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PUBLISHER’S NOTE |

CHEW BEE PENG
PUBLISHER / EDITOR-IN-CHIEF

BPCHEW@THEBRANDLAUREATE.COM
FACEBOOK.COM/BRANDLAUREATE

he year has passed its halfway mark and 
it still feels like there are many things to 
do and goals to accomplish.The world has 
experienced a shakeup with the COVID-19 

pandemic and continues to fight the invisible 
enemy even today.  While the Coronavirus storm 
looks to be waning, we must continue to be 
vigilant as we move forward as a company, a 
brand and global community.

For many of us, staying at home during the 
lockdown has been a challenge on its own, but 
it also comes with an unexpected reward - time 
for reflection on our priorities in life. Health and 
safety are on top of the list. Equally vital is a well-
thought out plan and strategies to move forward, 
while taking into account the challenges we may 
encounter post-pandemic.   

Just like people, the health and safety of brands 
are vital elements to consider, as it is with 
creative strategies to drive the brand onward to 
greater heights. It is essential in these in times 
of uncertainty, that brand owners and managers 
assess their brand score card before making their 
next move. 

What does your brand’s score card reveal to you? 
We at The BrandLaurate believe that branding 
is worth championing. Branding never takes a 
back seat, be it in good or bad times –and that 
is something we can take comfort in and more 
importantly, embrace wholeheartedly. 

As we move forward with a positive spirit, it is also 
crucial to remember your brand’s mission, vision 
and ambitions in mind when embarking on your 

brand venture. It is time for brands, if not done 
already, to adopt latest technologies available 
to rebuild and maintain brand awareness, at a 
time when your brand voice needs be heard by 
consumers and the community.

While 2020 has been a year of challenges for all 
of us, The BrandLaureatehas a few milestones 
we are proud to achieve.  On March 6, we 
successfully held the SMEs BestBrands 2019-
2020 at Majestic Hotel, Kuala Lumpur, paying 
tribute to SMEs who have created an edge over 
their competitors with outstanding branding 
practices. 

Although the pandemic has delayed the hosting 
of our next award events, we haveembarked on 
a new journey, with The BrandLaureate Awards 
2020, the world’s first e-Branding Awards.
This award is a reflection of our commitment 
to recognize good brands through various 
platforms.

This issue’s Cover Story feature, Ivy Wang, 
Chairman of Guangzhou RuiSen Bio-technology 
Co., Ltd is an example of a brand manager 
advancing  the beauty and biotech industry in 
The Republic of China.  Her journey to dreaming 
and achieving large started a young lady who 
wanted to make her life, her family’s lives and 
her community lives better. A dreamer who has 
shown that she is also a doer, she has created a 
brand name for her company and herself in her 
home country. Do read about her journey and 
philosophy in this month’s issue. 

Meanwhile, Stay Safe and Stay Strong
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I
t’s now six months into 2020 and it is 
official – this year has been a revealing 
one indeed.  From adopting the 
#stayhomestaysafe approach to keeping 

ourselves and loved ones COVID-19 free, to the 
worldwide phenomenon of #blacklivesmatter, 
there has been a lot to take in.  

The three months in quarantine have been a 
rollercoaster ride for governments, brands and 
people alike. In the face of change, perceptions 
and habits have transformed. When faced as 
adversity, we can persevere through tough times 
with faith and determination. 

The subject of our cover story, Ivy Wang is no 
stranger to being determined and unafraid to 
create her own future and of the larger community. 
A woman of many accomplishments, Wang is a 
role model for ambitious and resilient women 
looking to be successful in the business arena. As 
Chairman of Guangzhou Rui Sen Biotechnology 
Co., Ltd, her spirit of entrepreneurship has made 
an impact on the advancement of the beauty and 
biotech industries in The Republic of China.
 
There is a lot to learn from and reflect on from 
Wang, especially during this crucial time.

No stranger to her own challenges, she 
experienced biasness against her gender growing 
up, and when she headed her own company, 
Wang treated every woman in the workplace as 
equally as a man, and believe the responsibility 
is on the woman to win respect and create her 
own social status.

Balancing her role as mother and leader, Wang 
not only inspires other women but supports them
through her involvement in entrepreneur 
associations. A believer that women should 
support one another, her key takeaways for 
professional women is to communicate well to 
gain the right information and find resources to 
get ahead in their careers and life.

As reflected in Wang’s philosophy, it is important 
for entrepreneurs, both men and women, to pro-
actively acquire knowledge and gain first-hand 
experience on the quest to make their brands – 
andmake them soar. These qualities are especially 
vital during times of change and challenges, like 
the one the world faces today. We must keep in 
mind that things are never meant to be constant 
and thatchange is inevitable.

Personal development is key to improving difficult 
situations and so is too is brand development 
during critical times. We can take this downtime 
to expand our own strengths, and work out our 
weaknesses, as an individual, company, brand and 
country. Throughout it all, let’s keep the curiosity 
and spirit of innovation alive.

We hope you are inspired by Ivy Wang’s story as 
much as we are.

ANU VENUGOPAL 
CHIEF CONTENT OFFICER

ANU@THEBRANDLAUREATE.COM
FACEBOOK.COM/BRANDLAUREATE

CHIEF CONTENT OFFICER NOTE |
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This issue looks back at 
The BrandLaureate SMEs 
BestBrands Awards 2020, 

recaps YouTube’s brand 
journey over the past 15 

years, shares the vital 
elements in future proofing 
your brand, and reveals an 
ice-cream journey in Japan. 

Issue #57
June-July 2020

WHAT’S INSIDE
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An idol to many young women in Asia, Ivy Wang is a woman of many accomplishments. 
As Chairman of Guangzhou Rui Sen Biotechnology Co., Ltd, she has advanced the beauty 

and biotech industry in China. A fan of keeping an optimistic and grateful heart when facing 
difficulties and challenges, she believes in keeping the curiosity alive and well. We had 

the opportunity to find out her thoughts and views on leading a company in an industry 
predominately dominated by men.  Read on to find out more.

O N  T H E  C O V E R
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WOMAN 
POWER
I V Y  WA N G  L E A D S  G U A N G Z H O U 
R U I S E N  B I O T E C H N O L O GY  C O . , 
LT D .  T O  A  N E W  L E V E L  O F 
G L O B A L I Z AT I O N . 

BY ANU VENUGOPAL 

A WOMAN WHO APPEARS TO BE SOFT ON THE SURFACE, IVY 
WANG SHOWS HER STRENGTH AT THE HELM OF THE SUPER 
“AIRCRAFT CARRIER” RUISEN, A BRAND WITH A STRONG 
INFLUENCE IN THE COSMETICS INDUSTRY TODAY.

Working in the male-dominated business arena, Ivy Wang broke through 
barriers and marched forward, showcasing the advantages of female 
entrepreneurs to the fullest. Her vision, insight and ambition have made 
her shine on the entrepreneurial stage.

This “Xiangxi girl”, from a remote and rural area in the Hunan Province 
with 10 years’ experience as an entrepreneur, has had her share of 
hardships in the field of information technology and felt the pressures 
that come along with entrepreneurship.

“Whether male or female, as long as the heart is strong enough, you 
can achieve what you want. If you really want to do a good job, you will 
overcome any difficulties,” said Wang. 

Established in 2007, Ruisen is located in the Guangzhou High-tech 
Development Zone, China. A high-tech enterprise integrating R&D, 
manufacturing, and branding of biomedical technologies such as 
cosmetics, medical devices and disinfection products, the company also 
collaborates with South China University of Technology to conduct in-
depth industry and university research. 

Ruisen also has a long-term strategic and cooperative relationship with 
leading international cosmetic institutions and its R&D personnel. The 
collaboration utilizes the expertise of well-known beauty brand experts 
in R&D cosmetics formula to develop leading genetically-engineered skin 
products.

The company is involved in the import and export of international 
cosmetics and provides customers with a full range of personalized 
OEM and ODM services, while helping customers build high-quality and 
excellent brands in their chemical, professional and cosmeceutical lines.

Image: Ivy Wang received the Brand Leadership Award at The BrandLaureate Special Edition World Awards in Shenzen last year. From L-R: Mark Huang, Chairman of International Listed 
Companies Club, Dr KKJohan, World President, The World Brands Foundation (TWBF), Ivy Wang, Tan Sri Rainer Althoff, Chairman, TWBF and Johnny Tai, Country President - China, TWBF

WITH THE GOAL OF CREATING 
A SCIENTIFIC AND RESEARCH 
BASED COSMETICS ENTERPRISE-
GRADE AND TAKING R&D IN HIGH-
QUALITY COSMETICS AS ITS CORE 
RESPONSIBILITY, WANG HEADS 
RUISEN AS THEY MOVE TOWARDS 
AN ERA OF GLOBALIZATION. 

Ruisen is an influential young enterprise in the high-
tech industry, and was rated as one of the three “high-
tech” enterprises by the Guangdong Huangpu District 
Drug Administration. Its skincare products have been 
sold to 26 countries and regions, while their masks and 
disinfectant sprays have been exported to 15 countries 
and regions around the world. Among the medical-grade 
repair products, their best-selling products are repair 
products. In the field of microsurgery, the company’s 
disposable medical masks have qualified for various 
tests, received export qualifications and obtained EU CE 
certification.

Many members of Ruisen’s management team are from 
Fortune Global 500 companies and have extensive 
corporate experience. With their professional ability and 
experience, they have been busy implementing Ruisen’s 
transformation mission and creating new miracles which 
have attracted attention in the industry. 

A visionary leader, Wang formulated a 15-year clear 
development plan for the company. In the first 5 years, 
she established Ruisen into a valuable enterprise and 
laid a solid foundation for the company’s subsequent 
fission; the second five-year corporate vision plan was to 
empower innovation and become a profitable enterprise. 
In 2020 the company is set to achieve a new key point 
when Miss Wang adorns her inventor’s hat to develop 
their new brand. 
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“WANG’S MANY 
ROLES IN RUISEN 

DEMONSTRATE 
HER PASSION FOR 

SKINCARE.” 

“I HOPE I CAN FOLLOW THE TREND 
AND LEAD THE COMPANY TO 
OVERCOME VARIOUS DIFFICULTIES 
AND REALIZE OUR STRATEGIC 
PLAN.” 

“In the past 5 years, I have invested a lot of energy and ideas 
in Ruisen, and watched the company continue to grow and 
become an influential and respected company in the industry. 
Despite many difficulties and challenges, my team have 
overcome them step by step. I believe that in the future we 
will have a better company,” said Wang, who has been the 
chairman of the company since 2014. 

Ruisen’s two businesses: independent core brands and 
personalized product customization services go hand in 
hand. Its self-owned brands “Pana Dianshi”, “An Shu”, “Gao 
Jing Si” and “Face Symbol” shine in hospitals, Sephora and 
other channels and fields. Medical-grade repair products and 
food-grade female health care products have solved skin and 
privacy problems for countless consumers, and have been 
highly praised by consumers. 

However, for Wang, this is just the beginning.

“Ruisen’s objective is to take scientific research as its core 
competitiveness, create true technology and lead the 
cosmetics market nationally, changing the trend of domestic 
consumers favoring cosmetics brands from Europe, America, 
Japan and South Korea to local brands,” she explained. 

Ruisen’s own brand “Face Symbol” has achieved success in 
the field of high-end skincare, and will be fully available on 

Sephora (China) this year. For Wang, this is the most valuable 
return of the company’s continuous investment in scientific 
research, and it is an important milestone for the Ruisen team 
thus far.

“In 2020, whether at the macro level or the micro level, under 
the downward trend of the economy, all companies will face 
a more severe test. I hope I can follow the trend and lead 
the company to overcome various difficulties and realize our 
strategy planning,” Wang added. 

Recipient of the Brand Leadership Award at The BrandLaureate 
Special Edition World Award in Shenzhen last year, the award 
is a reflection of her leadership and role model status in the 
development of the cosmetics industry in China.

Wang’s many roles in Ruisen demonstrate her passion for 
skincare. As the Chief Commercial Officer, she is responsible 
for promotion of the company’s products and always speaks 
about them. She also serves as the Chief Resource Officer, 
devoting her time to linking various resources, coordinating 
relationships at all levels, and responding quickly to corporate 
development. Finally, as Chief Financial Officer, she spends 
time to lead, promote and be responsible for the operation of 
the corporate capital chain, playing a core role in promoting 
major company initiatives.
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“IN TERMS OF 
MANAGEMENT, I HAVE 
ALWAYS BEEN DEEPLY 
TOUCHED BY THE 
WORD “BELIEVE”. 
“ONLY WITH TRUST 
CAN WE ACHIEVE 
MANAGEMENT AND 
IMPLEMENT VARIOUS 
SYSTEMS.” 

In addition to brand promotion, Ruisen also focuses on the development 
of safe and effective products. The company introduced advanced scientific 
research equipment and continues to increase investment in scientific 
research. The company has also built high-standard R&D laboratories, 
cell culture laboratories, microbiology laboratories, physical and chemical 
laboratories, and molecular and cell research laboratories. 

“The company has created a modern 100,000-level purification workshop 
in strict accordance with international and domestic standards, and has 
been granted the production of “makeup”, “disinfectant” and “machines”. At 
present, the production line has the production and processing capabilities 
of cosmetics in various forms, specifications and categories; and has 
obtained the authoritative certification of the European Union.” Wang 
added.

