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ow quickly time passes and we are at the end of 
2016! The irony about an ending is that it heralds the 
beginning of something new and that sums up the 

beauty of life’s journey. Every beginning has an ending and 
every ending has a new beginning. Every positive thing we 
have achieved for the year inspires us to do more; and every 
negative thing that happened makes us want to make it right, 
come the New Year.

That should be our approach towards life, as it is pointless 
to spend time griping about things that went wrong and not 
wanting to make it right. It is very easy to fall into the trap of 
groaning and moaning about matters and blame the whole 
world for it, when in actual fact, all it takes is a bit of initiative 
and time to step forth and rectify the whole problem.

Well, you may say it is easier said than done. Try doing it and 
you will see how long and arduous the journey is. Yes, I agree 
on that point, but if you do not try, you will never know. After 
all, 2016 has been a year where many of us have taken the 
first step to push for something we believed in. The end result 
may not be what we had wanted it to be, but at least, we went 
on ahead and did it.

From the mighty Olympians and paraplegic Olympians who 
ran the race of their lives in the recent games to the Brits 
who voted to exit European Union and those Americans who 
voted Donald Trump as the 45th President of the USA; not 
forgetting those brave individuals who walked across the 
suspended glass bridge in China to overcome their fear of 
heights – they all took the first step and it left an indelible 
mark on their lives that will shape the future of the world.

2016 has been a good year for The BrandLaureate. Being 
the 10th Anniversary of The BrandLaureate Awards, we 
celebrated our success during the Awards Gala Dinner in 
June. It was an occasion to rejoice in all that we had achieved 
and how we have become the leader of the Awards industry. 
To commemorate the occasion, the first branding quote 
book, authored by Dr. KKJohan, the Founder and President 
of The BrandLaureate, was launched; and we also organized 
the inaugural The BrandLaureate Brand Versus Brand Golf 
Championship. These, in hindsight, may be baby steps 
compared to many more larger steps that The BrandLaureate 
would achieve as we move into our second decade.

The BrandLaureate Business World Review has had 
outstanding cover story features. Apart from the regular genus 
of corporate leaders appearing on the covers, 2016 saw the 
faces of the leaders behind MARDI (Malaysian Agricultural 
Research and Development Institute), ATM (Angkatan Tentera 
Malaysia or the Malaysian Armed Forces) and, in this issue, 
UNIKL, the country’s only vocational university.

The story on MARDI has provided our readers with a better 
understanding of food production and sustainability in 
Malaysia and the steps taken to cultivate ‘agro-preneurs’. 
Getting the story on the Chief of the Malaysian Armed Forces, 
YBhg. General Tan Sri Dato’ (Dr.) Haji Zulkifeli Mohd. Zin, was 
a coup as the General had never being featured in a business 
and branding magazine before and the story captivated the 
glory, honour, passion, dedication and romance of being a 
soldier and a general in all its fullness as well as appreciate 
the role of the armed forces as a peerless brand.

This issue, featuring YBhg. Professor Dato’ Dr. Mazliham 
Mohd. Su’ud, President and CEO of UNIKL, is timely as we 
end the year by emphasizing on the importance of education, 
especially technical and skilled education in the country – an 
important component in our nation’s roadmap to achieving a 
high-income nation.

Recently, the Education Ministry released the results of 
the UPSR or Ujian Pencapian Sekolah Rendah – a major 
examination for students in Primary Six before they enter 
secondary school. This year’s examination was different as 
it adopted the Higher Order Thinking Skills (HOTS) format. 
HOTS is a holistic system as the students are assessed based 
on their analytical and comprehensive skills and performance 
in extracurricular activities as opposed to the previous pro-
theoretical format. Alas, when the results were released, 
only 1.1 per cent of 452,721 students who sat for the exams 
scored full A’s compared to 38,344 students the previous 
year who were assessed using the old format. Parents were 
disappointed that their children who studied hard could not 
score well.

Nurturing well-rounded students and building future leaders 
of Malaysia is not all about studying hard and rote learning 
is definitely not the way to go. Students must get out of 
their comfort zones and be able to analyse situations and 
develop practical or workable solutions. Implementing HOTS 
resonates well with the theme of endings and beginnings for 
it means the end of the past curriculum and methodology of 
teaching and the beginning of a better and brighter future; 
not to mention better positioning of our education system, 
which is the backbone of our country’s progress as a whole.

As we end the year, the hope of new beginnings remains 
strong as The BrandLaureate looks forward to better 
things to come in 2017. Thank you for all the support you 
have accorded to us and we will strive to do better for you 
in the new calendar. One thing you can be sure of is The 
BrandLaureate will take whatever challenges that arise head 
on and not be cowed by it!

Merry Christmas and a Happy New Year!

H

CHEW BEE PENG
PUBLISHER / EDITOR-IN-CHIEF

BPCHEW@THEBRANDLAUREATE.COM
FACEBOOK.COM/BRANDLAUREATE

THERE ARE NO ENDINGS, JUST BEGINNINGS
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he past year has been the most challenging and 
exciting year for us and we are very thankful that 
you were all there with us to experience it all. We 

had a remarkable 2016 at The BrandLaureate Business 
World Review thanks to you readers, whether subscribers, 
well-wishers, or just occasional passers-by.

Since our beginnings as a publication, we’ve been striving 
to find and share brand stories that bind us together; to 
seek out strength in the midst of the current challenges. 
We have had some wonderful brand leaders and stories 
featured in the past seven issues this year and we are 
excited to listen, learn and share in the specific moments 
of leadership, of strength, of success and defeat; of 
everything that makes us so sublimely human and how 
we found that in brands and personalities we interview.  

On a certain level, every issue of The BrandLaureate 
Business World Review has been a leadership issue. A lot 
of the articles we’ve published have been stories of untold 
accounts between a leader’s passion with his brand, and 
I think it’s safe to say that’s an essential project of the 
magazine. For this issue in particular, we’ve assembled 
an array of perspectives on brand personalities and brand 
stories that span the spectrum between the analytical 
and the personal. There are so many solid contributions 
to read and be inspired by, as well as pieces that simply 
strike a nerve of sadness and pain.

We remember revamping The BrandLaureate Business 
World Review this year and all the excitement that 
brought to us. We remember that moving to a new front 
cover format helped to change the way we did things and 
made us more sustainable. Early 2016, we introduced 
the column Grapevine that highlights brands that are 
rumoured to hit the market with a bang; Glocal Cuisine, 
a continuation of the Country Branding series which 
focuses on commercialized food from different countries; 
and many more. We’re confident that a combination 
of these columns, along with a renewed dedication to 
curating and beautifully presenting our work in a way 
that’s hither to been impossible, will provide you with the 
best possible reading experience when reading us. 

The internet, as it has done with most aspects of our 
lives by now, makes the reading experience both better 
and worse. In the blink of an eye you can find an exact 
aggregated percentage of just how poorly a brand 
you love has fared with critics, how dismally the brand 
you hold dear to your heart has been received by the 
entire world around you. Thus, this year we tapped 
into the digital market and gave a new look to The 
BrandLaureateBlogazine, Brandology, a hybrid of a blog 
and a magazine that is made to be a site where brands 
and accessibility meet.

We want you to be able to read the magazine however 
you want to read it - whether that’s online, on your phone, 
or on the physical thing. We’re making it easier than ever 
to subscribe, and giving you what we think is a pretty 
good reason to stick around. So if you’ve ever been on 
the fence about subscribing, now is the time to jump in!

But, don’t get us wrong, there is more to be done and 
there are more stories to tell, and it’s important to those 
of us who consider ourselves allies of brands, big or small, 
to listen carefully to their stories. We don’t know what 
huge stories we will tell in 2017 but we hope you’ll enjoy 
reading them as much as we write them. I personally 
love starting out each year with something brand new 
to write. People don’t often think about the symbolism of 
a new year, and how it can be an opportunity for writers 
to try new things. We will continue to talk about the best 
and the worst of our current obsessions over brands, 
why we’re obsessed with them, and basically everything 
about branding that are dominating our everyday lives 
right now. We welcome you to share with us your brand 
obsessions. Are there brands you believe don’t receive 
enough attention that you, personally, do love? Feel free 
to write to us at info@thebrandlaureate.com. 

On behalf of the whole team, I would like to express our 
deepest gratitude to you, our dear readers, for being with 
us through this journey as we both grow together. 

Cheers to another meaningful year together!

IDA IBRAHIM
MANAGING EDITOR

IDAIBRAHIM@THEBRANDLAUREATE.COM
FACEBOOK.COM/BRANDLAUREATE
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Excellent source of calcium

Vitamin D3 helps calcium absorption 

Helps maintain healthy muscles & bones

Essential nutrient for your muscles

Plays role in many biological process

Helps ensure optimal muscle function

Contains blend of Glucosamine & Chondrotin

Natural ingredients for joint nutrition & 

lubrication 

Healthy approach to addressing joint pain

Cal + D3 Magnesium Joint Formula

NUTRIENT RECOMMENDATION

MAL15075027NCR MAL16015016NCR MAL09062131XCR

Blackmores is thrilled to be partnering with the Australian Open. The tournament 
is undoubtedly one of the premier summer sporting events in this country and 
with a significant focus on health and wellbeing, there are many natural synergies 
between our brands.

The 4-year partnership with the Grand Slam of the Asia-Pacific cements 
Blackmores as Australia’s No.1 vitamin and supplement brand* as well as 
Malaysia’s No.1 brand in the Health Supplement Category*.

Stretch before and after
Keeping your joints mobile is important in 
reducing stiffness and pain -even if you’re 
suffering from some pain after a match. It’s 
always good to practice low-impact 
bending and stretching before and after a 
match, as well as during recovery. 

Wear comfortable shoes
This applies to not only the shoes you wear 
while playing the sport, but also to the shoes 
you wear in your everyday life. Make sure 
you get a shoe that fits your foot shape & try 
not to sacrifice too much comfort for style - 
especially for ladies who wear heels regularly!

One of the potential long-term effects of playing intensive racquet sports is the 
strain it may put on your muscles, joints and bones. Here are some ways to can 
help to mitigate such long term effects:

Take a dip in the pool
Because water supports your joints and 
keeps them weightless, swimming is one of 
the best low impact exercises that you can 
perform regularly to keep your muscles & 
joints mobile & to build up muscle strength, 
while protecting your joints from strain. 

Give your body the nutrients it needs
While consuming a diet that is healthy and 
nutrient balanced is crucial, it is also 
important to note that there are specific 
nutrients important for the health of your 
bones, muscles and joints. 

  

PROTECTING YOUR JOINTS, MUSCLES AND BONES

Racquet (Racket) sports are played all over the world in 
many countries. Amongst the most popular are 
badminton, squash, table tennis and of course - tennis! 
Here are the top reasons why racquet sports are 
amongst the most challenging in the world!

1.  You’re not just using your hands.
Being good at racquet sports requires a combination of 
speed, agility, stamina and strength. With your entire body 
needing to run like a well-oiled machine, it requires the same 
or even higher levels of fitness than other sports!

2.  It’s a mental workout too.
Racquet sports are one of the few sports that requires constant 
cerebral concentration when playing, because you need a 
consistent use of strategy to have a better chance of winning. 

3.  These sports give you strong muscles and joints. 
Tennis, badminton and squash require much greater joint 
movement and joint strength that other sport. You’ll improve 
joint strength in your hands and your legs as you move around 
the court.

4.  Long matches means a strong cardiovascular workout
Racquet sports can often stretch into the hours, with many top 
tennis matches going on for three or more hours. This results 
in a strong workout for your heart and lungs, on top of all the 
benefits for your muscles.

FOUR KEY HEALTH BENEFITS OF 
RACQUET SPORTS

with Healthy Bones, Muscles & Joints

Celebrate  

Great Tennis

If you have a health enquiry or would like to find out more about Blackmores products, 
please call our Health Advisory line at 03 7955 0993 (Mon-Fri, 9am-5pm) or email us at 
healthadvisory@blackmores.com.my

*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). 

Blackmores (M) Sdn Bhd (201549-U) K.K.L.I.U No. 0054/2016

This is a medicine product advertisement.
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W H A T ’ S  I N S I D E
issue #38 December - January

This issue celebrates, clockwise from top, 
Professor Dato’ Dr. Mazliham Mohd Su’ud of UniKL 
Malaysia, MARDI, Kechara, The Alphabet Press, 
Nell Ng, late king of Thailand, Bhumibol Adulyadej 
and many more..
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revered vocational university Universiti 
Kuala Lumpur (UniKL) is an institution 

which prepares students for future career 
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on experience in specific fields of study. In 
this issue we talk to UniKL President and 
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Su’ud’s about the evolution of UniKL since 
its inception, his views on the power of 

vocational education and the contribution 
it has made to the nation’s sustainable 
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VOCATIONAL MISSION

THE LION WHISPERER : 
Standing Eye to Eye with Predators
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The Tai Chi of Branding
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OF UNIVERSITI KUALA LUMPUR

We benchmark ourselves 
with some of the local and 

regional universities to 
monitor our progress and 
standing. After all, no one 

dares to declare themselves 
as a vocational university, 

but I am proud to say that 
UniKL is a 

vocational university!

            2016 IN REVIEW :
We look back at some of the major events 
that shaped 2016 – some had the world 
in division but there were times when 
unforgettable occasions brought us all 
together. This is us, saying goodbye to the 
year it was.

King Bhumibol Adulyadej – The Final 
Ascent
The system of the monarch is an age-old 
institution which seems archaic in this 
modern day and age. Having said this, 
a sense of connectivity is key in making 
the world go round today. The late King 
Bhumibol Adulyadej had been successful 
in imbuing Thailand’s sovereignty with a 
new breath of relevance in his nation in 
a manner that is highly relatable to his 
people – the sort of imprint befitting an 
artistic soul that will not fade away from 
the living canvas of his subjects’ hearts 
forevermore.

Barack Obama’s End of Change
Eight years ago, President Barack Obama 
took the stage and the presidency on a 
campaign of hope and change at a time 
when the economy was in the grips of 
recession. As his two-term presidency draws 
to a close, we look back at his political 
milestones and contributions. 

US Election 2016 – The Day After
The 2016 US presidential campaign had been 
a roller coaster ride with twists and turns 
that left voters alternately elated, distraught 
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man and beast with mutual respect, 
equality of spirit and boundless love. 
This epitome of humanity as it should 
have been shows us the true essence 
of brotherhood; simultaneously 
championing a remarkable call in 
his lion heart: To safeguard the great 
hunters that have now frighteningly 
become the hunted.

Brand Seminar
The BrandLaureate recently held its 
annual The BrandLaureate Brand 
Seminar where speaker, Dr KKJohan, 
President of The BrandLaureate, spoke 
on the topic “When brand hurts. Brand 
damage is like brain damage”. Read 
about his inspiring speech to learn what 
causes brand damage and how you can 
prevent it from happening.
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As Malaysia’s leading R&D institute, 
MARDI has grown from only performing 
R&D projects to one that also focuses 
on the commercialization of agrotech. 
The statutory body generates and 
transfers new technologies and 
innovation towards the advancement 
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It’s that time of the year again where 
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them? We’re here to help you start on 
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forgotten printing method
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the coolest gadgets in the world for you! 
You don’t have to worry about missing 
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we got it covered for you. 
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Never heard of their names? You might 
know their brand! We bring you five 
founders who have been keeping it 
low-profile despite their brand’s global 
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company, PAN Production.
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feature is none other than the highly 
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A close look at the numbers reveals a nuanced story of the Malaysian 
education system, in which the right sort of education is still the best route 
to a good job, decent income and, even better, health and happiness. While it 
is undeniable that this period of fast-changing and over-competitive world 
has affected the job market for the young generation, the truth close to the 
situation is revealing a much serious underlying problem: an emerging gap 
between young professionals’ expectations for their future and the harsh 
realities of the labour market. With the markets experiencing an increased 
shortage of skilled workers and graduates learning the hard way that there 
are no guarantees of a bright future upon graduation, more and more people 
are wondering whether the kind of university education is the excellent route 
to the good life that it once was.

The impulse for creation of technical training institutions, offering courses 
tailored to the demands of industries came from the need to address the 
“skills shortage” gap for the ultimate benefit of society. But what makes an 
education relevant to this brave new world doesn’t fit neatly into the “skills 
shortage” narrative that the country is experiencing, and not all universities 
are delivering.

In Malaysia, championing the Higher Technical and Vocational Education 
and Training (HTVET) is Universiti Kuala Lumpur (UniKL), one of the country’s 
leading technical universities. Known for its best combination of quality and 
scope, standards as well as its open, collaborative, and innovative culture, 
UniKL delivers high-quality academic and vocational excellence that is 
different than a traditional university.

The Vocational and Technical Powerhouse
Established on 20 August 2002 under Majlis Amanah Rakyat (MARA), an 
agency under the Ministry of Rural and Regional Development (KKLW), 
UniKL provides graduates with the knowledge, skills and attitude required 
to contribute towards and play major roles in a globalised and knowledge-
based economy. 

“The philosophy of the university is to offer programmes that will enable 
our graduates to secure and perform in their future career. The whole model 
of UniKL education is meant to train our graduates, who are the future 
workforce of the industry,

We believe that with this philosophy, it is very important for us to ensure 
anything that we do is related to the global industry. In fact, the students 
that we prepare are students that are almost ready to work upon graduating 
from our university,” says Professor Dato’ Dr. Mazliham Mohd Su’ud, President 
and CEO of UniKL.

Since its inception, UniKL has produced more than 40,000 graduates to date. 
Based in the heart of Malaysia’s capital and commerce area, the university 
boasts the tallest University Tower in the country, a 31-story building situated 
at the heart of the Golden Triangle of Kuala Lumpur.

UniKL through its Institute, School, College and Centre offers the following 
services; Foundation, Diploma, Bachelor Degree, Master Degree & PhD, 
Professional Certificates, Short Courses, Franchise Programme, Customised 

BY  IDA IBRAHIM

AS THE NAME IMPLIES, VOCATIONAL SCHOOL TEACHES A VOCATION. OVER THE YEARS, THE 
IMPORTANCE OF CAREER AND TECHNICAL EDUCATION HAS GROWN EXPONENTIALLY ACROSS 
THE COUNTRY, AND GLOBALLY. MORE UNIVERSITIES ARE NOW RISING TO THE CHALLENGE 
AND CREATING NEW OPPORTUNITIES FOR UNDERGRADUATE STUDENTS TO APPLY THEIR 
KNOWLEDGE, WORK ON LONG-TERM PROJECTS WITH REAL-WORLD IMPACT AND DEVELOP 
THEIR SO-CALLED SOFT SKILLS.

UNIVERSITI KUALA LUMPUR

SUPERSIZING VOCATIONAL 
AND TECHNICAL MINDS
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Programme and e-Learning, Education, Business, Technical 
and Management Consultation Services, Research and 
Development, Product and Commercialisation. 

“UniKL is championing the experiential learning programme, 
helping students to understand how their education, 
regardless of their chosen field of study, can be applied to 
life after school,” says Mazliham. 

As a leader in a brand that is leading the technical way, 
Mazliham, whose passion lies in vocational education, gives 
his take on TVET as he sees it:

“A vocational education is a concept where you develop your 
students into a specific career. For instance, having a college 
degree in business doesn’t make you a businessperson, 
while having a vocational degree as an aircraft engineer 
makes you an aircraft engineer,

Thus, the role of UniKL is to ensure that their students 
are prepared for the job they want, allowing students to 
understand the professional world and becoming aware 
of the diversity of available professions and opportunities,” 
says Mazliham.

The Brand Champion’s visage glows as he shares on the 
epitomic institution that is UniKL. Among  UniKL’s fields 
of expertise are Marine Engineering, Aviation & Aircraft 
Maintenance, Automotive Maintenance & Components, 
Chemical and Bio Engineering, Information Technology and 
Animation & Multimedia to name a few.  

Despite UniKL’s remarkable achievements which span from 
expansion in number of campuses, increased in students’ 

intake, major collaborations sealed with global industry 
players and renowned institutions and improved financial 
capability, under the direction of Mazliham, UniKL takes it 
to the next step.

“When I first took over UniKL, it was running well just as 
it is. But what I did was to take the university to the next 
level,

“When MARA decided to establish a university, they pulled 
all these institutions under one umbrella under the UniKL 
brand. The challenge was to upgrade these institutions 
and work together to be ranked as one university as, at 
that time, different campuses had different mentality, 
concept and approach. Hence, the concept of ‘We Are 
UniKL’ was introduced to engage every institution to think 
as one brand. The idea was not to have one main campus 
but a big, centralized teaching factory,” says Mazliham. 

The idea of combining the institutions into one university 
with separate campuses brings an exciting possibility 
for UniKL’s future in becoming a leading proponent of a 
unified vocational education brand. 

Today, with 14 institutes with 12 campuses located all 
over Peninsular Malaysia, such as in Kuala Lumpur, Bangi, 
Cheras, Kajang, Lumut, Ipoh, Kulim and Pasir Gudang to 
name a few, every campus has its own specialization with 
the concept of ‘One Campus, One Specialisation.’

Some of the specialisations include Automation & 
Industrial Maintenance; Medical Science Technology; Product 
Design & Precision Manufacturing; Information Technology; 
Animation & Multimedia; food Technology, Chemical, 

Bio-engineering, Polymer & Environmental; Marine; Aviation; 
Automotive; Electrical, Electronics & Telecommunication; Quality 
Engineering & Industrial Logistics; Medical and Allied Health 
Sciences;  Accountancy, Entrepreneurship & Islamic finance; and 
Oil & Gas.

One of UniKL’s most well-known campuses is Universiti 
Kuala Lumpur Malaysia France Institute (UniKL MFI), an 
advanced technical training center in the fields of engineering 
technology specialising in automation, electrical, mechanical 
and maintenance. Fully supported by the Malaysian 
government, UniKL MFI was incorporated in February 1995 as 
a cooperation project between the Malaysian government and 
the French government. The French partners are represented 
by Jf Boccard and the Association de formation Professionelle de 
I’Industrie Rhodanienne (AFPI) and Malaysia is represented by 
MARA. It is clear – crystal clear – that Mazliham is an educator 
at his heart of hearts when he became one of the instrumental 
pioneers in setting up UniKL MFI.

Applying Knowledge:  
Research, Innovation & Entrepreneurship 
As an international university with a worldwide reputation for 
excellence in technical education and research, UniKL upholds 
good partnerships with other academic institutions such 
universities and industry players.

“Our campuses go beyond four walls of a classroom. The 
connection with our partners in Europe, Asia, New Zealand, 
Australia and many more takes our students to experience the 
whole world as their classroom,

“We have lots of partners in this region whom we bring in 
their syllabus and methodology, and assimilate and match 
them with our own culture and the requirement of Malaysian 
Qualifications Agency (MQA). We also offer exchange and 
mobility programmes where students are encouraged to 
participate,” says Mazliham. 

Beyond the general and technical education delivered in the 
campus, UniKL delivers competitive and dynamic vocational 
education through strong partnerships with brands and 
research institutions to bring closer research knowledge 
into successful application and commercialisation. Today, the 
university boasts a vast and strong collaboration with local and 
international businesses, which includes Microsoft, Citroen, 
Aero Bildung, Cimb, CISCO, Hyundai, Oracle and IBM to name 
a few. 

The university promotes excellence in research and 
postgraduate training through the development of research 
and innovative modules. State-of-the-art technologies and 
infrastructures are put in place in laboratory and workshops to 
help enhance and facilitate the teaching and learning process, 
subsequently motivating new research and creation of new 
values that benefit industries and businesses.

UniKL’s research activity is focused on developing new 
technologies and products to support the techno-
entrepreneurship ventures with expert researchers and 
industrial partners. The university intends to develop and 
sustain a research community, where research enculturation is 
at the fore. As part of enculturation effort for R&D, a condusive 

The challenge was to 
upgrade our institutions 
and work together to be 
ranked as one university 
as, at that time, different 
campuses had different 
mentality, concept and 
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every institution to think 
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was not to have one main 
campus but 

a big, centralized 
teaching factory. 
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Universiti Kuala Lumpur City Campus, located at the heart of the city along Jalan Sultan Ismail, Kuala Lumpur

images:
01) The Iconic WE ARE UniKL signage 
has become a landmark for UniKL City 
Campus.
02) The newly opened Universiti Kuala 
Lumpur Business School campus at 
Jalan Gurney, Kuala Lumpur.
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research environment is created by providing institution-
wide support services that facilitate research activities. 

“Our research activity is focused on developing new 
technologies and products to support our techno-
entrepreneurship ventures with our researchers, graduates 
and industrial partners. The university partners with many 
other local and international universities and research 
institutions to bring closer research knowledge into 
successful application and commercialization. As in the 
words of Peter Drucker, ‘knowledge for the most part 
exists only in application’. Without application, a piece 
of knowledge is of no use. Our tagline is thus ‘Where 
Knowledge is Applied’,” says Mazliham. 

With its tagline, ‘Where Knowledge is Applied’, (know-why) 
and specialized skills and competency (know-how) to fulfill 
the demand in the real world, the aim of such career and 
technical programmes is to get students the skills they 
need to enter the workforce to fill in-demand jobs as 
quickly as possible. 

“These well-engineered and robust specialisations are one 
of the ways to close nation’s skills gap by creating clear 
pathways to education and training for students eager to 
pursue careers in vital technical fields,” explains Mazliham. 

The emphasis is on undertaking a training programme 
within an industry-specific stream, such as, engineering, 
medical health and science or business education. The aim 
is to ensure that young people achieve the educational 

and vocational outcomes they are after, whether it’s 
an employment opportunity or a pathway into further 
education and training.

“Our practice-oriented teaching strategy requires our 
student to apply their knowledge rather than just 
memorising them,” says Mazliham. 

Students of UniKL are also exposed with the knowledge of 
entrepreneurship through various programmes offered by 
the university. It is the vision of the university to produce 
technopreneurs among its graduates; and become the 
premier entrepreneurial technical university in the country 
by 2020 through excellence in research, education, training, 
entrepreneurship, consultancy and community services.

“We encourage our students to become entrepreneurs. 
We have a network of entrepreneurs, Alumni Niaga, which 
works to help our professionals to develop their business. 
Through all these connections in the region, our students 
can use this networking to expand their businesses,” says 
Mazliham. 

Established in 2010, the Teknoputra Division was formed to 
implement various entrepreneurship programmes to create 
student entrepreneurs and strengthening the knowledge of 
existing entrepreneurs. It functions as a centre of excellence 
to introduce and reinforce the ideology and knowledge on 
entrepreneurship and inculcate a systematic and holistic 
entrepreneurship development for students, in line with 
MOHE’s policy on IHLs’ Entrepreneurship Development. The 

UniKL is creating 
‘super graduates’ – 

graduates who are really 
far ahead of the rest!

university implements entrepreneurship programme 
compulsory for all students. Such an approach would 
mean future professional course students will readily 
possess a firm foundation grounded in up-to-date 
entrepreneurship knowledge. 

Multi-vantage Perspective: 
How UniKL creates Social Mobility
Teaching, in essence, the wise impartation of 
knowledge and skill, passed from the learned to the 
learner, with the hope that the transition flow does 
not simply end there. Mazliham is aware that to be the 
leading entrepreneurial technical university; sections, 
staff, and students must thrive together at the heart of 
UniKL. Thus, the university continuously strengthens 
the future development of its workforce through 
expansion and enhancement. The university builds 
on its capacity to deliver high quality training, both in 
terms of the workforce and the students, by delivering 
workplace training. 

“The concept of UniKL is to have a mixture of educators. 
We not only have theoretical experts but also industry 
experts that work with us as lecturers to teach and 
impart knowledge and skills to the students. These 
are people who have years of industrial exposure and 
hands-on experience about what they do and teach. 
By bringing in educational certified professors with 
industrial knowledge and skill set we ensure that 
the university produces competent, performing and 
qualified graduates,” says Mazliham.

Currently, UniKL is staffed with 1,400 fulltime 
lecturers. Mazliham himself was once a practiced 
engineer before he started his career with UniKL as 
a lecturer.  

“If we are to maintain our place as a leader in 
vocational education, UniKL must show that its doors 
are open to the very best and brightest academics and 
students. Thus many of our faculty members are those 
with vast industrial experience, with professional and 
academic qualifications required to help and guide 
our students in their development,” says Mazliham.

The university is constantly building a network of 
experts, policy-makers, practitioners and academics, 
both national and international, on whom they 
can draw to inform the university’s research and to 
disseminate their influence and students.

After all, UniKL is no stranger to the respectable realm, 
for the university has had outstanding and impressive 
background of academicians and students. At present, 
UniKL is home to more than 27,000 students.

“UniKL is creating what I would like to call ‘super 
graduates’ – graduates who are really far ahead of the 
rest,” assures Mazliham. 

With strong technical knowledge, astute technical and 
entrepreneurial skills as well as leadership qualities, 
the students are later groomed to have towering 
personalities through character building. This ensures 
that when they leave the university, they are ready to 
roll up their sleeves and consistently perform above 
expectations. 

Being an educator at his core, Mazliham has, quite 
literally, taken it upon himself to revolutionise the 
experience of learning in a way that is not only 
practical to meet market demands, but one that is 
holistic and character building as well.

“I believe our students must not only be equipped 
with technical abilities but also soft skills that shape 
their characters. The introduction of UniKL’s Student 
Development and Campus Lifestyle unit is specially 
tasked to impart the ‘UniKL DNA’ which consists of 
open-mindedness, spiritual values, industrial-ready 
knowledge and attitude, and entrepreneurial and 
communication skills into the students. We hope that 
the public can immediately identify the graduates of 
UniKL upon detecting these characteristics in them,” 
says Mazliham. 

The man himself believes that we should never 
underestimate the ability of youth to learn with 
good guidance. Any delay in implementing a holistic 
and forward looking education system will not only 

As in the words of Peter Drucker, 
‘knowledge for the most part exists only in application’. 
Without application, a piece of knowledge is of no use. 

Our tagline is thus ‘Where Knowledge is Applied.’ 
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01) Students are exposed to state-of-the-art equipment 

and facilities to prepare them for the real world
02) Universiti Social Responsibility (USR) arm of UniKL, the UniKL CARE, is an integral 

part of the university experience to mould holistic and well rounded graduates
03) Students experience a first-rate learning environment and a lively social life.
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The LOI Signing between UniKL 
and JR Kyushu, Japan’s premier 
rail service provider to explore 
opportunities which include the 
development of programmes in 
the areas of education especially 
in the field of Rail Technology and 
Industry. The LOI was signed by 
Mr Toshihiko Aoyagi, President of 
JR Kyushu, Datuk Ibrahim Ahmad, 
Director General of MARA and 
Prof. Dato’ Dr. Mazliham Mohd 
Su’ud, UniKL’s President and CEO 
witnessed by from far left: Mr. 
Yoshinori Kodama, Minister and 
Deputy Chief of Mission of Japan to 
Malaysia, YB Dato’ Sri Ismail Sabri 
Yaakob, Minister at the Rural and 
Regional Development Ministry, En 
Fazli Rizal Ismail, Head of Council 
Secretariat Unit of MARA and Prof. 
Dato’ Hj. Ahmad Zahir Hj. Mokhtar, 
Deputy President, (International, 
Industrial & Institutional 
Partnership), UniKL
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seriously impair the development of the young 
generation mentally and physically, but deteriorate 
the development of the country’s human capital. 

Changing Attitudes to Vocational Education
It has been long recognised that significant 
improvements in the vocational education and 
skills of the Malaysian labour force are essential for 
stronger and more sustainable economic growth. For 
many years, TVET meets the specific economic and 
social needs of Malaysia, enabling the country with 
the trades it needs – jobs for workers, technicians and 
executives.

Mazliham says, “Vocational programme develops 
the implementers and doers while the traditional 
university produces designers and thinkers. Thus we 
must have both for the country to progress.”

As the line of vocational education is not very 
well-known and not subject to the same degree 
of discussion in the media or in academia, 
Mazliham says there needs to be a greater focus 
on the unconditional possibilities that comes with 
vocational education.  

According to him, it is also well known that there 
are long-running fundamental problems and 
inadequacies in vocational education in the country. 

“There is a lot more we need to do. There is still a 
gap in what we do here than what our partners are 
offering abroad. We are still lacking in the sense of 
quality and precision. We need people who believe 
in championing this type of education and not many 

people who do. For us to be able to promote this type 
of education is to believe in it.

“Unfortunately the perception of the local public 
towards hands-on vocational programme is that they 
are only meant for the lower grade students. This has 
always been a challenge for us. What we need to do 
is to re-brand the university to show that vocational 
university is not just meant for people who come 
from disadvantaged backgrounds. We are an open 
university that welcomes all learners from different 
education, economic and financial backgrounds,” says 
Mazliham.

UniKL aims to create an education centre that will 
advance the understanding of the requirements 
for vocational education in Malaysia, identify the 
challenges in provision of vocational education, 
and develop and strengthen the knowledge-base 
to enable a more agile, relevant and needs-based 
vocational education sector to become a driving force 
for economic growth and social mobility, as it is in 
other countries.

He adds, “We always work on changing the public 
perception of vocational university as a second-class 
university.”

Being a leading institution in technical education, 
UniKL also stands as a towering symbol in the 
arena of providing skilled labour to the country. The 
university records a high graduate employability rate 
with 92 per cent of their students securing a job 
only after 3 months completing a UniKL programme. 
Adding to that, UniKL students are known for going 

the extra mile, securing jobs in both local and international 
industrial and service sectors. 

Understanding the added value produced by vocational 
education is important as it underpins government 
decisions about investment in TVET. Information about 
the benefits to individuals and firms helps them to make 
decisions about undertaking and supporting TVET. Until 
today, the university plays a vital role in human resource 
development of the country by creating skilled manpower, 
enhancing industrial productivity and improving the 
quality of life of its people. Offering alternative vocational 
educations routes in terms of progression and employment 
and an appropriate match between skills and employment, 
UniKL produces graduates who are able to fulfill the 
demands of the industry and job markets as well as to 
equip them to face the challenges of the 21st century. 

Championing Lifelong Learning 
Producing sufficient lifelong vocational learning is one 
of the fundamental objectives of UniKL. The university’s 
programmes do not just consist of initial education, 
for young people within the educational system but 
continuing training, for adult employees and jobseekers. 
They offer programs that allow adults to gain vocational 
qualifications through knowledge and skills acquired 
through work experience.

Mazliham stresses that vocational education is accessible 
any time during a lifetime.

“Whether you are looking for a TVET classes, or a 
professional course, even a customised programme to 
up-skill or re-skill yourself to be a better match for the 
industry, UniKL takes you to the next level,” says Mazliham.

For example, the Center for Advancement and Continuing 
Education (ACE UniKL) offers classes and programmes 
to students and working adults to fulfill their personal 
learning experience. The center is responsible to coordinate, 
promote, manage and supervise all activities pertaining to 
lifelong learning experience. Offering a variety of technical 
& vocational courses, certificates and consulting services, 
the university ensures that employers have staff with 
updated and relevant skills and competences.

“We provide quality management courses wherever and 
whenever requested by companies and organisations. The 
courses are tailored and customised specifically to cater 
various customer groups, depending on their need and 
situation,” says Mazliham. 

While a bachelor’s degree may be the golden ticket to 
career advancement, a range of growing careers require 
only an associate degree or certificate. UniKL’s Lifelong 
Learning provides evening and weekend classes that enrich 
the lives of adults through learning and social interaction. 
They partner with industries and often introduce students 
to a hands-on learning experience, ranging from short 
courses, professional certification programmes, franchise 
programmes, education consultancy and e-Learning.

Among the major courses offered are electrical, 
electronics & automation, mechanical, manufacturing, 
marine, automotive, aviation, business management and 
information communication technology with at least 100 
short course titles where participants will gain knowledge 
and skills that will be useful at their workplace. On top of 
that, an enrichment language programme was introduced 
to meet industry and global demand. 

Mazliham says that such programmes provide the linkage 
between the university and the industry as a whole and 
helps improve organizational capacity across the nations. 
It is a flexible system introduced which aims at meeting 
current changes and needs for new skills and competences 
on the labour market.

The thrust of programmes such ACE UniKL and Lifelong 
Learning hope to minimise the financial dependency of the 
center towards the university and government. They aim to 
provide income generating capabilities to the university by 
welcoming the participation of workers and employers in 
private as well as public sector enterprises.

“At the end of the day, UniKL needs to be self-sustained 
as there is a lot of competition in the education business,” 
says Mazliham. 

