Wah.

The International School Campus in Eco 
Grandeur will be the first in the vicinity 
catering to both primary and secondary 
students. – BERNAMA

DIGITAL ZONE: PAVING THE WAY 
TO MEGA TRADE GROWTH
Datuk Seri Najib Razak and Alibaba 
Group’s founder Jack Ma have launched 
the much-anticipated Digital Free Trade 
Zone (DFTZ), expected to generate 
trade worth US$65bil (RM286bil) by 
2025. The DTFZ, mooted by the Prime 
Minister under Budget 2017, aims 
to create 60,000 jobs by then and 
double the export growth of small and 
medium-scale enterprises (SMEs).

Speaking to a packed audience of 
leading businessmen and Alibaba 
senior executives, Najib identified the 
digital economy as the only sector that 
could provide immediate growth for 
Malaysia. He said by pushing the DFTZ – 
the first outside China and only second 
in the world – Malaysia could bring 
SMEs, micro businesses, warehousing 
facilities and logistics and the likes 
in one place, and increase trade with 
Asean and the world.

The DFTZ will also see the creation 
of a new Kuala Lumpur Internet City 
(KLIC) in Bandar Malaysia, with Catcha 
Group made its master developer. 
The KLIC aims to house at least 1,000 
Internet-linked firms and 25,000 tech 
professionals, by taking up 5 million sq 
ft built over 15 years with an estimated 
gross development value (GDV) of 
RM5bil.

Najib said he was glad to learn that 
with the setting up of DFTZ, SMEs and 
micro businesses – which now account 
for 37 per cent of the economy – could 
raise their GDP contribution to between 
60 and 80 per cent.  – THE STAR

VILLAGE GROCER ACQUIRES 100 
PER CENT STAKE IN B.I.G.
Village Grocer Holdings Sdn Bhd (VGH), 
the owner of premium supermarket 
chain Village Grocer, has acquired 100 
per cent stake in Bens Independent 
Grocer Sdn Bhd (B.I.G) from BIG Sdn 
Bhd (The Big Group).

The company in a media statement said 
the move strengthens VGH’s position as 
the leaders within the premium grocery 
segment. VGH and B.I.G. operate a total 
of 13 outlets with a combined annual 
revenue of RM560 million.

Both Village Grocer and B.I.G. will 
continue to exist and operate as two 
separate brands with B.I.G.’s present 
management team continuing to run 
the business. The statement went on to 
say that Big Group is divesting its retail 
grocery business to focus on and grow 
its F&B business.

“The acquisition of B.I.G. is a strategic 
business decision that fits in very 
well with our long term growth and 
expansion plans within the premium 
grocery market. Both Village Grocer 
and B.I.G. have very strong, distinct 
identities and have through the years 
attracted strong consumer followings 
respectively. – NST

MAYBANK NAMED MALAYSIA’S 
MOST VALUABLE, STRONGEST 
BANK BRAND
Malayan Banking Bhd (Maybank) has 
being crowned the most valuable 
Malaysian bank brand, and among 
the top five Asean bank brands in the 
global brand rankings of the “Top 500 
Banking Brands 2017”, published by the 

Global Brand Valuation and Strategy 
Consulting firm, Brand Finance.

Maybank is also the only Malaysian 
bank brand with an AAA brand 
strength rating, making it the strongest 
Malaysian bank brand. According 
to Brand Finance’s survey, Maybank 
managed to nearly double its brand 
value lead over the second-placed 
Malaysian bank to US$654 million in 
2017 from US$334 million in 2016.

In a statement, Maybank said it also 
experienced a strong and positive 
brand value growth of 24 per cent amid 
stiff competition from other Asean and 
global brands and gained 11 places to 
be ranked amongst the top 100 most 
valuable bank brands in the “Brand 
Finance Top 100 Global Banking Brands 
2017” rankings.  – NST

RHB PARTNERS FUNDING 
SOCIETIES TO HELP SMES
RHB Banking Group has partnered 
Funding Societies Malaysia, a regional 
peer-to-peer (P2P) financing platform, 
to expand funding opportunities for 
the underserved small and medium 
enterprise (SME) segment in the 
country.

In a statement, group managing 
director Datuk Khairussaleh Ramli 
said RHB’s SME business had grown 
at a compounded annual growth 
rate of 17 per cent per annum from 
2014-2016.

“As we continue to focus on growing 
our SME customer base, substantial 
energy and resources will be devoted 
to creating a differentiated and 
tailored value proposition for SME 
owners and their businesses, as the 
SME sector forms the backbone of 
Malaysia’s economy,” he said.

Under the partnership, the first 
collaboration between a Malaysian 

bank and a P2P financing platform, 
investors are given the opportunity to 
invest on the platform from as low as 
RM100. – BERNAMA

MEET YOUR FAVOURITE STARS 
WITH GRAB X TINDER!
Grab has come far since its launch 
in Klang Valley back in 2014. They 
teamed up with Tinder to turn 
rides into dates, to let users spend 
a day with their favourite Internet 
personalities. Book a ride via the Grab 
x Tinder “Meet your Match” within the 
Grab app, and users may be in for a 
pleasant surprise, as they may end up 
sharing a free ride with one of Tinder’s 
Top 10 Personalities, such as JinnyBoy, 
Sarah Lian, Peter Hugh Davis and 
Yvonne Lee.

The “Meet your Match” activation has 
Tinder’s Top 10 Personalities roving 
in a GrabCar vehicle each and picking 
up passengers beginning from 9am 
to 5pm. Users can take this chance to 
get to know these personalities while 
riding to your destination of choice.

Each personality will select a 
passenger he or she gets along with; 
Tinder and Grab will then arrange 
a day-out for you to do an activity 
together – from dining in the coolest 
café in the city to bungee jumping off 
a cliff, it all depends on the interests of 
the personality and passenger.

“Tinder is a platform for meeting new 
people,” said David Wyler, VP of Global 
Partnerships at Tinder. “Our simple user 
interface makes it easy to meet people 
anywhere. We wanted to provide an 
opportunity for our users to connect 
with some of their favourite social 
media stars and still get to their next 
meeting on time. Grab is the perfect 
partner to make this happen.” – GRAB
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SINGAPORE TIES WITH 
GERMANY FOR MOST 
POWERFUL PASSPORT IN THE 
WORLD
For the first time, Singapore is tied 
with Germany as the country with 
the most powerful passport in an 
international ranking. Both Germany 
and Singapore now top the Global 
Passport Power Rank 2017, published 
by Arton Capital’s Passport Index.

Holders of the Singapore passport can 
now get visa-on-arrival in Ukraine for 
up to 15 days, upping the Republic’s 
score by one to 159, Arton Capital said 
in a press release.

Singapore was second before this 
change. Germany still has the edge for 
visa-free free travel, it said. Germans 
can travel to 125 countries without a 
visa, holders of the Singapore passport, 
122. But Singapore beats Germany 
with a visa-on-arrival score of 37 to 34. 
The result - a tie.

“Singaporeans can rejoice that their 
passport offers them first-class global 
mobility,” said Arton Capital.

The Passport Index compares the 
passports of 193 United Nations 
member countries and six territories. 
Singapore was fourth this year in 
the Visa Restrictions Index, another 
ranking of travel freedom which uses 
a different way of calculating how 
“powerful” a passport is.

Germany also tops this table published 
by Henley & Partners. It has visa-
free access to 176 countries out of a 
possible 218, according to this index. 
The Visa Restrictions Index says 
Singapore passport holders enjoy visa-
free access to 173 countries. In both 
tables, Singapore is the highest-ranked 
Asian country. – THE STRAITS TIMES

FIFTH WORLD LUXURY EXPO 
SHOWCASED ECO-FRIENDLY 

DRIVERLESS FLYING CARS
Paul Jackson, CEO of World Luxury Expo, 
said visitors to the fifth World Luxury 
Expo The Ritz-Carlton, Riyadh saw a 
wide range of best experiences that 
happens once in a life time.

“The visitors of the saw a two-man 
personal submarine which allowed 
passengers to explore underwater at 
their leisure – the ultimate superyacht 
accessory. They could also see one of 
the safest, smartest and eco-friendly 
driverless flying cars available on the 
market today,” he said.

“Over the past five years, we sought to 
promote economic activities within the 
border of Saudi Arabia. Saudi Arabia has 
been playing one of the most powerfully 
leading role in terms of economy. We 
are here not only to talk about the 
upcoming event but also to celebrate 
the success of the World Luxury Expo 
under the headline sponsorship of 
American Express Saudi Arabia,” he said.

“One of our objectives is to lift up the 
current level of expos that take place 
in the Kingdom. Surely, in line with 
Kingdom›s vision 2030. That besides 
our main objective which is bringing 
together the highly prized luxury 
products and goods,” he said. – SAUDI 

GAZETTE 

SNAPCHAT EXPANDS ITS FACE-

SWAPPING LENSES BEYOND 
SELFIES TO THE REAL WORLD
Snapchat launched its wacky, colorful 
lenses in 2015 as a way to turn users’ 
photos and videos into selfies that 
vomited rainbows, zombies or dogs. 
Now, anything in the world can be 

overlaid with 3-D graphics.

The app launched a new feature 
called world lenses that uses a 
phone’s rear-facing camera to 
decorate any scene with the same 
augmented reality-like technology. 
Snap has long been building its own 
version of augmented and virtual 
reality that it calls 3-D technology 
to animate photos and videos. And 
brands including Jeep and L’Oréal 
have built sponsored lenses for ad 
campaigns.

With the update, users point the 
camera at an object and add graphics 
like flowers and rainbows to their 
snaps. Similar to existing lenses, world 
lenses will regularly change to feature 
new graphics.

The rollout of lenses is reflective of 
Snap’s broader goal to be a “camera 
company,” including the launch of its 
video-recording Spectacles last fall 
and its ongoing product war to keep 
up with Facebook-owned Instagram, 
which claimed that its Snapchat 
clone Stories feature now reaches 
more people than Snapchat with 200 
million daily users. – ADWEEK

FACEBOOK FINALLY MAKES A 
VIRTUAL REALITY WORLD
Mark Zuckerberg kicked off Facebook’s 

annual F8 developer conference. 
The two-day event, now in its tenth 
year, drew roughly 4,000 attendees 
to the San Jose Convention Center 
in California. This year, the company 
announced new augmented reality 
features for your smartphone 
camera, a cute VR version of the 
social network for Oculus and even 
more ways to talk to companies on 
Messenger.

Facebook is using its new camera 
tools to launch its own augmented 
reality platform. Instead of putting 
on goggles, you will hold up your 
smartphone and watch as it overlays 

graphics on the world in front of you 
in real time.

You can add sharks swimming around 
your morning coffee, or a virtual 
mug to your table to feel less alone. 
Add effects to a room, like dripping 
paintings or rain clouds, and pop-up 
informational boxes for products or 
locations. It uses precise location 
detection, 3D effects and object 
recognition to make the moving 
effects work. – CNN

VICTORIA’S SECRET AND NIKE 
RANK AMONG TOP BRANDS FOR 
MILLENNIALS
Millennial shoppers are reaching their 

prime spending years, and Generation 
Z isn’t far behind. That has brands 
scrambling to curry favor with young 
consumers. So far, the companies 
doing the best job are Victoria’s 
Secret, Sephora and Nike, according 
to a report from Conde Nast Inc. and 
Goldman Sachs Group Inc. They ranked 
highest in a study, which measured the 
popularity of brands among younger 
U.S. shoppers.

A key contributor to the companies’ 
success is their online presence, 
researchers found. Among men, 
Amazon.com was voted the favourite 
retailer across all categories, and it was 
the top shopping app for women.

Companies are increasingly working 
to make it easier to shop seamlessly 
online. That will serve them well as 
more than one-third of U.S. apparel 
shopping is conducted online, 
according to the study, which looked 
at trends in fashion, retail and beauty 
categories based on a national sample 
of 2,345 U.S. consumers ages 13 to 34. 
– BLOOMBERG
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GOOGLE BEATS APPLE AS ‘MOST 
VALUABLE BRAND’
Google’s brand is now the most 
valuable in the U.S., according to a new 
ranking. The search titan beat out other 
household names including Apple and 
Amazon as the company whose brand 
gets the most bang for the buck, via 
calculations by valuation and strategy 
firm Brand Finance. Tech dominated the 
rankings, notching seven of the top 10 
companies.

Google’s good name is worth $109 
billion, according to Brand Finance, 
based on the company’s ubiquity in 
everyday life. The name Google is 
synonymous with search engines to 
the degree that the verb most people 
use when talking about searching 
for information. Based on that, the 
company’s core advertising business 
continually delivers robust revenue 
figures.

Apple’s brand, which had held the 
top spot for the last five years, took 
a hit and is now worth $107 billion 
from $146 billion a year ago. Recent 
missteps have served to over-exploit 
the goodwill of its customers, according 
to Brand Finance. Instead of offering 
up truly new and innovative products, 
Apple has merely delivered minor 
tweaks to old products, some of which 
have not gone over so well with its 
customers.

Amazon took the third slot with a $106 
billion valuation. Having gained 53 per 
cent more value over last year, its brand 
could be poised to become the most 
valuable in 2018 as it continues to seize 
a larger and larger share of the retail 
market. – FORTUNE

PAYPAL AND GOOGLE GET COZY 
WITH NEW DIGITAL WALLET 
PARTNERSHIP
PayPal Holdings Inc and Alphabet Inc’s 
Google deepened their relationship 
with a new agreement that enables 
payments through the tap of a phone 
from PayPal accounts at thousands of 
new retail locations. 

The partnership lets PayPal users link 
their accounts to Android Pay, Google’s 
digital wallet, on smartphones running 
most versions of the Android operating 
system. This makes PayPal a funding 
option when people use Android Pay 
in locations including Walgreens Boots 
Alliance drug stores and Dunkin’ Donuts 
restaurants. PayPal was added as a 
payment method for Google’s Play app 
and digital content store almost three 
years ago. 

PayPal CEO Dan Schulman has been 
busy cutting deals with banks, credit 
card issuers and wireless carriers to 
convert PayPal from a payments button 
on websites into a versatile financial 
tool used to make payments in stores, 
transfer money overseas and shop from 
smartphones on the go. 

The Android Pay deal increases PayPal’s 
reach in stores, which Schulman sees 
as key to getting customers to use 
PayPal more frequently than the current 
average of two to three transactions 
per month. 

The stronger relationship between 
Google and PayPal could rekindle 
speculation about an acquisition. PayPal 
split from parent company eBay Inc two 
years ago, prompting hope it could be 
a target of tech companies or financial 
institutions looking to enter the digital 
payments industry. PayPal processed 
US$354bil (RM1.56tril) in payments 
through 197 million active customers in 
2016. – BLOOMBERG

LENOVO RANKS AS WORLD’S 
BEST LAPTOP BRAND
With a number of editions that stood 
out for their long-lasting batteries, 
in addition to attractive and efficient 
designs of its highly-rated devices, 
as well as its exceptional customer 
support, Lenovo managed to climb 
the rankings to reach the number 
one spot for the world’s best laptop 
brands.

The Laptop Magazine gathered a 
list of the 10 biggest laptop brands 
and evaluated them according to the 
quality of the products, innovation, 
support, as well as designs and 
value and warranty. While Asus 
came second followed by Dell, Apple 
witnessed its slump from number one 
on top of last year’s list, to number 
five in 2017.

Lenovo’s release of the ThinkPad 
T460 with its world-class keyboard 
and high durability, the success of 
the 15-inch ThinkPad T560 and the 
0.65-inch think ThinkPad X1 Carbon 
all helped Lenovo reach the top of 
the list. – FORBES

BAIDU TO LAUNCH SELF-DRIVING 
CAR TECHNOLOGY
Baidu Inc said it would launch its self-
driving car technology for restricted 
environment in July before gradually 
introducing fully autonomous driving 
capabilities on highways and open city 
roads by 2020. The project is named 
Apollo after the lunar landing program, 
the Chinese search giant said, adding it 
would work with partners who provide 
vehicles, sensors and other components 
for the new technology. 

The company also launched a 
US$200mil (RM881mil) fund in October 
to focus on AI, AR and deep learning, 
followed by a US$3bil (RM13.21bil) 
fund announced in September to target 

mid- and late- stage startups. 

Technology and automotive leaders 
contend that cars of the future will 
be capable of completely driving 
themselves, revolutionizing the 
transportation industry, with virtually 
all carmakers as well as companies 
such as Alphabet’s Google and parts 
supplier Delphi investing in developing 
the technology. – REUTERS

BILLIONAIRE WARREN BUFFETT 
BECOMES FACE OF COKE IN 
CHINA
The likeness of billionaire Warren 
Buffett is gracing Cherry Coke cans in 
China, where the company’s largest 
investor enjoys a legendary reputation. 
Coca-Cola announced that a grinning 
cartoon portrait of the American 
business magnate would adorn cans 
and bottles of his favourite flavour after 
it was introduced in the country.

Berkshire Hathaway, Buffett’s 
investment firm, is Coca-Cola’s biggest 
shareholder with a 9.3 per cent stake 
valued at about US$17 billion.

“Incidentally, there is no compensation 
involved,” Buffett told Yahoo Finance 
of the use of his image for “a limited 
promotional period.”

The 86-year-old investor and 
philanthropist has been photographed 
on numerous occasions taking a swig 
of Cherry Coke, earning him the title of 
“best-known fan” from Coca-Cola chief 
executive Muhtar Kent.

Buffett has in turn lauded China’s 
“totally miraculous” growth. As for 
his enduring appreciation of Cherry 
Coke – he invested in Coca-Cola as 
early as 1985 – Buffett admitted in his 
shareholders’ letter last February that 
he consumes enough Coke and candy 
“to satisfy the weekly caloric needs of 
an NFL lineman.” – AFP
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MALAYSIAN INTERNATIONAL 

FURNITURE FAIR 2017 
Welcoming 543 Exhibitors 

8th of March 2017  – The 23rd Malaysian International 
Furniture Fair (MIFF); Southeast Asia’s biggest industry 
event, welcoming a record of 543 exhibitors ahead 
of a bigger show next year. The huge turnout of local 
and overseas companies – a 12% increase over 2016 
with their latest products and vast array of furniture, 
furnishings and fittings cover 80,000 square metres of 
the Putra World Trade Centre and Matrade Exhibition and 
Convention Centre.

Malaysia’s Minister of Plantation Industries and 
Commodities Datuk Seri Mah Siew Keong was the guest-
of-honour at the opening ceremony.

As the leading global furniture sourcing hub in the 
region, MIFF draws 20,000 visitors from as many as 
140 countries and regions seeking variety, quality and 
good value. It is also the biggest platform to source for 
Malaysia’s wood furniture.

“MIFF will continue to enhance its position as the 
leading and most important furniture industry event in 
Southeast Asia. As a global sourcing centre, the trade 
show is always changing to remain relevant in the 
market,” said MIFF Chairman Datuk Dr Tan Chin Huat in 
his welcome speech.

“Our exhibitors are also moving with the times. They are 
investing more and more in R&D to come up with their 
own design and new products, creating more value for 
their business and potential customers. MIFF welcomes 
this positive approach to stand out in the competition. It 
brings more variety and adds value to the trade show.”

Next year’s MIFF will be co-held at the bigger and new 
Malaysia International and Exhibition Centre (MITEC) and 
PWTC. The 2017 highlights include Muar Hall by MIFF 
strategic partner Muar Furniture Association, China Hall, 
Taiwan Hall and MIFF Office, the largest office furniture 
showroom in Southeast Asia with 100 companies from 
Malaysia, China, Taiwan, Korea and Indonesia.

Buyers from Southeast Asia and other emerging markets 
are expected to crowd next year’s show given the 
visitor traffic trend in recent years, comprising mostly 
wholesalers, importers, independent retailers, new 
furniture businesses and e-commerce start-ups seeking 
basic to upper mid-range products. 

GREENTECH MALAYSIA
Redefining The Green Game

14th of March 2017 – Malaysian Green Technology 
Corporation (GreenTech Malaysia) continues to 
successfully lead the nation’s green technology 
landscape through impactful projects under its four 
flagships; Green Malaysia Plan, Green Procurement, 
Electric Mobility and Sustainable Living, encouraging 
Malaysians to a green lifestyle resulting in a vibrant 
local green economy. 

Under the dynamic leadership of its Group Chief 
Executive Officer, Ir. Ahmad Hadri Haris, GreenTech 
Malaysia has since 2013, raised the bar to introduce 
game-changing initiatives working in partnership 
with over 100 partners comprising international 
and local government ministries municipal councils, 
financial institutions, public and private corporations 
as well as academia.

Under the Green Malaysia Plan Flagship, to-date the 
organisation has developed 10 green policies and 
blueprints, including the National Electric Mobility 
Blueprint, Kedah Green Agenda, Selangor Green 
Action Plan as well as the recently sanctioned Green 
Technology Master Plan. These documents are aimed 
at guiding the intended authorities and sectors to 
incorporate green action plans within their area of 
jurisdiction, contributing to the reduction of nation’s 
greenhouse gas emissions. 

To further allow procurers to easily identify certified 
green products and services, GreenTech Malaysia 
introduced the MyHIJAU Mark in 2015, a green 

recognition scheme that identifies green products and 
services with existing green certifications, which are 
then registered and listed in the MyHIJAU Directory. 
At present, there are 103 companies participating in 
the MyHIJAU Mark and Directory with 369 registered 
green products and services. GreenTech Malaysia 
targets to register 300 companies with 2,000 green 
products and services by 2020. 

To date, GreenTech Malaysia has installed 150 ChargEV 
stations across the nation with the support from 
the increasingly eco-minded premise owners and 
property developers. GreenTech Malaysia is confident 
of expanding the network further, particularly with 
the partnerships forged with PETRONAS Dagangan 
Berhad and BMW Malaysia.

Between 2015 and 2016, GreenTech Malaysia 
established three subsidiaries namely, GreenTech 
Malaysia Alliances Sdn. Bhd. (GTMA), GreenTech 
Catalyst Sdn. Bhd. (GTC) and GreenTech IdeasLab 
Sdn. Bhd. (GTI). GTMA is focused on driving green 
businesses through strategic partnerships, while 
GTC is responsible to expedite the adoption of green 
technology through offering services in finance, 
entrepreneurship, standardisation and incentivisation. 
Meanwhile, GTI is tasked with developing green skills 
and promoting green events to spur the economy 
through customised green training programmes, 
on-ground public engagements and industry-level 
international exhibitions. 

IGEM 2017
Convening Sustainability Businesses, Leaders and Experts  

16th of March 2017 – The International 
Greentech and Eco Products Exhibition and 
Conference Malaysia (IGEM) returns for the 
eighth consecutive year to the Kuala Lumpur 
Convention Centre from 11 to 13 October 
targeting business leads of RM1.6 billion, 
through the convergence of more than 300 
exhibitors and 30,000 visitors from over 20 
countries. 

Organised by the Ministry of Energy, Green 
Technology and Water (KeTTHA) and co-
organised by Malaysian Green Technology 
Corporation (GreenTech Malaysia) and 
Malaysian Exhibition Services (MES), IGEM 
is the region’s largest green technology 
business and innovation platform set to 
attract key industry players from around the 
globe to showcase the latest breakthroughs 
in green technology. 

Commenting on the pivotal role of IGEM in 
spurring international trade, Acting Deputy 
Minister of Energy, Green Technology & 
Water, Y.B. Senator Datuk Seri SK Devamany, 
said, “The Malaysian government is strongly 
committed to contributing to the global 
green agenda and organising IGEM for the 
eight consecutive year is one such effort in 
that direction. IGEM continues to cement 
Malaysia’s position as a centre for green 
technology and boasts an impressive track-
record of generating business leads that have 
catapulted investment in the green sector.” 

Since its inaugural edition in 2010, IGEM 
has generated over RM10 billion in business 
leads attracting over 330,000 visitors from 

50 countries including delegates, dignitaries 
and companies from China, Japan, Korea, the 
European Union, the United States of America 
and ASEAN member countries. IGEM 2017 
will showcase latest innovations and cutting-
edge technologies in renewable energy, 
sustainable cities and green transport. 

IGEM 2017 will focus on sustainable cities 
highlighting innovations in the five key 
sectors of green technology, encompassing 
Green Energy, Green Transport, Green 
Building, Waste Technology & Management 
and Water Technology & Management with a 
dedicated Solar Energy Zone, Green Transport 
Showcase and Green Building Hub. 

Currently, IGEM 2017 has a confirmed 
participation from Japan External Trade 
Organization (JETRO) dan Taiwan External 
Trade Development Council (TAITRA) for 
international pavilions. While ABB Malaysia, 
Atlantic Blue (Solarvest), Gading Kencana, 
Hanwha Q-Cell, Itramas Manufacturing, 
Malaysia Timber Certification Council 
(MTCC), Pekat Engineering and Sabah State 
Government have all signed-up as exhibitors. 

IGEM 2017 will continue to feature the highly 
popular business matching programmes 
that have been integral to forging business 
partnerships during past editions. Returning 
partners include Malaysian Investment 
Development Authority (MIDA), Malaysia 
External Trade Development Corporation 
(MATRADE) and Malaysian Industry-
Government Group for High Technology 
(MIGHT).

21st of March –HOMEDEC returns this 28 April – 1 May at Kuala 
Lumpur Convention Centre to celebrate the Home Design and Interior 
SALEBRATION™! 

HOMEDEC is organised by award-winning organiser, C.I.S Network 
SdnBhd, an established trade and lifestyle exhibition organiser based in 
Kuala Lumpur, Malaysia. In just 15 years, HOMEDEC has grown into more 
than an exhibition that has spearheaded the industry with refreshing 
highlights, life-sized showhome, forums as well as successful partnerships 
with us. Visitor flocks to HOMEDEC annually to discover, learn and realise 
a dream home by meeting with industry experts. 

HOMEDEC is geared up to bring the SALEBRATION™ fever to Kuala 
Lumpur with over 1,100 booths from around 400 companies, which 
will bring about the exclusive deals from the product categories of art 
and decorative, audio visual and home theatre, bath and sanitarywares, 
custom built wardrobe specialist and kitchen cabinet, floor finishes, 
furniture and furnishing, garden and landscape, gate, grille and fencing, 
home appliances, home office and automation, home security system, 
smarthome and switches, home services, interior design consultation, 
kids living, kitchen appliances, kitchenware, household products 
and houseware, lightings, mattress, wardrobe and bedding products, 
publications, roofing, awning and insulation, soft furnishing, stone, tiles 
and marble, swimming pools, wallcoverings, water filtration system and 
solar water heater, window, door & glass, and many more

This year, HOMEDEC will also be joining hands some of the most 
premium brands in the home design and interior industry, all in all for 
the HOMEDEC’s SALEBRATION™! For four days only, there will be various 
HOMEDEC Exclusive Deals from notable brands during the exhibition. 

Apart from that, there is also HOMEDEC Forum held concurrently in 
HOMEDEC as a platform to provide a solution-centric discussion for 
homeowners alike to settle all the questions and doubts for home 
renovation, refurbishment, decoration and Feng Shui and more! 

Since its debut, the HOMEDEC Forum has already received overwhelming 
support from homeowners alike, with numbers of attendees constantly 
growing every issue. Progressively, the HOMEDEC Forum has become a 
highlight in HOMEDEC for homeowners who are interested to learn a 
thing or two from the keynote speakers within the forum.

For more information, visit www.homedec.com.my or stay tuned to 
HOMEDEC’s official Facebook page! Seriously, don’t miss this.

HOMEDEC KUALA LUMPUR
THE SALEBRATION FEVER RETURNS

T H E  D I A R Y
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T H E  D I A R Y

MONTBLANC FOR UNICEF 
Passing On the Gift of Writing

3rd of April 2017  – Designed around the idea that 
writing is a precious gift that should be passed on, the 
Montblanc for UNICEF collection was unveiled at an 
event held at the New York Public Library in New York 
City, one of the most iconic libraries in the world and a 
centre for learning and sharing of ideas for over a century. 

Guests including Brand Ambassadors Hugh Jackman 
and Charlotte Casiraghi, actor Rami Malek, Socialite and 
Blogger couple Olivia Palermo and Johannes Huebl, 
digital entrepreneur Miroslava Duma, models Elsa Hosk 
and Touriya Haoud, actresses Diane Kruger, Aissa Maiga 
and Carly Chaikin and UNICEF ambassador Gigi Leung 
joined Montblanc CEO Nicolas Baretzki and UNICEF’s 
Chief of Education, Programme Division Jo Bourne to 
discover the pieces and show support for an initiative 
that help improve learning for over 5 million children 
through quality learning materials and better teaching. 
Inside the grand halls of the New York cultural landmark, 
Montblanc brought to life the importance of writing, its 
universal nature and the power of education as a force 
for good in communities around the world.

In a reference to the design of a collection that features 
the first letter from the six different alphabets that 
children learn to write first, Montblanc took guests on a 
journey to their early memories of learning to write. On 

arrival inside the Library, they were invited to leave their 
mark with chalk on a blackboard photo wall and have 
their picture taken to immortalize the special evening 
celebrating education. A fun classroom photo booth 
brought back memories of childhood and the discovery 
of writing, while reminding guests of the work UNICEF 
does giving children better access to education around 
the world.

The collection was on display in three distinct areas – 
writing instruments, leather goods, watches & jewellery.  
Contemporary large and smaller leather goods feature 
blue lining with the first characters of six different 
languages learned by children all over the world, and 
two editions of the Heritage Spirit Orbis Terrarum 
Timepieces in support of UNICEF pair a manufacture 
worldtime complication developed by Montblanc master 
watchmakers with symbolic references to UNICEF. In 
each area, Montblanc highlighted the craftsmanship 
tied to the collection with demonstrations by its skilled 
artisans. 

With the collection, in partnership with UNICEF 
Montblanc improves learning for over 5 million children, 
having the goal in mind of giving more young people the 
precious gift of writing and opening a world of endless 
possibilities.

MERCEDES BENZ STYLO 

ASIA
Fashion Festival’s 10th Anniversary

4th of May 2017– To mark its 10th anniversary, 
Malaysia’s leading fashion festival, the Mercedes-
Benz STYLO Asia Fashion Festival 2017 kicked off five 
nights of fashion entertainment in a stunning display 
of creativity and colour at its opening gala at Bangsar 
South’s KL Gateway Mall. 

Themed, “50 shades of RED”, this year’s festival saw 
the newly opened KL Gateway Mall transformed into 
a glitzy and glamourous cinematic platform to honour 
the classic icons of fashion, TV and movies past 
and present. Bedecked in red and black with crystal 
chandeliers, the concourse area and third floor of 
the prestigious shopping mall took on an air of glitzy 
sophistication as designers and guests prepared for a 
multi-sensorial night of drama.

In signifying the opening of the festival, a beautiful 
carriage embellished with tinsel was drawn out onto 
the concourse bearing a red STYLO tape. Following 
that, a ribbon-cutting ceremony commenced, led 
by Dato Nancy Yeoh-Reissiger, President & CEO of 
STYLO International and Chairman of MBSTYLO AFF 
together with Dr. Claus Weidner, President, Mercedes-
Benz Malaysia; Professor Datuk (Dr) Jimmy Choo 

OBE, Honorary Advisor of Mercedes-Benz STYLO Asia 
Fashion Festival; Datuk Seri Wong Chun Wai, Group 
Managing Director & Chief Executive Officer of The 
Star Media Group; Datuk Ter Leong Hing, Group 
Managing Director, Suez Capital Sdn Bhd; Datin Winnie 
Loo, Chief Executive Officer, Director and Creative 
Director of A Cut Above; Jeremy Khaw, Commercial 
Manager for Malaysia, Indonesia and Thailand Beam 
Suntory; and Julia Teo, Associate Marketing Director 
for Johnson & Johnson’s Neutrogena. 

The opening night ended with a grand finale photo 
opportunity with designers, muses and festival 
partners on stage; and beatboxers and models on 
percussion leading guests to the after party.  

Partners and sponsors of this year’s MBSTYLOAFF 
include KL Gateway Mall, Neutrogena, Auchentoshan 
Whisky, Mantra Rooftop Bar & Lounge, Trinidad 
Tobacco, Truefitt & Hill, Robb Report, Luxury Guide, 
Airbus Helicopters Malaysia, Fraser Yachts,  A Cut 
Above, Keep It Local, The International Sea Keepers 
Society Asia, Fashion Revolution, VistaJet, LOGO, 
Nestle® Kit Kat®, Makeup Miracle and BIMS 
International.  

MET GALA 2017
Tribute to Rei Kawakubo

4th of May 2017 - It’s the highlight of New York’s social 
calendar, and this year the bash honoured Comme des 
Garcons’ designer Rei Kawakubo. The reclusive 74-year old 
is known for pushing boundaries, blurring the lines between 
art and fashion. With her Comme des Garcons label, she has 
over the past decades built a global fashion empire.

Celebrated in the fashion press, Kawakubo is described as 
a “trailblazer” by Harper’s Bazaar or “the ultimate renegade 
designer” by GQ, making audiences “question everything 
they know about conventional clothes”.

“Rei Kawakubo was part of a movement of Japanese 
designers in the late 1980s where they subverted everything 
that was popular in fashion,” Sharon Lim, former editor of 
Elle Asia, told the BBC.

“Japanese designers at the time were famous for not 
glorifying the human form - they were kind of punk because 
they destroyed any notions of the traditional female form.”

With a reputation of breaking with tradition and convention, 
Rei Kawakubo is considered by many to be more of an artist 
than a designer - a distinction that she herself, though, has 
described as “immaterial”.

“What I’ve only ever been interested in are clothes that one 
has never seen before, that are completely new, and how in 
what way they can be expressed,” she says in the notes to 
the Met exhibition.

“Is that called fashion? I don’t know the answer.”

The exhibition, titled Art of the In-Between, opened 

on 4 May and sets out to show Kawakubo’s “ability to 
challenge conventional notions of beauty, good taste, and 
fashionability”.

According to exhibition curator Andrew Bolton, “she has 
influenced a whole generation, not only of designers but 
also artists and architects through her practice”.

“She forces you to rethink notions of beauty, notions of the 
body, notions of fashion, notions of wearability - breaking 
down these barriers by creating hybrid identities.”

As with many haute couture creations, Ms Kawakubo’s 
designs often stray so far from conventional fashion 
concepts that they’d be hard to imagine in a setting other 
than a fashion show runway.

But by building her company as a multi-tier brand, she has 
managed to have both a runway collection and also several 
other in-house brands to cover a wider range of designs and 
price levels.

The exhibition of her work is the Met’s first exhibition 
of a living fashion designer for more than 30 years.
According to Bolton, the last one - a 1983 retrospective 
of Yves Saint Laurent - was criticised for what people saw 
as commercialism not fit for the hallowed halls of an 
arts museum. Over time though, he says in the exhibition 
catalogue, “the status of fashion has changed, both in the art 
world and within the museum”.

Sharon Lim agrees that Kawakubo’s work can be seen as art, 
describing it as “architectural, with an incredible technique 
when it comes to silhouettes, draping and fit”.

“She also tends to keep taking apart traditional notions of 
fashion,” Ms Lim explains. “It takes a while to understand 
what she does and very often what she presents is very ugly 
- but in a strange way there is an allure to her clothing.”