Other than Chairman of Ruisen, Wang is responsible for several 
positions, including the chairman of the Guangdong Hunan Chamber 
of Commerce Women Entrepreneur Committee, the chairman of the 
Guangdong Hunan Chamber of Commerce Women’s Federation, and 
the Guangzhou Municipal Federation of Industry and Commerce 
Standing Committee. She is also the Guangzhou Huangpu District 
Women Talent Development Promotion Association. Chairman, Vice 
Chairman of Guangzhou Women and Children Promotion Association 
and Executive Chairman of Guangzhou Private Entrepreneurs 
Chamber of Commerce.

Wang’s national sentiments are reflected in the outbreak of the 
Covid-19 virus. She led the company to optimize the original disinfection 
product formula, launched targeted disinfection products and donated 
them to the frontline staff. Due to the serious shortage of masks and other 
anti-epidemic materials on the market, the Ruisen team quickly responded 
to the national call, fully utilized the company’s resources, equipment, 
production, quality management, coordinated resources of all parties, and 
carried out mass production to support the fight against the pandemic. 
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“AS A ROLE MODEL 
FOR YOUNG 
ASIAN FEMALE 
ENTREPRENEURS, 
WANG BELIEVES 
THAT IT IS 
IMPORTANT FOR 
A WOMAN TO DO 
WHAT SHE LIKES 
TO DO, GAIN 
PROFESSIONAL 
KNOWLEDGE AND 
EXPERIENCE, 
AND CONTINUE TO 
FOCUS ON HER OWN 
GROWTH.”

“I HOPE RUISEN WILL 
BECOME A PIONEER 
OF TECHNOLOGICAL 
INNOVATION IN THE NEW 
ERA, AND CONTRIBUTE 
A SMALL PERCENTAGE 
TO THE NATIONAL 
ECONOMIC GROWTH AND 
THE DEVELOPMENT OF 
THE BIOTECHNOLOGY 
INDUSTRY.” 

“In terms of management, I have always been deeply touched by the word” 
believe. “Only with trust can we achieve management and implementation of 
various systems. Leaders and employees must respect each other, so that they 
can complete each task. At the same time, the company’s cornerstone will be 
more stable. When talents play their value, the company will naturally play its 
social value, “she explained. 

Wang also finds a balance between family and career.

“China has inherited the idea for thousands of years that women should focus 
on the family, not on social and economic development. This deep-rooted 
feudal idea still exists today. I also faced the same problem, but after hard 
work and practical action, it turns out that women can take good care of their 
families and also exert social value,” said Wang, who hopes her children will 
encounter life in a friendly, sincere and optimistic way. 

“I hope that Ruisen will be the vanguard of technological innovation in the 
new era. We will build four major R&D centers around the world in the next 
five years. The first one is in China, the second may be in Switzerland or France, 
the third may be in New York, USA,and the fourth center will be in Tokyo, Japan. 
In order to build a global R&D network, we want scientists from all over the 
world to gather together to develop good products to serve both Chinese and 
global consumers, “ she added.

As a role model for young Asian female entrepreneurs, Wang believes that it is 
important for a woman to do what she likes to do, gain professional knowledge 
and experience, and continue to focus on her own growth. She also believes 
that maintaining optimism and gratitude when facing challenges and always 
maintaining a curiosity for all things are important. For her, these indispensable 
qualities are vital in order to achieve greater personal and professional success. 

Whether it is creating jobs, stimulating economic growth efficiency 
or technological progress, piloting scientific research and promoting 
modernization, Miss Wang and her team are at the forefront. Playing a vital 
role in the national economy of medium-sized enterprises, the company is 
transforming into a national economic growth and innovation enterprise. 

“I hope that Ruisen can contribute a small percentage to the national economic 
growth and the development of the biotechnology industry, become a strong 
supporter of the industry’s globalization and facilitation strategy as well as be 
an advocate of regional economic innovation growth,” she added. 
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ADVANCING 
HEALTH AND 
BEAUTY THROUGH 
TECHNOLOGY 
T O D AY,  R U I S E N  H A S  T W O 
N AT I O N A L - L E V E L  R E V I E W 
E X P E R T S  A N D  E I G H T  D O C T O R A L 
S C I E N T I F I C  R E S E A R C H  T E A M S . 
W I T H  M A N Y  Q U A L I F I C AT I O N S 
A N D  R E C O G N I T I O N S  T O  I T S 
N A M E  I N C L U D I N G  “ G U A N G Z H O U 
S C I E N C E  A N D  T E C H N O L O GY 
L I T T L E  G I A N T ”  A N D  “ G A Z E L L E 
C U LT I VAT I O N  E N T E R P R I S E  I N 
T H E  G U A N G Z H O U  D E V E L O P M E N T 
Z O N E ” ,  T H E  C O M P A N Y  O B TA I N E D 
1 5 2  I N T E L L E C T U A L  P R O P E R T Y 
R I G H T S  A N D  6 1  I N V E N T I O N 
P AT E N T S .  L E A D I N G  P R O D U C T 
T E C H N O L O GY  I N  T H E  I N D U S T R Y, 
T H E  C O M P A N Y ’ S  R E S E A R C H 
A R E A S  I N C L U D E  T R A N S D E R M A L 
A B S O R P T I O N ,  TA R G E T I N G , 
S U S TA I N E D  R E L E A S E ,  N A N O  A N D 
O T H E R  N E W  T E C H N I Q U E S  I N 
C O S M E T I C S . 

ANNJOUR
AnnJour is an effective medical and beauty repair brand under Ruisen 
Biotechnology that focuses on sensitive muscle care. Based on skin science, 
the product is created after rigorous tests at well-known pharmaceutical 
colleges and universities. Adhering to the philosophy of being “natural, safe 
and effective”, AnnJour provides professional, scientific and effective repair for 
sensitive skin.

Using carefully selected South African Resurrection Grass as its core 
ingredient, AnnJour is formulated using pure medical and aesthetic concepts, 
supplemented by Ruisen’s patented technology and scientific proportioning, 
established by a strong team of physician-scientists. The products repair 
and protect the skin barrier, solve the troubles of sensitive muscles, give out 
a healthy glow, as well as smooth, translucent skin that helps regain skin 
confidence.

ANNJOUR 3 + 1 URGENT CARE SET
In response to the problems of sensitive muscles at different levels, AnnJour 
provides a series of targeted sensitive skin solutions such as first aid, repair 
and anti-allergy. For those with sensitive skin, especially hormone-dependent 
dermatitis and red bloodshot muscle problems; closed comedones and other 
acne related problems, AnnJour has launched the skin repair product, AnnJour 
3 + 1 emergency care set combination.

Since the spread of the Covid-19, many people use the N95 masks to protect 
themselves. However, after wearing the masks for a long period, there are 
large number of microorganisms, bacteria and viruses that are attached to the 

surface. The exhaled moist and hot air makes bacteria multiply on the face, 
while the mask easily draws indentations and rubs repeatedly on the face, 
which can cause redness, acne and other skin problems.  

The AnnJour 3 + 1 emergency protection combination is a good solution 
to counter the effects of the face mask as it can quickly fight off allergies 
caused by wearing masks long-term. A popular product, it integrates anti-
inflammatory, calming, accelerating wound healing, and moisturizing qualities 
in one solution. After applying the 3+1 care set for three days, it increases 
the skin metabolism and repairs power damaged muscles. AnnJour 3+1 easily 
solves facial skin problems such as itching, tingling, sensitive redness and 
close comedones. 

The secret of its powerful repair solution lies in its ingredients and patented 
technology. AnnJour 3 + 1 Urgent Care contains oligopeptide-1, oligopeptide-5, 
nicotinamide and other popular ingredients used in women’s skincare 
solutions.  

The transdermal absorption technology guarantees in-depth absorption of the 
South African Resurrection Grass, oligopeptide-1, oligopeptide-5, nicotinamide 
and other components, while the targeted repair technology directly targets, 
fixes and quantifies skin care nutrients to the dermis. Through a slow-release 
effect, it uniformly releases a long-acting, anti-allergic, soothing and hydrating 
effect. Quickly and completely, it relieves discomfort such as redness, dryness, 
irritation, provides high-energy repair of damaged skin barrier while enhancing 
skin tolerance. 
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KOJINSI
Kojinsi, a female health care brand from Ruisen Biological 
advocates the maintenance of feminine hygiene. Not 
only does the brand provide women with a solution for 
discomfort in the intimate area, it also advocates having 
“acid-base balance” and “bacterial flora balance.” The brand 
uses high-tech and safe ingredients, with high-quality and 
efficient health care elements to help female customers 
solve intimate problems, prevent gynecological diseases, 
while eliminating emotional problems caused by these 
issues, resulting in health and beauty from the inside out.

KOJINSI ANTIBACTERIAL GEL 
The main ingredient of the Kojinsi 
Antibacterial Gel is chlorhexidine acetate 
(chlorhexidine), a broad-spectrum 
bactericide widely used in surgery, 
cleaning instruments, hand disinfection, 
wound disinfection and more. It can 
kill 99.9% of pathogens in 30 seconds, 
protect the reproductive tract from 
various bacteria, fungi, viruses and target 
various gynecological inflammations 
caused by reproductive tract infections, 
while protecting beneficial bacteria. The 
antibacterial gel also helps with lesions, 
regulates the intimate area and improves 
various gynecological issues.

KOJINSI ANTIBACTERIAL SPRAY
Ruisen’s Kojinsi Antibacterial Spray, has a disinfectant and antibacterial production license approved by the state 
and has passed quality inspection. With a sterilization rate of 99.9%, it can effectively kill viruses. The main effective 
ingredient of the disinfectant gel include an ethanol, 65% -75% (v / v). Laboratory data shows that the high-clean 
silk hand-washing disinfectant gel can kill microorganisms including coronavirus, influenza virus, H1N1 virus, E. coli, 
Candida albicans, Mycobacterium tuberculosis and other common infection bacteria.

KOJINSI FEMININE BACTERIOSTATIC CARE GEL
Kojinsi Feminine Bacteriostatic Care Gel can effectively 
repair the loose fiber layer, help intimately tighten and 
activate gonads and improve women’s intimacy issues 
and vagina elasticity. The gel improves firmness by 25% 
even after first use. 

It is a safe and effective intimate care gel that naturally 
tightens the vagina, leaving it healthy while inhibiting 
the growth of bacteria and inflammation. The gel 
contains many natural ingredients which can stimulate 
uterine muscle contraction, regulate endocrine, 
maintain private parts physiological functions, stimulate 
sexual desire and restore tightness and tenderness of a 
woman’s private part. 

The gel includes the intoxicating and aromatic 
grapefruit, also called Citrus Paradisi in Latin, which adds 
a positive element to the gel and enhances happiness. 
Kojinsi Feminine Bacteriostatic Care Gel also increases 
a woman’s charm, relieves her stress, promotes sleep, 
improve coldness and is an aphrodisiac.



23

THE BRANDLAUREATE • BUSINESS WORLD REVIEW JUNE-JULY’ 2020  #ISSUES57

KOJINSI DISPOSABLE 3-PLY MEDICAL MASK 
During the critical period of epidemic prevention in 
China’s fight against Covid-19, Ruisen Biotechnology 
actively responded to the call of the nation, and 
took the initiative to join frontliners fighting the 
epidemic. With strong support and promotion from 
governments at all levels and direct management 
departments, Guangzhou Ruisen Medical Devices 
Co., Ltd., a wholly-owned subsidiary of the company, 
entered a strategic cooperation with Nanyue 
Fund Group to produce masks. There are currently 
15 production lines in operation with a daily 
production capacity of up to 1.5 million, which will 
promptly alleviate the problem of masks urgently 
needed by many companies to resume work and to 
support China’s economy.

Ruisen Biotech has put all its efforts into this 
epidemic prevention and battle for control, from 
donating funds and masks to “cross-border” 
rerouting, deploying resources to assist the 
production of masks, providing funding and 
materials, to overcome the difficulties faced by 
people. The company donated medical masks to 
many enterprises and institutions, amounting to 
close to several million yuan. In addition, Ruisen 
will actively export and deliver masks to other 
countries. 

Kojinsi Female Antibacterial Spray
The Kojinsi Female Antibacterial Spray is a personal 
care product that is highly effective, safe, effective 
and portable. Through physical shielding, it prevents 
pathogenic bacteria from entering the reproductive tract, 
killing chemicals and pathogens inside the reproductive 
tract effectively. The spray also eliminates vaginal 
inflammation, has a biological blocking effect, changes 
the genes of pathogenic bacteria and destroys the survival 
of pathogenic bacteria environment and its reproductive 
capacity. It also effectively repairs cells and activates 
cell vitality to promote cell regeneration, enhances 
the reproductive system metabolic capacity, effectively 
regulates gynecological diseases, and maintains a healthy 
state of the female reproductive system.

Guangdong Haid Group Co., Ltd and Shenlong Bio-Tech (India) Ptv. Ltd. donated 50,000 disposable medical masks to the Consulate 
General of India, Guangzhou, to help prevent the spread of the Covid-I9 pandemic.
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COUNTRY BRANDING SERIES: 

A DREAM PRESERVED

A RUDE AWAKENING
Coming Out of a Dream
I feel like I have suddenly been stymied from 
a bad dream; but somehow the dream did 
not end. Yet even in the worst of nightmares, 
there is always some silver lining to be 
found...there is always...HOPE.

So I step out into a ‘new world’ with unsullied 
hope in my heart and anticipation of 
exciting times ahead. Alas, times are indeed 
challenging. There is no sugar-coating this 
fact. The contemporary world faces a crisis 
it had not fathomed to an extent it had not 
previously anticipated. For the world has, 
essentially, been reset.