It is quite apparent at this juncture that the super brand 
that is UniKL is in constant motion – fluid and malleable 
to change with the needs of the times, but always staying 
sharp and ahead of its time.

Unfortunately the perception 
of the local public towards 

hands-on vocational programme 
is that they are only meant for 
the lower grade students. This 
has always been a challenge 
for us. What we need to do is 
to re-brand the university to 

show that vocational university 
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backgrounds. We are an open 

university that welcomes 
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financial backgrounds.
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(UniKL MIAT) is the only learning institute with 
EASA 147 qualification as recognised by the Approve 
Training Organisation (ATO).  With its second campus 
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WE4ASIA 2020: 
Making the Global Pulse of Vocational Choice
The spirit of education within the UniKL brand is so great 
that it cannot merely be contained to professional and 
ancillary courses. The brand champion in TVET is pushing 
the limits of perception concerning learning from what 
it currently is to what it ought to be; simultaneously 
thinking outside the box in every available opportunity. 
This year the UniKL brand skyrockets in terms of visibility 
and continues to have a cumulative positive impact on 
the country by introducing its latest mega project called 
WE4ASIA 2020.

WE4ASIA 2020 is UniKL’s overarching aspiration to 
transcend its vision to become one of Asia’s top 
universities by 2020, spearheading the generation of 
knowledge HTVET and entrepreneurship with emphasis 
on applied and experiential learning that is reinforced by 
innovative research and global linkages with industries in 
order to benefit the local and global communities.

One of the main aims of the plan is to raise the stature 
of HTVET in Malaysia and advance HTVET as a key driver 
of rapid economic growth and income generation. 
Correspondingly, this transformation plan forms the 
groundwork for the development and growth of UniKL 
in the 11th Malaysia Plan, which sees the involvement of 
major HTVET players and their impact to the nation. 

The realisation and success of UniKL’s role as the 
catalyst for HTVET education in Malaysia depends upon 
the success of 11th Malaysia Plan, which endorses the 
upgrading and advancement of HTVET education for all. 
This venture proves to gain more advantage for UniKL 

to drive HTVET to greater heights – a valuable charge 
bounded in the overall WE4ASIA 2020 strategic plan.

The proposed WE4ASIA Strategic Plan suggests that in 
pursuing the aspiration, the university should challenge 
the status quo because more of the same may not work. 
This means that everything must be done in better and 
more creative ways to achieve faster and greater growth 
for all.

The WE4ASIA views the many challenges seriously by 
developing a series of specific outcomes or objectives 
addressing Governance, Global Talents, Enterprise 
Sustainability, Campus Infrastructure, Research and 
Development, Teaching and Learning, Community 
Engagement and Student Support/Services.

The plan is pursued through a strategy of greater focus and 
relationship via its people, programmes and partnerships. 
It focuses on the significance of the university’s value 
chain in terms of the students as our customers and 
how each constituent play a role to create value in its 
operational activities and how they impact one another in 
bringing about a true, final product. 

“Year 2016 to 2017 will be the moment for UniKL to lay 
the foundation. While planning would start in 2015, Phase 
1 will witness campuses and departments putting their 
short-term plans to work as part of the overall WE4ASIA 
long- term business plan,

“Phase 2 involves strengthening of outcomes and 
initiatives through numerous consolidation amongst 
the departments and campuses. The final phase which 

is Phase 3 will be the determining years for UniKL in 
achieving its absolute strategic pursuits and initiatives 
for it to go far and wide,” says Mazliham.

The plan takes into account the importance of making 
better interconnections between the diverse campuses, 
departments and programmes by developing new 
integrations and dynamic synergies and processes. With 
14 campuses spread all over Malaysia, the process of 
governance in all aspects can be quite challenging.

“But we believe we can go far ahead with the 
transformation. With the introduction of WE4ASIA, we 
are ready to become one of the top universities in Asia,” 
says Mazliham. 

The university aims to raise the standard of education 
of Malaysia and become a regional class vocational 
teaching centre with the potential to generate a step-
change in public’s understanding of the education, 
significance and potential contribution of vocational 
education to individuals and the wider economy.

Immortalizing the UniKL Brand 
Even with the huge expansion of private higher 
education in the country, and increased competition 
from other rivals, UniKL aims to continue to compete 
with the “very best internationally.” In his eyes, a 
top university covers everything from the quality of 
education, focusing not only on the individual but also 
the societal benefits of higher education contribute 

to the development that the continent so desperately 
needs.

According to Mazliham, private universities may be 
playing an important role in absorbing demand from 
students who cannot get into or do not want to attend 
public institutions, but the quality of courses offered has 
raised questions over the recent years.

“The presence of many private education establishments 
in the country is good for the public as it provides 
ample options for the public to choose from as making 
educational decision is a lifelong investment. Back in 
the day, we did not have many options to further our 
education that some of us needed to go overseas,

“However, the main concern here is the quality of 
education that is offered. For us, this is one of the many 
things we emphasize on. In everything we do, we must be 
governed by quality programmes, partners, academicians 
and students,” says Mazliham. 

When touching on the attainment of UniKL’s ranking 
in the education realm, he says that the university has 
remained to be the leading TVET institution in its history, 
quality, diversity and success; and aims to hold on to their 
dominant position.

Mazliham affirms that UniKL’s aspiration articulates 
the centrality of innovation, research, development and 
towering personality for the country’s economic and social 

needs yet implies the importance of the interconnections 
between creation of knowledge and application of that 
knowledge to have a positive standing in the world.
Mazliham closes with this statement in mind,

“We benchmark ourselves with some of the local and 
regional universities to monitor our progress and 
standing. However, as our university does not follow the 
standard criteria of the ranking system and that makes us 
different. After all, no one dares to declare themselves as 
a vocational university, but I am proud to say that UniKL is 
a vocational university,” says Mazliham.

Such are the resonating words of a respectable man 
who believes in the impact and endless possibilities 
of vocational education. Mazliham’s optimism in 
immortalizing the UniKL brand as a life education is a 
novelty we ought to aspire – and in all that, opting to do 
good in order to be the change that makes a difference; 
and inspire change in order to make a difference.

UniKL is indeed a champion when it comes to vocational 
education and it simply cannot be emphasized enough 
how much such a vocational university is poised to benefit 
the nation; and why we can all be proud of it together. At 
the crux of all learning, is the hope for a better life. What 
had a big impact was the sort of education that a student 
received, and UniKL is revealing itself to be the ideal 
learning and training centre for those hungry to learn 
and grow– a vocational university that has the immense 
potential to enrich lives for the greater good!

images:
01) Prof Dato’ Dr Mazliham explaining on some of UniKL’s award 

winning inventions and innovations during an interview in 
Malaysia Hari Ini (MHI) TV3

02) UniKL’s library is not only an essential teaching and research 
center, but also enhances creativity and acts as the main driver of 

social change.
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No doubt that the 
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global history of tertiary 
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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

MARK HENRY GALLAGHER
The BrandLaureate International Brand Personality Award

Mark Gallagher is a highly respected and sought–
after motivational keynote speaker for the masses 

who became a transformational coach as well as an 
internationally acclaimed author He dedicates his life 
to helping people overcome the physical, nutritional, 

emotional and spiritual problems in their lives. Having 
worked at the forefront of the Formula One motor 

racing industry for 30 years, holding executive roles 
at Jordan Grand Prix, Red Bull Racing and Cosworth, 
yhe has been delivering inspirational speeches and 

business insights for companies eager to learn from 
this fascinating sport. A transformational coach to 
celebrities, he is in huge demand from the likes of 

movie stars, as he helps them get into amazing shape 
and have the mindset of a champion

NICOLA ADAMS
The BrandLaureate International Brand Personality Award
Nicola Adams is the first woman boxer ever to represent 
England who became the English amateur champion 
for the first time, and retaining the title at the next 3 
championships. As Great Britain’s most decorated female 
boxer, she is the first ever English female to earn a medal 

in a major tournament at the European Championships 
in 2007 by winning silver. Then in 2011, she made 
her country proud by winning Great Britain’s first 
ever gold. She is also the first English woman to be 
awarded a medal in the 2008 AIBA Women’s World 
Championships. She made history when she beat 
three-time world Champion, China’s Ren Cancan, at 
the London 2012 Olympic Games

GWEN JORGENSEN
The BrandLaureate International Brand Personality Award

As the United States’ first Olympic triathlon gold medalist, 
Gwen Jorgensen is indeed an exceptionally talented 

athlete. At the 2011 World Championship Series in London, 
she was placed 2nd which earned her a spot on the 2012 

US Olympic triathlon team. In 2014, she was placed first in 
four consecutive World Triathlon Series races, something 

no other female had done in the history of the series. Her 
winning streak extended through 2015, with a total of 
13 consecutive series wins by the end of the year. Her 
hard work finally paid off when she earned the gold 

medal in Rio for the women’s triathlon. 
JASON FRANCIS KENNY, OBE
The BrandLaureate Legendary Award
Jason Kenny is a flash of surging light in the vibrant 
arena of track cycling and six-time Olympic Gold 
medallist. As hope bearer of untold persistence 
capable of inspiring the world of sports in a real and 
transformational way, fans all over the globe are still 
breathless after seeing and visualizing how he has dealt 
with extreme pressure, via the unbreakable spirit of a 
true champion. Considering the fact he is a specialist 
in individual and team sprints on the track, Kenny 

has been remarked as an individual of Olympian 
significance in every aspect of his existence..

GREG NORMAN
The BrandLaureate Legendary Award

Greg Norman dominated the golf world for much of 
the 1980s and early 1990s with his aggressive game 

and charismatic demeanour. Labelled the “Great White 
Shark” during the 1981 Masters, he is one of the most 
recognizable sports figures whose professional career 

produced 86 international victories, including two 
British Opens. He was ranked as the world’s Number 

1 Official World Golf Rankings for an astounding 
331 weeks. Throughout his career, he has won 91 

international tournaments, including 20 PGA 
Tour tournaments and two majors: The Open 
Championships in 1986 and 1993 as well as 
earning thirty top-10 finishes and was the 

runner-up 8 times in majors.

PARK IN-BEE
The BrandLaureate Brand Personality Award
As a professional golfer from South Korea who plays on 
the LPGA Tour and the LPGA of Japan Tour, Park In-Bee 
has won seven major championships in her career, 
including three consecutive major wins during the 2013 
season, becoming only the fourth LPGA Tour player to 
win three majors in a calendar year. She is the youngest 
player to win the U.S. Women’s Open and the second 
player, after Annika Sorenstam, to win the Women’s PGA 
Championship three years in a row. In fact, she is the 
only seventh player to win four different majors during 
his career and capture a career Grand Slam.

SCOTT KELLY
The BrandLaureate Brand Personality Award

A former NASA astronaut, Scott Kelly is best known 
for spending nearly a year on the International Space 
Station and for spending more time in space than 
any other American. Over the course of four missions, 
he has spent 520 days in space, more than any other 
NASA astronaut. A dedicated astronaut one could never 
deny, Kelly currently holds the NASA record for most 
consecutive days in space. Along with his Russian 
counterpart Mikhail Kornienko, Kelly had the opportunity 
to witness an astounding 10,944 sunrises and sunsets 

over the course of his 340-day mission.

CHARLES LLOYD
The BrandLaureate Legendary Award
An inspirational virtuoso baptised in Blues, Gospel and 
Jazz, Charles Lloyd deeply stir the hearts of listeners 
in a way that elevates the soul to a better place with 
his tenor saxophone and flute. Truly, in pursuit of his 
sincerest zeal, coupled by natural talent, and diverse 
ability of dabbling in reed instruments such as the alto 
saxophone and Hungarian tárogató, it feels as though 
his multifarious ancestry – being African, Cherokee, 
Mongolian and Irish – ‘speaks’ to the auditory senses 
of all manner of fans through the immaculate sonic 
instruments of his choice. The impact of his talent is 
not felt through mere words, but via uplifting bursts of 
dynamic energy encapsulated with a myriad of feelings 
folk can relate to – a true testament of the rich river 
culture and musical heritage of his hometown, Memphis. 

SIR GORDON FREDERICK TIETJENS 
KNzM

The BrandLaureate Hall of fame - 
Lifetime Achievement Award

Sir Gordon Tietjens is an inspirational imparter of 
knowledge and skill in the world of rugby who has 
coached a solid number of young players to become 
All Blacks – a staggering 44 (as of June 2016). Inducted 
into the IRB Hall of Fame by the International Rugby 
Board (May 2012), his tough-as-nails global renown is 
matchless, even believed to be a universal pacesetter 
in his own right, carving the path for future coaches 
to emulate. Having transitioned from coaching the 
game at 60, his vocation of over two decades has been 
demanding both internally and externally, and yet, 
he has set the bar real high for the sense of focus he 
possesses on attaining his goals and staying on course 

is remarkably unwavering.

JOANNE “JO” ROWLING OBE, 
FRSL OR J K ROWLING

The BrandLaureate Legendary Award
J. K. Rowling’s international stature as a novelist cannot 

be doubted. Her creative work, especially the Harry Potter 
fantasy series has remarkably inspired millions to broaden 

their spheres of imagination. Harry Potter books gained 
worldwide attention, won multiple awards, and sold more 

than 400 million copies. They have become the best-selling 
book series in history and been the basis for a series of films 

which became the highest-grossing film series in history. 
Today, Harry Potter is a global brand worth an estimated 
US$15 billion, and the last four Harry Potter books have 
consecutively set records as the fastest-selling books in 

history. The series, totalling 4,195 pages, has been translated, 
in whole or in part, into 65 languages. In February 2013, 
Rowling  became the 13th most powerful woman in the 

United Kingdom by Woman’s Hour on BBC Radio 4. 
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PUNCAK NIAGA BANKS ON PALM 
OIL POTENTIAL
Puncak Niaga Holdings Bhd aims to 
be among the country’s top five palm 
oil producers in the next five years. 
It is also aiming for the business to 
contribute to half of the company’s 
revenue and net profit.

The environmental engineering firm, 
established in 1997, is expanding into 
the oil palm plantation business via a 
joint venture by acquiring Danum Sinar 
Sdn Bhd for RM446.51 million in cash. 

Danum Sinar, a unit of Shin Yang 
Holdings Sdn Bhd, owns 46,674ha 
of plantation land (9,766.9ha of 
which are planted), mostly in Murum, 
Sarawak. Puncak Niaga executive 
chairman Tan Sri Rozali Ismail said 
the transaction is on target to be 
completed by January. “We decided to 
get involved in the plantation business 
because it is a long-term business. For 
the last 20 to 30 years, oil palm price 
has been sustainable.” 

Puncak Niaga owns 60 per cent of 
the joint venture and its share of the 
purchase price is RM267.9 million, to 
be funded by internal funds. The deal, 
which is expected to be completed in 
the first quarter of next year, will allow 
Puncak Niaga to diversify into property 
development and make the sector one 
of its top three income earners in the 
future after environmental engineering 
and plantation, said Rozali. Currently, 
Puncak Niaga’s revenue is derived 
from its environmental engineering 
business that encompasses water 
and wastewater, sewerage and 
construction. 

Rozali anticipates that in the next five 
years, environmental engineering and 
plantation will contribute equally to 
the group’s revenue and net profit. 
– NST

SAMSUNG MALAYSIA IN 
PARTNERSHIP WITH LAZADA
Samsung Malaysia Electronics (SME) 
Sdn Bhd established a partnership 
with online shopping mall Lazada 
Malaysia to offer its first portal-in-
portal site in Southeast Asia. Head of 
Consumer Electronics Business Jimmy 
Tan Chee Wee said the partnership 
would allow more Malaysian 
consumers to shop online for their 
desired Samsung home appliances.

“Today, many consumers are tech-
savvy and enjoy online shopping on 
their own space, and the partnership 
will help them enjoy savings and 
convenience compared with the 
conventional way of shopping,” he said. 
Tan was speaking at the “Unbox the 
Wonders of Home” year-end online 
campaign in conjunction with Lazada’s 
Online Revolution campaign.

Lazada helps to track every shop 
within the onsite portal according 
to the postcodes to ensure each 
of them is geographically tagged 
and catalogued to fit the shopper’s 
address. This will bring them to 
the nearest SME retail shops, 
automatically entitling them to free 
and fast delivery,” he said. He added 
that products offered online range 
from smartphones to televisions and 
refrigerators, with no price differences 
between online and offline products. 
– BERNAMA

AIRASIA BAGS GOLD AT 30TH 
INTERNATIONAL ARC AWARDS IN 
NEW YORK CITY 
AirAsia Bhd’s 2015 annual report 
themed ‘Discover More with AirAsia’ 
won the prestigious Gold Award under 
the ‘Grand Award – Best of Asia Pacific’ 

category at the 30th International 
ARC Awards. The winners were feted 
at the Pearl Anniversary Gala, held 
at The Plaza Hotel in New York City. 
The Company also received the Gold 
Award for ‘Best Non-Traditional Annual 
Report: Airlines’ category. 

“We are proud to be honored with 
this prestigious award recognising 
the creative input to our 2015 annual 
report. She said Airasia’s annual 
reports have become collectable 
items and they have been receiving 
requests for copies from corporations 
and individuals not just in Malaysia 
but all over the world. With such high 
expectations given, every year, we 
challenge ourselves to improve the 
quality of our annual report as it is a 
representation of the AirAsia Allstars 
and the work they have done during 
the year”, she added. 

Elaborating on the theme of the 
annual report, she said, “Our annual 
reports are all about our people. 
We feature different Allstars every 
year based on the theme of the 
annual report for the year. For this 
publication in particular, the theme 
was ‘Discover More with AirAsia.’ She 
said apart from promoting new and 
interesting destinations with AirAsia, 
the annual report also has sections 
such as ‘Discovering Your Purpose’, 
which highlights the #AirAsiaMAKNA 
campaign and the story of employees 
who were personally affected by 
cancer. – NST

EPF WINS INTERNATIONAL 
ACCOLADE FOR INNOVATIVE 
RETIREMENT ADVISORY SERVICE
The Employees Provident Fund (EPF) 
Retirement Advisory Service (RAS) 
clinched a win at the 2016 Pensions 
and Investments World Pension 
Summit Innovation Awards in the 
communications category in The 
Hague, Netherlands. 

The ceremony was in conjunction with 

the World Pension Summit to honour 
institutions with innovative initiatives 
and solutions in pensions. EPF deputy 
chairman Datuk Siti Zauyah Mohd 
Desa said the award proves that the 
pension fund’s initiative of providing 
a first-of-its-kind advisory service is 
ground breaking and of international 
standard. 

The advisory service is free of charge, 
provides independent advice and 
is open to all in a bid to empower 
members to take charge of their 
own retirement and ensure financial 
security in their golden years. The 
RAS was introduced on July 1, 2014 
as a pilot project in its two main 
branches in Kuala Lumpur and 
Petaling Jaya. The advisory service 
serves as a platform for EPF members 
to obtain personalised advisories 
from EPF’s trained officers pertaining 
to retirement planning. The initiative 
has since been expanded to other 
locations throughout Malaysia, Siti 
Zauyah said.  NST

TELECOMS COMPANY OCK 
FORMS ANOTHER COMPANY IN 
MYANMAR
Telecommunications network provider 
OCK Group Bhd, which announced its 
entry into Myanmar as well as Vietnam 
in June, has set up Well Synergy 
Resources Private Ltd under unit OCK 
International Sdn Bhd in Myanmar.

The company’s announcement 
comes on the heels of flexible 
packaging manufacturer Daibochi 
Plastic and Packaging Industry Bhd’s 
announcement of an RM29mil 
investment for a controlling stake in a 
joint-venture company in the country.

OCK said Well Synergy has as its 
principal activity engineering services, 
rental business, market research and 
management services. The company 
earlier in the year had signed a deal 
with Telenor Myanmar to build 920 
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telco towers in Myanmar that it will 
own and lease out. These towers would 
be completed in the first quarter of 
next year and start contributing to the 
company’s revenue from then.

OCK had earlier also said that the 
conducive business environment stems 
from telcos investing in upgrading 
their equipment and infrastructure 
to accommodate the rising usage of 
data with 3G/4G. This makes it well-
placed to benefit from the increase 
of data demand and corresponding 
projects due to this network expansion 
undertaken by the telcos. – THE STAR 

E & O TO LAUNCH RM205MIL 
PROPERTIES IN PENANG
Eastern & Oriental Bhd (E & O) plans 
to launch an estimated RM205mil 
worth of properties at its seafront 
master planned development of Seri 
Tanjung Pinang, Penang. The property 
developer said in a statement that 
these upcoming launches would 
include 29 units of Amaris Terraces By-
The-Sea and 32 units of Ariza Seafront 
terraced homes with standard unit 
built-ups of 5,262 sq ft and 3,800 sq ft 
respectively.

E & O managing director Kok Tuck 
Cheong said in planning these 
launches, the group was mindful 
of the prevailing subdued market 
climate where investors have generally 
been maintaining a “wait and see” 
stance.“While the present market 
environment calls for us to be selective 
in our launches, we believe there are 
pockets of opportunities to be realised.

Nearly RM152mil of the Main 
Board-listed developer’s properties 
were sold in the first six months of 
the group’s fiscal year ending March 
31, 2017 (FY17). E & O’s projects in 
Penang, mainly The Tamarind executive 
apartments and 18 East at Andaman 
seafront resort condominiums, were 
the key contributors to the sales take-
up during that period.

Kok said in addition to the Amaris and 
Ariza launches in the immediate term, 
imminent launches from the group 
before the end of 2017 include the 
joint-venture service apartment project 
at Jalan Conlay, Kuala Lumpur, with 
Mitsui Fudosan and the maiden launch 
of terraced homes at the Elmina West 
township in Selangor. – THE STAR

TRUMP’S WIN TO LIKELY IMPACT 
ASIA IN 2H2017: CREDIT SUISSE
Hong Kong, Singapore and Vietnam 
look to be most vulnerable to Donald 
Trump’s victory as president of the 
United States, says Credit Suisse. 
Malaysia is also marked as in the red 
in terms of exposure to US demand 
and global trade but in terms of overall 
vulnerability, it is placed in the middle 
of the pack compared to Hong Kong, 
Singapore and Vietnam. 

“During the initial phase of policy 
uncertainty, global trade and 
investment could weaken from the 
already sluggish level, hurting these 
three economies which are mostly 
highly reliant on global trade and FDI,” 
it said in a report on what Donald 
Trump’s win means to Asian economies 
and currencies. 

China and Korea could be exposed 
to hostile trade measures by the US, 
as both are major trading partners 
and run large trade surplus with 
the US, potentially making them 
targets. India, Indonesia and Thailand 
look less exposed than the others 
especially India and Indonesia which 
are domestic oriented economies and 
face lower risk of trade protectionist 
measures. 

“We expect most Asian economies to 
allow their currencies to depreciate 
when the US dollar rallies rather 
than defending their exchange rates 
aggressively given still manageable 
inflation and external debt position as 
well as lacklustre export growth. The 
research house warned that the second 

half of 2017 will likely be the impact 
on Asia of a more hostile trade policy 
and higher US interest rates. 

“We expect the first phase of financial 
market reaction to be de-risking, as 
partly has been already reflected in 
the initial price.” Currency moves have 
been more mixed with the ringgit and 
won falling 0.6 per cent and 1.3 per 
cent respectively. “During this phase, 
markets that have seen large capital 
inflows this year could suffer from 
reversals including Taiwan, Indonesia, 
India, Malaysia and Thailand.” – NST

PETRONAS TO SET UP LIAISON 
OFFICE IN INDIA TO GROW 
BUSINESS
Petroliam Nasional Bhd (Petronas) 
is committed to exploring business 
growth opportunities across all 
segments of the oil and gas value 
chain in India, said its president and 
group chief executive officer. “India 
has always been an important market 
for Petronas as we see great potential 
to grow further with our partners and 
customers,” Datuk Wan Zulkiflee Wan 
Ariffin said during a series of receptions 
held for partners and customers in 
Mumbai and New Delhi.

He said Petronas was keen to explore 
opportunities in the Indian liquefied 
natural gas (LNG) market -- the fourth 
largest in the world -- and was working 
to establish a liaison office to help 
grow its business in the country. 
Petronas said in a statement that 
with decades of experience as an 
integrated end-to-end LNG player and 
currently the third-largest producer of 
LNG in the world, it boasted a sterling 
reputation of being a reliable supplier 
among its LNG customers.

Wan Zulkiflee said that over the years, 
the oil giant had also expanded the 
scale of its production facilities in 
Bintulu, Sarawak, and invested in new 
projects. “I’m also exceptionally proud 
that our world’s first floating LNG 

facility, PFLNG Satu, was completed 
earlier this year. PFLNG Satu is a true 
industry game changer that allows us 
to monetise stranded gas assets and is 
currently undergoing commissioning,” 
he said.

As part of its business strategy, 
Petronas will continue to invest in 
expanding its capacity in commodity 
chemicals and refined products, and 
enhance its product offerings to 
include differentiated and specialty 
chemicals for its customers worldwide. 
This, he said, would be supported by 
the Sabah Ammonia Urea (Samur) 
project in Sabah, Malaysia, which is on 
track for commercial operations in the 
fourth quarter this year.– THE STAR

VOLKSWAGEN INTRODUCES 
TWO NEW MODELS TO M’SIAN 
MARKET 
Volkswagen Passenger Cars Malaysia 
Sdn Bhd (VPCM) introduced two new 
models to its local portfolio: the 
eight-generation Passat and the Beetle 
Dune. Available in three variants, the 
all-new Passat is priced at RM159,990 
for the Trendline; RM179,990 for the 
Comfortline and RM198,990 for the 
highline, before insurance and goods 
and services tax (GST). The Beetle Dune 
is priced at RM179,990, also without 
insurance and GST. 

“We are expecting to sell a hundred 
Passat a month,” said VPCM managing 
director, Florian Steiner. “Though the 
market is challenging right now given 
the current economic volatility and 
the strength of the ringgit, Malaysia 
still remains one of our key markets,” 
he said.

Steiner added that VPCM closed last 
year with a sale of 6,400 Volkswagen 
cars and is expecting to maintain the 
same amount this year. “Going forward, 
we are not looking at the volume of 
our sales, but in increasing our market 
share. “We will be able do this by 
bringing in a higher class of car in the 
future,” he said. – NST
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MCDONALD’S: MORE TOUCH 
SCREENS AND TABLE SERVICE 
JUST THE BEGINNING OF CHANGE
McDonald’s (MCD) CEO Steve 
Easterbrook knows the business of food 
is changing. So the fast food giant is 
rolling out self-order kiosks, mobile 
pay options, an updated interior design, 
even table service. The changes are 
already starting to show up at locations 
in Florida, New York and Southern 
California, where 500 restaurants have 
been updated. Restaurants in San 
Francisco, Boston, Chicago, D.C. and 
Seattle will get upgrades in early 2017.

Now, McDonald’s loyalists will be able 
to place their customized order on a 
touch screen, take a seat and have their 
meal brought right over. Next year, 
they’ll even have the option of mobile 
ordering. “Customers have access to 
information that gives them much 
more control over their lives,” said 
Easterbrook.

The move is the company’s latest 
attempt to win back the customers it’s 
lost to popular fast-casual joints like 
Shake Shack (SHAK). When Easterbrook 
took the reins in March 2015, 
McDonald’s was suffering from falling 
sales and lousy earnings. Since then, 
McDonald’s has launched an all-day 
breakfast menu. It’s introduced more 
customizable sandwiches with fancier 
ingredients, and announced two new 
sizes of Big Macs. – CNN

CHEVY BOLT WINS GREEN CAR OF 
THE YEAR
The Chevrolet Bolt grabbed 2017 
Green Car of the Year for its promise 
of bringing long-range electric driving 
to the masses. At an estimated price of 

$30,000 after tax breaks, the plug-in 
Bolt will be less than half the price of 
the only other cars that can go more 
than 200 miles on a single charge. The 
Bolt can go 238 miles on a charge.

It marks the second big award for the 
Bolt, as it won the Motor Trend Car of 
the Year award. “Chevrolet’s all-new 
2017 Bolt is a breakthrough vehicle in 
every sense,” said Ron Cogan, editor and 
publisher of Green Car Journal, which 
gives out the environmental award. 
“From the time modern electric vehicles 
emerged in the 1990s, limited driving 
range has presented a core challenge 
to...electric cars affordable to everyday 
drivers.”

Affordability is one of the factors 
considered by the award’s judges 
because a car must be widely 
affordable to have the greatest possible 
environmental impact. Price has been 
an obstacle to Tesla’s contention for the 
award. Bolt’s award marks back-to-back 
wins for GM (GM) for the first time in the 
12-year history of the award. The Chevy 
Volt, which is both a plug-in electric 
and gasoline powered car, became the 
first two-time winner of the award last 
year. – CNN

AMERICAN APPAREL FILES FOR 
SECOND BANKRUPTCY IN JUST 
OVER A YEAR
American Apparel LLC filed for its 
second bankruptcy protection in just 
over a year, weighed down by intense 
competitive pressures facing U.S. teen 
retailers and a rocky relationship with 
its founder. The second bankruptcy 
comes as the retailer struggles to 
overcome years of losses and rising 
online competition. The company 
became a part of popular culture for its 
racy advertising and mercurial founder, 
Dov Charney.

American Apparel, known as much for 
its sexually charged advertising, listed 
assets and liabilities in the range of 
$100 million to $500 million, according 

to a Delaware court filing. Separately, 
Canadian apparel maker Gildan 
Activewear Inc said it agreed to buy 
intellectual property rights related to 
the American Apparel brand and certain 
assets from American Apparel for about 
$66 million in cash.

Gildan will not be purchasing any retail 
store assets, it said in a statement. 
The bankruptcy filing allows American 
Apparel to hold an auction for its assets 
and business under which Gildan’s 
proposed acquisition would constitute 
the initial bid. – REUTERS

JAGUAR LAND ROVER SAYS HALF 
OF ITS NEW CARS WILL HAVE 
ELECTRIC OPTION BY 2020
Half of all new Jaguar Land Rover 
vehicles will be available in an electric 
version by the end of the decade, 
Britain’s biggest carmaker said, after 
showcasing its first electric car. The 
automaker, owned by India’s Tata Motors 
(TAMO.NS), unveiled the all-electric 
Jaguar I-PACE Concept SUV at the Los 
Angeles Auto Show.

The model is due to hit the streets by 
2018, in a sign of how car manufacturers 
are seeking to tap growing demand for 
more environmentally-friendly vehicles. 
“We are shaping the future, developing 
our own approach to autonomy, 
connectivity and electrification to offer 
our customers more choice,” said Chief 
Executive Ralf Speth.

Last year, Jaguar Land Rover said it 
would double the size of its powertrain 
engineering center in central England to 
support the development of more low-
emission vehicles, the fastest growing 
market for new cars in Britain. Speth 
said that it would make sense for the 
firm to build both electric batteries and 
vehicles in Britain. The company said 
cleaner diesel and petrol engines and 
plug-in hybrid vehicles were also part of 
its plans. – REUTERS

SAMSUNG TO BUY CAR TECH 
COMPANY HARMAN FOR $8 
BILLION
Samsung Electronics has agreed to buy 
Harman International Industries in an 
$8 billion deal, marking a major push 
into the auto electronics market and the 
biggest overseas acquisition ever by a 
South Korean company. The transaction 
highlights Samsung’s efforts to break 
into the high-barrier automotive 
industry where it has little track record 
and also marks a strategic shift for 
the electronics company, which has 
previously shunned big acquisitions.

The purchase of the Stamford, 
Connecticut-based maker of connected 
car and audio systems is part of 
Samsung’s search for new growth areas 
as its smartphone business - scarred 
by the withdrawal of the fire-prone 
Galaxy Note 7 - slows. The greater use 
of electronics and software in vehicles, 
and the ability of cars to connect to 
smartphones and other devices, is 
offering technology companies with 
new business opportunities.– REUTERS 

VINE’S DEAD. IS TWITTER NEXT?
Vine’s six seconds of fame are over. 
Twitter announced plans to kill off Vine, 
the short-form looping video app it 
acquired four years ago in an early effort 
to bring video to the social network. 
When Twitter bought Vine in 2012 
for a rumored $30 million, there were 
already dozens of similar social video 
apps available from startups. But Vine 
would have access to something none 
of these others did: Twitter’s large user 
base. Both Twitter and Vine focused on 
brevity. Both apps also appealed to a 
combination of creatives, celebrities and 
brands. And it only seemed natural that 
Twitter would eventually move from 
text to images to video. – CNN
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MARKS & SPENCER TO CLOSE 
STORES IN UK, WORLDWIDE TO 
CUT COSTS
Britain’s Marks & Spencer said it would 
shut stores at home and abroad, with 
its new chief executive seeking to cut 
costs as part of a revival plan. The 
clothing and food retailer said it would 
reposition about 25 per cent of its UK 
clothing and home space. 

It will close about 30 full line UK 
stores and change around 45 stores to 
only sell food. Other stores would be 
re-located. The cost of the programme 
would be 50 million pounds ($62 
million) for the next three years, rising 
to about 100 million pounds in years 
four and five. 

M&S also plans to focus its 
international business on a franchise 
model, exiting its loss-making owned 
business across 10 markets, at a cost 
of 150-200 million pounds over the 
coming 12 month period, thereby 
eliminating annual losses of 45 million 
pounds. 

M&S also reported an 18.6 percent 
fall in underlying pretax profit for its 
first half of 231.1 million pounds along 
with a 2.9 per cent fall in second-
quarter underlying clothing sales. 
Like-for-like food sales were down 0.9 
per cent. – RUETERS

HUGO BOSS SEES REVIVAL PLAN 
BEARING FRUIT IN 2018 
The new chief executive of Hugo Boss 
said plans to revive the struggling 
German fashion house by cutting 
brands and bringing prices in line 
across different countries will only 
bear fruit from 2018. Mark Langer, 

who is reversing the course of his 
predecessor Claus-Dietrich Lahrs, said 
the company will now focus on two 
main brands, premium menswear and 
its Hugo label for younger shoppers.

Lahrs, who had taken the premium 
label more upmarket as the luxury 
sector boomed, quit in February after a 
severe slowdown in luxury demand led 
to a steep fall in sales in the United 
States and China. Ahead of an investor 
day in London, Boss said it expected 
2017 to be a year of stabilisation, 
predicting a return to growth in 2018. 
Boss expects currency-adjusted sales 
to fall by up to 3 per cent this year. 
Analysts had on average forecast 1 per 
cent growth in sales for 2017.

Since Langer took over, the stock 
has narrowed its discount to luxury 
peers, trading at 17.3 times forward 
earnings, compared with 19.3 times for 
sector leader LVMH and 17.7 times for 
Burberry. Boss said it would continue 
to bring the prices of its goods in 
different regions in line, leading to 
further cuts in Asia and a slight rise in 
Europe, while prices should stay stable 
in North America– REUTERS

AIRBNB OFFERS TRAVEL 
SERVICES IN PUSH TO DIVERSIFY
Airbnb launched a new program called 
Trips to transform itself into a travel 
company, marking the most significant 
expansion since the company was 
founded eight years ago as a home- 
and room-renting service. Chief 
Executive Brian Chesky announced 
that Airbnb would offer travellers 
the opportunity to create customized 
itineraries for hours or days that afford 
a more authentic local experience.

The diversification away from its 
core service, in which people rent out 
spare rooms or entire apartments and 
houses to travelers, could be important 
to the company’s continued growth 

as it faces a regulatory crackdown 
across the globe. Airbnb is betting that 
revenue from will eventually eclipse its 
proceeds from lodging.

Through Trips, customers can book 
a range of local activities and find 
attractions that are not on the tourist 
circuit. The services are available now 
as an upgrade to the Airbnb app in 
12 cities and will be in more than 50 
cities next year, Chesky said. Flight and 
rental car bookings will also be part of 
the service eventually– RUETERS 

 

MERCEDES UNVEILS ITS MOST 
EXPENSIVE CAR
 Mercedes is taking on the likes of 
Bentley with a long, sparkly convertible 
unveiled at the Los Angeles Auto 
Show. The Mercedes-Maybach S650 
Cabriolet is a very exclusive upgraded 
version of the already-expensive 
Mercedes S-class Cabriolet. Only 300 
of these cars will be made, and they’ll 
feature lots of gorgeous inlaid wood 
trim and a loads of extra chrome.

Mercedes hasn’t yet said how much 
the S650 Cabriolet will cost in the 
U.S. In Europe, it will run 300,000 
euros, which is roughly equivalent to 
$320,000. The only Mercedes that’s 
nearly that expensive is the closely-
related Mercedes-Benz (DDAIF) S65 
AMG Cabriolet, which lists at $250,000. 
And the new Cabriolet will certainly 
cost a lot more, making it easily the 
priciest car in the Mercedes line-up.