Singer Rihanna was among the invited guests at the Met 
Gala, the annual benefit event for the museum’s Costume 
Institute, wearing a dramatic Comme des Garcons creation.

Pop singer Katy Perry, co-chair of the ball, wore a red-tulle 
dress with a veil and the word “witness” across her forehead. 
She surprised some by wearing Galliano, not Comme des 
Garcons.

The galas became launch parties for the exhibitions, where 
designers, industry insiders and fashionable celebrities 
turned out in full force.

Anna Wintour, Vogue’s current editor, shifted the focus to 
celebrities when she took over as chairwoman in 1999, 
recruiting A-list honorary and co-chairs (including Beyoncé, 
Taylor Swift, Sarah Jessica Parker, and Tom Brady) and 
inviting everyone from Lil’ Kim to Kim Kardashian to attract 
more attention to the event.

“Ms.Wintour has used an intimate understanding of fashion, 
and of her own role in that universe, to transform a dowager 
social event into a frenzied red-carpet romp that now 
surpasses, at least in terms of frocks, the Oscars,” former New 
York Times fashion critic Cathy Horyn wrote in 2006.
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The Asia Pacific Brands Foundation recently held its 10th The BrandLaureate SMEs 
BestBrands Award gala dinner on 1st of March 2017 at The Majestic Hotel Kuala 
Lumpur. The prestigious Awards night was attended by over 1,000 guests comprising 
corporate leaders, brand owners and leading personalities. 

Take Ownership of Your Brand For Your Brand Sustainability and Continuity is the 
chosen theme of this year’s Awards. In today’s competitive business landscape, it is 
of paramount importance that brands take ownership and have a firm grip on it too. 
Only brand owners can determine their success and prevent it from falling down the 
abyss.

Every brand wants to be successful but success can only come about if brands take 
ownership. To think that a brand will develop by itself once the basic groundwork 
is done would be wishful thinking. A brand must be built and capitalized on to 
maximize its potential and this requires the brand owner and brand custodian to 
take ownership and drive the brand to fulfil its vision. 

Each winners received a 24k gold plated trophy and a glass-framed certificate. 
The trophy reflects the theme, showing the journey of the brand’s growth and 
development, from the beginning where it has to rise from the broad base, which 
is heavily competitive to reach the pinnacle of success, where the brand is now the 
market leader, filled with dynamism and distinction.

In his welcome speech, Dr KKJohan, President of The BrandLaureate congratulated 
the champions of SMEs Brands for their win and spoke on the Award’s chosen theme, 

“None of us are born successful. Success is a commitment, the more committed we are, 
the greater the rate of achievement. Likewise, brand success is a journey, where you 
as the brand guardian must drive the brand to its desired level of success.  Successful 
businesses have strong brands and if you want your business to be successful, you 
need to work on your brand. Taking ownership of one’s brand shows your leadership 
and commitment to the brand and business.” He also added, successful brand leaders 

are those who has no fear and who will go out 
of their ways with their out of the box ideas and 
eccentricity to build their brands.

He then concluded his speech by urging SMEs, 
“Reaching for the sky is what all of you SMEs 
must do and should do. Don’t be restricted by 
conventional guidelines that restrict your mindset. 
Soar high with your ideas and realize it. Put wings 
into your brand and your personal self and take 
the world by storm and create phenomenon to 
build your legacy. Life is short, time and tide waits 
for no man and no brand. You either do it or be 
done and I am sure you do not want to be done!”

During the night, over 60 companies and 
individuals received The BrandLaureate Awards 
which were divided into the following categories;

1. The BrandLaureate SMEs Man of the Year 
Award

2. The BrandLaureate SMEs Woman of the Year 
Award

3. The BrandLaureate SMEs Brand Innovator of 
the Year Award

4. The BrandLaureate SMEs Brand Strategist of 
the Year Award

5. The BrandLaureate SMEs Master-Builder of 
the Year Award

6. The BrandLaureate SMEs Brand 
Entrepreneur of the Year Award

7. The BrandLaureate SMEs Brand 
Technopreneur of the Year Award

8. The BrandLaureate SMEs Business Couple of 
the Year Award

9. The BrandLaureate SMEs Brand Leadership 
Award  

10. The BrandLaureate SMEs Brand of 
Distinction Award 

11. The BrandLaureate SMEs Signature Award 
12. The BrandLaureate SMEs Corporate Branding 

Award
13. The BrandLaureate SMEs Product Branding 

Award

The SMEs BrandLaureate Brand Leadership Award 
is awarded to outstanding leaders who have played 
key and pivotal roles in building their brands to be 
market leaders. They are known for their strong 
and dynamic leadership, entrepreneurial acumen, 
wisdom and foresight. In building their brands, they 
have played an equally important role in helping 
their countries develop economically, through the 
areas of investment, business opportunities and 
employment. 

Meanwhile, The BrandLaureate SMEs Business 
Couple of the Year Award 2016-2017 celebrates 
and honors outstanding couples and partners 
who have built successful brands and business 
under their stewardship. They have demonstrates 
strong leadership and are in unison in their vision 

and mission for the brand. Recipient of this year’s 
The BrandLaureate SMEs Business Couple of the 
Year Award was Dato’ Richard Teo and wife, Datin 
Winnie Loo, who are the man and woman behind 
the success of the premier hairsalon, A Cut Above.

The prestigious event also saw the launch of Dr 
KKJohan’s Quote book Volume 2, and a cake cutting 
ceremony to celebrate The BrandLaureate SMEs 
Awards 10th Anniversary. During the prestigious 
night, three specially chosen organizations; 
IJN Foundation, Malaysian Parkinson’s Disease 
Association and National Kidney Foundation 
Malaysia received RM30,000 donation from recipient 
of The BrandLaureate Brand Social Entrepreneur of 
the Year Award, YBhg Dato’ Sri Nicky Liow, Founder 
of Winner’s Dynasty Group. Receiving the cheque 
on stage from Chairman of The BrandLaureate, 
YBhg Tan Sri Rainer Althoff and Dr KKJohan were 
Chairman of the IJN Foundation, YABhg Toh Puan 
Dato’ Seri Dr Hajah Aishah, President of  Malaysian 
Parkinson’s Disease Association, Ms Sara Lew and 
Mr HW Chua, CEO of  National Kidney Foundation 
Malaysia. 

Guests that night were entertained with exciting 
performances by jazz band, FAZZ, a powerful 
performance by the highly talented Dayang 
Nurfaizah and a lively lion dance show for the 
opening performance by Kuala Lumpur Kun Seng 
Keng.

FLASHBACK
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Congrats!Congrats! MORE THAN 1000 VIP GUESTS
THE MOST PRESTIGIOUS, MOST SUCCESSFUL, MOST INSPIRING SMES AWARDS OF THE YEAR

COFRETH
BestBrands in Industrial – 
Facilities Management

EXACT ENGINEERING
BestBrands in 
Information Technology – 
Telecommunication Services 
& Solutions

GREEN VIEW ISLAMIC 
SCHOOL
BestBrands in Education – 
International Islamic Education

GRIBBLES
BestBrands in Healthcare – 
Diagnostic Laboratory Services

HEALTH LANE
BestBrands in Wellness – 
Pharmacy

I X TELECOM
BestBrands in ICT- Virtual 
Network Operator

KEN RICH
BestBrands in Manufacturing 
– Personal Care, Household 
and Industrial Solutions

NUTRIC
BestBrands in Direct Selling 
– Anti- Aging /Wellness 
Solutions

POLYSEED
BestBrands in Green Advocacy

ARIANI
BestBrands in Retail – 
Muslimah Fashion

BIFORST
BestBrands in Integrated 
Logistics Solutions

CONSPEC
BestBrands in Innovation 
– Landscape Services & 
Solutions

DIRECT D
BestBrands in 
e-commerce – Mobile 
Devices Communications

ECO-BROWN
BestBrands in Consumer 
– Brown Rice

JATI
BestBrands in Consumer 
– Rice

KOONG WOH TONG 
BestBrands in F&B- 
Traditional Chinese 
Supplement

SMES SIGNATURE AWARDS

BAC (BRICKFIELDS 
ASIA COLLEGE)
Brand Excellence in 
Education – Law

CHEK HUP
Brand Excellence in Food 
& Beverage – Premium 
Coffee

FIRE FIGHTER
Brand Excellence in Fire 
Fighting Solutions

INOVAR
Brand Excellence in Floor 
Solutions – Laminate 
Covering

JAKEL
Brand Excellence in 
Fashion – Textile and 
Apparel

JOVEN
Brand Excellence in 
Consumer – Water 
Heater 

LORD’S TAILOR
Brand Excellence in 
Fashion – Premium & 
Bespoke Suites

Q-DEES
Brand Excellence in 
Education – Pre-School

SMES BRAND OF DISTINCTION 
AWARDS

B l o g :  w w w. b r a n d l a u r e a t e . n e t     F a c e b o o k :  t h e b r a n d l a u r e a t e

Instagram : thebrandlaureate   Website: www.thebrandlaureate.com

VERITAS
Brand Excellence in 
Architecture & Design 
Solutions

WIRTGEN
Brand Excellence 
in Industrial – Road 
Construction Solutions

LEXIS
BestBrands in Hospitality 
– Hotels & Resort

MEGA FORTRIS
BestBrands in 
Manufacturing – Security 
Seals

MUTIARA TEKNOLOGI
BestBrands in ICT 
Solutions

Q-DEES 
BestBrands in 
Education – Link & Think 
Methodology

AIRESTEC
BestBrand in Industrial-
HVAC (air conditioning)/ 
Refrigeration Technology & 
Solutions.

BIG ONION 
BestBrands in Food & 
Beverage – Food Catering

BINASAT
BestBrands in Technology – 
Integrated Telecommunication 
Solutions

BINASTRA LAND
BestBrands in Property

SMES CORPORATE AWARDS

10 great years of brand success

DR.KKJOHAN

THE BRANDLAUREATE

B l o g :  w w w. b r a n d l a u r e a t e . n e t     F a c e b o o k :  t h e b r a n d l a u r e a t e

Instagram : thebrandlaureate   Website: www.thebrandlaureate.com

ASADI®
BestBrands in Fashion – 
Footwear

AUEI
BestBrands in Education – 
Vocational Training

BEUNOS
BestBrands in Lifestyle – 
Kitchen Wardrobe Designs

CELLMAXX®
BestBrands in Wellness – 
Nutritional Supplement

CIC
BestBrands in Education 
– Pre School Islamic 
Education

E-REMIT
BestBrands in 
e-Commerce – Digital 
Remittance

MEDISCIENCE
BestBrands in Healthcare – 
Disposable Equipments & 
Solutions

ZELL - V®
BestBrands in Wellness – 
Cellular Therapy Solutions

PRODUCT BRANDING AWARDS
QUANN
BestBrands in Information 
Technology – Security Service 
Provider

RC PRECISION
BestBrands in Manufacturing 
– Equipment Assembly and 
Contract Manufacturing

REAL
BestBrands in Education – 
Integrated Education Provider 
(childhood- secondary)

ST TIEW DENTAL
BestBrands in Wellness – Oral 
Care Services & Solutions

STONE EMPIRE
BestBrands in Interior Design 
– Dimensional Stone

TEONG HUAT
BestBrands in Healthcare – 
Medical Plasters & Solutions

TOKAI ENGINEERING
BestBrands in Environment – 
Safety & Security Solutions

UDPS
BestBrands in Energy – 
Integrated Engineering 
Solutions & Services

DATO ONG THENG SOON
Executive Director of 

Binastra Land 
Sdn Bhd 

DATO’ FRANCIS 
NG TIAN SANG
Chairman of

Beverly Wilshire 
Medical Centre Sdn Bhd

DATO’ AR. SAIFUL ANUAR 
ABDUL AZIZ

Managing Director of Arte 
Axis Design Group

DATO’ TAN HON CHUNG
Founder of Direct D 

Retail and Wholesale 
Sdn Bhd 

DATO’ HJH TUAN HASNAH 
TUAN YUSOFF

Founder & CEO of
Munawwarah Design Sdn 

Bhd

IR. POK SUM LOONG
Managing Director of

Wirtgen (M) 
Sdn Bhd

MR. EE CHING WAH
Founder & Group President 

of R.E.A.L 
Education Group

MR. HAMIE APPALA 
NAKKIAH 

Group Managing Director 
of Biforst Logistics 

Sdn Bhd 

MAN OF THE YEAR
DATO’ CHEVY BEH

Founder/Managing Director 
of Asian Healthcare 

Group Berhad 

WOMAN OF THE YEAR
PUAN PUTERI MARIANA 

ABD MAJID
Chief Executive Officer of 

Mutiara Teknologi (M) Sdn Bhd

BUSINESS COUPLE OF THE YEAR
DATO’ RICHARD TEO AND 

DATIN WINNIE LOO
Managing Director/ Chief Executive 
Officer & Creative Director of A Cut 

Above Sdn Bhd

BRAND INNOVATOR OF 
THE YEAR

MR. JAMES Y.G. TAN
Founder/Managing 
Director of Joven 

Marketing Sdn Bhd 

BRAND STRATEGIST 
OF THE YEAR

DATUK MOHAMED FAROZ BIN 
MOHAMED JAKEL

Group Managing Director of 
Jakel Group of Companies

BRAND MASTER 
BUILDER OF THE YEAR

MR. DAVID MIZAN HASHIM
Group President of

Veritas Design Group 

BRAND ENTREPRENEUR 
OF THE YEAR

MR JEFFREY SOO
Founder of Fire Fighter 

industry Sdn Bhd 

BRAND TECHNOPRENEUR 
OF THE YEAR

MR NA BOON AIK
Managing Director of

Binasat Sdn Bhd

BRAND SOCIAL ENTREPRENEUR
OF THE YEAR

DATO’ SRI NICKY LIOW
Founder of Winner 

Dynasty Group

BRAND LEADERSHIP AWARDS

BRAND MASTERSHIP AWARDS
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ENERGIZING 
COUNTRY BRANDING

CO U N T RY  B R A N D I N G  S E R I E S

Imagine what will happen if we 

run out of Energy. Our technology 

will fail. And without technology, 

coupled by the general lack of 

ability to cope in its absence, 

the human civilization itself will 

lose its supreme footing and be 

returned to status quo where it 

will have to compete with all 

the other species in the natural 

world in order to survive. Truth 

be told, over the ages, humankind 

has grown dependent on the 

fruits of technology and has lost 

its edge in the wild.

ENERGY: PREHISTORIC ORIGINS
One of the fundamentals of life is Energy. The very 
activities of hunters, fishermen and farmers, even since 
primitive times, found on cave etchings were centred 
around the quest for Energy. We eat because our body 
is in need of Energy and this is conveyed organically 
by the feeling of hunger. At the end of the day, Energy 
is not just for growth and sustenance, but for the 
maintenance of overall wellbeing and good health as 
well.

History would point out that a tribe or village that 
was well fed and Energetic could evolve better and 
develop itself further as a force to behold in nature. 
Farming breakthroughs and hunting tactics enabled 
the gathering of food on a greater scale. When Energy 
is plentiful and bountiful, people thrive and multiply, 
getting to focus on a wider scope of things which would 
further build and enrich the community and ultimately 
solidify the civilization in the annals of human history. 
Whether it is winning WWII or successfully completing 
a mission to the Moon, just look how energy has been 
pivotal in the rise and fall of humankind!

In essence, all that we do centres around the pursuit 
of Energy – and although we give it different names 
for different purposes – organic and inorganic – in 
essence it is Energy which makes the world go round. 
It is Energy that will revitalize a Brand. Lo and behold, 
an Energetic Country Brand is capable of transforming 
the world!

“When I think of Energy, batteries of all sorts 
come to mind. I ran with this image and 

envisioned myself to be a battery – a battery 
for my Brand. Just imagine how POWERED UP 
this nation will be if we all became ‘batteries’ – 

millions of batteries aptly positioned for Country 
Branding!”

COUNTRY BRANDING ELEMENT: STAYING 
DEVOID OF ENERGY EQUALS ZERO BRANDING!

ENERGY: PRESENT-DAY NEEDS
One cannot overstate the importance of Energy today. 
It goes more than just filling our bellies with good 
food or our fuel tanks with the right RON. Energy is 
required to power our technology (no technology 
can run without one form of an Energy or another). 
Technology is one of the key features of the human 
civilization which not only attests to its ingenuity, but 

essentially sets it apart from other species that are in 
harmony with nature.

Imagine what will happen if we run out of Energy. Our 
technology will fail. And without technology, coupled 
by the general lack of ability to cope in its absence, the 
human civilization itself will lose its supreme footing 
and be returned to status quo where it will have to 
compete with all the other species in the natural 
world in order to survive. Truth be told, over the ages, 
humankind has grown dependent on the fruits of 
technology and has lost its edge in the wild.

In other words, Energy keeps us abreast of the rest as 
a species; and in a way ensures our continued survival. 
If we look a little deeper, we will find that Energy itself 
has many faces and is part of our evolving technology. 
Ergo, being one of the facets of technology, Energy 
changes to suit the specific needs of the time and 
season. Applying this infallible fact to our Brands, it 
is not difficult to see how a Brand can be propelled 
fast and furiously into the realm of excellence! And 
taking things a notch higher, a country that is radiating 
in power will become a ‘generator’ for Global Branding 
Energy (GBE)! This is the sort of Energy that can 
TRANSFORM the world!

“Branding becomes nothing more than a feeble 
attempt at suspended animation if it lacks 

power. Without the right Energy to drive your 
Brands, you might as well abandon the vehicle 
of Branding and venture instead by foot to a 
destination that grows further by the day in 

a competitive era. It is time to propel Country 
Branding with such tenacity that its very inertia 

will get other nations to rise up and follow.”

COUNTRY BRANDING ELEMENT: 
BASIC SCIENCE, ENERGETIC HARMONY

ENERGY: CREATING SUITABLE REFUELLING 
POINTS IN COUNTRY BRANDING
Even will all the batteries in the world, a machine will 
not run if:

i) There is not point to connect the contraption to 
the power source;
ii) The power source does not match that which is 
required to run the engine;
iii) The voltage/wattage is not in sync with that 
which is subscribed.
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Energy is so rudimentary that life simply cannot go on without it. With this same 

reasoning, a Brand without Energy is a lifeless Brand. A Country Brand that is devoid 

of Energy is as good as a nation that is dead in the water. ENERGIZE your Country 

Brand and let it POWER UP the world!

In order to systematically tackle these scenarios, we 
must be aware of what manner of Country Branding 
our individual nation needs. We must always keep in 
mind that each nation is unique; and as such, so will 
their specific needs be. Tapping on an area of need 
is key. In the end, it is the need that determines the 
genus of the power source. And once a compatible 
power source is identified, things can be taken to the 
next level!

So the Branding Energy that a nation needs will 
depend on what it is lacking. When we know the exact 
answer to this, we can formulate solutions that will 
specifically cater to this need in the precise manner 
needed. This is the ‘battery compartment’ (i.e. #i) which 
will enable the linking of a nation to an Energy source 
which will then power it to attain the desired results. 
Understanding what is needed and filling the lacuna 
accordingly will help us tackle scenario #ii. Finally, 
knowing the exact angle or degree to administer the 
said Energy will ensure that it is in sync with what is 
best for the nation (i.e. #iii).

“Who among you does not want more power for 
your Brand? But then again, if applied wrongly, 
even a battery can become a bomb! I cannot 

overemphasize the importance of knowing the 
exact specifics in the efficient powering of a 

Country Brand. This will ensure that the nation 
will stay in motion for a long time and never run 

out of juice!”

COUNTRY BRANDING ELEMENT: ENOUGH 
ENERGY FOR THE WORLD

ENERGY: DANCING TO AN ENERGETIC, 
EFFERVESCENT TUNE
Spend intricate moments with your Country Brand. Get 
to know it inside out, every strength and weakness, 
every need and want, every unique condition and 
requirement. Truth be told, improvements can be 
made in all areas – strengths and weaknesses alike. 
I for one have never sat on my laurels of success, and 
I believe this mantra has unsaid benefits, helping 
me move forward relentlessly, never stopping to say 
enough.

Taking Country Branding as a grand whole, we ought 
to ENERGIZE those areas which are prominent to 
become even more outstanding; and SUPERCHARGE 
any weak areas to make the nation stronger. After all, 
a chain is only as strong as its weakest link – so my 
policy is to reinforce that weakness and (ultimately) 
turn it into a formidable strength!

Let’s be frank...it is not rocket science to understand 
the intricacies of Brand Energizing – one simply has to 
take the time to evaluate, ascertain and remedy the 
Brand in the best way possible. This is not hard if you 
love your Brand and are passionate about it. Trust me 
– it will make all the difference! Can there be anything 
easier than falling in love with your motherland?

“With the right type of Energy, the correct 
amount of it applied and suitable systems to 

manage and run it, a Country Brand can go very 
far. In fact if you ask me, the Energy required 
to carry a nation is not only sustainable and 

renewable, but replicable as well. Other nations 
can follow in the example and by this very fact, 
the Energized nation becomes an epitome of 

Country Branding – ever ready for emulation by 
the rest of the world.”

Taking Country Branding as a grand whole, we ought to ENERGIZE those areas 

which are prominent to become even more outstanding; and SUPERCHARGE any 

weak areas to make the nation stronger. After all, a chain is only as strong as its 

weakest link – so my policy is to reinforce that weakness and (ultimately) turn it 

into a formidable strength!
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J
ack Ma, one of China’s richest men, is the man of the moment. His name 
was literally the buzzword that kept everyone excited at the Global 
Transformation Forum (GTF) 2017.

The billionaire Founder and Executive Chairman of Alibaba Group; with 
a fortune of nearly $30 billion, created a media blitz during his first visit to 
Malaysia to launch the Digital Free Trade Zone (DFTZ),  followed by his keynote 
speech on the second day of the conference at Kuala Lumpur Convention Centre 
on March 23, 2017.

Today, Alibaba is a dominant force in Chinese e-commerce, with a market value 
of $264 billion and some 450 million customers. As the global ambassador for 
Chinese business over the past year, Ma is a celebrity business icon who has 
visited Princes, Presidents, and Prime Ministers, and now acting as advisor to the 
Malaysian Government on its digital economy. 

As the final speaker at the GTF conference; all eyes were riveted on Ma and his 
powerful speech. There were hardly any empty seats at the KLCC auditorium, as 
the crowd filled the aisle near the entrance to listen to him.

Speaking fluently in English, Ma was candid, focused and insightful, as he 
delivered his thought provoking messages about the future of the internet, 
and living in the digital age. Among the interesting topics he covered include: 
the future of mobile e-commerce, Man vs Machines, and the role of women in 
organizations.

Despite his small built, Jack Ma got a big voice and a big heart. Most importantly, 
he was humble and down-to-earth, and the audience could resonate with his 
vision, and relate to his sense of humour.

THE BENEFITS OF FAILURE
While walking towards the auditorium, Ma said he overhead someone saying: 
“The Great” Jack Ma is in the room, but he quickly dismissed the idea, saying 
there is nothing great about being Jack Ma, and he never agreed to such glorified 
titles, which was painted of him by the media, after the `overnight success’ of 
Alibaba -- a Chinese e-commerce  company which he set up with a group of 
friends in his apartment in Hangzhou, Zhejiang province in 1999.

Today, Alibaba Group generates an annual gross merchandise volume (GMV) of 
US$580bil (RM2.5tril) – placing it at the 21st position on the list of countries by 
GDP – with a goal of achieving one trillion dollars by 2020.

Comparing himself to Usain Bolt, he said: “I am not a talented person. I’ve failed 
many, many times,” and unlike Bolt who trusted his coach completely,  Ma said 
he is more skeptical and would not take things at face value, i will think things 
over before accepting any advice from others, even from my teacher or mother”. 

EARLY DAYS
Born in Hangzhou, China in 1964, and graduated from Hangzhou Teacher’s 
Institute with a major in English language education, Ma failed a college 
entrance exam three times. Once ruled out of college, he applied for 30 different 
jobs and got rejected again and again, and finally theorized that “It is more 
natural to be rejected than accepted.” 

Recounting his bad job experience, he said: “I went for a job with the police; they 
said, “You are no good.”  I even went to KFC when it came to my city. Twenty-four 
people went for the job, 23 were accepted. I was the only guy…” which got the 
crowd roaring in laughter. 

THE ALIBABA LEGACY
JACK MA ON THE PATH 
TO TRUE GREATNESS   

MAIN SECTION

T
HE Global Transformation Forum (GTF) 2017, held at 
Kuala Lumpur Convention Centre on March 22-23 was 
a huge success, and attracted a full house audience of 
3000 delegates from 17 countries. 

Organised by the Performance Management and Delivery Unit 
(PEMANDU), the forum featured many global icons – from world 
leaders, to policymakers, heads of industries and international 
experts, in a collective dialogue all under one roof.

Among the international speakers who were present to lead and 
inspire include: Alibaba Group Founder and Executive Chairman 
Jack Ma,  Olympic sprint champion Usain Bolt,  Virgin group 
founder Richard Branson, author of ‘The Pursuit of Happyness’  
Chris Gardner, and winner of 13 Formula One Grand Prix races 
David Coulthard, and many others.

Themed “Driving Transformation,” the stellar line-up of speakers 
showed how they overcome adversity by setting seemingly 
impossible targets, having a clear end game, and instilling the 
discipline of action.  

Participants also got the opportunity to learn first-hand from 
experiences of the speakers, for a contextually richer and more 
complete understanding of how transformation can be achieved.

With an allocation of RM15 million from the government, the 
forum also showcased exhibitions from Tanzania, South Africa, 
Oman, India and selected corporate bodies.

NETWORKING PLATFORM
Pemandu president and CEO Datuk Seri Idris Jala, who was  
pleased with the outcome said: “GTF is the world’s singular 
platform for influential, global leaders to engage and share 
experiences and best practices on how to drive transformation 
at three distinct levels - governments, businesses and individuals,

“It is also an opportunity for participants to engage in open and 
honest dialogue with business owners, political leaders and 
iconic celebrities.” 

He added open dialogue unleashes creativity and allows 
participants to discover new possibilities and opportunities in a 
collaborative environment.

INDUSTRY ICONS
The first instalment of GTF in 2015, featured actor-turned-
politician Arnold Schwarzenegger, former Administrator of the 
United Nations Development Programme and Prime Minister of 
New Zealand Helen Clark, six-time winner of FIFA’s ‘Best Referee 
of the Year’ Pierluigi Collina, and Starbucks co-founder Zev Siegl.

Judging from feedback, Jala said the second installment of the 
leadership conference is even more successful than the first, as 
it brought in more keynote speakers compared to the first, and 
touches almost every subject from personal development, to 
entrepreneurship and good governance.

“The increasingly borderless world demanded that change 
be effected at multiple levels to transform lives, societies, 
economies, and even in the `Pursuit of Happyness.’ And these 
secrets were shared by our guest speakers who have been there 
and done that,” he said during his closing speech.

IMPRESSIVE
Chris Gardner, 63, whose memoir `The Pursuit of Happyness’ 
was made into a film starring Will Smith in 2006,  was the first 
speaker at GTF 2017. He was so impressed by the event that he 
wrote an open letter praising Malaysia, and said:

 “At this point in my life, I’ve been blessed to have visited and 
spoken in 80 countries, and I can say with no hesitation that the 
warmth, spirit and hospitality of the Malaysian people is beyond 
anything I’ve ever experienced anywhere on the planet.

“I was particularly impressed with the energy, passion and drive 
that I saw reflected in the faces of young Malaysians,

“It excites me to meet and interact with people who will soon 
be leaders not just of Malaysia or South-East Asia but the world,” 
he added.

DRAWING BOARD
Going back to the drawing board to plan for GTF 2019, Jala said 
he wants Kuala Lumpur to be like Davos in Switzerland, which 
holds the largest conference in the world, with the most iconic 
speakers to share their thoughts and business stories.

“Innovation and change do not just happen overnight. 
Transformation is about walking the talk, and learning how to 
put the best plans into action, 

“The next forum in 2019 would see GTF bring more women to 
share their successful stories, including the author of the Harry 
Potter fantasy series’ J.K. Rowling,” he said, adding that the 
world would be a far better place if it engages in the process of 
transformation.

Last but not least, GTF 2017 also provided a networking platform 
for participants to broaden their perspective by meeting people 
across industries and leaving the conference with many new 
friends and contacts in th

CONTINUING THE JOURNEY 
OF TRANSFORMATION

BY GERALD CHUAH
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“The third tech revolution is coming, and as time goes 
by, technology will continue to improve and become 
faster, more capable, and more powerful,” said Ma, but 
that doesn’t mean that people and jobs will become 
obsolete. In fact, the challenge is to become more a 
refined human being in the process. 

 “As the world is changing, we have to teach our kids 
values and culture. The  future revolution is about 
liberation of the brain. It is not a competition of 
knowledge, but a  competition of user experience, a 
competition about caring  and empowering others,

“The Third World War will happen, but it is not against 
each other. The war is about people coming together 
to fight against the weather, the environment and 
diseases,” 

Although machines can do something that humans 
cannot do, but humans will always thrive against 
machines with creativity, imagination, and teamwork.

CARING SOCIETY
Ma said although it is important to be efficient, it is also 
important to be healthy and happy which leads to long 
term productivity and sustainability. 

“Happiness and health are double-edged strategy. If you 
create business systems to help others to become happy 
and healthy, then your business will be great,

 “We are familiar with the terms Intelligent Quotient (IQ) 
and Emotional Quotient (EQ) but moving forward, we 
need Love Quotient (LQ),” said Ma.

Therefore, to ensure sustainability, every good 
organization needs more caring people. A viable 
solution is for companies to employ more women as 
they are more caring and considerate, adding that more 
than half of the group’s employees were women.

“If  you want your company to be sustainable, you 
should hire more women because women have the 
natural ability to care for people, and companies should 
hire them more,” said Ma, adding that one-third of his 
senior management staff are women, and more than 
half of Alibaba’s power sellers are also women.

RETIREMENT
Although Alibaba is the buzzword right now, Jack Ma 
said: “Life is not just about Alibaba… although, I may not 
be the richest man in the world like Bill Gates, I want to 
be the first to retire before him,” he said.

In fact, he would consider his life to be a failure, if he 
still attend board meetings in his 80s.

Last but not least, Jack Ma said he would rather die on 
the beach than in the office when the time comes. He 
believes that life is a rich adventure, that must be lived 
and experienced fully.

“Work is important, but it should not dominate every 
aspect of life. There are many other important and 
wonderful pursuits in life that is worth discovering, 
including the pursuit of happiness and contribution to 
society,” he concluded.

DIGITAL TRADE FREE ZONE (DTFZ)
Prime Minister Najib Tun Razak launched the DTFZ 
on March 22, 2017, with Alibaba Group founder and 
executive chairman Jack Ma, who was appointed as 
Malaysia’s digital economy advisor last year.

The DFTZ, is reported to be the first outside China and 
only second in the world, will also see the creation 
of a new Kuala Lumpur Internet City (KLIC) in Bandar 
Malaysia. The KLIC aims to house at least 1,000 Internet-
linked firms and 25,000 tech professionals.

Drawing reference to the Silk Road, which he referred 
to as the “first globalization”,  Ma said the export of 
China’s tea leaves were possible as they were placed in 
tin containers sourced from Malaysia.

“Without Malaysia, the Silk Road would not have been as 
successful as Malaysia’s tin, which protected the quality of 
Chinese tea in the 18th century.

“I am a strong believer of globalization, but it is still in 
its infancy, but we should give it another 20 to 30 years, 
making it more inclusive and getting more people 
involved,” he added.

At the launch DTFZ, the Alibaba Group and its affiliates 
also exchanged memorandums of understanding with 
Malaysia Digital Economy Corporation (MDEC), Malaysia 
Airports Holdings, CIMB and Maybank.

ACTING FAST
Jack Ma met Najib in Beijing last November during his 
official visit to China, and told Malaysia to “act fast” and he 
was surprised at the speed of implementation. 

He said it was a plan that took “only 10 minutes” for Najib 
to agree on, and it only took four months for Ma’s proposal 
to become a reality. 

“My team and I thought, ‘Is this possible? We have been 
discussing it for much longer with many other European 
and Asean countries; but Malaysia is very business-friendly, 
and much more efficient than I thought,” he said during 
his speech.

ADVISOR
On his role as advisor to the Malaysian government on the 
digital economy, Ma said he would be sharing the group’s 
digital knowledge during the upcoming visit by Najib and 
his delegation.

The prime minister is expected to visit Alibaba’s 
headquarters in Hangzhou, China, before attending the 
Belt and Road Summit on May 14, 2017.

E-HUB
Jack Ma also announced that the Alibaba Group will set up 
an “e-hub” in Kuala Lumpur, among a slew of other efforts, 
to promote the development of the local digital economy.

Ma said the e-hub would empower young entrepreneurs 
and small and medium-sized enterprises that want to 
venture out of the country.

As part of the DFTZ, the group’s regional e-commerce and 
logistics hub will be located at the KLIA Aeropolis, which 
will operate out of the existing 17.5ha Low Cost Carrier 
Terminal  (LCCT) site. 

The group’s first “e-hub”, outside of China, will function as a 
centralised customs clearance, warehousing and fulfilment 
facility for Malaysia and nearby countries. It is expected to 
be rolled out by end of the year, with a formal launch by 
2019.

LOCALIZED
The Ali Baba chief wants the newly-launched DFTZ to be 
a Malaysian business run by Malaysians, instead of the 
group. 

Ma says they hired and trained Malaysians in China, 
subsequently sending them home to ensure that the 
business in Malaysia is run by locals.

“We want to make sure that it becomes a Malaysian 
business instead of Alibaba’s business. The e-hub should 
focus on looking for partners and empowering them, as 
what we did in India and Indonesia,” said Ma, adding the 
e-hub belongs to Malaysia and should be operated by 
Malaysians.

“WE WANT TO MAKE SURE THAT IT BECOMES A MALAYSIAN 
BUSINESS INSTEAD OF ALIBABA’S BUSINESS. THE E-HUB 

SHOULD FOCUS ON LOOKING FOR PARTNERS AND 
EMPOWERING THEM, AS WHAT WE DID IN INDIA AND 

INDONESIA”

Although there are already many books written about 
him, Ma said he has no plans to write another book 
about his life just yet, but one day, perhaps when he 
is older, he may write a book entitled: “Ali Baba: 1001 
Mistakes,” because it is the mistakes that become the 
stepping stones to our success,” he added. 

MOBILE REVOLUTION
Jack Ma said the mobile revolution has literally 
transformed the way we work, live, and play.  And he 
is confidence that online business would account for at 
least 90% of businesses in the next 20 to 30 years, as 
globalization has enabled entrepreneurs to transform 
into “net-trepreneurs” to cater to people’s needs across 
the world.

“The mobile phone is an amazing technology, with 80 
percent being used for other applications, than just 
making phone calls. 

“The world is changing so fast, and human beings have 
not been so lucky until now. To young people, this is your 
time - as every technology creates new jobs, new retail, 
and new finances.”

“With data time, now everybody has a chance to win, as 
technological revolution and e-commerce will continue 
to change every aspect of business and world economy 
in the next two to three decades,” he added.

DESSERT TO MAIN COURSE 
Jack Ma said another reason why Alibaba had massive 

success in China was because they really needed an 
e-commerce platform to bring all the traders and 
manufacturers under one roof, as there are more than 
10 million businesses in China today that try to sell and 
do their business online. 