“I always perceived life as like a mysterious 
box of mixed chocolates: We never 

really know what we are going to get. If 
you embrace this simple yet profound 

understanding, and amplify it on a global 
scale, this is what has essentially happened 

here. The human race has been taken 
by surprise...and it is still mounting up a 

response.”

It helps to keep our hopes up and do 
everything we can to minimize risk as 
well as protect our loved ones (especially 
the unwell and elderly) in the light of 
these holistically tumultuous period. This 
is priority number one and it is the best 
that anybody can possibly and humanly do 
within a confined mode of operation that 
we are normally not used to (outside of 
specified regimental routines).

 “I have shared numerous times in the past 
that the only constant in life is CHANGE. Ergo, 

I embrace this new mode of existence no 
differently.”

In everything that is happening, it pays to 
look around and be thankful for what we 
still have – the things that really matter 
in our lives, our families – both biological 
and organizational. Like it or not, we are all 
in this same boat sailing the great ocean 
of life. In the grand scheme of things, the 
onus falls on us to make things work; and 
work for the better. Working hand in hand, 
anything is possible, come what may.

THE THINGS THAT MATTER
Keeping the Dream Alive
Keeping your eye on the Brand is the key to 
subsistence. This rings true especially during 
times of great uncertainty such as this. One 
way to do this is to value and cherish those 
people and beliefs that matter most to you. 
By constantly reminding ourselves of this, 
and appreciating every simple thing we 
otherwise might have taken for granted in 
life, we have a reason to fight on. We have a 
cause to Brand Beyond.

“As post-apocalyptic as the present dilemma 
might seem, we still have each other, fellow 

denizens of this good Earth and Brand 
Ambassadors from every nook and corner 
of the globe. It has become a matter of 

continuation, subsistence and survival and 
this should be more than enough motivation 

to keep the fire aflame for even greater 
things...”

Being alert and catering to the pressing 
needs of the times is a given. But above 
this, your Brand Assurance must put the 
interest of your patrons and staff first. Not 
business can survive without these two 
key constituents – the former to ensure 
sustainability and the latter to keep the 
Brand alive, literally.

The team behind any Brand is interdependent 
on the Brand. The Brand is defined by its 
Virtues, its living, breathing touch points, 
namely its team, staff and management.

 “When I start my day knowing that there are 
those that depend on me, it gives me purpose. 
Even Brands need to be tended to and pruned 

to perfection. There must be a shepherd of 
Brands and Branding that others look to for 

guidance, direction and recognition.”

Truth is, the wellbeing of the house cannot 
be neglected. Much care ought to be 
channelled into its upkeep. What keeps 
a home intact is not merely the brick and 
mortar which outline and shape it but 
the actual people that give it life. This is 
the differentiating factor between great 
structures which are no more than ‘white 
elephants’ as opposed to humble shacks 
vibrant with music and teeming with life.

The external has the power to impress (and 
at times even make a Brand unapproachable) 
but can do no more. It can do far less when 
push comes to shove and this is where 
the sterner stuff, nurtured by a caring 
organization, comes into play. Conversely, 
what happens on the inside keeps a Brand 
not just alive but thriving in every aspect as 
well.

CONTAINMENT OF HOPE
The Dream Catcher
Sometimes we orchestrate a plan or a 
dream but something so drastic takes 
place that it is shattered to smithereens. At 
least it seems so at first glance. The reality 
is, a dream cannot be crushed because it 
is perceived and intangible. It is only the 
dreamer who starts to ‘doubt’ the dream 
because of surrounding circumstances and 
other mitigating factors.

 “In a dream I saw myself grasping on to 
my aspirations, only to see them melt and 

slowly slip away... I was powerless to stop 
it. It seemed so real that I was overcome 
with despair and grief. But then midway I 

realized that I can never view myself as being 
completely in a state of helplessness...”

When I woke up I realized that a dream, no 
matter how small, is simply too precious to 
let go. I was reminded of how precious that 
fleeting dream is. I was also reminded that 
each and every one of us has dreams, and 
we are all entitled to see them fulfilled in 
our lifetime.

 “No matter what, the situation is never 
absolutely hopeless. After all, we came into 
this existence bare and with nothing and 

yet were able to stand up and be recognized 
and emulated. So in my dream, I willed the 

‘melted’ ambition to reform in the palm of my 
hand. It saw it take the shape it was meant...
destined...to be and fulfil what I set out to 

do...”

We cannot allow any circumstances to alter 
the outcome; though the path to the dream 
may take some readjusting. It will take some 
getting used to. But it is doable.

UNBROKEN
An Enduring Pursuit
So how do we ‘pick up the pieces’ and 
move on from here? How do we rekindle 
the original dream and press on with what 
we have already worked hard for or set in 
motion in order to it?

The best approach is to stay positive and 
always look at the bright side of things. Look 
at what you still have. Appreciate that which 
is important to you. Cherish the things that 
give true meaning to your life and describe 
your Brand.

As long as we are able to open our eyes, 
hearts and minds, will be able to keep the 
dream alive. This is unlike a dream we have 
in sleep, which is only real as long as our 
eyes are closed. A waking dream keeps us 
going. And life is a journey in the same way 
a Brand has its own journey.

 “The Sun will still rise tomorrow. You can 
count on it!”

In order to face the challenges of the 
coming days, we have to remain open for 
new approaches and breakthroughs as 
well as remain adaptive to what has fondly 
been termed as ‘the new norm’. The means 
and methods may change, but the essence 
remains the same. Let us all get through 
this together... The nation is depending on 
us – for continuity, for stimulus, for Country 
Branding!

“Health matters. First, our personal health and that of our loved ones. Next, 

the wellness of our Brand Family and business. It pays to keep everyone 

and everything in optimum condition if we are in for the long haul. Loyalty 

and genuineness are tested not during smooth sailing but during times of 

difficulty and adversity. And trust me when I say it will all have been worth 
it when that precious dream ultimate comes to fruition.”DR KKJOHAN
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It was the first BrandLaureate event of the year and 
also the decade. The BrandLaureate SMEs BestBrands 
of The Decade Awards was successfully held at Hotel 
Majestic Kuala Lumpur on 6 March, 2020, to celebrate 
the greatest and the best SMEs brands of the night 

About 1000 people, who represent the epitome of the 
industry, including successful entrepreneurs, brand 
personalities, corporate leaders, and government 
officials, were present during the gala dinner and awards 
ceremony. 

“SMEs, we congratulate you on your hard-earned success. 
Your enterprising spirit and winning mentality have 
pushed you to where you are today. In fact, these are the 
key ingredients of your brand success,” said Dr KKJohan.

On the theme of the award’s night “What Does It Take to 
Be?” DrKKJohan said it exemplifies the call to action for 
brands to identify what they want and how to get there.   

“Brand leaders must strive for the very best. They must 
be ready for the long and arduous journey ahead, which 
is a pre-requisite for their brand success.”

He cited examples of big brands like KFC, McDonalds, 
Coca Cola, Samsung, Hyundai, Panasonic who were once 
small SME brands in their own respective countries, but 
made it big because they never gave up.

“SMEs have strong entrepreneurial spirit, and it is this 
spirit which has led them to build their brand success. 
Many successful global brands started as SMEs, but with 
determination and conviction, they have risen above 
their original status to become global brand leaders.”

 “Today SMEs are key drivers of economic growth. By 
providing employment opportunities in a wide range of 
businesses, they have helped contribute to the nation’s 
growth and economy,” he added.

Moving forward into future, Dr KKJohan said SME brands 
must stay strong and focused in light of the Covid-19 
global pandemic which has affected millions of lives and 
impacted the world’s economy.

“SME brands must stay strong and resilient to fight this 
battle and ensure their survival and sustainability during 
these difficult times. They must also stay relevant to meet 
the changing needs and demands of the marketplace.”

As such, it makes the SMEs BestBrands Awards 2019-
2020 an even more timely and honorable award to be 
given, in recognition of these SMEs brands who have 
survived against the odds. 

Last but not least, Dr KKJohan said: “Branding is like a 
game of chess. Every move you make determines where 
your brand will end up. If you make a wrong move, do 
not despair, just make sure your next move is better,” he 
added.

Award Categories
Over 50 companies and individuals received The 
BrandLaureate Awards which were divided into the 
following categories:

The BrandLaureate SMEs Brand Champion of The 
Decade Awards 2020 Man of The Year

The BrandLaureate SMEs Brand Builder of the Decade 
Awards 2020

The BrandLaureate SMEs Brand Champion of The 
Decade Awards 2020 Brand of The Year

The BrandLaureate SMEs Most Valued BestBrands of the 
Decade Awards 2020

The BrandLaureate SMEs Strategic Business Partners of 
The Decade Awards 2020

The BrandLaureate SMEs BestBrands of The Decade

AWARD HIGHLIGHTS
Brand Champion Award
The SMEs Brand Champion of The Decade Awards 2020 went to Dato’ Francis Ng 
Tian Sang, Chairman of Beverly Wilshire Medical Centre Sdn Bhd. Ng was voted 
Man of the Year for his outstanding leadership and entrepreneurial skills in 
developing the first integrated beauty and wellness medical centre in Malaysia. His 
company Beverly Wilshire Medical Centre also won the Brand of The Year award for 
spearheading various initiatives and strategies in the health and wellness industry.

The Brand Builder Award
The BrandLaureate SMEs Brand Builder of the Decade Awards went to:
Dato’ Sri Brian Chow of iME Entertainment Group Asia,  Myocho Kan of 3A Global and 
President of Advance Accreditation Authority Pte Ltd Singapore,  William Yong Siew 
Hung of TOS Logistics & Shipping Sdn Bhd; Leslie Gomez of First Marshal (M) Sdn 
Bhd, Arissa Ng Yi Tyng of April Twenty Two Sdn Bhd, Aron Koh of Lomo Pictures Sdn 
Bhd,  Goh Ming Kang of Tech Food Ingredients Sdn Bhd and lastly,  Ian Ong of D&D 
Food & Beverage Sdn Bhd.

The Most Valued Brands
The BrandLaureate SMEs Most Valued BestBrands of the Decade Awards went to: 

Brickfields Asia College, Bidor Kwong Heng, Q-Dees, Seamaster Paint, SA Travel 
among others.

Strategic Business Partners
The SMEs Strategic Business Partners of The Decade Awards honors organisations 
which have been key drivers in nurturing the growth of SMEs in the country. And the 
awards went to:

BERNAMA, HDC, SME Corporation, TNG Digital, PERKESO, NIOSH among others were 
announced as the winners for the category.

Brand Of The Decade
The last award category was The BrandLaureate SMEs BestBrands of The Decade 
Awards which honors brand champions in their respective industries. And the awards 
went to 27 companies in their niche categories. And the winners are: Twenty Two, 
Build Clean, Builders Emporium, DAG, Idrissi, LKFresh, Meeracle, Powercat, Respack, 
TOS Logistics among others.

Congratulations to all the winners of The BrandLaureate SMEs BestBrands of The 
Decade Awards (2019-2020).
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FREELANCE NATION

Freelancing is one of the fastest growing workforce 
segments in the world. It is also the fastest way anyone 
can start earning an income online.

Do you know that in the 90s, there were under 100 million 
people on the Internet? Now as the world population 
grows and pushes three billion, there is a much bigger 
market today.

In fact, freelancing is the future of the workforce. In the 
past five years, this business has skyrocketed globally. 

In France, Europe and Netherlands, the growth of the 
freelancer community has outpaced overall employment 
growth. In the United States alone, it’s predicted that 
freelancers will make up 50% of the workforce by 2027. 

During a recent interview, international internet marketer 
and digital entrepreneur Derek Gehl said: “There has 
been a shift over the past few years and the growth in the 
freelancing space is enormous,

“People are waking up to the fact that they don’t have 
to go to an office anymore and they can choose to work 
from home.Indeed, freelancing is the way to go in today’s 
marketplace. In countries like India, Pakistan, Bangladesh 
and the Philippines, many freelancers are now generating 
income outside which has become a measurable growth 
driver in their economy.”

“The Internet has changed the world in so many ways, and 

the freelance career option seems to be logical choice 
with so many new job opportunities available out there. 
Almost anybody who sits in front of a computer, whether 
they are writers, programmers, designers, accountants or 
virtual assistants, can do their jobs from home,” he added.  
 
Gehl also said that currently there are dozens of incredible 
freelancing platforms available to connect freelancers 
with potential employers like Upwork.com, Fiverr.com 
and Freelancer.com, but one must have the knowledge 
and skills to turn these connections into profitable, long-
term businesses and relationships.

The Benefits 
So what are the benefits of running a freelancing 
business?  Gehl should know, as he himself has run 
multiple digital businesses and he has employed dozens 
of freelancers and remote workers from around the world.
 
“My teams are remote freelancers, and this has been 
my norm for nearly two decades. By using freelancers 
effectively, I don’t have to go to office and I can work 
from anywhere to make a living. With the advent of high-
speed internet, I can hop online using video conferencing, 
or have a conversation in real-time to do remote work.In 
fact, it is a win-win situation which benefits everyone,” 
he shared.

Companies are no longer restricted by geography. They 
can now hire from a much larger global talent pool. 
Senior management can employ younger people to tap 

into the freelancing workforce available out there.

Small businesses can hire top talents on a per-project 
basis without having to incur full-time salary costs which 
only big companies can afford historically.