The Mercedes-Maybach convertible 
is essentially another variation of 
S65 AMG Cabriolet, with a heavy 
emphasis on luxury along with top 
performance. The Mercedes-Maybach 
S650 is powered by a 621 horsepower 
turbocharged V-12 engine. In addition 
to special paint colors that are 
exclusive to this model -- one red, 
one white, one blue -- there are other 
decorative elements such as Maybach 

logo badges. Buyers will also get a 
set of luggage made from the same 
leather used on the seats. – CNN

ESTEE LAUDER TO BUY MAKEUP 
BRAND TOO FACED FOR $1.45 
BILLION
Estee Lauder Cos., making the biggest 
acquisition in its history, agreed to 
buy cosmetics company Too Faced 
for about $1.45 billion, scooping 
up a makeup brand that’s popular 
with millennials. Too Faced, which is 
expected to top $270 million in net 
sales this year, will help Estee Lauder 
expand in e-commerce and specialty 
stores.  The deal, which would dwarf 
Estee Lauder’s previous acquisitions, 
extends a run of industry mergers this 
year. Coty acquired more than 40 of 
Procter & Gamble’s beauty brands last 
month in a transaction worth $12.5 
billion. And Revlon agreed to acquire 
Elizabeth Arden in June for about $419 
million.

Too Faced, started by Jerrod Blandino 
and Jeremy Johnson, would let Estee 
Lauder reach a younger shopper and 
will be complementary to MAC, the 
parent company’s biggest makeup 
brand. Too Faced, based in Los Angeles, 
has 7.3 million Instagram followers 
and sells makeup for the eyes, face and 
lips in quirky packaging. Its best-selling 
mascara is called “Better Than Sex.”

Estee Lauder, which also bought 
makeup brand Becca this month, 
could use a boost after delivering a 
disappointing forecast to investors. It 
plans to add its newly acquired brands 
into its 2017 guidance, which will be 
announced during its second-quarter 
earnings in February, Chief Financial 
Officer Tracey Travis said. The Too 
Faced acquisition will reduce earnings 
in 2017, but will improve them after 
that, she said. – CHICAGO TRIBUNE
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MALAYSIA FASHION WEEK 2016 (MFW),  
MALAYSIA FASHION WEEK RETURNS 
FOR THE THIRD YEAR

2nd November 2016 – Malaysia Fashion Week 2016 
(MFW), a project by INTRADE, returned with a bang, 
providing another year of fashion galore and more. The 
event was officially launched by YB Dato’ Seri Ong Ka 
Chuan, Minister II of International Trade & Industry at 
the MATRADE Exhibition Centre on 2nd November 2016. 
Also present at the ceremony was Dato’ Noraini Ahmad, 
Chairman of MATRADE, Mark Raine, Vice President, 
Sales & Marketing, Mercedez-Benz Malaysia, Dato’ 
Nancy Yeoh, President and CEO of STYLO International, 
senior representatives and board members of MATRADE, 
participating exhibitors and designers, as well as 
international and local media.

The four-day event, from 2-5 November 2016 was jointly 
organized by Malaysia External Trade Development 
Corporation (MATRADE) and STYLO International. 
MFW is the largest trade fashion and lifestyle event 
in the country and features a dedicated fashion and 
lifestyle exhibition sprawling 32,800 square feet. The 
exhibition features six main clusters - fashion, apparel 
and accessories; jewellery; beauty, hair products and 
cosmetics; arts and handicrafts, lifestyle and interior 
decor; textile and peripherals.

MFW, the only trade event dedicated for fashion and 
lifestyle sector in the country features more than 300 
exhibition booths by local and international exhibitors 

from 16 countries. They are Cambodia, China, India, Indonesia, Japan, Korea, United Kingdom, Hong Kong, Philippines, 
Singapore, Taiwan, Thailand, Vietnam, Australia, Turkey and host country Malaysia.

MFW showcased the Spring/Summer 2017 collections of over 100 fashion designers on the runway to potential 
international buyers, through two MFW fashion components - the Malaysia Fashion Showcase (MFS) featuring 
Malaysian designers; and the Mercedez-Benz STYLO Asia Fashion Week. Visitors and trade visitors saw a series of 
delightful catwalks shows, realising MFW’s objective to bring fashion and lifestyle industry players together under 
one roof.

MFW visitors and trade buyers saw fabulous designs from top local designers such as Bon Zainal, Bill Keith, Adrianna 
Yariqa featuring actress, singer and TV host, Fazura, Jo Disaya, Owl by ND (a brand by Nora Danish), Adamaya and 
many others. Themed as “Inclusivity”, the MFW highlighted designs from not only brands in Peninsular Malaysia but 
from Sabah, Sarawak and the Peranakan community too.

The key event at MFW that elevates the fashion event’s standard compared to other fashion events in Malaysia is 
the International Sourcing Programme (INSP) - MATRADE’s signature business matching programme that matches 
local brands with international buyers. This year, over 1,400 business meetings have been arranged for local fashion 
players with potential international partners.

“Being a multi-racial country, Malaysia is a melting pot of cultures, religions and backgrounds, making the nation 
one-of-a-kind. Fashion, in a region as diverse as Asia, is exciting but challenging too at the same time. We hope MFW 
will provide a conducive environment for fashion players from around the world to create and innovate fashion 
while trading and learning with one another,” said MATRADE’s Chief Executive Officer as well as the Chairman of 
MFW Dato’ Dzulkifli Mahmud.

MFW 2016’s official partners are EPSON Sdn Bhd, Malindo Air, United Overseas Bank (UOB), Spectrum, IACT College 
& Brickfields Asia College (BAC), Pullman Kuala Lumpur Bangsar, A Cut Above, Malaysian Hairdressing Association 
(MHA), Ortea, Cium Kissable Lipbalm, Empro, Slimming Sanctuary, Fortunate Coffee, Coway and Grabcar.

INOVAR INDUSTRIES
CELEBRATES 20 YEARS OF EXCELLENCE

7th October 2016 – INOVAR, Malaysia’s specialist laminate 
flooring manufacturer, celebrated its 20th anniversary on October 
7 at its factory lot at Bestari Jaya (formerly Batang Berjuntai), about 
an hour’s drive away from Kuala Lumpur. Little has changed in 
this sleepy township, famous for its seafood and fireflies, but the 
company has come a long way since. 

The day celebration at their local headquarters and 
manufacturing factory was attended by company shareholders, 
local marketing and factory employees, as well as marketing 
representatives from Inovar offices across the region.

After the long service awards presentation, a factory tour was 
conducted for all guests to have a glimpse of the production 
line of Inovar’s laminate flooring, followed by a sumptuous 
lunch. 

During his speech, CEO and Managing Director of Inovar 
Industries PC Tam said starting a new factory in a “green field” 
project was never short of challenges. The factory location was 
selected based on the supply of raw materials and also costs 
of land at that time. 

Today, thanks to his ardent leadership and contributions by 
dedicated staff, Inovar has become a global brand with offices, 
warehouses, and showrooms in 10 countries -- Australia, 
Indonesia, Singapore, Thailand, Cambodia, Vietnam, Taiwan, India, 

including Malaysia; with over 300 sales and marketing staff in these offices selling Inovar products everyday.

“From 2007 onwards, we decided to create our own brand, and we have been working together with The BrandLaureate 
ever since, which has been a great help in Inovar’s branding journey!”

Their successful track record shows a high level of consumer trust, having won the prestigious BrandLaureate Asia 
Pacific award for Best Brand in Laminate Flooring for seven consecutive years.

Moving on with times, the company recently underwent a rebranding exercise with a new logo. “The green, forward 
looking logo represents leadership, green initiatives and home living, targeting Inovar’s customers, now and in the 
future,” said Tam.

He  added Inovar’s vision is to be the No.1 brand in markets where it is present, offering a wide range of flooring and 
home décor products. 

“Our mission today is to provide total flooring solutions to the market place, through the introduction of Vinyl Tiles, 
Bamboo Flooring, Decking across the markets.”

Tam said the company’s steady and ongoing success is also due to growing demand for flooring and home décor 
materials, as Inovar sells to all segments of the spectrum ie. end users, contractors, dealers, and project developers, etc.

“We foresee exponential growth for Inovar group for years to come,” as the company continually invests time and 
research into identifying the latest market trends and technologies.

The 20th anniversary celebrations resumed in the evening at Setia Convention Centre, with staff and live band 
performances, a LED dance, luck draw and long service awards presentation.
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JCORP’S IBRAHIM INTERNATIONAL BUSINESS 
DISTRICT (IIBD) BRAND LAUNCH 
STAMPING IIBD WITH THE SPIRIT OF ENTERPRISE

21st November 2016 – Johor Corporation (JCorp) 
launched the Ibrahim International Business District 
(IIBD) brand, introducing the Spirit of Enterprise brand 
promise, and the 4 HOME lenses, namely Heritage, 
Opportunity, Mobility and Eco-sustainability, goals that 
will define and drive development and investment 
strategies within IIBD. 

The launch event, which took place at PERSADA Johor 
International Convention Centre, was graced by His 
Royal Highness Sultan Ibrahim Ibni Almarhum Sultan 
Iskandar, Sultan and Sovereign Ruler of the State and 
Territory of Johor Darul Ta’zim, accompanied by Her Royal 
Highness Raja Zarith Sofiah Binti Almarhum Sultan Idris 
Shah, Permaisuri of Johor and the royal family. 

IIBD, a brainchild of His Royal Highness Sultan Ibrahim 
Ibni Almarhum Sultan Iskandar, is set to be a catalyst 
of growth for the international business district of Johor 
Bahru, to drive business and investment acceleration 
through key projects within the boundary of IIBD. 
Strategically located within the Southern Johor Economic 
Region and Daerah Sentral of Johor Bahru, the master 
plan covers approximately 250 acres of development of 
what aims to be the next economic powerhouse within 
the Southern gateway, not only as an international focal 
point for investment, commercial and corporate pursuits, 
but also the launch pad for enterprises to flourish.

Setting the development of IIBD on a right note, JCorp 
launched the Spirit of Enterprise, which encapsulates 

the State Government’s aspirations for IIBD to serve as a 
catalyst of growth, attracting talent and investment, and 
encouraging innovation and entrepreneurship. 

“The Spirit of Enterprise is the economic development 
proposition of IIBD, with trade and investments 
concentrated in an enabling environment which is 
well-connected with strong networking and partnering 
opportunities. It connotes a concentration of progress 
and possibilities, to steer a better future for all to live 
and do business in,” said YAB Dato’ Mohamed Khaled bin 
Nordin, Menteri Besar of Johor and Chairman of JCorp, 
at the event.

The HOME lenses underscores key attributes by which 
IIBD will be viewed, to further solidify the IIBD business 
case. The Heritage lens allows a balance of continuity 
with change, where the authenticity of IIBD’s heritage, 
traditions and culture is celebrated and built upon 
amidst its evolution into a world-class business district. 
The Opportunity lens reflects IIBD as a place for equal 
opportunities for all businesses and people, where 
strategic corporate entities will be leveraged to capture 
high multiplier effects and spur a vibrant economy. 

IIBD will also offer world-class infrastructure, future-
forward technology and seamless connectivity, in line 
with the Mobility lens. The Eco-sustainability lens aims 
to elevate the liveability of IIBD citizens and businesses 
for a sustainable future in IIIBD.

“The HOME lenses will be represented in tangible form 
via the four Cornerstones of IIBD. These cornerstones 
will serve as focal identity points to physically 
demarcate the boundaries of IIBD, while conveying a 
powerful reputation for its brand pillars,” said YB Dato’ 
Kamaruzzaman bin Abu Kassim, President and Chief 
Executive of JCorp, in his opening speech. 

As the master developer, implementer and marketer of 
IIBD, JCorp aims to further accelerate local and foreign 
investment capital, social capital and human capital. 
The entity will be focused on shaping and implementing 
pro-business and investment policies and plans, and 
market IIBD as the choice location for investors seeking 
an attractive, emerging opportunity. JCorp is also 
currently in the midst of structuring and benchmarking 
financial and tax incentives with the state and federal 
governments, to be offered by IIBD in a bid to become 
a catalyst for economic growth and entrepreneurial 
opportunities for its residents and investors. Award-
winning sculptor Nizam Abdullah, who hails from Johor, 
has officially been commissioned by JCorp to create four 
artistic sculptures as the key cornerstones of IIBD. 

The launch event was followed by a lunch reception 
with the theme of experiential dining. The brand pillars 
of HOME were interpreted through artisanal creations 
customised based on signature Johorean dishes and 
desserts, as well as a holistic engagement of senses 
in taste, sound and visual experiences throughout the 
course. 
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THE BRANDLAUREATE CHAIRMAN’S NIGHT 2016

An Evening with Tan Sri Rainer Althoff

15th November 2016 – In celebration of The BrandLaureate’s newly 
appointed Chairman YBhg Tan Sri Rainer Althoff, a glamorous dinner 
took place at the rooftop restaurant and bar Cedar on 15, The Impiana 
KLCC Hotel. Hosted by The BrandLaureate, the event was naturally an 
opportunity to introduce Althoff to a host of The BrandLaureate’s patrons 
and bring together many of the names who have contributed to the 

success of nation’s brands through their noble position as Chairman. 

The special night was also joined by the likes of The BrandLaureate’s 
board of governors, esteemed brand leaders, friends and colleagues. Many 
of those present – including YBhg Tan Sri Abdul Rahim Abdul Rahman, 
Executive Chairman of Rahim & Co International; YBhg Tan Sri Mohd. 
Ramli Kushairi, Chairman of the Board of South Malaysia Industries, 
YBhg Tan Sri Emeritus Professor Datuk Dr Augustine Ong, Governor of 
The BrandLaureate;  Althoff's contemporaries from The Rotary Club of 
Kuala Lumpur DiRaja –were welcomed to the night of celebration by The 

BrandLaureate President Dr KKJohan and CEO Ms Chew Bee Peng. 

Into the night, guests sipped on red wine and later indulged on New 
South Wales Rieye and Fjord Salmon from Norway, as Althoff greeted 
the crowd and addressed his greeting speech. The former President and 
CEO of Siemens Malaysia was officially appointed as the Chairman of The 

BrandLaureate in May 2016. 

Enchanted by a magnificent night view of Kuala Lumpur’s skyline from 
the rooftop, guests were also serenaded by a live performance from Eizaz 

& Friends which lasted long into the night. 

NICO ROSBERG TAKES F1 TITLE
FINEST ENDING FOR THE DUEL 
IN THE DESERT

27th of November, 2016 –Lewis Hamilton may have won 
the Abu Dhabi Grand Prix, and he may have won 10 races 
this season compared to nine victories for his Mercedes 
teammate, Nico Rosberg. But Rosberg, who finished 
the race in second place, not only won the 2016 world 
drivers’ championship, having earned 5 points more than 
Hamilton this year, but he also proved that he deserved 
that title, and above all, that it is still possible in the 
cutthroat world of modern Formula One to win with the 
style and grace of a gentleman.

After conceding the drivers’ title to Hamilton during 
the past two seasons, and even losing when they were 
teammates in go-karting as children, Rosberg finally 
beat his nemesis.

“It feels like I’ve been racing him forever,” Rosberg said of Hamilton. “He has always managed to just edge me out 
and get the title, even when we were small in go-karts. He’s an amazing driver and one of the best in history, so it’s 
unbelievably special to beat him because the level is so high.”

It was not just the manner in which Rosberg succeeded, and his generosity in praising his teammate, but also the 
contrasting style with which Hamilton lost the title, that defined this final duel of the 2016 season. With just 12 
points between them before the race, and Rosberg leading the series, Hamilton, who started from the pole position — 
with Rosberg starting second — had to win the race and hope that Rosberg failed to finish second or third.

For years Rosberg was an underrated talent, but finally he can command the appreciation that is his due.

“I don’t drive for credit, I drive to win the world championship, and I have done it. It was my childhood dream. That’s 
what excites me, and that’s why I look forward to celebrating with all the people who have supported me.” Few, after 
this hair-raising ending to a marathon season, could begrudge him the luxury.
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As part of The BrandLaureate’s 10th Anniversary celebration this year, 
The BrandLaureate launched the inaugural, The BrandLaureate Brand 
Versus Brand Golf Championship on 11th October 2016 at Kota Permai 
Golf & Country Club. Played in Texas Scramble format with 2-person 
per team, the competition saw 32 teams representing 32 brands 
compete for the specially designed challenge trophy.

A golf tournament unlike any other, the concept of brand versus brand 
is to create the spirit of competitiveness and team work among brands. 
The golf competition saw representatives from international and local 
brands compete for the winning title and walk away with the specially 
designed trophy cup. Among the participating brands included 
Panasonic, Siemens, Volvo, Malaysian Armed Forces, Royal Malaysia 
Police, Inland Revenue Board Malaysia, ITG Oil & Gas Services, Kong 
Woh Tong, V.S. Industry Berhad, ACG Media, Orando Holdings Sdn Bhd, 
to name a few. The tournament was also joined by celebrity guests, 
Malaysian’s leading stand-up comedian, Harith Iskander and Dato’ Hans 
Isaac.

The challenge trophy is exclusively designed to reflect the eminence 
of the Championship as the first ever Brand versus Brand Golf 
Championship in the world. Made of pewter and plated in 24k gold, 
the trophy is precisely crafted to reflect the nature of the game, that 

of impeccable excellence and perfection. The significance of the golf 
championship is seen in the figure of the golfer at the pinnacle of 
the trophy. Majestic and brimming with strength, the trophy is an 
embodiment of pride, dignity and beauty and a symbol of fame, glory 
and honour. Positive traits synonymous with winning brands and brand 
champions.

Playing to a team handicap of 14 with a nett team score of 55, the 
champion who brought back the 24k gold-plated challenge trophy 
was Koong Woh Tong, a leading Chinese herbal product brand in 
Malaysia. The brand was represented by golfers, Mr Stewart Lee Hong 
Tat and Mr Tan Ken Lee. The team that came close in putting on a 
fight for this inaugural championship was ACG Media, meanwhile, V.S. 
Industry Berhad came in at third place. The top three winners were 
each presented with a trophy and gold plated putter during the prize 
presentation ceremony.

The challenge trophy was represented to Koong Woh Tong at The 
BrandLaureate Brand ICON Leadership Awards 2016 at The Majestic 
Hotel Kuala Lumpur which was attended by Tunku Panglima Besar 
Kedah, Yang Teramat Mulia Dato’ Seri DiRaja Tan Sri Tunku Puteri Intan 
Safinaz binti Tuanku Abdul Halim Mu’adzam Shah on 13th October 
2016. Receiving the challenge trophy on stage by President of The 

BrandLaureate, Dr KKJohan and Chairman 
of The BrandLaureate, YBhg Tan Sri 
Rainer Althoff was Managing Director of 
Koong Woh Tong, Mr KK Lee. 

The BrandLaureate Golf Championship 
is the only golf tournament that brings 
together leading brands from various 
industries in one golf course. At this 
tournament, apart from playing for and 
representing their companies, golfers 
have the opportunity to network with 
other participating companies. This 
tournament  provides a great platform for 
companies to leverage and promote their 
brands.

Sharing the rationale behind this golf 
championship, Ms Chew Bee Peng, CEO of 
The BrandLaureate says during the press 
conference,

 “In today’s new age of branding, brands 
must extend their leadership out of their 
core competencies. It is not enough to be 
just good in their areas of specialization. 
They must extend into other areas such as 
arts and culture, community engagement 
and sports.

A brand that is a market leader in the 

retail sector and is also a champion and 
leader in sport would have a stronger 
brand identity and leadership positioning. 
Its brand value  will go up many notches 
and it will have a wider brand audience, as 
the public that are not aware of the brand 
will now come to know of it because of its 
leadership in sport.

The BrandLaureate Brand versus Brand 
Golf Championship is a start in this 
direction where we want brands to excel 
not only in their areas of specialization 
but extend their leadership in the arena 
of sport.”

Mr World Malaysia 2016, Anthony Tan and 
Miss Malaysia World 2016, Tatiana Kumar 
was appointed as the official ambassadors 
of The BrandLaureate Brand Versus Brand 
Golf Championship. Tatiana Kumar was 
recently crowned champion at the Miss 
Malaysia World 2016 pageant finals 
held in Kuala Lumpur while Anthony 
Tan won the title of Mr World Malaysia 
2016 and will now represent Malaysia in 
the next edition of Mr World 2017/2018. 
Anthony and Tatiana represented The 
BrandLaureate in the promotion of the 
golf championship.
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The winners of The BrandLaureate Brand ICON 
Leadership Awards 2016 were announced at its 
gala dinner, held at The Majestic Hotel, Kuala 
Lumpur on 13th October 2016. Organized by 
the Asia Pacific Brands Foundation (APBF), The 
BrandLaureate Brand ICON Leadership Awards 
recognize leaders who are in a league of their 
own and whose achievements have contributed 
significantly to the development of their 
countries and communities. Over 700 guests 
comprising Malaysia’s top corporate leaders, 
brand owners and leading personalities were in 
attendance.

The theme for this year’s award is ICONS DARE, 
DARE TO BE, DARE TO LEAP, LEAD & LIVE and 
the Awards celebrate leaders and personalities 
who have inspired people with their life 
achievements, success and their exceptional 
leadership and thoughts. These icons are special 
and have shaped the world with their legacies, 
legacies that transform the soul and spirit of 
their nations and embraced by present and 
future generations.

Plated in 24-karat solid gold, The BrandLaureate 
Brand ICON Leadership Awards trophy is designed 
to be refined, sturdy and prestigious. With both 
hands stretched high and standing on a solid 
base, the trophy reflects the ICON’s adaptability 
and agility to fly with times, bringing in winds 

of change that transform for the better. Each 
trophy is a finely handcrafted masterpiece of art 
intended to reflect the standard of excellence.

In his welcome speech, Dr KKJohan, President 
of The BrandLaureate highlights the theme 
for the night, “The theme for this year’s The 
BrandLaureate Brand ICON Leadership Award is 
most appropriate in describing the iconic hero in 
you, where you dared to leap to the highest, lead 
to the top and live to the fullest to be who you 
want to be and who you dream to be. Icons have 
this dream where he “dreams as far as his dream 
can take him and as far as he wants it to be” and 
they show us “what a dream can do to you and 
how far a dream can take you”. At the end of the 
day, you are where you are, because you dare to 
be. If you retreat and dare not be what you want 
to be, then you will never succeed and build the 
greatness in you.”

He also added, “I am so proud that tonight, 
all the recipients of the Awards are icons in 
their own rights.  You are a class of your own.  
You have never given up no matter what the 
circumstances are. You stayed on and you stayed 
through.  Come what may, you have never lost 
your focus. You live a driven purpose life. You 
have the leadership and the courage to stand 
for what you believe in. You are vibrant, dynamic, 
energetic, aggressive, innovative and above 

all, optimistic in life and most of all have the 
daringness to be what you dream to be.”

The highlight of the night was the presentation 
of The BrandLaureate Royal Quintessential 
Brand ICON Leadership Award to Yang Teramat 
Mulia Dato’ Seri DiRaja Tan Sri Tunku Puteri Intan 
Safinaz binti Tuanku Abdul Halim Mu’adzam 
Shah, Tunku Panglima Besar Kedah (Ahli Jemaah 
Pemangku Sultan Kedah) and daughter of the 
Yang di-Pertuan Agong. As an accomplished 
princess and lady of many firsts, Her Highness 
is very much respected and admired amongst 
Malaysians for her outstanding contributions in 
the fields of social work and beyond. 

The award presentation was followed by the 
Legendary ICON category. YBhg Professor 
Emeritus Tan Sri Dato’ Sri Paduka Dr. Lim 
Kok Wing was the proud recipient of The 
BrandLaureate Brand ICON of ICONs Brand ICON 
Leadership Award. The President & Founder of 
Limkokwing University of Creative Technology 

and Prime Minister’s Special Envoy to Southern 
Africa Countries, Professor Emeritus Tan Sri Dato’ 
Sri Paduka Dr. Lim Kok Wing was awarded the 
“King of Branding”.

The award presentation was followed by YB 
Tan Sri Datuk Seri Panglima Joseph Pairin 
Kitingan receiving The BrandLaureate Grand 
Prix D’Excellence Brand ICON Leadership 
Award and YBhg Tan Sri Hamad Kama Piah Che 
Othman and YBhg Kolonel (K) Tan Sri Datuk Wira 
Dr. Hj. Mohd Shukor bin Hj. Mahfar receiving 
The BrandLaureate Hall of Fame – Lifetime 
Achievement Brand ICON Leadership Award.

Other Award categories include The 
BrandLaureate Most Eminent Brand ICON 
Leadership Award, The BrandLaureate Great 
Entrepreneur Brand ICON Leadership Award, 
The BrandLaureate Transformational Corporate 
Leader Brand ICON Leadership Award, The 
BrandLaureate Best Choice Industry Brand ICON 
Leadership Award, The BrandLaureate Grand 

Master Brand ICON Leadership Award and The 
BrandLaureate Industry Champion Brand ICON 
Leadership Award.

The night was followed by a presentation of The 
BrandLaureate Business World Review Cover 
Issue to YBhg General Tan Sri Dato’ Sri (Dr) Haji 
Zulkifeli bin Mohd Zin, Chief of Malaysian Armed 
Forces and representation of The Brand Vs Brand 
Golf challenge trophy to Koong Woh Tong, a 
leading Chinese herbal product brand in Malaysia 
who was the champion of The BrandLaureate 
Brand Vs Brand Golf Championship, which was 
held on 11th October 2016 at Kota Permai Golf 
& Country Club. 

During the gala dinner, guests were presented 
with an exquisite dinner spread and entertained 
with performances by Viva Magic Entertainment 
as well by Reizo Zen - MJ Tribute Artiste Of Asia, 
saxophonist, Eizaz Azhar, and Malaysia’s singing 
sensation, Jaclyn Victor. 
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ROYAL QUINTESSENTIAL 
BRAND ICON LEADERSHIP AWARD 2016

Yang Teramat Mulia Dato’ Seri DiRaja Tan Sri Tunku 
Puteri Intan Safinaz binti Tuanku Abdul Halim 

Mu’adzam Shah

HALL OF FAME – LIFETIME ACHIEVEMENT 
BRAND ICON LEADERSHIP AWARD 2016

YBhg Tan Sri Hamad Kama Piah 
Che Othman

HALL OF FAME – LIFETIME ACHIEVEMENT 
BRAND ICON LEADERSHIP AWARD 2016

YBhg Kolonel (K) Tan Sri Datuk Wira 
Dr. Hj. Mohd Shukor bin Hj. Mahfar 

GRAND PRIX D’EXCELLENCE 
BRAND ICON LEADERSHIP AWARD 2016

YB Tan Sri Datuk Seri Panglima 
Joseph Pairin Kitingan

 ICON OF ICONS 
BRAND ICON  LEADERSHIP AWARD 2016

- THE KING OF BRANDING
YBhg Professor Emeritus Tan Sri 

Dato’ Sri Paduka Dr. Lim Kok Wing

THE LEGENDARY ICON :

THE CORPORATE ICON : TRANSFORMATIONAL CORPORATE LEADER BRAND ICON LEADERSHIP AWARDS 2016

YBhg Dato’ Mohd Shukrie 
Mohd Salleh

Group Chief Executive Officer 
POS Malaysia Berhad

YBhg Professor Dato’ 
Dr. Mazliham Mohd Su’ud

President / Chief Executive Officer 
Universiti Kuala Lumpur

YBhg Dato’ Sharifah 
Mohd Ismail

President
Institute of Marketing Malaysia

YBhg Datuk Torstein Dale 
Sjotveit

Chief Executive Officer
Sarawak Energy Berhad

Mr Antony Lee
Chief Executive Officer

AIG Malaysia Insurance Berhad

Mr Joseph Tan Huang Kew
Managing Director
Chek Hup Sdn Bhd

 THE BUSINESS ICON : GREAT ENTREPRENEUR BRAND ICON LEADERSHIP AWARDS 2016

YBhg Datuk Gan Sem Yam
Managing Director 

V.S. Industry Berhad

YBhg Datuk Seri 
Dr. Yew Kien Cheong

Chief Executive Officer
Biotech Stemcell Bhd

Sir Dr. Erwin AC Ng
Motivational Thought Speaker

Mr Law King Hui
Managing Director 

Sasbadi Holdings Berhad

Mr Francis Lau
Managing Director 

LCY Development Sdn Bhd

THE INDUSTRY ICON : BEST CHOICE INDUSTRY ICON BRAND ICON LEADERSHIP AWARDS 2016

YBhg Dato’ Dr. Ang Bon Beng
Executive Director

Edaran Tan Chong Motor Sdn Bhd
- Automotive Industry

YBhg Dato Koh Yaw Hui
Director and CEO 

Great Eastern Life Assurance 
(Malaysia) Berhad

- Life Insurance Industry

Mr Cheng Chee Chung
Managing Director 

Panasonic Malaysia Sdn Bhd
- Consumer Electronics Industry

Mr Aaron Soo
Chief Executive Officer

Sunway Lagoon Sdn Bhd
- Theme Park & Attractions 

Industry

THE VISIONARY ICON : MOST EMINENT BRAND ICON LEADERSHIP AWARDS 2016

YBhg Tan Sri Rainer Althoff
Chairman

The BrandLaureate

YBhg Professor Tan Sri Zakri 
Abdul Hamid

Science Advisor to the 
Prime Minister of Malaysia

YBhg Tan Sri Dato’ 
Dr. Salleh bin Haji Mohd Nor

Pro-Chancellor
Universiti Teknologi Malaysia

YBhg Tan Sri Dato’ 
Denis C. Latimer
 Managing Director

Latimer Corporation Sdn Bhd

YBhg Tan Sri Dato’ Sri 
Muhammad Ikmal Opat 

bin Abdullah
 Founder & Group Executive 

Chairman of Widad Business Group

 YBhg Datuk P. Kasi 
 Chairman 

Co-Founder & Director 
MK Land Holdings Bhd

THE CELEBRITY ICON : GRAND MASTER BRAND ICON LEADERSHIP AWARDS 2016

Mr Alain Robert
World Renowned 
Solo Rock Climber

YBhg Datuk Vincent Sim
Founder/Chairman 
Art Expo Malaysia

YBhg Dato’ Seri Langat 
Diraja (Dr) Lam Peng Chong

President
Spastic Children´s Association of 

Selangor & Federal Territory

Jaclyn Victor
Singer

YBhg Dato’ 
Bernard Chandran

International Fashion Designer

TOP TEN  ICONIC BRANDS
INDUSTRY CHAMPION

BRAND ICON LEADERSHIP  AWARDS 2016

Braun Büffel
Fashion – Leather and Accessories 

F&N
FMCG – Soft Drinks and Dairies

Volvo Car Malaysia 
Automotive Engineering and 

Innovation

Great Eastern
Life Assurance 

LHDNM
Income Tax

Mardi
Research & Development 

– Agrofood 

PNB
Asset Management 

Philips Lighting
Consumer – Lighting Solutions

Public Mutual
Financial Management & Wealth 

Planning – Unit Trust

Public Bank
Banking 
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F
or the most part, 2016 has been horrid. Or so it seems. Well, it’s been quite shocking, and at times dejected year so far. Mass 
shootings, terrorism and general mayhem continue to dominate the headlines. We have also lost beloved cultural icons 
like Muhammad Ali, Prince and David Bowie, to name just a few. While on one side of the world is going through a time of 

political turbulence after Brexit, Americans were stunned with the results of the 2016 presidential election. After hours of tense 
number-crunching, the outcome became certain: Donald Trump had been chosen to replace Barack Obama as the next president 
of the United States of America. The world came together with an outpouring of grief over the passing of King Bhumibol 
Adulyadej; one of the greatest Thailand’s kings to ever exist.

With that being said; if you want doom and gloom, it’s not hard to 
find. Sometimes it feels like we have had wall-to-wall bad news 
this year. But what about the good stuff? Can’t be all bad, can 
it? As the year comes to a close, we remember what was on our 
minds in 2016, and the difference the world made by coming 
together – as witnessed in Rio 2016. Now, let us reflect at some 
of the most talked-about topics of the year.
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The World Health 
Organization announces an 
outbreak of the zika virus
Zika virus disease is mainly 
spread by mosquitoes. For 
most people it is a very 
mild infection and isn’t 
harmful. However, it may be 
more serious for pregnant 
women, as there’s evidence 
it causes birth defects – 
in particular, abnormally 
small heads (microcephaly).

Taiwan elects first female 
president
Tsai Ing-wen wins historic victory 
as voters express dissatisfaction 
with economy and outgoing 
leader. Taiwan’s first female 
president has vowed to build a 
new era of politics after sealing a 
historic landslide election victory 
that is expected to strain the 
state’s relationship with China.

The Ecumenical Declaration
Pope Francis and Patriarch Kirill sign an Ecumenical 
Declaration in the first such meeting between leaders of the 
Catholic and Russian Orthodox Churches since their split in 
1054. Also known as the Havana Declaration, the 30-point 
declaration contains a joint call by the two church primates 
for an end to the persecution of Christians in the Middle 
East and to wars in the region, expressing their hope that 
the meeting might contribute to the re-establishment of 
Christian unity between the two churches. 

J A N U A R Y

F E B R U A R Y

M A R C H

Tiger numbers have risen 
for the first time in a 
century
This is great news if you 
like big cats - conservation 
successes in India, Russia, 
and Nepal have meant we 
have seen a significant 
increase in tiger numbers 
for the first time in a 
century.

The WWF has given us 
good news for a change in 
a new survey which shows 
there are now 3,890 wild 
tigers, up from 3,200 in 2010, 
when countries announced 
a historic commitment to 
double the population by 
2022.  It now looks like 
we may actually hit that 
target!

A P R I L

Russia Has Largely 
Withdrawn from Syria
President Vladimir Putin 
ordered Russian military 
to withdraw most of its 
fighting forces from Syria on 
March 14, 2016, signalling 
an end to Russia’s five-and-
a-half month air campaign.

President Obama’s visit to Cuba
President Obama made a historic 
trip to Cuba as the first sitting US 
president to visit the Communist 
ruled island since Calvin Coolidge 
did in 1928. “My lifetime has spanned 
a time of isolation between us,” 
Obama said. “I have come here to 
bury the last remnant of the Cold War 
in the Americas.” Obama’s trip was a 
crowning moment in his and Cuban 
President Raul Castro’s ambitious 
effort to restore normal relations 
between their countries.
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M A Y

We watched Leicester City’s 
fairytale Premier League victory
No matter which, if any, football 
team you support, it is always 
lovely to see the underdog 
win. Leicester erupted as their 
team unexpectedly stormed to 
Premier League victory. It was 
even said by experts to be the 
most improbable win in football 
history.

Killing of Harambe
A three-year-old boy climbed into a 
gorilla enclosure at the Cincinnati 
Zoo and Botanical Garden and was 
grabbed and dragged by Harambe, 
a 17-year-old Western lowland 
gorilla. Fearing for the boy’s life, a 
zoo worker shot and killed Harambe. 
The incident was recorded on video 
and received broad international 
coverage and commentary, including 
controversy over the choice to kill 
Harambe. A number of primatologists 
and conservationists wrote later that 
the zoo had no other choice under the 
circumstances, and that it highlighted 
the danger of zoo animals in close 
proximity to humans and the need for 
better standards of care.

J U N E

#BrExit: UK Left the European Union
British Prime Minister David Cameron 
announced his resignation after voters in the 
UK’s referendum backed a “Brexit” from the EU. 
The referenderum was held on Thursday 23 
June, to decide whether the UK should leave 
or remain in the European Union. Leave won 
by 52 per cent to 48 per cent. The referendum 
turnout was 71.8 per cent, with more than 
30 million people voting. “The British people 
have voted to leave the European Union and 
their will must be respected. I want to thank 
everyone who took part in the campaign on my 
side of the argument, including all those who 
put aside party differences to speak in what 
they believe was the national interest and let 
me congratulate all those who took part in the 
Leave campaign for the spirited and passionate 
case that they made. The will of the British 
people is an instruction that must be delivered.”

J U L Y

Pokemon Go got everyone 
walking outside
There have been some 
Pokemon Go gaffes and 
mishaps, but anecdotally, 
parents seem to love that 
this is a video game which 
gets children - and adults - off 
sofas and out exploring the 
world.