“Every technology revolution create more jobs but 
they create different jobs, and there will be several 
technological revolution that will change the world, one 
of which, is the new retail,  

“One reason why Chinese e-commerce grew so fast, 
faster than United States is because the US traditional 
retail business and infrastructure was so good that 
internet was slow to enter,  

“But in China, the traditional retail is not good, therefore 
e-commerce becomes the key technology that improves 
the new retail, and made it grow faster,

“The e-commerce in United States was like dessert, but 
in China it has become the main course,” and ironically, 
that’s one of reasons why Chinese e-commerce 
succeeded and grew faster than in the United States.

Jack Ma added: “The future is both online and offline 
working together, plus logistics.”

MAN VS MACHINE
Although we live in a technologically advanced age 
today, Ma believes that machines will not replace 
human beings, or the human touch in the future.

“I WENT FOR A JOB 
WITH THE POLICE; 

THEY SAID, YOU ARE 
NO GOOD.  I EVEN 

WENT TO KFC WHEN 
IT CAME TO MY CITY. 

24 PEOPLE WENT FOR 
THE JOB, 23 WERE 

ACCEPTED. I WAS THE 
ONLY GUY...”
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S
IR Richard Branson, the Founder and Chairman 
of Virgin Group is a legendary business icon 
and serial entrepreneur. With a charismatic 
personality and an extraordinary business 
acumen, he has made countless headlines 

during his four decades in business. 

Once a high-school dropout, today Branson is the 4th 
richest man in the United Kingdom – with a net worth 
of US$ 4.2 billion, and one of the 10 most influential 
people in the world, with 21 million followers on social 
media across five social networks.

Branding himself as an entrepreneur who plays hard 
and works hard, he is the recipient of numerous awards 
including The BrandLaureate Legendary Award in 
2015. Branson was knighted at Buckingham Palace for 
“Services to Entrepreneurship” in March 2000. 

Indeed, it was an exciting opportunity to see this 
business magnate, philanthropist, and lifestyle guru on 
the GTF stage, being interviewed by  CNN International 
anchor and reporter Richard Quest -- sharing his 
business ideas and philosophy with the audience. 
During his stage appearance, Branson, 64, appeared a 
bit laid back, but as business magnate who has done 
and seen it all, he deserves the lifestyle of his choice, 
whilst remaining passionate in business, and outspoken 
on social issues.

Currently, he lives on Necker Island with his wife Joan, has 
two children, Holly and Sam, and three grandchildren, 
Artie, Etta Belle and Eva Deia.

BRANDING IN BUSINESS
Earlier on during his session, Branson introduced 
the basics of entrepreneurship and said: “I think, it is 
important to realise for most entrepreneurs not to think 
how can I run a business and make lots of money, 

“I would highly recommend to create something out of 
the frustration of others -- to simply come up with an 
idea to improve people’s lives, and hopefully at the end 
of the month, more money will come in than go out.”

Here’s a powerful branding quote which Branson 
shared on stage, which perhaps sums up his business 
philosophy: “Your Brand and your reputation is all 
you have. Get your Brand on the map. Make sure your 
business is doing something unique!” 

In his autobiography, ‘ Losing My Virginity’ (1998), Branson 
wrote about how he started from humble beginnings 
with Virgin Records music store, which evolved into the 
Virgin Group with more than 400 branded companies in 
50 countries and 60,000 employees in different niches 
-- including mobile telephony, travel and transportation, 
financial services, leisure and entertainment, health 
and wellness, with branded companies such as Virgin 
Megastores and Virgin Atlantic Airways. The book 
became an international best-seller, and earned him 
critical acclaim. 

ADVENTURES
During the session, there was a short documentary 
with video snippets of his early days. Since age 16, 
Branson already found entrepreneurial ways to promote 

positive change in the world by starting a youth culture 
magazine called Student. 

He is also known for his adventurous spirit and sporting 
achievements by participating in the fastest Atlantic 
Ocean crossing, a series of hot air balloon journeys and 
kitesurfing across the Channel, besides spearheading 
space-tourism through Virgin Galactic - the world’s first 
commercial space line, which he claimed to be “the 
greatest adventure of all.”

No venture, no gain. Of course, every journey comes with 
risks and misadventures. He famously capsized, and 
had to be rescued while attempting the fastest Atlantic 
Ocean crossing in 1985, while his three attempts at 
circling the globe in a hot air balloon failed.

Recounting his journey, he said: “There were definitely 
moments and adventures that I thought if I get out of 
this  I’ll never do it again. I’ve been fortunate to survive 
and life has definitely been richer for it.”

He added: “British people in particular don’t mind 
people who try things, and I would hate to be sitting 
in front of television watching other people do a lot of 
wonderful things that I have the chance to do in my life! 

TRAGEDY
Talking about danger, we are reminded of the fatal 
crash of VSS Enterprise, a Virgin Galactic experimental 
spaceflight at Mojave Desert, California on Oct 31, 2014, 
which killed the test pilot.

Branson said: “It was a deeply saddening accident.” 
Although investigations proved it was a pilot error, he 
was prepared  to give up the project to prevent further 
mishops, but his team urged him to carry on, to  fulfill his 
long awaited dream of commercial spaceflight, hopefully 
by end of the year.

In fact, a Chinese gentleman sitting at the front row said 
he had pre-booked a seat for USD$200,000 and was asking 
about his flight confirmation, which got the audience 
laughing.

When Quest asked whether Branson would take a space 
flight in his own spacecraft, he hesitated and said he 
certainly would, however, he will would only allow his 
family onboard later (when it is safer). 

Branson also empathized with Malaysians for losing three 
aircrafts and hundreds of lives within two years, due to air 
disasters, including the infamous flight MAS MH370 which 
is still missing. Branson said Group CEO of AirAsia Tan Sri 
Tony Fernandes has done the right thing by showing great 
leadership and responsibility by visiting the crash site of  
Indonesian AirAsia flight 8501, to give his moral support to 
the victim’s families. During the fatal incident on December 
28, 2014, 162 people onboard were killed when the plane 
crashed into the Java sea.

THE AIRASIA BET
On a lighter note, Quest asked Branson about the bet which 
he lost to Fernandes in 2013, and had to dress up as a 

female flight attendant on an AirAsia flight, complete with 
lipstick and a red skirt. It was a funny and “embarrassing 
stunt” he had to endure after losing a bet to Fernandes, who 
had a wager that his Formula One racing team Lotus would 
finish ahead of Branson’s Virgin team. However, Branson 
showed good sportsmanship but took sweet revenge by 
spilling a tray of drinks on Fernandez, and hoping to get 
sacked.
 
SOCIAL ACTIVIST
When not wearing his business hat, Branson is an outspoken 
social activist who champions the cause of the less 
fortunate. In 2004, he established a non-profit foundation 
Virgin Unite to tackle tough social and environmental 
issues and strives to make business a force for good.

He said business leaders should speak up on such issues, 
when governments are failing to perform as they should.
One social issue that is close to his heart is drug addiction.  
Branson said drug addiction is not a crime but a disease, 
and people need help, not punishment. He abhors leaders 
and governments who takes drastic measures to stamp 
out these problem without understanding underlying 
circumstances. The same goes for LGBT, as one in eight 
children are born with such tendencies, and should not be 
scorn and rejected by society. 

He even spoke reprehensibly against American President 
Donald Trump, as a wrong candidate for the job because of 
his “unforgiving nature.”

“I think it is important for principled business leaders to 
actually speak out against these individuals, and it is sad 
that society has someone so vindictive with such a powerful 
position in the White House,” he added.

LIFE MISSION
Moving forward, the Virgin founder explains why his work 
will never be done even although the Virgin domination 
continues to span the globe. 

“What keeps me going is my sense of mission, and the 
strange thing is, mine is an impossible one, 

“When I started out, I was always driven by the desire to 
change things for the better,

“Over time, as we learn more about business and 
entrepreneurship, our mission begin to come into focus. 
We wanted to create a better world, where businesses are 
driven by a strong sense of purpose that balances their 
needs with those of people and the planet,

“We were able to break it down into the common goal 
that all Virgin businesses rally behind -- to use our 
entrepreneurial spirit and resources to disrupt and reinvent 
every sector we’re in, transforming the way everyone does 
business along the way,” the Virgin Way.

MAIN SECTION

THE VIRGIN 
ULTIMATUM

RICHARD BRANSON’S SECRET 
TO BRANDING SUCCESS 

“WE WERE ABLE TO 
BREAK IT DOWN INTO 

THE COMMON GOAL THAT 
ALL VIRGIN BUSINESSES 
RALLY BEHIND: TO USE 

OUR ENTREPRENEURIAL 
SPIRIT AND RESOURCES 

TO DISRUPT AND 
REINVENT EVERY 
SECTOR WE’RE IN, 

TRANSFORMING THE 
WAY EVERYONE DOES 
BUSINESS ALONG THE 

WAY”

BY GERALD CHUAH
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MAIN SECTION

J
AMAICAN sprinter Usain Bolt is arguably the 
fastest man in the world. With a catchy name 
that befits his talent, the nine-time Olympic 
gold medalist  (now eight), has successfully 
branded himself as the undisputed “King of 

Sprint,” and deservingly so.

At the recent  2016 Summer Games in Rio,  Bolt won 
three gold medals in the 100-meter, 200-meter race, 
and 4×100-meter relay, bringing his total to nine 
gold medals to complete his “Triple-Triple” record 
during his 12-year Olympic career which took him 
across continents to Beijing (2008), London (2012), 
and Rio (2016).

After each victory, Bolt, ̀ The BrandLaureate Legendary 
Award winner’ strikes his signature ‘Lightning Bolt’ 
pose to appease his raving fans which has become 
his trademark call, as he gladly demonstrated again 
to 3000 delegates during the GTF 2017 conference 
recently. 

During his interview, CNN news personality Richard 
Quest asked bluntly: “Why are you so cocky when 
you are on tracks?” And Bolt replied: “That’s my 
personality coming out and not because I was trying 
to show off. People enjoy it, and I do it.”

WINNING CONFIDENCE
During the `live’ interview, Bolt projected a cool and 
confident persona as the crowd was eager to hear 
from the horses’ mouth how he did it, and what drove 
him to become the world’s fastest man. Although he 
makes running seems lightning easy, most people do 
not realize the amount of hard work and sacrifices he 
has to put through, to set this splendid record.

In the 2016 documentary “I Am Bolt: The Legacy of 
the Fastest Man in History,” Bolt revealed that he has 
to go through a lot of hard work and sacrifice, besides 
the guidance of a good coach, to become a running 
machine. He also shared a few inspirational thoughts 
on what it takes to become a champion.

“For me, it is always  dream big, never dream small. 
Work hard, and be dedicated! When I get to the line, 
I am confident that I am going to win at all times, 
no matter what or what’s going on. Even if I end up 
losing, I am still confident that I am going to win,” 
Bolt stated boldly, adding that confidence is the key, 
or there would be no show.

But building great confidence comes with a price. 
“I’ve always explained to people why I am so 
confident, why I am so rehearsed,  why I am so fun… 
it is because I train hard. A lot of people see a lot of 
things out there and think `Oh, I can do this.’ Yes, you 
can, but it is not easy to get to the top, or become 
the best!” 

LETTING GO
Growing up in Jamaica, Bolt played football and 
cricket, and was spotted running around the outfield 
as a schoolboy. His breakthrough came at the age of 
15, when he emerged the youngest 200m champion 
at the 2002 World Junior Championship in Kingston. 

Eleven years later, Bolt went on to redefine the limits of 
sprinting at the 2013 World Championships in Moscow, 
where he set a world record of 9.58 seconds in the 
100-metre dash. 

Today, Bolt attributes his success to Glen Mills OD, 68, his 
coach and friend who honed him into a world champion. 
Bolt trusts Mills completely and listens to everything 
he says, because the man knows his stuff and always 
guide him in the right path. A sprinting athletics coach 
from Jamaica, Mills was the head coach of the Jamaican 
Olympic athletics team between 1987 and 2009.  
Currently, he is the head coach of the Racers Track Club 
which includes world and Olympic record holder Usain 
Bolt and the 100-metre World Champion Yohan Blake.

One important lesson from Coach Mills is about letting 
go. Bolt is slow starter, but a good finisher, so his coach 
advised him to “just focus on what you are good at and 
forget the rest. You cannot worry about things you cannot 
control. Better to focus on your strengths rather than 
your weaknesses,” which has become his grounding life 
philosophy.

In another encounter, Bolt said he used to study the 
profiles of other runners to beat the competition,  but 
Mills advised him against that.  

As pressure builds up on the race day,  Bolt figured 
it is more productive to distract his mind during the 
unforgiving minute with of what he wants to do after 
the race – like going shopping, meeting with friend, 
playing video games, and watching movies to turn off the 
pressure, so that he can just concentrate on running and 
winning, as life returns to normal after the race.

Letting go of what he can’t control applies in another 
incident when he was stripped of a gold medal in January 
2017, when his teammate Nesta Carter tested positive for 
a banned substance in the Mens’ 4x100 meter relay at 
the 2008 Beijing Games. Bolt felt disappointed to reduce 
his tally to eight gold medals, but has to accept the fact 
it is out of his control, after the International Olympic 
Committee made the decision nine years later.

“I haven’t spoken to Carter since that day, but eventually 
I will, and ask him why he did it…,” said Bolt,  adding he 
saw a lot of potential in Carter, but never realize he would 
resort to drugs which ruined his career, and others’.

RETIREMENT PLANS
Although he is only 29, at an age where life has barely 
begun for most people, Bolt is ready to retire. Competitive 
sports is not all fun and games, as we all know it. Like 

most young adults, he missed the carefree life hanging 
out with friends in Jamaica, and doing the ordinary things 
that most people do.

Having competed professionally for 12 years, Bolt felt he 
has paid his dues and is ready to move on. At the moment, 
he is back to Jamaica to spend time with his mom, playing 
the role of Mama’s boy, besides taking the opportunity to 
escape the cold winter blues in the United States. 

Announcing his plans to retire after the World Athletics 
Championships London in August 2017, Bolt said will take 
things easy for one year to catch up with lost time, before 
pursuing his next passion – SOCCER.  

Bolt believes that he has got talent for soccer, and has 
been planning to pursue his dream for some time;  
would’ve doubted him? We wish Usain Bolt the best 
of luck, as we can’t wait  to see him blaze new trails in 
another field – and this time to score goals instead of 
golds.

THE BOLT SUPREMACY
USAIN BOLT ON WHAT IT TAKES TO BE THE 

FASTEST MAN IN HISTORY

“YOU CANNOT WORRY 
ABOUT THINGS YOU 
CANNOT CONTROL. 

BETTER TO FOCUS ON 
YOUR STRENGTHS 

RATHER THAN YOUR 
WEAKNESSES.”

BY GERALD CHUAH
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D
FTZ is expected to double the growth rate 
of Malaysian SMEs, increase overall goods 
export by US$25 billion, and create 60,000 
jobs by 2025

Dato’ Sri Mohd Najib Tun Abdul Razak, the Prime 
Minister of Malaysia, together with Jack Ma, founder 
and Executive Chairman of Alibaba Group, launched 
the world’s first Digital Free Trade Zone (DFTZ) on 22 
March at the annual Global Transformation Forum 
2017. DFTZ will provide physical and virtual zones 
to facilitate SMEs to capitalise on the convergence 
of exponential growth of the internet economy and 
cross-border eCommerce activities. It will act as a 
microcosm to support internet companies to trade 
goods, provide services, innovate and co-create 
solutions.

DFTZ will be a boost to Malaysia’s eCommerce 
roadmap that was introduced in 2016, which aims 
to double the nation’s eCommerce growth and 
increase the GDP contribution to RM211 billion 
(approximately US$47.68 billion) by year 2020.

“Malaysians have embraced the internet economy 
and eCommerce in a big way. We are now leading 
the eCommerce market in the region generating 
revenue of US$2.3billion in 2015. With the launch 
of the world’s first Digital Free Trade Zone, Malaysia 
will serve as a regional eFulfillment center, and also 

become the regional hub for SMEs, marketplaces and 
monobrands,” said Dato’ Sri Mohd Najib Tun Abdul 
Razak, the Prime Minister of Malaysia.

Dato’ Sri Najib added, “Both DFTZ and Electronic 
World Trade Platform (eWTP), the brainchild of 
Jack Ma, have one common goal. We want to help 
SMEs overcome the complex regulations, processes 
and barriers, and eventually further encourage 
businesses and traders to connect and collaborate in 
cross-border trading”.

The launch ceremony also witnessed the exchanges 
of Memorandum of Understanding (MoUs) between 
four parties, and they are;

1. MDEC and Alibaba Group for strategic collaboration 
in the development of DFTZ in Malaysia consistent 
with the objective of the Electronic World Trade 
Platform (eWTP); and the development of a Regional 
Hub for eCommerce business, trade facilitation, SME 
onboarding, cloud services for enterprises and an 
eFulfilment and logistics hub.

2. Malaysia Airports Holdings Berhad and Cainiao 
Network for the development of a regional eCommerce 
and Logistics Hub in KLIA Aeropolis as part of the 
Digital Free Trade Zone Initiative.

3. Alipay and Maybank / Alipay and CIMB for the 

collaboration in launching Alipay barcode payment 
in Malaysia. This partnership will enable mainland 
Chinese tourists to make payment using their 
favourite payment method - their Alipay e-wallet. For 
Malaysian merchants, this will give them exposure to 
the vast China market.

4. MDEC and Catcha Group for the collaboration for 
the establishment of Kuala Lumpur Internet City 
(KLIC).

DFTZ consists of three main components that 
combine both physical and virtual zones. The 
physical zone comprises of the eFulfillment Hub and 
Satellite Services Hub while the virtual zone consists 
of the eServices Platform.

DFTZ will provide SMEs, marketplaces and monobrands 
a holistic eCommerce trading experience through these 
benefits:

Strategic location and global best-in-class facilities
• Gateway to the region and proximity to sea  
   and air ports
• High efficiency modular eFulfillment 
   warehouse
• Satellite services hub to support eCommerce 
   ecosystem
• Employee-centric infrastructure Services
• Unified government services platform

Laying a firm foundation for a more hopeful tomorrow; 

• Integrated digital eServices platform to access 
   leading global service providers
• Presence of global logistics and fulfilment 
   service providers Regulatory processes
• Improve regulatory processes leading to faster 
   customs and cargo clearance

DFTZ has the potential to double the growth rate 
of Malaysian SMEs’ goods export by 2025. It is also 
estimated to support US$65 billion worth of goods 
moving through DFTZ. Additionally, DFTZ is expected to 
create 60,000 direct and indirect jobs by 2025.

“DFTZ is a testament to Malaysia’s unwavering 
commitment to propel the growth of SMEs through 
eCommerce. It also marks a new phase of collaboration 
between Malaysian and Chinese businesses through the 
participation of Mr. Ma and Alibaba Group. I strongly 
believe that together, we can achieve a more prosperous 
economic landscape that benefits the industry and 
people,” Dato’ Sri Najib commented.

“The eWTP or Electronic World Trade Platform should 
be driven by businesses and supported by governments. 
If we can build an inclusive platform for businesses 
and young people to trade and do business freely, 
openly, and fairly, this will be fundamental to the world 
economy over the next 20 to 30 years and for the 
century,” said Jack Ma, Founder and Executive Chairman 
of Alibaba Group.

DFTZ’s implementation of physical and virtual zones 
will be done in phases. The first eFulfillment Hub will be 
centred at KLIA Aeropolis. KLIA Aeropolis development 
is centered on the key clusters of air cargo and logistics, 
aerospace and aviation. The initial phase will be rolled 
out before the end of 2017 by Alibaba, Cainiao, Lazada 
and POS Malaysia, leading to the formal launch of 
Alibaba’s facility at the end of 2019.

The other physical component of the DFTZ is the 
Satellite Services Hub, to be located in Bandar Malaysia. 
Kuala Lumpur Internet City (KLIC) will be the first 
satellite services hub of DFTZ and will be developed 
by another strategic partner, Catcha Group, Southeast 
Asia’s leading internet group. KLIC is set to be the 
premier digital hub for global and local internet-related 
companies targeting Southeast Asia. It will comprise of 
key players within the internet ecosystem to facilitate 
end-to-end support, networking and knowledge-sharing 
that will drive innovation in the internet economy and 
the eCommerce industry.

“Catcha Group is proud to be a strategic partner of 
DFTZ, supporting Malaysia’s plan to propel the growth 
of the country’s internet economy. We are excited to be 
developing KLIC, bringing all the key eCommerce players 
and internet companies within close proximity of each 
other to create a premier digital hub. Our vision for 
KLIC is to be the ASEAN headquarter for global internet 
MNC’s, regional leaders and aspiring entreprenuers in 
the internet ecosystem.” said Patrick Grove, Co-Founder 
and Group CEO of Catcha Group.

The virtual zone, which is the E-Services Platform, will be 
made available in time to support the goods movement 
within DFTZ. The e-Services platform will also offer 
integrated services that will help deliver a streamlined 
and efficient experience to the users operating from the 
DFTZ. Further expansions of DFTZ are also planned for 
beyond 2019.

WORLD’S FIRST DIGITAL 
FREE TRADE ZONE

MALAYSIA LAUNCHES 

“THE EWTP OR ELECTRONIC WORLD TRADE 
PLATFORM SHOULD BE DRIVEN BY BUSINESSES 
AND SUPPORTED BY GOVERNMENTS. IF WE CAN 

BUILD AN INCLUSIVE PLATFORM FOR BUSINESSES 
AND YOUNG PEOPLE TO TRADE AND DO BUSINESS 

FREELY, OPENLY, AND FAIRLY, THIS WILL BE 
FUNDAMENTAL TO THE WORLD ECONOMY OVER THE 

NEXT 20 TO 30 YEARS AND FOR THE CENTURY”

BY IDA IBRAHIM

MAIN SECTION
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ASPIRING 
FOR A BETTER 

TOMORROW, TODAY

SUSTAINABILITY

LOOKING AT THE VARIOUS 

SECTORS AND HOW 

THERE IS MUCH NEED 

FOR EDUCATION, GREATER 

EXPOSURE, 

UP-SKILLING, ALLOCATION, 

R&D, GLOBAL 

COMPETITIVENESS, NICHE 

MARKET DEVELOPMENT, 

ETC.

by IAN GREGORY EDWARD MASSELAMANI

even undermine Malaysian development?

Contrariwise, the lecture hosted by ISIS argues that the new 
approach is desirable for current and future generations, 
with the emphasis on sustainability offering opportunities 
which Malaysia should rise to.

In Dire Need of Transformation
It comes as no surprise that during the Q&A session 
which entailed the public lecture, many of the questions 
from attendees gave hints which solidified the question 
mark (?) in the title. In fact some even shared frankly how 
sustainability at home seems very far away.

Looking at the various sectors and how there is much need 
for education, greater exposure, up-skilling, allocation, 
R&D, global competitiveness, niche market development, 
etc., it seems like the spirit of continuity brought about by 
sustainability is an uphill battle which further aggravated 
by biasness (even scientific), lack of infrastructure, lack of 
local skill, fragmented federal and political interests, the 
need for unanimity, and the like.

Change, if it comes at all, has to germinate from the 
individual. Each of us must start viewing life in terms of 
continuity and sustainability in all that we do and in all 
aspects – economic, social and environmental. Perchance, 
someday that individual will also be one who is in an apt 
position to effect a degree of change that will not only 
better lives in the present, but in the future as well.

It is wise to reflect on the following: Is it enough to have 
our fat pockets lined up nicely when the very surroundings 
we live in is a landfill, the rivers that run nearby are 
glorified drains, the air that we breathe, toxic fumes, and 
the food that we ingest, poison?
About the Host, ISIS
Exuding a sense of tradition, attendees were called to the 

lecture hall by way of a cowbell. The chime was refreshing 
to the ears and a reminder of the conviction that this 
organization emanates.

The Institute of Strategic and International Studies (ISIS) was 
established on 8 April 1983 as an autonomous, not-for-
profit research organization. ISIS Malaysia has a diverse 
research focus which includes economics, foreign policy, 
security studies, nation-building, social policy, technology, 
innovation and environmental studies. It also undertakes 
research collaboration with national and international 
organizations in important areas such as national 
development and international affairs.

ISIS Malaysia engages actively in Track Two diplomacy, and 
promotes the exchange of views and opinions at both the 
national and international levels. The Institute has also 
played a role in fostering closer regional integration and 
international cooperation through forums such as the 
Asia-Pacific Roundtable, the ASEAN Institutes of Strategic 
and International Studies (ASEAN-ISIS), the Pacific Economic 
Cooperation Council (PECC) and the Network of East Asian 
Think-Tanks (NEAT). ISIS is a founding member of the 
Council for Security Cooperation in the Asia-Pacific (CSCAP) 
and manages the Council’s Secretariat.

As Malaysia’s premier think-tank, ISIS has been at the 
forefront of some of the most significant nation-building 
initiatives in the nation’s history. It was a contributor to the 
Vision 2020 concept and was consultant to the Knowledge-
Based Economy Master Plan initiative. It also produced the 
first ever National Interest Analysis to be undertaken on 
Malaysia’s participation in the TPP.

For more information on ISIS and its activities, kindly visit 
http://www.isis.org.my/.

Setting Our Sights beyond Today
There is an old saying where If we give a man a fish, he eats for a day; but if we 
teach him how to fish, he eats for a lifetime... In essence, this is an illustration of 
sustainability in its simplest form. Even charitable bodies these days are assisting 
others by not just providing a one-time help, but rather by teaching them how to 
fend for themselves by equipping them with skills; such is essentially sustainability 
in practice.

However, in a fast-changing global climate, we may eat for a lifetime; with new 
variables being the quality of food we are consuming and the length of the lifetime 
given the harshness of the rapidly evolving environment. We know that what we 
are consuming may fill us up. But how do we know what the food contains? How 
do we know the said food will ‘sustain’ us in the true sense of the word, as food was 
originally meant to?

Truth be told, listening to Prof. Dr. Jomo Kwame Sundaram, the Holder of the 
Tun Hussein Onn Chair of International Studies at ISIS Malaysia, on 1 March 2017, 
was undoubtedly an eye-opener in this respect. A man of substance, he has been 
Assistant Director General and Coordinator for Economic and Social Development (ADG-
ES), as well as the Food and Agriculture Organization of the UN (2012-2015), plus has 
held  other high-calibre posts; having authored and edited over 100 books, and 
translated 12 volumes besides writing many academic papers and media articles.

Addressing a variety of issues, I found his lecture to be interesting and revealing. It 
is astonishing to note how poultry, aquaculture and farmed produce in general are 
exposed to all sorts of chemicals which may be harmful to consumers in the long 
run. Each bite that we take just to make it through the day today may be a venomous 

force simply biding its time to ensnare us tomorrow. Truly, economic development 
alone cannot take us very far if those oil-rich, transfat-augmented, pesticide-
coated, antibiotic-imbued bites keep penetrating our body with a standing all-are-
welcome policy. We will not get very far if all aspects of sustainability are not taken 
into account, including what we ignorantly put in our bodies.

Sustainable Development in Malaysia?
The above is the topic of the public lecture. In today’s fast-moving rhythm, many 
think of tomorrow at the expense of today; but the choices made here and now 
ultimately impact our tomorrows. This topic calls for everyone, regardless of their 
stature, to unanimously, start making a difference today. In truth, considering the 
globalized market we currently live in, this move extends beyond the borders of 
Malaysia. Only when there is one accord to such a move globally, can we truly 
profess sustainable development that is succinct in nature. But everything has to 
start somewhere.

It is no surprise that Malaysia’s third PM, the late Tun Hussein Onn, is still associated 
with pioneering official consideration of environmental and resource issues 
following the 1972 Stockholm Environment Summit. This, in turn, contributed to the 
elaboration of concept of sustainable development at the Rio Earth Summit of 1992 
and the adoption of the Sustainable Development Goals (SDG) by the international 
community in September 2015.

It is pivotal to note that sustainable development involves not only economic 
development, but also social progress and environmental sustainability.

And so the question is: Will the SDGs pose a ‘trilemma’ which will compromise or 

MAIN SECTION
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10 QUESTIONS
Yasmin Mogahed is known for her gift of captivating an entire audience with her 
thoughts and insightful reflections. As a skilled creative writer, her literature speaks 
from the heart and after completing her graduate work; she taught Islamic Studies 
and served as a youth coordinator. Currently she’s a writer for the Huffington Post, 
an international speaker, and author who focuses most of her work on spiritual and 
personal development. Check out her answers to our Top 10!

WITH Yasmin Mogahed

A few years ago you were not out there in the public 
and now, thousands of people read and listen to your 
words both online and in public events.

Honestly, I didn’t have much expectations. I feel that 
God opens up doors for me and then I enter that door 
and that takes me somewhere else versus I have 
something in mind and I am planning it out. That’s 
not really how it works out. That’s why I didn’t have 
any expectations. Even my own website, I actually 
didn’t intend to say ‘now, I am going to start my 
website.’ Someone came up to me and said ‘do you 
want a website? I can set one up for you.’ So I said 
‘okay’ and that is how the website got started.

Can you tell us a little bit about your educational 
background?

I received my B.S. Degree in Psychology and my 
Masters in Journalism and Mass Communications 
from the University of Wisconsin-Madison.

You went to university studying to be a doctor but 
then then went on to pursue a degree in journalism.

Basically I decided that I wanted to take a different 
path. I felt the need in our community was not for 
another doctor because we have so many doctors and 
so many people pursue medicine and engineering 
and there are a lot of fields that are not being pursued 
in the Muslim community.  So I ended up doing my 
degree in psychology and then after I finished that I 
did some teaching and I ended coming back to do my 
masters in journalism.

Hijab has been given so many perceptions by people 
of different opinions. What does ‘hijab’ mean to you?

Hijab to me means so many things. It is something 
that is absolutely part of my identity now. But 
most of all, hijab is a symbol of my love of God. My 
commitment to the fact that as a woman, I am not to 
be objectified. There’s so much objectification in our 
society nowadays and I feel like my hijab is a symbol 
for me as an empowerment. 

In your writings you speak about the spiritual life as a 
journey full of ups and downs, when did yours begin?

I was born in Egypt and came to the United States 
when I was about a year old.  So I grew up in the 
United States, I went to public school all my life. I 
didn’t go to Islamic or private schools and so there 
comes a point I think, in every one’s life, where they 
have to choose for themselves which path they are 
going to take.  When I was 14 I decided that the 
identity of being a Muslim and taking that path was 
something that I was going to internalise. It wasn’t 
going to be something that would be handed down 
to me necessarily from my parents or from my society, 
it was something that I would take ownership off. So 
I started to read, learn and change myself and better 
myself.

Your earlier articles spoke about issues facing 
Muslims in North America before moving on to 
internal spiritual issues. What triggered that change?

There was a time where a lot of writing was political 
and then I did change my focus to the internal. That 
doesn’t mean we should move away from the external 
but I always look at it from the internal and spiritual 
lens. Because I believe that every issue that we have 
externally has an internal root.

Growing up in North America, was it difficult to attain 
Islamic knowledge?

I didn’t have access to an institution because I lived 
in a place where that wasn’t available nor was the 
online opportunities that we now have. But God 
has provided me with some great role models and 
knowledgeable people that I could look up to and 
learn from on a personal basis.

To me, “Reclaim Your Heart” is not an average self-
help book. How do you feel about the book being 
well-loved around the world?

This book was written to awaken the heart and provide 
a new perspective on love, loss, happiness, and pain. 
Providing a manual of sorts, the book was hoped tol 
teach readers how to live in this life without allowing 
life to own you. It is a manual of how to protect your 
most prized possession: the heart.

Please tell us a little bit about your new book, Love 
& Happiness.

The words found in this book became my voice and 
my letter to the world. They became my deepest 
attempt to, not just pick myself up, but others along 
the way. I wrote because, just as we will fall in life, so 
will we rise. That’s the thing about this world. It never 
gives us only one kind of path.

When you are not busy writing or teaching classes or 
giving lectures, what do you like to do?

Spend quality time with the people I love. I enjoy 
deep conversation and really great humour.

* Blackmores (Malaysia) Sdn Bhd calculation based in part on data reported by The Nielsen Company based on scan data from 
7 key account chains for Total Health Supplement category and Blackmores' product definition for the Health Supplement 
category for 12 months ending June 2015 in Total Malaysia (Copyright © 2015, The Nielsen Company (M) Sdn Bhd). 

healthadvisory@blackmores.com.my03-7955 0993 (Mon-Fri, 9am-5pm)

Want to know more? We're here to help. 

Protect your hair

before it’s 
too late

Don’t wait until you see the warning signs - support the health of your 

hair now with the first all-natural drink for hair care in Malaysia!

Vital Shine is a great tasting drink with carefully selected ingredients 

such as He Shou Wu (Fo-ti) root, Millet seed extract, White Tea Leaf 

extract, Sea Buckthorn and Bamboo shoot extract to nourish your 

hair from within, and maintain strong and lustrous hair as you age. 
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Laying a firm foundation for a more hopeful tomorrow; 
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W
ORLD renowned animator and film 
director Kyle Balda was in town recently 
to conduct a Film Directing Masterclass, 
organized by art and design college 
The One Academy, in Bandar Sunway, in 

March 2017.

A well-known feature animation director, Balda has 
over 20 years’ experience in Hollywood film industry, 
most notably with Illumination Entertainment and Pixar 
Animation Studios.

He is highly praised for his work as the director of 
box-office hits such Despicable Me and Minions – a  
universally-loved animated film that grossed over $1.1 
billion in US dollars.

During the event, held at Sunway Lagoon Spa & Hotel, 
Balda also received The BrandLaureate International 
Brand Personality Award for his outstanding 
achievements as a talented animator and director.

The one-day workshop is co-organised by FINAS 
(Perbadanan Kemajuan Filem Nasional Malaysia),  with 
a vision  to promote the national film industry.

During his interesting and insightful talk, Balda spoke 
about how to build the backbone of a successful film 
using characters, emotions, acting, staging and editing.

The Bafta nominated feature animation director used 
case studies to illustrate his points, as he showed 
participants how to deconstruct the story from its larger 
parts, including acts and sequences to its smaller parts, 
like shots and beats, and examined the thresholds that 
mark the changes between these moments. 

ANIMATION CAREER
A multi-talented personality, Balda began his animation 
career in the early 90’s, with classics such as The Mask, 
Jumanji, A Bug’s Life, Monsters Inc, Toy Story 2 and 
Despicable Me.  Currently, he is directing Despicable Me 
3 alongside Pierre Coffin at Illumination Entertainment, 
which will be released on June 30, 2017.

Balda studied at California Institute of the Arts (CalArts) 
in 1991, where he learnt traditional animation skills, 
before working with the giants like Industrial Light & 
Magic, Weta Digital, and Pixar Animation Studios.

Later on, Balda spent a number of years conducting 
3D animation masterclasses at renowned European 

and Asian film schools, and continues to be involved 
in animation production. He also directed several short 
films and lectured at different animation schools.

THE STORY ARC
“All stories share archetypal patterns regardless of 
genre,” said Balda during the workshop.