Most importantly, regular people can now earn a big 
income without being forced to live and commute in big, 
expensive cities.

Imagine, if you are living in Asia and you can start earning 
in US dollars, Pounds, or Canadian dollars, how much 
further will that take you?

“It is also a great opportunity for those who don’t have 
a product idea, but are able to use digital marketing to 
secure big, lucrative contracts through online platforms, 
such as Facebook groups.”

“Imagine if half the workers in every major city didn’t 
have to commute to office every day. How much less 
pollution and traffic will there be?” said Gehl, adding that 
this will create a positive impact on the environment as 
people choose to live somewhere where it is cheaper.

The Challenge
Despite the rapid growth, freelancing is still in its infancy 
and there is a lot of catching up to do. There is a massive 
workforce out there,  like writers, designers, programmers 
and developers who do not know how to position 
themselves.

Having operated on both sides of the equation, Gehl has 
witnessed some of the common make in the freelancing 
world. 

“I have seen the Good, the Bad, and the Ugly. Although 
technology has gotten more advanced, people are still 
missing out the fundamental elements of the business,” 
he explained.

Managing Expectations
There are common problems that affect those who 
want to break into the freelancing world. With cultural 
differences, one of the common pitfalls is communication.

 “Business is about managing expectations and improving 
communications, but there’s a huge disconnect between 
businesses and freelancers. Being good at your skills 
doesn’t automatically make you a successful freelancer. 
And just sending out your 
application doesn’t get you the 
job,” shared.

 “Freelancing is not just about 
technological shift, but cultural 
shift. Therefore, it is important 
to learn how to market yourself 
and manage your expectations 
well,” he added. 

In the business world, 
the product with the best 
marketing wins, the same goes 
for freelancing.  

“You first need to stand out 
from the crowd and be good 
at marketing yourself to get 
the contract. Once you actually 
land a contract, you must set it 
up for success.”

Managing Relationships
Having worked with many Asian 
freelancers, Gehl said it is all 
about managing relationships. 
It takes a different mindset to 
work with Western counterparts 
who are usually more direct in 
their approach.

“Some freelancers have an 
employee mentality that says, 
`Ok, well, somebody is going 
to manage me and tell me 
exactly what to do,’ but that’s 
not usually the case,

For managers, “the question is how to communicate well 
and manage these freelancers effectively?”

However, when the contract ends up poorly, both 
freelancers and employers will blame each other.

 “We want to drive change in the freelancing industry 
by creating a positive impact for both freelancers and 
employers, and the fastest way to create that change is 
through education.”

In light of the pros and cons of the business, Gehl said: 
“Why not fix the problem by applying the right solutions 
instead of blowing up your reputation.”

Gehl added: “By fixing the freelancers and teaching them 
how to manage these companies, we are also helping to 
solve the problems of those hiring them.”

About Freelance Alliance
In order to address some of these issues and challenges, 
Derek founded Freelance Alliance - an A-Z online training 
program which helps freelancers launch and scale their 
business, instead of scratching their heads on what to do. 

“As a marketer, I know how to position and package a 
product or a passion, and help you stand out from the 
crowd as well. Freelance Alliance is a new project for us.  
There was a soft launch of the program in June 2019, and 
now we are open to the public,” he said. 

Conducted via video trainings, this e-learning platform 
takes beginners through the entire process of the 

freelancing business -- teaching them how to market and 
package themselves effectively.

“At Freelancer Alliance, our job is not only to educate 
these freelancers, we teach them how to market and 
position themselves on how to stand out from the crowd 
and competition,” he added. 

Platforms
There are two service platforms available – The Digital 
Freelancer Bootcamp is a crash course to identify “What’s 
your service and what’s your niche, and using automation 
tools to manage your business. 

You will also get a space in the Freelancer Alliance 
website to build your custom page to market yourself, 

thus adding credibility to your profile.
 
For those who want fast results, there is Digital Freelancer 
Growth Accelerator which takes you by the hand until 
you land your first gig.  If you have a skill that you want 
to sell online, you will be provided all the training and 
packaging to take you down that road.

Scaling Up
Typically, when you are providing a service, you are 
trading your time for money. There are only two ways to 
increase that ceiling. 

Firstly, as a freelancer, you may charge more for your 
time by building your reputation, or start building a lead 
pipeline to generate a consistent income, so you won’t be 
struggling to look for new businesses when the contract 
ends.

“The dream of every Freelancer 
is to work on the lead pipeline, 
because once you’ve got 
enough happy clients, they will 
keep rehiring you, and you’ll get 
new clients through referrals.  
By then, you are actually in 
demand and will always have 
continual business,” he added.

Here are some tips on how to 
succeed as a Freelancer:  
1. Build your brand -- It starts 
by positioning yourself as a 
premium brand. By creating 
a brand that is in demand, so 
people will want to hire you. 
Use marketing strategies and 
time scarcity to allow yourself 
to charge more.  

2. After securing the contract, 
the next step is about 
managing relationships. You 
have to be good at relationship 
building and fulfilment to get 
good referrals, so that people 
will want to continue doing 
business with you. 

3. The next steps are about 
building agencies and scaling 
it up. You can build an agency, 
whether it’s a programming 
agency, advertising agency, 
or whatever services that 

you provide, and start hiring freelancers to grow your 
business. 

“Moving forward, I want to provide training for companies, 
organizations, small business and big businesses through 
Freelance Alliance, to effectively manage remote teams 
and work with them,” said Gehl.

Freelancing is certainly the lifestyle of the future and the 
benefits are huge. Not only does it give families back their 
precious time, it also helps to lessen the environmental 
impact of those who are stuck in traffic. It’s time to head 
explore this path. 

For more information, go to www.freelancealliance.com.

By Gerald Chuah

Derek Gehl
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HOW TO SUCCEED AS A 
FREELANCEPRENEUR 

Founder of BrandSight — speaker, lecturer and trainer 
Nicsman Tay, is a rising star in the freelance circuit. Having 
started his own freelancing business at 18, earning about 
RM3000 a month, he went on to take bigger projects with 
multinational brands like Milo, Nescafe, Maxis and more, 
while still in his 20s.

“Employment is about exchanging time for money. This 
makes sense in the past when jobs were scarce and not 
replicable, or when someone prefers a stable income,

“But today with internet access, one can choose to work 
from home, build an agency business that generates 
money every month, or create a multi-million-dollar 
agency business to sell — and freelancing is the way to 
go.”

ONLINE CHALLENGE
Recently, Nicsman embarked on a `RM100K-in-14-Day’ 
challenge in conjunction with the Movement Control 
Order (MCO) — from March 18-31, 2020; to fight the 
Coronavirus outbreak in Malaysia which has affected 
many entrepreneurs and local businesses.

The reason he is doing this is to prove that it is possible 
to make money online without leaving your home, in an 

emergency situation when there is a shutdown.
“Let us focus on positivity and see what we can do 
together to improve the Malaysian economy,” he said.

“If you possess a replicable skill, you can be your own 
boss and charge three times higher.  This opportunity Is 
available to programmers, photographers, videographers, 
trainer, and accountant etc. By dealing direct with the 
client, you can also add more value to them,” he added.

Tay said whether you choose to work from home, build 
an agency business that generates money every month, 
or create a multi-million-dollar agency business to sell, a 
freelancing career is the way to go.

On how he started freelancing career, Tay said when he 
was still in college, he wanted to reduce the financial 
burden on his parents who were paying for his tuition 
fees, but he never thought that one day, he would build 
an agency business worth millions.

Even during his 20s, Tay managed to turn his business 
into an agency, but he didn’t stop there. Today, he is 
the founder of BrandSight a digital agency business 
specialising in digital marketing solutions and website 
creation worth millions.

In the past two-and-a-half years, his company has served 
more than 80 clients and grown five times over, bringing 
in sales and leads through digital marketing solutions 
like website design and social media management.

FREELANCEPRENEUR
Since 2011, Tay has been training and mentoring students 
on how to achieve great results using the strategies 
he discovered.  Now, he teaches participants how to 
turn their freelancing skills into a business through his 
Freelancepreneur workshop, coined from the  words 
“Freelance” and “Entrepreneur”.

Tay said: “If you want to quit your job and grow your 
business into a multi-million-dollar agency business, 
even if you are still young and have no capital to start a 
business with — a freelance career is the answer.”

During his recent workshop entitled: `How to Grow your 
Business from a Freelancer to an Entrepreneur’  Tay said 
there are some common problems faced by freelancers 
including how to manage clients, where to find clients, 
and how much to charge.

“When they asked me for advice, I would share about the 
challenges faced by most freelancers,

“Most freelancers struggle to make enough money to survive, and grow their business. 
Either they cannot get enough clients, or they don’t know how to negotiate for a higher 
fee. And they don’t know how to grow their team or dedicate the tasks, but I think, the 
biggest mistake freelancers make is having no system,” he added. 

THE BENEFITS
During one of his recent talks,  attended by freelancers,  programmers,  agency owners 
and entrepreneurs, Tay shared some secrets on how he scaled his freelance job into an 
agency business. 

“If you think the job of a freelancer is riskier than seeking employment, you are right, but 
it is only a little, and you can minimise the risk.”

“By being your own boss, you can have multiple clients at one time.  You are not 
dependent on a monthly salary, but you can decide on your own pay check and give 
yourself a promotion straightaway,

“Best of all, you can work anytime, anywhere. Not only do you get to decide how much 
you earn, you also get to decide on your working hours.

“Instead of putting in effort and making a profit for others, why not take the leap of faith 
to build a real business for yourself. Furthermore, the reward is bigger.”

Although Tay claimed that it was not an easy task in the beginning. “Our projects were 
slow in coming, and we met a few difficult clients who tried to squeeze us,”

Today he and his team have learnt a strategy on how to shift their mindset to build a 
fast-growing agency business to generate six-figure revenue every month.

Here are some of tips on how to succeed as a Freelancepreneur according to Nicholas 
Tay.

#1 Starting a Freelancepreneur Business Without Capital
It all started without money. All I had was just a laptop and massive amount of action. 
I started as a freelancer, and grew my client base to a decent number, before scaling it 
into a business with a team.

#2 Having a Team, Together We Achieve More
One of the biggest problems faced by most freelancers is that they do everything by 
themselves, stretching themselves out, and worst still, working on a few different job 
scope.

I have seen a designer offering services from logo design, to graphic design, website 
design and animation. I have also encountered a freelancer who offers services from 
project management to digital marketing services.

This is my suggestion, you may be able to offer a lot of services, but focus on what you 
do best and work with other partners who are better at doing what they do. By allocating 
tasks to others and forming a team, it is more efficient that way, and you can achieve 
better results.

#3 The Exitable Business Plan
When we first started out, we never thought that this business could be  offered as 
an acquisition.  Eventually, we got an opportunity to work with a bigger company and 
gained more customers and experience. It was another `Aha’ moment for me to learn 
that I can have an exit plan to sell off this business one day in exchange of money.

#4 Scaling Fast is Not an Option
Scaling fast is not an option, it is a must! If we don’t scale fast enough, sooner or later 
our competitors will disrupt the market. If we scale fast enough, we will be able to help 
more customers, hire more staff, and help more families.

When we do a good job in helping our clients grow their business, not only will their 
revenue grow, they can hire more people, give bigger bonuses and increments, which 
will potentially help more families to improve their lives.

So, don’t look down on what you do. Even if you design a banner, or write some scripts, 
or you are just an intern, you are contributing to the growth of the economy and the 
industry.

#5 Negotiation is Everything
Whether the client is satisfied with your job or keep making changes, it is all a matter 
of negotiation and managing the client’s expectations. Even if you have listed the job 
scope in black-and-white, it doesn’t matter at the end of the day. If the client has high 
trust in you, you can negotiate and manage the client’s expectations. 

#6 The Freelancepreneur Business Model
As I was going through these challenges, I had the opportunity to learn from a few of my 
peers and mentors on how to escalate my business model. And I found out that those 
who have successfully turned their freelance career into a business, starts with a shift 
of mindset.

The Freelancepreneur business model emphasizes on how to become an authority in 
your field so that you can charge the client higher. By doing so, we get to hire more staff, 
delegate more tasks to the team, and grow it to become a bigger business. And the cycle 
goes on and on.

Eventually, the most important step is to come out from the business and start working 
on the business, managing the business from top level down and stop doing the minor 
execution works to succeed as a Freelancepreneur.

By Gerald Chuah



35

THE BRANDLAUREATE • BUSINESS WORLD REVIEW JUNE-JULY’ 2020  #ISSUES57

15 Years of                            
Content

YouTube continues to be a popular content platform across the globe.

YouTube turns 15 years old this year. The platform is an undeniably part of our 
everyday lives, reaching more than 2 billion visitors per month, with over a 
billion hours of video watched every day, and 500 hours of footage uploaded 
every minute – a remarkable achievement worth congratulating.   

History
Since its inception in 2005, YouTube has transformed itself from a place for 
anyone to post video content of all types, to one that distributes original 
content that can be profitable to its users. Unlike other brand names, YouTube 
is actually quite self-explanatory and straightforward. The “You” represents 
user-generated content, created by individual users, whereas “Tube is a nod 
toward an older original term for television.

The platform which was the brainchild of Chad Hurley, Steve Chen and Jawed 
Karim,  all former employees of PayPal, began as an angel-funded enterprise 
that started out in a makeshift office in a garage. The idea was born when the 
trio felt frustrated by how difficult it was to find, watch and share video clips 
online. Jawed Karim also explained that it was the Janet Jackson Super Bowl 
incident as well as the 2004 Indian Ocean Tsunami that triggered the idea.