This has even been backed 
up by experts; scientists have 
said Pokemon Go may even 
help prevent Type 2 diabetes. 
Leading diabetes researchers 
at the University of Leicester 
believe smartphone craze 
Pokémon Go could be an 
“innovative solution” to rising 
obesity levels and chronic 
disease.

A U G U S T

The 2016 Summer Olympics 
in Rio 
More than 11,000 athletes 
from 207 National Olympic 
Committees, including first 
time entrants Kosovo, South 
Sudan, and the Refugee 
Olympic Team, took part. 
With 306 sets of medals, 
the games featured 28 
Olympic sports, including 
rugby sevens and golf, which 
were added to the Olympic 
program in 2009. These 
sporting events took place 
at 33 venues in the host city, 
and at five in São Paulo, Belo 
Horizonte, Salvador, Brasília, 
and Manaus.
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North Korean Nuclear Test
The government of North 
Korea conducts its fifth and 
reportedly biggest nuclear 
test. World leaders condemn 
the act, with the South calling 
it “maniacal recklessness”.

S E P T E M B E R

Bhumibol Adulyadej; People’s King of 
Thailand Dies After 7-Decade Reign
King Bhumibol Adulyadej of Thailand, 
who took the throne of the kingdom 
once known as Siam shortly after 
World War II and held it for more 
than 70 years, establishing himself 
as a revered personification of Thai 
nationhood, died in Bangkok. He was 
88 and one of the longest-reigning 
monarchs in history. 

King Bhumibol was a unifying figure 
in a deeply polarized country, and his 
death cast a pall of uncertainty across 
Thailand, raising questions about the 
future of the monarchy itself.

O C T O B E R

The Sighting of Supermoon
Skygazers headed to high-rise 
buildings, ancient forts and 
beaches to witness the largest 
supermoon since 1948. Astronomy 
enthusiasts saw Earth’s satellite 
loom large anywhere in the 
world shortly after sunset. The 
phenomenon is caused by its 
elliptical orbit around the Earth.

N O V E M B E R

DAVID BOWIE

JANUARY 10TH 

2016 has seen a host of some of our best-loved celebrities pass away. From actors and comedians to musicians, we want to remember 
these well-known figures who are no longer with us. Here’s a look at all of the celebrities we’ve lost in 2016 who have inspired generations.

ALAN RICKMAN 

JANUARY 14TH

HARPER LEE 

FEBRUARY 19TH

MUHAMMAD ALI

JUNE 3RD  

GENE WILDER 

AUGUST 28TH

ARNOLD PALMER 

SEPTEMBER 25TH 

NANCY REAGAN  

MARCH 6TH

CARLOS ALBERTO 

OCTOBER 25TH

JUNKO TABEI

OCTOBER 20TH 

Known as “O Capitão do 
Tri”, he was one of the best 

football defenders of all time 

PRINCE

APRIL 21ST  

He was recognized as one of 
the most influential artists of 

the rock & roll era

I N  R E M E M B R A N C E  O F

The golf legend who brought 
golf to the masses and 

became the most beloved 
figure in the game

The heavyweight champion 
arguably boxing’s most 

celebrated athlete

Severus Snape as his most 
iconic role, he was one of the 

best-loved, most admired 
British actors.

The fashionable musical 
legend behind hit songs like 

“Space Oddity,” and “Let’s 
Dance”

The two-time Oscar nominee 
starred as a quirky candy 

man in Willy Wonka & the 
Chocolate Factory

Made history by being the 
first woman to reach the 
summit of Mount Everest

First Lady who became a political 
figure in her own right

Pulitzer Prize-winning author 
of “To Kill a Mockingbird”.

The Discontinuation of Samsung Note 7
Samsung has not only halted sales of the device “over concerns about the 
smartphone’s safety,” but it has also warned users that they should power 
down their phones. The company and the United States Consumer Product 
Safety Commission have issued a second recall for all Note 7 devices, including 
the replacements. This spells the end for the phone — and a serious logistical 
nightmare for Samsung. It is safe to say that Under no circumstances should you 
buy a Galaxy Note 7, or continue using one that you already have.
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THE FINAL ASCENT
KING BHUMIBOL ADULYADEJ

The Great Miss
Death comes to all, mortals and virtual gods. But it is in our deeds in 
life that we are truly remembered. Not many can impact the lives of 
the masses and transform the growth of a country as profoundly as 
a king can. And even in that, very few are privileged enough to live 
to exert dominion for a very long time – spanning decades. Growing 
hand-in-hand with a never-colonized country as its sovereign for 
close to three-quarters of a century (70 years, 126 days), ultimately 
such a king becomes an integral part of the people and its culture – 
seemingly intertwined in multifarious facets of the nation as a brand.

An exemplar National Brand personified, such a ruler orbits the 
frontiers of the immortal within the minds of his subjects. In fact 
after King Bhumibol Adulyadej’s passing, there were a remarkable 
number of those who refused to accept the fact that he had moved 
on to ethereal frontiers. Some others even continued to hope for 
a miracle that he would return from the dead! Exclamations like 
‘Long Live the King!’ (Song Phra Charoen!) and ‘Give me back my 
King!’ could be heard resoundingly even after the king’s death was 
officially announced.

There is no greater way to ascertain the love of subjects for their 
king than witnessing how they respond after he has left this Earth. 
One’s greatness can truly be seen from the overall reaction of the 
masses. The sense of loss portrays the both the deep appreciation 
and connection the people have for a fair and just ruler who is 

now no longer with them. Yet it is quite clear that memories of His 
Majesty will continue to live on in their hearts for a long time to 
come.

Eternal Eclipse
A metaphorical shadow befalls the land. A king’s life affects the 
lives of his subjects in a profound way – for the monarch shapes 
and defines life as it ought to be for the folks of the realm. In a 
manner of speaking, he has been the ‘destiny engraver’ for the future 
generations. Many to come will be blessed by his actions in the past.

Such a luminous light, when is lost, would undoubtedly be 
tremendously missed... Then, a sort of resonant emptiness which 
stings, slowly manifests itself in reality as we know it to be.

One such epitomic ruler is King Bhumibol Adulyadej of Thailand 
(1927-2016), who ascended to the throne in 1946. His passing (at 
the grand age of 88) has been a tremendous blow to the people of 
the good kingdom who love and cherish him. Truth be told, the grand 
crater in their hearts, one left by a king of seven decades, is not so 
easily filled. Now no longer with them in the flesh, the demise of one 
who had been a regional bulwark amidst the existential struggle 
with communism during the initial years is felt as bitter emptiness in 
the bottomless abyss which ravenously haunts the vestiges of kingly 
memories.

The Scepter Vs the Sickle
Death is a separator of worlds. It divides the realm 
of the living from that of the dead. Yet the dead 
do not mourn their own death, only the living do. 
Fatality rears its ugly teeth to the living through 
the emptiness of what once was. To have tasted 
something, or shared a memory; only have it 
taken away to remain a memory forever is a sad 
thing. There is a gap between the realms that is 
filled with a certain cold silence. So many have 
fallen away into the netherworld...countless 
voices have been silenced by the loss of breath in 
the great void reserved for the non-living...never 
to be heard from again...a yearned-for echo that 
never returns...forevermore. 

Still, the remarkable deeds of those who have 
gone will outlive them. Long after one transcends 
into the afterlife, the feats during life will still 
grace this world, ‘haunting’ the living in a good 
way. Like a resonant echo. Like an unchained 
melody.

In more relatable context, the Former Prime 
Minister of Thailand, Anand Panyarachun, had 
described King Bhumibol’s authority as ‘reserve 
power’ that, because it has been used judiciously 
and sparingly, has been decisive in maintaining 
the country’s stability. Such power, he adds, has 
been accumulated through a life of dedication to 
his job. It cannot be inherited or passed on.

Still, the loss is real and it stings. The transition 
from the temporal realm to the spectral realm is 
one that is permanent. And it takes a long time for 
those who are left behind to come to terms with 
this in practical reality.

Born to Be King
The beloved king often presented himself as a 
caring monarch interested in rural development. 
This keen supporter of agriculture saw 32 Prime 
Ministers, 20 constitutions or charters and 16 
coups or attempts. Upon ascension to the throne, 
he was married to Queen Sirikit and they had four 
children together – three girls and a boy.

Notwithstanding his incalculable humble 
attributes, King Bhumibol Adulyadej is accorded 
an almost divine reverence, with sublime titles 
like Phra Chao Yu Hua (Lord Upon our Heads) or 
Chao Chiwit (Lord of Life).

Born on December 5, 1927, in the United States 
of America, the good king inherited the throne 
at the age of 18 in 1946 in the most tumultuous 
of circumstances – when his brother was shot 
dead in mysterious circumstances at the Bangkok 
Royal Palace. In actual life, the younger of two 
brothers was only crowned four years later upon 
completing his studies in Switzerland. Over 
the years, the king played all the various roles 
ascribed to him – of the caring but restrained 
monarch, the renaissance ruler keen on arts, music 
and handicrafts, the religious sovereign steeped 
in Buddhist ritual, eloquently. His amicable nature 
even sprouted favourable colours which came to 
be associated with the monarch – with yellow 
representing royalty and pink for recovery).

Truth be told, the restoration the status of the 
monarchy in Thailand was largely successful because 
it had been focused on the young king, beloved by his 
people, who grew hand-in-hand with the developing 
nation to become an active octogenarian.

“SINCE THAT TIME UP UNTIL THE 
PRESENT TIME, THERE HAVE BEEN 

PROGRESS, AND CHANGES ALL 
THROUGH THE TIME. THE CHANGES 
HAVE NOT COME BY THEMSELVES; 

THESE CHANGES HAVE COME FROM 
THE DOINGS OF EVERYONE IN THE 

COUNTRY.”

By IAN GREGORY EDWARD MASSELAMANI

01

02

03

images :
1) Official Coronation Day of His Majesty King Bhumibol Adulyadej.
2) A king where it matters most – in the hearts of his beloved family.
3) Young ruler: The outward glory of an intrinsic sovereign at the edge of 
metamorphosis into greatness.
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The Long Farewell to Remember
Entailing a monumental death which leaves Queen 
Elizabeth II as the world’s longest-reigning monarch, King 
Bhumibol’s body is poised to rest in Bangkok’s Grand Palace 
within a golden urn, draped in silk, gold and diamonds, for 
an official grieving period of one year – as Brahmin priests 
and Buddhist monks, adorned with incense smoke, chant 
incantations.

With history attesting to how Thailand’s modern monarchy 
has being built almost entirely around one man, it might be 
fair to deduce that it will be challenging for his only son, 
Maha Vajiralongkorn, the Crown Prince of Thailand who 
is presently preparing himself to fill his father’s shoes, to 
shadow and sustain his late father’s greatness; even with 
the sacred aspect of the monarchy being the reason why the 
institution is more popular today.

Going to the grassroots, King Bhumibol, who will in 
perpetuity be regarded by many Thais as a semi-divine 
feudal ruler, in spite of being part of a constitutional 
monarch with limited powers; always be cherished as one 
who was, above all, able to touch the peoples’ hearts. In his 
evolved capacity as king, and by his magnanimous actions, 
he evidently demonstrated that a true king is not one who 
sits and rules from the throne alone, but one who is beloved 
by his people so as to be the king of their hearts. This justly 
is a tall order for any king – a feat which can only be attained 
by a lifetime of undying dedication and untold passion.

Nine Resounding Minutes of Silence
The numeral nine carries significant meaning because 
King Bhumibol, otherwise known as King Rama IX, 
was in fact the ninth monarch of the Chakri Dynasty. 
With this in mind, Thailand’s National Assembly held 
a special session in which the assemblage stood and 
observed a nine-minute silence in memory of the 
dearly departed king.

The nine minutes felt long, like an eternity, but the 
emptiness that echoed after seemed even more 
enduring. With warm tears flowing down their cheeks, 
folks lovingly reflected on His Majesty’s former 
speeches to the nation where he liked to joke and 
tease them – a form of joy lost perhaps forever.

Sublimely blessed to have been under his reign, Thai 
government officials will go on to mourn the king, who 
remains a sacred father figure for many Thais, for a 
year, with the sting of each day’s cold wind reminding 
them of the one who is no longer with them... In the 
purest spirit of patriotism, flags were flown at half-
mast at all government buildings and schools for 30 
days. On top of that, folks refrained from festivities 
for a month, and entertainment ‘toned down’, to pay 
respect to a king who had his people in heart, till the 
very end. Truly, if everyone showed so much support 
for their late king, His Majesty had indubitably been 
the binding force that the nation needed.

Universal Moulding, Local Touch
It seems hard to believe that this renowned grand 
mediator during political upheavals was, for a time, 
a ‘foreigner’ to his own dominion, a land that had 
been revolutionized and empowered so as to break 
away from the seemingly archaic rule of a monarch. 
Returning to his motherland after the Second World 
War, and becoming king at a young age after a family 
tragedy, the odds were clearly set against the US-born 
King Bhumibol. For a time, even his radius and range 
of mobility within the kingdom was severely limited.

One can safely deduce that this ultimate arbiter of 
disputes was no ordinary Asian king. Being as much 
a spiritual leader as a worldly one, he is a Western-
educated, statesman-like, modern monarch who has 
a passion for sailing, playing the saxophone, amateur 
photography and creating works of art like oil paint-
ings.

In this light, His Majesty thus had to find breakthrough 
avenues to connect with his people – that have slowly 
been conditioned to a modernized, globalized envi-
ronment to exist without a sovereign ruler of the old-
en order. In essence, in order to regain the relevance of 
his office, the new king had to tailor himself to the real 
needs of his subjects, reaching out to them in ways 
others in power may have overlooked or cannot imi-
tate, and ultimately securing a special place in their 
psyche for always.

“THE IMPORTANT THING FOR THE SURVIVAL OF THE THAI 
SOCIETY IS THAT THE MAJORITY OF THOSE WHO WORK, BOTH 
IN THE GOVERNMENT AND THE PRIVATE SECTOR, STILL STRIVE 

TO WORK IN THE SAME DIRECTION; THIS IS WHY THE THAI 
NATION STILL STANDS.”

“GOODNESS IS 
SOMETHING THAT 

MAKES US SERENE 
AND CONTENT; IT 
IS MAGNIFICENT. 
THOSE WHO ARE 
NOT GOOD ARE 

EVIL.”

“ THE ATTAINMENT OF 
THE PRESENT STATUS OF 

THAILAND HAS TO DEPEND ON 
THE ABILITY OR THE ACTIONS 
OF ALL THE INHABITANTS OF 

THE COUNTRY.”

images :
1) A sudden wave of sorrow and loss, akin to a tsunami of bereavement 
and grief, sweeps across the land, filling it with nothing but emptiness 
and void.
2) There are no words to express the loss of a beloved impartial king who 
genuinely cared for his people and took proactive measures to enhance 
their safety and livelihood.
3) A touching moment in the lifelong pursuit of impacting lives...
4) The United Nations mourns the passing of the King of the Kingdom 
of Thailand
5) Official announcement of the king’s passing.
6) An image that shall remain undimmed by time.
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OBAMA’S END OF 

As President Barack Obama makes his great exit from the White 
House on January 20, 2017, opinions have been made of how the US 
economy or the country as a whole has done for the past eight years 
under Obama’s leadership. Truth be told, most previous presidents 
would envy Obama’s record which has flourished despite the fact 
that he inherited the results of the worst economic crash since the 
Great Depression. 

Here are ten changes that happened in America under the leadership 
of Obama.

America had 78 straight months of economic expansion.
For seventy-eight consecutive months, the US economy has gotten 

progressively better. That includes a new record for consecutive 
months of private sector job growth. Since Obama became 
president, US economy has gone from losing 750,000 jobs 
per month to adding 250,000 jobs per month. That’s a net 
improvement under Obama of about 1 million jobs per month. 
In just 7 years, there were more than three times as many jobs 
created as there were in the whole 8 years under George W. Bush. 

Unemployment has dropped from 10.1per cent in October of 2009 
to 4.9per cent by early 2016.

1

The Federal budget deficit shrank and has been 
reduced by two-thirds since 2009. The $1.4 trillion federal 
budget deficit that Obama inherited in 2009 was in a large 
part due to the high rate of unemployment. When millions of 
people were put out of work in 2008 and 2009, it resulted in 
far less income taxes and less economic activity to generate 
federal revenue. As eleven million people have regained 
employment, there have been billions more tax dollars 
generated. As a result, the deficit has been shrinking each year. 

The 2015 deficit was $439 billion, the smallest deficit since 
2007, and roughly 70 per cent lower than it was in 2009.

3

For 95 per cent of American taxpayers, income taxes are as low or 
lower than they were at almost any point in the last 50 years.

After President Obama took office, thousands of Tea Party 
members all over the country held rallies protesting Obama’s 
tax increases. At that time, President Obama had actually 
passed several tax cuts to stimulate the economy. Most of the 
Tea Partiers who were protesting had only seen their taxes 
decrease under Obama, yet polls indicated that most Tea Party 
members wrongly believed their taxes had gone up. Today, for 

the vast majority of people, tax rates are lower than or exactly 
where they were when Obama first took office. 

5

The stock market continues to 
set new record highs since President 
Obama took office. Since early 2009, 
there has been a steady upward trend 
in stock market growth. The Dow Jones 
Industrial average reached an all-time 
high of 18,292 in May, 2015. Since 
most Americans have 401K retirement 
investments in the stock market, this 

growth benefits millions of middle class 
Americans.

2

Under President Obama, government spending 
has increased only 3.3 per cent annually, 

the lowest rate since Eisenhower was president.
Critics have claimed that President Obama is 
spending money wildly and running up debts. 
According to an article from Forbes, Obama has 
increased spending by 1.4 per cent annually, far less 
than President Reagan (8.7 per cent) or George W. 
Bush (8.1 per cent). According to an article from the 

Washington Post, Obama has increased spending 3.3 
per cent annually. 

4

Dependence on foreign oil has shrunk 
due to record domestic oil production 

and improved fuel efficiency standards.
While some claim that oil production 
has declined under President Obama, 
the truth is just the opposite. Oil 
production has reached record highs. 
The United States now produces so 

much oil that they export more oil and 
gasoline than they import.

6
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At least 18 million more Americans now have health insurance than before.
Today, from 12 to 18 million Americans have acquired health insurance due to the 

Affordable Care Act. Now that those millions of Americans have insurance, the 
rest are no longer on the hook to pay for their healthcare when they get sick. 
This saves the American people billions of dollars in the long run. 

The Affordable Care Act has added years to the life of Medicare. The Medicare 
trust fund had been on course to run out of money by the end of 2016. 
But due to cost savings from the Affordable Care Act and lower healthcare 

expenses, Medicare’s trust fund will now remain stable until the year 2030 
without cutting benefits.

7

US currently has fewer soldiers, 
sailors, and airmen in war 
zones than they did at any 
time in the last 12 years.
With the end of the Iraq war 
and the steady withdrawal of 
troops from Afghanistan, the 

country has fewer people in 
war zones now than they did at 

any time since 2002.

8

There have been zero successful attacks by al Qaeda 
on US soil since Obama became president.

Despite Dick Cheney’s warning that if voters elected 
a Democrat as president, US would be “hit again 
and hit hard” by al Qaeda, but the country has 
actually been far safer from terrorist attacks on 
American soil in recent years than they were under 
the previous president. There have been several 
unsuccessful attacks against the US under both Bush 

and Obama, but under Obama, al Qaeda has been 
largely unsuccessful in striking the US on their home 

soil.

9

US has successfully catch and deport 
more illegal immigrants than ever before.

Despite the mythology being spread by President 
Obama’s political opponents about “open border” with 
Mexico, the numbers prove that President Obama has 
turned back and deported more illegal immigrants 
than any other president. Politifact checked the 
claim that President Obama turned away more illegal 
immigrants than any other president. It is confirmed 

that under President Obama, the US has turned back or 
deported an average of 32,886 people per month. That’s a 

far greater rate than any other president in history by far.

10
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MAIN SECTION

TRUMPOCALYPSE: THE DAY AFTER   
SHOCKING REACTIONS TO THE 45TH US PRESIDENTIAL ELECTIONS 

I
It’s D-DAY! WEDNESDAY, Nov 9, 2106, was not an ordinary day. 
Excitement was in the air, as BFM radio deejays started their 
early morning commentaries and speculation on the potential 
outcome of the 45th US Presidential Election, which has been 
a subject of controversy, debate, and speculation since the race 

started 18 months ago.  

From early morning until late afternoon, the votes trickled in on 
social media, causing seat-gripping excitement amongst netizens. 
Finally at about 3.06pm (Malaysian time), the result was in. ”It’s 
Trump!” said CNN.com, while a quick search on Google flatly 
announced -- Donald Trump won the presidency. 

In the historic upset, Trump, an American businessman, television 
personality and author is now the President of the United States. 
The Simpsons had predicted this would happen circa 2000, in an 
episode President Trump: ‘A Warning to America’ complete with 
scenes of him waving at fans, and delivering his victory speech. 

Nothing has prepared us for this. For weeks leading up to the 
actual casting of ballots, major media outlets were saying that 
Hillary Clinton would coast into the Oval Office with a comfortable 
lead. Despite a closely fought battle, the momentum swung 
towards Trump’s favour in the end, as he won most of the swing 
states (a total of 30 states), which led to his final victory with 290 
Electoral votes to Clinton’s 232. 

The Republican nominee, and oldest elected president in US 
history at 70-years-old, pulled off one of the greatest upsets in 
political history to take back the White House after months of 
slash-and-burn politics.

The unexpected news drew mixed reactions around the globe, and 
caused a sharp drop in most markets, but recovered throughout 
the day and ended positively. “Welcome to Donald J. Trump as the 
new US President! says a website, while the www.newyorker.com 
quickly condemned it: “Presidential Election 2016: An American 
Tragedy.” Others wrote: “I’m expecting Hillary to win. She must!” 
against “Classic! Imagine Crazy #Trump is President.” 

For many Americans across the country, Donald Trump’s victory 
was an outcome they simply refused to accept. Anti-Trump protest 
filled the streets in at least 25 US cities and outside Trump’s 
properties overnight,  with tens of thousands people, expressing 
their fear and anger on the streets and social media with the 
hashtag #NotMyPresident2016, Not Now Not Ever, and #CALEXIT 
-- calling for California to be made  a liberal republic in wake of 
America’s Trumpocalypse. 

The morning after, the world was still recovering from the shock 
with personal comments like: “I will not live in fear. I will stand. 
I can breathe”. Here’s a snapshot of some of the fear factors 
affecting their psyche. 

FEAR: A street protestor in New York, Nick Power said: “I think I 
came here to let go of a lot of fear, that was as soon as I saw 
the results and part of it was a deep fear of a racist reaction that  
Trump will reenact harsher laws that will put so many people back 
in prison. You saw this incredibly qualified woman to be president 
superseded by a man who has no qualifications at all for the office. 
I am also afraid for the people who might have their doors kicked 
down sending them back to countries that are falling apart.”

EMBARASSMENT: Esteban De La Torre wrote: “He will never be 
a represented of what I stand for, he is not who I voted for. I am 
deeply embarrassed for my country and somewhat uncomfortable 
for my fellow American’s well-being.”

HARRASSMENT: Valerie Taylor wrote: “ I voted for Hillary. I’m a 
sexual assault victim, a friend of the LGBT community, an atheist, 
an advocate of global citizenship, and believe in America’s melting 
pot. I did not vote for Trump’s racism, misogyny, close-minded, 
myopic view of the world.”

DISAPPOINTMENT: Hillary’s supporters said: “For those who voted 
for Hillary stand together and unite. We need to keep moving 
forward and before you know it the four year term will be up. Let’s 
hope and keep positive, that he does not mangle the country and 
offend other countries.”

BY GERALD CHUAH
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Since Trump’s presidential campaign was formally launched on June 16, 
2015, in Trump Tower, New York City, nobody took him seriously, thinking 
that it was just a publicity stunt. The Republican candidate was vilified as a 
hateful bigot, misogynist, and racist. He was lambasted by fellow politicians 
a third rate billionaire with no political experience, and unclear policy 
agenda; and dismissed by celebrities like Robert De Niro, who famously 
called him a “pig”.  

It was not an easy fight, even Trump admitted that politics is difficult when 
he took the punches head on during the presidential debates. Although his 
image was at stake and had to apologise a few times on how he treated 
women in the past, but he did not allow the rhetoric and past shadows to 
cloud his judgement on what needs to be done to Make America Great 
Again. A supporter wrote: “The majority vote was for #Trump that means 
more of America voted for him than #Hillary, so it means he is our President, 
plain and simple.”

“Republicans ‘won’ but at what cost?” said Tara Setmayer, a CNN political 
commentator. “As we pick up the pieces, we need to ask ourselves who we’ve 
become as a country? How do we heal the divide? Can Donald Trump rise to 
the occasion and lead this great nation? I still have my reservations, but for 
the sake of our constitutional republic, I hope he can.” 

Despite the troubling comments, countless others felt that Trump would 
make a better choice for a president as he promised to resolve issues 
left unattended for far too long, and promised to take assertive action, 
as outlined in the action plan in his first 100 days in office -- clearing up 
Washington, Protecting American workers, Restoring the Rule of Law, repeal 
Obamacare, construct a wall at the Southern border, and rebuilt military 
bases, and destroying ISIS.

Do not let the past determine your future, instead let the future determine 
your present. Despite a long and tiring day, Trump was magnanimous in his 
victory speech on his election night rally in Manhattan, New York, saying it 
is time to come together and heal the wound and rebuild America. Below is 
a short transcript of his victory speech. 

“To all Republicans and Democrats and independents across this nation, I 
say it is time for us to come together as one united people. It’s time. I pledge 
to every citizen of our land that I will be President for all Americans, and 
this is so important to me,

“For those who have chosen not to support me in the past, of which there were a few people… 
I’m reaching out to you for your guidance and your help so that we can work together and unify 
our great country,

“As I’ve said from the beginning, ours was not a campaign, but rather an incredible and great 
movement made up of millions of hard-working men and women who love their country and 
want a better, brighter future for themselves and for their families,

“We are going to fix our inner cities and rebuild our highways, bridges, tunnels, airports, 
schools, hospitals. We’re going to rebuild our infrastructure, which will become, by the way, 
second to none. Working together, we will begin the urgent task of rebuilding our nation and 
renewing the American dream.”

On the other side of the divide, in a painful but honest concession speech, Hillary Clinton said 
she is sorry “we did not win this election for the values we share and the vision we hold for 
our country,

“ TO ALL REPUBLICANS 
AND DEMOCRATS AND 

INDEPENDENTS ACROSS THIS 
NATION, I SAY IT IS TIME FOR 
US TO COME TOGETHER AS 
ONE UNITED PEOPLE. IT’S 
TIME. I PLEDGE TO EVERY 

CITIZEN OF OUR LAND THAT I 
WILL BE PRESIDENT FOR ALL 
AMERICANS, AND THIS IS SO 

IMPORTANT TO ME ”

“I know how disappointed you feel, because I feel it too. And so do tens of millions of 
Americans who invested their hopes and dreams in this effort. This is painful, and it 
will be for a long time. But I want you to remember this:

“Donald Trump is going to be our president. We owe him an open mind and the chance 
to lead. Our constitutional democracy enshrines the peaceful transfer of power. But I 
still believe in America, and I always will. And if you do, then we must accept this result 
and then look to the future.”

The former Secretary of State said although this is not the outcome she wanted 
or worked so hard for, “I hope Donald Trump will be a successful president for all 
Americans,” as she inspired her supporters to continue to fight for what they believe in.

With those words, the Democratic nominee ended her White House quest, but not her 
political career. As of Saturday, November 19, Clinton’s total popular vote count was 
63,541,056, ahead of  Trump’s 61,864,015,  by a staggering number.

The day after, President Obama spoke from the White House on the election of Donald 
Trump to the presidency and urged Americans to give him a chance.

Obama’s whose presidency was not less historic as the first African American to be 
elected to office, said he will make sure there is a smooth transition of power, which is 
one of the tenets of a democratic nation. 

“I have instructed my team to work as hard as we can to make sure that this is a 
successful transition for the president-elect. We are now all rooting for his success in 
uniting and leading the country, because the peaceful transition of power is one of the 
hallmarks of our democracy,

 “Now, everybody is sad when their side loses an election, but the day after we have to 
remember that we’re actually all on one team. We are Americans first… and we all want 
what’s best for this country,” he added.

Lastly but not least, in a fitting tribute to President Barrack Obama, Clinton commented: 
“To Barack and Michelle Obama, our country owes you an enormous debt of gratitude,” 
as the world bids him goodbye on January 20, when President-elect Donald Trump 
takes office, and the rocks on into 2017. 

290
TrumP (R)

62,523,126 votes

232
Clinton (D)
61,201,031 votes
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BRAND SPEAKS

It doesn’t matter if you’re thrilled or outraged or something 
in between at seeing Donald Trump become our new 
president-elect. Objectively, Trump ran an impressive 
and surprising political campaign, and it’s because of his 
penchant for personal branding and marketing that he 
won in such an astounding upset.

If a man with no political experience can pave his way to 
the highest political office in the country with a handful 
of marketing strategies, what do you think your business 
could accomplish using similar tactics? I’m not saying 
you should start mimicking Donald Trump’s ideologies 
or his rhetoric, but there are some important lessons for 
entrepreneurs to learn in having witnessed this powerful 
success in personal branding.

Politics and branding
First, it’s important to know that politicians essentially 
become brands -- personal brands -- when campaigns 
begin, and this isn’t a new concept. You can see the parallels 
between corporate brands and political candidates clearly:

• Logos. Hillary Clinton’s oft-praised logo is just the 
most recent example of candidates using imagery 
to build recognition and visibility. Barack Obama’s “O” 
logo has even been described as close to corporate 
in nature.

• Slogans. Slogans and taglines have been a part of 
politics for generations, as evidenced by 1840’s 
“Tippecanoe and Tyler too,” which was originally part 
of a full campaign song.

• Image, voice and reputation. Most importantly, 
candidates spend time perfecting their image, their 
voice and how they’re seen by the voting public. 
This was the most crucial area developed by Donald 
Trump.

So, how did Trump manage to create such a powerful 
brand from a cartoonish and politically inexperienced past 
personality?

The Trump brand
The Trump “brand,” by which I mean his political personal 

brand -- not any of his corporate endeavors -- was built on 
a number of principles that made him appealing to the 
masses.

• Niche-focused. First and foremost, Trump wasn’t 
trying to win over “America.” He was sharply focused 
on working-class white males, which is a large, but 
specific demographic. His messaging became laser-
focused and highly relevant to this audience, which 
led to greater brand evangelism and rapid expansion 
of his supporter base. His numbers across social 
media platforms, in comparison to Hillary Clinton’s, 
provide clear evidence of this. In marketing terms, 
he identified and understood his target market, then 
developed extremely effective messaging to this 
segment.

• Extreme. In a similar vein, the Trump brand is 
extreme. As a person, he is brash, loudmouthed and 
unapologetic. His tweets almost always include 
exclamation marks, punctuating the emotion 

BY JAYSON DEMERS, 

FOUNDER AND CEO, AUDIENCEBLOOM

HOW TRUMP WON USING STRATEGIC BRANDING, 
AND WHAT ENTREPRENEURS CAN LEARN FROM HIM

behind them. In policies, he is firm and divisive. 
To some people, he has become representative 
of hatred and fear, but to others, he has become a 
beacon of hope. Trump polarized his audience with 
emotionally-charged messaging, which, regardless 
of its truthfulness, led his supporters to become such 
extreme brand evangelists that they turned out to 
vote in numbers far higher than anyone -- or any polls 
-- predicted. This strategy ultimately proved to be 
stronger than the strategy Hillary Clinton pursued, of 
trying to be at least moderately likable to everybody.

• Anti-establishment. Trump also played to the general 
dissatisfaction with both parties felt by the American 
public. Citizens of all political backgrounds have a 
distaste for the “establishment,” and Trump served 
as an almost entirely opposite alternative. This 
differentiated him from his competitors, and made 
him stand out to people who felt that they had been 
forgotten or ignored by the political establishment.

• Nostalgic. According to Stephen Greyser of Harvard 
Business School, “Trump’s ‘Make America Great 
Again’ was designed to make white working-class 
men remember when things were better for them 
or, at least, they thought they could remember.” 
Trump used this nostalgia to support his positions 
and tap into positive emotions in his supporters, 
further mobilizing them as evangelists. Popular TV 
comedy South Park playfully highlighted this fact 
by portraying the general public as being addicted, 
unknowingly, to “member berries” (a play on the word 
“remember”), causing them to feel nostalgic about 
happy times in their past, partially accounting for the 
gravitation of many to Trump’s “Make America Great 
Again!” campaign slogan. It’s worth noting that this 
slogan was actually first used in Ronald Reagan’s 
1980 presidential campaign, further appealing to 
nostalgia for those old enough to remember.

• Transparent. Despite his penchant for telling lies and 
half-truths, Trump’s controversial statements were 
well-received by his target audience because they 
perceive him as being transparent. For many people, 
a candidate who seems to “tell it like it is” by breaking 

political norms and conventions is automatically seen 
as sincerer and more trustworthy.

• Simple. Throughout the campaign, Donald Trump has 
been intentionally vague and concise, never getting 
into the details of what he’d actually do as president, 
but leaving behind simple ideas that are appealing 
and easy to repeat. “Make America Great Again!” is the 
ultimate example of this. Make America great again 
how, exactly? It doesn’t matter. It’s simple and easy to 
remember, and that’s why it spread.

Branding the competition
Trump didn’t just brand himself, however. A major point of 
his campaign involved branding the competition so he could 
illustrate his own brand as superior -- as a “winner.” Even 
in the primaries, Trump steamrolled over his opponents by 
casting them in specific negative lights. The name “Lyin’ Ted” 
caught on quickly, and certainly aided Trump’s victory over 
his more conventional candidate, Ted Cruz. And of course, 
“Crooked Hillary” was a standby in Trump’s speeches and 
overall campaign, as he worked to illustrate the Clinton 
brand as deceptive and criminal. Other nicknames he 
bestowed upon his foes, thereby branding them in the eyes 
of his supporters, included “Goofy Elizabeth Warren,” “Crazy 
Bernie,” “Little Marco” and “Low Energy Jeb.” This helped to 
further differentiate the Trump brand from the competition, 
and polarize voters further.

Key lessons
So, what are the key lessons for entrepreneurs to learn from 
this?

• Identify and understand your target market. Don’t try 
to be everything to everybody. Instead, narrow your 
focus to one key demographic. It’s better to have your 
target market think you’re absolutely the best than 
have many groups of people think you’re just “okay.”

• Specialization is better than generalization. For 
the same reason, it’s better to be a specialist than a 
generalist. Make your brand known for doing a few 
things very well rather than lots of things decently.

• Don’t overcomplicate things. The simpler your 
message is, the more memorable it will be. Remain 
clear, concise and as simple as possible.

• Use emotions to mobilize your audience to become 
brand evangelists. Emotion creates action, so trigger 
emotion in your target audience. If your audience 
is afraid, or feels neglected or forgotten, use that to 
your advantage by speaking to their pain points, fears 
and needs. Mobilize your audience by appealing to 
emotion within your content strategy.

• Differentiate your brand. Stand out from the 
competition by being different, and shape your brand 
to reinforce these key differences. Don’t be afraid to 
compare your brand to your competition’s, to point 
out how you differ.

This post is not meant to endorse Donald Trump or condone 
his policies. It’s simply meant as an illustration of the 
marketing tactics he used to secure victory in one of the 
strangest elections of our time.

*This article was originally published on www.entrepreneur.com

SPECIALIZATION IS BETTER THAN GENERALIZATION, TRUMP TEACHES US. 
THAT’S WHY WHITE WORKING-CLASS MEN LOVED HIM.
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I dare you to stick to your 

guns when it comes to 

Branding. Some say if you 

stand up to be counted, 

others will take your seat. 

I say this is utter bogus! 

.

THE TAI CHI OF BRANDING
CONFIGURATION 1: DEVELOP AN INSATIABLE 
THIRST FOR BRANDING
The thirst for knowledge, more so Branding 
knowledge, is very real. And the spectrums of 
understanding know no bounds. When the mind 
is completely occupied, the mind’s door is locked 
securely from the inside. The entry and exit points 
are sealed – granting the knowledge seeker 
one hundred per cent focus on that which he 
vehemently seeks beyond the threshold of limited 
reality as he knows it to be. In this state of absolute 
yearning for more, one can learn immaculate, 
nearly forgotten secrets from deep within. In my 
quest for Branding made perfect, I have uncovered 
undisclosed knowhow that the eye does not usually 
see. In this state of insatiable hunger, my perception 
was broadened by the demands of necessity rather 
than the frivolousness of wants or desires. But in 
all honesty – the moment I tasted the truth that is 
Branding in all its fullness, I yearned for it so bad 
that I could not go back to how things were before!