“When exploring the classic Hero’s Journey, or arch plot, 
as filmmakers, we should ground ourselves in the key 
themes that relate to the story and dynamic characters.” 
Here are more advance tips:

Archetypal patterns in characters: Here we explore 
the archetypes of Hero, Mentor, Trixter, Shape-shifter, 
Shadow.  What makes these classic archetypes 
ubiquitous in films and how do we create new ones? 
First impressions: A detailed look at how characters are 
introduced in the story and what this says about them. 

Developing the character: What are the conflicts and 
problems we put our characters through and how to 
deepen the relationship with the audience, as they go 
through their ordeals? 

Completing the arc: Where are our characters at the end of 
the story? What changed in them, and how was the story 
relevant for them, and unable to return to how they were 
before?

Rooted interest: How to create rooted interest in the 
characters? What is it that makes us care about what 
happens to the characters? How can this investment be 
amplified and manipulated, and how to raise and keep the 
stakes high.

Unexpected turns: Clichés are death to the emotional 
investment of the audience. How can we infuse a sense 
of surprise to keep audience interest at peak? How to turn 
up the heat and put pressure on them to see what they do 
next?

Grounding the audience and earning the payoff: Finally, 
having won the trust of our audience we must deliver a 
credible payoff and conclusion.

Q&A with Kyle Balda

1.The Minions is a worldwide phenomenon. Did it take you 
by surprise?
It definitely took us by surprise, and part of the appeal is 
that people can relate to the childlike innocence, and 
mischievous qualities of the characters in contrast to its 
supposedly villainous role. 

The minions was created in collaboration with many brilliant 
animators, directors, and producers.

Some people say the Minions are over rated. Yes, there has 
been many dialogues amongst filmmakers about what’s the 
best scenarios for these characters especially with Gru.

When creating new characters in the future, we want to 
make sure there is a sense of originality to it. We are always 
experimenting and pushing the boundaries to see how we 
can take these characters to new heights that audiences can 
relate to.  And by keeping things fresh, we can extend the shelf 
lives of the characters.

2.What drives you to tell a great story?
I think what motivates me most is to see people responding to 
the animation I’ve created. It’s a fulfilling experience, knowing 
that we are able to bring a character to life, and creating a 
performance that audiences can believe and relate to. 

Being able to get audiences on the edge of their seats 
laughing, gasping and reacting to what’s happening on 
screen are the most amazing rewards to me --  knowing 
that I have entertained, and made them laugh and smile. 

The more selfish answer is trying to solve the puzzle of 
making the film. For me, it’s an interesting challenge trying 
to figure out how these moving parts fit together, how you 
can tell a great story, how you can do the staging, and get 
all these things working  together.

3. How do you prevent over exaggeration?
I think the best way to gauge that is to watch the movie 
with other people. If you are the only person making the 
film,  you can easily get attached to the ideas, but when you 
watch the film with a small audience, you will become more 
sensitive to them. You will know when they start losing 
engagement, get bored, or stop connecting with the film.  
It’s uncanny, but you will know exactly when that happens.

New filmmakers tend to focus too much on the craft and 
groundwork, and forget what they want to say, or the ideas 
they want to express. We were lucky to work with industry 
experts who brought us back on track the path of story-
telling.

If things don’t work,  you can decide to pull out the 
unnecessary materials and rebuild it again. My editor Claire 
Dodgson once said, you’ll know that a movie is finished 
when you can’t remove anymore details. 

4. What’s the difference between directing a `live’ action 
movie and animation?
An actor’s performance is usually spontaneous and intuitive, 
but when it comes to animation, you have to imagine the 
responses. Take for example, in live action, we can play 
off each character with multiple actors on screen, but in 
animation, a lot of it comes through your sense of timing, as 
the characters compete for your attention.

In the upcoming movie Despicable Me 3, actor Steve Carell 
plays both the twin brothers Gru and Dru --  the latter being 
his more glamorous side. When Carell got the script, he’ll 
first read Gru’s part, and then respond with his own voice. 
Then he’ll do the opposite character, and turn it around in 
the editing room. Usually, we’ll do seven to eight takes of 
each line, before putting both characters into the same 
space and then marry the best performances for each line, 

so that it feels spontaneous. That’s just the audio part. 
Beyond that, there are camera angles, action sequences, 
and timing to consider. 

5. What are other important elements  to consider when 
developing the villain and heroic characters?
All stories share archetypal patterns regardless of genre. 
Sometimes the villain can be more interesting than the 
hero because they are different. They have goals that are 
twisted and far out, compared to the heroes who are usually 
more neutral and two dimensional. 

However, the villain should be relatable and understandable. 
It is good to explain how the villain becomes who he is, 
even if you don’t agree with him, and not just create a two 
dimensional villain who just twirls his moustache or wears 
a black cape. 

Finally, when the villain is defeated, the tragedy of what 
he goes through becomes a hard lesson to learn, while the 
opposite is true for the protagonist who goes through a 
journey of redemption.

6. Of all the 5 elements -- characters, emotions, acting, 
staging and editing, which is the most challenging to do 
in animation?
The most challenging is creating emotions, because in 
acting there are rules to follow, and story structures to fall 
back on, but emotions are the hardest to do.  Trying to make 
the audience laugh can be challenging, because they must 
believe in the characters and be emotionally invested, with 
a strong rooting interest.  

Trying to be funny can be a big risk if  the jokes don’t land. 
The audience would say, “Oh the filmmakers are trying to be 
funny,” which would create an awkward situation for us.  So 
when unsure, leave out the vague parts.

7. Finally, how do you become a good filmmaker and what’s 
your greatest reward?
Filmmaking is a multi-disciplinary art which combines 
various disciplines including design, acting, storytelling, etc. 
So a good filmmaker is an all rounder, who is passionate 
about everything -- ie. reading books, studying history, 
doing maths, visiting art galleries, looking at paintings,  and 
watching theatre performances.  

For example, I like to listen to filmmakers talk about their 
processes, just like architects explain how they build  a 
building, it’s a process that we all go through,  so when the 
time comes, you can pull out these metaphors to add colour 
to your film. 

Ultimately, when making a film, you can’t set out to please 
everybody. There will always be critics and people who 
think differently. On the other hand, there are others who 
will also embrace your work. To me, the most important 
quality about being a good filmmaker is to be true to 
yourself.

MINION IMPOSSIBLE
KYLE BALDA’S SECRETS TO SUCCESSFUL  

FILMMAKING 
“WHEN CREATING NEW 
CHARACTERS IN THE 
FUTURE, WE WANT TO 

MAKE SURE THERE IS A 
SENSE OF ORIGINALITY 

AND TO IT. WE ARE 
ALWAYS EXPERIMENTING 

AND PUSHING THE 
BOUNDARIES TO SEE 

HOW WE CAN TAKE THESE 
CHARACTERS TO NEW 

LEVELS AND SITUATIONS, 
THAT AUDIENCES CAN 

RELATE TO”

BY GERALD CHUAH
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A WORLD OF WONDERS IN 
ONE SMART CITY
A ‘City in a City’ is a large-scale, integrated property development consisting of at least three 
towers and a mall located within. Expected to serve as a catalyst for the transformation of 
Greater Malaysia, this mixed-use cluster will attract a vibrant mix of local and international 
business travelers, tourists and residents. It will be a beacon for international businesses 
seeking to establish a footprint in Malaysia and the region.

Most of these cities share the same end vision where its plan involved integrated city 
development consisting of office towers; luxury residences; an F&B-centric lifestyle mall; 
and some even have a 5 star hotel. These all-in-one modern township development 
combines quality living spac es, entertainment and shopping experiences. A blend of 
lifestyles and destination that conveys the local flavours of Malaysia’s diverse landscapes 
and cultural settings, whilst aspiring for universal qualities of accessibility, liveability, safety 
and modernity – all within one uniquely designed development. Here we bring 10 of the 

many developing cities that you should look out for!

CITY 
WITHIN 
A CITY

CITY 
WITHIN 

ICON CITY
STYLE IN LIVING

Icon City sits on 20 acres of prime land at the intersection 
of Klang Valley’s two busiest highways: the Federal 
Highway and the LDP. It is a mixed commercial project 
with a gross development value of RM3.2 billion to be 
developed over eight years and is set to change the 
landscape of Petaling Jaya.

The first phase shall comprise 30 Jewels (seven and 
eight storey lifestyle shop offices), Central Park, Gourmet 
Street (1-storey and 2-storey retail shops), i-Sovo, serviced 
residences and office blocks. The lot’s market catchment 
is extensive, including matured and affluent neighbours 
such as Kuala Lumpur, Subang Jaya, Sunway, Shah Alam 
and Damansara. For savvy investors who want to own 
a prime property on a prime location in Petaling Jaya/
Kuala Lumpur, this is an investment opportunity not to 
be missed.

Developer: Mah Sing Group
Website: www.icon-city.com.my

DAMANSARA CITY
THE JEWEL OF DAMANSARA HEIGHTS

It is the first integrated development in the prime 
neighbourhood of Damansara Heights. Spread across 8.5 
acres of freehold land, Damansara City comprises two 
luxury high-rise residences, two Grade-A office towers, 
a lifestyle mall and a 5-star international-class hotel. 
Incorporating advanced eco-technology and an array of 
green features, Damansara City has been acknowledged 
as an important Entry Point Project under Malaysia’s 
Economic Transformation Programme (ETP) and has 
won two coveted awards at the prestigious Asia-Pacific 
Property Awards 2012: The 5-star award in the Residential 
High-Rise category and a Highly Commended award in 
the Retail Development category.

The 28-storey high-rise DC Residency offers 370 units of 
luxury living space, with built-up areas starting from 938 
sqft all the way up to penthouses and duplex penthouses 
with built-up areas of between 3,120 sqft and 4,837 
sq ft. All units come with premium quality fittings and 
fixtures, such as Poggenpohl kitchen cabinets, Catalano 
sanitary wares, Gessi Emporio Armani Range fittings 
and appliances from Miele and De Dietrich. Its unique 
facilities include an Olympic-length salt water infinity lap 
pool, aqua massage area, gymnasium, aqua gymnasium, 
function room, multi-purpose rooms, mini theater, cabana, 
common kitchen, BBQ area and driver’s room.

Developer: Guocoland Malaysia
Website: www.damansaracity.com.my

BY AIN MC
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DE CENTRUM CITY
THE CITY OF TOMORROW

De Centrum City is a township built on the inspiration of “new 
urbanism” – an aspiration towards a people-friendly development that 
incorporates green ideas, sustainability, easy accessibility, a communal 
living, and engaging healthy lifestyles.

Picture a township where every development intentionally supports 
the existence of the other. Imagine a place so modern and deliberate 
in its facilities yet so meticulous and generous in its landscaping. 
Visualise a future where infrastructure is so refined that walking or 
cycling can be a means of travelling anywhere within the township 
without crossing paths with vehicle traffic.

A Sky Linear Garden forms an artery of green throughout the city 
where walking and cycling is not only encouraged but is intended to 
be a wonderful experience with exhilirating landscapes that brighten 
your trip. The township integrates urban form and nature, with the 
Waterfront, a man-made lake, and the Central Park adding space for 
outdoor activity by the local community, a ready platform for healthy 
living. Being a part of De Centrum City isn’t about being confined to 
concrete cages but rather living in landscapes designed upon natural 
harmonics.

De Centrum City serves its residents within itself whilst enriching its 
surrounding mature townships. It is fashioned to make your home 
or business a part of a bigger picture, which is an extension of the 
benefits of your investment. Couple this with its prime location, De 
Centrum City is destined to be a township with a sought after address.

Developer: Protasco Berhad
Website: www.decentrum.com.my

BUKIT BINTANG CITY CENTRE
CRADLE OF A LIFESTYLE REVOLUTION

Bukit Bintang City Centre (BBCC) is a visionary, state-of-
the-art integrated development designed to complement 
and enhance the city’s cosmopolitan vibe. Strategically 
situated on a 19.4-acre site within the Golden Triangle, 
BBCC offers a complete cosmopolitan lifestyle that 
encompasses modern office suites, residential suites, 
hotels, retail and an entertainment hub. Green lungs are 
threaded through the development to create a series of 
parks, gardens and green pockets. BBCC is a cosmopolitan 
hub that is open to the world. It is designed to welcome 
visitors from all corners of the globe. At the same time, 
BBCC connects the city to the world via a transit hub that 
will house the existing Hang Tuah monorail and LRT as 
well as providing linkage to the upcoming Merdeka MRT 
station.

Developer: UDA Holdings Berhad, ECOWorld& EPF
Website: www.bbcckl.com

BUKIT JALIL CITY
THE NEXT ICONIC LANDMARK

The Pavilion Bukit Jalil project is a premier regional retail 
and leisure development, offering over two million square 
feet of retail, leisure, entertainment and conference/event 
space across five levels, and situated in a prominent and 
upcoming affluent area of Kuala Lumpur.

The development forms part of Bukit Jalil City, a lifestyle 
and luxury living project and extends to include a new 
public park, vehicular and pedestrian routes into and 
around the site, as well as utility and energy generation 
facilities and infrastructure. It will offer over 6,000 parking 
spaces at both podium and roof levels, and is due to be 
completed in 2018.

Developer: Malton Berhad
Website: www.bukitjalilcity.com

KL ECO CITY
EXTRAORDINARY ARCHITECTURAL BOLDNESS

KL Eco City is a world-class city-within-a-city that exudes 
extraordinary architectural boldness. This new mixed-use 
landmark development sits on 25 acres of prime land and 
is the first integrated green luxury development anchored 
by prime commercial offices, high-end retail outlets, 
world-class serviced residences and luxury residential 
towers. Designed by world-renowned Jerde Partnership 
International and boasting first-class infrastructure, 
KL Eco City is conceived to support and meet every 
residential, leisure and business need at the highest 
levels.

The four-storey mall offers approximately 300,000 sqft 
of retail space encompassing an extensive yet carefully 
curated selection of restaurants, specialty stores and 
services that cater to the needs and tastes of a discerning 
catchment.

The Retail Podium’s sophisticated streetscape 
environment is enhanced by the elevated gardens at 
multiple levels which introduce natural daylight into 
the interior. At the topmost level, escalators rise into 
glass enclosures which open out onto the Green Deck, a 
landscaped terrace.

The Retail Podium will be a natural point of convergence, 
providing numerous opportunities for those who work 
in KL Eco City to establish a highly satisfactory work-life 
balance.

Developer: SP Setia Bhd Group
Website: www.klecocity.com.my
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FOREST CITY
MULTI-LAYERED CITY

A city with lush green surroundings and no vehicles 
traversing its surface, the city utilizes advanced 3D multi-
layered urban planning concept. Parks and activity spaces 
scatter around the city, which covers an area of nearly 
20 square kilometers. No vehicle traverses its ground; 
railways connect the whole city. There are roads, flyovers 
and parking space on the two lower floors, separating 
pedestrians from vehicles.

This is a city within a garden as the facades of the 
buildings are covered by plants, creating a forest-like 
environment. World’s architecture design and planning 
firm - SASAKI develops the conceptual plan. With lush 
green plants covering the building facades, sky gardens 
and rooftop gardening system are designed to purify 
the air, conserve rainwater and diminish noise. There are 
green parks, circle-island planning green lanes and bar 
blocks in the entire city and surrounded waterfront parks. 
It is livable and safe. Inspired by the streamlined shape 
of a seashell and a winding coastline, its architectural 
outlook signifies both strength and fluidity, a perfect 
embodiment of the deep blue sea that surrounds it.

Developer: Country Garden Group
Website: www.forestcitycgpv.com 

HARBOUR CITY
A HOLIDAY DESTINATION

Harbour City brings together a Theme Park, Shopping Mall 
and 3 Hotels in one exciting location amidst a tropical 
man-made island. A unique holiday destination for the 
entire family to enjoy, Harbour City offers adventure, 
leisure and fun for all. Harbour City is the ultimate 
entertainment, leisure and lifestyle choice for you and 
your family. Whether you are looking for an underwater 
adventure or a unique holiday destination to rejuvenate 
the senses, Harbour City is your choice for a perfect 
getaway. Enjoy the best of both worlds and be inspired at 
Harbour City - the magnetic epicentre of shopping, dining, 
theme park entertainment and world-class hospitality on 
Pulau Melaka. Experience the perfect stay surrounded by 
the serenity of the deep blue sea. Choose to savour world-
class hospitality on your holidays here in an atmosphere 
of infinite wonder, luxury and grandeur. A unique feature 
of Harbour City is the large indoor theme park, perfect for 
fun-filled adventures with the whole family. Experience 
the adrenaline rush of a 3-storey roller coaster or just 
enjoy a more leisurely time on the kid-friendly rides.
Inspired by the life at sea, Harbour City Mall is designed 
to reflect the different levels of the ocean. Rising from the 
seabed to the surface, Harbour City Mall is an amusement 
shopping mall that will intrigue your senses.

Developer: Hatten Group
Website: www.harbourcity.com.my

THE REGENERATION OF CHERAS CITY
CITY OF ENDLESS POSSIBILITIES

Gone are the days when older township such as Cheras 
was regarded as backwater postcode. A number of daring 
and forward-thinking developers are fast changing 
the image of the said areas with premium properties 
reflecting a modern lifestyle. The developers’ strategic 
planning to uplift such areas in stages has also shown 
encouraging results.

Two giant malls are now poised to emerge in Cheras. 
Featuring a combined net lettable area (NLA) of more 
than two million sqft, the two malls – MyTOWN Shopping 
Centre and Sunway Velocity Mall – will even be located 
just 800 metres apart from each other.

MyTOWN Shopping Centre is being helmed by Boustead 
Ikano Sdn Bhd while Sunway Velocity Mall is being 
developed by the Sunway Group. MyTOWN Shopping 
Centre has secured names such as Village Grocer, Golden 
Screen Cinema, Mango and Uniqlo while Sunway Velocity 
Mall’s anchor tenants include the likes of Parkson, TGV 
Cinemas, Harvey Norman, Popular book store and Toys 
“R” Us.

Developer: Sunway Group
Website: www.mytownkl.com.my  
               www.sunwayvelocitymall.com
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IT’S THAT TIME OF THE YEAR AGAIN! WAITING FOR THE 
APPROACH OF THE MONTH OF SYAWAL IS THE MOST EXCITING 
PERIOD IN THE LIFE OF EVERY MUSLIM. THE DAZZLING EVENTS 
AND CELEBRATIONS OF HARI RAYA ARE UNDERWAY AS MANY 
PREPARE TO CELEBRATE THE FESTIVE SEASON ACROSS 
MALAYSIA. PREPARATION IS ESSENTIAL FOR THE CELEBRATIONS 
AND IT CAN START AS EARLY AS A WEEK BEFORE RAYA OR EVEN 
ON THE DAY ITSELF.  HERE, WE HIGHLIGHT SOME OF THE BIG 
BRANDS OF PREFERRED CHOICE DURING HARI RAYA AND ALSO 
SOME OF THE EMERGING NAMES THAT WILL SURELY MAKE YOUR 
CELEBRATION MORE SPECIAL. CHECK OUT THIS HAUTE FEATURE 
WE HAVE CURATED ESPECIALLY FOR YOU!

ROAD TO Raya
2017
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WITH DATUK WIRA 
DR AMEER ALI MYDIN

MYDIN – MALAYSIA’S 
RETAIL MOGUL

When you speak of MYDIN, you cannot help but talk 
about the convenience, quality and value for money 

that the brand signifies. The journey of MYDIN began in 
1957 when Mr Mydin opened his first shop in Jalan Post 
Office Lama, Kota Bharu, Kelantan. Only after 22 years later, 
in 1979, the second shop was opened in Kampong Bukit 
Cina, Kuala Terengganu,followed by the third MYDIN shop 
and the first in Klang Valley opened at Jalan Masjid India, 
which marked a milestone in brand MYDIN’s journey in the 
country’s retail industry. After the fourth MYDIN’s emporium 
in Chow Kit was opened, MYDIN opened Selayang 
Emporium where it was the first MYDIN outlet that has a 
supermarket.  The rest, they say, is history.  

Today, Mydin is the largest wholesaler in Malaysia with 
a chain of322 outlets, comprising of hypermarkets, 
supermarkets and emporiumsnationwide.The company 
currently has 4,000 employees across 28 branches 
nationwide. There are so many elements that make brand 
MYDIN success story compelling. In fact, MYDIN is one of 
the biggest family-owned companies in the country. The 
BrandLaureate caught up with Mydin managing director 
Datuk Wira Dr Ameer Ali Mydin for an exclusive interview 
on what makes Mydina durable retail brand, and how the 
brand upholds the value it brings to its customers. 

MYDIN is well entrenched in the country’s retail & 
wholesale trade industry with an impressive record. Why 
do you think the brand MYDIN has been so universally 
successful? 
I think it has been universally successful by understanding 
the market trend and what customers want. This includes 
the strengthening of our 3-tier pricing and Halal concept 
in doing business. MYDIN has also been maintaining good 
networking relationship with customers and other business 
partners.

As a family-oriented store, besides offering affordable 
price all year around to customers, we also conduct many 

events in partnership with suppliers specially for customers 
to enjoy shopping while having fun with family and stand 
chances to win prizes from the exciting participation.The 
late Uncle Mydin, my father himself leaves positive impact 
to loyal customers through his influence that keep them 
coming to shop at MYDIN.There are 4 important factors I 
have learnt from them:

First is hard work, because nothing worth come easily 
without hard work. Our business began at the pasar malam, 
my father was a trader and then in 1957, he opened a store 
in Kota Bharu. We were very fortunate but my father did 
not stop there, he worked hard. Today, MYDIN has over 300 
branches all over the country.

Second is persistence. Here’s a quote – success is what 
you do when you fall or experience a difficulty. My mum’s 
favourite supermarket at Masjid India was burnt. Later our 
emporium at Kota Bharu was razed. Due to these, MYDIN’s 
public listing exercise was cancelled. Rather than curse the 
darkness, we light the candle. These incidents made us 
stronger and more determined. The deliberate persistence 
in business, which of course is the strength to the growth 
of MYDIN.

Third is punctuality. If you are on time, you are late. If you 
are 5 minutes early, you are on time.

Fourth is honesty. Be honest, to the people in your 
community, to the world at large, but most importantly, to 
yourself.

Is there anything you would have done differently? 
My reading on “10 Sins of Kmart” has made me realised 
that I had to take precautions and this triggered me to 
make a turning point by expanding this business with the 
opening of MYDIN outlets in other business formats like 
hypermarket and convenience shop instead of emporium to 
reach the outskirts. Alhamdulillah, in August 2006, our first 

BY IDA IBRAHIM

MYDIN Wholesale Hypermarket was opened in Subang Jaya 
Selangor. It was not easy. Recently, we have just opened our 
second outlet in Sarawak namely MYDIN CityONE, Kuching. 
It is the 25th hypermarket of MYDIN. Things I have done 
differently are venting into premium outlet business such 
as SAM’s Groceria, food and beverage business like SAM’s 
Deli and introducing PSS (Personal Self-scan). These are the 
few things made differently to meet the needs of modern 
consumers who are expecting a high-end grocery business 
from retailers.

How different/unique would you compare MYDIN to others 
of similar concept which combines elements of price, 
product and value? Tell us what are the benefits of being a 
MYDIN customer?
Here in Mydin, we implement halal concept in our business 
practice.We are offering items with wholesale price in 
multipack products to customers and wholesalers. We also 
have 3-tier pricing being offered to customers as we offer 
affordable price all year around to customers. We promote 
local merchandise like SMEs products as well as guiding, 
assisting and giving advices to SMEs that require our 
mentoring services.We have also introduced a graduation 
program for our SMEs entrepreneurs, whereby new SMEs 
products will be placed at designated shelves according 
to the states of origins called IKS Lane. After 6 to 12 
months observation, SMEs product that maintain its quality 
standards as well as good sales will be placed in line with 
the other renowned mass products.As for the benefits for 
customers, we have our loyalty programme called Meriah 
Loyalty Card. This Meriah Loyalty Card encourage members 
to collect points while enjoying discounts on items in our 
Meriah Mania Coupon (MMC) which is held on a weekly 
basis and also privileges of partnership programs with other 
companies and merchants such as, 1 Malaysia Privilege 
card, Air Asia, Gambang Resort, Canadian Pizza and many 
more. Thus, these help us to identify customers’ preferences.
We also embarked our social media platform like Website, 
Facebook, Twitter and Instagram where customers can 
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interact with us. On top of that, they can also call directly 
to our care line for enquiries or complaints. All these will 
ensure our business retains a competitive edge in line with 
market demands.

Traditional retail seems to agree with MYDIN, From your 
professional view, what is the consumer trend in Malaysia 
when it comes to the retail industry?
When talking about consumer trend in Malaysia, we have to 
consider both West and East Malaysia. Malaysian shoppers 
love it when there are lots of promotions, discounts and 
good value items. Keeping up with Consumer Trends ~ who 
are your customers now, what are they looking at, what they 
would like to buy, what they would like to know and see.
In Malaysia, bricks-and-mortar businesses are still relevant 
and one-stop centres seem to mushroom in order to fulfil 
consumers’ needs and demands. E-commerce and mobile 
apps are the plus factors although have not really matured 
yet in Malaysia.

Will we be seeing MYDIN revolutionising the availability of 
information and consumer choice through the adoption of 
online commerce?
Yes. Actually we have already started using it for SAM’s 
Groceria in Klang Valley. As for MYDIN per se, we are moving 
forward the e-commerce.Unlike the pure e-retailers, as 
a trusted brand, we are much focusing on omnichannel 
approach where we try to give the same experience to 
customers either when they go for online shopping and 
shopping in stores

Note: Omnichannel - a multichannel approach to sales that 
seeks to provide the customer with a seamless shopping 
experience whether the customer is shopping online from 
a desktop or mobile device, by telephone or in a bricks and 
mortar store.

What are the branding initiatives taken to promote MYDIN?
One of the initiatives taken is to get feedback from 
customers for information gathering purpose by going 
directly & listening to the Customers. Making more 
engagement and Corporate Social Responsibility (CSR) 
partnership with the suppliers, business partners and NGOs 
has indirectly marketed MYDIN brand. In the past, we have 
collaborated with: 

1. P&G and Nestle to bring Anuar Zain
2. P&G Ibu Nakhoda Hidup
3. Dutch Lady to bring Scha Al-Yahya
4. GSK to bring Faizal Tahir
5. Marigold to bring Lisa Surihani
6. Power Root Bonanza Contest
7. Carrie Junior Contest and many more.

All these activations give values to the brands as consumers 
know that they can get both values and fun when shopping 
at MYDIN.It is no longer about who is advertising the most 
in newspapers & television. By doing a simple marketing 
plan you still can get your customer. We focus on flyers, 
word of mouth, social media, loyalty program, road shows, 
activities, and contest.Open houses are held according 
to festive season to retain networking relationship with 
customers and the community indirectly.

MYDIN operates its business based on ‘Halal’ concepts. 
Why do you think this is such an important aspect when 
it comes to branding MYDIN, and running a retail business 
in Malaysia?
In line with our vision, we aim to be the world’s leading 
distributor of competitive halal goods and services. ‘Halal’ 
is derived from Arabic word which means ‘permissible 
according to laws’.Halal in general brings the idea of ‘fit to 
be consumed by all’ regardless of race, religion, gender and 
etc.Halal is not only limited to foods and beverages, but 
also for hygiene, safety, welfare, sustainable environment, 
social justice and so forth.So, halal shop/shop that applies 
halal concept will always have the advantage of being 
more acceptable for all. In MYDIN – Listing of goods must 
go through certain process in order to check whether 
it meets the criteria or not. Therefore the goods must 
have:Halal certificate and Halal contents/ingredients only.

“IN LINE WITH OUR VISION, 
WE AIM TO BE THE WORLD’S 
LEADING DISTRIBUTOR OF 

COMPETITIVE HALAL GOODS 
AND SERVICES. ‘HALAL’ IS 
DERIVED FROM ARABIC 
WORD WHICH MEANS 

‘PERMISSIBLE ACCORDING 
TO LAWS’. HALAL IN 

GENERAL BRINGS THE IDEA 
OF ‘FIT TO BE CONSUMED BY 
ALL’ REGARDLESS OF RACE, 

RELIGION, GENDER AND 
ETC”

How have things in the retail industry changed in the 20 
years since its inception in Malaysia?
20 years back, people had to go to store or supermarket for 
shopping. Now we have online shopping. By just clicking 
a button, you can purchase the item you desire and get it 
delivered to your doorstep. In those days, people went to city 
centre just to buy things they need. Now, we go to outskirts 
to meet consumers demand. Also, people are more health 
conscious now and Mydin are selling organic foods because 
of the demand. You know you are doing it right when your 
supply meets demands. 

How would you describe your style of leadership? What 
would you say are your values and ethics when it comes to 
running an organisation?
The values I embrace as a leader are Honesty, Punctuality, 
Detail, Prompt, Sincerity. I believe in thinking with your head, 
deciding with your heart. That’s how I manage this company 
and lead my staff.I hold leadership close to my heart and it is 
only through true intentions, the ability to lead, and believe 
in oneself that makes a person successful and an influential 
leader.The most important and most difficult person to lead 
will always be yourself. It is the aspect of leadership that will 
require the most discipline, commitment and determination.
However, it is also the aspect that will reap the greatest 
rewards. So, first thing first is to lead yourself and then, you 
can lead others.In leading others, it is the interconnection of 
understanding, motivating and empowering others well. To 
be a good leader, be sure to set the trail for others to follow.
No point of having knowledge but just keep it to yourself. 
I like to share and teach things I know to others. In other 
words, jangan kedekut ilmu.

I am a hands-on leader too – I will do something rather than 
just talking about it. I also micromanage – Some people do 

“THE VALUES I EMBRACE 
AS A LEADER ARE 

HONESTY, PUNCTUALITY, 
DETAIL, PROMPT, 

SINCERITY. I BELIEVE IN 
THINKING WITH YOUR 
HEAD, DECIDING WITH 
YOUR HEART. THAT’S 
HOW I MANAGE THIS 

COMPANY AND LEAD MY 
STAFF”

not believe in this, but I still micromanage. As the owner of 
the company, I think it is compulsory for me to know what 
is happening in the company.You may not believe this, but 
sometimes when I remember something important in the 
middle of the night, I will text my staff immediately because 
I am worried I might forget. I don’t expect them to reply 
because everybody must be sleeping.Surprisingly, I have 
few of my staff who reply. Either they are light sleepers or 
they are also into micro-management!

What part of your job as MD of MYDIN excites you the most?
When I read the financial statement and see the result, 
to know whether the company is doing well or only 
sustaining. I know that my next step would be to chart out 
the next course of actions. As an MD of the company, I like to 
challenge myself to see how far I can bring the company to 
the next level. But I have to bear in mind and remember that 
there must be calculated risks to all decisions.Competing 

with other retailers is just like playing computer games. You 
strategize well, you win.I also find pleasure of meeting with 
other business owners.Through this, we can exchange ideas 
and feedback. It is important to know where MYDIN stands 
in the industry. I can’t just ignore what’s happening to my 
competitors. I always want to know what they are doing. 
Never underestimate your competitors no matter how small 
they may be!
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DATO’ SERI YUSUF TAIYOOB 

THE KING OF DATES

Yusuf Taiyoob started from scratch selling  
nuts and spices, and today, he has an empire 

built on dates. His secret ingredient? Customers’ 
trust. With a record of 4,000 tonnes of dates in 
sales annually, Yusuf Taiyoob Sdn Bhd is Malaysia’s 
leading importer and distributor of dates, supplying 
to more than 3,000 retailers and distributors in the 
country. What separates him from others is his 
burning drive and persistence. 

With a pleasant personality, Dato’ Seri Yusuf 
Taiyoob’s cheerful and humble nature immediately 
puts anyone who meets him for the first time at 
ease. During an interview at his head office in Plaza 
MWE at Lebuh Farquhar, Penang, Yusuf brought us 
down the road that made him into a successful 
businessman that he is today. 

His multimillion empire was not built overnight. 
Before he made a name for himself as the “King of 
Dates” in the kurma (dates) and foodstuff industry, 
the company’s Founder and Managing Director was 
like any other humble businessman making a living 
from day to day. He decided to start his own business 
because he didn’t like working for other people and 
preferred to be his own boss. A greenhorn in business, 
he was aware that there were many challenges ahead. 
However, his unwavering determination and family 
encouragement made him adamant in learning the 
ropes.

“I dived into the business world in 1979 after 
leaving college. I was selling perfume at the Penang 
International Airport and manufactured my own 
perfume on a small scale for the tourist market. 
Business was profitable for the first couple of years, 
until the shop had to be relocated. Profit took a turn 
for the worse and I decided to cut my losses then,” he 
shared.

Yusuf then decided to venture into food business 
where he started selling cashew nuts and spices 
such as saffron. He then took in more products which 

could be sold, and discontinued those which were not 
profitable on a trial and error basis. He added dates to 
his growing list of products as he saw the lack of supply 
in good quality dates in Malaysia.

After almost 30 years since Yusuf Taiyoob was founded 
in 1988, the sale of dates today contribute to half of 
the company’s revenue, with almost 50 varieties of 
dates sold annually. The company has also diversified 
into other halal products such as beans, pulses, seeds, 
spices, vinegars, olive oils, nuts, dried fruits, fruit juices 
and even baking ingredients, all of which generate the 
remaining 50 per cent of the company’s revenue.

The businessman also shared that the names for some 
of his famous products are inspired by the special 
individuals in his life. “Safia, Wasem and Safra are the 
names of my children.  Amina is my mother’s name 
while Al-Ikhsan is my grandfather. They are the strength 
and inspiration for my success and it is a symbolic for 
their contribution to the success of the Yusuf Taiyoob 
brand,” he revealed.

The Yusuf Taiyoob Phenomenon 
We all know Ramadan is approaching when we 
hear the iconic whispery, breathy and sensual 
sound of Yusuf Taiyoob’s famous tagline playing 
all over the local radio and television commercials. 
Although the 20-second ad has been on air for 
many years but without it, the month of Ramadan 
wouldn’t feel complete to many Malaysians like 
hearing the popular, Satu Hari Di Hari Raya song by 
M. Nasir on Aidilfitri day. 

Nearing to the Ramadan season, the company 
invest about RM10 million in radio, television 
and newspaper advertisements. Sharing on their 
trademark advertisement that has stuck into the 
mind of people,

“Not all advertisements work and ours did and 
now when people hear the whispering sound of 
Yusuf Taiyoob, we know Ramadan is coming. The 
idea and concept was initiated by me and it has 
impacted the business well. Ever since we came up 

with the ad, our sales had increased by manifold. Now if 
you think of dates, you think of Yusuf Taiyoob.”

Yusuf is confident that his brand has achieved the 
position that he is aiming for but moving forward he 
plans to make the Yusuf Taiyoob brand known globally. 
He is always on his toes to keep on developing new 
products, new ways to market and create awareness for 
his brand. 

Quality Before Profit
Yusuf’s steady persistence, quality assurance and 
price won over customer rapport in about half a 
decade. Thanks to growing demand, his Penang-based 
company and brand picked up pace and grew into a 
prominent importer and distributor, both locally and 
overseas.Today, Yusuf Taiyoob Sdn Bhd is selling more 
than 200 types of dried food products which comes 
from countries all over the world such as South Africa, 
USA, Oman, Tunisia, Iran, Iraq, Dubai, to name a few.