The very first video titled “Me at the Zoo” which was posted by Karim, 
briefly describing the elephant enclosure at the San Diego Zoo, made a 
democratic revolution. After a Beta testing period, the site was launched 
and saw Nike as one of the first major companies to embrace YouTube’s 
promotional potential, Nike’s ad featuring Brazilian soccer star Ronaldinho 
became the first ever video to reach one million views on YouTube 
and spearheaded the concept of what we know  today as a ‘viral video’. 

Since then, the video sharing platform has grown exponentially. Following 
a $3.5 million investment from Sequoia Capital in November 2005, YouTube 
was able to increase its bandwidth, improve its servers, and launch the 
platform to the public. The site’s now famous logo was registered as a 

trademark and the website domain was set. YouTube was ready to embark on 
its mission to be Internet’s video powerhouse.

A New Digital Age
YouTube became a destination of its own in 2006, when traditional television 
producer; NBC thought they could harness the growing power of the Internet. 
NBC asked YouTube to pull the first “digital short” produced by Saturday Night 
Live called “Lazy Sunday”, and this ended up attracting a lot of attention 
to the video-sharing site, iTunes and few other websites –and all for free. 

However, still in its infancy, many television, movie and music companies 
worried about users stealing their copyrighted material and posting it online 
for free, but that never really came to pass on a large scale. YouTube instead 
evolved as a platform that cooperated with television, and put effort into 
taking down clips if the owners complained. 

YouTube then entered into a marketing deal with CNN and ABC, but it was not 
just a matter of working alongside television.  YouTube became integral to the 
success of many TV shows, becoming the place where stations posted clips, 
highlights, trailers, previews, recaps and other goodies that did not make their 
way directly into the show. 

YouTube marked the beginning of several key partnerships with content 
providers later down the road. It served as a source for some of television’s 
most innovative new ideas. Though television may still be more prestigious 
than the Internet then, the creativity available online and its public access 
started to bleed onto mainstream television. YouTube helped to amplify and 
cultivate remembrance and interest rather than pirating off and siphoning 
from television. The platform perfected the access to television by creating its 
own ecosystem that is parallel to television. Not only has YouTube influenced 
television by shaping its content, its hosts, and its marketing strategies, but it 
has for some people, almost come to replace it.

Google Takes In
After an extremely quick growth in size and popularity, the site piqued the 
interest of Google, which  saw the enormous potential for the platform. 
Google approached YouTube with an offer to bring them under the Google 
banner and acquired the company in October 2006 with an attractive offer 
of $1.65 billion. Google would call it “the next step in the evolution of the 
Internet”. YouTube was Google’s second-largest acquisition after Applied 
Semantics and dMarc Broadcasting.

However, the site was still relatively small compared to what we see 
today. YouTube only had roughly 65 employees and had not reached many 
other countries. Moving forward to June 2007, the video sharing platform 
eventually launched in the UK as well as eight other countries. After more 
growth, HD videos were introduced in December 2008 and there were 
more people finding different uses for the site. YouTube made it possible 
for everyday people to turn their hobbies into a business.

The search giant then decided it was time to monetize from its video 
site. They rolled out the first ads for YouTube in August 2007, which were 
semi-transparent banners that popped up on the lower 20% of videos that 
would appear about 10 to 15 seconds into the video. 

Key Turning Points of YouTube
In 2009, big events occurred for YouTube and it became more mainstream 
which saw politicians hopping on the bandwagon and launching official 
Congressional YouTube channels. The year also saw the launch of the new 
music video service, Vevo. As part of both parties agreement, Vevo is free to 
distribute its music videos on the site and YouTube is able to keep showing 
music videos from big labels. 

Later in 2010, new types of ads appeared on the site and YouTube soon hit 
three billion daily views mid-way through 2011. YouTube also started its 
YouTube Rentals where users can rent movies from the site. Their entrance 
into Netflix and Apple’s turf marked the first time it became clear that it 
was trying to be more than just an amateur video-sharing site. As users and 
audiences started to realize what can be found on the site, many gamers 
and vloggers now had an opportunity to earn a living simply by posting 
videos onto YouTube and receiving revenue from ads and support. 

The whole site received a huge overhaul in 2011, when YouTube officially 
entered the broadcast business with the launch of YouTube Live. YouTube 
Live has allowed the site to stream everything from concerts to news 
coverage to the royal wedding to the Olympics. Audiences could access 
the footage from essentially any device, computer, mobile phone or tablet. 
YouTube Stars: Making Users Internet-famous

Since 2012, the platform has gone from strength to strength and developed 
into a multi-billion dollar company. YouTube impressively contributed to 
the music industry and portrays itself as one of the best place for creators. 
But one of the more unexpected side effects is the rise of YouTube stars 
– the independent creators responsible for the majority of the nearly 5 
billion videos watched daily.

As a matter of fact, YouTube stars are much bigger celebrities than the cast 
of the Big Bang Theory, and it is just a matter of time before public access 
takes over this airwaves.

Some of the stars from YouTube’s early days have helped make the 
platform an essential part of internet culture. For younger generations like 
the millennials, Gen Z, and Gen Alpha, YouTube Stars or YouTubers are as 
culturally significant as any traditional pop or movie star, if not more so. 
Today, YouTube stars have mastered the art of being admired in a particular 
way, of more like an added element of digital control for the receiver. They 
can be entertaining, educational or inspirational.

2005-2020

By Fareeza Basri

Paul Brothers

Pew Die Pie

The Founders of YouTube
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At first, YouTube Stars were merely people with webcams, 
charisma and a fair amount of luck, able to attract 
followings because they offered something of value 
to a specific community that to them seems authentic. 
Often enough, the area of expertise of these YouTubers 
consisted of personal interests such as makeup, humour, 
philosophy or their own hobbies.

Videogamers like PewDiePie or “pranksters” like the Paul 
brothers are amongst of the most successful YouTubers 
who have been able to parlay the popularity they gained 
from sharing their original interest.  When enough people 
come to care about you as a person, they will evidently 
watch you do just about anything for hours.

As YouTubers became stars, more and more 
companies wanted to work with them. They appeared 
in advertisements for brands as big as Taco Bell, 
companies paid YouTubers to use and feature their 
products or sponsorship and paid YouTube to run their 
advertisements before and after the videos. These factors 
have resulted in increased professionalization and 
increasing resemblance of a conventional television. 

To thrive on YouTube now, it pays to be squeaky clean 
enough to do ads for Johnson & Johnson or Nike. Big 
names like BuzzFeed developed suites of successful 
YouTube series, functioning a great deal like television 
studios with reliable audiences in the millions. As 
YouTube’s relationship with advertisers stabilised, they 
pushed YouTubers to make longer and longer videos so 
they can run more interstitial advertisements.

Social Impact of YouTube
Now is the time for common folk to set trends and drive 
opinions, and it is not a surprised they are all doing it 
on YouTube. Millennials specifically, are currently the 
largest consumer demographic with about $1.3 trillion 

buying power, which also means that they are a powerful 
choice for brands to target. However millennials largely 
do not watch TV and do not care much what mainstream 
celebrities have to say about products or services. They 
are likely to trust their social media tribes and peer-to-
peer advice. 

A study commissioned by Defy Media revealed that 
63% of respondents between 13-24 years olds said that 
they would try a brand or a product recommended by a 
YouTuber whereas only 48% chose  a movie or TV star. 
Interestingly, the influence of YouTube stars on younger 
folks goes well beyond shopping. In another survey 
conducted by Variety asking U.S. teenagers to determine 
their biggest influencers, final ranking shows that popular 
YouTubers occupied the top five spots with traditional 
celebrities like Jennifer Lawrence, Katy Perry settling for 
lower positions.

So why are these YouTube personalities influencing 
them more than mainstream celebrities you ask? 
Unlike traditional celebrities who always seem to act 
according to their PR strategies, YouTube personalities 
on the contrary connect better with people by being 
approachable and building intimate experiences with 
their viewers. YouTubers tend to understand their viewers 
better and admit that they can relate to those folks more 
than traditional celebrities.

Moreover, the relationship YouTube content creators with 
their viewers or fan base also leads to higher engagement 
where they regularly reply to comments, act accessible on 
social media and schedule frequent Q&A sessions with 
their community, where no questions are off limits. 

YouTube has also given enormous voices to people 
who have no access to or acceptance in conventional 
broadcasting, such as the LGBTQ+ community at large. 

It has allowed people’s culture consumption habits to 
become global and borderless and most importantly 
wildly popular.

YouTubers definitely set more trends than traditional 
celebrities these days, in fact they even changed and 
shape the pop culture of today. Also, in a study conducted 
by University of Twente among teenagers viewers, a 
number of respondents admitted that they feel interested 
in what older YouTubers have to say about things as it also 
helps them to shape their own opinions and world view 
on certain things like design, beauty, games, relationships 
and conflict management.

The Future of YouTube as YouTube Dominate
YouTube is a behemoth; it has become the place for 
spawning a crop of celebrities, real honest-to-goodness 
famous people. It has pioneered entirely new ways of 
creating and consuming video. However as YouTube takes 
measures to be the world’s second-largest search engine, 
it should never rest on its laurels, not now or ever.

Ever since its inception, YouTube has provided the world 
a democratic platform for people to share videos in the 
likes of music, instruction, opinions as well as content 
from many other areas.

Over the next decade, people could expect it to expand 
into an all-encompassing entertainment service. Where 
you will not just watch and listen but you will play games 
and interactive experiences, which was partly driven by 
YouTube’s evolution into the world’s largest catalogue 
of virtual reality content. This is also because games 
have sat neatly alongside shows and music in YouTube’s 
entertainment mix. People watch game videos in the 
hundreds of millions on YouTube and there is a possibility 
that they will be playing similar games on YouTube.

It should not be a rocket science for YouTube to capture 
TV dollars, TV content. YouTube has been so large and so 
entrenched that it has been able to focus its effort on 
monetising its existing, lower-cost content.  The platform 
built better tools for advertisers, better user-tracking, and 
developed multi-channel network designed to act like 
record labels for YouTubers. After all, YouTube has proven 
it can turn a one or two man show into a real business 
and it cannot take down TV until it looks and feels like TV. 

However, in some countries, YouTube is already the place 
for re-runs of TV shows and users can expect YouTube 
to make some higher-budget bets soon enough. Soon 
enough, live sports like NFL or Super Bowl will be a key 
part of YouTube’s video offering - and every other sports 
from mass to niche. As the barriers between traditional 
broadcasting and online video topple, they will emerge as 
a partner for sports leagues to retain their rights and go 
direct to fans. Furthermore, its current relationships with 
the NFL and NBA for examples are a tiny silver of what is 
possible in the coming years.

With more options and better targeting, YouTube could 
begin to follow you all day. Although YouTube offers 
a mammoth catalogue of videos to watch, in the next 
few years it is going to be much, much smarter at 
understanding your tastes, drawing on everything that its 
parents company knows about you, using your location, 
your browsing and viewing history, the time of the day 
and more, to figure out what you might want to watch. 
They are pretty sure that they always have something 
for you to watch next as they enhance their algorithms. 
While YouTube relies heavily on viewing history for 
recommendations, this means it can take longer for new 
users per se to watch meaningful suggestions on the list.

Although users will be able to search for something 
to watch, but the default mode for it will be a lean-
back channel of content customised on the fly for the 
people who are watching; anything is possible through 
combination of cameras and microphone on the devices 
being watched, or the data collected. YouTube will curate 
and orchestrate the viewing not just on the main screen 
in home, but on each family member’s personal devices 
too.

Its rivals, from Facebook and Snapchat to Vimeo continue 
to eye its talent and are ready to poach its viewers, which 
doesn’t come as a surprise to many.  Facebook specifically, 
while making a big effort to boost its video presence 
with the launch of Watch, faces different challenges than 
YouTube. The reason being is as simple as this: YouTube 
pays its video creators, Facebook does not.

Furthermore, there are fundamental differences between 
the way people find, discover and watch videos of 
Facebook compared to YouTube. While Facebook already 
has a dedicated tab for video, most often, its viewers 
would regularly stumble upon the videos because their 
friend shared it, posted it on their timeline or otherwise 
interacted with it in some way. This is in contrast with 
how we use YouTube. YouTube has long established itself 
as the go-to platform and search engine for just about 
any type of video. Users may also frequent YouTube 
because they avidly follow a particular person or channel. 

Today’s tiny YouTuber could be tomorrow’s big breakout 
star. Who would know what YouTube’s biggest star, 
PewDiePie who has now passed the 20 billion total video 
view mark will be in 2025?  He is quite likely running 
one of the world’s biggest entertainment networks, if 
he fancies the task. Even so, a lot of television industry 
executives think that he and his fellow online stars will 
jump the chance of becoming proper TV stars. However 
the prediction is more likely for them to continue focusing 
on YouTube and become equivalent of those TV industry 
executives: bossing and thriving networks of their own.