“Brands are as alive as we envision them to be. 
Clothe your Brand with ‘skin’ and breathe ‘life’ 
into it. And then watch it grow and blossom in 

all fullness with marvel and awe!”

I struck my chest thrice and told myself that I 
shall not stop. The quest for Branding is indeed 
perpetual. There is more to Brands and Branding 
than meets the eye. My own determination has 
attested to this. Overcome by endless potential, I 
was suddenly ‘reminded’ of ancient knowledge that 
had long been forgotten. My quest brought me to 
the apex where I was enlightened. I rediscovered 
the fact that Branding is an ancient survival tool. 
Branding is so primordial that we consider it to be 
part of our instinct. Even beasts of the wild ‘Brand’ 
in their own ways to mark their territories and lay 
claim to their possession of mates, food and water. 
Humankind has ‘Branded’ itself with family name, 

acclaim, and all manner of splendour for millennia. 
So I asked myself, why should these natural laws be 
any different for Brands? Brands, for all intents and 
purposes, are ‘living’ entities in the marketplace and 
households. In truth, Brands thrive in the heart of 
competition and live in the hearts of patrons.

CONFIGURATION 2: REALIzE HOW BRANDING 
IS A POTENT DEFENCE MECHANISM
I dare you to stick to your guns when it comes to 
Branding. Some say if you stand up to be counted, 
others will take your seat. I say this is utter bogus! 
In the cosmic currency of Brands and Branding, such 
an assumption is fallacy of the highest order! In 
fact if you DARE to stand up for the sake of your 
Brand, in order to Brand, and because you believe 
in your Brand, others will create prominent seats to 
honour your Brand and exalt you to new echelons of 
Brand Greatness! You will skirt upon the quadrants 
of immortality...and drink from timeless wells which 
only few have ever truly savoured. Take it from me – 
I have walked the talk for over a decade! One cannot 
sincerely hope to remain competitive, pertinent and 
relevant in business whilst being out-of-synch with 
Branding in all its fullness and glory.

“Do not feel afraid to stand up for your 
Brand. Be dauntless so that, when the time is 
opportune, your Brand will stand up for you in 

return. Stand tall and be counted!”

The ability to stand up for something goes beyond 
the intangible-yet-revered qualities of Pride and 
Courage. For all intents and purposes, when one 
peers deep into the matter and ascertains its 
broader meaning, one can actually only stand up if 
one has a skeleton system in place to support the 
action of standing up. In the arena of Brands and 
Branding, belief (i.e. belief in your Brand and what 
it stands for) is such a skeleton. This instinctive 
phenomenon gives you the ‘sterner stuff’ you will 

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

I struck my chest thrice and told myself that I shall not stop. The quest 

for Branding is indeed perpetual. There is more to Brands and Branding 

than meets the eye. My own determination has attested to this. 
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require to take to your feet and champion the great entity 
which is your Brand – in all its fullness! To the eyes of 
onlookers, a Brand Champion – one who is bold enough 
to stand up for his Brand – is indirectly reflecting a Brand 
that is worth fighting for. Now this is powerful Brand self-
defence!

CONFIGURATION 3: MAKE BRANDING AN INTIMATE 
PART OF YOUR BRAND
Think about reinforcing your Brand in the same way you 
might take steps to protect and preserve the wellbeing 
of your loved ones. It is said that a good defence is a good 
offense. In the Tai Chi of Branding, we do not seek to be a 
warmonger. However, Branding right will strengthen the 
Brand in ways one cannot imagine. When push comes 
to shove, a well-entrenched Brand will hold its ground 
– remaining unmovable and unshakable like a well-
built Sumo wrestler! Nothing can uproot a Brand which 
roots are widespread and go deep into the soil. Such a 
Brand is poised to survive, irrespective of the amount 
of pummelling it takes from contenders, and has been 
shaped to endure within the ecosystem of unfaltering 
Branding. Such a Brand is hardy because its Branding is 
sound and secure.

“Make Branding a part of your Brand’s DNA. When 
Branding is so intrinsic that it becomes inseparable 

from the pulse of your Brand, your Brand and 
Branding become one powerful entity. That is the 
scroll of supremacy that no enemy can thwart!”

Masterfully poise your Brand in strategic Branding 
ecosystems. A healthy Brand, situated in a tactical spot 
and imbued with incorruptible Values, simply cannot 
be infected by the normal ailments that easily plaque 
everyday Brands. A sound Brand, coated with boundless 
concern, nurtured with TLC (tender loving care), stabilized 
by way of precise and consistent Branding, will neither 
corrode nor rust, able to stand the test of time – come 
what may. Being cemented in the flow of Branding will 

ensure Brand sustainability and ultimately contribute 
towards its longevity. No arrow of the enemy will prosper 
against such a resolute Brand fortified with transcendent 
Branding!

CONFIGURATION 4: FOCUS YOUR ENERGIES ON 
YOUR BRAND WITH ALL YOUR HEART
You must be persistent in all your Branding endeavours. 
Remember that staying relevant and meeting the needs 
of consumers is crucial in perfecting the Martial Art of 
Branding. In this light, living up to your Brand Promises is 
key. As your stature rises, and you master each intricate 
step of Branding, you will transcend from Brand Champion 
to a Brand Custodian. The latter must be aware of the 
latest techniques of Branding and trends in the market if 
he wants his Brand to maintain its market share. Through 
experience, trial-and-error or by learning from mistakes, 
a Brand Custodian will be able to sagely discern and 
visualize what is best the future for his Brand.

“If you Brand without fail, being ever mindful of the 
qualities and characteristics of your Brand, then be 

assured that your ‘Kung Fu’ is strong!”

Your ‘mastery’ of Branding as a healthy way of life for your 
Brand will elevate your Brand to the point it becomes 
something others would emulate and aspire to attain. 
Having said this, your Brand’s Tai Chi will, in due course, 
become the supreme form of ‘martial arts’ in the realm of 
Brands and Branding. From an elevated viewpoint, this level 
of Branding has the potential to leave a positive effect on 
the nation. It can inadvertently raise the Branding climate 
of the country. It will create a heightened ecosystem where 
Brands can thrive and embrace a great destiny which will, 
in the end, leave a transformational mark upon the world. 
After all, it is only natural for a Brand Custodian to educate 
and disseminate the importance of Branding in his home 
nation, with the aim that a Branding Culture, aided by Best 
Practices, will then confidently position his motherland 
amongst the world’s greatest nations!

In every domain, there is a better way to do something, just like there is a zenith 

which marks the highest point of the sky. for Brand growth and sustainability, 

perfecting your Branding according to the needs and nature of  your Brand is so 

pivotal that you have to do it with diamond precision 

– and you will ultimately shape your Brand into a ‘diamond’ of its own right 

– and remember...diamonds are forever.

SPEAKERS ON BOARD
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Why is BRAND DAMAGE likened to BRAIN DAMAGE? Simple, when the 
brain is damaged, one cannot function properly. Our cognitive senses 
are down and out. We cannot comprehend, learn, understand and feel 
what is happening. Imagine, if this will to happen to your brand, what 
would be the outcome of your business? Brand Damage would mean 
that your brand cannot function at its optimum best and this would put 
you at a disadvantage.

The correlation of the brain and the brand in affecting the disposition of 
a person or business is so great that I made it the subject of my lecture 
at the recent The BrandLaureate seminar held on November 15th at the 
The Impiana KLCC Hotel, Kuala Lumpur. 

The brain has many different sections that affect the functioning of 
the body. The temporal lobe controls your memory, the cerebellum is 
about balance and co-ordination of movement while the occipital lobe 
is about vision and perception.  When one suffers from brain damage, 
one is unable to conceive and perceive matters and if I may say, as good 
as dead. 

Now, if this situation will to happen to your brand, it will be damaged 
and as the brand is the key driver of growth for your organisation and 

business, you need to protect your brand and ensure that it is in good 
health at all cost.  

Once a brand is damaged, organisations will do a recall exercise.  A 
recall hurts the brand’s reputation and image severely with long term 
damage such as drop in sales and revenue and most important of all the 
loss of trust, respect and confidence amongst its consumers.

In recent times, many organisations have recalled their brands because 
of product defects that affect the safety of consumers. Honda and Toyota 
comes to mind as they had to recall their cars because of faulty airbags. 
Their airbags were manufactured by Takata, which is one of the largest 
airbag manufacturers in the world.  Instead of saving lives, these airbags 
actually caused the death of many drivers.  

Then we had the case of Volkswagen who had to recall their cars 
because of the usage of a “defeat device” software to enable its diesel 
cars to pass strict emission tests. And the latest incident is  the Samsung 
Galaxy Note 7, Samsung’s latest phablet innovation which was launched 
on August 19th.

A week or so after the Note 7 hit the market in USA, users were 
complaining that the battery caught fire or exploded. Samsung 
implemented an exchange program for those who had purchased the 
Note 7 and assumed that all would be well. Unfortunately, the battery 
defect continued in the exchanged phablets and Samsung had to make 
a call to stop production of the Note 7, when an airline passenger’s Note 
7 caught fire as he was about to embark on a flight in USA. This incident 
also led airlines to disallow Note 7 to be carried on board flights. 

Since its launch on August 19th, 112 cases of the Note 7 catching fire 
was recorded as of September 15th, reported by the Consumer Safety 
Product Commission of USA. It was the intensity of the Note 7 catching 
fire that made Samsung decide to discontinue the model and this goes 
down in history as the shortest lifespan of any product and the worst 
technology brand fiasco in the world. 

BY DR. KKJOHAN

The Note 7 came with the latest technology and 
was launched 3 weeks ahead of its rival the iPhone 
7 and in a rush to launch the phablet, the brand fell 
short of its quality control. 

“It’s an unfortunate event: it feels like Samsung 
rushed a bit and it’s possible that this led suppliers 
also being hurried” said Chang Sea-Jin, Professor at 
Korea Advanced Institute of Science & Technology.

Damage to the Samsung brand was grave. On the 
day that Samsung decided to ditch the Note 7, the 
stock plummeted 8 per cent and wiped out USD 17b 
of company’s market value. There was a 96 per cent 
fall in third quarter earnings for mobile phones and 
the Samsung expects USD5.1 billion loss for 2017. 
Equally damaging is the loss of customers and 
market share to iPhone which is estimated to be 
5-7 million users.

As Samsung is the largest conglomerate listed 
in South Korea’s stock exchange, its market 
capitalisation accounts for 17 per cent of South 
Korea’s GDP. The Note 7 disruption has led the South 
Korean government to revise its 2017 country’s 
growth estimate from 2.9 per cent to 2.8 per cent.

I always talk about how brands drive the economy 
and this is a good example of it. Samsung’s 
contribution to the national economy is so great 
that any disruption to the brand will have a great 
impact on the nation.

As a global brand and market leader, Samsung is 
highly respected for its leadership and innovation.  
With the Note 7 incident, its reputation, image, trust, 
leadership, perception, confidence, integrity and 
responsibility, attributes of a brand commanding 
market leadership is lost. 

The fall in brand image is further reinforced by what 
is circulating on social media and airlines banning 
it and associating the Note 7 with dangerous items 
such as knives and explosives.

The biggest issue is that Samsung has lost the trust 
and confidence of its customers. Trust is important 
in relationships and it takes years to build a good 
and trusting relationship, but seconds to shatter it.  
And a brand that loses its desirability is left with 
nothing.

At the end of the day, will Samsung, the icon in 
innovation and technology be able to survive from 
this debacle? It will be a long road to recovery as 
they will have to ensure that their next product, the 
Samsung Galaxy S8 is problem free to gain back the 
trust of its customers.

As it is, Samsung is facing numerous woes, as its 
washing machines in the USA are being recalled 
amidst reports that the top of the machine becomes 
detached during use. Samsung’s electrical and 
electronic sales have seen a decline for 3 straight 
years, caused by stiff competition from other brands 
and Samsung’s headquarter was raided recently, 
concerning the company’s involvement with a 
political scandal involving South Korea’s President, 
Park Guen –hye.

image:
KOH Dong-jin, Samsung’s Head of Mobile Division during the launch of Note 7.
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What are the lessons learned from Note 7’s collapse? 

First of all, we must push aside the mentality that a big brand cannot fail or 
fall. Samsung is a global brand and who would have thought that a battery, 
small and hidden in the phablet would give so many problems. But the 
BATTERY is like the BRAIN…if the brain is damaged, other parts of the body is 
affected, similarly if the brand is damaged, the business suffers.

The big mentality causes brands to be complacent, assuming and take 
everything for granted. In building the brand, you have to take no chances, 
make no mistakes and leave no stones unturned. Just one failure can be the 
fall of an empire. Note 7’s failure is a wake-up call for Samsung.

Second, do not rush into a decision when you are not ready 
in brand building. In wanting to come up with the latest 
technology and most sleek and slimmest device to beat its main 
rival, Apple, the Note 7 was not put through proper QC testing 
before it was launched. Everything was definitely not in order, 
hence the catastrophe.

Third, we are always faced with the issue of Capability versus 
Want. In this case, Samsung wants to launch the Note 7 with 
the latest technology and speed up the timing of its launch. 
In reality, could Samsung’s research and manufacturing 
sections meet the wants of the leaders?

We may want to but can we do it? Do we have the 
competency, the muscle and the strength?

Fourth, the question of Expectations versus Reactions. When 
expectations are running high, but the product is a letdown, the 
reaction is disastrous. Customers condemn and criticize the brand.  

When your brand fails to meet expectations, it does not only 
hurt the brand, it also hurts you. The brand not only failed but 
you have also failed as the brand and you are interrelated and 
interdependent. In this case, Note 7 has failed and the whole 
organisation has failed. 

The biggest disaster is failing to meet and deliver on your brand 
promise. 

Fifth, when it comes to building a brand, you need to be tough. Competition is 
tough, so you cannot afford to take your brand lightly. You must protect your 
brand in order to survive the test of time and adversary.

Brand Protectionism is important. If you care for your brand, protect it at all 
cost.

The most important lesson of all is that, Brands must put purpose before profit 
and not profit before purpose. With this in mind, you will be able to champion 
the cause of your brand and build a strong and sustainable foundation. 

For a full viewing of DrKKJohan’s presentation, please log on to 
www. thebrandlaureate.net

The BrandLaureate recently held its annual The 
BrandLaureate Brand Seminar on November 15th 2016 
at Impiana KLCC Hotel, Kuala Lumpur. Organised by the 
Asia Pacific Brands Foundation (APBF), The BrandLaureate 
Brand Seminar is to help brand leaders improve branding 
practices and standards in their organisation and business 
with knowledge shared by branding experts. This year, the 
topic of discussion was “When brand hurts. Brand damage 
is like brain damage”.  

The seminar was attended by more than 100 participants 
who are recipients of The BrandLaureate Awards. The 
first speaker, Chairman of The BrandLaureate, YBhg Tan 
Sri Rainer Althoff, spoke on the topic “Perspective of a 
successful brand” followed by an inspiring presentation 
by President of The BrandLaureate, Dr KKJohan on “When 
Brand Hurts...Brand Damage is like Brain Damage”. The 
seminar ended with a speech by Ms Chew Bee Peng, CEO 
of The BrandLaureate who shared with the audience on  
“What Should Brands Need to Know & Do for 2017”.
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THE FORGOTTEN TREASURE IN THE WILDERNESS
Legend speaks of the Lion Whisperer, one who unflinchingly befriends the 
likes of the King of the Beasts.

Question: Kindly share your adventure from an inner perspective, as you 
would like it to be told; from its very inception as a passion in your heart 
right to the materialization of a lifelong dream along a rugged path less 
travelled...

“What started out for me as a fascination with two lion cubs that I met 
in 1998 has turned out to be an almost two-decade career so far in lion 
conservation and awareness. I was 22/23 when I met Tau and Napoleon. They 
were two seven-month-old lion cubs that captured my heart and fuelled my 
‘love affair’ with lions.”

“However, back then (and this is only because I can now reflect), most of my 
interaction with them at first was self-indulgent. Yes, they were benefiting 
from the interactions – but initially it was about me. I soon realized that in 
fact there was so much more at play. As I matured and as I started to see 
the ‘sinister side’ of the lion breeding and keeping industry I wanted to be a 
proponent for change. It took me a long time to get my own sanctuary off the 
ground and secure the lives of the animals, a challenge which still continues 
to this day as we aspire to own our own land.”

“It certainly has been an adventure – firstly from working with the animals the 
way I do all the way through to the weird, unscrupulous, evil and wonderful 
people I have met along the way. The adventure continues as I continue to 
mature and learn.”

Humanity is definitely not alone in this world (though its actions mostly 
indicate it may prefer to be alone ultimately). In reality, people live on 
a multifarious world, not just diverse as a species in itself; but where 
there are many voices originating from a myriad of sources all around. 
If one were to listen intently enough, said voices are able to connect to 
the person in a way that is so deep that it can teach – or rather help 
one relearn or remember – long-forgotten secrets now veiled from sight 
within the vastness of Mother Nature’s canopy. The amount of knowledge 
is unfathomably infinite, and is not so much acquired theoretically or 
academically, but rather experienced. In the light of such experiential 
learning, there is no real finality to what can be acquired as the learner 
grows and matures – in due course seeing things differently at different 
stages in life. 

THE OBSCURE ALARM
Standing out as a shining beacon of hope, rekindling a long-lost 
connection, answering the call of the wild, venturing beyond the safety 
zone of the norm, and brilliantly bridging man and beast with mutual 
respect, equality of spirit and boundless love.

Question: In your day-to-day interactions with the great beasts of the 
wild, do you still get a gentle whisper prompting you to exercise caution; 
or has your extensive experience over the years drowned that inner voice 
and translated it a sort of hands-on instinct to tackle scenarios at hand in 
a more seasoned way?

“Most definitely the inner voice has been drowned out in certain aspects; 
however, the inner voice, which also equates to my ‘sixth sense’, has been 
honed over the years and therefore I do listen to it when it rings loud. Call it 
what you want – ‘lion-whispering’,  ‘intuition’, ‘ gut feel’, etc. – it all boils down 
to the same thing essentially, and I do take note of it.”

“Another important aspect is also the fact that I have spent numerous years 
bonding and forming relationships with the animals I interact most closely 
with. Like any relationship, it takes time, commitment and perseverance. I find 
people these days seem to lack some of these components – if not all three.”

Sometimes, one might find oneself able to maneuver in new or unusual 
circumstances as if one has done so or been that situation before. It is 
instinct – a forgotten art – forgotten not because one seeks to disregard, 
but rather because one is not given the chance to put such concealed 
paradigms to practice. One must always bring to remembrance that 
instinct is a product of necessity, after all, as organic and innate as it may 
seem... Fundamentally, to embrace one’s instinct is to be true to what 
nature intended.

SPECTRUMS OF PRIMORDIAL INTERFACE
Such a rare occurrence of inter-species companionship is in fact a life 
odyssey of kindred spirits...

Question: In your heart of hearts, are you inclined towards certain 
creatures such as the lion and hyena; or are these choices made for 
you subject to availability and you just worked with them? Is there any 
particular animal that you aspire to interact with (which you haven’t yet)?

KEVIN RICHARDSON
STANDING EYE TO EYE WITH PREDATORS

BIG PICTURE

By IAN GREGORY EDWARD MASSELAMANI
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“As it happened, I got to work with the lion initially (and as far 
as large carnivores are concerned as I’ve always had a passion 
for animals ever since I was a young boy). Then I got the 
opportunity to work with the hyena, leopard, cheetah, jaguar 
and tiger. Lion, hyena and leopard hold a very special place 
in my heart and those species is where my focus is currently.”

“I don’t aspire to interact with other animal species currently 
as I suppose I’ve come quite a long way since my initial 
interactions with Tau and Napoleon where it was more about 
me and my self-indulgence. So there would have to be a pretty 
good reason as to why I was interacting with another species I 
guess... I learned in life that one should never say never!”

Discovering oneself in one’s passion is a true gift. Even 
intentions can be purified by time if one is genuine about 
what one is doing. The destination of one’s initial voyage 
can change if one begins to understand purpose and see 
the bigger picture. In fact, the journey itself can become 
more beautiful, clad with deeper meaning; bringing a sense 
of fulfillment and a higher purpose to what is being done.

SAMBA IN THE NIGHT
Mother Nature is a master in the art of ‘more than meets 
the eye’...

Question: Would creatures of the night, which sometimes 
seem to appear out of nowhere from the curtain of 
shadows, also be included in your programme in time, 
perhaps a nocturnal segment?

“That’s a good question and something we have considered. 
Certainly all the animals I work with are nocturnal, if not 
crepuscular, and therefore one always sees a different side to 
them at night. With technology making it easier to document 
things at night (and also getting less expensive) this is 
something that is certainly becoming more of a reality than 
a dream.”

The characteristics of night and day are as dissimilar from 
one another as two worlds are apart; bridged only by the 
twin threads of twilight. In the wild, light and shadow 
oppose one another, and creatures have adapted to survive 
accordingly; some even immediately after dawn or before 
dusk. Ergo, certain creatures seek cover in the light, while 
others use the cloak of darkness to thrive – hiding away 
from the prowling eyes of predators. And despite these 
differences, a habitat is able to sustain all sorts of creatures 
– diurnal, nocturnal and crepuscular.

THE MUFFLED ROAR AMIDST HUSHED LAUGHTER
Are human beings truly so civilized? Or perhaps such a term 
is actually one of ‘convenience’ used loosely by humankind 
to cover up the simple truth: As a species, humanity has 
become too detached from Mother Nature and has fallen out 
of touch with the magnificent fauna, its fellow inhabitants 
of this amazing world.

Question: Might you say we can learn things from these 
mighty creatures, our brothers of the wild; in the same 
way they too can learn from us on a subconscious or 
unconscious level? If this is so, what are the most priceless 
or memorable things you have learned from an animal 
friend; and vice versa, perhaps something unique you have 
imparted which may have solidified the relationship in a 
subliminal way.

“The biggest thing I have learnt from working with these 
powerful majestic creatures is humility. I think being humble 
is a virtue every human should strive for. I’m intolerant of 
arrogance – and so are lions, hyenas and leopards. Nothing 
will humble you quicker than a lion. It’s a lesson we could all do 
well to learn as humans become more and more self-obsessed 
and arrogant.”

“The next thing I’ve learnt is gentleness from the lion. These 
powerful animals have no need to ‘show off’ their strength and 

prance around as if they are the ‘bees knees’. Instead, they only 
use their strength and ability when they truly need it – such as 
in hunting or needing to protect their territory, pride or young.”

“I think the thing that I’ve been able to impart subliminally on 
them is trust and the fact that they can rely on the fact that 
what I try and do for them is in their best interests. Sometimes 
just looking at them in the eyes I can see that they trust my 
intentions – and that is something that is not a right but 
earned.”

“The last thing that I’m always taught from the animals is 
living within your means. It’s something that most humans 
struggle with and a big reason why the planet is in the state 
it is in. Consumerism is a killer. Wild animals only consume 
what they need to survive. We are the only species that knows 
what we are doing is detrimental yet continues to do it even 
though we know the end result could be fatal. Doesn’t seem so 
intelligent to me...”

How might one define the parameters of intelligence? What 
is the true extent of being enlightened? Nature intended 
all creatures to live in harmony with the environment and 
not cause an imbalance in the natural order of things. 
However, as humanity ‘progressed’ in terms of lifestyle and 
technology, it has sadly digressed from the vantage point 
of concord with everything else (including personal health). 
In actual fact, much of human consumption has led to 
animal extinction – including putting many of them on the 
endangered species list.

SHATTERING PERCEPTIONS
Here, an epitome of humankind as it should have been 
shows the true essence of brotherhood; simultaneously 
championing a remarkable call: To safeguard the great 
hunters that have now frighteningly become the hunted.

Question: The way the world perceives creatures of the 
wild hangs in a balance – on one side, immersed in a 
wicked cauldron of fear and on profit; and on the other, 
with curiosity and marvellous awe; compounded by more 
recent happenings involving fauna of the wild. How do you 
aspire to alter this fragmented sensitivities through your 
good efforts?

“The aim of what I do along with the people I work with is to 
create awareness via education, information and entertainment. 
I think if people can be hooked into caring, then it’s a step in 
the right direction to change. People don’t care for something 
they don’t know about. How can you care that the African lion 
is under threat of extinction in our lifetime if you don’t have 
that information. I think reform can happen when people have 
information and are subsequently educated.”

“So fear can be stamped out by showing people that they have 
no rational reason to be scared. We understand that honeybees 
can kill us – but don’t live our lives running away from them. 
By educating people as to the behaviours of large carnivores, 
we too can make them understand that these animals need not 
be feared but respected.”

“When it comes to profit, I think reform needs to come from 
within. Perhaps the penny will drop sometime soon, that if 
we continue to rape our environment at the current rate, we 
can hardly expect a planet full of biodiversity in the future 
and should not be surprised when iconic species such as the 
elephant, rhino and lion go extinct.”

What is it to a man to gain his life only to lose the planet 
in the end? In humanity’s pursuit of the many comforts of 
a higher, ‘better’ lifestyle, much neglect has befallen this 
world. The Big Blue Marble is suffocating from within, and so 
are its inhabitants – human and nonhuman. It might seem 
that in order to produce wealth as humankind perceives it 
to be, something always needs to be sacrificed. Sometimes 
that which is taking the bullet for the sake of its success 
cannot be seen instantaneously; but the effects are far-
reaching and largely irreversible – to the extent that the 

atonement of former wrongs must be paid for by future 
generations, perhaps even by the high cost of blood – the 
blood of innocent creatures taken for granted today – to 
the point of extinction.
 
CLAWING OUT OF THE BRINK OF EXTINCTION
Alas, the untamed wild has always been kept at bay 
because it has been branded as dangerous – somehow 
words such as ‘jungle’, ‘wilderness’ and ‘desert’ fare ill 
in the solace of the human psyche; particularly for the 
‘civilized’ folk.

Question: Have you ever come to a breaking point which 
almost made you give up your quest of grand passion? 
Kindly divulge.

“I do, like anyone else, have good weeks and bad weeks 
whereby you think the universe is against you. All I need to 
do is spend a few hours amongst the lions and everything 
suddenly feels worth it and my troubles seem insignificant.”

“Humans are a strange species in the sense that they don’t 
seem to appreciate things while they have them. It’s only 
once they’re gone that they are missed. I constantly remind 
myself of the privileged position I find myself in – no matter 
what the devil and the universe throws at me.”

“Nothing is insurmountable and I find it’s just a matter of 
perspective even when you think you are near breaking 
point. You have the power to control negative thoughts and 
to make positives out of the negatives. Just because things 
don’t always go your way, doesn’t mean you must throw 
in the towel. It just means you must try something else or 
persevere through. I’ve found that even when I’m down in 
the doldrums, it’s always been for a purpose and inevitably 
something always good comes from it. It’s when we’re in our 
darkest moments that we suddenly see the light. I feel we are 
put in these trying circumstances to help us learn.”

Amidst the veils of obscurity knitted by the whims and 
fancies of the unknown; still, familiarity breeds positive 

things as well...lest one does not recognize a friendly 
visage when one encounters it.

THE ULTIMATE DREAM
Who might have guessed that wild dreams could cultivate 
even the most base of thoughts...

Question: In your fondest aspirations, what be the ultimate 
fruits of your current efforts?

“Recently I read, ‘If your dreams don’t scare you, they are 
not big enough’. My dream is to buy up habitats and secure 
them for future generations - starting at the game reserve 
we are currently in. By protecting habitats you are protecting 
biodiversity. In order to save lions and others iconic animals, we 
need to protect and save habitats, I’m currently working on an 
ambitious project to do just that.”

“Sometimes we major on the minors and need to step back 
and look at the bigger picture. There’s no chance of saving 
animals if we don’t first protect the environment they live 
in. It’s a concerted effort and shouldn’t just be one countries 
problem. The people in the world needs to see the animals 
around the world as theirs, not as individual countries. It’s our 
planet and we all need to do our part in contributing towards 
protecting it.”

Alas, the feral wild has always been kept at bay because 
it has been branded as dangerous – somehow words such 
as ‘jungle’, ‘wilderness’ and ‘desert’ fare ill in the solace 
of the human psyche; particularly for the ‘civilized’ folk. 
Are humans truly so civilized? Or perhaps such a term is 
actually one of convenience used loosely by humankind to 
cover up the simple truth: As a species, it has become too 
detached and have fallen out of touch with the magnificent 
fauna, our fellow inhabitants of this amazing world.

The BrandLaureate lauds Kevin Richardson for channeling his 
sincerest efforts and giving the best of the prime of his life to 
those that civilization ‘left behind’ in order to inspire a change 
perceptions and instil hope in the heart of hearts.

“THE BIGGEST THING I HAVE 
LEARNT FROM WORKING 
WITH THESE POWERFUL 
MAJESTIC CREATURES IS 
HUMILITY. I THINK BEING 

HUMBLE IS A VIRTUE EVERY 
HUMAN SHOULD STRIVE 
FOR. I’M INTOLERANT OF 
ARROGANCE – AND SO 

ARE LIONS, HYENAS AND 
LEOPARDS. NOTHING WILL 

HUMBLE YOU QUICKER THAN 
A LION.”
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As the country’s leading agricultural Research and Development (R&D) agency, 
Malaysian Agricultural Research and Development Institute (MARDI) was 
established to fulfill the functions of conducting researches in the fields of 
science, technical, economy, and social with regards to production, utilization 
and processing of all crops (except rubber, oil palm and cocoa), livestock and 
food. Besides performing R&D projects, MARDI’s main focus is commercializing 
technology in food, agriculture and other fields related to the industry. MARDI 
is mandated to lead the agricultural technology by generating and promoting 
new, appropriate and efficient technologies towards the advancement of food, 
agriculture and agro-based industries. 

As the leading research institute, MARDI has been generating and transferring 
new technologies and innovation related to agriculture and agro-based 
industries. Being one of the most important statutory bodies in Malaysia, 
MARDI has strengthened the country’s major sector productivity and 

export through its agricultural based technology. To ensure the relevancy 
in the mainstream of national invention and innovation arena, MARDI has 
proactively strengthened its in-house strategic technology management by 
stimulating vibrant technology transfer ecosystem and fostering technology 
commercialization. 

Various commercialize technologies has been used by MARDI to ensure that 
it can produce the expected output in a business environment. As to date, 
MARDI’s Technology Commercialization Office has manage to collect profits 
through licensing payouts, royalties, management fees and consultation 
services involving commercial companies or strategic alliances. The business 
challenges in introducing new technology can be recognized, to conduct a 
good practice to effectively commercialize new invention to the target group 
and approaching new methods of commercialization.

By NURILYA ANIS RAHIM

MARDI
COMMERCIALIZATION OF 

AGROTECH/AGRIBASED TECH

image: 
Simon Ong, Managing Director of BOSCH Malaysia.

Technology Enhancement and Commercialization
Agriculture today goes beyond farming, it has become 
a commercialized entity due to the rapid growth 
of the world economy, market liberalization, rapid 
urbanization and increase in demand for food. In 
today’s global economy, business competitiveness is 
not only dependent on production efficiency, but also 
product quality, safety, pricing as well as biodiversity 
preservation. It is well acknowledged that to achieve 
these standards, it requires the uptake of modern 
technologies. 

The most important aspects of new technology 
commercialization is to ensure that it can produce the 
expected output in a business environment. Ensuring 
this, all new technologies are evaluated, up scaled, 
thoroughly tested and packaged before they are offered 
for sale. To date, MARDI’s Technology Commercialization 
Office has managed to commercialize 94 technologies 
that contribute income more than RM8 million. These 
technology commercialization activities involve 84 
commercial companies or alliances that play a crucial 
role in bringing the technologies to the market and 
competing with in line or existing products. It is 
estimated that this commercialization activity can 
generate RM 341.07 million yearly with the value of 
involved technologies of RM50.217 million (according 
to MARDI’s Commercialization Report until July 
2016) with more than 90 per cent of the technology 
are commercialized through licensing. This reflects 
that technology commercialization is an important 
agenda for MARDI and for the country as it ensures 
that the country’s economy can be generated and 
bloom in line with the government’s urge to elevate 
technology commercialization through the Malaysia 
Commercialization Year (MCY) Program 2016. 

National commercialization statistics show that only 
5 to 7 per cent of the technologies are successfully 
commercialized from the total number of technologies 
produced. While at the international level only 5 to 8 per 
cent of technologies are successfully commercialized. On 
the other hand, MARDI has successfully commercialized 
14 per cent of technologies generated throughout 
Rancangan Malaysia Kesepuluh (RMK-10) which is one 
fold higher than the country’s average. As a difficult 
process that comes with many challenges, the future 
challenge in agriculture technology commercialization 
lies in the aspects of good business and best conduct 
in transferring new invention in community economy.

Meanwhile, the business challenge in introducing new 
technology to the market in the agriculture industry 
has changed whereby it is not enough to only produce 
new invention and hope to sell it through an aggressive 
marketing campaign. Business challenges that have 
been recognized in new agriculture technology 
commercialization are the values it creates, customer’s 
acceptance, access to capital market and intellectual 
property protections. 

In ensuring the commercialization agenda is executed 
while facing the challenges in commercialization 
activities, MARDI’s Business Unit has been re-branded 
to Technology Commercialization Office to execute 
MARDI’s technology commercialization in an effective 

and efficient way. Thus the challenge ahead for a public 
research institution like MARDI is to continue producing 
and transferring technologies that are required by the 
agriculture sector so as to be able to further improve the 
competitiveness of the agriculture business in Malaysia. 
The major transformation for MARDI to undergo in order to 
fulfil this mission is to emphasize more on the generation 
of “demand-pull” technology and transferring of technology 
through marketing and sales. While the most critical aspect 
about marketing and selling of new technology is to ensure 
that it produces the expected output or performance in a 
business environment. 

In the implementation of MARDI’s technology 
commercialization activities, many challenges may arise 
that needs to be overcome as each commercialized 
technology has its own features and the approach are varied 
and unique. This situation requires particular experience 
and expertise to ensure that each technology can be 
commercialized effectively to its commercial partners. It 
has been acknowledged that the future challenges in the 
commercialization of agriculture technology lies in the 
business aspect and the best practices and methods in 
transferring the new invention into the nation’s economy.

The agriculture sector has slowly transformed into a more 
commercialized entity due to the rapid growth of the world 
economy through market liberalization. Undoubtedly, 
commercialization of the agriculture industry has been 
supported strongly by the advent of new agriculture 
technology discoveries. The ways these new technologies 
are transferred to the customer are also changing in tandem 
with the commercialization of the agriculture industry 
– from simple give-away to value trading, and MARDI is 
getting into the process of commercializing its technological 
findings through consultancy and licensing efforts. In order 
to remain competitive and relevant in the future, MARDI 
has embarked into creating more value proposition for its 
new technological findings and generating more revenues 
by creating spin-offs and joint-venture companies through 
these new technological findings.

images:
01) Launch of MARDI’s stingless bee honey by Dato’ Sri Ahmad 
Shabery Cheek, Minister of Agriculture
02) MARDI’s latest entry in the superfood market: Kelulut Honey
03) Bio-Richard - MARDI’s bio-organic fertilizer for sustainable 
crop yield production, enriched with effective microbes and 
essential macro & micronutrients
04) Dr. Suri Roowi, the Head of R&D for Nutrima Cellcode 
product
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TIME FOR 
A RESET
NEW YEAR, NEW YOU!
THE NEW YEAR IS SLOWLY NEARING, AND WITH THE HOLIDAY SEASON ALREADY UPON 

US MANY PEOPLE ARE INDULGING IN RETROSPECTION AND RE-EVALUATING SOME 
OF THEIR LIFE CHOICES. NEW YEAR’S RESOLUTIONS ARE THE PERFECT OPPORTUNITY 
FOR ALL THOSE WHO HAVE FAILED TO START MAKING THE CHANGES THAT THEY SAID 

THEY WOULD MAKE NEXT WEEK, NEXT MONTH, OR PERHAPS WHEN IT’S ALREADY 
DECEMBER.