BY NURILYA ANIS RAHIM
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Yusuf personally does the product selections to ensure 
its quality. He often travels to foreign countries in search 
of new stocks and materials for sale, because he believes 
that each country’s produce is different and special.

“For example, the Safia dates originated from Tunisia. 
We will select the best from other countries and so far 
South Africa, Iran, Iraq, Oman, Jordan and Egypt are Yusuf 
Taiyoob’s major exporters. Most recently, we added two 
new juices from Egypt and Dubai which are 100 per cent 
pure and contains anti-aging benefits.” 

The self-made entrepreneur knows that customer trust is 
crucial, which is why he insist on quality before profit. It 
gives Yusuf great honour when customers come all the 
way to look him up because of the trust and he wanted 
to build on that.

“I always emphasize on the quality of our products 
because customer satisfaction is our top priority. Back 
then, the dates used to come in gunny sacks but the whole 
commercial landscape was changed and the benchmark 
was set to provide good quality dates with a more 
hygienic practice.”

With Ramadan approaching, daily customer traffic and 
demand has also increased by a hundredfold for Yusuf 
Taiyoob’s products at wholesalers and hypermarkets. In 
preparation for the coming fasting month, the company 
will plan and start to import fruits as early as two or three 
months before the fasting month. This is essential to 
maintain the original flavour of the imported fruits.

 “About 3,500 tonnes worth of dates fly off the shelves 
during Ramadan. The premium product which has limited 
quantity is a bestseller and would usually run out of stock 
before Raya. It will be available on a first-come-first-serve 
basis since we don’t want to keep the products for too 
long,” he added.

Through decades of emphasis on quality and reasonable 

prices, Yusuf says the brand has ensured that customers 
keep coming back and company sales grow by 10 per cent 
to 15 per cent annually for all products.

Business Expansion 
Yusuf TaiyoobSdnBhd has a modern storage and 
distribution facility located on the mainland at Bukit 
Minyak, Penang which accommodates 7,000 metric tonnes 
in cold storage and 2,000 metric in ambient storage for all 
types of food and non food products. This facility serves as 
a distribution network for Malaysia and the neighbouring 
ASEAN countries. The company also has an existing sub-
warehouse and distribution outlet in Kota Damansara, 
Selangor, and recently invested on a new distribution 
outlet in Shah Alam, Selangor and Johor Bahru.

Not one to rest on his laurels, Yusuf says he is targeting 
to grow the company further by planning a large scale 
expansion for the distribution outlets, warehouse, 
products and manpower engagement, involving an 
investment of more than RM50million.

“Our 2 hectare facility and cold storage in Bukit Minyak 
warehouse is the main distribution centre.The warehouse 
is a beneficial investment because it can keep products 
for a longer period of time, to prolong the shelf life of the 
product.For future growth, we are looking to extend into a 
two-storey warehouse to create more space for storage at 
a 2.8 hectare vacant land located beside the warehouse.
The new building plan also includes a small gallery for 
retail, packaging area for new products, cold storage area 
and a loading and unloading area,” he added.

The company is also working towards opening at least one 
outlet in every state and will focus on enlarging its market 
share in the country as domestic sales contribute about 
80 per cent to its annual revenue while the remaining 
sales come from exports to Thailand, Brunei, Indonesia 
and Singapore.

The success of the company did not happen overnight, 

but through years of effort which outgrew a shared 
retail space into a warehouse.Claiming it to be his most 
proudest and biggest success, Yusuf says,

“The warehouse is located on the North-South Highway, 
making it visible to cars passing through. Its visibility gives 
confidence to people that a small business can be big. We 
used to be a small player but we grew to be the leading 
importer and distributor of dried fruits and nuts, dates, 
bakery ingredients and many other food ingredients and 
consumer products.”

Present Challenges 
Now a successful entrepreneur, Yusuf admits his major 
challenge is to maintain a consistent quality for his 
products. Although his business is based on dried fruits, he 
is very strict in ensuring the authenticity of the taste. That 
is the epitome of Yusuf Taiyoob’s products for the past 30 
years and the secret to his success. 

“There are a lot of competitors coming in, reducing prices 
and trying to capture our market but we are happy as our 
products are of good quality. With good branding, our 
products would be easy to sell. Our brand positioning is 
strong as people are familiar with our brand and we have 
a legion of loyal customers with us.”
Yusuf admits it is not easy to bring the brand name to the 
level it is now. It took him 12 years to create the brand 
name which is now known not only in Malaysia, but also 
in Indonesia, Singapore, Thailand and Brunei.He hoped 
that his story will be an inspiration for others to venture 
into the business world despite not having any business 
experience.

“Profits are not everything. It’s the satisfaction from the 
trade that should be the driving force in increasing the 
economy of the people. One must remember that even 
with a small business, we must run it with a big heart and 
aspire to succeed. That was the principle that fuelled me 
to success ,” he concluded.
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Syomir Izwa is a very well-known designer who never fails to impress us 
with his unique yet stylish collections. A curator of exclusive clothing 

pieces, Syomir Izwa Gupta is obviously an aesthete with a passion for telling 
stories through the pieces that he designs, all while maintaining applause-
worthy humbleness. This year this kind soul brings a twist of modern and classic 
touches into the elements of his Raya collection.

What is the concept behind this year’s collection?
For this year’s Raya collection, the concept behind it revolves around the long 
distance relationship we have with our loved ones. The long trips or voyage we 
go through to meet the ones we love.

How do you start the design process for Raya this year?
Well, my family is a mixture of different states, countries and culture. The 
thought of travelling home to meet your loved ones relates very close to me. 
It is how I came about in beginning the design process and implement that 
nostalgic feel in the collection.

Describe your collection in three words.
Real. Fun. Flirty.

How did you decided to start a career as a fashion designer?
I was introduced to this world as young as 11 years old. I started drawing from 
a young age copying cartoons and the ones I love are those Disney princesses. 
I have a fascination with them and drew what they wore. It gradually became a 
passion of mine to become a fashion designer.

Where do you find inspirations?
As you can see my collection is synonym with something historical. I can get 
my inspiration anytime I want. It can happen with any time within the 24 hours. 
Normally what inspires me is what happens in my life in a six month period from 
the movies I watched, music I listen to or travel trips. Some of my collections 
are also inspired by strong personalities as well as friends. But mostly what 
comes to heart are derived from tradition, cultural references, architecture and 
heritage buildings.

Do you have a favourite cut or style?
I would say I prefer a simple loving way of style that is straight forward and 

FOR ZALORA 
2017 COLLECTION

SYOMIR 
IZWA GUPTA 

speaks clearly with colours. This allows a woman of 25 years old to a 65 
year old trendy lady to manipulate classic lins with ease. Something that 
is timeless that is infused with modern and classic twist.

What are your styling tips for Syom Irizwa Gupta for ZALORA 2017 
Collection?
The collection caters to different types of personalities as it can easily 
be styled. It can be glammed up with accessories, or you can unbutton 
the sleeves, roll it up or wearing the top as it is without the bottom 
making it look like a dress while still maintaining a beautiful 
appearance.

What is the best piece of advice someone has ever given to you to 
strive in the industry?
I received a lot of advices in my career and one of them I can 
remember is from the late, Sonny San. He told me to get to know 

other brands and distinguish my label from others. Have a strong 
identity and contribution to the industry so I could be different from 
my counterparts. Fashion is not an easy path but passion and patience 
is the key.
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Boasting an array of modern kurung kedah and the usual kurung selection 
rendered in exclusive abstract prints and floral motif, the Emel by Melinda 

Looi Raya 2017 collection is designed to impress the fashionable woman who 
appreciates exclusive patterns that are very Melinda Looi in essence.

Inspired by the Malaysian tradition, the designer Melinda Looi creatively 
played with geometrical lines, florals and intricate beadings and lace 
embellishments. From nude colours to bright bold pieces, the modern kurung 
from the collection are versatile to be flaunted with confidence.

What was the muse behind Emel Raya 2017 Collection?
There’s something bracing and refreshing about my visits to the tropical 

spice garden with its lush foliage of the tropical forest, beautiful flowers and terraces 
of exotic spices and herbs from around the world. Like a lotus leaf, flowing truffles 
are mixed with chiffon, laces and lined tulles. The collection is rich in lavish intricate 
detailing such as embroideries, bead work and Swarovski crystals in all forms and sizes.

Why make a Raya Collection? 
Clients have been coming to my showroom for their bespoke made to measure 
bajuraya two to three months before the festive season begins. I thought it was only 
apt for me to make a collection to showcase my couture raya designs for all my clients. 
This event is also a small way for me to say thank you, hence I have curated a special 
selection of exclusive brands to pamper my clients, who have been supporting me 
since the very beginning.

Do you look up to anyone in the industry who has pushed the boundary of fashion the 
right way?
You should check out this European designer Iris Van Herpen. She does a lot of 3D 
creations and her pieces truly belong in a museum. I see her designs more as artworks 
than clothes.

Does it help you become more imaginative?
There is no doubt about that. Actually to be politically correct, I view myself as an artist 
more than a fashion designer. I mean who even creates this rule of designers sticking 
to just one category? In whatever project I venture into, I want to be able to think out 
of the box, produce things that makes people think and question.

EMEL BY 
MELINDA LOOI 

RAYA 2017 
COLLECTION
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BLUBELLE BY

NADIA 
RAZAK
Nadia Razak always dresses up well not only at work, but 

since her teenage years she has developed her interest 
in creating her own personal styles by following trends and 
fashion movement. On every local festivity such as Raya, after 
analyzing what is best for her, she would sketch and design her 
own Traditional Wear, select her own fabrics and send it to her 
tailor. Her eye to detail and having a taste in fashion has now 
landed her in the fashion industry, with a creation of her own 
label Blubelle. Today, Blubelle has penetrated into the market of 
United Kingdom, UAE, Philipines, Singapore and Brunei.

How has your work evolved since you began your own label?
From a banker jumped into fashion industry, my world has totally 
changed 360 degrees!  From just starting online, I managed to 
have my own showroom (physical store). The first collection 
that was launched back in 2014 was a Raya Collection, which I 
thought at that point of time, my collection will just be produced 
seasonally or when there is a demand, well that was my plan.  
Luck is on my side, my first collection was a hit and it’s sold 
out until I have to produce the second batch just to cope with 
the demand. My label got the attention of Fashion Valet, they 
approached me and Blubelle has been with FV since year 1 till 
now.  Through photoshoot campaigns which I collaborated with 
local celebrities such as Sari Yanti and Hanis Zalikha, I further 
exposed my label to their avid followers. Social Media has 
helped me a lot in terms of establishing the brand.  In 2015, 
Blubelle participated in its first runway , KL Fashion Week 2015, 
a very prestigious event in Malaysia. I’m really honored, proud 
and humbled to be chosen to be a part of KLFW2015 and 
having the chance to showcase my collection.  In 2015 and 2016, 
Blubelle made it to Isetan outlets during Raya Festive Period 
promotion.  Not long after, Zalora approached me and we’re 
also now available on Zalora.  Besides going online, Blubelle is 
also available at multilabel-vendor stores in Modvier Bangsar, 
Twenty2 and Pret-a-Porter. We are also actively participating in 
Fashion Expo and Exhibitions mainly in Brunei as we receive 
a really good welcome and response from the Bruneians. The 
latest fashion expo that we participated is the Asia Islamic 
Fashion Week  2017.

In terms of Blubelle’s Ready-to-Wear label, we have now 
divided it into 3 categories. Blubelle Basic, Blubelle and 
BlubelleLuxe.  We have also just started taking orders for 
Custom and Made to Measure and Bridal/Bridesmaids wear.  
We were thrilled when approached by actresss Sari Yanti, 
asking us to make Bridesmaids dresses for her wedding. 
The response and feedback on the Yellow Dress was so 
overwhelming and it became an overnight sensational 
news! We got a lot of enquires, positive reviews and 
huge orders on that ‘famous’ Yellow Dress of Sari Yanti 
Bridesmaids.

The greatest achievement I would say is winning the 
Asian Top Fashion Young Designer of the Year 2016 in 
Chongqing, China competing with 20 countries.  This year, 
I am so happy and blessed to be a part of Mercedes Benz 
Stylo Asia Fashion Week 2017. The acceptance, and the 
opportunities to participate and being a part of prestigious 
events like this is very good especially for new comers like 
me, I get to learn a lot and it’s always an absolute  pleasure 
working in such a professional yet friendly atmosphere. It 
is also a perfect platform to promote my collections and 
the label.  Designers really embrace the idea of diversity in 
a meaningful way through runway platforms like this and 
we get to observe and embrace a reflection of the vibrant 
multiculturalism and personal style and take of the label/
designers.  
 
What was your muse for this year’s Raya 2017 collection?
Queen Rania of Jordan, who is always an icon for fashion 
and is known for her advocacy work related to education, 
health, community empowerment and youth.

As one of the most stylish royals in the world, I dedicated my 
Lebaran 2017 Collection to Queen Rania as she symbolizes 
a strong woman that remains characteristically humble 
and lady-like gracious persona despite her achievements, 
contributions and royalty status.

BlubelleLebaran 2017 celebrates modern women with so 
many roles and huge responsibilities, contributions and our 
devotion to our loved ones be it our parents, our siblings, 
our spouse, our children, family and friends. The design 
is so chic, fresh, modern, sophisticated yet still shows the 
graciousness of a lady. Like the number one rule of a lady…. 
is to always stay classy.

In your opinion, what is the trend for Raya we will most 
likely see this year?
Pastels, Ruffles, Layered Silhoutete, Floral 3D 
Embellishments and Diamentes, Structured  Silhouette 
and not forgetting the always sought for classic baju 
kurung and kebaya/kebarung.

How would you describe your brand?
Clothes and good styling don’t make people but it helps 
to enhance the beauty within.  At Blubelle, we don’t just 
create styles, but we help women to work and develop 
their best version as style is an emanation from own-
being and thus exude a wonderful aura of confidence.An 
emanation of style in its finest sense, Blubelle proudly 
associates elegance, modern and traditional silhouettes to 
bring out confidence and comfort to the wearer.

Are there any types of clothing that you avoid wearing?
I avoid striking colors, I love black and white and anything 
pastels.  I am an apple-shaped body , hence I avoided 
wearing  material that is too clingy  and  anything with a 
built-in waistline is a no-no for me. When in doubt, the rule 
is to hide your flaws, and accentuate your best features!
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VOLKSWAGEN 
The largest automaker brand in the world is giving you 
an offer you can’t resist. This year, you’ll get to celebrate 
Raya by owning a Volkswagen from RM25/day. The 
models included in the promotion are Polo, Golf and 
Passat just to name a few! All you have to do is find your 
dream car, book a test drive and then just get yourself to 
the nearest dealer.

The promotion period is from 1st of May to 31st of July 
2017. For more information you can check out https://
www.volkswagen.com.my/special-offers/raya-2017-
promo

A BLESSED SEASON OF 
REFLECTION, GENEROSITY AND 
TOLERANCE.

A FESTIVE 
JOURNEY AWAITS!

RayaWITH THE HARI RAYA FESTIVE SEASON 
SOON TO BE UPON US, MANY BRANDS 

HAVE INTRODUCED THEIR FESTIVE 
PROMOTIONS AS WELL AS MANY OFFERS 
THAT YOU COULD NEVER REFUSE! THESE 

BRANDS IN MALAYSIA HAVE LAUNCHED 
CAMPAIGNS AROUND THE FESTIVITIES TO 

MAKE YOUR RAYA PREPARATION MORE 
MEANINGFUL. HERE ARE A FEW WE 

SPOTTED.

Special Family Day

EDARAN TAN CHONG MOTOR
In conjunction with Tan Chong 60th anniversary, ETCM 
is offering customers attractive deals on the new X-Trail 
Aero Edition with options comprising savings up to 
RM6,000 or Hari Raya rebates of RM4,500 with RM1.00 
promotion for an eight-inch multimedia navigator.
Existing X-Trail owners who are interested may also 
opt for an upgrade to the Aero Edition. So what are you 
waiting for?

For more information, visit ETCM’s website or any Nissan 
showroom nationwide.

GIVE YOUR HOME A  

FERUNI
Feruni is extending its “Affordable Luxury” campaign to 
the upcoming Hari Raya festivities. The tile retailer has 
rolled out promotions at all its outlets nationwide. For 
those mulling a home makeover, the “Jom Raya Bersama 
Jubin Feruni” lets you enjoy a 10% discount on 100 selected 
collections.

There is also the 0% easy payment scheme which allows 
you to purchase your favourite tile designs over a 12-month 
installment, from as low as RM88.82 per month.

Campaign Period: 1 May 2017 - 31 July 2017. To know more, 
visit www.feruni.com.

HOMEPRO
Refurbish your house or office with HomePro Raya 
Campaign. Check out the “One Shop for All Home” by 
HomePro that offering “Value for Money” hardware, 
plumbing, painting, tools, building materials, lawn & 
garden accessories, bathroom & kitchen products, 
lighting, home appliances, furniture, decorative products 
and many more.

Plus, spend and get automatic entries to win HomePro 
Gift Vouchers or Cash Back!

Campaign Period: 15 April until 30 June 2017

Campaign Mechanics:
• 1x entry with minimum RM150 spend in a single receipt
• 20x entries with minimum RM1,000 spend in a single 
receipt

Prizes:
• RM1,000 HomePro Gift Voucher x 10 winners
• RM200 Cash Back x 100 winners

NEW RIDE FOR A 

Brand New Look
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MAYBANK
Maybank understands your priorities. This year, you get to celebrate 
Raya in style with the various promotions offered by Maybank while 
getting extra love! 

Celebrate Hari Raya in style at Jakel and Ariani. Shop at Jakel and 
Ariani outlets and receive up to 4 complimentary glass canisters.

Terms and conditions:
• Payment must be made with a Maybank MasterCard®, Visa or 
American Express® Card excluding Prepaid Card.
• One redemption per Cardmember per day.

SENHENG
Strive to create a better quality of living for 
customers, Senheng is also here to ensure 
your Raya is made even more special. Their 
campaign “Kasih Sejati” truly embodies the 
essence of Raya celebration with families. 

A variety of discounts and exciting offers await you 
in Senheng where you get to buy new house electric 
appliances. Senheng members will get to enjoy a 
special EZ Credit rebate as much as 10 per cent. 

REVOLUTION
Bring your family together this Hari 
Raya with their range of selected 
notebooks and PCs. Celebrate a Ceria 
Raya with #RevolutionMY! Enjoy 
selected items up to 20% off and walk 
away with cash vouchers worth up to 
RM200! Don’t miss our BIG festive 
deal! Terms and conditions apply.

SHOP YOUR

Best Raya Looks

BSN
Prefer online shopping? Worry not, we got that 
covered for you as well! Shop and save this Raya 
season at  ZALORA with BSN Cards! Get 20% OFF 
with a minimum spend of RM120.

 
Enter the promo code below to get your discount:

Promo Code
CERIA2017
To shop at ZALORA, go to www.zalora.com.my

GREAT DEALS 

Not To Be Missed
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KEEPING UP WITH 
TECHNOLOGY

Newly launched ShopCoupons is not an 
unfamiliar name to those in the online 
shopping scene. Hundreds of Malaysian 
online shoppers look for discount and 
promo codes every day to help them save 
on the total in their shopping cart and 
with the launch of ShopCoupons’ new 
mobile app, this would be a big help to 
online shoppers especially during the Raya 
season when there’s alot of shopping to be 
done. The app is fairly simple to use, just 
search for the store of your choice, grab 
any available coupon code and use it upon 
checkout. to enjoy the discount!

CONVENIENCE IS A STANDARD, YET ESSENTIAL LUXURY THAT 
WE ALL NEED AT THIS DAY AND AGE. AFTER ALL, WE LIVE IN 
THE WORLD WHERE MODERN TECHNOLOGY TRUMPS JUST 
ABOUT EVERYTHING. SO, WHAT KIND OF CONVENIENCE ARE WE 
TALKING ABOUT HERE? ONE WORD: APP. WE ARE NOT GOING TO 
EXPLORE EVERY APP AVAILABLE TO MAKE YOUR LIFE EASIER. 
INSTEAD, IN THIS ISSUE OF KEEPING UP WITH TECHNOLOGY, 
WE ARE GOING TO TALK ABOUT SHOPPING APPS. SOMETHING 
THAT MIGHT COME IN HANDY FOR YOUR RAMADAN AND RAYA 
PREPARATION. HERE IS A LIST OF SIX BEST SHOPPING APPS IN 
MALAYSIA THAT YOU OUGHT TO DOWNLOAD AND GIVE IT A TRY. 
WHETHER YOU’RE LOOKING TO SHOP FOR CLOTHES OR BUYING 
GROCERIES, WE HAVE THEM COVERED! 

True to their “Shop Smart, Save Money” tagline, 
SmartShopper offers you the convenience of 
comparing different retail prices without the 
hassle of physically going there all by yourself. For 
instance, you can easily track down the best price 
for Milo powder between hypermarkets, Giant and 
Tesco. On top of that, you can also browse “Editor’s 
Pick” to search for best deals available as well 
as creating your own shopping list and receive 
notification whenever the price has been updated. 
To help you save more while you shop, discount 
vouchers are available for download. SmartShopper 
is available on both Apple App Store and Google 
Play Store.

Zalora needs no introduction. It’s one of the most popular online 
shopping sites during the Raya season in Malaysia where you can 
browse and shop via home desktop and mobile app. Zalora offers a 
wide range of Raya wears available for women, men and kids such 
as Jovian Mandagie, Zalia, Rizalman and Melinda Looi as well as 
the in-house brand by Zalora itself. You can filter your search via 
different categories such as shoes and clothing or pricing from top 

to low and vice versa. For payment, Zalora provides various options 
such as COD (Cash On Delivery), credit card and online banking 
services. On top of that, you can enjoy exclusive discounts from 
time to time if you are a registered Zalora user. Zalora is available 
on both Apple App Store and Google Play Store.

Kaodim, derived from the Cantonese phrase which 
means “job done”, is a service marketplace app based in 

Malaysia. This app is a game changer for local service 
providers and clients alike. Have last minute plumbing, 

renovation, cleaning or other things that need to be 
kaodim-ed before Raya? You can get it done in three 

easy steps: Step 1: get matched with service providers; 
Step 2: compare quotations and profiles; and Step 3: 
hire them. Just that simple. As of now, coverage areas 

include Penang, Kuala Lumpur, Klang Valley and Johor 
Bahru but expect that to broaden to other parts of 

Malaysia. Available on Apple App Store and Google Play.

Dread waking up early in the morning to shop for 
groceries in the wet market especially with the 
crowd during Raya season? Well, HappyFresh can 
help you solve that problem. This app allows you 
to shop online groceries such as fresh produce (e.g. 
mango, coconut and orange) and dairy products (e.g. 
chicken egg and quail egg) by browsing through a 
list of different categories. The function is pretty 
straightforward, you just add your item to the 
shopping cart and click “Checkout” where you’ll be 
asked to signup or login if you’re already a member. 
And here comes the best part: HappyFresh will have 
your groceries delivered within one hour! Helping 
to make your Raya open-house preparation more 
easier. HappyFresh is available on both Apple App 
Store and Google Play Store.

For the record, this app has nothing to do 
with shopping for an online ticket to ride 

a carousel in the amusement park. Instead, 
this Singapore-based app is actually more 

of a mobile community for those who 
want to buy or sell new/used products. The 
procedure is as simple as riding a carousel. 
If you’re a seller, all you need to do is snap 

photos using the app or upload products 
from your gallery. Best of all, you can sell 

anything from new to used items. Buyers, in 
the meantime, can use “Private Chat” feature 

to talk and negotiate the prices of the 
product with the sellers before finalising 

the offer. Carousell is available on both 
Apple App Store and Google Play Store.

BRAND TECH
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F
rom humble beginnings, e-commerce brands have taken the consumer 
market by storm over the course of the last decade. Reflected by the 
sheer growth of Internet sales, these online companies embodies the 
evolution that has taken place within the e-commerce marketplace. 
Currently rising in this fiercely competitive market is the South 

Korean-headquartered online marketplace, 11street. Established with aims 
to foster a continued e-commerce growth and elevate the maturity of the 
industry by empowering more local offline businesses, 11street is definitely 
garnering the love of Malaysian online shoppers. 

The BrandLaureate had the opportunity to talk to Chief Executive Officer of 
11street Malaysia, Mr Hoseok Kim in discussing the journey of 11street in 
captivating the hearts of online shoppers in Malaysia and where the brand 
is going next. 

Rise of the E-Commerce Industry
Established in Korea since 2008, 11street is one of the top global e-commerce 
marketplaces with a staggering number of over 40 million consumers 
worldwide with annual gross merchandise value of approximately 
RM25.2billion. Turkey was the first overseas country where 11street entered 
under the name of ‘n11’ (www.n11.com) in 2013. Today, n11 has become 
No.1 online marketplace in Turkey. 11street also has presence in Indonesia 
in 2014, known as elevenia (www.elevenia.co.id), a joint venture with XL 
Axiata. Hosted by Celcom Planet, 11street entered Malaysia in 2015 and has 
recently set foot in Thailand in 2016. 

Laying a firm foundation for a more hopeful tomorrow; 

with buying items from the fashion, electronics categories 
because these items have specifications that are mostly 
standardised and predictable. Once they have gained trust in 
buying online, they would continue to explore buying from 
other categories such as home & living, health and beauty 
items,” says Kim.

“We found an interesting data from our survey conducted 
in end of 2016. While shopping has always been synonym 
with women, this survey revealed men will be two times 
more likely to shop online. With this, it is also noted 
that e-commerce product categories such as sports and 
automotive are set to take over,” he adds.
 
As consumers gain familiarity with online shopping and with 
increased logistics coverage, non-cash payment methods, 
express delivery and affordability, 11street envisions 
consumers to shop online for daily essentials, fresh produce 
and personal items, for these product categories can be 
easily browsed on their smartphones and conveniently 
delivered to their doorsteps, making online shopping the 
way forward for consumers.

A Safe Platform for Shoppers and Sellers
Apart from the undeniably rise of online marketplace, Kim 
has also noticed that Malaysians are generally cautious 
about where we spend their money, with most of them 
conducting a thorough research prior to purchasing an 

item. Price competitiveness, easy accessibility, as well as an 
improved level of security have made online shopping an 
emerging and convenient platform for consumers to get 
their needed items.

To ensure both shoppers and sellers are exchanging trusted 
products on 11street, the company has two special methods 
to help them buy and sell with confidence. Firstly, a “Seller 
Grade Program” will be introduced to reward sellers who 
have attained high levels of sales quantity or service 
satisfaction through ratings and feedback. Secondly, various 
“Guarantee Programs”, based on 11street’s proven experience 
and knowledge from its global businesses in other countries, 
aims to guarantee a refund for counterfeited products, in 
addition to its lowest price assurance promise.

Shoppers also have access to a dedicated customer service 
centre that is open every day to provide prompt feedback 
on any queries. The Secure Socket Layer security system 
and Fraud Detection System provide additional peace of 
mind for shoppers using credit cards, while cash on delivery 
provides another handy payment option.

The launch of 11street in Malaysia continues to build on 
the trusted platform’s success in both its home market of 
South Korea and around the world. With an average monthly 
transaction amount of USD 590 million in South Korea, the 
e-commerce provider has 55 million products and 200,000 

active sellers, with total transactions of more than USD 6.5 
billion annually. Initially launched in South Korea as the 
second entrant, 11street now ranks itself as the number one 
platform in terms of total commerce market in South Korea 
by mobile commerce leadership. The platform attracts 20 
million monthly unique visitors in South Korea and is the 
leading online commerce portal locally.

Bolstered with expertise and knowhow gained through its 
worldwide ventures, 11street empowers online sellers as 
well as traditional brick-and-mortar businesses to maximise 
sales and succeed in e-commerce, which in turn will 
accelerate Malaysia’s online shopping market growth.

The Same Stroke for Different People
As a hybrid e-commerce model which can support all types 
of sellers, including individual sellers, entrepreneurs, SMBs, 
retailers and service providers; the entrance of 11street into 
Malaysian market came at the perfect time. We are referring 
to the ever-growing Korean trends influencing our people 
nowadays!

One of the main reasons of Korean trends being a huge 
influence in the International market is Korean drama.  
Since the first Korean drama landed on Malaysia shores, 
Korean culture has steadily seeped into the hearts of many 
Malaysians. From K-dramas to pop music to cuisine, the 
interest for everything Korean continues to surge. 

To tap into this, when 11street just set foot in Malaysia, 
they launched a thematic TV commercial campaign, themed 
“Find What You Love at 11street”, featuring Korean superstar, 
Lee Min Ho and Malaysian actress Emily Chan to entice 
local consumers to shop online at 11street. This campaign 
received an overwhelming response from Malaysians.  

Other than that, to ensure that Malaysians continue to 
have their Korean food satiated, 11street reinforces its 
partnership with K Market, a subsidiary of KMT Trading Sdn. 
Bhd. and importer and distributor of Korean products in 
Malaysia, to offer not only Korean food items but also halal 
ones especially for our Muslim shoppers.

“At 11street, we always help our shoppers to find what they 
love, including items from Korea. In addition, skincare, health 
and beauty products from Korea has been one of our top 
selling items in Malaysia,” says Kim.

To ensure both sellers and shoppers get the best out of 
11street, one of the key differentiators of 11street is a good 
mixture of local and global brands, whereby buyers can 
enjoy shopping for high quality products not only from local 
sellers but also from credible sellers worldwide.

Apart from that, 11street has the experiences and know-
hows that the company has gained through its many years 
of global e-commerce ventures and in Korea, which can be 
transferred to local online sellers or applied to the local 
market.   

BUILDING A HOME 
IN MALAYSIA’S 
MARKETPLACE

“WE FOUND AN 
INTERESTING DATA 
FROM OUR SURVEY 

CONDUCTED IN END OF 
2016. WHILE SHOPPING 

HAS ALWAYS BEEN 
SYNONYM WITH WOMEN, 
THIS SURVEY REVEALED 

MEN WILL BE TWO 
TIMES MORE LIKELY 

TO SHOP ONLINE. WITH 
THIS, IT IS ALSO NOTED 

THAT E-COMMERCE 
PRODUCT CATEGORIES 
SUCH AS SPORTS AND 

AUTOMOTIVE ARE SET TO 
TAKE OVER”

Prior to joining Celcom Planet, Kim was heading the 11street’s operations in Korea. 
Responsible for developing overseas expansion strategy for 11ST, he has helped setup 
an e-commerce joint venture with XL Axiata in Indonesia during his tenure with 11street 
Korea. Kim was one of the important figures selected to oversee the collaboration with 
Axiata Malaysia to enter into Malaysia e-Commerce marketplace.

“Overall, the Malaysia’s e-commerce market is still in its early stage, which at present, we 
own only and approximately 2.5 per cent of the total retail market in comparison to more 
advanced e-commerce markets such as South Korea, which accounts for approximately 
15 per cent of the total retail market,” Kim explains when asked of his view on Malaysia’s 
e-commerce industry. 

“Hence, based on our understanding from the market, there are still countless of 
opportunities for e-commerce business that remain untouched. We believe the 
e-commerce market in Malaysia will expand significantly in the next 5-10 years.”

Kim also believes that now is the right time where local businesses should seriously 
consider jumping on the e-commerce bandwagon as more experienced international 
e-commerce players will contribute in developing a robust e-commerce ecosystem and 
are joining the local e-commerce market. With vast experiences and know-hows that 
these players brought into Malaysia from their global business ventures, they can better 
help the local sellers to drive sales and thus boost the local e-commerce ecosystem 
growth.

As online shopping market continues to mature, it goes beyond price. Consumers today 
are aware of the cost-saving benefits from shopping online; therefore moving forward, 
sellers will have to up their game and go the extra mile to deliver better services by 
familiarising themselves with the processes of managing growing sales volume, rising 
expectations on logistics, and delivering impeccable customer service.

Having to have witnessed first-hand the remarkable differences of marketplace’s 
condition in different countries, it shouldn’t be a surprise that Malaysia’s online shoppers 
also have their own particular behaviours when it comes to online shopping. 

“To put into a perspective, based on our experience gained from other advanced 
e-commerce markets such as Korea, consumer’s online purchasing journey usually begins 

BY AIN MC

CEO, Mr Hoseok Kim

MAIN SECTION
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“Malaysia’s e-commerce sector is also at an early stage 
and we believe the pie is big enough for all of us in the 
sector. Our focus at the end of the day is to grow the 
ecosystem, to allow sellers to grow and provide more 
choice for consumers,” says Kim.

11street: The Road Ahead
Despite being new in the Malaysian market, 11street has 
gathered approvals from Malaysian consumers in making 
11street as their first choice of online marketplace. 
Encouraged by the success of the brand, Kim shares with 
us their upcoming missions in maintaining 11street’s 
position in the industry. 

“To continue serving Malaysians with a platter of variety, 
11street has many exciting partnerships and promotions 
planned for 2017 with prominent retailers, malls and 
brands that cater to the different segments we have on 
our portfolio. ‘Shop The World Campaign’ is just our first 
step, which bridge the gap between Malaysian consumers 
and global brands, by enabling shoppers to purchase 
oversea products from 11street. As we open up a world of 
options for our consumers to shop, we are ramping up our 
inventory with every imaginable item,” elaborates Kim.

In addition to that, 11street is also focusing on maintaining 
their price competitiveness. Since April 2015, 11street’s 
‘Shocking Deals’ has enabled many shoppers to purchase 
their favourite items at the most competitive prices. In 
2017, 11street has plans to provide better ‘Shocking 
Deals’ by increasing more products with greater variety 
and more. This signifies our continued commitment to be 
a trustworthy source for the most price competitive deals 
in the country.

“‘Shocking Deals’ have always been the cornerstone 
of our business. As of today, we are happy to share that 
when it comes to our lowest price guarantee refund, we 
received close to 0 per cent of claims, which reinforces 
how well Shocking Deals are managed at 11street as a 
reliable source of price competitive products in Malaysia,” 
he adds. 

2017 will see 11street further place a stronger focus to 
serve mobile shoppers through a two-pronged approach; 
by providing more curated content with an improved user 
interface and user experience designs (UI/UX), along with 
additional personalized features for greater customer 
experience.  At the same time, 11street will be offering 
more mobile exclusive value deals and discounts.

11street now has the ability to cater to a market segment 
that is constantly growing. By providing more options, 
11street can effectively ensure that everyone has 
multiple choices when it comes to online shopping. This 
also means that we are moving towards bigger and better 
things by first growing our product offerings. Kim believes 
that 11street will serve as the backbone for online sellers 
to offer better services and delivery to consumers in the 
year to come.