YouTube’s ambitions span from the big to the small 
and vice versa. As a platform, it is an essential nature 
for them to be the best platform. That means helping 
people get more views and showing viewers new things 
and making more creators a whole lot of more money. It 
means whether its users stream videos using an Ethernet 
connection on their brand-new iMac in 5K or downloading 
a video via 2G in India, it is YouTube’s responsibility to 
convince them that they are able to watch what they are 
trying to watch, and when that video is done, there better 
be another one waiting and it better not buffer. It is all 
how YouTube’s management deals with these forces that 
will define its next era, for better or for worse.
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FROM YEMEN 
TO MALAYSIA

The demand for dairy products in Malaysia is an open 
secret and the consumption trends are compelling enough 
for the brands to add more variety and quality to their 
product range. The domestically produced dairy products 
are insufficient to cater to local markets and hence, a 
sizeable share of the Malaysian dairy products constitutes 
Australian and European imports. A worthy example of 
dairy consumption can be found in the milk beverage 
production chart in Malaysia over the recent years. 
 
There is certainly a huge demand for quality dairy products 
such as yoghurt, flavored milk, butter and so forth. This has 
led to the influx of multi-national companies establishing 
themselves here in Malaysia, especially from Europe and 
Australia. Malaysia, which is 61 percent Muslim with a 
sizeable Malay, Chinese and Indian population, requires a 
religious and ethnic view-point when it comes to choosing 
raw dairy product materials and process cycles. 

The New Entrant – Thabet Group   
The Thabet Group has been in the dairy business since the 
1970s. With the inception of operations in the North Yemen 
region during the Marxist-Leninist rule in Yemen, the group 

has never looked back and has grown extensively since 
then. The group is basically a family-owned business and 
is currently being operated by its third-generation scion. 
The group has been through many ups and downs due to 
the unstable conditions in Yemen. Despite being attacked 
by a terrorist group recently, the company has managed to 
resume its business, retained its employees while ensuring 
that their salaries are paid. 

The group initially started its business in trading food 
products and heavy machineries but in the last 30 odd 
years the group has successfully established itself as a 
dairy product firm in Yemen and has been exporting its 
products into many countries in the Middle East and North 
Africa (MENA) region. 

The Core Values of the Group 
The group and its dairy brand products are very popular in 
Yemen and the MENA region and the main reason behind 
this is due to the core business values of the group. The 
company believes in customer-centric strategies and 
focuses on its employees’ welfare. 

THE THABET GROUP 
ENTERS THE SEA MARKET 
WITH PAN-ASIAN DAIRIES

Chart: Milk Beverage Production in Malaysia (2013-2018) in Million Liters

BY JUSTIN CHEW
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One of the directors, Mr. Gameel Thabet, who heads the 
business in Malaysia, believes that the core business values 
have a multiplying effect on all other business verticals 
which creates a great brand image for the company. He 
explains that in the food business it is very easy to lose 
the trust of the customers and that just one complaint of 
adulteration or unhygienic product can set the firm back 
many years. Therefore, the company’s management have 
constantly stressed on the importance of ethics, a hygienic 
environment and strict quality control which constitutes 
some of the core functions of the company. 

Successful Dairy Products Suitable for the Malaysian 
Market 
Mr. Thabet says that in Yemen, the group through their 
subsidiary company mainly produces evaporated milk, 
yoghurt, fruit juices, milk for babies and other notable 
products. The company has a product line incorporating a 
million liters of milk beverages daily to meet high product 
output volumes. With the group’s presence in Malaysia, the 
company established here is looking to add some of the 
local ingredients and flavors to tweak the products to suit 
the taste of Malaysians. 

The company will only use Halal certified ingredients as 
it is more hygienic and which also abides by the Islamic 
religious beliefs focusing on the 61 percent of the Muslim 
population of Malaysia. The group is also planning to 
cater to all communities, ethnicities and races such as the 
Malays, Chinese, Indians, and other minority ethnic groups 
through their Pan-Asian Dairies brand. 

Immediate Plans for the Malaysian Market 
Work on the building of the testing facility and factory 
haD already begun at the end of 2019 with commercial 
operations planned to begin from June 2020. The company 
plans to have 200,000 liter/day capacity across its milk 
products in Malaysia. The milk products will originate 
from powdered processed milk at the moment for the 
Malaysian market. Manufacturing in Malaysia will consist 
of a Malaysian workforce with a local firm handling the 
marketing for the country. 

Strategic Plan for Competitive Edge 
The subsidiary company in Malaysia has launched a 
different name, ‘Pan-Asian Dairies’ to differentiate it from 
the products marketed in the Middle East. Mr. Thabet 
expects to get some feedback from the customers on the 
products and hopes to improve on them over time as well 
as to optimize milk processing, local food additions and 
quality control to ensure that the products are comparable 
to the products from Australia and Europe. This is necessary 

to build a strong and stable customer base and to offer the 
best to customers in terms of both quality and taste. 

The company plans to use local milk and other raw 
materials to give it a Malaysian badge of authenticity 
of its products but will ensure that its quality assurance 
will be of an international standard processes level but 
customized as per Malaysian food regulations standards.  

Corporate Social Responsibility Activities 
The group may have faced many challenges due to the 
ongoing civil war in Yemen but has made a commitment 
to never stop its operations and to ensure that it meets 
its financial obligation to employees even when there 
is no production. As per their core values, the group has 
been actively involved in giving back to society by helping 
farmers realize their full potential and also in helping 
schools and hospitals in the poorer regions of Yemen. 

In Malaysia, the company has plans to replicate a similar 
model as well after it establishes its position in the South-
East Asian region. The company management’s immediate 
plans are to provide employment to Malaysian citizens. 
Whereas within the years to come, they have plans to work 
with local farmers, identify the communities which need 
help and over time develop programs for the social welfare 
of the people while growing hand-in-hand with the local 
community. 

Future Expansion Plans in South-East Asia
Mr. Thabet explains that once the company is able to 
gauge the market throughout Malaysia they will then plan 
on using Malaysia as a hub for entering other South-East 
Asian markets, such as Vietnam and South Thailand, and 
eventually China. He also looks forward to adapting the 
company’s products with local food ingredients to make it 
more palatable for the South-East Asian market. The use 
of the Pan-Asian Dairies company name is evident as it 
is basically an Asian company looking to expand to other 
parts of Asia. 

Asia is witnessing high growth and this makes it ideal 
for the brands across the globe to venture into this high 
flow development environment. With the fastest growing 
economies such as China and India in the region, the 
Thabet Group plans to make Malaysia as a hub to further 
venture into other neighboring countries. The products 
will require some adaptations to abide to the quality 
regulations of the respective country, but Mr. Thabet is 
certain that the customers are going to love the taste and 
nutritional value of the Group’s products. 

ASIA IS WITNESSING RAPID 
GROWTH, WHICH MAKES IT AN 
IDEAL CHOICE FOR GLOBAL 
BRANDS TO GET INVOLVED IN 
THIS HIGH-TRAFFIC DEVELOPMENT 
ENVIRONMENT.
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RICH,NATURAL FLAVORS 
FROM TECH FOOD INGREDIENTS

THE WISE WORDS OF A BRAND CHIEFTAIN
Monotony might as well be an unheard notion as far as 
Tech Food Ingredients Sdn. Bhd. is concerned.

 “Diversity is a great way to stay open and stay fresh to 
new ideas.”

This is a hands-on applied principle of Mr. Goh Ming 
Kang, the company’s Managing Director. He set up Tech 
Food Ingredients Sdn. Bhd. in 2002, which started from 
a small production unit. Presently, the brand operates in 
the Selangor Halal Hub and takes great pride in providing 
exceptional service while showcasing shining Values.

The Brand MD, who is fondly known amongst his friends 
and colleagues as ‘MK’, is a true proponent of variety 
being the spice of life. He delves even deeper into the 
fascinating idea of multiplicity of sources congregating 
as a catalyst for brand holistic development:

 “There is no guide to being a Managing Director and 
making everything run smoothly; bringing diverse 

experiences to the table through connections is a great 
way to be successful and rise above the company’s 
challenges.”

And without a doubt the company has overcome numerous 
hurdles along its journey. Appreciating the importance of 
employees’ feedbacks, this beloved down-to-earth and 
highly approachable chief gets to interact effectively 
with his co-workers and employees on a daily basis. The 
company is strong in creative product development and 
customization for individual companies.

 “Many ideas at Tech Food Ingredients Sdn. Bhd. originate 
from the diversity among the backgrounds, hobbies and 
opinions of its employees.”

MK creates a realization in others with regards to his 
admirable approach of leadership. Every person, no matter 
how great or small, gets to actively play an integral role 
in shaping the destiny of the brand. And that is no doubt 
the right step in the direction of internalizing a brand 
at every level and truly making it one’s own. The results 

are evident as today Tech Food has entered international 
markets such as Singapore, Indonesia, Philippines, Hong 
Kong, Saudi Arabia, Thailand, Vietnam and Brunei.

TWO SETS OF THINKING  
MK explains how people have either one of two mindsets:

 “Scarcity Thinking and Best-of-Class Thinking. Too many 
people operate through fear and scarcity.”

Nevertheless, he believes that successful people do not 
think that way. MK sheds a bit more light on the preferred 
‘World-Class’ trajectory of thought.

 “The World-Class operates through more of a love and 
abundance mentality. So they are seeing the opportunities. 
They are looking for the opportunities; they believe they 
can succeed in the opportunities, where the rest are sort 
of in that fear and scarcity mindset and trying to survive.”

In this light, according to MK, Tech Food produces fruit 
preparations that are made up to 80 per cent of produce 

By Ian Gregory Masselamani

of the finest quality. He shares how fruits used in Tech Food are not only selected based 
on their good taste and freshness, but also the specific fruit origins and varieties. The 
fruit preparations are rich and natural in taste – integrating exceptionally well with 
cakes, ice cream, pastries, beverages and others.

 “All our products are custom-made with guaranteed product stability – bake-stable as 
well as frozen-and-thaw-stable – in order to preserve the quality of the products.”

Tech Food also ventured into manufacturing savoury sauces and food pastes that suit 
the Asian palette. The spices used are of distinguished quality and selected based on 
their origins in order to maintain premium taste and aroma. Fresh herbs and other 
natural ingredients are used in preparation of these sauces and food paste and can be 
incorporated with rice, noodles and soup.

Furthermore, Tech Food is FSSC 22000 certified and all its products are Halal compliant.

KEEPING THE DREAM ALIVE
Thanks to sublime leadership and best practices, Tech Food is a forward-thinking and 
forward-moving brand.

 “Our goal is to be better than we used to be.”

In line with this, MK imparts guidance to his team frequently.

“We all have dreams, hopes, and wishes. There is this one thing that we want to 
accomplish, acquire and attain. Still, most of us never get to this point – especially if 
what we desire is beyond ‘average’ – something great, something really outstanding.”

He asks us to ponder on the rationale behind it.

 “Why is that – why do we all have those dreams and still yet, so few make it there? What 
happens? It is easy to shrug and say it is because ‘life happened’. But if we are honest 
with ourselves, we would admit that life also happens to everyone else – including the 
ones that do become successful. At the end of the day, it is an individual journey: Are 
we strong enough (mentally) to face adversity? We need to constantly reflect on this 
ourselves.”

To create a robust operating platform capable of delivering consistent growth through 
Creative, Energetic and Dynamic workplace is indeed pivotal. MK credits the success of 
Tech Food to its CEO, Noor Azrina bt. Mohd. Asri, for her vision and direction. According 
to MK, she is a person who takes excellence very seriously indeed:

 “Many of us struggle to achieve this state; yet she appears to accomplish it effortlessly 
in whatever field she chooses to enter. Her words often ignite a ‘storm of thinking’ that 
only abates after you go through an internal dialogue to grasp the rudiments of the 
message, culminating with the realization that within its simplicity.”

MK further reiterates that determination comes down to wanting something bad 
enough that you need to work hard for it with no shortcuts.

“The only way to make it in business is through hard work and by diving so deep that it 
brings out the will to push your own limits to reach greater heights!”

This is a wisdom he gained from his parents – a wisdom he willingly imparts for all to 
emulate in the true spirit of love and abundance.
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FUTURE PROOFING YOUR BRAND 
- IN TIMES OF CRISIS
By Gerald Chuah

When the going gets tough, the tough goes shopping - but not anymore. With the recent 
COVID-19 pandemic spreading globally, consumers’ needs and behaviours have changed 
drastically.  Mostly affected are luxury brands which experts predict may drop between 
€30 billion to €40 billion in sales in the coming months. 

Granted that these luxury brands have been around for hundreds of years, and their 
symbolic value isn’t going to change. There will always be a demand for something 
that is handcrafted, premium quality, and of lasting value.  However, what is more of 
a concern, is the buying psychology of consumers who are feeling less confident now 
across all income levels.

A single catastrophic event like this can make or break your relationship with your client. 
Therefore your brand action during these critical moments can prompt a consumer to 
either stay on with you, or to move on.

In the article What The Aftermath Of The Global Coronavirus Pandemic Will Mean For 
Luxury Brands on Forbes.com, founder of Buycology Chris Gray, Psy.D., said luxury items 
provide a sense of possibility and freedom to dream. “When you are in the middle of a 
crisis, it is hard to dream. Now people are focused on the day-to-day versus being able 
to think about how life may be better in the future,

“Emotions are at the core of luxury consumer spending, and understanding consumers’ 
underlying psychology is to understand their shopping behaviour which helps us to 
`predict’ the future.”

Gray added although rebound spending may happen after a period of emotional crisis, 
telling the world “I’m doing well and that I can afford this,” but this is not a sustainable 

long-term strategy.  

Therefore, brands must adapt proactively or lose out. This is an opportune time to let 
your brand purpose shine through. Those seen as genuinely caring and committed to the 
triple bottom line - profit, people and planet will emerge stronger, while those who focus 
solely on profit will fall behind.