WELL, NOW’S YOUR CHANCE TO SIT DOWN AND PREPARE A LIST OF IMPORTANT 
LIFESTYLE CHANGES YOU WANT TO MAKE, AND BEING THE GENEROUS AND CARING 
BUNCH THAT WE ARE HERE AT THE BRANDLAUREATE, WE’VE DECIDED TO GIVE YOU 
A BIT OF HELP – BECAUSE SINCE THE MAJORITY OF PEOPLE FAIL TO STICK TO THEIR 

RESOLUTION, YOU’LL NEED ALL THE HELP YOU CAN GET. WHAT FOLLOWS IS A LIST OF 
NEW YEAR’S RESOLUTIONS WITH A PIECE OF ADVICE AND PLENTY OF SUGGESTIONS 

TO USEFUL BRANDS THAT DEAL WITH THE ISSUE IN GREATER DETAIL.
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REGIME
EVERY DAY, THOUSANDS OF PEOPLE MAKE THE DECISION TO START EATING BETTER 
AND LOSING WEIGHT…AND EVERY DAY THOSE THOUSANDS OF PEOPLE DON’T 
REALLY HAVE ANY PLAN OR IDEA WHAT THEY’RE DOING. FEAR NOT, FOR THE 
FITNESS GUIDE IS HERE!

START YOUR HEALTH

You can either start small or if you’re feeling ambitious – you can take 
up a membership at one of your nearby gyms or fitness centres! But 
if you want something different, we suggest getting familiar with a 
fitness class instead. Fitness classes are gaining popularity among the 
Malaysians due to the variety of benefits that they offer. For example, 

with yoga, not only you’ll improve your body flexibility, it helps you 
relieve stress hence honing your mental focus. It depends on what 
kind of class you would love to be part of. Here’s a list to help you 
choose your fitness class in Malaysia.

Gain your boxing skills at 

TEAM THOO GYMNASIUM 
www.teamthoo.com

Team Thoo Gymnasium is Malaysia’s leading 
boxing gym. Run by professional boxer Jon Thoo, 

the centre offers a new approach to fitness based 
on the skills, techniques and principles of boxing. 
From bootcamp and conditioning to Power Burn, 
Olympic lifting and even sparring, Team Thoo is 
your ultimate fitness facility. If you’re looking for 
a boxing gym in Kuala Lumpur, Team Thoo is the 

place to be.

Dance your way at at 

DANCEPOT
www.dancepot.my

DancePot specializes in ballet and has over 
15 years of dancing and teaching experience 
recognized by the Royal Academy of Dance (RAD) 
and also other various dance disciplines suitable 
for all ages. It offers weekly dance and fitness 
classes in a wide range of genre including ballet, 
jazz, break dance, hip-hop, yoga, zumba fitness, 
belly dance, K-pop, contemporary and many more!

Now everyone can yoga at 

YOGAONETHATIWANT 
www.yogaonethatiwant.com

YogaOneThatIWant (YOTIW) Studios, is your 
destination towards healthy living. Apart from 
yoga, YOTIW Studios also offer other fitness 
classes such as Pilates, Zumba, Box Fit etc. Be 
part of their community as you could make 
new friends, reduce stress, challenge your body 
and most importantly, commit to better health. 
The exceptional teachers combine adept with 
creativity, compassion and humor, making YOTIW 
Studios the perfect place for beginners and 
experienced yogis alike.

CULINARY CAPERS

Culinary Capers caters to the health-conscious. The 
spread offered by Culinary Capers will not only have 
you eating healthily but eating tasty food. The dishes 
are cooked in a variety of styles; their menus in the 
past have featured biryani rice, nasi lemak, Greek lamb 
meatballs, soba noodles, beetroot vege burger, just to 
name a few, which have been given the Culinary Capers 
touch to make them healthier.

BE LOHAS

Be LOHAS is a spin-off from the successful BMS Organics 
chain – supplier of healthy organic vegetarian food 
products. LOHAS is an acronym for “Lifestyle of Health and 
Sustainability” which is what the founders of the café are 
trying to give their customers. If you think this means just 
raw vegetables and salads, you’re way off the mark. This 
café features a fairly extensive menu with a great range of 
healthy and tasty Asian dishes; you can choose from snacks 
to main meals, to set meals comprising of rice, noodles, 
pasta and even ‘steak’!

BEING PART OF THE 
NEW GENERATION OF 

HEALTHY EATERS, YOU 
MAY NOT WANT TO 

FREQUENT THE EVER 
POPULAR MAMAKS OR 
KOPITIAMS, OR MAY BE 
LOOKING FOR LIGHTER 
ALTERNATIVES TO OUR 

LOCAL, CELEBRATED 
DISHES. TO START 

YOU OFF, WE HAVE 
COMPILED A LIST OF 

THE BEST PLACES TO 
EAT CLEAN IN THE 

KLANG VALLEY. 
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• START A DEDICATED TRAVEL FUND
Create a new account with your bank called “I’m Outta Here” and feed it monthly, 
weekly, or daily. Make it easy to transfer money over from another account and 
every time you go online to check your balance, transfer some money, even if it’s 
just $5. Make it fun. Make it a habit. Make it natural. Make it painless. Revel in its 
growth!

• EAT OUT LESS OFTEN
Restaurants put more holes in a saving plan than a woodpecker on amphetamines. 
Plus, learning how to cook for yourself is ridiculously gratifying. The Food 
Network and Recipes.com have a near limitless repository of delicious recipes to 
start you off. Simple unprocessed foods like rice, beans, chicken, pasta, potatoes, 
and vegetables are healthy and cheap.

• QUIT SMOKING
This one’s a no-brainer. Not only can stopping smoking save you $2000 in a year, 
it can save your life! Can’t do it on your own? Get someone you know to help you 
keep accountable.

• BONUS TIP FOR SAVING MONEY: 
KEEP YOUR DISTANCE FROM FINANCIALLY IRRESPONSIBLE PEOPLE!
Watching your friends go out every night to buy expensive electronics, pricey 
cocktails, and new boots will destroy all your hard-won motivation. So just don’t. 
But don’t let your dogged determination to save for vacation make you into your 
friend group’s party pooper: you can save for travel, and still let loose every once 
in a while.

“THE PURPOSE OF LIFE IS TO LIVE IT, TO TASTE EXPERIENCE TO THE UTMOST, TO 
REACH OUT EAGERLY AND WITHOUT FEAR FOR NEWER AND RICHER EXPERIENCE.” 
- ELEANOR ROOSEVELT

THE WORLD
EXPLORE

And what could be the best way to get new experience? By 
travelling, of course! To travel is to live, they say. Traveling not 
only teaches us the value of life, but also makes us learners and 
observers. It compels us to think about everything that is right 
and wrong with this world. Not to mention, it shows us just 
how beautiful this world can be, when you think there’s just no 
hope. But how can you make “travel more” as one of your New 
Year’s Resolutions – especially with the tight budget and the 
unforgiving economy condition that we’re all currently in? We’re 
here to help you!

MAKE USE OF THE TECHNOLOGY

Keeping a balanced budget can help you stay on track and 
sleep better at night. But if your money-management system 
requires sifting through piles of receipts and retrieving cash 
from various pockets and purses, it’s time to reconsider 
your approach. With these seven apps, you can put away 
the paperwork and get a better understanding of your daily, 
weekly, monthly and annual spending habits. 
Ready, set, download and go!

- Mint.com 
- GoodBudget
- Mvelopes
- BillGuard
- Pocket Expense
- Home Budget
- Expensify

SAVING IS HARD? MAKE EXTRA MONEY!

You’re young and able, so if traveling is a true passion, you’ll 
make it work. That extra cash allows you a little more flexibility 
when you’re planning your finances.I know most people don’t like 
hearing this, but if traveling is a true priority, you’ll do it. I work 
at my regular “career” job from 8 am to 4 pm, Monday to Friday. 
Then, you can usually find me waitressing in the evenings and on 
weekends. Does it suck sometimes, having to work a 14-hour day 
or seven days a week? Of course it does. But right now is the time 
to do it. You’re young and able, so if traveling is a true passion, 
you’ll make it work. That extra cash allows you a little more 
flexibility when you’re planning your finances.

Let’s face it – we are all in this together. In today’s times, the world 
is interconnected at a level unimaginable a decade or two ago. 
Travel offers an opportunity to see this first hand and hopefully 
will spur further understanding and tolerance of those things 
that make us different and that make us the same. Plus, there is 
simply great fun to be had. So get out there. See a slice of this big, 
wonderful, spectacular, extraordinary planet.

Save Money

TRACK YOUR SPENDING HABITS

• ASSESS YOUR EXPENDITURES
Make a spreadsheet and list out every one of your daily/monthly 
expenditures. Organize them into two columns: “Needs” and 
“Wants“. Slowly eliminate all the “wants” from the things you 
regularly purchase.



8382

THE BRANDLAUREATE • BUSINESS WORLD REVIEW DECEMBER - JANUARY’ 17  #ISSUE38

DOWNSIzE, MINIMIzE, AND GIVE TO THOSE IN 
NEED
It’s a great idea to live your life a little leaner by cleaning 
out your closets of unworn clothes—whether they’re too 
big or too small—or cleaning out a basement or storage 
unit of unused furniture.

But don’t go tossing all these things out. Donate them. 
Or, listing them as free on Craigslist is a great idea too. 
Clearing our lives of clutter is not only cathartic; it makes 
room for those positive changes—like bikes and hiking 
shoes.

PAY IT FORWARD
Do between one and three good deeds for others without 
asking for anything in return. Instead the recipient should 
be instructed to pay it forward to someone else in need.

- At a drive through, pay for the car behind’s meal and give 
the cashier a Pay it Forward card to pass on…You could 
do this at the train station, at a coffee shop – anywhere 
you like.

- Visit an elderly neighbour’s house and ask them if they 
need to have anything they need repaired.

- Donate some money to your favourite charity – perhaps 
collect some donation money from people at work.

- Drive an older person in the neighborhood to the 
grocery store (they will love the opportunity to get out of 
the house, as well) or if they aren’t able to go themselves, 
take their list and go to the store for them. If at all 
possible, pay for their things.

- Be a mentor for someone who needs some support.

VOLUNTEER!
People choose to volunteer for a variety of reasons. For 
some it offers the chance to give something back to the 
community or make a difference to the people around 
them. For others it provides an opportunity to develop 
new skills or build on existing experience and knowledge.

Helping the homeless in your community
Rain or shine, soup kitchen volunteers help to cook 
and pack food for some 400-700 people a night to be 
distributed to different areas of the city. There are also 
doctors, nurses and medical personnel that provide 
medical treatment.

- Kechara Soup Kitchen
- The Nasi Lemak Project 

Helping your furry friends
Pets that have been abandoned by their owners and 
strays that have been rescued off the streets need plenty 
of attention and care. If you are a pet lover, consider 
giving your time and love to caring for abandoned or 
abused animals. Animal welfare organizations are always 
in need of volunteers to protect defenseless animals and 
to alleviate their suffering.

Here are a couple of animal shelters where you can 
volunteer your time:
- LASS
- MIAR

Feeling adventurous? Try Zoo Negara’s volunteer 
programme to work with reptiles, amphibians, orang 
utans or even fish and birds. Also, the World Wide Fund 
for Nature (WWF) has many interesting projects you could 
sign up for.

Helping the refugee community in Malaysia
Malaysia has no legal or administrative frameworks in 
place to address the refugee situation. As such, refugees 
have no access to legal employment and their children do 
not have access to formal education. Healthcare facilities 
are accessible, but the cost of treatment make healthcare 
unaffordable to many refugees.

UNHCR, The UN Refugee Agency of Malaysia recruits 
volunteers who want to provide services directly to 
refugees in the form of education, health services and 
welfare assistance. UNHCR requests for a minimum 
commitment of three months and a regular schedule of 
once a week.

To sign up, register at https://www.shiftboard.com/
unhcrmalaysia/

MOST OF US HAVE ONE OR TWO 
AREAS OF KNOWLEDGE THAT 

WE STRIVE TO KNOW VERY WELL 
— THINGS RELATED TO OUR 

JOBS, OF COURSE, AND MAYBE 
A HOBBY OR TWO. BUT WHILE 

IT’S IMPORTANT TO DEVELOP 
A DEEP UNDERSTANDING OF 

THE THINGS THAT MATTER 
MOST TO US, IT IS JUST AS 

IMPORTANT TO DEVELOP A 
BROAD UNDERSTANDING OF THE 
WORLD IN GENERAL. THAT BEING 

SAID, WHY DON’T YOU START 
OFF THE NEW YEAR WITH A 

NEW HOBBY OR PASSION?

LEARN A NEW LANGUAGE
• The massive inflow of funds and investments from 
China into Malaysia is something that you could take 
note of. Make use of this opportunity and learn about 
Chinese folklore and Mandarin in classes of 20 students 
on weekdays or Sundays for just RM40 per month at the 
Kwong Siew Free School (it’s been open since 1927!). 
Call them up when registrations open mid-December. 
Who knows if the knowledge might come in handy in 
the future.

• To pick up the Japanese language on a budget, there’s 
the Japanese School of Kuala Lumpur (JSKL) near The 
Saujana Hotel Kuala Lumpur which offers lessons 
every Wednesday night, 6pm onwards. The course will 
last for three months. At the time of print, you only 
pay a registration fee of RM30. Check them out when 
enrolment starts in early July. 

• At Korea Plaza, learning Hangeul for free is somewhat 
like the lottery.  After registering online, all you can do 
is hope you’ll be lucky enough to be selected at random 
by the management. Lasting for 16 weeks each, the 
King Sejong Institute-affiliated language classes will 
have three intakes a year. So it’s not that bad if you 
didn’t make it this round. There’s always a next intake. 

JOIN A WORKSHOP OR EVEN BETTER, 
ORGANIzE ONE!
Budding entrepreneurs and brunch lovers, your 
attention please. Fluent Space’s #FreeDayFriday brunch 
takes place monthly on the first Friday of the month; 
if you’ve been looking for a co-working hub or if you 
simply want to connect and collaborate with kindred 
spirits, you can eat, chill and test out Fluent Space for 
free until 6pm. Conversations and food will be provided, 
just bring a friend and more food. 

There’s also Kedai. Not to be confused with sister shop 
and café-next-door Kedai Sebelah, Kedai is an art 
gallery, studio and space by Izat Arif and Rizal Sufar. 
The workshop is open to the public; you can drop by 
anytime to ‘chill and talk’ to them about building and 
making things, but you’ll have to rent the tools at RM20 
an hour. 

While we’re on the subject of the maker movement in 
Kuala Lumpur: A space for people who make things 
– crafters, innovators, or simply, makers – Makespace 
hosts performances, talks, workshops and the like. 
There’s a community and co-working space as well as a 
stage that the public can use for free, so long as it’s for 
community people and purposes.

YOU WANT SOMETHING MORE CONVENIENT? 
WORRY NOT! 
Here are a few simple ways to make expanding your 
horizons a part of your daily routine:

- Subscribe to Wikipedia’s “featured Article” list. Every 
day, Wikipedia posts an article selected from its vast 
repository of entries to its subscribers. If you were a 
subscriber today, you would have recently discovered 
that Daylight Saving Time was first proposed by 
William Willett in 1907 and adopted during World War 
I as a way to conserve coal. You might have also been 
interested to find out that Kazakhstan discontinued 
Daylight Saving Time in 2005 because of alleged 
health risks associated with changed sleep patterns.

- Read The free Dictionary’s homepage or subscribe to 
its feeds. The Free Dictionary has several daily features 
on its front page, including Article of the Day (RSS), In 
the News (RSS), This Day in History (RSS), and Today’s 
Birthday (RSS). One recent day’s stories told the history 
of the Hell’s Angels, the identity of the new “7 Wonders 
of the World”, the origin of the first cultured pearl, and 
the life story of one of the world’s most prominent 
tenors.

- Subscribe to the feed at Your Daily Art (RSS). Every 
day you’ll be confronted with a classic work of art to 
contemplate, along with a few notes about the piece. 
If you were subscribed right now, you might have 
recently seen Man Ray’s intriguing and playful “Le Violin 
d’Ingres” and Frank Weston Benson’s luminous “Red and 
Gold”.

SOMETHING 
NEW!

LEARN MOST OF US HAVE ONE OR 
TWO AREAS OF KNOWLEDGE 
THAT WE STRIVE TO KNOW 
VERY WELL — THINGS 
RELATED TO OUR JOBS, 
OF COURSE, AND MAYBE A 
HOBBY OR TWO. BUT WHILE 
IT’S IMPORTANT TO DEVELOP 
A DEEP UNDERSTANDING OF 
THE THINGS THAT MATTER 
MOST TO US, IT IS JUST AS 
IMPORTANT TO DEVELOP A 
BROAD UNDERSTANDING OF 
THE WORLD IN GENERAL. 
THAT BEING SAID, WHY DON’T 
YOU START OFF THE NEW 
YEAR WITH A NEW HOBBY OR 
PASSION?

GOOD
DO SOMETHING

It can be daunting when your list of New Year’s Resolutions 
is as long as your holiday shopping list. In addition to the 
post-holiday slump, not being able to keep your resolutions 
by February, March or even late January may increase your 
anxiety. When your holiday decorations are packed up and 
stored away, the frustration of an unused gym membership 
or other reminders of failed resolutions can make the later 
winter months feel hopeless.

However, it is important to remember that the New Year 
isn’t meant to serve as a catalyst for sweeping character 
changes. It is a time for people to reflect on their past year’s 
behavior and promise to make positive lifestyle changes. 
“Setting small, attainable goals throughout the year, instead 
of a singular, overwhelming goal on January 1 can help you 
reach whatever it is you strive for,” says psychologist Lynn 
Bufka, PhD. “Remember, it is not the extent of the change 
that matters, but rather the act of recognizing that lifestyle 
change is important and working toward it, one step at a 
time.”

- Pertiwi
- Dapur Jalanan KL

- SPCA
- PAWS
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THE ALPHABET PRESS

Everything old is new again. Or so it seems when you 
look at some of the trendy cafes in town upcycling old 
furniture, people paying money to learn how to take 
photographs with film and others even going as far as to 
revive letterpress printing as an art form.

Take The Alphabet Press; it’s a contemporary letterpress 
company founded in Malaysia in 2013 by best friends 
and colleagues Zeejay Wong, Cliff Leong, Helios Loo and 
Fidella Ch’ng.

Letterpress printing is an old printing method where 
paper is inked and impressed simultaneously manually. 
The Alphabet Press currently employs the modern 
letterpress method instead of the older movable type 
method. With the movable type method, a lead type is 
used instead of ink and it is limited to fixed fonts and 
sizes. You would have to play around with a fixed set of 
words. The contemporary letterpress method involves 
designing an artwork on the computer first then the PDF 
file is sent for film making. The digital designs are output 
to a film as a negative then exposed to a polymer plate 
using UV light, resulting in a raised surface on the plate 
in the shape of the design. A separate plate is produced 
for every colour being printed. High quality cotton pulp 
paper is then cut to fit the design and ink is mixed by 
hand. Each colour is accurately produced by matching the 
specific colour recipe.

After that, the plate is aligned to a metal base which is 
then locked into the press. The machine is then inked 
up manually and the printing process begins when the 
paper is fed through. Using a suction, the machine picks 
up the paper while the rollers are inking up the plate. 
A clamshell-like action happens where the ink and 
impression are made on the paper at the same time. The 
finished product is then delivered to the delivery tray and 
when the prints are dry, the paper is cut to its desired 
size.

Nowadays, printing companies have something similar 
to punching and they call it de-bossed but it is actually 
different. Offset printing and digital printing became 
very popular in recent years because it is cost-efficient, 
fast and it does not require being hands-on. Letterpress 
printing was used only for invoices and receipts back 
in the day and only red and black ink were used. But 
letterpress printing became popular again in the 80’s and 
90’s when Martha Stewart introduced a series of wedding 
invitation cards made using the letterpress method. Since 
the revival, a lot of people in the US started buying old 
machines and it became a trend again. In the US, women 
are the ones who operate letterpress machines.

“We started having an interest in letterpress printing 
three years ago when we wanted to make name cards for 
our design studio. We went all over Pudu, asking if they 

could design our cards with a deep impression but they 
only had the de-bossed method,” said Wong.

Curious about letterpress printing, Wong and his friends 
started doing research online to find out more about the 
technology. They found out that a letterpress printing 
company in Melbourne was conducting workshops so 
the four of them went to Australia to learn more about 
the craft. Their instructor was a woman who had spent 
10 years learning letterpress printing in New York. She 
taught them how to use the older movable type model.

“When we came back, we wanted to get a letterpress 
printer of our own but we couldn’t find the older movable 
type model. Finally, we found a Heidelberg Platen (also 
known as the Heidelberg Windmill) after searching 
through Pudu, Brickfields and Salak South,” said Wong.

The Heidelberg Platen was previously owned by an 
elderly man who was very reluctant to sell his beloved 
letterpress machine. After two months of getting to 
know the man and coaxing him to sell the machine, The 
Alphabet Press team managed to buy it for RM30,000. It 
is the last of its model and was made in the 70s.

Wong, Leong, Loo and Ch’ng knew each other 10 years 
ago as university mates at Multimedia University (MMU) 
in Cyberjaya. They started a media innovation agency 

BY AIN MC

REVIVAL PROJECT TURNS LUXURIOUS BUSINESS

working on digital platforms for eight years before 
starting The Alphabet Press. Their design studio is still up 
and running while they run The Alphabet Press.

“We were doing web design at the media innovation 
agency. Letterpress printing is an artistic, creative craft 
and it’s a shame if a designer does not know the process 
of printing. With letterpress printing, you have freedom of 
expression rather than be limited to client expectations,” 
said Wong.

Even though the letterpress printing market is small in 
Malaysia, the team behind The Alphabet Press are not 
worried. In fact, they were pleasantly surprised when 
customers commended them for reviving this dying craft.

“They have never seen this in Malaysia and we wanted 
to show them the real thing. People are actually looking 
for letterpress printing and they tell us, ‘Finally, there is 
letterpress printing in Malaysia’. Malaysians know what 
letterpress printing is,” said Wong.

Currently, The Alphabet Press’s most ordered item is 
custom-made wedding invitation cards which costs about 
RM6 to RM10 per piece, depending on the colours and 
design. The minimum order for cards are 100 pieces. On 
an average day, The Alphabet Press produces 200 pieces 
on the letterpress machine. The reason why nobody else 
did letterpress printing in Malaysia was because it is not 
cost-effective and the cost of operations is too high. The 

machines are no longer in production and when there is 
a problem, it is difficult to find anyone to do the repairs.

“All of our letterpress products are our own original 
designs. We want to create our own brand. One of the 
projects we are working on is to document the culture of 
Malaysia. We want to come up with a series of postcards 
where foreigners and locals can learn about places like 
Malacca and Penang on maps printed with the letterpress 
machine,” said Leong.

In the pipeline is also a set of templates for wedding 
cards as custom-made ones can be costly. Each design 
by The Alphabet Press is only available for a limited run 
with only 200 pieces per design. The company started off 
with Christmas cards, followed by Chinese New Year and 
Valentine’s Day cards that sold very well.

“What we like about The Alphabet Press is the power to 
create anything we want. The best thing a designer can 
do is to control the whole process of the work flow, from 
design to printing. We don’t sub it out to anyone else,” 
said Wong.

There are plans to acquire an older model of the 
Heidelberg Platen to speed up the process of production. 
Most of the letterpress machines in Malaysia are from the 
UK, China and Germany. It would be too pricey to import 
one from the US.

“BACK THEN, GOOD 
CRAFTSMANSHIP MEANT 

MAKING A KISS IMPRESSION 
ON A THIN SHEET OF 

PAPER WITH INK. A KISS 
IMPRESSION IS A LIGHT 
INDENT ON THE PAPER. 

MAKING A DEEP IMPRESSION, 
WHAT WE CALL A PUNCH, IS 
CONSIDERED A BAD JOB.”

“Our mission is to salvage the craft of letterpress printing. 
This year we plan to start workshops for letterpress 
printing,” said Wong.

Find out more about The Alphabet Press on www.
thealphabetpress.com or visit their Facebook page at 
www.facebook.com/TheAlphabetPress. You can also 
follow them on Instagram at www.instagram.com/
thealphabetpress
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AVOIDING LIMELIGHT
LOW PROFILE BUSINESSMEN OF 

HIGH-FLYING BRANDS

Most of them started with very little capital and resources. And all of them 
persevered through the bad times of the industry. Some of them have become 

world leaders in their specific areas and niches.

These are the entrepreneurs who have built significant empires. All are estimated to have 
a net worth well in excess of $1 billion, but keep an exceedingly low profile. Some of them 
go to great lengths to avoid attention - and have not given interviews to anyone in many 
years. Others have kept their companies private just to avoid the attention that a listed 
company founder tends to get. They all have one thing in common: Within their own 
respective industry, they are all known for making astute choices, finding niches that others 

had ignored, building scale and taking audacious bets. Let’s see who these people are.

Jan Koum

Koum, who owns 45 per cent of WhatsApp and worth $6.8 billion (net of 
taxes) — was born and raised in a small village outside of Kiev, Ukraine, the 
only child of a housewife and a construction manager who built hospitals 
and schools. His house had no hot water, and his parents rarely talked on 
the phone in case it was tapped by the state. It sounds bad, but Koum still 
pines for the rural life he once lived, and it’s one of the main reasons he’s so 
vehemently against the hurly-burly of advertising. Koum’s personal style 
as CEO is to be a low profile guy, and is not one who particularly enjoys or 

thrives in the limelight.

Hatched on his birthday, February 24, 2009, WhatsApp was emerging as 
a global phenomenon. Some 90 million people were using it to text and 
send photos for free. No social utility had ever grown as fast. WhatsApp, 
which doesn’t even have a sign on the door of its headquarters in Mountain 
View, is one of the world’s most commonly used communication utilities 
after e-mail and the telephone had now introduced voice and video calling 

this year as well.

Mark Vadon

Mark Vadon is new to the Forbes Billionaires list but he has been at the 
online retailing game for a while. A Harvard alum with an MBA from 
Stanford, he spent six years with Bain & Company before founding online 
jewelry retailer Blue Nile in 1999. He took the company public in 2004, and 
by 2010 he had launched a new online retailer, Zulily. The Seattle-based 
company offers daily merchandise deals geared toward mothers and their 

children.

Having built one of the most powerful e-commerce companies in Seattle 
since Amazon.com — he consciously avoided press in the early days so as 
not to tip off competitors to the success they were seeing in the business. 
Vadon did admit that there were moments when other “mediocre” 
companies in the flash sales arena were grabbing headlines. At those 
moments, he and CEO Darrell Cavens discussed raising Zulily’s profile. 
But Cavens responded that everyone would find out how Zulily was doing 
when they filed to go public, which happened last year and showed a 

company with more revenue at the time than high-profile Twitter.

Amancio Ortega

Amancio Ortega may be the richest man you’ve never heard of, though 
the high street clothes retailer he founded 40 years ago — Zara — is world-
famous. The Spanish multi-billionaire isn’t just the wealthiest person in his 
own country— he’s the richest man in Europe. Zara has now been around 
for four decades, but the majority of Ortega’s wealth has been built up over 
the last 10 years, during which time the share price of Inditex exploded.

Zara and its parent company have outperformed through even the 
financial crisis and during a period in which the Spanish economy was 
plunged into a very deep recession. The company’s share price has risen by 
57 per cent in the last 10 years, and since Ortega owns 59 per cent of the 
shares, his net worth has surged upwards too. Despite his success, Ortega 
has deliberately kept a low profile. Until recently there were extremely few 
pictures of him, and he has turned down media interviews for decades. 
Ortega shuns the media spotlight because he is modest — he doesn’t want 
to take the sole credit for Zara and Inditex, which he thinks are a joint 

effort of the company as a whole.

Ingvar Kamprad

The simple idea led to the flat-pack revolution that would eventually turn 
Kamprad’s firm, Ikea, into a global brand and one of the biggest retailers 
on the planet, and him into one of the world’s richest men. Not bad for a 
man born on a farm in southern Sweden in 1926, and who made his first 
entrepreneurial money by buying matches in bulk and then selling them 
on at a profit. Kamprad founded Ikea in 1943, coming up with the name by 

combining his initials with those of his farm and his local village.

It is a remarkable existence for the man behind a company that recorded 
an annual net profit of £3.2billion and achieved sales of £27.6billion 
throughout 44 countries. IKEA’s domination of the home-furnishing market 
is phenomenal. It is the planet’s third largest consumer of wood and there 
are more IKEA catalogues printed per year (208 million at the last count) 
than there are bibles. While Ikea has brought its founder great wealth he 
keeps a low profile, and, according to Swiss television station TSR, watches 

his money, and still flies economy class.

Leslie Wexner

Wexner built Victoria’s Secret, Pink, Express and The Limited into one 
of America’s all-time great retail fortunes. Yet this impresario shuns the 
spotlight. He’s the CEO of a large publicly traded company, yet he rarely 
speaks on earnings calls. One of the legends of his industry, yet he almost 
never speaks to the press. Wexner is so elusive that most assume the 
brains of Victoria’s Secret is surely some female visionary in the mold of a 

Sara Blakely or Tory Burch, or else a Hugh Hefner lothario type.

In reality Wexner–net worth: $6.2 billion, good enough to make No. 80 
on The Forbes 400–is an introspective guy who has been questioning his 
every move for decades. His professional success results from a compulsive 
restlessness and dissatisfaction that steer him away from the herd. Wexner 
now owns the only three bra labels that matter: Victoria’s Secret, Pink and 
La Senza. Together they make up 41% of America’s $13.2 billion lingerie 
market. Their next closest competitor, if you can call it that, has a 1% 
market share. Bath & Body Works, the world’s largest beauty retailer, is 
his, too. He holds all of them under his thriving parent company, L Brands.

BY AIN MC
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BRAND PERSONALITY

WITH Tatiana Kumar10 QUESTIONS

Having been crowned Miss Malaysia World 2016, it was a feat she dreamt of after 
being told in school she was not beautiful. The 18-year-old of Indian and french 
parentage was among the youngest during the beauty pageant, but managed to win 
over the judges and audience with her bubbly personality and constant smile. We 
recently had the opportunity to ask her a few questions so let’s check it out!

Can you tell us a little bit of your background?
Well, I have a French mom and an Indian Malaysian 
father. I used to be in British school but then when I was 
six years old, I changed to French school and stayed 
there ever since. I speak French, English and I’m still 
learning a little bit of Mandarin.

Despite your dual heritage of Indian Tamil and French, 
how do you feel about growing up in Malaysia?
Having grown up here, I understand the importance of 
humanity. Our multicultural society has taught me to 
embrace and accept each other’s differences.  

How did you come about entering the beauty pageant 
in the first place; has it been a passion of yours?
Strangely enough, what drove me to become a model 
was the fact that I was told I was not beautiful when I 
was in school. To be honest, I wasn’t even confident that 
I could win the pageant!

How was the competition between the girls? Did you 
expect to win the title?
During the whole pageant week, I got to know the girls 
even better, and they are all so sweet and supportive. 
They are all beautiful and have really good hearts. So I 
was wondering who was going to win.

Your life has definitely changed after having the title of 
Miss Malaysia World 2016. Share with us some of the 
major differences that you went through?
I now need to be well-dressed every time I leave my 
house in order to uphold my image. That being from 
head to toe. And even with some light make-up, I can’t 
be seen wearing shorts and slippers.

You recently attended The BrandLaureate BRAND Icon 
Leadership Awards for the first time. Share with us your 
experience.
It was great. I was at the VIP table, the food was 
excellent. I was called on stage to be present for giving 
out the awards and I’m so privileged and honoured to 
be able to be on stage to represent The BrandLaureate 
as the ambassador. I’ve never been to something that 
grand so it was definitely an amazing experience!

That is one beautiful and big crown you’re wearing! Tell 
us more about it.
This crown is studded with diamond and ruby and it’s 
by Ceres Jewellers. We normally bring out the crown 
for official events and The BrandLaureate Awards – is 
obviously one of it. So having the crown on my head the 
entire time is really something indescribable because 
I’m not really used to it as I also have my other crowns 
that I usually wear for events but this crown, it really 
made me feel like a queen. 

What is your favourite thing to do that most people 
don’t know about?
I love performing arts. When I dance, the music in my 
heart follows the flow of my body. Dancing inspires 
positive change in me and motivates me to do good 
in this world.

Now that you’re holding the title of Miss Malaysia World 
2016, what is the next big thing you want to achieve?
I really want to work for the United Nations or any such 
organizations which help the underprivileged children. 
I’m really passionate about that.

The final competition of crowning Miss World 2016 will 
be happening on 18th of December, what is your vision 
on how things would turn out?
Everything still feels like a dream, I’m having such a 
hard time realising that I have been chosen to represent 
my country in Washington DC. I hope to make all of you 
proud, there are a few titles to be won and I’ll try my 
best in every one of them.
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BRAND SPEAKS

*BRAND SPEAKS

If I were to tell you that I surf, play cricket, wear 
board shorts, drink beer and enjoy a barbecue, where 
would you guess that I am from? Correct or not, these 
associations differentiate me from my colleagues who 
hail from Malaysia, England or the USA. In branding, 
provenance can be leveraged to provide a product or 
service with considerable advantages.

Recently, I’ve been keenly watching R.M. Williams, an 
Australian brand you may or may not be familiar with 
(yet). Since 1932 they’ve crafted high quality boots, 
leather goods and bush ‘clobber’ (clothing) fit for the 
toughest Australian conditions. Named after the founder 
(Reginald Murray Williams) the brand exemplifies his 
determination and love of the harsh Aussie outback.

In 2010, the brand was part sold to a private-equity 
fund. Since then, it has shifted spectacularly, slowly 
shedding itself of clichéd Australian outback cattle 
mustering imagery for ‘modern Australian luxe’ -- 
demonstrating an ability to stay true to its founder’s 
principles while forging a new way forward. This is 
provenance, powerfully told with a fresh narrative. 
According to Martin Rippon, R.M. Williams general 
manager marketing and public relations, they are 
making their apparel “more contemporary to appeal 
to that younger 20-to-35 age group in the city”. With 
new retail sites opening in Manhattan and London, this 
brand is going places.

This agile use of origin can be seen across numerous 
categories like food, fashion and luxury. The German 
auto industry has successfully built off their beginnings. 
For example, Porsche remains firmly connected to 
its founder Ferdinand Porsche and its birthplace in 
Stuttgart. This underpinning provides the credibility 
to the future shapes, technology and language the 
brand is moving toward – all of which provoke new 
desire. Historically, ‘made in Germany’ was not always 
so desirable. Over time, the meaning in those three 
words changed, as has ‘made in Japan’. So this brings up 
an interesting question. How can a brand ride on their 
country’s rising reputation in the world? 

Beginning in earnest during the 2008 Beijing Olympics, 
the cultural stock and reputation of brand China 
continues to swing in an upward direction. The games 
captured nationalistic pride, projected images to the 

world that showcased modern city skylines packed with 
iconic architecture. It was amazing. Back then, those of 
us in the west were hard-pressed to name even one 
Chinese brand. Fast forward to today, and brands like 
Huawei and Alibaba are riding high and contribute 
to brand China’s global stature. Made in China is 
experiencing a rapid shift in meaning, especially in 
technology. It may not be long before Chinese brands in 
related industries benefit from the associated credibility 
– perhaps leapfrogging traditional auto manufacturing 
to produce driverless cars. 

This poses another question; what are the implications 
for non-Chinese brands operating in China? As global 
brands relentlessly pursue growth, they cannot ignore 
China’s market. A screenwriter friend recently brought 
to my attention the ripples of change this is causing 
in Hollywood, of all places! According to The Guardian, 
the big screen adaptation of Warcraft needed to earn 
$160m to break even. It prematurely ended its US 
opening with just $24.4m. In China, Warcraft opened to 
a record-breaking five-day total of $156m, the highest 
ever debut for a foreign release.

Hollywood blockbusters used to live and die by their 
domestic takings. Now China is predicted to soon 
surpass the US as the world’s largest cinema-going 
nation. Reportedly, 22 new screens are added every day. 
Hollywood cannot afford to ignore China. It will start to 
be led by Chinese tastes (and censorship laws), resulting 
in Chinese influence on Western popular culture. And by 
inference, Chinese influence on Western brands.

Let me wrap this up. Provenance is not a history lesson 
and need not handcuff a brand to the past. A country 
of origin story provides a brand with a punchy short 
cut to credibility and differentiation. It is the ultimate 
defense system because authenticity cannot be easily 
copied. Handled carefully, contemporizing a brand’s 
origin story can extend its attraction to new (younger 
or international) audiences without losing the older 
locals. As a Generation X fan of R.M. Williams boots, 
their evolution has not alienated me at all. If anything, 
their appeal to millennials in New York and beyond has 
renewed my interest. 