“AT 11STREET, WE 
ALWAYS HELP OUR 
SHOPPERS TO FIND 
WHAT THEY LOVE, 

INCLUDING ITEMS FROM 
KOREA. IN ADDITION, 

SKINCARE, HEALTH AND 
BEAUTY PRODUCTS 
FROM KOREA HAS 
BEEN ONE OF OUR 

TOP SELLING ITEMS IN 
MALAYSIA”

images :
11street’s workplace
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JAPANESE COSMETIC EMPIRE

BEAUTY
COVERAGE

UNLIKE INDUSTRIES BUFFETED BY THE WINDS OF ECONOMIC AND 
SOLO-POLITICAL CHANGES, THE BEAUTY AND PERSONAL CARE 
INDUSTRY HAS GROWN FROM STRENGTH TO STRENGTH, EARNING IT 
A RECESSION PROOF STATUS. NOWHERE IS THIS MORE EVIDENT THAN 
IN ASIA WHERE SALES ARE ESTIMATED TO EXCEED US$ 159 BILLION 
BY 2017. LEADING THE WAY IS JAPAN, WITH THE HIGHEST PER CAPITAL 
SPENDING AND SALES FIGURE IN SKIN CARE AND BEAUTY PRODUCTS. 

DRIVEN BY DEMAND FROM BURGEONING MIDDLE CLASS, ASIA IS NOW 
THE SOURCE OF INNOVATIONS. ALTHOUGH ASIAN CONSUMERS HAVE 
TRADITIONALLY FAVOURED WESTERN COSMETIC BRANDS, ASIAN-
LED, SPECIFICALLY JAPANESE TRENDS HAVE OVER TAKEN THEM AND 
GROWING INCREASINGLY POPULAR GLOBALLY. 

OIL CLEANSER
The Japanese always utilize proper makeup removers 
to get rid of the eye skin and lip makeup. Cleansing 
balm or oil cleanser can break down and remove the 
debris such as sunscreen, makeup, air pollution from 

the skin. Many people like massaging skin 
with an oil cleanser and then use water 
to emulsify it before rinsing again with 
a proper cleanser. It is called as the 

double cleansing.

Product: 
DHC Cleansing Oil $28
DHC’s oil is a simple formula at a 
fantastic price. The oil-based formula 
is great for removing waterproof 
makeup and helps nurture the skin 
using antioxidant-rich olive oil. It 
also uses vitamin-rich components 
that really bring out a healthy glow 
in your skin. 

 
CLEANSER
Cleansing is a ritual in Japan, and many women repeat 
the process two or three times using a heavy-duty yet 

gentle cleanser. Japanese women 
take use of a gentle cleanser 
made with natural ingredients to 
wash off all the sebum, impurities 
or dirt from the face.

Product:
Shiseido Perfect Whip, $5
People go nuts for this for 
this foaming face cleanser 
from Shiseido. It is the 
most reviewed and 
popular face wash foam in 
Japan. What’s so great about 
it? It lathers up into a rich, creamy foam and it leaves 
your face squeaky clean without drying it out. It also 
penetrates into pores and clears out impurities.

EXFOLIATE
Japanese strongly believes in the importance of 
exfoliation in skin care routine. Proper exfoliation can 
help to remove the dead skin cells from the surface of 
the skin and prevent it from clogging the skin pores. 
It boosts the regeneration of new skin cells, leaving 

your skin to look fresh and flawless. 
Japanese women often use manual 
exfoliation once or twice a week 
while chemical exfoliation is 
done intermittently.

Product:
CURE Natural Aqua Gel, $28
This is currently the most 
popular exfoliator in Japan 
as it promises to be a gentle 
formula that works on even 
the most sensitive of skin—
no small feat for an exfoliator. 
This product is natural, made 
with 90 per cent purified 
water and plant extracts. 
Using only natural extracts, 
this gel helps remove dead 
cells and is fragrance free, 
which is great for those who 
want to avoid any irritation. 

TONER
Although many dermatologists, cosmetic 
sales people, and fashion magazines do 
not approve the use of toner because 
of the outdated information and 
misperceptions but Japanese women 
believes otherwise. Toner is effective 
in controlling the skin’s PH, hydrating 
your skin and improving the skin tone. 
Some toners have antioxidants and skin-
repairing substances such as fatty acids, 
glycerin, and ceramides. 

Product:
REN Clarifying Toning Lotion, $28
A multi-function toning lotion that 
unclogs pores and sloughs off dead skin leaving the 
complexion looking clear, smooth and even toned. 
Reduces the appearance of pore size and oiliness while 
its antimicrobial action minimizes future breakouts.

ESSENCE
Using essence is also an important step in Japanese 
skin care routine. Essence is made with a concentrated 
formula that is effective in reducing fine lines, wrinkles, 
brightening skin tone and improving dullness. 
Japanese essences use active ingredients that can 
boost the process of skin regeneration. Using essence 

on the regular basis can give you brighter 
and smoother skin. 

Japanese women often use essence in the 
morning and at night. After the double 
cleansing step, they apply toner to their 
skin. When applying essence, they often 
use their fingers to tap their skin. 

Product:
SK-II Facial Treatment Essence, $99
This essence is a cult favourite over the 
world and a staple in Japan. It’s light 
as water and just as hydrating, and it 
contains an anti-aging ingredient called 
Pitera. Apply a few drops to clean hands 
and then gently press onto the skin; 
count for 15 seconds until you’ve pressed 

it in evenly all over your face and neck. You’ll 
notice your skin glows more after applying it this way.

FACIAL MASKS
Facial masks are an integral part of Japanese 
women’s skincare routine. Facial masks helps 
to moisturize, deep-cleanse, detoxify, increase 
circulation and provide deep nourishment 
to the skin. They add an extra dimension to 
skincare regimen, and are truly pampering.

Product:
Lululun Balance Moisture Masks, $28
This brand has recently taken Japan by storm 
thanks to its cute packaging and effective 
formulas. The serum-soaked masks in this box 
are meant to be used every single night. There 
are three different types of masks, Balance 
Moisture (Pink), High Moisture (Blue) and 
Translucent Light (White). All of them contain 
ingredients that reduce the production of melanin in the 
skin to calm it. These masks are great for sensitive skin as 
they are fragrance, color and mineral oil free.

MOISTURIZER
Moisturiser is perhaps the ultimate beauty essential. 
Loss of moisture in the skin can lead to many skin 
problems such as dryness, wrinkles, saggy skin and fine 
lines. Japanese Camellia oil and Rice Bran Oil have great 
moisturizing properties. They may have good quality if 
experiencing cold pressing without adding chemicals. 

Product:
Kosé Sekkisei Emulsion, $50
Many Japanese women swear by Kosé’s Sekkisei line. A 

quick absorbing, lightweight 
moisturizer with highly 
emollient formula that 
brightens and softens 
skin. The products’ main 
ingredients include Job’s tears 
(a grass native to southeast 
Asia), elecampane (an herb 
commonly referred to as 
“horse-heal”), and angelica 
root, which together promise 
to brighten your skin, even 
out your complexion, and fade 
dark spots by regulating skin’s 
melanin production.

SUN PROTECTION
Of course, not only Japanese women but also people 
over the world know the importance of applying 
sunscreen to skin before going out. Japanese women 
use a different level to avoid the damages caused by 
UV rays and sun exposure. In addition to sunscreen, 
Japanese women wears fashionable UV rated long 
gloves, leggings and trendy hats to cover all areas of 
their body as much as possible.

Product:
Shiseido Anessa Perfect Sunscreen 
SPF 50+, $40
Preventing UV damage and 
sun spots is a huge priority 
in the Japanese skin-care 
regimen. Shiseido Anessa 
sunscreen doesn’t disturb 
your makeup, won’t cause 
oiliness, and can be easily 
reapplied.

JAPANESE BEAUTY SECRET
No matter her age, it is rare to meet a Japanese woman with bad skin. When it comes to 
Japanese women and their complexion, fifty is the new thirty. Often described as having 
flawless, radiant, dewy and youthful skin, Japanese women have long been the poster 
models for luminous Asian skin. How do they maintain their porcelain-like skin well into 
their later years? What are they doing differently from the rest of us that allows for such 
great preservation of beautiful, youthful skin? 

Traditional Japanese beauty products tend to be simple, natural and non-toxic. They are 
made from natural ingredients such as rice bran, camellia oil, various seaweeds, yomogi 
leaves (Artemisia princeps) and azuki beans and marine clay. Besides the natural 
ingredients used, the secret to Japanese women’s beauty is the daily skin care routine 
they follow religiously.

The Japanese focuses on the importance of healthy diet, lifestyle and natural home 
remedies on their skin care routine. Many studies have been conducted in Japan to 
search for more natural ingredients that can help improve skin complexion, treat skin 
problems and whiten skin without causing any unwanted side effects. Japan is known 
for its classic and cutting-edge skin-care products. So here are a few Japanese beauty 
products and beauty tips that will change your routine forever.

BRAND COVERAGE
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ASIA’S LARGEST SOCIAL MEDIA GATHERING

On its second year, Influence Asia is bigger, better, and bolder. Recently held at the 
One KL in Kuala Lumpur, Malaysia, Influence Asia was graced by the biggest social 
media stars hailing all the way from all over Asia, Australia, and even the United 
States. The who’s who of the social media industry donned on their finest black tie 
and for one afternoon, turned on their full attention on Influence Asia.

Organised by influencer marketing and media company Gushcloud, and hosted by 
Korean digital marketing group, Yello Digital Marketing (YDM), the awards show 
was held on 8th April 2017 at the Plenary Hall, Kuala Lumpur Convention Centre 
(KLCC) in Kuala Lumpur, Malaysia.

11 awards in each category were given out spanning beauty, fashion, parenting, 
travel, and other different niches. The Philippines did not disappoint as it was well 
represented by the likes of Janina Vela, Alodia Gosiengfiao, and Wil Dasovich. PSST.
PH was an official media partner and covered the event along with Preview and 
Manila Bulletin.

With a cumulative 65 million followers, Instagram, YouTube, Snapchat, Twitter, and 
Facebook exploded with the hashtag #influenceasia2017 showing how powerful 
social media has truly become. In fact, there are more budgets allocated now 
to social media than on TV and billboards, proving that there is a big shift from 
traditional advertisement to online and digital ads.

Winners for the awards show were decided through closed door silent peer-to-
peer voting by the Top 4 nominees of each category; Food, Health and Fitness, 
Beauty, Lifestyle, Fashion, Parenting, YouTube Channel, YouTube Personality and 
Breakout Influencer. A total of 252 social media influencers participated in the 
event, a significant increase compared to the 180 social media influencers in 2015. 
Vietnam and South Korea were added to the list of participating countries, making 
it seven countries in total, including; Singapore, Malaysia, the Philippines, Indonesia 
and Thailand. In addition, seven top influencers (the top from each country) were 
crowned ‘Influencer of the Year’. As a special award for the influencers of the host 
country, Malaysia, the Influencers’ Choice Awards were also given out to three 
winners based on voting done by only Malaysia-based influencers who attended 
the show.

“The theme for Influence Asia 2017 is “For The Future”, with the brand promise 
as “Creating Tomorrow’s Positive Influence”. The future generations of today and 
tomorrow read and watch a lot of the content Influencers create. We want our 
nominees to appreciate and recognise this huge responsibility that they hold over 
future generations. Influence Asia serves as a platform to uphold standards and 
celebrate individual and group efforts in creating strong and positive content for 
the future,” said Ms Althea Lim, Executive Producer of Influence Asia 2017.

Influence Asia 2017 also featured Korean pop star Jessica Jung as the headline 
act for the awards show. Other performing acts included Malaysia’s homegrown 
talent, pop trio De Fam; Project E.A.R, a collaborative band of different acts from 
five different countries in South East Asia; Singaporean rapper, Kevin Lester, dubbed 
The Lion City Boy; top Indonesian singer-songwriter Tulus and Vietnamese pop 
singer and a current judge on The Voice Vietnam, Noo Phuoc Thinh.

All we can say is that you can expect to see more of these online sensations in 
future events, endorsements, commercials, and the like. After all, they have just 
become social media stars, validated by all.

INFLUENCERS OF THE YEAR

MALAYSIA : JINNY BOY
JinnyBoyTV is a man who needs no introduction. He has 
been in the Malaysian media scene for several years now 
and is known for juggling many hats throughout his career. 
The one which stands out most is none other than his 
engaging YouTube content.With over 728k subscribers on 
YouTube, it’s clear that we enjoy the content that he puts 
out regularly, whether they are funny sketches, daily vlogs 
or even collaborative videos with other YouTube celebritie. 
JinnyBoy walked away, being one of the top winners of the 
evening.

SINGAPORE : EDEN ANG
Eden Ang is a Japanese/Singaporean actor. Whilst growing 
up in Taiwan and New Zealand, he developed an interest in 
Singing, Dancing and Acting. He performed as a professional 
break-dancer with the “Rockafellas” at Universal Studios 
Singapore before acting full-timeEden is currently involved 
on Mediacorp’s new long form drama “Tanglin” as well 
as YouTube channels, “Eden Ang Productions” and “Wah 
Banana”.

INDONESIA : ARIEF MUHAMMAD
This Indonesian twitter sensation has a whopping 4.1million 
followers on his account and is not just a Twitter celebrity, 
but a best seller comedy book writer, blogger and Youtuber 
as well. Arief took home two awards from Influence Asia 
2017 that include the YouTube Personality Award and 
Influencer of the Year.

PHILLIPINES : WILDASOVICH
Wil is an American YouTuber that has been living in the 
Philippines for over 2 years now, learning the language and 
adapting to the culture. With over 419k subscribers on his 
Youtube channel, Wil was awarded 3 awards that include 
Youtube Channel Award, Breakout Influencer and also 
Influencer of the Year.

THAILAND : THE VRZO
The VRZO YouTube channel started as a few guys getting 
together to make funny Thai-style videos. One of the 
founding members is SurabotLeekpai or “Pleum VRZO,” who 
is the son of a former prime minister. Now, as it has grown 
to be the number one YouTube channel in Thailand, VRZO 
has over 600 million views and two million subscribers.

KOREA : 
MANSU JUNG 
(BANZZ)

Don’t be deceived by his skinny nature 
and slim looks, Jung Mangsu aka 
Banzz is renowned for his ability to 
eat huge amounts of food. With over 
1.4 million subscribers, and a calm 
soft-spoken attitude, Banzz managed 
to bring back 2 awards to Korea, 
which includes Top Food Influencer 
Award and Influencer of the Year.

VIETNAM : MAI NGO
You might know her from Asia’s Next Top 
Model cycle 4, this model, dancer and 
actress, was crowned Influencer of the 
Year for Vietnam. Besides her short stint 
in the Top Model series, she was also 
part of The Face Vietnam in 2016. Her 
Instagram is currently has 103k followers.
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*BRAND SPEAKS

Luxury is a category defined by a set of principles that have 
been crafted and refined for decades and, in some cases, 
for centuries. These principles; vision, rarity and mystery, 
obsession, origin, emotional intelligence, exclusivity, 
appearance and expense are still as relevant to the 
consumer today as they have ever been. Likewise, they’re 
proving as relevant in the digital world as they were in 
the analogue. 

Luxury has always been about controlling every aspect 
of the customer journey. Control over manufacturing 
processes, retail environment and how the brand 
communicates with customers. This control has been 
foundational to luxury brands’ success. With control, one 
can fully manage the experience that is being crafted for 
the customer.

Given the above, some luxury brands have limited their 
E-Commerce presence in the past. Chanel, Hermes and 
Celine are notable examples. However, even they are now 
making the shift, albeit in a carefully constructed manner. 

Digital sales in the luxury space are outgrowing offline 
sales by four to one and,according to McKinsey,will hit 
USD 70 billion by 2025 (or 18 per cent of total luxury 
sales) before flattening out. This is too much of an 
opportunity for luxury houses to miss – but also signals 
that consumers will be more readily accepting (and 
possibly expectant) of luxury digital experiences in the 
future. 

Keeping the mystery alive
In an E-Commerce world where brands must relinquish 
aspects of control in favour of greater consumer 
relevance – how do luxury brands retain their mystique? 

A useful example of how luxury businesses can 
retainsome control over the experience is what LVMH 
have just announced. Its very own E-Commerce site. 
With 70 of its own brands on site, plus some non-
LVMH offeringsthe company can control far more of the 
experience by using multi brand E-tailers. This is the 
second time LVMH have exploredE-Commerce, the first 
beingtheir year 2000 launch of e-Luxury, subsequently 
relaunchedas editorial platform Nowness in 2009, which 
has built a strong community of luxury lifestyle followers. 

Some luxury brands are choosing an app based strategy 
where they sell their products on their proprietary 
applications. This, of course, means greater control over 
user experience, although this may be compromised as 
consumers are less likely to download specific apps in 
favour of choosing to shop at multi-brand retailers.

Partnerships lead the way
Other brands are adopting a partnership strategy. Galeries 
Lafayette and Conde Nast recently relaunched Style.com 
as an E-Commerceplatform.Yoox& Net-A-Porter merged in 

2015 and Nieman Marcus acquired MyTheresa.com in 2014.

In March, watchmaker Vacheron Constantin announced 
that they are partnering with New York based Hodinkee 
to sell its Cornes de Vache 1955 timepieces online only. 
The36-piece limited edition will sell for USD 45,000 
each. This is a 260 year first for the business and a signal 
that some luxury brands are starting to place their trust 
in E-Commerce as an important channel. 

Regardless of the strategy, one thing is becoming clear.
For the brands who dare, the digital world is providing 
ample opportunity for the creation of increased consumer 
relevance and unlocking new potential for building 
communities of advocates. 

Telling greaterstoriesthrough content
Arguably stories are the most important aspect of any 
luxury experience. From video to editorial, many luxury 
brands like Hermès offer digital content that cannot 
be found inside brick and mortar stores. One of the 
differentiators for luxury brands is their heritage. Decades 
of history provides rich ground for differentiation and 
thus, content creation. It is possible for brands to tell 
their stories digitally in far more compelling ways then 
can ever have been achieved in stores alone.

Building (exclusive) communities
One of the greatest opportunities of the digital space 
is the potential for community building. Many luxury 
brands are actively using their digital platforms to create 
(exclusive) communities. Bentley introduced highly 
stylised road trips which customers can upload andshare 
with one another – or choose to keep to themselves. 

In 2009 Burberry built an ‘Art of the trench’ microsite 
which encourages consumers to upload images of their 
trench coat looks. To date, the site has received over a 
million submissions.

By relinquishing some control and carefully placing 
aspects of the brand in the hands of the consumer – 
luxury brandshave the opportunity togive customers 
a sense of mutual ownership and thus create stronger 
emotional connections. 

Customer service
Free shipping, customer service live-chats, and related 
product recommendations are no longer enough for the 
luxury E-Commerce buyer. Brand managers need to focus 
on how they can replicate the same sense of prestige 
online as they do in store. If you linger for an extended 
period on a specific page of the Fendi website, a pop-up 
tells you how many other users are viewing the product 
as well as how many items are left in stock. If the item 
is moving fast and has great interest, shoppers are more 
likely to rush to add the item to their cart. This reflects 
the sense of urgency shoppers might feel in store. 

Gucci and Fendi (amongst others) have useful help 
tabs on product pages which lead to customer service 
contacts, online reservation and store collection 
information. Burberry has an instant call back feature to 
help guide consumers through their purchasing journey. 
By studying the E-Commerceservice journey closely, 
marketers can find opportunities to serve customers in 
ways that heighten uniqueness and amplify, rather than 
lessen the sense of prestige associated with the brand.

Customisation
Online-only customization options are adding a new 
dimension to the luxury experience. Coach, for example 
has an online gifting platform which allows customers 
to buy a product and send it to the recipient who can 
select colouror size whilst adding other customized 
embellishments. Louis Vuitton also offers online 
customers the opportunity to monogram their items. 
These gifting personalization options could not easily be 
replicated in the ‘traditional’ retail environment. 

There are many opportunities for luxury brands moving 
in to the E-Commerce space. Marketersshouldcarefully 
consider ‘what is the right entry strategy’ for their 
business and how their respective brandscan leverage 
the unique advantages of digital to create moments of 
disproportionate impact with consumers.

Ultimately the eight principles of luxury branding haven’t 
changed, however, moving into the digital space will 
require a reassessment of how to bestleveragethese 
principles. Historically, luxury brands have used their 
prestige as a way of saying no. This fundamental shift 
means they now need tosay yes. Yes, to transparency. Yes, 
to understanding customers better; and, most importantly, 
yes to relinquishing the control that they have historically 
so coveted when protecting their mystique. 

LUXURY IN E-COMMERCE. TIME TO SAY YES. 

“ONE OF THE GREATEST 
OPPORTUNITIES OF 

THE DIGITAL SPACE IS 
THE POTENTIAL FOR 

COMMUNITY BUILDING. 
MANY LUXURY BRANDS 

ARE ACTIVELY USING 
THEIR DIGITAL PLATFORMS 

TO CREATE (EXCLUSIVE) 
COMMUNITIES”

Landor creates Agile brands that help organisations 

prosper in today’s hyper-competitive, fast moving 

and rapidly evolving marketplace.

For information, please contact sean.loke@landor.com

Landor.com

Luxury in 
E-Commerce. 
Time to say yes.

Magrabi 

Seeing beyond vision: 

Revolutionizing the optical retail experience 

Created 2016

BY CHARLIE COOKSON
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The emergence of new brands happen almost on a daily basis that it gets impos-
sible to catch up! But not all is given the limelight they truly deserve and why is 
that? What makes some brands stand out from the rest? It’s the uniqueness that 
catches people’s attention! In this new section, we feature some of the brands 
that we don’t want you to miss.

Baby’s First Voice Assistant

You need to prepare for the arrival of your little one. 
But there’s so much more to consider. If only you could 
join the various nursery essentials into one! Aristotle 
combines your baby monitor, nightlight, speaker, 
camera and sound machine into one simple solution! 
It’s a baby monitor. It’s a voice-activated smart assistant. 
It answers your questions, and maybe your kids’ 
questions, too. It orders more diapers when you run 
out and soothes babies back to sleep automatically. 
It plays with your kids. It could be the most exciting 
thing toymaker Mattel has ever produced.

Reason to Buy:  For parents-to-be out there, this could 
make your dream come true.

@nabi       www.nabitablet.com/aristotle

World’s First Smart Lamp

An award winning design pendant lamp that allows you to move the light in any direction using simple paint 
gestures on your phone! Instead of dimming the light in your room, you can adjust the direction of your light to place 
it where you need it. This allows to create any light setting with just one pendant lamp! The adjustment of the light 
is very easy with the free companion app. Just pick a colour and paint the light in the desired direction. The more you 
paint, the brighter it gets, while the other parts of your room will stay dimmed. To give you a real-time feedback, the 
lamp will light-up immediately while you paint.

Reason to Buy: What is better than a lamp that learns from your behaviour and gives you the perfect light for any 
situation? Nothing!

The Smallest Flashlight Ever

A couple of years ago, Slughaus came out with the smallest everyday carry 
flashlight ever. It was named the Bullet, it weighed just 6 ounces, and was 
only 30 millimeters in length. Frankly, it was incredible. But it wasn’t good 
enough for the folks at Slughaus. So they gave it another go and made their 
new one smaller, brighter, stronger, etc. And they called it, of course, the 
Bullet 02.This new iteration is better than the original across the board. It’s 
smaller – measuring up at 26 millimeters in length; its output of 20 lumens 
is brighter than the original; it weighs just 5 grams (as opposed to the 
original’s 6); and it is waterproof enough that it can stand being completely 
submerged for five minutes during operation. They also made this one out 
of an aerospace-grade anodized aluminum that can survive being run over 
by an SUV. 

Reason to Buy: Simply because it can be attached to virtually anything!

@slughaus                             www.slughaus.com

The Perfect Solution

SEAT was created based on the idea how to make a design which 
could solve space problems and at the same time using the space with 
a design that matters. SEAT is made of teakwood, leather and recycled 
safety belts with fittings of stainless steel. Practical and useful without 
aesthetic compromise. Fit SEAT to a bearing wall, put it down or leave 
it in upright position no matter what you chose you will have the 
cool look of teakwood and leather in a beautiful combination. SEAT 
is designed with an eye for detail. Which means SEAT is practical and 
useful, without aesthetic compromise. The leather straps will adjust 
to the individual sitting and remain balanced due to the safety belts 
used.

Reason to Buy: Why not own a chair which could solve space 
problems?

@TrineBottger www.encoded.dk

@luke_roberts_lighting  www.luke-roberts.com

Portable Wash & Disinfect Device Without Detergent

It could be a major concern when you forget to single out your silk dress, only to leave 
it torn worn by the washing machine. It also could be a bugging thing when you have 
no idea to tell that which detergent will discolor your clothes or not. All of these were 
troubles until the coming of Washwow! The Washwow portable washing machine 
device replaces detergent with water electrolysis. About the size of a bar of soap, 
the Washwow works by using the reactive oxygen generated by water electrolysis to 
decompose the dirt and grime on the clothing. Users simply place the device in a 
container with water and clothing and press the button, then return in twenty minutes 
to retrieve their now-clean clothing.

Reason to Buy: No more worrying over your washing machine ruining your clothes.

@washwow www.washwow.net
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REBRANDING OF HISTORY CHANNEL 
BY DIXONBAXI

BY JUSTIN CHEW

History which was launched in 1995, is a popular 
television channel which provides series that 
depict history in an informative and entertaining 
manner in order to connect with its viewers. History 
has been broadcasted to millions of home globally, 
being the 15th most watched cable channel in US 
in 2016, but of late, has faced stiff competition 
from other streaming services such as Netflix and 
Amazon Prime. Apart from that, history is always 
perceived to be boring and academic based, not 
something that appeals to many.

The recent move by A&E Networks that owns 
History Channel, gave the green light to DixonBaxi, 
a UK based consultancy firm, to rebrand the 
infamous History away from its conventional 
reputation and to introduced it with a new identity 
and on-air package. The consultancy decided to 
revamp the whole persona of what History Channel 

is all about, in order to change the stereotyping of 
how history is perceived, modernizing History to 
appeal to a wider group of audience today. 

Humanity’s Infinite Storybook
Baxi proposed to reshape the brand and to place a 
greater emphasis on the genre through ‘humanity’s 
defined stories’. To move it beyond the usual TV 
content to initiate a wider definition of History. 
The brand hierarchy and visual effects are further 
refined to produce thematic strands to frame its 
contents across all of its platforms. It was given an 
edgier and more dramatic vibe, with the concept 
of ‘Humanity’s Infinite Storybook’. This concept 
is to promote the idea that history is a lot more 
interesting than fiction, and to demonstrate to 
the audience that the real world has achieved 
incredible depths of inspirational, exhilarating 
and pivotal moments  to ponder upon. The brand 

was given a fresh look, to have a voice and opinion 
on the world. It uses the past as a way to give 
depth and understanding, to share moments of 
humanity’s defining moments. The language used 
is more expressive and the style is built mainly on 
typography and story telling. 

Tungsten Typeface
Several new features to look out for in History’s 
new look is the Tungsten typeface which gives it 
a compact and sporty sans serif look, displayed in 
a number of varying weights and layouts. When 
in motion, the typeface is brought to life though 
movement inspired by the cadence of the spoken 
word while in print, digital and advertising are 
able to have more graphical and modern tone. 
For example, the type appears to be moving in a 
more subtle and fluid manner as its being spoken 
by the Dalai Lama, or as dramatic and intense as if 

Muhammad Ali was speaking. Graphic photography 
with an outstanding typography provides a nuanced 
and dramatic tone of voice. The subtle and simple 
display of the layouts further intensifies the iconic 
History logo, to be prominently displayed. 

Fresh color palette
Baxi also introduced a new set of color palette, with 
red, pale grey and deeper grey. It created a versatile 
identity to accommodate various programming 
ranges. The thin red thread, connecting through 
the identity system to advocate the idea of all of 
its ‘humanity’s stories’ are intertwined with one 
another, indicating the show times and series 
launch dates. The red line also serves like a unifying 
thread that appears from all corners, forming a 
holder for every show’s logo, elegantly depicting 
the hierarchy of the screen. Photos and images are 
closely cropped and brilliantly organized, to create 
a sophisticated and dramatic impression. 

The New ‘H’ 
And finally, the notable golden ‘H’ logo, which is 
retained due to its strong association with the brand. 
But Baxi improvised further, paired with a modern 
scheme and created a mirrored version of the 
iconic ‘H’, to demonstrate how the events in history 
are retold from various points of views. The logo’s 
faceted structure is transformed into a reflective 
sort of apparatus and maps out a multitude of 
astonishing effects like fire and shattering glass as 
it moves around the screen. Another creative touch 
is to fill a 3D ‘H’ with a different substance, such 
as coal, to represent industry and manufacturing, 
smoke to be associated with wars and revolution 
that has taken place. 

Advertisement breaks
DixonBaxi also looked into the details on how 
the way shows are promoted during ad breaks. A 
series of short scenes taken from the shows are 
slot into the commercial breaks to create suspense 
and to spark interest amongst its audience to stay 
tuned in between the programs. They worked with 
History to establish marketing campaigns to create 
a branding of a more dynamic and mind-boggling 
contents on social media with the objective to align 
History with other iconic cultural brands.

Recent Episodes from History
History’s latest series, ‘Vikings’ has captured the 
attention of audiences due to striking resemblance 
to the popular ‘Game of Thrones’. The first episode 
provided a glimpse of the politics in a Viking village, 
religious practice, hopes and dreams of the people, 
and introduction of the hero, Ragnar Lothbrok and 
his family. The drama was fast paced, but enough 
for viewers to grasp some details during that period 
of time. 

Another History’s documentary series, ‘Hunting 
Hitler’ which assumes that the U.S government 
helped spread the story that Adolph Hitler died in 
1945. It details out on the 700 pages of declassified 
FBI documents which also include sightings of 
Hitler after the war, and one controversial document 
which reported he could have been sheltered in an 
underground bunker in Argentina which houses 
hundred of Nazis.

The new image for History will likely spark interest 
and excitement among fans of blockbuster dramas 
and special effect scenes. It no longer functions as 
a regular cable channel, instead as a time machine 
that would transport its viewers to and from the 
past. Ultimately, it is all about the audience, how 
relevant it is to the current preference, what 
inspires them and so forth. With this rebranding 
approach, new look and revamped contents, to 
provide an engaging and mesmerizing experience, 
the audience will be able to connect better with the 
brand. 
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AN ITALIAN STORY. A GLOBAL ICON
BY SEAN TAN

When the Maserati brothers opened in 1914 the Officine 
Alfieri Maserati in the heart of Bologna, Italy, they could 
hardly have imagined the impact they would have on the 
world.

Alfieri, Ettore, Ernesto and Bindo: four brothers united by 
their unrelenting passion for cars and engines.

Their vision, enthusiasm and expertise turned out to be 
the cornerstones of what would one day become a global 
brand, universally recognised as a symbol of motoring 
excellence.

This is Maserati’s story.

Maserati prides itself on its long and glorious heritage
Officine Alfieri Maserati was founded on 1 December 
1914 in Bologna, Italy. Since then, Maserati has played 
a consistently important role in the history of sports car 
culture and its development. Over a century of activity 
has brought with it glorious achievements, both on the 
road and the track, as well as more challenging times, 
which have helped forge the company’s character and 
personality.
However, Maserati’s history involves more than its 

glorious sporting achievements and the launch of great 
road cars. The company has also developed industrially 
over the years. Its relocation from Bologna to the current 
site in Viale Ciro Menotti, Modena, in 1940 is one of the 
main relevant step in its history.

Still today its world-wide reach emanates from its 
historic Maserati headquarters.

Maserati is now a global brand operating in over 70 
markets. Unlike any other manufacturer, Maserati has 
succeeded in instilling within its cars both heritage and 
innovation, past and future, memory and vision. Its heart 
may be rooted in its Italian heritage, but its eyes are 
firmly focused on the future.

Today Maserati pride is reflected in the values that 
define the brand. In this section, you can relive Maserati’s 
enthralling history and get to know the people, 
achievements and cars which have made the brand 
famous.

The Trident
The Trident, the symbol of a myth. The badge used on all 
racing cars in Maserati’s history, has remained constant 

throughout the evolution of the brand and its style, 
technology and performance, accompanying all the 
victories and successes of Maserati cars.

A figure of iconic importance in Maserati’s history 
has dominated Piazza Maggiore in Bologna since the 
sixteenth century. It was the city’s Fountain of Neptune 
that inspired the Maserati Trident logo, symbolising both 
Bologna itself and the automotive brand. 

In about 1920 Maserati needed a logo that would ensure 
that its new car would stand out from the crowd. So it 
was decided that Mario Maserati, the only Maserati 
brother not to be obsessed by engines and a talented 
artist, should be commissioned to design the company 
logo. Mario drew inspiration from Neptune’s statue in 
Piazza Maggiore, its trident symbolising strength and 
vigour. The red and blue that accompany the design are 
the colours of the banner of the city of Bologna, where 
Officine Maserati was located at that time.

Inseparably linked to the brand, the Trident underlines 
the exclusive status of the firm’s cars and their identity 
as masterpieces of elegance, luxury and sports car 
performance.

Awaken Your Soul
Since the dawn of time the Trident is the symbol of 
courage and strength. Its origin is lost in the memory of 
time and its power remains untouched.

The Grille
Every Maserati car has always had an elegant, distinctive 
radiator grille with a very special meaning. 

From the mid-thirties onwards, radiator grilles started 
to become even more distinctive. The Maserati 6CM saw 
the first use of a new grille featuring chromed fillets with 
a rounded, extremely sinuous form. Similar shapes, with 
fillet grilles, also appeared on the Maserati 8CTF and the 
4CLT, both cars which were to become part of the Brand’s 
racing history.

The Maserati Tipo 26 had chromed trims on its grille, 
bringing prestige to the front end of the car and 
underlining its sporty elegance. As the years passed, new 
combinations were tried: the Maserati 8CM introduced 
a black grille with chrome edging that created a break 
between the colours of the grille and the bodywork, 
generating depth and giving the car an even more 
original look.

As the radiator grilles of its racing cars evolved, the Brand 
also paid great attention to styling the grilles of its road 
cars. One example is the Maserati A6 from the late forties, 
with its distinctive chromed grille that emphasised the 
car’s impressive front end. On some versions, such as 
the A6G/2000, the grille also included the Trident logo, 
placed in the centre and highlighted by its chromed finish. 

As the years passed, the cars’ power increased and 
engineers needed better cooling solutions.

In the Sixties and Seventies, as the design of the cars 
became more streamlined, radiator grilles varied a great 

deal from model to model. The radiator grille on the 
Ghibli had a chromed surround and a Trident badge in 
the middle, while the Indi did not have a grille as such, 
since the engine was cooled by a number of air inlets in 
the underside of the nose.

Radiator grilles continued to evolve in the 1980s, with 
angular car features combined with simple but striking 
grilles, as in the case of the Maserati Biturbo.

The trend has continued through to the current design 
of the Maserati GranTurismo, with the chromed Trident 
badge proudly displayed on a black background, just as 
on the new Maserati Ghibli and Maserati Quattroporte, 
with their expressive grilles that underline their elegant, 
sporty personalities.

Evolution of Style
Through the evolution of its designs, Maserati has led 
the way in automotive fashion, with unique cars, elegant 
yet sporty, always with highly personal, distinctive lines. 
From the rounded, curvy, sinuous details of the brand’s 
early years, its cars gradually evolved to become larger, 
longer and more streamlined. 

Then in the sixties design evolved further, making 
Maserati’s cars a perfect symbiosis of clean lines and 
sinuous surfaces, with a unique style recognisable all 
over the world. The shapes of the seventies were more 
angular, as technological development led to new 
aerodynamic solutions, flat lines and sharp edges, and 
evolved into the right-angled shapes of the eighties and 
nineties, which themselves opened the way for the sleek 
lines of today, more rounded but just as streamlined and 
eye-catching.