Brand Values
Meanwhile, founder of Meaning Global Dr. Martina Olbertova said: “Moving forward, 
luxury brands should go beyond logos. They should rethink the values they promote 
across their services and experiences towards consumer’s essential needs – like wellness 
and wellbeing.  There is a need for brands to put more meaningful values into their 
offerings which includes services and experiences, and not just ostentatious symbols 
of wealth and power.”

Here’s a good example shared by a senior analyst with Forrester, Xiaofeng Wang in 
Warc’s article, Luxury brands’ three best practices in coping with COVID-19. 

In early February, Louis Vuitton posted a heartfelt message to Chinese customers across 
Little Red Book, WeChat, and Weibo: saying: “Every paused journey will eventually restart. 
Louis Vuitton hopes you and your beloved ones stay safe and healthy.” 

Wang said: “It is never been more important to deploy the right brand communication 
during a crisis, therefore choosing the right form of brand behaviour and executing it at 
the right time will help build consumers’ confidence and renew their relationship with 
your brand. Marketing activities must also evolve to find new channels.”

Returning to the Louis Vuitton story, its thoughtful and 
strong message is consistent with its brand image which 
is the purveyor of fine luggage. Likewise, leading luxury 
brands must communicate positive and caring messaging 
to customers, employees, and stakeholders in a timely 
and transparent manner.

So, what do you think will be a powerful message to 
convey your brand identity to your target audience during 
these trying times? Generating customer confidence boils 
down to this: Knowing what your brand does best, what’s 
your unique know-how and ability; and how to convey 
your brand image in a timely and positive manner. 

Brand Behaviour
In desperate situations, three types of brand behaviour 
stand out:

Authenticity -- The action that a brand takes needs to 
be a genuine, and a true expression of the company’s 
beliefs.  For example, EO Essential Oils partnered with 
Lyft to deliver 200,000 bottles of hand sanitizer spray to 
driver hubs and service centers in 10 major cities, as an 
expression of its brand belief.

Agility -- While many companies chose not to react to the 
crisis, at least initially; those that reacted with speed and 
agility stand out in the eyes of consumers. For example, 
Southwest Airlines was the first that emailed an update 
about the airline’s increased efforts to keep their aircraft 
clean and germ-free, long before other airlines initiated 
any communication. As a result, they move closer to their 
vision of being a beloved airline in the heart and mind 
of consumers.

Smart brands quickly adapt from past experience in 
challenging situations. For example, Starbucks CEO 
Kevin Johnson noted, “We have prepared our stores to 
respond quickly to any emerging situation, leveraging the 
considerable insights we’ve gained from our experience 
in China, where we continue to see encouraging signs of 
recovery with over 90% of stores reopened.” 

Ingenuity -- A recent Harvard Business Review article 
investigates how some hard-hit Chinese businesses 
went through the turmoil with creative strategies. For 

example, many restaurants, hotels and cinemas have re-
designated their staff to handle new activities, such as 
recovery planning. They even loaned employees to online 
to offline companies that needed extra manpower due to 
sudden increase in sales.

A New Paradigm
When it comes to luxury brands, Dr. Olbertova warns that 
unless luxury brands take a longer-term view, their brands 
could face a crisis of meaning after the pandemic lifts.

“This health crisis is a wake-up call to brands. It is slowing 
the whole world down and gives luxury brands a chance 
to pause, so that they can look inward to probe more 
deeply into what their brands mean now and what they 
can mean in the future,

“This is a great catalyst for brands to transition to the 
new luxury paradigm. It is the right time to create and 
strengthen their brand values and perception, which is 
ultimately anchored in meaning.

“Luxury brands may not expect a return to `business as 
usual’ after the crisis is over so they need  to rethink how 
to future-proof their business, and not simply expanding 
into different countries and cultures, selling the same-old, 
high-priced stuff in China, Russia, India and the Middle 
East. 

On the horizon, Olbertova sees luxury consumers 
tilting toward experiential luxury and away from the 
materialistic expression of it, “which is to remind us that 
we live in a society that worships meaningless things, 
instead of embracing and fully activating things that 
really matter.” 

Therefore, the future-proofing opportunity for brands 
lie in diversifying and elevating brands based on 
shared values and promotions which includes creating 
something that is good for the individual, good for the 
planet, and good for society.

 Dr. Olbertova
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A CREAMY 
HOLIDAY FROM 
HOKKAIDO TO 
HIROSHIMA. 

Ice-cream is not the first thing that comes to mind when it comes 
to planning a trip to Japan. Yet, somehow, if you walk the streets 
of Japan, you are bound to find yourself staring at a stall or shop, 
that sells ice-cream made out of local specialty ingredients. This 
is a unique way of learning about that particular area of Japan, 
especially when you find yourself unable to speak or read a 
single word of Japanese. Looking back at that trip to Japan, each 
ice-cream flavor held a different memory of my time there.

Milk 
Hokkaido is known in Japan for the best seafood in the country, 
but this is also where milk is produced in Japan. There are plenty 
of places in Japan to get yourself milk ice-cream, but nothing 
feels as authentic as the fresh soft-serves found in Hokkaido. 
Sapporo was where my ice-cream escapade kick-started 
without my realizing it. Before my travel mates arrived, I had 
taken a bus to a huge, beautiful park called Moerunama Park 
where I rented a bicycle to enjoy the sights. After a morning of 
lounging around in the park, I spotted a themed play land for 
children opposite the park called Sapporo Satoland that was 
agriculturally-themed. Admission was free and you paid only 
for things you wanted, which included milking a fake cow or 
purchasing some vegetable produce home. It was there that I 
had my first ice-cream of the trip – milk flavored. 

AN UNEXPECTED IceCreamJourney
BY NG SUZHEN
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I didn’t have a great impression of it then, because it melted really fast 
and I had thought it would be the last of the ice-creams in Japan. The 
redemption came when I gave milk ice-cream another go at the Furano 
Cheese Factory, where they sold local dairy products and provided 
cheese, butter or ice-cream making experiences. This time, the milk ice-
cream was milkier and creamier than the one I had tried.

LAVENDER
It’s a beautiful feeling to have when you are looking at giant fields of 
rainbows made out of vibrant-colored flowers. The surreal moment of 
being in awe of such beauty can be found at Tomita Farm in Furano. 
The farm is best known for lavender, planted in huge abundance with 
its natural fragrance wafting through the air. It’s a tourist hotspot where 
every angle of the farm is Instagram-worthy. There were several flavors 
of ice-cream available but lavender is the one to go for, especially when 
the farm is well-known for it. It had a delicate lavender fragrance to it 
that was refreshing and definitely worth a try. It is especially so, when 
you get to admire fields of flowers and lavender while enjoying an ice-
cream. However, as an additional note, this is not the only farm in Furano 
that features fields of flowers. If you are looking for less crowded farms, 
you can head to the tourist center for recommendations. Did I mention 
as well that admission is free for visitors?

SEA-SALT
Arriving too early for check-in at Mashuko, my travel-mates and I 
had decided to make a drive to Abashiri and somehow, we ended up 
at the Okhotsk Ryu-Hyo Museum. Ryu-Hyo means drift ice, which is a 
phenomenon that happens only in this part of Japan. While we didn’t 
visit the museum exhibition, we did spot a small shop selling only sea-
salt ice-cream. While at first curious, and also skeptical about the flavor, 
we were pleasantly surprised at how delicious it was. Not to mention, 
how pretty it looked with blue dots all over the creamy concoction. 
It tasted just like salted caramel and was a big factor in pushing us 
towards actively trying different ice-creams in our journey. It was only 
later that we found out that there are people actually raving about 
this particular ice-cream sold in the museum. Somehow, we were proud 
of ourselves for the accidental discovery. That was also the day we 
discovered double rainbows in the sky.

LAKE MASHU BLUE ICE-CREAM
The absolutely gorgeous Lake Mashu took our breath away. It was a sight to behold at the 
observatory and we even did the crazy thing of going back there at night to capture photos of the 
night sky. The same can’t really be said of the Lake Mashu Blue ice-cream. Discovering it while 
looking for a snack, we opened it to find that it was of a very light blue color and the flavor seemed 
to be similar to milk ice-cream, yet we couldn’t decide if we liked it. Furthermore, we aren’t even 
sure if we had bought the right ice-cream as we couldn’t figure out the wordings besides the word 
‘Lake Mashu’. It was only later that we found out the Blue ice-cream soft serve could be found in the 
area as well, but we didn’t have the luck of finding it.

MARIMO 
For those who are not aware, Marimo are green moss balls that available for 
purchase as ‘pets’, but at Lake Akan, they are considered a protected species. 
Lake Akan was the most equipped place for tourists on our trip so far. It had 
proper resorts with souvenir shops around the town. This was also the area 
where Japan’s indigenous people – the Ainu, were living. Look out for family-
owned Ainu restaurants here, serving up something quite different from the 
usual Japanese fare that we are familiar with. Venison is a popular dish for them. 
It was an interesting revelation as it had never occurred to us that there were 
indigenous people in Japan. A funny moment came when we spotted an ice-
cream stall at Lake Akan advertising a Marimo ice-cream, claiming ‘Secret to 
be revealed! Find out the Secret’ inside the ice-cream. We decided to dig in 
to the truth and by getting ourselves each a light green ice-cream cone. We 
debated whether it was really made out of Marimo, but decided it wasn’t as 
it was protected there. Turns out, the secret was a little, green jelly ball in the 
middle of the cone. Was it Marimo? We really don’t know as the language had 
kept that a true secret from us.
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SHIRO-NOIR
While this is not one of those ice-creams we had 
discovered on our own, it’s worth sharing as it gave us a 
little peek into a part of Japan we were not familiar with. 
A local friend, whom we met up in Kyoto, had brought us 
to try this dessert, which is a signature of a local coffee 
chain hailed from Nagoya. It’s basically soft-serve ice-
cream placed on top of a fluffy, crunchy Danish. As the 
friend was originally from Nagoya, the coffee shop served 
as nostalgia for her. The interesting thing about cafes in 
Nagoya, she explained, was that all coffees were served 
with a side of peanuts. “We’re the only ones that serve it 
that way in Japan,” she told us. This was also where we 
learnt that the Japanese had no identification cards and 
everyone used a special stamp imprinted with their name 
as a signature.

BAMBOO CHARCOAL ICE-CREAM
When we decided to take the train to Oboke, we had no 
idea what to expect as it was a random decision to pick 
a place that was available on our train pass. Turns out, 
it was one of the best decisions we made. Oboke Gorge 
is simply magnificent! No number of pictures we took 
could ever do it justice. There is also an interesting town 
here that claimed that all Japanese ghost and monster 
stories originated from here. There’s even a hike known 
as the monster trail, featuring monsters from Japanese 

lore along the way. While it was fascinating, this place 
has a downside for foreigners. The Japanese here don’t 
converse in English and there is a clear notice in English 
that states the hostels and guesthouses do not accept 
anyone who can’t converse in Japanese. We wondered if 
bamboo charcoal was a local specialty as the ice-cream 
is sold near the Oboke gorge, but unfortunately, we were 
not able to get any answers due to the language barrier.

MANDARIN ORANGE
Much like the more popular and well-known Nara, 
Miyajima Island is filled with wild but tame deer. It is also 
known for its ‘floating’ Torii, which is situated inside the 
sea. We were there on a Sunday, when many of the stalls 
were open. It was just like market, with all kinds of food 
being sold. It’s here that we discovered the Hiroshima 
Mandarin Orange ice-cream. It tasted lightly of citrus with 
the fragrance of a Mandarin Orange, but it was refreshing 
for a hot day. The surprise was actually the bottom of the 
cone, where there were cornflakes-like crunchies in there 
that added to the texture. Miyajima is also known for the 
Itsukushima Shrine, but we soon discovered there were 
several trails available nearby for Mount Misen. We took 
one of the 3km trails and managed to reach the peak. 
It was a good day that started with a Mandarin Orange 
ice-cream and ended with a beautiful orange sunset. 
Although, it was a harrowing descent as we barely caught 

the last ferry out of the island for being too mesmerized 
by the view on top.

POLAR BEAR
Our ice-cream journey ended in Hiroshima with Polar 
Bear – an ice-cream shop known for its huge serving. 
At 310 yen (in 2017) per ice-cream, it was a great deal. 
While this particular ice-cream was not really made 
with a particular local special ingredient, the shop is a 
well-known landmark in Hiroshima. We got ourselves a 
strawberry cone and a chocolate chip cone, which took 
quite a long time to finish. 

While our journey continued, our ice-cream escapades 
ended with this note.

Ice-cream Notes
This is a disclaimer to anyone who comes by this story, that 
these ice-creams were discovered by chance throughout 
the trip in Japan. There was no particular research or 
study made, just a random observation. Sometimes, not 
knowing too much is an adventure on its own and I 
hope many would take that route to discover something 
new. That being said, if anyone has extra information 
regarding the background of these ice-creams, I’d love to 
hear from them.
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A total of 19 Oakwood properties across Asia Pacific are available for selection: 

Australia 
Oakwood Hotel & Apartments Brisbane 

China 
Oakwood Premier Guangzhou 
Oakwood Residence Hangzhou 
Oakwood Residence Shanghai 
Oakwood Hotel & Residence Suzhou 
Oakwood Apartments Sanya 

Indonesia  
Oakwood Premier Cozmo Jakarta 
Oakwood Apartments PIK Jakarta 
Oakwood Suites La Maison Jakarta 
Oakwood Hotel & Residence Surabaya 
Oakwood Residence Cikarang 

Japan  
Oakwood Premier Tokyo 

Malaysia  
Oakwood Hotel & Residence

Singapore  
Oakwood Premier AMTD Singapore 

Thailand 
Oakwood Residence Sukhumvit Thonglor, Bangkok 
Oakwood Hotel & Residence Sri Racha 
Oakwood Suites Bangkok 

Vietnam 
Oakwood Residence Saigon 
Oakwood Residence Hanoi 

With  the  COVID-19 pandemic  changing the  way people live,  work  and travel over 
in the past three months, many global travellers had to postpone their travel plans in 
order to stay home and stay safe. 