And for the record, I am Australian and I love a barbecue.

IF YOUR BRAND WERE A COUNTRY,  

WHAT WOULD IT BE?

“HOLLYWOOD 
BLOCKBUSTERS USED TO 

LIVE AND DIE BY THEIR 
DOMESTIC TAKINGS. NOW 
CHINA IS PREDICTED TO 
SOON SURPASS THE US 

AS THE WORLD’S LARGEST 
CINEMA-GOING NATION. 
REPORTEDLY, 22 NEW 
SCREENS ARE ADDED 

EVERY DAY.” 

Simon Bell is an Executive Director Strategy 
of Landor, SE Asia Pasific and Japan.
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On the face of it, Southeast Asia would seem like 
an e-commerce wonderland. The region is poised to 
become one of the world’s fastest-growing regions for 
e-commerce revenues, exceeding US$25 billion by 2020. 
While the opportunities for growth are immense, the 
e-commerce market in Southeast Asia is not without its 
challenges. As competition increases, for many brands 
e-commerce marketing require them to evolve from 
simple product promotion to creating personalized 
relationships between marketers and consumers. To get a 
clear picture of e-commerce marketing in Southeast Asia, 
we turn to brand experts in the retail market Lazada, an 
e-commerce behemoth in Southeast Asia. 

Lazada, founded in 2012, handles direct sales of goods 
both from its own warehouses and from virtual shopping 
malls with over 2,000 corporate and individual merchants. 
Dubbed the Amazon of Asia, it boasts a wide lineup 
ranging from beauty and health products to electronics. 
As the first foreign player to set up shop across the region, 
its primary focus is operational expansion. It launched 
services in Thailand, Malaysia, Indonesia, Vietnam and 
the Philippines all at once, jumping ahead of global 
giants such as U.S.-based Amazon and China’s Alibaba.

Holding leadership positions at Lazada in Southeast Asia, 
including CEO of Lazada Indonesia and MD of Lazada 
Malaysia is Elizabeth Craft. Below are snippets of her 
interview on the e-commerce and marketing realm taken 
during the second Google CMO fireside Chat. 

Q: What role does marketing play in driving awareness of 
and engagement with the products?

You use marketing to get customers on the platform, but 
regarding how you use marketing to make people stay 
on the platform, you have to rely on third-parties, such 
as merchants, to make the platform succeed. Otherwise 
you’re just going back into the wild and acquiring new 
customers. We’re experimenting a lot with third-party 
seller marketing and brand marketing by merchants on 
the platform itself, and that’s starting to take off, but it’s 
still very early.

Q: What is the best structure for marketing teams in 
expanding start-ups that ensure effectiveness and 
efficiency?

Separating scope and having focuses early on is very 
difficult at startups. On a marketing team, especially 
when you’re hiring local talent that hasn’t done 

performance marketing before, it’s really important to 
put people in the right places where they can focus on 
learning the tools. Start by creating a simple structure 
that can scale. First, start by having someone who runs 
online performance marketing first and then as you 
get bigger you can chart that out to managing various 
channels separately. Secondly, have a person that does 
offline/partnerships. It’s important to have someone 
focus on knowing all the key players in the ecosystem, 
be it a retailer or a bank, so you can align for campaigns. 
You can’t operate in a silo. I would start with performance 
marketing and partnerships, and then depending on your 
business, have someone focused on purely offline - but if 
it’s a ecommerce start-up, that’s probably not until later.

Q: How does Lazada approach marketing as a part of 
the mix and the P&L and what are you trying to achieve 
through marketing?

As an e-commerce platform, marketing is our single 
largest line item on the P&L. Performance marketing was 

how we scaled up, and the only marketing that we did in 
the first two years. Then from the second to third years, it 
was all about vouchers.

In the past year, we’ve been looking to diversify our 
marketing spend to other channels since we haven’t 
been seeing an increased return on our investment in the 
performance marketing space. Our view right now is that 
if we spend more on marketing, it wouldn’t mean very 
much. It’s pretty saturated. So we optimize our marketing 
simply by customer acquisition costs. We have certain 
thresholds, and we’ll spend until we get to the threshold 
that makes sense for our business, then we’ll slowly take 
the rest of our marketing budget and put it into other 
stuff. For instance, we launched our first big TV campaign 
in Indonesia about a year ago. 

A local competitor, Tokopedia, was outspending us by 
about 2.5X on TV investments. You’re actually seeing a 
lot of e-commerce types of businesses spending outside 
of performance marketing. For the first three years, 
performance marketing was what everybody was doing, 
but it got to a point where we can’t spend anymore 
without it making sense. I’m sure that equilibrium will 
change over time but that’s where we are at at the 
moment.

Q: You’ve had experiences both in Indonesia and in other 
parts of Southeast Asia. We often refer to Southeast Asia 
as a region but the markets are in fact quite different. 
How do you factor that in when doing your business 
planning and deciding where to invest in?

That’s a really important point. The markets are incredibly 
different and have very different life cycles. You have 
markets like Indonesia where the willingness to purchase 
online is actually much higher than in more developed 
markets like Malaysia, which has better internet access, 
more income, and more people with smartphones. We 
see very different behaviors that one wouldn’t necessarily 
expect, so in terms of business planning, we have a very 
different business case for each country. A lot of it is just 
a function of how fast we think each market can grow 
and what kind of money we need to invest to get there. 
The hot market, as mentioned, is Indonesia so I think 
everyone’s investing very heavily there at the moment, 
followed by Thailand. The Philippines is speeding up a 
lot, and then we have Vietnam and Malaysia. In terms 
of how much money we’re investing in each of our 
companies, it will follow that order.

BRAND EXPERT

BRAND EXPERT 

ELIZABETH CRAFT
EXECUTIVE VICE PRESIDENT OF LAZADA GROUP
RIDINGS WAVES OF e-COMMERCE IN SOUTHEAST ASIA
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Hot meals are readied at their permanent Soup Kitchen 
building located in Jalan Barat in the capital city. With an 
average of 2000 packs of vegetarian food, which include 
biscuits, snacks, drinking water, fruits and hot food are 
distributed to the homeless each week; with Saturdays 
being their busiest days.

KSK also share their no 
boundaries policy with their 

volunteers, who compromise 
of individuals, students and 

those in the corporate world. 
From Monday to Sunday, the 
soup kitchen has volunteers 

from all walks of life, race, 
religion and cultures. 

From two staff from the beginning, 
the soup kitchen now 

operates with the 
help of six full time 

staff including 
“Uncle Ng”,  a 

former client and 
Saymond who 
was a former 

intern from 
TARUC.  KSK 

attracts an 
average 

of 225 
volunteers 
per week, 

with a 
consistent 
flow of 50 

helping out 
every week. 

A m o n g 
one of the 
r e g u l a r 
volunteers 
i n c l u d e 
t h e 

Princess of Selangor, Tengku Zatasha, who is best known 
for advocating the zero food wastage initiative. A huge 
support for KSK, the princess was instrumental in the 
donation of a refrigerated truck called the SegiFresh Truck, 
contributed by Segi Value Holdings Sdn Bhd.

“For those who want to volunteer, they just need to 
contact the office and register with us for an activity that 
suits their time. There is no need to commit to a period 
of time. Volunteers can help to prepare and pack simple 
food from the kitchen, help deliver food bank provisions 
to designated poor families, help with collecting and 
delivering fresh vegetables, fruits and buns from sponsors 
and beneficiaries or help to distribute food on the streets, 
headed by 7 team leaders” explained Ooi.

“The volunteers also help those in need of basic medical 
services, hospital follow ups, welfare aid application, 
shelter placements, assist with lost MyKad replacements, 
job placements and reunite the homeless with their 
families,” added Ooi.  

The Off The Streets initiative sees the good people at 
KSK go beyond reaching out to the homeless through 
distribution of food and build trust. 

“We register them on our online database, identify suitable 
individuals, monitor progress and then later recommend 
them to prospective employers. We cover areas in KL 
including Sentul, Chow Kit, Dang Wangi, Pudu Sentral, 
Petaling Street, Brickfields, Bukit Bintang and Keramat,” 
explained Ooi.

While the organisation does its best for those in need, 
they have their share of problems. Other the unavoidable 
monetary limitations, the popularity of the soup kitchen 
giving out free meals have seen self-seeking citizens who 
would join in, just to get a free meal. A major problem, KSK 
implemented a registration process five years ago, where 
only those who have registered, with details verified and 
have an identification card will be given a food pack. 

The non-religious community action group have help from 
corporate and organisations such as TESCO and Starwood’s 
Group of Hotels. Through TESCO’s Community Food 
Surplus Donation campaign, KSK collects provisions from 
the hypermarket daily, while the hotels in the Starwood 
Group have their turn to serve the clients every Thursday.

The soup kitchen also works with other non-profit and 
non-governmental organisations. Their Food Bank gives 
provisions to the Starfish Foundation, Archdiocesan Office 
of Human Development, Tenaganita, PJ Caring Home, Ti 
Ratana, and The Lost Food Project. KSK have also been 
sharing their resources with PERTIWI Soup Kitchen since 
2012, another well known community outreach effort in 
the capital. 

Other companies that have helped with KSK’s mission 
to provide nourishment and basic medical care for the 
homeless and urban poor include Segi Fresh, AmBank, 
Hong Leong Bank, Scope International, Trader’s Hotel, 
Bursa Saham, Maxis, and SOGO KL. The kitchen soup also 
works closely with the Ministry of Federal Territories and 
Ministry of Women, Family and Community Development 
in their efforts to tackle the issue of homelessness. 

Now operating in Kuala Lumpur, Petaling Jaya, Penang and 
Johor Bahru with small scare operations in Kuantan and 
Ipoh, the head of the Kechara Soup Kitchen said he would 
love to expand it to other cities, given opportunities and 
resources.

Ooi is already on his way to making changes within the 
non-profit organisation. Selected by the Board of Directors, 
he has made a few developments on behalf of the soup 
kitchen, including extending the food bank for the poor, 
expanding the availability of basic needs such as food, 
clothes and shoes to those in need. Ooi is looking at 
opening a skills training centre, where KSK’s clients can 
learn new skills for them to thrive in the community and to 
expand the food bank projects to other states. 
 
“I would also like to establish a physical food bank building, 
with the proper facilities to store food for those in need. It’s 
been on the plan for a while, but it has yet to materialise 
due to the large investment needed, but hopefully we will 
get it soon,” added Ooi, who is now based in Bentong, at 
the holistic Kechara Forest Retreat.

For anyone who is not ready to volunteer their time and 
effort, KSK are open to other ways of assistance which 
include promoting its cause, gathering more volunteers 
to help with logistics, donating money or items in kind or 
raising funds that will allow the group to continue its good 
work. Cooking up meals for all in need, KSK continues to be 
a brand with a golden heart. 

With the New Year looming, many people will be having 
resolutions drawn up, in anticipation of a better year ahead. 
Besides the mainstream goal of losing weight, eating 
healthy, and kicking off bad habits, it’s always good to try 
out something new – and giving back to the community 
at the same time. Volunteering at Kechara Soup Kitchen 
(KSK) is one goal to put on that to-do list. 

Established by H.E. Tsim Rinpoche, the Founder and 
Spiritual Advisor of Kechara, the soup kitchen started on 
one of many his visits to Kuala Lumpur, where he saw a few 
homeless on the street. Coming from a difficult background, 
the spiritual advisor was no stranger to hunger, and thus 
bought food for those he encountered. It was this incident 
that spurred his students to distribute food to the needy in 
the heart of Kuala Lumpur in 2006.

After realising there was need for more structure to be 
more efficient, a working core committee of volunteers was 
formed, and was responsible for volunteers, sponsorship 
and packing of food, among other duties. In August 2008, 
KSK became a registered society, with a new committee 

passionate about helping out those less fortunate in the 
streets, who they call their clients. 

Initially headed by Dato’ Ruby Khong from 2009, Henry Ooi 
Seong Huat took over the reins of KSK in October 2015. 
Working with Kechara for the past 15 years, Ooi is teary 
eyed as he speaks of his experience meeting Rinpoche for 
the first time. 

“It was a difficult time in my life. My wife and I didn’t have 
much money. I remember once having only RM50 in my 
pocket, and worrying about what food to give my young 
daughter.  Times were hard and I was jobless. One day I 
went to listen to a Dharma talk by given Rinpoche.  After 
the talk he spoke to me, and his guidance took me out of 
the situation,” said Ooi.

Previously in the skincare line, Henry decided to leave the 
business to the hands of his wife in the 90’s and followed 
his heart and join Kechara, in appreciation for Rinpoche’s 
guidance and his own desire to help the association. There, 
he managed its retail stores in Kuala Lumpur, Petaling 

Jaya and Penang. He went on to be appointed as one of 
its board of directors in 2013 and is now the driving force 
of KSK. 

Over the years, KSK gained volunteers and admirers, 
successfully creating a band of followers who shared the 
Soup Kitchen’s philosophy – Hungry Knows No Boundaries.

“The motto was coined by Rinpoche and shows how KSK 
does not discriminate against anyone who is need. It 
doesn’t matter if those in need are criminals, prostitutes or 
on drugs, we are here to help those on the street who need 
food, medicine and counselling,” added the father of two.

Describing the spiritual guru who loves people and 
animals, Henry’s impression of the founder of Kechara 
Soup Kitchen (KSK), the 25th Tsim Rinpoche is one 
who believes in doing good and being kind to others, 
irrespective of race or religion. One of his favourite saying 
he shares with people is“When you x-ray an empty 
stomach of a person, it doesn’t tell you which ethnic 
group he belongs to.” 

BRAND CSR

BY ANU VENUGOPAL 02) 11-year-old Murkeish, diagnosed with Acute Lymphoblastic 
Leukaemia flew from Kuala Lumpur to Manchester, England, 

03) During Sharul’s Wish Day, he got his wish to fly in a 

04) During Make-A-Wish Malaysia’s 200th wish, 8-year-old 

A KITCHEN WITH A COMPASSIONATE MISSION
KECHARA SOUP KITCHEN CONTINUES TO REACH OUT

TO THOSE IN NEED.
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BRAND HISTORY

THE UNUSUAL ORIGINS OF 
 6 FAMOUS BRANDS

MANY FAMOUS BRANDS 
GOT THEIR START IN 

STRAIGHTFORWARD 
WAYS. FOR EXAMPLE, 

AGRICULTURAL 
MACHINERY GIANT JOHN 

DEERE WAS FOUNDED 
IN THE 1830S BY AN 

ILLINOIS BLACKSMITH 
WHO INVENTED AN 

INNOVATIVE PLOW, AND 
CANDY BEHEMOTH 

MARS INC. CAN TRACE 
ITS BEGINNINGS TO THE 

EARLY 1920S, WHEN 
THEN-STRUGGLING 

CANDY MAKER FRANK 
MARS LAUNCHED THE 

MILKY WAR BAR, WHICH 
PROVED AN IMMEDIATE 

HIT. HOWEVER, WHEN IT 
COMES TO OTHER ICONIC 

BRANDS, THE STORIES 
OF HOW THEY WERE 
ESTABLISHED MIGHT 

SURPRISE YOU

1 DUNCAN HINES: BEFORE THE CAKE MIX, 
HE WAS ONE OF AMERICA’S FIRST 
FOOD CRITICS
Today, his moniker is most commonly associated with 
cake mix, but Duncan Hines’ first claim to fame was 
for a pioneering restaurant guidebook he published 
in the 1930s. While driving around the country as a 
traveling salesman—in an age when there were few 
chain restaurants, food quality and sanitary conditions 
at dining establishments could be sketchy and 
restaurant ratings were practically nonexistent—Hines 
kept a list of places he liked. After receiving frequent 
requests from friends for restaurant recommendations, 
he published his influential guidebook, “Adventures in 
Good Eating,” in 1936. The book was a hit, and Hines, 
who was dubbed America’s “eatery expert,” went on to 
release updated versions of his guide along with other 
books for travelers. He became famous for his high 
standards and never accepted advertising or payment 
for his reviews. As a result, “Recommended by Duncan 
Hines” signs were coveted by lodges and restaurants. 
In the late 1940s, he formed a business to license his 
name for a range of culinary products.

2GILLETTE: A RAzOR MAGNATE 
WITH AN UNORTHODOX PLAN
King Camp Gillette also started out as a traveling 
salesman after his family lost their hardware business 
in the Great Chicago Fire of 1871. Years later, following 
his boss’ advice to create disposable items to increase 
the likelihood of repeat customers, he helped develop 
a design for a disposable razor blade. Until that time, 
many men went to barber shops for a shave or used 
a straight-end razor at home that required frequent 
sharpening. Gillette founded the American Safety Razor 
Company in 1901 and within a year was selling more 
than 90,000 razors and 12 million blades annually.

Gillette’s face appeared on the packaging for his 
products and he soon became famous, but his true 
passion was socialism, not capitalism. He wrote a series 
of books to promote his ideas of vast utopia, which 
included a plan to organize the world into one giant, 
publically owned corporation and the creation of a 
vast metropolis, powered by Niagara Falls, that would 
be home to 60 million Americans. Gillette even offered 
Theodore Roosevelt $1 million to head the entity, but 
the recently retired president turned him down.

3

4

5
6

LOUIS VUITTON: A ROYAL CLOTHES PACKER 
LAUNCHES A LUXURY POWERHOUSE
In 1835 a young Louis Vuitton left his working-class 
village in the French countryside and set off by foot for 
Paris, where he secured a position as an apprentice box-
maker and packer. At the time, the wealthy had their 
belongings professionally packed in order to withstand 
rough travel conditions, and boxes and trunks were 
custom-made to fit specific items. By the the early 
1850s, Vuitton became the personal box-maker and 
packer for Empress Eugenie, Napoleon III’s wife, and 
soon opened his own Parisian packing workshop that 
featured a line of rectangular-shaped, flat-bottomed 
trunks that were easier to stack than the traditional, 
curved-top styles of the day. As his popularity continued 
to increase among the French elite, Vuitton’s products 
were knocked off by competitors. In an effort to combat 
this issue, four years after Vuitton’s 1892 death, his son 
Georges, who had taken over the business, designed the 
distinctive, now-famous LV monogram.

WRIGLEY: GUM WASN’T PART OF 
THE INITIAL BUSINESS MODEL
William Wrigley Jr. got his start hawking his father’s soap 
products on the streets of Philadelphia. After moving 
to Chicago in 1891, Wrigley began offering incentives 
to entice shopkeepers to carry his ware, including free 
cans of baking powder with every order. When the 
baking powder proved more popular than the soap, 
Wrigley began selling that instead, tossing in two packs 
of chewing gum per order to sweeten the deal. The 
gum was such a hit that in 1893 Wrigley debuted two 
new brands of gum of his own, Juicy Fruit and Wrigley’s 
Spearmint. Ever the savvy marketer, in 1915 Wrigley 
sent free gum samples to every American household 
listed in phone books.

SEARS, ROEBUCK & CO.: 
AN IDEA WHOSE TIME HAD COME
The roots of one of America’s largest retailers dates to 
1886, when Minnesota railroad station agent Richard 
Sears received a shipment of watches that a local 
jeweler refused to sign for. Sensing an opportunity, 
Sears established a side business selling the watches 
the other agents, eventually quitting his railroad job 
to focus on his new enterprise. The following year, an 
ad Sears had placed in a Chicago newspaper brought 
watchmaker Alvah Roebuck into the business, which 
quickly expanded into a general mail-order catalog 
that catered to America’s rural residents tired of the 
higher prices typically charged at their local stores.The 
retailer became famous for its catalogs, which could be 
hundreds of pages long and featured a broad array of 
items, including clothing, tools, musical instruments, 
headstones and even ready-to-assemble houses. In 
1925, with increasing numbers of Americans moving to 
cities, Sears opened its first retail store, in Chicago.

L.L. BEAN: A RETAIL EMPIRE 
BUILT ON COLD FEET
The Maine-based sporting goods retailer got its start 
in 1911, when Leon L. Bean, an avid outdoorsman 
with an eighth-grade education, came home from a 
hunting trip with wet, uncomfortable feet. Bean, who 
had briefly worked in his brother’s shoe store, had a 
cobbler sew leather tops onto a pair of workmen’s 
rubber boots to create a more functional form or 
footwear. The following year, Bean jump-started his 
business by mailing a promotion flyer to everyone who 
held a Maine hunting license, declaring “You cannot 
expect success hunting deer or moose if your feet are 
not properly dressed.” He took orders for 100 pairs of 
his product, dubbed the Maine Hunting Shoe, but 90 
of them were returned because of defects. Undaunted, 
Bean refunded everyone’s money, ironed out the quality 
issues and mailed a new batch of fliers. His company 
soon was thriving, and in 1917, he launched his first 
retail store in Freeport.

This article was originally published on www.history.com
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With multiple flagship stores across the nations, and a 
growing local athlete team comprised of elite climbers, 
ultrarunners, skiers, snowboarders and explorers, The 
North Face continues to thrive in Australia and New 
Zealand. Through initiatives and events like The North Face 
Adventure Grant, The North Face Frontier, and supporting 
other grassroots community events, the brand continues to 
help fuel exploration for the residents of Australia and New 
Zealand.
 
To celebrate the 50th anniversary The North Face will be 
hosting a three-day exhibition open to the public in Sydney 
city, showcasing the history of the brand and screening 
documentaries of harrowing exploration from The North 
Face athlete team such as Meru, Valley Uprising and local 
Australian athletes James Castrission and Justin Jones’ 
Crossing the Ice.

 The outdoor brand is also launching “Question Madness,” 
a global multi-media effort to help celebrate its 50th 
anniversary. The 60-second spot, “Question Madenss,” 
features shots of people engaged in such extreme sports 
as mountain climbing, scaling the slides of rock and ice 
cliffs, trekking through wilderness and over rugged isolated 
trails, skiing off mountain tops, hang gliding and marathon 
running; all of them seen enduring cold, heat, pain and 
loneliness, but in the end expressing joy for meeting 
their personal challenge. It is played out to “Miles From 
Nowhere” by Yusuf Islam (Cat Stevens).
 
“This campaign comes at a time in our brand’s history when 
exploration — of all kinds — matters more than ever,” Todd 
Spaletto, president for The North Face, said in a statement.
 
“As a society, we are questioning traditions, systems 
and institutions. What was considered beyond the norm 
yesterday, even impossible, is commonplace today. We rally 
behind and celebrate those who have the courage to take 
on the unknown and define success in their own way,” said 
Spaletto.
 
The campaign will be distributed globally through the 
fourth quarter in more than 16 markets, including the U.S. 
U.K., Germany, France, China, Hong Kong, Australia and New 
Zealand. 
 
In addition, The North Face has opened a flagship store 
on Fifth Avenue in New York and an Urban Exploration 
Concept destination in San Francisco.

AS A SOCIETY, WE ARE 
QUESTIONING TRADITIONS, 

SYSTEMS AND INSTITUTIONS. 
WHAT WAS CONSIDERED BEYOND 

THE NORM YESTERDAY, EVEN 
IMPOSSIBLE, IS COMMONPLACE 
TODAY. WE RALLY BEHIND AND 
CELEBRATE THOSE WHO HAVE 
THE COURAGE TO TAKE ON THE 

UNKNOWN AND DEFINE SUCCESS 
IN THEIR OWN WAY

THE NORTH FACE

In 1966, a driven young climber (the late Douglas Tompkins) tired of scavenging 
for quality gear from mail order and army surplus, took a few thousand dollars 
and created a global cultural institution.
 
The North Face retail store at 308 Columbus Avenue in San Francisco’s bohemian 
North Beach neighborhood was a tiny space between blue-collar bars and Beat 
hangouts, but it was from here that the brand first really came to life. It’s not 
every retailer that has an opening event that includes the Grateful Dead playing 
a live gig while members of the Hells Angels acted as doormen to the opening 
event, but it certainly can be classed as memorable!
 
From the start, The North Face store served as a meeting ground for the day’s 
best climbers and adventurers. With an in-house museum of historic hardware 
donated by Yosemite’s legendary climbers and a who’s who of American alpinism 
dropping by any day of the week, the store took on a life of its own.
 
It was this intrinsic tie with climbers and other adventurers that saw, in 1977, 
The North Face introduce the tagline “Expedition Proven,” referencing 10-plus 
years of the world’s top explorers pushing The North Face gear to higher and 
higher performance.
 
From Ned Gillete’s 1972 expedition of the Brooks Range Ski Traverse to Conrad 

Anker, Jimmy Chin and Renan Ozturk’s becoming the first to scale the Shark’s 
Fin of Meru in 2008, The North Face athletes have pushed the boundaries 

of human endurance and completed some amazing outdoor challenges.
 
In 2016, The North Face still holds to its primary belief in mountain 
sports – from mountaineering, hiking, snow sports to climbing, and 
considers these sports the nucleus of the brand.  Beyond these sports, 
The North Face sees mountain athletics and mountain culture as 
other significant places where its consumers prepare for their best 

adventures through countless hours of training to the “campfire 
moments” once those adventures have been completed. This belief 
is reiterated by The North Face President, Todd Spaletto.

 “Starting about 10 years ago, everyone was really getting 
concerned that cell [mobile] phones and technology were 
going to swallow up the time people would otherwise 

have outdoors. But what we’ve found is that exploration 
becomes a counterpoint to all of that. That the experience 
of being outside is so powerful and so large that it can’t 
be ignored,” says Spaletto.

 

CELEBRATES 50 YEARS OF EXPLORATION

BRAND ANNIVERSARY
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Branding CountryBranding Country
SUSHI AND SHASIMI. 
JAPAN’S MOST DELECTABLE TREATS. 

The great Kanto earthquake in 1923 destroyed many 
homes and businesses in Tokyo. Nigiri sushi chefs were 
displaced; some choosing to start their trade throughout 
the many island regions, thus popularizing sushi nationally. 
After World War 2, the sushi stalls moved indoors from a 
fast-food experience to a more formal dining experience.

Modern-day devotees have made sushi fashionable 
and upscaled the dish. Today  nigiri sushi  is known 
internationally as ‘sushi.’ Sushi’s spread around the globe 
was due to the advent of modern refrigeration and heavy 
seafood promotion and advertisement.  Western-nations 
consumers were quick to adopt sushi due to its healthy 
and fat-free offerings: spreading quickly in the 1960s, 
followed by conveyor-belt sushi (kaiten) in the 80s. 

The birth of the Califonia roll (Maki zushi)
The first American sushi restaurants came ashore circa 
1960s, located notably in metropolitan areas of Los 
Angeles and New York City.  

Historians generally accepted that the California roll 
invention was attributed to the eccentric sushi chef Ichiro 
Mashita, who helmed Kawafuku restaurant in Little Tokyo, 
Los Angeles. Fatty bluefin tuna (toro) was a seasonal fish 
in the ‘70s. Chef Ichiro substituted tuna with avocado 
instead as a seasonal menu change. The oily texture of 
avocado mimic the exquisite taste and luscious texture 
resembling tuna. Crabstick soon replaced the fish flavor. 
Encrusting  the rolls with a sprinkling of tobiko toppings 
further bolstered the crunchy texture of the bite-sized 
roll.  ‘Yappari!’ the California roll was duly invented; not 
in Japan but in California instead.  Traditionally sushi rolls 
were wrapped with seaweed (nori) on the outside but 
Chef Ichiro ingeniously experimented and made the tuna 
roll ‘inside-out.’

An all-time favorite variation of the hand-roll is the cone-
shaped sushi or (Temaki zushi).

The Japanese cuisine inflection-point  occured during the 
1985 Plaza Accord. The Yen appreciated by almost 50 per 
cent within two years due to coordinated efforts by G7 

finance ministers to gradually depreciate the US Dollar. 
A tsunami wave of Japanese investment soon flowed 
outwards. Japanese restaurant and services eagerly rode 
the wave’s crest  to meet the pent-up consumer demand of 
the hordes of expatriates and dependents accompanying 
the torrent outflow.   

Conveyor belt sushi (Kaiten-zushi)
In Kaiten-zushi customers sit around a revolving conveyor-
belt carrying colored plates of freshly prepared sushi. 
Guest choose their own dishes as it glide effortlessly pass. 
Different colored plates typically indicates the various 
prices.

In Sakae Sushi, guest may order from a touchscreen LCD 
thanks to the advent of technology. Kids absolutely love 
ordering using the LCD touch screen.

In 1958 , Mawaru Genroku Sushi opened the first kaiten-
zushi restaurant in Osaka,Japan.  Shiraishi Yoshiaki, the 
owner wanted to reduce cost and increased effeciency 
with less manpower.  Kaiten-zushi technlogical novelty 
was well-received. This self-service system made sushi 
more affordable and less intimidating in simplified 
surroundings.

Sushi platters 
For a fast-food sushi or sashimi experience, Aeon and 
Isetan Japanese supermarkets have their own pre-
packaged selection of this bite-sized fish to-go. It is 
an excellent choice for busy shoppers. Sashimi is thinly 
sliced raw meat usually fish, such as salmon,tuna or even 
octopus. Sushi fillings and sashimi may include shrimp, 
scallops and eel. For best tasting   and flavor, please 
consume the packaged meal within 2 hours. 

Yanagi knife
A traditional Japanese sushi knife is honed on a single 
side. Western-style V-shaped knives is honed with a ratio 
of 50:50 on both sides. The single bevel willow-shaped 
Yanagi-ba or Yanagi knife, is a thinner asymmetrical ratio 
of 60:40 or 70:30. The single honing creates the sharpest 
possible edge for slicing very precise cuts. In the hands of 

a skilled sushi chef, seafood is sliced to perfection with a 
single pulling motion that performs flawlessly in unison.

Nutritional benefits of sushi
Fish is high in protein, packed with nutrients, omega-3 
fatty acids and minerals.  Omega-3 fatty acids assist in 
heart and brain health. Average life expectancy for both 
women and men in Japan is one of the highest in the world 
due to the staple Japanese diet of raw fish consumption.

Japanese horseradish (wasabi) acts as an antimicrobial 
as well as an anti-inflammatory agent. It improves liver 
detoxification.As for these claims, “please take it with 
a pinch of salt, I mean with shoyu instead.” A word of 
caution, eating uncooked fish carries the risk of bacteria 
and parasites infection. Bigger predatory fish like tuna and 
marlin may also contain higher mercury concentration.

Sashimi & sushi eating etiquette
Sushi is delicious and is good indulgence. The condiment 
trio platter has three compartments: for soy sauce (shoyu), 
pungent wasabi and pickled ginger (gari). Shoyu is is 
used as a dipping sauce for the variety sushi, hand-rolls 
and sashimi.  Shoyu is lighter and used in sushi bars to 
accentuates the delicate and the subtle flavors of the 
fish and ingredients. Wasabi acts as a tart antimicrobrial 
cleanser. 

The correct way to eat sashimi is to start from lighter 
to darker colored seafood: the tastes will not overlap or 
over-power each other. Do master the art of chopstick 
usage. Lightly dip the sushi sideways in shoyu, then dip 
the oblong tip in wasabi. Never mix and match the wasabi 
and shoyu together. Dont shake excess shoyu after dipping 
as it is a sign of rudeness. Finally, cleanse your palate with 
ginger before consuming the next sushi morsel. 

Respect the fine art of sushi dining-less you look 
amateurish mixing the trio of condiments together. Food 
connoisseurs would surely exclaim “Honto ni”(disbelief), 
furrowing their eyebrows! Anyway, enjoy your meal! (Dozo 
omeshiagarikudasai)

Japanese cuisine is renowned for their visual food display. When the chef’s 
creativity and artistry is conjured-the meal becomes an art form of exquisite 
dining experience- stimulating a visual feast for your eyes. 
 
Mukimono is the decorative presentation of garnishes and carvings . The key 
goal is minimalis presentation and harmony. A small decorative vegetable 
garnish or a fashioned flower motif rounds-off a beautifully crafted dish. The 
four seasons are not only reflected in the cuisine: together with tablewares 
pairing lends credence to a seasonal touch. To create the four seasons from 
summer to winter, dyed flying fish roe (tobiko) garnishing is used to add a splash 
of colors.

The land of the rising sun has a long coastline which are dotted by idyllic 
towns and villages. Fishing and aquaculture harvesting is of huge economic 
importance. Fresh seafood consumption is a way of life. 

Sushi origins
Originally, sushi was a term for fermented meat or fish.  It had already taken root 
in South East Asia before being introduced in Japan around 8th century.

Nare sushi was a  primitive form of fermented dish. Raw fish was stuffed with 
rice and left to ferment for a few months to preserve it resulting in a sourish and 
strong-smelling product. Only the fermented fish was consumed, the rice was 
discarded due to unpalatability. 

With the addition of rice vinegar to the rice mixture, it refined the sushi taste 
; increase its shelf life and shortened the fermentation process. Slowly but 
surely, sushi evolved  into oshi zushi in Osaka, made by using pressed wooden-
bamboo-mould.

By the mid 19th century, oshi zushi had reached Edo Mae (Tokyo Bay). Fortuitously, 
Hanaya Yohei revolutionized sushi-making by placing a sliced fish on top of an 
oblong piece of seasoned rice vinegar. The Edo Mae nigiri sushi (Kanto region 
sushi) could be consumed immediately without fermentation. Fresh fish and 
ingredients were used.  It proved to be an instant hit due to it’s superior taste. 
Besides, nigiri sushi could prepared quickly and consumed in mobile food stalls. 
The fish meat was heavily marinated or salted, thus dispensing the neeed to dip 
into soy sauce. Initially, nigiri sushi  varieties were two to three times bigger in 
portion than the modern-day sushi. However, portion size soon reduced over 
the years. 

BY Tony Thompson

“MODERN-DAY 
DEVOTEES HAVE MADE 
SUSHI FASHIONABLE 
AND UPSCALED THE 
DISH. TODAY NIGIRI 
SUSHI IS KNOWN 

INTERNATIONALLY AS 
‘SUSHI’.”

COUNTRY BRANDING
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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.

The New Way To Clean 

Dusty-Brush is a universal vacuum cleaner attachment 
for the smallest areas, delicate objects, and hard-to-
reach areas. The purpose of building such a product 
came from the demand of having a vacuum cleaner 
attachment that has the advantage of combining 
several methods of cleaning. The Dusty Brush is 
capable of cleaning faster and more efficiently than 
standard cleaning products. It can get into hard-to-
reach places and will save time and money at the 
same time.

Reason to Buy: The standard cleaning products 
available today often have many limits and are not 
universally suitable to be used in many areas. With 
Dusty-Brush, this is no longer a problem.

@dominic.moraitis      www.dusty-brush.com

The Revolutionary Luggage System

Although it has the word “lug” in it, luggage shouldn’t be weighing you down. With 
the Bugaboo Boxer Luggage System, you can free yourself from clunky baggage. 
Comprised of four parts, this luggage system enables you to carry your gear effortlessly 
whether it’s through the airport or across a city. Two interlocking cases easily attach 
to each other around the stroller-like chassis. Rather than pull, you’re able to push the 
Bugaboo Boxer in front of you to effectively avoid obstacles, people, and keep and eye 
on your goods. With a large main compartment travel case and an ultra sleek carry-
on, the Bugaboo Boxer is perfectly designed for getting checked in, skipping through 
security, and making your flight with everything you need.

Reason to Buy: Bonus point: the easy to move chassis folds down to lay flat when it’s 
not in use.

@bugabooHQ www.bugaboo.com

Your Sixth Sense

SCiO reads the chemical make-up of materials. It is a non-intrusive, 
no-touch optical sensor that provides a seamless user experience. 
Discover your world with the click of a button. Out of the box, when 
you get your SCiO, you will be able to analyze food, plants, and 
medications. For example, you can: Get nutritional facts about 
different kinds of food such as airy products, fruits and vegetables, 
you are able to know the well-being of popular plants and also 
identify capsules containing medicine and nutritional supplements.

Reason to Buy: Because you are now able to know the information 
you never knew you could acquire! 

@my_scio  www.consumerphysics.com/myscio/

Most Comfortable Dress Belt Ever

We wear a belt every day to complete and to support our trousers. 
However, we sacrifice comfort in many situations by wearing a belt, 
especially while sitting which is a major pattern in our life today. 
The FitsAll Belt is reinvented to solve this problem. It helps us to 
dress up in a formal way, and also provides extra comfort while 
seated due to the stretchable rayon structure in the rear half. The 
FitsAll is a revolutionized product serving the best of both worlds 
for people looking for comfort without sacrificing looks.