Over the years, Maserati has worked with several 
established engineers and designers such as Giugiaro, 
Zagato, Ramaciotti and Pininfarina. Having worked 

together on several projects, Maserati and Pininfarina 
have created some of the most popular designs and 
concept cars of all time, including the Birdcage 75th, 
heralded as one of the most iconic Maserati models in 
recent history.

Designing excellence
Following the Quattroporte, Pininfarina designed a new 
coupé which will have a profound impact on the history 
of Maserati and the motoring world. Stunningly beautiful, 
the GranTurismo took the Geneva Motor Show by storm 
in 2007.  

In 2014, Maserati’s homage to its own sports heritage, the 
Alfieri Concept Sports Car, is revealed. This thoroughbred 
racing machine and masterpiece of automotive design 
is by no means a nostalgic, retrospective study, but a 
beautiful, visionary sculpture on wheels.

Meanwhile, following huge investment in new production 
facilities, the company launched a four door sports 
saloon and reintroduced the Ghibli name to a brand new 
and highly appreciative audience. Massively popular right 
from the start, the Ghibli has helped Maserati achieve its 
highest ever sales volume – the prefect celebration in its 
centenary year.

As sales continue to hit new heights, Maserati has 
expanded its model line-up with its first-ever SUV, the 
Levante. Alongside the Quattroporte, Ghibli, GranTurismo 
and GranCabrio, for the first time, the Maserati range 
covers the whole of the global luxury automotive market.

Fearless
The greatest road is the one that lies ahead of you. Watch 
the story of the first woman to drive a Formula 1 racecar 
by Maserati.
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BRAND ANNIVERSARY

FURLA TRAVELS BACK 90 YEARS
TO PAY TRIBUTE TO BRAND HERITAGE

BY SEAN TAN

Italian leather goods maker Furla is celebrating its 
90th anniversary by recounting the fashion trends of 
the past nine decades.

Over the last 90 years, Furla has designed leather 
goods that have evolved with women’s tastes, 
whether that be the romance of Art Deco or the 
boldness of punk rock. Taking a look back at its 
history, Furla choose to create a series of nine 
handbags that retell past fashion trends in the form 
of its Metropolis silhouette.

Time Travel
Founded in Bologna in 1927, the first decade to be 
brought to life is the 1920s. Furla’s 1920s Charleston 
style shows the Metropolis with a flap encrusted 

with stones to evoke an Art Deco-period design.

For the glamour of the 1930s Jazz Age, Furla designed 
a flap of tortoiseshell PVS with ivory colored mink 
piping around the edge.

The next decade, characterized by “the crazed rhythm 
of Swing” includes a leather ruffle and bow in a petal 
and ruby check. The design is meant to resemble the 
pin-up girls of the 1940s.

Rock’n’roll, Elvis and “greaser gangs” are recalled in 
Furla’s 1950s design. The flap includes embossed 
panels of pink, turquoise and onyx similar to a 1950s’ 
juke box.

Music was also explored for the 1960s Beat 
Metropolis by featuring a turnable and volume knob. 
Furla’s logo and 1960 appear in the center where a 
vinyl LP’s label would appear.

The glitter of 1970s disco was explored the next 
decade. Furla used glitter fabric, flat sails and mirrors 
to create a disco ball effect on the Metropolis’ flap.
Studs, safety pins and a heart-shaped plaid and 
denim patch were added to create a 1980s punk 
style, and 1990s hip hop and techno were explored 
with a “bling-bling” aesthetic.

For the last piece of the collection, meant to celebrate 
the 2000s, Furla focused on technology and the 
“dawn of a new millennium.” This was achieved by 

silver laminate lined with folding plates to create a 
robotic face along with rhinestones and screw-shaped 
rivets.

Each of the nine handbags include its decade printed 
somewhere on the flap, for a numbered effect. Furla’s 
90th anniversary collection will be available in stores 
and online from May 2017.

Looking Back 
In addition to the collection, Furla’s handbag shares its 
history with consumers for added context.

Text tells of the brand’s start as a family business 
and how its first storefront, opened in 1955, is still in 
operation on Ugo Bassi in Bologna.

From there, Furla tells of its global expansion in the 
1970 and ‘80s when the house was taken over by 
Aldo Furlanetto’s children, sons Paolo and Carlo and 
daughter Giovanna.

Today, Furla operates a distribution network in 100 
markets. In 2015, Furla upped its global retail strategy 

with the opening of a Fifth Avenue flagship.

Furla’s retail expansion has seen boutique openings 
in growing markets such as Japan, Spain and in the 
United States, after which the brand had seen a spike 
in sales worldwide and a rise in consumer awareness 
for its goods. The New York flagship, located on the 
corner of 51st Street and Fifth Avenue, serves as Furla’s 
cornerstone location as it repositions itself in the U.S. 
market.

Celebration
Working its 90th anniversary concept into today’s 
trends, Furla took to the streets of Milan Feb. 22 to 
debut the capsule collection during the Italian city’s 
fashion week.

A parade of models dressed in tuxedos and Furla 
sneakers walked by the Duomo di Milano and through 
the Galleria Vittorio Emanuele II shopping arcade, with 
some breaking out into swing dance routines. Each 
of the models carried a 90th anniversary Metropolis 
handbag. Furla designed the Metropolis’ flap to 
represent each of the nine decades it has been in 

business.

Also part of its 90th anniversary celebration is context 
focused on its Fondazione Furla created by Ms. 
Furlanetto more than 15 years ago.

Two years ago, Fondazione Furla celebrated its own 
milestone, its 15th anniversary. The brand honored 
the work of Fondazione Furla with a retrospective 
spanning the lifetime of its art award.

Held at the Palazzo Reale in Milan, “Growing Roots” 
brought together 10 past winners of Premio Furla to 
explore the diversity of Italian art. This retrospective 
helped both commemorate Fondazione Furla’s past 
while the exhibit’s location likely drew attention to the 
prize (see story).

“By including their expansion plans and philanthropic 
efforts within their anniversary communications, their 
goal is to bundle highly relevant brand information 
with press worthy info to increase the content relevancy 
and delivery format,” Ms. Strum said. “It’s a value add for 
investors and PR, along with potential press.”
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Christopher Ling is serious about the world of performing 
arts – and it shows. As the Artistic Director of theatre 
collective theatrethreesixty, he is persistent in his view that 
theatre needs to be opened up to the youth. 
 
“My interest as a theatre practitioner is to see that young 
people see it as a viable option for expressing creativity. 
They have boundless energy and talent. As long as they 
come in with the attitude that anything is possible, skills 
can be taught,” said Christopher, who is known as Chris. 

His interest in youth theatre is certainly not new. He has 
had experience leading groups of young performing arts 
enthusiasts since his days at Kuala Lumpur Performing Arts 
Centre (KLPac), where he was Director In Residence. It was 
there that Chris made his directing accomplishments with 
productions such as Hamlet (2009), The Last Five Years 
(2012), Marrying Me (2013). The multi-talented Ling also 
led young talents towards appreciating and embracing the 
performing arts in the Theatre For Young People (T4YP) 
programme. 

Today, the unassuming director of productions such as 
Angels In America and Every Brilliant Thing, continues to 
pursue his mission to get more youth to appreciate and 
be a part of Malaysian theatre - as a theatre lecturer at 
Methodist College and Nilai University. 

“I love teaching at these places because it gives me the 
grounds to do experimental work. I love site specific work, 
so I do that a lot with colleges and universities. I also work 
quite regularly with Kakiseni, and last year I worked with 
them National English Drama platform,” added Chris. 

Acknowledging the fact that out of a batch of 20 students, 
only one would have the “gumption, commitment and 
conviction” to be involved in theatre, the odds are still 
worthwhile for Chris.  As much as he enjoys working with 
young people, his responsibility to the theatre company and 
his students, make it difficult for him to open up a young 
people’s theatre wing as part of theatrethreesixty.

Chris believes that it is vital for those beginning their 
journey in the arts as well as those with experience to 
actively pursue training. This is a philosophy he adheres to 
wholeheartedly; as he too admits that he has learnt many 
things at a recent directing master class he attended at 
Akademi Seni Budaya Dan Warisan Kebangsaan (ASWARA).

One of the instrumental theatre practitioners who founded 
theatrethreesixty in March 2014, Chris is on a quest to share 
and showcase the true spirit of theatre to the Malaysian 
public. This belief is echoed by his partners, playwright 
Nandang Abdul Rahman and actor-director Nicole Ann 
Thomas. Together the performing arts collective primarily 
focus on theatre. 

Always open to presenting new performances, 
theatrethreesixty continues to be open to collaborate with 
others – be it talented individuals or theatre companies 
for the love of sharing quality performing arts pieces. The 
theatre company is no stranger to stepping out of the 
theatre box, when they broke into the Malay theatre scene 
with the bilingual play How I Learnt To Accept Reality By 
Sleeping Through It (Anak/Benih) in 2015. 

“In Malaysia, our theatre scenes are divided by language, 
which I think is ridiculous. Still, in my quest to find Malaysian 
theatre, I found the want to create relationships with 
different theatre companies, like with did with Anomalist 
Production and Fenomena Sri Pentas. It was a learning 
experience to see how these theatre companies function 
differently from ours,” revealed Chris. 
 
Whether putting up a play on their own or through a 
collaborative effort, Chris is serious about his  responsibility 
he shoulders as a director, wanting to know that when the 
audience spends two hours in the theatre, the performance 
has “to speak” to them. For the passionate lover of the arts, 
this means he has done his job. 

“Something that is very important to me is relevancy. 
Why put on a play if it doesn’t speak to the audience? The 
simplest of things can engage anybody intellectually and  I 
am not one who complicates things. (I hope not!),” added 
Chris. 

A man who enjoys doing unconventional theatre, he finds 
it interesting to see how people engage with the work 
he does, and often sits in together with the audience to 
see how their reactions are. No doubt the out-of-the-box 
director will be doing a lot of that in upcoming productions 
by  theatrethreesixty in the coming months. 

This year’s artistic offering from the company revolves 
around the theme Right Now, an idea that came about 
as the partners felt the need to respond to the state of 
Malaysia, with many citizens feeling mixed up about what 
has been going on in our beloved country. 
 
“Malaysians are a bunch of people who are resilient and 
have targets to achieve, but there is a certain degree of 
uncertainty in the air. Every year, we have challenges but 
even more this year, and this makes things harder,” said 
Chris. 

The 2017 season will the company address these issues 
through productions that are subtle in theme and honest 
in nature. Every Brilliant Thing, a play that revolves around 
depression, by Duncan Macmillian, was the first production 
that the company presented, at their former intimate studio 
at Tommy Le Baker, Viva Residency. A centrepiece of the 
season, their Kuala Lumpur performance in February was 
the first of upcoming performance in Georgetown, Kota 
Kinabalu and Ipoh. 

Local theatre lovers will get a chance to see Malaysian 
talents in the dark tale The Pillowman, led by Nicole Ann 
Thomas as well as the full staging of Arthur Miller’s well 
known piece- Death of A Salesman, a Monologue Festival 
featuring writing from home and abroad.  Productions 
aside, the theatre collective will continue to focus on their 
arts education initiative, through their ongoing Actor’s Gym.

Chris readily admits that financial constraints are one of 
the challenges faced by theatre companies, particularly 
small ones such as theatrethreesixty.  He believes the 
lack of sponsorship and financial support is limiting the 
things they can do, and is reflected in their smaller scale of 
productions in 2017. 
 
“As for the Malaysian theatre industry, one of the biggest 
challenges is that there isn’t enough audience development. 
How many new audiences are we developing?  I don’t think 
there’s enough,” added Chris.  

Despite the lack of audiences filling up the seats at venues 
big and small, Chris continues to see the silver lining in 
Malaysia’s performing arts circuit. While theatre lovers 
wait for theatrethreesixty to announce their new home, 
there’s no doubt Chris and his band of performing arts 
activists will continue to elevate the state of the arts with 
their own branding of thought provoking, mind expanding 
productions. 
 

PAVING 
THE ROAD OF NEW 

CHRISTOPHER LING IS ON 
A QUEST TO SPEAK TO 
AUDIENCES THROUGH 
CONTEMPORARY 
PRODUCTIONS

Malaysian Theatre

BY ANU VENUGOPAL

“MY INTEREST AS A 
THEATRE PRACTITIONER 
IS TO SEE THAT YOUNG 

PEOPLE SEE IT AS A 
VIABLE OPTION FOR 

EXPRESSING CREATIVITY. 
THEY HAVE BOUNDLESS 
ENERGY AND TALENT. AS 
LONG AS THEY COME IN 

WITH THE ATTITUDE THAT 
ANYTHING IS POSSIBLE, 
SKILLS CAN BE TAUGHT”

ART PRECIATION



109108

THE BRANDLAUREATE • BUSINESS WORLD REVIEW MAY - JUNE’ 17  #ISSUE41

VOLVO FH SERIES

BY AIN MC

Volvo Trucks unveils the FH Series, its premium flagship truck, in Malaysia, offering best-in-class fuel 
economy, reliability and safety. Designed with the driver in mind and built to withstand the heaviest 
and most demanding operations, the Volvo FH is the ultimate long-haul that sets a new standard in 
transportation.

“The Volvo FH series is our latest premium flagship product that we believe will deliver exceptional 
benefits to our Malaysian customers. We have a long history in Malaysia and the addition of the Volvo FH 
to our product line not only strengthens our current leading position but also puts us in a good place to 
take advantage of future opportunities in long-haul transport,” said Mats Nilsson, Managing Director of 
Volvo Malaysia Sdn. Bhd.  

BRINGING COMFORT IN A HUGE 
PACKAGE

Built for long-haul regional distribution and with superior 
torque and power, the Volvo FH series is highly capable 
of handling deliveries of over-sized loads over long 
distances. Equipped with technology that creates ultimate 
onboard safety, a more economical driveline and high 
uptime, the Volvo FH series pushes the limits on what a 
premium truck can offer.  

“The Volvo FH has been driving progress for our 
customers and our company for more than 20 years. It 
is one of the most valuable products in our offering and 
the embodiment of our core values—quality, safety and 
environmental care. The introduction of the FH series 
raises the bar in innovative trucking solutions in Malaysia 
and gives our customers the golden opportunity to 
improve their productivity,” said Heléne Mellquist, Senior 
Vice President of Volvo Trucks International. 

Superior handling 
The Volvo FH offers superior handling made possible 
with the revolutionary Volvo Dynamic Steering (VDS) 
technology that provides perfect steering stability at 
high speeds and total control at low speeds. This makes 
the truck less sensitive to crosswinds and very stable on 
uneven roads. 

The Electronic Stability Programme (ESP) efficiently 
reduces the risk of skidding and rollovers. In risky 
situations, this feature engages itself by instantly reducing 
engine power and braking the truck and trailer. 

Equipped with Volvo-patented stabilisers, shock absorbers 
that transfer load stress to the centre of the chassis and 
a suspension feature which prevents vibrations from 
spreading through the truck, Volvo FH takes handling to 
unsurpassed levels in the trucking industry.  

New technologies to maximize profitability
There is no doubt that fuel economy is one of the 
highest priorities for haulage firms today.  The Volvo FH 
is designed to save fuel and a number of components 
including the I-Shift with crawler gears make this truck 
one of the most fuel efficient in the world. 

“Thanks to a transmission ratio of up to 32:1 (and up to 
37:1 in reverse), I-Shift with crawler gears lets the truck 
move at speeds as low as 0.5-2 km/h providing total 
control and precision.  This results in better gearing, 
increased uptime and the ability to avoid accidents that 
can ruin your day and your productivity,” says Andrew 
Low, Product Manager, Volvo Trucks.  

Safety in a variety of ways
The all-new cab structure of the Volvo FH has undergone 
over a thousand simulated crashes in Sweden. This 
exceeds what any authority requires and Volvo Trucks 
does this with only one objective in mind: to create a 
truck that is as safe as possible for the driver, passengers 
and other road users.  

Several key areas were in focus when designing the 
Volvo FH; with one of the largest cab volumes on 
the market, the truck provides an optimised working 
environment and relaxation area for the driver with a 
standing height of 220 centimeters. 

The A-pillars, door and floor structure are all designed, 
together with the windscreen being bonded in place, to 
provide the best possible protection for the driver. The 
skylight, which floods the cab with natural light, also 
doubles as an escape hatch in the event of an accident.  
The unique rear view mirror design and declining door 
panel all help contribute to the best visibility for a truck 
of this category and make the Volvo FH one of the safest 
trucks in the world. 

Built with drivers comfort and business profitability in 
mind
The ergonomic design of the Volvo FH allows good 
drivers the opportunity to work as efficiently as possible 
thus increasing their employers’ profitability. The Volvo 
FH comes with a spacious and comfortable cabin, a 
sizeable bunk, rear and exterior storages that can be 
tailored to customers’ needs.

Another new feature in the Volvo FH is I-Park Cool, an 
integrated parking cooler that provides superior cooling 
capacity without compromising in-cab space or fuel 
consumption.

The highly-anticipated Volvo FH series is currently 
available in Malaysia.

A short drive in the truck
The BrandLaureate had the chance to test-drive the 
Volvo FH 440 RAS variant after the event. Driving a truck 
for the first time, we were impressed with its comfort and 
effortless driving. The space and design of its dashboard 
felt like home. With the I-Shift transmission, anyone 
who knows how to drive an automatic transmission car 
is able to drive the truck. Just shift it to A (which is D 
for normal car transmission), and press the accelerator, 
and the truck moves slowly and smoothly forward. 
Negotiating a corner was extremely easy. With the Volvo 
dynamic steering, the steering wheel felt so light, and 
we could even turn with just a finger.

Even when we drove pass bumps and uneven road 
conditions, the dynamic steering kept the steering 
perfectly straight. It provided steering stability at high 
speed and total control at low speed. It also comes with 
an air suspension seats and we felt so comfortable 
sitting on it. Behind the seats, there was even a wide and 
comfortable bed for the driver to rest or sleep. With such 

a great product, it‘s no surprising the company was able 
to deliver more than 113,000 Volvo trucks worldwide 
in 2015. The Volvo FH series is currently available 
in Malaysia from now onwards with a multitude of 
specifications. Everything can be specced depending on 
customer needs from chassis build, interior equipment, 
Volvo Dynafleet management systems and more. 

The I-shift gearbox, which has 12 gears, of which we 
only managed a few of them on the short circuit shifted 
as smooth as a semi-auto would. The throttle pedal is 
also progressive and the brake pedal does not require a 
hefty shove in order to make the brakes bite. Very much 
like how a car brake pedal works if you would want a 
comparison. This is even with air brakes.

The extra height allows better visibility definitely. It is 
actually the main reason why someone would choose 
the FH series over say, the FM series. When coupled with 
its large but very Scandinavian designed side mirrors, all 
round visibility is good. There is also a rear view camera 
which provides the driver to actually view the rear if 
the trailer isn’t attached. It is actually there to assist the 
driver in attaching the trailer as its view is directly of the 
trailer coupling. 

The interior is as ergonomic as they come. Everything 
is within easy reach, easy to operate and well thought 
of. I must say that they only problem with the truck is 
climbing in and out of the cabin. Aside from that, all 
is good about the Volvo FH. We also heard that Volvo 
Trucks Malaysia has secured orders of over 40 units 
of the FH so far. The FH16 you see here in the photos 
above is already spoken for. If you are a truck spotter, 
you may get to see it plying the route between Klang 
Valley soon.

“THE VOLVO FH HAS 
BEEN DRIVING PROGRESS 

FOR OUR CUSTOMERS 
AND OUR COMPANY FOR 
MORE THAN 20 YEARS. 
IT IS ONE OF THE MOST 
VALUABLE PRODUCTS 
IN OUR OFFERING AND 
THE EMBODIMENT OF 
OUR CORE VALUES —
QUALITY, SAFETY AND 

ENVIRONMENTAL CARE”

BRAND REVIEW
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Life is often carefree when you are a kid-full of unbridled 
optimism: like an empty canvas waiting to be painted by 
life’s beautiful experiences. I use to spend summer vacation 
with my aunt at the suburb of Lewisville, 50 kilometers 
from Dallas, Texas, off North Stemmons Freeway (Interstate 
35). The “Lone Star State” was in the throes of a long blazing 
summer. My cousins would play games at the neighborhood 
cul-de-sac. The games would cease abruptly as soon as we 
hear the unmistakable jingle of the ice cream van. The 
kids, many covered in beads of perspiration, would quickly 
swarm the ice cream van for a memorable frosty treat. 
Whenever I see a food truck, it will bring back nostalgic 
memories from my youthful days. 

Evolution of the chuck wagon to food trucks
American cities are fame for their vibrant food truck scene. 
Cities like Los Angeles, New York, Miami and Chicago are 
top food truck destinations offering a plethora of ethnic 
cuisine, no doubt brought over by the tide of immigrant’s. 
This hodgepodge blend of cultures ultimately created 
diverse cuisine, each with its own unique recipes.

The Texas chuck wagon is a precursor to the American food 
truck. In 1866, Charles Goodnight, a Texas cattle rancher, 
converted a wagon and stocked it with a multitude of 
meals and products to keep cowboys self-sufficient in 

groceries and daily hardware goods. The trail was arduous 
for months-at-ends as cowboys herded vast herds of cattle 
from the Southwest plains to North East United States.

The wagon was a modern day equivalent of a one-stop 
hardware and convenience shop. Charles invariably created 
the first prototype food truck.

In postwar America, pushcarts were aplenty in the streets 
of New York. With the burgeoning population growth, 
motorized food trucks soon “popped-up’ to provide 
affordable “Grab & Go” meals 

Food trucks strategically located at street corners catered 
to blue-collar workers at construction sites, factories 
and hordes of office personnel. It was classic American 
entrepreneurship at its best. 

As food truck popularity grew, enterprising vendors hopped 
onto the bandwagon.

Klang Valley food truck scene
Klang Valley food truck scene is still in its infancy; the 
streets lack the variety found in the United States. What 
Malaysian food lacks in variety, it surreptitiously makes up 
in a mélange of ethnic-inspired-cuisine. 

The evolution of the local street cart to food trucks 
spanned over many decades. In the early 70s to 80s, there 
was a myriad of mobile pushcart hawker stalls on the 
street. These stalls, mainly located at confluence at the 
local morning or night market (pasar pagi/malam) provided 
fast and cheap meals. It defined the ‘street-café-concept’-
titillating our taste buds with locally infused delicacy. 

As time progressed, enterprising vendors configured 
motorized carts to expand the offerings of fresh meat, 
varieties or produce and household wares. These motorized 
carts made their way into the surrounding residential 
areas, catering to busy homemakers. Home delivery was 
quite common. This is the precursor to surreptitious boom 
in e-commerce home delivery industry today. Food trucks 
current wave of popularity is a social phenomenon. It has 
firmly evolved into a ‘hip and chic’ scene catering to the 
growing legions of foodies or adventurous diners. 

Local Council guidelines 
Recently, the food truck business was legalized. Local 
officials flew overseas to cherry pick the best practices and 
initiatives from the successful food truck sector. Previously 
there were no guidelines available locally,   guidelines had 
to be drafted from scratch.

In a recent interview, the Selangor state executive councilor, 
Mr Amirudin Shari said Selangor’s Smart Truck program is 
part of their long-term plan urbanization plan to create a 
systematic business structure with the sustainable goal of 
making Selangor a structured smart city. 

There was dissatisfaction between licensed mobile hawkers 
and restaurants; however, there were no license for food 
trucks.  The former licensed establishment accused food 
trucks of disrupting their legitimate business by operating 
their business illegally and poaching customers. In October 
2016, the council amended 13 local laws and guidelines 
to facilitate a synchronized level playing field for all three 
sectors. The council’s decision to relax food-truck permits 
and red tape gave the industry a leg-up impetus; it created 
the boom in food truck business overnight. Would-be food 
truck vendors must first purchase the vehicle: followed by 
a certificate of roadworthiness from the Computerized 
Vehicle Inspection Centre (Puspakom). Do attach the 
Puspakom certificate during submission to the local council. 
The business permit fee cost RM 1080, renewable every six 
months, which include garbage collection services.

Parking charges varies for different localities. Food trucks 
are often assigned designated parking bays reserve   with 
the words ‘Smart Truck’-imposing a maximum time limit of 
four hours trading on each reserved bay.  The license also 
lists the vendor’s trading hours. There is a dedicated food 
truck manager in every local council to oversee this prolific 
sector. 

The trucking boom impetus
A combination of factors fueled the wave of food truck 
resurgence. Food trucks appealed to consumers due to 
affordable meals and ease of preparations. A burning 
desire by Generation Y to be self-employed is a powerful 
motivation.  Only basic entrepreneurial skills are required. 
The appeal in sustaining a food truck lies in the low capital 
outlay compared to setting up a fully-fledged restaurant. 
Potential rewards and income is plentiful. However, work 
hours are often long-occasionally family members and 
friends are rope-in to help alleviate service bottlenecks.  

In 2015, the Selangor state government further approved 
a RM140million funding budget for the new Hijrah micro-
credit loans, which includes food truck vendors. The program 
offers flexible loans between RM3,000 and RM50,000 
which can be used for down payment for a customize truck 
or business ventures. Response to this   incentive scheme 
was overwhelmingly positive.

Food trucking branding
Crucially, trucks need a winning design to stand out from 
other trendy food truckers to try your menu selection. We 
should think of a food truck as all-in-one mobile packaging 
design. A brand identity is all about creating standout 
recognition, which resonates with your customers. It is 
your first impression to attract the hundreds of un-tapped 
customer’s ringgit (RM). 

Despite starting with limited capital, think big with your 
branding foray. Developing a catchy menu board is a great 
advertising tool to communicate menu identity. Food trucks 
overwhelmingly offer take-away. Be unique in your recipes 
but realistic in prices. Do keep prices affordable between 
RM 7 to RM 16. Customers would rather prefer to dine in 

a restaurant comfortably instead of alfresco-if the price 
threshold is too high.

La Famiglia “The family” (in Italian) food truck has a black 
theme, draped in Italian colors. It has a drop down mosaic 
side-table by the side, resonating well with the occasional 
sit-down patrons. The ‘Pasta and More’ menu offers chunky 
wholesome bits of tomato bolognaise or creamy carbonara 
sauce. The ‘Boss pasta’ is their in-house signature dish-
helmed and cooked by enthusiastic young men.

The truck with the boldest image often standout from 
the competitive landscape.  A bright and zany logo, 
catchy phrases and friendly service provide an awesome 
combination: attracting attention and stimulates curiosity. 

Before you can say “speedy Gonzalez,” the GUAC truck comes 
to mind. The branding absolutely resonates with its ‘eye 
catching bright yellow design.’ It offers delectable Mexican 
inspired dishes; hearty burritos, tacos and nachos with 
Louisiana hot sauce sprinkling-if required. GUAC tagline is “A 
balanced diet is a burrito in both hands.”

Air Asia recently joined the bandwagon by launching the 
‘Santan’ combo truck- painted in red and white livery to 
launch their newly revamp in-flight meals. The menu has a 
distinctive Malaysian flavor. Boldly emblazoned on the truck 
are the menu selections. A bevy of svelte stewardess, in their 
form fitting uniforms was instrumental to serve delectable 
‘airline packaged meals’ at a whopping introductory price of 
33 per cent discount! The stewardess certainly spiced up the 
occasion. It would seem the stage is set for the mantra, “Now 
everyone can eat,” instead of “Now everyone can fly!” 

Product consistency 
Branding is essential but comes secondary to consistent 
good food.

It is okay to evolve your menu and tweak some ingredients. 
You should stick to ‘star’ or ‘signature’ menu, taking pride 
in creating delicious affordable meals. Savvy customers 
return because they had a great experience and trust you 
to replicate their preferred taste consistently: just like how 
McDonalds does it-effortlessly. 

By showing truly committed to your craft, customers would 
be more incline to support your business with gusto. 

Capitalizing on social media 
Food truck festivals are a good way to promote the growth 
of this mobile sector. In Selangor, food festivals are located 
at Malawati Stadium, Section 13 Shah Alam. At Putrajaya, 
the trucks congregate at the Millennium monument car park 
at Precinct 2. The view is fabulous as you dine under the 
late evening alfresco sky. The Putrajaya lakeside provides an 
idyllic serene backdrop to the curbside setting.

Weather is a significant factor in business. Diners have to 
brave the midday sun and the occasional monsoon induced 
torrential downpour. Heavy downpour tends to wipe out 
vendors’ earnings.

Many of these food trucks change their location daily to 
capture to a wider spectrum of clientele. Do check the food 
trucks updated Facebook, Twitter or Instagram account for 
the latest location. By hosting special events like weddings, 
corporate and family gatherings, vendors can increase their 
profitability by splitting between private catering and direct 
patronage.

Customers’ online review is another powerful media tool: 
however, it may be a double-edged sword. Vendors may 
get rave reviews and occasionally some bad reviews. Stay 
positive, as you cannot please every customer. Invariably, 
critics are the best source of feedback to improve your 
shortcomings.

As of Dec 2016, Selangor has about 130 licensed food truck 
operators and the numbers would probably double in two 
years. Moving forward, the food-truck bandwagon sector 
vibrancy augurs well for the adventurous diners on the 
lookout for no-frills comfort food.  

BY Tony Thompson

Branding Country
FOOD TRUCK-THE VERITABLE 

MEALS-ON-WHEELS
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A WORLD-CLASS 
RESORT 

Nestled along Port Dickson’s pristine Pasir Panjang beach, Lexis Hibiscus Port 
Dickson is the largest water homes development in the world with a stellar 
collection of 639 pool villas. This idyllic resort that resembles the national 
flower of Malaysia boasts spacious pool villas which comes with its own private 
dip pool and steam room, offering guests unsurpassed luxury and privacy for 
an indulgent stay. The resort is managed by Lexis Hotel Group, a professional 
management service provider for hotels and resorts.

Incorporated in 1995, Lexis Hotel Group provides discerning leisure and business 
guests with practical and luxurious accommodations across various properties in 
Malaysia. It is steadfast in offering professional management services for hotels 
and resorts, and has successfully built a strong, profitable and visible premier 
niche brand in the hospitality industry especially in managing award-winning 
unique water chalets as well as pool villas. 

Steering the company is Ms Mandy Chew Siok Cheng, the President of Lexis Hotel 
Group. Chew has over 30 years of experience in the hospitality industry where 
she was Director of HR at Shangri La Hotel Kuala Lumpur. She then moved to 
Metroplex Holdings as the Vice President of Business Development where her 
responsibility included overseeing the company’s hospitality sector.

“When I was working for Metroplex Holdings in 2000, I was approached by the 

developer for Lexis Hotel Group to be their partner and manage 
the hotel - an offer which I gladly took on. At that point of time, 
the first resort was known as the Legend Water Chalets Port 
Dickson and the second project was Legend International Water 
Homes. After a restructuring exercise in 2011, the two hotels in 
Port Dickson were rebranded from Legend to Lexis and Grand Lexis 
respectively,” shares Chew during an interview at their corporate 
office in Kuala Lumpur. 

The brand currently manages four properties, three hotels in 
Port Dickson; Lexis, a Balinese-inspired resort that consists of 
279 unique seafront resort rooms; Grand Lexis, a resort styled 
sanctuary offering unparallel superior villas with private individual 
pools; Lexis Hibiscus and its latest addition, Lexis Suites in Penang 
which is located along the idyllic beach of Teluk Kumbar. 

“What differentiates Lexis Hibiscus from the rest is our unique 
selling point. We are the only luxury resort that has its own private 
swimming pool in each room. Apart from the pools, we also have 
steam rooms in each unitoffering total privacy for our guests,” 
added Chew.

The name and concept of Lexis Hibiscus came from the vision 
to create something that has never been done before and that is 
symbolic to Malaysia’s identity. 

“The whole resort is designed very similar to the shape of a hibiscus 
flower, Malaysia’s national flower. The idea was stemmed from a 
collaboration between the architect and our founders. The design 
and planning process took about two years while the construction 
process took one and a half years to complete.”

Lexis Hibiscus had its soft opening in 2015, offering 108 rooms 
as a start. The initial part of the marketing campaign focused on 
digital advertising, email blastsand social media –they had an 
effective promotional campaign on Facebook that helped boosted 
publicity and sales of the resort. Although with limited rooms, they 
still managed to enjoy very encouraging occupancy. The resort was 
finally completed in 2016.

A Guinness World Records Holder
This year saw the iconic resort earning not one but two spots in 
Guinness World Records – a world-class achievement by Lexis 
Hibiscus Port Dickson. The resort is now the official proud record 
holder of Guinness World Records for achieving “Most swimming 

LEXIS HIBISCUS PORT DICKSON 

pools in a resort” and “Most overwater villas at a single 
resort”. These records were verified in research published 
on 14th October 2016.

To commemorate the world-class achievements, Guinness 
World Records representative, Mr Swapnil Dangarikar, 
officially presented the two plaques to YBhg Dato’ Low Tak 
Fatt, Managing Director of Kuala lumpur Metro Group, the 
owner of Lexis Hibiscus Port Dickson and Ms Mandy Chew 
Siok Cheng, President of Lexis Hotel Group, the operator 
of Lexis Hibiscus Port Dickson, in the presence of Deputy 
Tourism and Culture Minister YB Datuk Mas Emieyati 
Samsudin, at a ceremony recently.

The triumphs by Lexis Hibiscus Port Dickson further 
strengthens its commitment to promote tourism in Port 
Dickson, which continues to see increased demand for 
luxurious accommodation from discerning travellers, 
covering business and leisure segments from both local 
and overseas. 

In addition to the Guinness World Records achievements, 
Lexis Hibiscus Port Dickson has also won other prestigious 
awards, such as the World Luxury Hotel Awards for the 
Luxury Water Villa Resort for Southeast Asia Category 

in 2016 and more recently, The BrandLaureate SMEs 
Signature Awards for the BestBrand in Hospitality for 
Hotels and Resorts.

Moving forward, Lexis Hibiscus will focus on broadening 
their publicity. As Chew further explained,

“It is important that we create awareness for our resort 
in Malaysia to the rest of the world. Currently, we have 
made positive inroads in Taiwan and China and now we 
are targeting Australia, New Zealand and various countries 
from other parts of the world. We want the world to know 
that we have such an iconic resort here in Malaysia that is 
uniquely different. In line with this, we have been working 
closely with the Ministry of Tourism Malaysia as well as 
other parties for overseas road-shows and international 
promotional campaigns.”

Singapore is one of the resort’s biggest targets with 12 per 
cent of arrivals last year, fuelled by the strong Singapore 
Dollar and the close vicinity between Singapore and 
Malaysia. Meanwhile, 40 per cent of Lexis Hibiscus’ guests 
are foreigners with a very high content of Taiwanese 
tourists coming everyday via the tour series as well as 
Chinese tourist, mainly from Shanghai and Beijing. 

“There is also a growing demand in our overseas market. 
Tourist arrivals grew by 4 per cent for Malaysia in 2016 and 
our hotels achieved 9 to 10 per cent growth for each of our 
respective hotels. I’m thrilled to announce that last year, we 
achieved about 100 million turnover for Lexis Hibiscus and 
200 million in total with the other three resorts. This year 
we hope to see a 15 per cent increase,” she added.