Keeping their travel bug close to heart, many took their time off to start researching 
for their next great adventure – while keeping fingers crossed that they would have a 
chance to get lost in cities, explore the great outdoors and stay at preferred hotels once 
new normal began. 

Tourism is a large source of income for countries internationally, and accounts for 10% of 
global GDP. According to the World Travel and Tourism Council, travel is likely to decline 
in the following months, with Asia possibly being the most affected continent. 

While the pandemic seems to be easing at present, governments of many countries 
around the world are facing the difficult task of safely resuming tourism as the number 
of Coronavirus infections recede. Countries and cities that have successfully managed 
the virus at this point are already looking at steps to reopen hotels and other forms of 
hospitality, after establishing safe travel zones within their borders.

This piece of good news should not be taken lightly, as the unknown nature of the virus 
could change the way tourism policies change at the last minute, if there is a risk of a 
rise in infections. Travelling for leisure over the next few months will be impacted by 
each government’s public health advice, their ability to trace and test, border protocols 
and social distancing laws in place. 

For now, more and more countries are easing their travel restrictions. Many public 
health measures are being undertaken local authorities safeguard their communities. 
These measures have created different needs where alternatives are required, be it 
a workspace away from distractions, stylish retreat for self-isolation or comfortable 

residential environment for travellers waiting to return home. 

Among the many global hospitality management and development groups ready to 
welcome guests to their residence include Oakwood, a wholly owned subsidiary of 
Mapletree Investments. With a portfolio of properties that combine the space and 
comfort of a private residence with the thoughtful services and amenities of a hotel, 
Oakwood’s residences are available for both short and long term stays. The brand has 
come up with a specially crafted Oakwood experience, to ensure guests feel a sense of 
belonging, familiarity and reassurance whenever they stay at any Oakwood property 
around the world.

Committed to making the Oakwood experience as safe and enjoyable as possible, 19 
participating properties across Asia Pacific have curated special treats for guests to 
create their own residential experiences. 

Oakwood’s Stay Four Pay Three offer is available for guests who book a minimum 
of three nights from now to 30 June 2020. In addition to Oakwood’s internationally 
acclaimed hospitality excellence, guests will enjoy a complimentary fourth night stay 
with added benefits such as daily breakfast, welcome fruit basket, curated care pack for 
per person per booking, dining credits or discounts, discounts on laundry services, check-
out anytime on departure day, and a 24-hour cancellation policy.

To complement the benefits listed above, some properties have included creative 
perks to differentiate their offers. Guests staying at Oakwood Residence Shanghai are 
entitled to special F&B and retail discounts at the connecting Imago Shopping Mall 
while Oakwood Hotel & Residence Sri Racha in Thailand will provide a complimentary 
upgrade to a One Bedroom Deluxe Apartment. 

While it is difficult to predict the future of tourism in the coming months, there is hope that holidaymakers and 
staycation fans will have a chance to pursue their old itineraries, plus new safe habits once again, soon. Happy travels! 

By Anu Venugopal

Dreaming of Holidays 
Post-Pandemic 

Oakwood Offers Spacious Retreats Away From Home
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Seeing     Beyond
POLAROID EYEWEAR’s STAY SAFE COLLECTION 
Founded in 1937 by polarized filter inventor Edwin Land, 
Polaroid Eyewear made history in 1937, taking the market 
by storm with its revolutionary product: the first polarized 
sunglasses offering the utmost eye protection from glare 
and UV rays. 

Going beyond a hashtag, greeting, or a wish to protect 
ourselves and others, Polaroid Eyewear has created a 
new chapter in its history with the launch of a collection 
specifically designed for protection purposes. 

#SEEBEYOND #STAYSAFE 

Since its establishment, Polaroid Eyewear has never 
stopped looking beyond, seeing the world from its unique 
and colorful point of view. Staying close to its DNA, the 
brand has always been able to offer innovative, functional 
and accessible solutions. 

With the STAY SAFE collection, Polaroid Eyewear 
demonstrates people at its core, designing and 
introducing two innovative and affordable products that 
are accessible to all and that meet current needs for 
protection in a timely manner, with a touch of color. 

STAYSAFE 1 & STAYSAFE 2 are the first two Professional 
Protection Equipment (PPE) devices that were developed 
by Polaroid to offer protection and safety in health care 
and professional settings, and also to meet daily need for 
protection in the new normal.  

STAYSAFE 1 is the first professional protective eyewear by 
Polaroid designed for eye protection while 

STAYSAFE 2 is the first face shield by Polaroid that not 
only protects the eyes but the whole face.  Both products 
are produced at Safilo Group’s Italian manufacturing 
facilities in Santa Maria di Sala (VE) and Brembate di 
Sopra (Bergamo), which were converted to make PPEs 
since the rise of the pandemic.

The new devices are UNI EN 166 certified (European 
PPE standards certification), with 10,000 glasses and 
shields have already donated to hospitals in the hardest 
hit areas, in order to support health care workers at the 
forefront of the pandemic. Made in Italy, STAYSAFE 1 & 
STAYSAFE 2 are the first of a complete range of Polaroid 
Eyewear personal protection products dedicated to not 
just professionals but also to everyday people who are 
looking for protection under the distinctive sign of the 
rainbow. 

POLAROID #STAY SAFE COLLECTION 

STAYSAFE 1 
STAYSAFE 1 is the first professional safety eyewear by 
Polaroid designed to effectively protect the eyes of the 
wearer: whether a health care worker in hospital, a factory 
worker, a shop assistant or anyone going jogging or to 
the supermarket. This transparent wraparound shield 
glasses covers the eye area and can be easily put on and 
taken off thanks to a comfortable adjustable rubber band 

THE PHRASE STAY SAFE HAS MEANT SO MUCH MORE SINCE THE CORONAVIRUS SWEPT THROUGH THE 

WORLD.  IT IS A WAY TO SAY GOODBYE AT THE END OF A PHONE CALL OR OF A WHATSAPP CHAT WITH 

LOVED ONES, NEAR AND FAR. #STAYSAFE IS A HASHTAG USED TO SHARE AND CONVEY STRONG FEELINGS 

AND EMOTIONS IN THIS NEW WORLD WHERE WE ALL NEED TO FEEL PROTECTED AND SAFE. 

personalized with the Polaroid logo and the distinctive rainbow symbol. STAYSAFE 1 is PPE 
certified (Safilo 1 F -EN 166 F CE). The visor is made from polycarbonate (PC), while the nose 
pads from Polyamide (PA). It is  adjustable for multiple sizes and  suitable for adults & 10+ year 
old kids. 

STAYSAFE 2 
A visor mask to protect the eyes, nose and mouth, STAYSAFE 2 is the first professional face shield 
by Polaroid designed to protect the face from external factors. Particularly suited for professional 
use, STAYSAFE 2 is PPE certified (Safilo 1 F -EN 166 3 F CE). The visor is made from polycarbonate 
(PC), while the rubber band is adjustable. Adjustable for multiple sizes, it is suitable for adults & 
10+ year old kids. 

In addition, the model will be soon available in a kid-friendly version (available for pre-order 
now, delivery by late June), suitable for 4-10 years old kids. 

WHERE TO FIND POLAROID STAYSAFE 
The #STAYSAFE COLLECTION is now available at selected retailer stores: 
1. Ban UK Optometry, Times Square (KL) 
2. The Spec Shop, Desa Sri Hartamas (KL) 
3. K.F Lam Optometrist, Seremban (Negeri Sembilan) 
4. Anna Eyecare Optometry, Kuching (Sarawak) 

Safilo launched #united4eyecare, a global project that includes a number of actions taken in 
response to the Covid-19 emergency in the countries where the Group operates, specifically in 
the hardest hit ones, first of all Italy, Spain and the United States. Eye care and protection – which 
have always been the Company’s top priority – are at the heart of the project. 

The development and production of STAYSAFE 1 and STAYSAFE 2 are part of the project. 
 
Polaroid Eyewear is a worldwide leader in eye-care and optics and a pioneering international 
eyewear brand that owes its name to the invention that changed the world of technology 
and optics: polarized lenses. Polaroid, since it was established by Edwin Land in 1937, has 
strengthened its reputation as a leading brand in polarized lenses. Today, Polaroid produces 
and distributes its polarized sunglasses, Clip-ons, SuncoversTM and optical frames worldwide 
through its owner subsidiaries and its network of exclusive distributors. The brand joined the 
Safilo Group in April 2012. 
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CREATE AN INSIGHT & FORESIGHT 
FOR YOUR BRAND BY LOOKING FORWARD NOT BACKWARD.  

 

YOUR BRAND HOLDS THE KEY TO YOUR FUTURE. 
BE A FUTURISTIC BRAND  

 

WHEN NOBODY WANTS TO DO IT & WHEN NOBODY CAN DO IT, 
BE THE ONE THAT DOES IT 

 
KEEP ON BRANDING. 

THAT’S THE WAY FORWARD & THE WAY TO GO. 
Dr KKJohan

BRAND
THOUGHTS & TIPS

BRAND STORYTELLING: PUT CUSTOMERS AT THE 
HEART OF YOUR BRAND STORY
By Miri Rodriquez

While most brands understand the fundamentals 
of storytelling techniques, some still continue to 
explain how their product of service is able to help 
the customer and not demonstrate how the life of the 
customer has changed because of the brand.  Written 
by an award-winning storyteller, Brand Storytelling 
goes beyond content strategy and delves into where 
it all begins. Featuring case studies like Expedia, Coca 
Cola and McDonalds, the book explains why AI and 
automation is just one side of the story, and focuses on 
the aligning of an emotive connection to strengthen 
the brand’s long term growth.

BRAND NEW NAME: A PROVEN, STEP-BY-STEP 
PROCESS TO CREATE AN UNFORGETTABLE 
BRAND NAME 
By Jeremy Miller 

Choosing a brand name is one of them most important 
decisions to make for an entrepreneur. A well-thought 
of brand name defines the brand and has the ability to 
shape the future of a business. Brand New Name shows 
you how to name, or rename a brand, product or service 
simply and strategically. The book also reveals how 
names persuade people and get stuck in their minds, 
as well as the some iconic brands. Brand New Name 
brings together a practical how-to guide with loads of 
examples and inspirational stories so you can create a 
brand name that you will be proud to own.

BOOK OF BRANDING
By Radim Malinic 

An essential addition to the start-up toolkit, Book of 
Branding is designed for entrepreneurs, founders, 
graphic designers, brand creators and anyone seeking 
to decipher the complex world of brand identity. Book 
of Branding is a creative guide for new businesses, 
start-ups and individuals who believe a good visual 
identity is at the heart of brand strategy. Written in 
a conversational, jargon free tone, the book helps 
the reader to understand essential elements of the 
brand identity process. With first-hand experience, 
insights and tips, the book demonstrates real life case 
studies that show how good collaborative work can be 
achieved.
  

DO GOOD: EMBRACING BRAND CITIZENSHIP TO 
FUEL BOTH PURPOSE AND PROFIT
By Anne Bahr Thompson

Consumers these days are committed to brands 
that show good citizenship, when it comes to fair 
employment practices, social responsibility and 
charitable giving. Customers nowadays often support 
organizations who commit to doing good as part 
of their business philosophy. Well-researched and 
easy to read, Do Good provides insights, examples 
and practical tips for creating brands with a solid 
purpose. Do Good explores going beyond providing 
a product of service in the market. A good book 
for entrepreneurs and brand managers, the book 
provides relevant info on how to make products 
and services more meaningful to consumers while 
gaining profit

THE FUTURE OF PACKAGING: FROM LINEAR TO 
CIRCULAR
By Tom Skazys

When it comes to branding, packaging is often called 
“The Silent Salesman”. It is a vital tool for branding 
strategies because it is the first and most often only 
branding touch point with consumers at stores. In 
today’s sustainability-focused society, single use 
packaging tends to go directly to landfill and this 
a major concern for ecologists. In The Future of 
Packaging, Skazy explores a future of a circular economy 
limiting overconsumption and waste. A good  source 
of knowledge and inspiration for start-ups and larger 
established product companies, the book is an essential 
a guide to designing our economy out of waste and into 
more sustainable brand innovation. 

THE AGE OF INFLUENCE: THE POWER OF 
INFLUENCERS TO ELEVATE YOUR BRAND 
By Neal Schaffer

In the midst of an unprecedented digital 
transformation, companies are increasingly looking 
at tapping into brand influence to further drive their 
brands. Social media has democratized authority 
and influence, and information which is created 
and consumed continues to evolve. In The Age of 
Influence, internationally recognized social media 
marketing expert, Neal Schaffer shares how the shift 
in social media plays a significant role in online 
marketing in the Influencer Era. Influencer marketing 
is about establishing relationships, turning fans into 
influencers and leveraging that influence to share 
messages in a more credible and authentic way. The 
book is ideal for those looking to successfully spread 
their brand messages in the age of social media.
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