Reason to Buy: : Imagine if you could track everything from your 
calorie intake to your vital signs through a device no wider than 
your ring finger?

@fitsallstudio                             www.fitsallbelt.com

Smart Collaboration Space

Jamboard merges the worlds of physical and digital creativity. It’s real 
time collaboration on a brilliant scale, whether your team is together in 
the conference room or spread all over the world. This 55-inch 4K screen 
will make it easy for teams to make those meetings more productive and 
smarter in the long run. The Jamboard comes in multiple colors and is 
designed to be movable with an integrated stand, wheels, and single-cable 
setup. Each drawing is considered as a ‘jam’ that will automatically get saved 
to Google Drive for later access and editing. In addition to live collaboration 
with other Jamboards, smartphone and tablet apps allow teammates to 
work remotely while seeing and making additions to the board. 

Reason to Buy: Now this is how the future teams should collaborate!

@Google  www.gsuite.google.com/jamboard/
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KEEPING UP WITH 
TECHNOLOGY

STARRY STATION
The touchscreen router that gives you perfect WiFi.

From $300

Blinking lights on our routers leave us feeling helpless, 
not to mention frustrated. So Starry Station is created 

to change that forever. Now you can see your entire 
network, know how to fix issues, and get all the info you 

need–right on the touch screen.

EVERY YEAR, THE MOST POPULAR BRANDS ARE SADDLED WITH 
RELEASING THEIR FLAGSHIP DEVICES, WHICH GET PEOPLE 
TALKING. THEN, THE QUESTION “WHICH SHOULD I BUY” IS 
CONSTANTLY NAGGING AT THE BACK OF YOUR MIND. BUT WE ARE 
HERE TO MAKE IT EASY FOR YOU. HERE ARE OUR PICKS OF THE 
HOTTEST, COOLEST AND MOST SIZZLING GIZMO NOW!

GOOGLE HOME WIRELESS SPEAKER
Home is where the smart is. 
From $129

Google Home is essentially a smart, Wi-Fi 
powered loudspeaker with multiple integrated 
microphones, which can give users direct 
access to their music and other audio via voice 
commands.

XIAOMI MI MIX
What the future Smartphone looks like.
From $1249

Xiaomi continues to shape our vision of 
the future technology. Its new smartphone 
has surpass every other with its unusual, 
elegant styling and advanced features. The 
first handset to ever get a bezel-less display 
is surely worth our attention. Xiaomi Mi 
MIX features a staggering 6.4-inched IPS 
LCD edgeless display with 2040×1080 FHD 
resolution and 362 ppi pixel density. 

BEATS SOLO3 WIRELESS 
Custom comfort.

From $400
With up to 40 hours of battery life, Beats 

Solo3 Wireless is the perfect everyday 
headphones. With Fast Fuel, a 5-minute 

charge gives you 3 hours of playback. 
Enjoy award-winning Beats sound with 

Class 1 Bluetooth® wireless listening 
freedom. The on-ear, cushioned ear cups 

are adjustable so you can customise 
your fit for all-day comfort.

DJI MAVIC PRO
Portable yet powerful. 
From $999 

The DJI Mavic Pro is a small yet powerful drone that 
turns the sky into your creative canvas easily and without 
worry, helping you make every moment an aerial moment. 
Its compact size hides a high degree of complexity that 
makes it one of DJI’s most sophisticated flying cameras 
ever. 24 high-performance computing cores, an all-new 
transmission system with a 7km range, 5 vision sensors, 
and a 4K camera stabilized by a 3-axis mechanical gimbal, 
are at your command with just a push of your thumb or a 
tap of your finger. 

NES CLASSIC EDITION
Now you’re playing with power. 

From $60

Nintendo’s mini-sized classic console is worth 
the hype. The NES Classic Edition system is a 

miniaturized version of the groundbreaking 
NES, originally released in 1985 - it is so 

petite it can fit in the palm of your hand. Just 
plug the NES Classic Edition into your TV, pick 
up that gray controller, and rediscover the joy 

of NES games.

BRAND TECH
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In the Malaysian performing arts scene, Nell Ng is a name 
that has been associated with professional, passionate 
and entertaining productions. A woman with many talents, 
in life she  plays numerous roles - the director, actor, 
host, comedian, scriptwriter, producer, teacher, aunty and 
godmother. 

Describing her foray into performing arts as having doors 
opening one at a time and meeting the right people at 
the right time, Nell has certainly come far in her artistic 
ventures.  For the creative performer, it was the lure of 
being on stage, the audience and the spontaneity of live 
shows that got her performing. These qualities continued 
to blossom until she established her own artistic company, 
PAN Productions, in 2010 together with her two friends, 
Peter Ong and Alizakri Alias.

“PAN came about when three friends got together one 
fine day. We were planning to do a show together, and 
we wanted to do it properly and formally, so we started a 
company. PAN  is the representation of each of our initials, 
“ said Nell, its Artistic Director. 

In its six years in the scene, PAN Productions have very 
quickly made its name and credibility in the performing 
arts arena, with musical theatre performances as its forte. 
From their first production - Always in Wonderland?  written 
and directed by Nell herself, to Jason Robert Brown’s The 
Last 5 Years (2014), Merrily We Roll Along (2014) and Into 

the Woods, both by Stephen Sondheim (2016), the company 
has got the attention of theatre enthusiasts in the country.  

Staying true to the company’s own philosophy of “Cooking 
up an artistic storm,” PAN Productions, has successfully 
produced a succession of critically-acclaimed and audience 
favourites at the BOH Cameronian Awards including 
Cabaret (2011), The Wizard of Oz (2012), and The Producers 
(2013).

The company’s artistic contribution to the country got the 
attention of financial institution Maybank, which decided 
to sponsor them for the year 2015. This enabled the trio 
to restage Cabaret and Always In Wonderland?, as well as 
The Best of Sondheim - Abridged last year, gaining fame and 
recognition for high standards of entertainment. 

The  company’s standout performances saw judges of 
the 2016 Boh Cameronian Arts Awards declaring the 
production winners in the musical theatre category for 
best performance by an ensemble, best performance in a 
supporting role (Zalina Lee), best choreographer (Suhaili 
Micheline) and best direction (Nell Ng). 

The Phua Chu Kang Sdn Bhd and Kolumpo actor have 
worked with many Malaysian talents at the shows, 
including the likes of choreographer Suhaili Micheline, 
singer Atilia Haron and music director Nish Tham.  Nell and 
her partners strongly believe in the spirit of Malaysia Boleh, 

and this is reflected in all their productions where the cast 
and crew consist of 100 per cent Malaysian.

“Our performing arts industry is thriving. It’s constantly 
evolving. We have more and more young and old joining 
the circle. We have most of the ingredients to cook up 
artistic storms most of them time…however we need 
paying audience, we need support from corporations. We 
need government funding and support. We need to learn 
to love, appreciate and respect the power of performing 
arts,” revealed Nell, on the state of Malaysia’s performing 
arts industry. 

For the fan of musicals such as The Lion King, Woman in 
Black and Matilda, her inspiration comes from various 
sources including the weather, people, skies, movies, or 
the countries she has visited. As a director she appreciates 
and love the talents and works of Tim Burton, Meryl Strep, 
Helen Mire and Colin Firth. 

As one of the drivers of putting up productions in the 
performing arts circuit, Nell’s biggest challenge is one that 
is expected and not unusual - financial constraints. 

“Money. Money. Money. I cannot stress the word money 
enough. Every single thing you see, feel, touch, hear, smell 
on stage costs money. We are constantly looking for 
financial support so we can showcase Malaysian talents,” 
admitted Nell.

PAVING MALAYSIA’S 

ENTERPRISING AND CREATIVE, NELL 
NG CONTINUES ON THE ROAD OF  
CREATIVE ADVENTURES. 

Not one to put her talents in one work basket, Nell is 
also teaching adults the art of ballet, through her own 
The Royal Durian Academy of Ballet.  It began last year, 
when her friend Janet Lee asked her if she knew anyone 
who offered ballet classes for adults. 

“I started learning ballet since I was 6, dancing most 
of growing up years, and into my adult years as actor, 
choreographer, & director. I used to send students 
ages 6 to 16 for the Royal Academy of Dance, UK 
exams. I seldom talk about this part of my life since 
I transitioned into theatre. Somehow, it has magically 
re-surfaced because of the academy,” said Nell, whose 
student included January Low,  Claudia Low and Lisa 
Suriani.  

Known to them students as their ”very garang but 
very sayang Miss Ng”, the learning process for her 
adult students  mirrors the discipline ballerinas’ go 
through - from neat hair, proper ballet attire, hygiene 
and being punctual and present for every class. Held 
at PAN Production’s studio The Space at Plaza Damas, 
Sri Hartamas, the students also got the chance to sit 
for a mock exam to experience the exam a ballerina or 
ballerino would go through. 

“I learned that many who signed up are having their 
childhood dreams come true. Some couldn’t afford 
to attend classes when they were children, some just 
didn’t know that it’s not too late to start. In fact, size, 
shape, age and gender don’t matter at the academy, 

all they need to make the first move, their passion, 
commitment, determination and the rest will follow,” 
added Nell. 

Named because of her love for Musang King, the 
academy holds classes once a week.  Nell’s students 
consist of junior students who are going into pre-
primary levels, and senior students to Grade 1.  A slow 
and detailed process, she emphasises on technique, and 
not merely mimicking the movements of ballerinas. 

A spirited and enthusiastic woman who believes in 
angles, miracles and happy endings, Nell continues 
to pursue her passion for performance – directing 
performances from other Malaysian talents including 
A9 String’s first anniversary concert. 

While she continues to create footprints in the local arts 
scene, Nell, with the help of her artistic friends reaches 
out to those who are in need. Through the annual 
fundraiser December Love, the company has provided 
financial assistance to Orphancare and Typhoon Haiyan 
survivors via Mercy Malaysia in the past. 

“This year our theme is Second Chances. Too much has 
happened but as long as there is hope, there’s always 
another chance to start again. This year, we hope to 
help single mums. Being a mother is already tough, can 
you imagine being a single mum? asked Nell. 

Artistic Road
BY ANU VENUGOPAL

“OUR STORY BEGINS 
WITH THE QUESTION: 

WHY DO WE HAVE 
A HALLWAY FULL OF 

SHOES, BUT ONLY ONE 
PAIR OF GLASSES? 

THAT’S BECAUSE GOOD-
LOOING GLASSES ARE 
EXPENSIVE. THE RIGHT 

LENSES EVEN MORE SO. 
AND CHEAP GLASSES 
LOOK, WELL CHEAP. 

THAT’S WHY WE ASKED 
OURSELVES THE NEXT 
QUESTION: WHY DOES 

IT HAVE TO BE LIKE 
THAT? OUR ANSWER: IT 

DOESN’T.”
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The end of the year normally comes with new design trends, and the 
announcements of numerous paint company’s colours of the year. It is 
the season where forecasters gauge the prevailing mood and search 
for cues in fashion, textiles, and the arts to predict colours that will be 
a hit in the year ahead. Sure you may not repaint your whole house to 
match the trends of each passing season, but you’ll no doubt see some 
of these hues pop up everywhere, from your favourite furniture stores to 
the fashion runways. 

We take a look at colour forecasters around the world as to what their 
colour predictions for next year would be like. Many have different takes 
on what will be popular, and some put together palettes, rather than 
naming one colour. Will you embrace their pick or keep on with your 
personal favourites?

BEHR
Behr, predictions are a mix of bright and bold and surprisingly soft 
shades. Presented in three themes — Comfortable, Composed and 
Confident — each is drawn from the latest looks around the world.

DULUX
According to Dulux, a world-renowned paint manufacturer 
Denim Drift is the must-have colour of next year. Identified 
by their international body of specialists as Dulux Colour 
of the Year 2017, Denim Drift is a timeless and fabulously 
versatile shade of grey-blue. With its complementary 
colour palette of tonal blues, the soothing denim blue is 
easily a colour combination that suits everyone’s taste and 
preference.

“Denim Drift is a wonderfully diverse foundation for the 
2017 palettes, which tells the story of ‘life in a new light.’ 
With denim blue set to dominate the interior and fashion 
agenda for 2017, Denim Drift is the perfect fit to reflect the 
times we live in, the real desire for simplicity. Designers 
love it and so do we,” - Rebecca Williams, Dulux Colour and 
Design Trend Expert.

2017 COLOUR TRENDS- 
YAY OR NAY ?

Comfortable Palette
The Comfortable colours are
muted pastels, evolving away
from sweet and bright colours.
They feel feminine and
sophisticated, especially when
paired with light, natural tones.

Composed Palette
The Composed colours are an
excellent backdrop for layering
and to showcase other colours in
furniture and decor. This palette
features a mix of mysterious
earth colours and deep jewel
tones.

Confident Palette
The Confident palette

embodies all that is fun about
colour - it is adventurous and

takes some risks. These colours
are perfect for places you want

to add a drama point - an
accent wall, the back of a door,

a piece of furniture…
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PANTONE
Each year Pantone Colour Institute releases a number of colour 
palette that never fails to invigorate our colourful senses. Here 

we highlight a few that have immediately caught our eyes! 

BENJAMIN MOORE
Shadow, a deep, saturated purple is the chosen colour by Benjamin Moore for next year. Allusive and enigmatic, 
Shadow is a master of ambiance. It is a colour that calls to mind a ‘past,’ yet it can also make a contemporary, colour-
confident statement. The hue is part of a bolder “Colour Trends” palette that Benjamin Moore says reflects consumers’ 

newfound level of confidence in using deeper, saturated colours.

“It is a little bit rock and roll. It’s the color of the galaxy but also the color of a beautiful fig. It’s passion, it’s bravery, 
but it’s also silence. It can be electrified or softened. That’s what I like about it—it’s versatile,” - Ellen O’Neill, Benjamin 

Moore creative director. 

Kale
Evocative of the great outdoors and a healthy 
lifestyle, Kale is another foliage-based green that 
conjures up our desire to connect to nature, similar 
to the more vivacious Greenery. And, just as the 
colour is seen everywhere in nature, this lush and 
fertile natural green shade provides the perfect 
complementary background to the more vibrant 
tones in the palette.

Flame
A red-based orange, Flame, is gregarious and fun 
loving. Flamboyant and vivacious, this wonderfully 
theatrical shade adds fiery heat to the spring 2017 

palette.

Hazelnut
Rounding out the spring 2017 colours is Hazelnut, 
a key neutral for spring. This shade brings to mind 
a natural earthiness. Unpretentious and with 
an inherent warmth, Hazelnut is a transitional 

colour that effortlessly connects
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Set against the idyllic landscape of Patong beach and the stunning Andaman Sea, Impiana 
Resort Patong is the ideal choice for those yearning for a memorable escapade.

This 4-star boutique resort offers 71 low-rise cabana styled guest rooms and suites that 
overlook the expansive views of lushly landscaped gardens or the enchanting coastline of 
the Patong beach. Reflecting the elegant essence of Thai architecture and decked in tasteful 
classic contemporary furnishings, each of the guest room comes complete with luxurious 
bedding, flat screen TV, high-speed wireless internet access, a well-stocked minibar as well 
as coffee and tea making facilities. Those staying at the Impiana Suites and Royal Suite will 
enjoy the additional touch of having a private Nespresso coffee maker in the suite. 

For a unique culinary adventure, head down to its award winning Sala Bua restaurant. 
Helmed by celebrity chef, George Newling-Ward, guests will be enthralled with his 
signature selection of Mediterranean with an Asian twist dishes whilst feasting the eyes 
with the panoramic view of the Andaman Sea. Sala Bua restaurant is also a perfect venue 
for gatherings and events and can accommodate up to 280 guests. 

The 3 Spices restaurant offers a host of authentic Phuketian specialties and each dish is 
prepared using recipes handed down from past generations. With its relaxing ambience and 
open air surrounding that overlooks the vibrant lifestyle of Patong Street, the restaurant 
provides a wonderful spot to have a relaxing meal with family and friends. 

Its oceanfront Beach Bar sets the mood for recreation for those who enjoy lounging by the 
poolside and catching the breeze from the ocean. The Beach Bar serves a variety of snacks 
as well as a host of tropical beverages and cocktails.

What better way to rejuvenate and revive one’s tired mind, body and soul than a luxurious 
pampering treatment at the Swasana Spa. Boasting an exclusive beachfront location and 
ensuring a perfect view of the ocean, Swasana Spa provides guests with a sanctuary of 
pure relaxation and indulgence. The Spa’s professional therapists adopt a more traditional 
approach of combining and fusing present-day preparations with ancient treatments 
akin to the Eastern region and each treatment is designed to invoke a mystical sense of 
harmony, inner serenity and deep calm. Its comprehensive menu of body massages, body 
treatments, facials, bath treatments, hand and feet treatments are carefully tailored to cater 
to the needs of individuals.

The resort also provides a spectacular backdrop for a tropical wedding. Be it a walk on 
the endless white sandy beach or the manicured green grass on the lawn, Impiana Resort 
Patong is truly an inspired place to tie the knot. Our wedding specialist and banquet expert 
will go the extra mile to ensure that the day will be filled with treasured moments to last 
a lifetime.

With its easy going lifestyle and thoughtful gestures that set the resort apart from the rest, 
no wonder the resort has many returning guests throughout the years. 

Impiana Resort Patong is located at No.41 Taweewongse Road, Patong Beach, Phuket 
83150, Thailand. For more information, contact tel: +6676 340138 or Fax: +6676 340178, 
E-mail @info.irp@impiana.com or visit www.impiana.com

IMPIANA RESORT PATONG 
A BOUTIQUE RESORT WITH BLISSFUL 

BEACHFRONT GETAWAY
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Conversations with Winter 
in Zurich,Switzerland

Winter in Zurich bodes well for a seeking heart. I had all my 
winter clothes ready and all I expected were indeterminate 
stereotypes– cobblestones and fondues, mulled wine and 

marionettes. 

But when the first snow began to fall one morning during 
my stroll from the Ambassador Hotel in Kreis 1 along Lake 

Zurich, I fell in love right away.

Zurich is made up of different districts— Kreis, as locals 
would call them, and each of them have their own 
distinct flair and personality. It’d take years for you to 

understand them, like you would a faithful friend.

Kreis 1 is the heart of the city— the old town—with its Romanesque-style 
buildings that date all the way back to the 17th century. Here, you’d find 
the Rathaus (Townhall), prestigious universities and museums such as the 

Kunsthaus.

In Kreis 5 however, new life and culture proliferates with trendy in-house fashion brands and 
art supplies. Once a home to factories and industrial sites, old buildings now morph into hubs of 
gastronomy, cutting-edge art galleries and cultural spaces. It is the nest for artists and musicians, 
the uprising of a new cultural movement.

BY LILLIAN WEE

BRAND PASSPORT
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With the desire to get away from the noise, I took a tram 
up to Uetliberg, a panoramic hill just 30 minutes from 
the city centre.

Snow began to fall the morning I arrived at Uetliberg, 
and the hills that surrounded me were caked in them, 
staging a rebirth as observers like ourselves partook in 
this immaculate ceremony.

Here, I forgot who I was and what I desired, and instead 
relished the immediacy of nature’s transformation.

I hiked upwards and glided along slippery paths, looking 
ahead at the pearly foliage that held me captive. It was 
cold and my nose was numb, and upon arriving at the 
peak, I hurried indoors at Uto Kulm, a quaint and quiet 
resort, and unbundled my scarf. The first sip of coffee 

became a wholly under appreciated comfort.

Gobbling up my breakfasts,– which mostly comprised 
of bircher muesli, cheeses and rosti– I rushed back out 
to play and prance and make snow angels. I hoped to 
contain all senses of beauty the snow had bestowed on 
us, but I am humbled by the very fact that we were too 

small to carry it all.
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Standing inches away from the Rheinfall, the largest 
waterfall in the world, made my knees a little weak. The 
way the water hits the rocks in differing depths created the 
most beautiful spectrum of blues and greens and whites.

Watching it all rush toward me, water engulfing water, is 
therapeutic, scary, rapturous and melancholic all at the 
same time.

At Sertig, a small town about 2 hours from Zurich by train, 
I took a stroll along a deserted winding path. There was 
a stream running beside it and I planted my feet in thick, 
unmarred snow. With the mountains watching over me, I 
parked myself in a small eatery for a quick meal of strudel 
and sausages. Looking out from the window, I watch the 
clouds sweep by without a worry in mind.

I was left all alone in Sertig, but it didn’t matter. There were 
no cars, no people where I looked, no sign of life except for 
the gentle snowfall upon my cheek. Walking alone, I smiled, 
and then laughed a little to myself, letting out a happy 
heaving sigh. My steps grew heavier as I reached the end 

of the path.

It’s a difficult, almost impossible task to make sense of my 
elation. Perhaps, it’s a secret only mountains will understand.
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My Name Is Hasmah is a much-anticipated biography that recounts the personal history of 
the great lady, Tun Dr Siti Hasmah Mohd Ali from various times of her life. 

Unlike other conventional biographies that are often written through exhaustive details, 
Tun Dr Siti’s book recounts her own recollections, moments and impressions that reveal 
the achievements and drawbacks that made her the woman she is today. 

The former first lady, the wife of ex-Prime Minister Tun Dr Mahathir Mohamad, she has led 
a gentle yet significant presence in the country for over four decades. While her husband 
was instrumental in the manufacturing 
of our own car, getting through the 1998 
Asian Financial Crisis and building the 
dazzling Petronas Twin Towers, he had 
tumultuous political relationships too.  
Through it all, Dr Siti Hasmah’s smiling 
face and enduring grace throughout 
garnered fans young and old. 

The youngest daughter of Mohd Ali Mohd 
Taib and Hajjah Khatijah Ahmad, Dr Siti 
was the sixth of 10 siblings, and born on 
12 July 1926 in Klang, Selangor. Describing 
her young self as a “tomboyish girl”, she 
recalled how she was caught stealing 
tauhu sumbat alongside her brother 
Ahmad Razali by their father.

After moving to Kuala Lumpur, Dr Siti and 
two her sisters attended the Methodist 
Girls School and St Mary’s Girls School. 
Her father would also take his children to 
attend the Malay school in the weekend, 
where they would learn Jawi, housekeeping 
and cleaning. 

Like many others who went through the 
Japanese Occupation of Malaya in 1941, 
Dr Siti Hasmah recalled the trials the 
family had to face then - including the lack 
of food, the fear of being taken away by 
the Japanese soldiers, and having to stop 
school at 15. In 1945, she re-sat for her 
Senior Cambridge, and gave mathematics 
tuition while she waited for her results - 
eventually getting Grade 1, with an A for 
English. 

Initially wanting to be a journalist, Dr 
Siti Hasmah changed her mind after 
her mother got ill during the occupation, and that incident led her to study medicine in 
Singapore, at the King Edward VII College of Medicine. Among the students in the class of 
1947, there were 10 girls and 40 boys, with one of the seven Malay boys being Mahathir 
Mohamad. She was the only Malay girl in the group. 

Candid about how she found the course difficult, she also recalled how her future 
husband’s efforts to tutor her. Despite failing in her first year and last year, she continued 
to persevere, and after eight years, she passed the exam in June 1955. Dr Siti Hasmah went 

on to create history as the first Malay woman from Selangor to be a doctor.

After getting married and moving to Alor Setar, Kedah, she worked as a medical officer at 
the General Hospital there. Dr Siti Hasmah went through a colourful phase in her career 
then, working with different sorts of patients, public health issues and situations, including 
admitting a boy and his buffalo too.

Dr Siti Hasmah shared numerous stories about her children - the rebel Marina, ambitious 
Mirzan, shy and reserved Melinda, caring but naughty Mokhzani  and adventurous Mukriz. 

She did not shy away from the subject 
of adoption of her two younger children 
- Mazhar and Maizura, both whom were 
adopted from Pakistan. 

When her husband became Prime Minister 
in 1981, as Prime Minister’s wife, she 
became known as Datuk Seri Dr Siti. 
In her capacity as Malaysia’s first lady, 
she was “expected to be a role model, a 
positive influence and inspiration” to her 
countrymen. For her, it meant she had to 
take a good hard look at herself first. 

After Dr Mahathir stepped down as Prime 
Minister in 2003, the husband and wife 
team took many trips abroad, often used 
colour coordinated outfits when travelling. 
She formed enduring friendships with 
people around the world and experienced 
several incidents which have now 
transformed into humorous anecdotes. 

Tun Dr Siti, as she is called now, also shared 
her thoughts of political relationships, and 
the current state of Malaysia. An advocate 
of women empowerment and a believer 
that war is a crime, she continues to hope 
for a happier Malaysia. 

Written in a light hearted, down to earth 
tone, My Name Is Hasmah reveals known 
and hidden stories of one of Malaysia’s 
admired women personalities.  Her 
revelations are divided into parts that 
reflect the many roles she has - daughter 
and sister, doctor, wife, mother and 
grandmother, Prime Minister’s wife and a 
so-called retiree.  
 

The biography is made personal by the black and white photos of the yesteryears and 
reflects the moments she experienced as Anak Pak Ali Bankrap, Dr Hasmah, Sayang, Mummy, 
Tok, Datin Seri Dr Siti and Tun Dr Siti.  The illustrations throughout the book added to the 
pleasure of reading the book. 

Honest, revealing and poignant, My Name is Hasmah is a delightful read about the lady 
behind Malaysia’s most renowned Prime Minister. 

Title: My Name Is Hasmah     Author: Dr Siti Hasmah Mohd Ali    Published: Karangkraf       Year: 2016

REVELATIONS OF 
A FIRST LADY

BOOK REVIEW

BY ANU VENUGOPAL
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FILM REVIEW

I
t’s easy to sell audiences on Harry Potter, but 
selling them on Newt Scamander may be another 
story. That’s the challenge for Warner Bros. as it 

introduces “Fantastic Beasts and Where to Find 
Them.” 

Borrowing its title from one of the textbooks Harry 
studied at Hogwarts School of Witchcraft and 
Wizardry, the new magical movie marks the first 
screenplay written by J.K. Rowling herself. Though 
the world-renowned novelist had always kept a 
tight rein on how those adapting her Potter stories 
went about their task, this assignment gives her 
the unprecedented ability to address her massive 
global fanbase directly.

The first in an ambitious five-film pentaptych, 
whose first two instalments are being handled by 
David Yates (the director responsible for the four 
ultra-bleak blockbusters that wrapped the Potter 
franchise), “Fantastic Beasts” does double-duty as 
yet another imagination-tickling fantasy adventure 
and a deeply troubled commentary on tolerance, 
fear, and bigotry in the world today. Focusing on 
a scatter-brained magizoologist named Newt 
Scamander (Eddie Redmayne), whose personal 
crusade for the protection of magical creatures will 
eventually lead him to publish the aforementioned 
guide, this often heavy-handed political allegory 
trades present-day England for Prohibition-era 
New York, at a time when conflicts between magic 
folk and No-Majs (American for “Muggle”) are 
brewing — when the humans aren’t fighting world 
wars among themselves, that is.

What follows may as well be a high-end, period-
themed upgrade to the popular Pokémon GO 
iPhone game, as Scamander plays a freckle-faced, 
tweed-jacketed version of Ash Ketchum, scrambling 
to track down and recapture the escaped creatures 
before things get really out of hand. Things first spin 
out of control in an unusually complicated scene at 
the bank, where Rowling and Yates layer so many 
levels of surveillance — ex-auror Tina Goldstein 
(Katherine Waterston) spies on Scamander, who is 
following Kowalski, who in turn is being watched 
by a suspicious bank manager — that it starts to 
feel like trying to follow a piece of fruit as it passes 
through a blender.

Maintaining Yates as director lends a consistency to 
the project, and yet, it would have been refreshing 
to get a completely new take on Rowling’s world 
with this series, especially considering how murky 
and self-serious the final films became. Still, Yates 
knows this world as well as anyone, and he excels 
at finding visual solutions for challenging ideas 

(whether it’s how a witch might cook without an 
oven or a creature who either grows or shrinks 
to the available space). With all its ties to Harry 
Potter arcana, “Fantastic Beasts” has clearly been 
designed for the most devoted of Rowling’s fans, 
and though it may prove confusing to newcomers, 
the faithful will appreciate the fact the film never 
talks down to its audience.

The film has already made $8.7 million with 
domestic screenings on its premiere night and 
$23.5 million internationally. That should be just 
the tip of the wand for the studio because the 
“Potter” brand holds immense power at the box 
office around the world. 

The Harry Potter series, which so far is comprised 
of eight films, has brought in more than $7.7 billion 
worldwide, according to comScore (SCOR). That’s 
more than big time franchises like “Fast and the 
Furious,” “Lord of the Rings” and even “Star Wars” 
-- at least when not adjusting for inflation. Through 
eight Harry Potter movies, not one of them received 
a rotten score on Rotten Tomatoes, as all of them 
had varying levels of critical acclaim. 

That alone was unprecedented in blockbuster 
history, at least for a franchise this long. For a series 
to sustain itself in eight straight films, and to still 
have its last movie be among its best, is a feat that 
any aspiring franchise and universe can envy. Of 
course, as so many failed imitators have shown, it is 
easy to envy and much harder to match.

“’Fantastic Beasts’’ biggest advantage is brand 
recognition,” said Shawn Robbins, senior box office 
analyst at Boxoffice.com. “Warner Bros.’ marketing 
has done a commendable job of bridging the gap 
between an unknown title and unknown characters 
to the familiarity of the Harry Potter world.”

Even though “Harry Potter” is one of the biggest 
brands in Hollywood, “Fantastic Beasts” may have 
some challenges creating a brand new world 
without the lovable characters that so many fans 
grew up on.

“It’s not just that the players and settings are 
unfamiliar to fans, but the lead characters are older 
than Harry, Hermione, and Ron,” Robbins added. 
“That’s a factor to watch for in terms of this new 
series being able to draw in core young audiences.”

“Fantastic Beasts” will have to cast its spell with 
audiences at the box office, and not just for Warner 
Bros., but for an entire film industry banking on 
known brands and franchises.

FA N TA S T I C  B E A S T S  A N D  W H E R E  T O  F I N D  T H E M
The Whimsically Illuminating Universe of J.K. Rowling

BY AIN MC
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“Personal branding is about managing your name — even if you don’t own a business — in a world of 

misinformation, disinformation, and semi-permanent Google records. Going on a date? Chances are that 

your “blind” date has Googled your name. Going to a job interview? Ditto.”

Tim Ferriss

“A great brand is a story that’s never completely told. A brand is a metaphorical story that 

connects with something very deep – a fundamental appreciation of mythology. Stories create 

the emotional context people need to locate themselves in a larger experience.”

Scott Bedbury

“Be so good they can’t ignore you.”

Steve Martin

“It’s not that we need new ideas, but we need to stop having old ideas.”

Joel Spolsky

“Products are made in a factory, but brands are created in the mind.”

Walter Landor

“In a nutshell, brand magic is about making the impossible possible for consumer.”

Nick Gadsby

“In an era of transparency, you can have innovation without branding, but you cannot 

have branding without innovation.”

Sir Martin Sorrell

“What the nervous system is to the body, the brand is to a healthy organisation.”

Terry Tyrell

“When you look at a strong brand, you see a promise.”

Jim Mullen

BRAND THOUGHTS & TIPS

BRAND QUOTES
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BOOKS

WHAT’SHAPPENING
1ST – 4TH DECEMBER 2016
12TH PENANG ISLAND JAZZ FESTIVAL 
What: The Penang Island Jazz Festival began in 2004 and 
ever since then it has been held on the first weekend of 
December for the past 12 years. Poised as the annual musical 
destination for music lovers from all over the world, the 
festival’s four-day programme includes the outdoor “Jazz 
By The Beach”, the “Creative Malaysia Fringe Programme”, 
“Music Workshops”, the “Island Music Forum”, “Jazz Gallery 
Exhibitions”, the early morning “Sunrise@Tropical Spice 
Garden” and more! 
Where: Bayview Beach Resort, Penang
Website: www.penangjazz.com 

16TH - 18TH DECEMBER 2016
FIM ASIA SUPERMOTO CHAMPIONSHIP 
What: This is the second year of the event and a total of 
4 rounds are confirmed in the Asia series. It will start off 
in Newcastle, Australia on September followed by Malang, 
Indonesia in October then Manila, Philippines in November 
and the finale will be held in Dataran Merdeka on December. 
This year’s championship will feature up to 20 Asia Supermoto 
riders from Japan, China, Taiwan, Singapore, British, Thailand 
and many more
Where: StarXpo Centre, Kuala Lumpur
Website: www.asg.com

30TH DECEMBER 2016 – 1ST JANUARY 2017
LAMPU 2016
What: This year, Light And Motion Putrajaya 2016 or LAMPU 
2016 will signify ingenious displays of lights, audio & motions 
at their best. LAMPU 2016 will continue showcase its signature 
event; the grand Projection Mapping, the mesmerizing lighting 
technology mapping the façade of the grand Palace of Justice. 
In the break of night, the majestic façade of the building shall 
transform into a colossal screen waiting to be filled with 
entrancing colorful rays. The intended result will be no less than 
a glowing creation of captivating images and motions.
Where: Putrajaya
Website: www.ppj.gov.my    

SIMPLIFY
By Richard Koch & Greg Lockwood

There are few books and even fewer 
concepts that can truly revolutionize a 
business, a product, and an industry. The 
concept of positioning a company or its 
products in such a way that will forever 
change the landscape of business is here. 
Richard Koch’s Simplify is that book. It is 
strategy on steroids, with a twist. Simplify 
guides you through the process of what so 
many have attempted to do and yet only 
so few have ever achieved. Now with this 
book as your guide, you too can achieve 
extraordinary results and positioning in 
the market place you serve. Don’t read this 

book, study it and then master it! 

THUMBS UP!
By Joey Reiman

Purpose defines you. What you do with that 
purpose redefines the world. Joey Reiman 
was told he might never move his hand 
again after a horrible, paralyzing accident 
in 1975. Refusing to accept this prognosis 
and give in to negative thoughts, all 
he wanted to do was move his thumb. 
“If I could just raise my thumb,” Reiman 
thought, “the rest will follow.” With this 
seed of what he now calls optimalism—
believing that optimism creates optimal 
outcomes—Reiman did it. He gave himself 
a thumbs up. Now Reiman, the world’s 
leading purpose branding expert and 
motivational speaker, will share his belief 

system with you.

IN THE COMPANY OF WOMEN
By Grace Bonney

Across the globe, women are embracing 
the entrepreneurial spirit and starting 
creative businesses. In the Company 
of Women profiles over 100 of these 
influential and creative women from all 
ages, races, backgrounds, and industries. 
Chock-full of practical, inspirational advice 
for those looking to forge their own paths, 
these interviews detail the keys to success, 
highlight the importance of everyday 
rituals (meditating; creating a daily to-
do list), and dispense advice for the next 
generation of women entrepreneurs and 
makers (stay true to what you believe 
in; have patience). The book is rounded 
out with hundreds of lush, original 
photographs of the women in their work 

spaces.

IMPACT: GREAT LEADERSHIP 
CHANGES EVERYTHING

By Tim Irwin
For more than 25 years, organizational 
psychologist and management consultant 
Dr. Tim Irwin has worked with thousands 
of leaders in well-known global 
companies. He knows most leaders work 
for recognition and advancement and they 
want more challenge and responsibility. 
He’s also found this to be true: Most of us 
want to make a positive difference through 
our work and to have our lives count for 
something more than simply making a 
living. We want to make an impact. In 
Impact, Irwin identifies the principles and 
beliefs that lead to great leadership—ways 
in which you can grow and thrive and be 

trusted by others. 

6TH - 7TH DECEMBER 2016
SELANGOR SMART CITY INTERNATIONAL 
CONFERENCE
What: As part of the Selangor Government’s push to develop 
Selangor into a smarter city, this conference sets the tone for 
future proceedings towards that vision. The Smart Selangor 
Delivery Unit (SSDU) has been given the mandate to direct 
the state’s efforts towards the planning and development 
of Selangor as a Smart City. This conference aims to rouse 
discussion and interaction between leading government 
officials, GLCs, policy planners, city councils, service providers, 
startups, merchants and the private sector.
Where: The Saujana Hotel, Shah Alam
Website: www.selangorsmartcity2016.com

BRAND CULTURE

Congratulates
Sincerely

1800 88 1231 | mynewscareline@mynews.com.my myNEWS.com myNEWSMalaysiamyNEWS.comwww.mynews.com.myWebsite



130

THE BRANDLAUREATE • BUSINESS WORLD REVIEW