With plenty of job opportunities being offered to the locals, 
the resort has contributed positively towards the tourism 
industry. To date, the properties within the Lexis Hotel 
Group have attracted more than 3.2 million tourists from 
across 119 countries. It has also brought in tourism dollars 
to the state. Assuming a conservative expenditure figure 
of just RM1000 per guests, Lexis has already contributed 
more than RM3.2 billion in tourism receipts. 

“Currently we are still relatively small but we want to be 
very focused to make sure that our first few hotels create a 
success story before we grow and venture into other parts 
of Malaysia and overseas. We have to make sure occupancy 
is good and work harder towards sustaining our volume 
of business.”

LEXIS HIBISCUS PORT 
DICKSON EARNED 
NOT ONE BUT TWO 

SPOTS IN GUINNESS 
WORLD RECORDS 
– A WORLD-CLASS 
ACHIEVEMENT. THE 

RESORT IS NOW THE 
OFFICIAL PROUD 

RECORD HOLDER OF 
GUINNESS WORLD 

RECORDS FOR 
ACHIEVING “MOST 
SWIMMING POOLS 
IN A RESORT” AND 

“MOST OVERWATER 
VILLAS AT A SINGLE 

RESORT”

EXCLUSIVE INTERVIEW WITH MS MANDY CHEW, 
PRESIDENT OF LEXIS HOTEL GROUP

image :

YB Dato’ Mas Ermieyati (2nd right) and Swapnil Dangarikar (2nd left) flanked by Dato’ Low Tak Fatt (L) and Mandy Chew 
Siok Cheng (R) with the achievement plaques.  

HOTEL REVIEW
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HOTEL REVIEW

added plus point as not many hotel offers fan in their rooms 
since there is air-conditioning but here you can enjoy a 
breezy room with a good whirl of air-circulation. They even 
have glass panels above the beds with electric-controlled 
shades so we can choose either to keep the room dark or 
simply allow nature’s light to brighten up the room in the 
morning.

However, the best part of the room is beyond the bedroom.
The bathroom is bigger than any ordinary resort bathrooms 
and definitely my favourite part of the villa. The layout 
and floor space is perfect for those slow mornings with 
extensive skincare routines, all while looking out at sea. 
The addition of a glass floor panel in the middle of the 
bathroom allows us to catch some marine life below the 
waters too.

The bathroom has a ‘His and Hers’bathroom sinks and 
large counter space with large mirrors. There is the 
usual bathroom amenities along with white and blue 
towels embroidered with Lexis logo. The other end of the 
bathroom opens to a beautiful white bathtub as well as a 

rain shower. One can open up the shade to enjoy the view 
of the sea while soaking in the bathtub. Since this room 
offers full privacy, it is another plus point to be able to enjoy 
a good soak with a view.

The key features of the villa lies on the balcony, with a 
private almost-infinity pool lined with purple bougainvilleas 
outside of the glass walls. Next to it is a private steam room 
which is great to relax in and meditate.

Dining
A quick freshen up and it’s time for dinner! Lexis Hibiscus 
has several dining options from all-day dining to the 
popular Japanese cuisine as well as the small dining 
eateries located along the Hibiscus Walk, a boardwalk 
leading to the beach.

At the ground level of the main building of the resort is 
where you’ll find two restaurants;Roselle Coffee House, an 
all-day dining outlet serving local and international culinary 
offerings from breakfast to lunch and dinner as well as 
weekend hi-tea and UMI Japanese restaurant. UMI, meaning 

Lexis Hibiscus Port Dickson has garnered much attention 
locally and internationally as an award-winning iconic 
resort. With water villas that stretches to almost 1.2km 

from the beach to the Straits of Malacca, Lexis Hibiscus 
water villas form the signature hibiscus bloom.

The avant-garde Lexis Hibiscus has a stellar collection of 
639 pool villas, comprising of 117 tower rooms and 522 
picturesque seawater villas. Each pool villa is amazingly 
spacious and designed with pure comfort in mind.Boasting 
an extensive collection of pool villas as well as Malaysia’s 
tallest seawater fountain at 400 feet, we were thrilled to be 
invited to experience this luxurious resort firsthand.

Lexis Hibiscus Port Dickson is safely tucked away from 
the buzz of the main beach town area – an ideal location 
for those who need an idyllic weekend retreat. Upon 
arriving, we were wowed by the huge lobby area that had 
a warm welcoming atmosphere. They had a spacious area 
surrounded by comfy sofas for guests to lounge while 
waiting for their rooms to be ready. 

Lexis Hibiscus Port Dickson offers various villas and suites to 
cater to everyone. Whether you are opting for a view of the 
vast spread of flora or the endless sight of blue sky meets 
the sea, there are few choices to cater to your needs and 
budgets with the cheapest located in the main building of 
tower rooms to the leaf of the hibiscus. As the villas goes 
deeper into the waters, the view is more scenic.We had the 
opportunity to stay at the Panorama Pool Villa which boasts 
a stunning Sea View. 

Getting to the rooms from the lobby can be a bit of an 
adventure — and by adventure, we mean hopping into an 
awaiting buggy before being whisked to our room while 
taking in the sea breeze and the view. We were taken to The 
Lighthouse Club for check-in. The Lighthouse Club, located 
at the middle of the petal, is a beautiful glass-clad circular 
building that caters to guests staying at the Panorama Pool 
Villas and the Suites. It is an Executive Club Lounge where 
exclusive guests at these villas and suites are treated to a 
private and upscale level of service and dining.

Our room was located right in the middle of the stigma 
of the flower.The Lexis Hibiscus Port Dickson is one of 
the first resorts to offer units that are spacious enough to 
accommodate at least two king size beds as well as a private 
dip pool and a private steam room.As soon as we enter 
our room, we glanced in awe at the spaciousness of our 
Panorama Sea View Villa. 926 square feet of space, perfectly 
sectioned into two long areas of the sleeping area and the 
bathroom, the layout was unlike any other hotel or resort.

Upon entering, we could see the signature hibiscus set in 
tile keeping to the theme of the resort. Our room featured 
two King sized beds which were covered in pristine white 
sheets and decorated with colourful pillows and a bed 
runner embroidered with Lexis logo. The room’s earthy and 
warm tones exude a cosiness that welcomed us warmly that 
evening.

Even the LCD television is nicelycamouflaged in between 
the black reflective panels on the wall to offer a seamless 
and spacious design to the room. The ceiling fan was an 

PORT DICKSON 
LEXIS HIBISCUS 

LEXIS HIBISCUS HAS A 
STELLAR COLLECTION OF 
639 POOL VILLAS. EACH 

POOL VILLA IS AMAZINGLY 
SPACIOUS AND DESIGNED 

WITH PURE COMFORT 
IN MIND.BOASTING AN 

EXTENSIVE COLLECTION 
OF POOL VILLAS AS WELL 
AS MALAYSIA’S TALLEST 

SEAWATER FOUNTAIN 
AT 400 FEET, WE WERE 

THRILLED TO BE INVITED 
TO EXPERIENCE THIS 
LUXURIOUS RESORT 

FIRSTHAND.
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‘sea’, serves the epicurean cuisine of classic Japanese dishes. 
The restaurant is nicely spacious with minimal décor to offer 
the Japanese simplicity of a Zen ambiance. There is also an 
open kitchen area at the end of the room if you wish to catch 
some live kitchen action.

With in-room dining service and a view of the Straits of 
Malacca, we couldn’t imagine anyone wanting to leave the 
private premises. However, the Lexis Hibiscus Port Dickson 
holds a fair selection for its breakfast buffet at Roselle 
Coffee House — with an egg station, cheese and cold cuts, 
and of course, good mix of international and local cuisines 
with staples including sumptuousnoodles and NasiLemak.

For guests staying at the Panorama Pool Villas and Suites, 
breakfast is served at Level 2, Wave Dining at the Lighthouse 
Club.Wave Dining, set in a colourful contemporary dining 
decor, offers modern Western cuisine. In the morning, the 
restaurant serves breakfast from its seasonal menu and in 
the evening, the restaurant serves cuisine from the Chef’s 
degustation menu as well as the Chef’s specialties from the 
a la carte menu. 

There are 4 choices of breakfast mains and plenty of other 
accompaniments such as assorted homemade bread and 
pastries that are served with homemade yoghurt, jams, 
overnight oats, chia seeds and coconut jam, along with 
fresh cold pressed juices, coffee and tea. The healthy and 
sumptuous breakfast is available at RM80 nett per pax.

During the evening, Wave Dining turns into a gastronomical 
fine dining venue where diners can feast on culinary 
creations from the Chef’s Degustation menu as well as 
the a la carte menu. The fine dining experience is further 
enhanced by the beautiful glittering lights of the night view.
The Chef’s Degustation menu changes seasonally and that 
evening, we dined with their 8-Course Degustation Menu 
priced at RM238 nett per person. The Degustation menu 
comes with a glass of Red or White House Pouring Wine 
or Mocktail as well as coffee or tea at the end of the meal.

Next to the resort is the Hibiscus Walk. Open to resort 
guests as well as to the public, there is a row of stalls 
offering Malaysian street food to everyoneand is easy on 
the wallet too! Here, you can enjoy an outdoor dining 
experience overlooking the long stretch ofwhite beach.

Facilities
At Lexis Hibiscus, you’ll never run out of things to do. 
There are certainly plenty of offerings for those who seeks 
adventure or activities of all sorts.While WiFi is readily 
available across the hibiscus-shaped compound, there 
are also more leisurely activities for those who wish to 
disconnect. Bicycles are available for rent for those who 
wish to ride along the wooden decks with the beach area 
nearby. For those who want to stay fit while travelling, 
an infinity pool and gymnasium are also available. Other 
outdoor activities include the rental of ninebotsegway, yoyo 
car, archery and fish feeding. Meanwhile, guests who wish to 
partake in water sport activities can go on the banana boat, 
jet ski, kayak, airhead, and/or bandwagon. 

Lexis Hibiscus is also the first luxury resort to build its own 
heliport for added travel convenience and service. With the 
exclusive helicopter service, guests can have a ride up on 
the sky and witness the awesome bird’s eye view of the 
beach and Lexis Hibiscus. 

For adults, there’s LexSpa, located on the second floor of 
the main building. If you’re seeking pleasure and comfort to 
unwind and soothe out those body aches with a session of 
spa treatments, this is it. Available in single or couple rooms, 
there are plenty of spa treatments available to cater to your 
needs. One can also enjoy the Jacuzzi as well as full shower 
facility after your spa treatment.

At Lexis Hibiscus, even kids have their own area to run 
around and unleash their energy. Kidz World is located 
on the second level of the main building. Here, kids can 
enjoy various activities such as sand art, mug painting, 
face painting and many more. Meanwhile, if you wish to 
singyour hearts out, head over to the Starz Karaoke to belt 
out your favourite tunes in the sleek and state-of-the-art 
audio visual equipped karaoke rooms that can hold up to 
22 pax in a room. 

An Unforgettable Getaway
Lexis Hibiscus is the perfect escape for thoseseeking short 
or long getaway from the hustle and bustle of city life.
The tranquil retreat is magnificent in many ways and the 
panorama view of the Straits of Malacca is unbelievably 
surreal.For those seeking family time or romance will 
definitely enjoy Lexis Hibiscus Port Dickson just as how 
wehad an unforgettable experience. Undeniably, this 
resortis just the rightchoice for that weekend escape by the 
water. It serves as a neat getaway for that holiday home 
away from home-feel for those weekends of DIY pampering 
and lounging by the pool for the much needed me-time. 
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BRAND PASSPORT

Write-up by  LAURA RAWLINGS

THE UNEXPECTEDLY EXCITING 
DESTINATION

IT’S NOT OFTEN THAT YOU GET LUCKY ENOUGH TO MAKE THE MOST OF AN 
OPPORTUNITY TO MIX BUSINESS WITH PLEASURE, YET THAT’S EXACTLY WHAT I GOT TO 
DO DURING MY LAST TRIP TO ABU DHABI. WHILE TECHNICALLY I WAS THERE TO GET 
TO KNOW UP-CLOSE AND TEST SOME OF THE ABU DHABI HOTELS, WE GOT TO DO A 
WHOLE LOT MORE; ALSO PUTTING TO THE TEST SOME OF THE BEST ATTRACTIONS AND 
EXPERIENCES THIS LITTLE YET RICH EMIRATE HAS TO OFFER.

ABU DHABI
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Getting there with Etihad Airways’ newest fleet
We flew with Abu Dhabi’s flagship airline, the award-
winning Etihad Airways, and we got a taste of its 
brand new A380 aircraft which featured exclusive new 
technology such as face-timing and texting on the inflight 
interactive screen. On top of that you could also watch 
live TV channels including Sky News and Sports 24, plus 
a variety of great programmes, documentaries, shows and 
films. The large, plush, spanking new Economy Smart Seats 
weren’t too bad either.

Etihad’s Economy class is nothing short of outstanding 
with a truly generous legroom and seats that recline a 
full six inches! To enhance the experience, you also get 
full-size blankets and ergonomic pillows that convert into 
neck pillows – now that’s what I’m talking about! It’s bad 
enough you have to sit for the best part of an eight-hour 
journey, but doing it in comfort and style it’s another story 
altogether. Etihad Airways has perfected Economy flying 
down to a T.

Great hotels paired with great sights
For the majority of our trip we were based at the Yas 
Island Rotana, a beautiful and elegant property with a lot 
of unique perks, namely it being adjacent to the Yas Island 
Marina Circuit whilst also positioned less than a short five 
minutes’ ride to Ferrari World and with YasWaterworld 
standing only two minutes further. Even better, it’s only 
10 to 15 minutes from the airport so you can sink into its 
comforts and freshen up minutes after landing. Ideal for 
those who want to be close to all the action, this hotel 
offers spacious rooms and also has a fantastic bar that we 
all loved – the Y Bar, which had a great Happy Hour from 8 
p.m. to 12 a.m. on most nights.

Yas Island and Ferrari World
In close proximity to the Yas IslandRotana (in fact right 
next to it) also stands the Radisson Blu, one of the three 
hotels in the Yas Plaza area, along with the Crowne Plaza 

and the Yas Island Rotana where we stayed. The last two 
both sit on the opposite side of the race track. As part of 
our Abu Dhabi hotel inspection we also stopped by the 
Radisson Blu and loved the views it offers over the nearby 
golf course, the amazing Italian restaurant and its great 
Belgian Bar. Some of the hotels in Yas Island offer a free 
shuttle to the Yas Beach Club with towels and sunbeds 
also provided, but our busy schedule didn’t allow us time 
for beach-basking so that’s something to add to my bucket 
list next time I visit Abu Dhabi, and I plan to do it soon on 
a personal holiday that’s all about the leisure and none 
about the business.

Still, we got to fully experience the amazing Ferrari World 
for a day. Access to the Formula 1 circuit is easy while 
getting to the theme park part is equally as easy with 
added thrills. The park has two record-holding attractions 
– the world’s fastest rollercoaster and the tallest loop on 
a rollercoaster: “Formula Rossa” and “Flying Angels”. These 
two attractions perfectly embody what this place is all 
about: Formula 1 speeds to spin your head around. There 
is one other rollercoaster with two more world-record-
beating rollercoasters currently in construction – they 
promise even more out-of-this-world thrills and spills. If 
you’re a thrill-seeker in search of new challenges, whatever 
you do if you make it to Abu Dhabi don’t skip a visit to 
Ferrari World. It’s pure adrenaline-fuelled excitement.

The Etihad Innovation Center
Stepping off Yas Island and going into mainland, the Etihad 
Innovation Center was our next sightseeing destination, 
perfectly located close to two other fantastic hotels we got 
to sample – the Ritz-Carlton and the Shangri-La.

The Ritz-Carlton Abu Dhabi Grand Canal is certainly 
grandiose. There, after touring the facilities we got to 
enjoy an evening gala dinner with a succulent meal in 
the most inspiring ambience. We can highly recommend 
this fantastic hotel to discerning families as it boasts a 

“THE MAJORITY OF OUR TRIP WE WERE BASED AT THE YAS ISLAND ROTANA, A 
BEAUTIFUL AND ELEGANT PROPERTY WITH A LOT OF UNIQUE PERKS, NAMELY IT 

BEING ADJACENT TO THE YAS ISLAND MARINA CIRCUIT WHILST ALSO POSITIONED 
LESS THAN A SHORT FIVE MINUTES’ RIDE TO FERRARI WORLD AND WITH 

YASWATERWORLD STANDING ONLY TWO MINUTES FURTHER”
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fun kids club, a snack bar with a rainbow variety of ice 
cream flavours and, for parents, some truly exquisite 
restaurants you would go to even if you were not staying 
at the hotel. Even more appealing and unique, the hotel 
also has its own ‘Little Venice” complete with a canal.

But it was the Shangri-La Hotel, Qaryat al Beri that stole 
my heart. Sitting on the other side of the canal, this ultra-
luxurious property boasts the most amazing views over 
the Sheikh Zayed Grand Mosque and features a stunning 
infinity pool leading up to the side of the canal – a truly 
breathtaking sight to behold. The hotel’s interiors keep 
the Arabic theme flowing throughout, making you fully 
immerse in the culture and local traditions. The cherry 
on the icing is the sprawling championship golf course 
near the property, which the hotel offers free transfers to 
and from for guests.

Now, about the Etihad Innovation Centre: this is not 
a place that most tourists would stop or even would 
contemplate visiting by but it was interesting and 
informative for us. This is the place where Etihad 
Airways trains the majority of its staff and where all 
their innovative creations and new ideas come to life. 
If you’re flying with Etihad on Economy like we did you 
most likely won’t be able to get a glimpse of the other 
classes but you will get to experience them here. This 
is where we got a taste of the First Class experience, 
we toured its spacious area before sampling the out-
of-this-world ‘Residence’, Etihad’s newest class which is 
basically, a grand house in the sky. That’s certainly flying 
in style with homely comforts!

The Etihad Innovation Centre sits across the canal from 
the Ritz-Carlton Abu Dhabi Grand Canal, and is a short 
five minutes’ ride from the Shangri-La Hotel.

Sheikh Zayed Grand Mosque
The two hotels I described above also happen to be 
two of the closest to the Sheikh Zayed Grand Mosque, 
with the Shangri-La offering the most spectacular views 
over it despite being, out of the two properties, the one 
located furthest away from it. While the Ritz-Carlton is 
a quick six-minutes ride away, the Shangri-La is an also 
convenient nine-minute hop by car.

The definite must-see attraction on any holiday to Abu 
Dhabi, this impressive mosque leaves no one indifferent. 
Its pure whiteness on the exterior and the grand bright 
interiors with dramatic arches, sumptuous columns, 
ornate ceilings and exquisite motifs throughout are 
nothing short of palatial and the stunning architecture 
is certainly to be admired inside-out. The late Sheikh 
Zayed is buried here and worshipped a full 24-hours a 
day. During a visit here it’s important for foreign visitors 

to respect the religious nature of this building and dress 
in appropriate attire. Women must cover shoulders and 
legs and wear headscarves.

Emirates Palace Corniche – where royalty stays at 
On the other side of Abu Dhabi, namely the beautiful 
Corniche area with its long seawalk promenade and its 
sandy beaches, sits one sumptuous hotel that’s a notch 
or two above any other else. The awe-inspiring Emirates 
Palace is so exclusive that only the highest strata of 
society frequent it. In fact, while we toured around its 
facilities, it just so happened that the King of Jordan was 
staying there. Exuberantly elegant with gold, silk and 
silver etched all over the place, one of the place’s unique 
selling points is its tight security, so you don’t have to 
wonder why high-ranking figures choose it.

To stay along the beautiful Corniche area in Abu 
Dhabi you don’t have to be a millionaire or a celebrity. 
Conveniently placed facing pristine beach stretches 
are the Beach Rotana and the Park Hyatt, two more 
outstanding properties we got to check out.

While the Beach Rotana was very similar to the 
YasRotana we first stayed at, it offers a larger swimming 
area with a good variety of water sports. The rooms 
at Beach Rotana all feature balconies which is what 
probably makes it a five-star property – the Yas has four 
stars - but aside from that extra the rooms are exactly 
the same as the YasRotana.

Park Hyatt is a luxurious property, one of the first to 
be built in the area and boasting an amazing stretch 
of beach. One of its best features is in fact the Beach 
House, as well as the massive ground and gardens that 
surround the hotel. This is a place to escape the world 
and enjoy real peace and tranquility. The Bar and Grill 
is a great place to unwind as you watch your food being 
freshly prepared and cooked in front of your eyes.

Desert safari adventure – my favourite part of the trip!
Proof that’s there’s plenty of thrills to be had in Abu 
Dhabi, the dune bashing in the desert was certainly my 
highlight of the trip. It was a pleasant 30 to 45 minutes’ 
drive from the hotel and the first stop is at the Camel 
Farm, where you meet these gentle creatures before 
proceeding onto the main complex with camel riding 
and sand boarding available. You can also opt for quad 
biking for an extra cost (around £10 for 15 minutes) and 
I definitely recommend it, I did it and it was a fantastic 
add-on to the overall experience. The sand-bashing is 
amazing, and just in case anyone gets a little queasy 
from all the action, there’s a safety car following you all 
the way. After all the activity you get to rest up inside 
the main area, where there are shisha pipes and you are 

served a delicious buffet. If you want to you can also 
make the most of the opportunity and try on traditional 
Arabic attire.

Last thoughts before departure - How to sum up Abu 
Dhabi?
Abu Dhabi wasn’t what I expected at all. I thought I’d be 
finding a quiet and relatively boring city with not much 
to do beyond the hotels and, boy, was I proved wrong! 
Yes, Abu Dhabi might be quieter than Dubai overall but 
that is in fact a great part of its appeal and it doesn’t 
mean that it’s boringly quiet either. It’s simply a demurer 
destination that still packs powerful entertainment with 
big attractions to go and see. Less crowds, less noise, 
contemporary elegance that blends with centuries-old 
traditions...what’s not to like? Especially for families 
seeking the perfect blend of cosy tranquility and 
elegance with added splashing fun and couples thirsty 
for relaxation, pampering and discovery, Abu Dhabi is a 
serious contender...Dubai better watch out!

What about the food and alcohol drinks?
A question on many traveller’s minds is whether or 
not alcohol is widely available and served at the more 
conservative and strict Abu Dhabi. The answer is: yes, 
it is! Unlike many reports wrongly point out, all hotel 
bars in Abu Dhabi serve alcohol drinks freely. Unless 
you’re visiting during the holy dates of Ramadan or you 
happen to be there during selected festivals where they 
have dry days, alcohol will be flowing, and even during 
these special times many hotel bars still open to offer 
mocktails and shisha. If you’re serious about your tipple 
you’re mostly covered here, but you better check the 
dates of when you’re travelling to avoid dry spells!

Foodwise, Abu Dhabi is nothing short of excellent with the 
standard meal mostly consisting of typical Arabian BBQ, 
with the finest selection of succulent and flavoursome 
meats accompanied by bread and dips (usually hummus) 
with baklava being the most popular dessert. On Fridays 
all hotels have a massive brunch which is one of the 
quintessential things to experience here.

Not so quiet Abu Dhabi, a destination to shout about
What’s coming up in deceptively quiet Abu Dhabi, you 
ask? Well, not as much as in Dubai, and thankfully so as I 
was expecting to find lots of construction works but saw 
none. This emirate may look all done and ready yet still 
has some surprises in store. One of bigger things to come 
is the development of Saadiyat Island, which is dubbed 
to become the leading tourist destination, not just in the 
Middle East but in the whole world, with an amazing 
white sand beach and many of the world’s leading hotels 
building magnificent properties here. I can’t wait!

“TO STAY ALONG THE BEAUTIFUL CORNICHE AREA IN ABU DHABI YOU DON’T HAVE 
TO BE A MILLIONAIRE OR A CELEBRITY. CONVENIENTLY PLACED FACING PRISTINE 
BEACH STRETCHES ARE THE BEACH ROTANA AND THE PARK HYATT, TWO MORE 

OUTSTANDING PROPERTIES WE GOT TO CHECK OUT”
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There’s plenty of entertainment to be found in the eighth instalment of the vrooming 
series—as well as a bit of exhaust. Any excitement one might have about those 
proposed self-driving cars currently being developed in Silicon Valley is likely to be 
quickly suppressed while watching The Fate of the Furious. Hundreds of cars, their 
programs hacked, take off without anyone at the wheel, wreaking havoc in the busy 
streets of New York City. Within minutes, it’s literally raining cars from a multi-storey 
parking facility in the film’s most audacious set piece. 

Vehicular carnage remains the big draw of this long-running franchise, but the makers 
of this eighth instalment recognize that there are just so many ways you can blow up 
expensive cars before it starts to feel routine. The solution, according to the new film? 
Raise the emotional stakes.

So Vin Diesel’s Dominic Toretto, the icon of all that bumper sticker dialogue about the 
importance of family, is seduced to the dark side, betraying everything he ever stood 
for and going up against the very friends that meant the world to him. On paper that 
sounds like a promising idea but Diesel, whose stony expressions seldom betray what’s 
going on in his head, never fully convinces you that this is anything more than just a 
temporary plot twist.

Director F. Gary Gray lucks out by landing two Oscar winners in his cast. The always 
alluring Charlize Theron shows up to play ruthless hacker Cypher whom Dom aligns 
with. And then there is the amazing Helen Mirren – think about it, Dame Helen Mirren 

in a Fast & Furious movie! – but you have to figure out for yourself what 
she’s doing here.

The rest of the cast is back too including Dwayne Johnson 
as Agent Hobbs, who spends a bulk of his screentime 

in orange overalls behind prison bars, and 
Jason Statham as former assassin 

Deckard Shaw, also cooling 
off in the slammer. They’re 

recruited by returning 
spook Kurt Russell to 
join the original team 

in an effort to nix whatever nefarious plans Cypher and Dom are hatching.

There’s not a lot of deviating from the trusted formula as the plot globe-hops 
constantly, finding newer ways to destroy cars at every stop. But it has to be said here 
that the franchise is definitely showing signs of running out of gas. The solution, for 
each time that the writers can’t come up with anything clever, cannot merely be to 
‘go bigger’. No wonder a set piece in Iceland involving a submarine of all things feels 
overlong and a tad underwhelming.

Eight films over 16 years is a big achievement. And although Furious 7 is one of the 
highest grossing films of all time, don’t forget much of that success had to do with 
the fact that it was the last time the fans would see Paul Walker on screen. Fate of 
the Furious is too eager to please, too concerned with the Fast and Furious-ness of its 
existence. Earnest and non-neurotic as its characters may be, the movie is pretty self-
conscious, in a way that makes us worry about the future of the franchise. 
We have seen this happen before—properties gradually becoming winking fan service, 
and little else. Fate of the Furious doesn’t quite get there—it’s still a whirling good time. 
If the franchise must continue – they have promised two more films before the curtains 
come down – it would be wise to go back and remember why the first film, all the 
way back in 2001, was such an unexpected hit. It’s because it had a scrappy, underdog 
quality to it, and a sincere heart. Both of those things are missing in Fast & Furious 8. 
And no amount of explosions and chases, however impressive, can make up for heart.

In spite of that, The Fate of the Furious held strong in first place at the domestic box 
office for its second consecutive week. The eight film surpassed Star Wars: The Force 
Awakens with the biggest worldwide opening of all time, earned an estimated 
$38.7 million at the domestic box office. This marks a 61 
percent drop from its $100.2 million domestic debut 
in the first week.That said, the film continues 
to perform incredibly well internationally. 
The current foreign total for The 
Fate of the Furious stands at an 
impressive $744.8 million, 
bringing its worldwide total 
to $908.4 million.

THE FATE OF THE FURIOUS
Early in Ivanka Trump’s airy new advice book, Women Who Work: Rewriting The Rules For 
Success, there is a section titled “Begin with the End in Mind.” In these pages, Ivanka advises 
readers searching for their goals to envision how they would like to be remembered later 
in life.Ivanka conducts this exercise by imagining herself at a “milestone birthday” table, 
surrounded by “blush-colored peonies” and “the people who’ve mattered most to me”: 
her family, her oldest friends. At such an idyllic future fête, she wonders, “What would 
others say about me?”

Ivanka portrays herself in Women Who Work as an entrepreneur who has made it her 
“life’s work to inspire and empower women in every aspect of their lives.” But as the cast 
at Saturday Night Live (along with perhaps half the country) have asked: How?  The 
primary example of Ivanka’s feminist advocacy is her Women Who Work initiative, after 
which the book is named.

Women Who Work, which Ivanka claims “became a movement,” was launched as a 
content marketing campaign for her fashion business, which sells mid-range clothing and 
accessories that are as risk-averse and unexciting as this 212-page book, a collection of 
career, productivity, and leadership advice cobbled together from best-selling leadership 
texts, TED talks, and short interviews that have already been published on her fashion 
company’s website.

None of the advice in Women Who Work is particularly radical, and unlike her previous 
book, The Trump Card, there are few personal anecdotes that bring Ivanka to life on 
these pages. Although Ivanka says the book was written before the election, the last few 
pages of Women Who Work read like a preview of her White House agenda, touching 
on the necessity of funding for female entrepreneurs and paid parental leave and 
acknowledging the gender pay gap.

Those are important issues, but look further to find the topics Ivanka chooses not to 
address. Somewhere between the eternal pursuit of Inbox Zero and the need for more 
female leaders lie serious problems that hold professional women back, like institutional 
sexism, harassment, and racism–issues that have permeated her father’s campaign and 
presidency like cigarette smoke on a wool coat. There are plenty of leadership books that 
fall short with this kind of stuff, but Ivanka had a front-row seat to her father’s gendered 
and racially abusive campaigning as this book was being written. She stood by him the 
whole time.

Politics aside, this is a motivational book asIvanka describes how her mother shaped 
her worldview. She also has various quotes and information in her book of people who 
inspire her and she shares some of the resources that have made an impact on her.

At one point in Women Who Work, Ivanka recalls advice passed along by her husband, 
Jared Kushner. Life, Kushner tells his wife, is a marathon, not a sprint. Perhaps Ivanka is 
playing a long game–looking far ahead into the future and plotting how she wants to be 
remembered: a loving mother and wife, a dedicated entrepreneur, and an advocate for 
women, as she reminds us throughout the book.

We would all love to be born into a wealthy family, to possess beauty and poise, and to 
have a loving family, and personal success. We cannot imagine that such a life might also 
be strewn with other kinds of boulders in the road, or that with all One’s gifts, success 
might not be a preordained matter of course.The challenges of family, duty, work, and 
commitment are not abstract theory for those who care, and caring is not a domain 
limited to the less fortunate. There’s much to learn about balancing a life and struggling 
to be free of pretense here. It’s a wise book worthy of reading and taking to heart.

Title:Women Who Work: Rewriting The Rules For Success
Author:Ivanka Trump
Year: 2017

Ivanka Trump’s 
Advice for Working 
Women

BOOK REVIEW FILM REVIEW
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“Focus on being productive instead of busy. ”
Tim Ferriss

“A satisfied customer is the best business strategy of all.”
Michael LeBoeuf

“Someone’s sitting in the shade today because someone planted 
a tree a long time ago.”

Warren Buffet

“All lasting business is built on friendship.”
Tom Peters

“Leaders don’t create followers, They create more leaders. ”
Tom Peters

“Don’t find customers for your products, find products for your customers.”
Seth Godin 

“Intelligence without ambition is a bird without wings.”
Salvador Dali

“Good design is good business.”
Thomas Watson Jr. 

“I learned that focus is key. Not just in running a company, 
but in your personal life as well.”

Tim Cook

 

“Business is a combination of war and sport.”
Andre Maurois

BRAND 
THOUGHTS & TIPS

BRAND QUOTES

BOOKS

WHAT’SHAPPENING

5TH – 7TH MAY 2017
MALAYSIA COFFEE FEST 2017 
What: AThe first ever Malaysia Coffee Fest will celebrate 
everything that is wonderful about Malaysia’s vibrant 
coffee culture. From top class baristas to talented local 
artisan roasters, to fiercely independent coffee shops 
and more.Where: Kuala Lumpur Convention Centre 
(KLCC)
Website: www.mycoffeefest.com.my

11TH  – 13TH MAY 2017
ITEX 2017 2017 
What: ITEX is an annual exhibition which features 
23 invention categories related to innovation or 
technology which aim to make everyday life easier. 
One of the most prominent features at ITEX is the 
Invention and Design Competition where local and 
international Awards will be bestowed to successful 
inventors.
Where: Kuala Lumpur Convention Centre (KLCC)
Website: www.itexshow.com

12TH –13TH MAY 2017
BORNEO JAZZ FESTIVAL 
What: Borneo Jazz is an annual two-day international  
festival , nestled in the gentle town of Miri, in 
northern Sarawak, East Malaysia. It has gained the 
reputation of presenting a collection of eclectic 
bands that spans the history, the lineage and the 
variety of the jazz repertoire.
Where: Parkcity Everly Hotel, Miri, Sarawak
Website: www.jazzborneo.com

BADASS YOUR BRAND: THE IMPATIENT 
ENTREPRENEUR’S GUIDE TO TURNING 

EXPERTISE INTO PROFIT
By Pia Silva

Whether you are still employed and 
dream of being your own boss, or you’re 
self-employed but have always struggled 
to find clients, Badass Your Brand is the 
quickest way to start attracting high 
paying clients and building a reputation 
that will afford you the freedom of lifestyle 
that you want— without the startup costs

OPTION B: FACING ADVERSITY, 
BUILDING RESILIENCE, AND 

FINDING JOY
By Sheryl Sandberg & Adam Grant 

From Facebook’s COO and Wharton’s 
top-rated professor, the #1 New York 
Times best-selling authors of Lean In 
and Originals: a powerful, inspiring, and 
practical book about building resilience 
and moving forward after life’s inevitable 

setbacks

A WINNING BRAND: HOW TO BUILD 
A POWERFUL, PERSONAL BRAND IN 

TODAY’S MODERN, DIGITAL WORLD
By Kraig Kleeman

The world is getting more crowded, so 
it’s critical to know how to effectively 
position yourself to stand apart from 
and above everyone else. Kraig Kleeman 
has the strategies to help you to build a 
loyal following, be seen as the expert in 
your field, earn more customers, get more 
referrals, gain increased visibility, and 
establish a reputation of being the best in 

the business.

UNSHAKEABLE: YOUR FINANCIAL 
FREEDOM PLAYBOOK 

By Tony Robbins 
After interviewing fifty of the world’s 
greatest financial minds and penning 
the #1 New York Times bestseller Money: 
Master the Game, Tony Robbins returns 
with a step-by-step playbook, taking you 
on a journey to transform your financial 
life and accelerate your path to financial 

freedom.

6TH – 9TH MAY 2017
INTERNATIONAL BEAUTY EXPO 2017 
What: International Beauty Expo (IBE) is a well-
established market-place for international beauty, 
hair, cosmetics, nail and spa business owners and 
professionals. The ever growing number of exhibitors 
and trade visitors accompanied with value added trade 
programs has created a unique business environment 
for this fastest growing trading hub
Where: Putra World Trade Centre (PWTC), Kuala Lumpur
Website: www.ibe.my

BRAND CULTURE
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