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The Ultimate Brand Champion Trophy
THE MARK OF DISTINCTION

The BrandLaureate Special Edition World Awards trophy is a masterpiece that 
personifies the BRAND CHAMPION. The design for this trophy and crafting is akin to 

the science and arts of branding.

Embossed on the three sided trophy, are The BrandLaureate’s statuettes which 
symbolizes distinction and perfection. The embossment signifies that brands must 
stand out and per      petually imprinted in the minds of consumers; a feat which only 
strong and successful brands are able to achieve this. Brands that are embossed 
upon the minds of consumers have strong mind recall as they have created good and 
lasting impressions which bring untold value to the brand. These brands are always 
the chosen or preferred choice. This is the HALLMARK of SUCCESSFUL BRANDS and 

the DIFFERENTIATING FACTOR between the ORDINARY and the CHOSEN.

The stance of the statuettes  with their hands stretched out heavenward  to support 
the globe atop the trophy is an expression of the pioneering and gung-ho spirit that 
all brands must have if they want to conquer new horizons. It signifies the innovative 
spirit and brilliant ideas that will elevate and push the brand to greater prominence.

These strong qualities are further enhanced by the ever watchful statuettes minds’ 
eyes that are alert and watchful, observing the changes and challenges present in 
the industry and environment. Brands must be on their toes and on guard to ward of 

challenges and seize opportunities that come their way.

The globe located at the pinnacle  of the trophy represents the brand’s global reach 
and the nodes show the interconnected world which we are in today, where new 

possibilities are created everyday through the spirit of innovation and creativity.

The three statuettes stand on a firm base which represents the solid foundation of the 
brand. Every successful brand needs a strong footing inorder to propel forward and 

nurture sustainability and longevity.

The trophy made of pewter and gold plated in 24k gold is most befitting of the 
winners of The BrandLaureate Special Edition World Awards. It is undoubtedly a 
cherished milestone in the journey of any brand, driven by the vision and fueled, with 

an undying mission  to INSPIRE, IMPACT & IGNITE brand excellence.

Knowing the Science of Brands
Understanding the Arts of Branding

The Award speaks for itself,
says it all, Does it all, Has it all !

The discovery and development of a brand is a science, whilst the 
building and branding of a brand is an art. The coming together 
of science and arts create successful brands, brand champions, 
which is the inspiration behind The BrandLaureate Special Edition 
World Awards.

Great brand leaders, from past to present have constantly inspired 
us, planting seeds of progress which shape the future we live in 
today. Albert Einstein once said that imagination is better than 
knowledge, while Leonardo Da Vinci and Isaac Newton inspired 
the world with their artistic and mathematical genius. Modern 
icons like Bill Gates, Mark Zuckerberg, and Stephen Hawkins 
continue to pave the way with their new inventions, penetrating 
innovation and visionary insight-inspiring millions and bringing the 
world closer together than ever before.

Moving along this promising trajectory, what is your brand 
story? Do you fly high in the spirit of innovation to achieve new 
breakthroughs, discoveries and create a better future?  What 
insights and ideas must you have to build a strong brand? These 
questions are keys that will unlock the potential of your brand 
success. Knowing the brand and understanding the brand will 
unravel new ideas and spur the spirit of innovation. Imagine the 
best of science and art coming together to build brands that stand 
out and shape the world. This is the same way how Steve Jobs 
developed Apple and the iPhone which revolutionized the world of 
communication and simultaneously spawned a multi-billion dollar 
industry.

The future is in brand and nothing else. INSPIRING,INNOVATIVE, 
INGENIOUS, IMPACTFUL & INFLUENTIAL BRANDS that drive 
economies and rule the world. Mega brands such as Coca Cola, 
Nestle, Samsung, Google, Starbucks, Mercedes Benz implode & 
explode with sublime power, impacting consumers’ consciousness 
on a subliminal level and igniting the desire in them to aspire for it. 

The BrandLaureate Special Edition World Awards 2015 raises 
brands into the next great level of brand awareness. These 
brand champions are way ahead of the curve and celebrate their 
innovative spirit in creating trendsetting breakthroughs which 
cannot help but inspire the world. The Award also inspires a new 
generation of brand builders and innovators that will keep the 
momentum going with their bold trendsetting ideas. 

Just like brands that establish their global presence and connects 
the world with their footprints, this Award brings together the 
best of brands of the world.  Beginning with Kuala Lumpur, this 
prestigious endeavor will move on to other cities of the world in 
its bid to honour brands that have mastered the art of branding 
and inspire brand excellence in timeless resonance. There is 
no other commanding and prestigious brand award, than The 
BrandLaureate Special Edition World Awards 2015, the Ultimate 
Award for Brands & Branding in the World!
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“ Great Brands Weave Strong Emotional Bonds With Consumers 
& 

Embed Their Brand In The Deepest Recesses of Their Minds.”

- DR. KKJOHAN



H.E. TUN DR. MAHATHIR MOHAMMAD
PATRON OF THE ASIA PACIFIC BRANDS FOUNDATION

fame and acclaim in the international domain, revealing marked quality as 
they renovate themselves into a universal phenomenon.

Undoubtedly, only iconic brands that have mastered the tactics of branding 
to the degree of excellence, capable of generating a lasting, positive 
impression, eternally embossed and imprinted consumers’ minds, are 
shortlisted, vetted and channelled through the stringent selection process; 
emerging on top as the very best in The BrandLaureate Special Edition 
World Awards 2015.

Sieved from amongst the very finest, these chosen brands proudly surface 
as the preferred choice, the hallmark of victorious brands that differentiates 
the ordinary from the chosen. And it is to these select few that I extend my 
earnest congratulations; for today you are recognized for not only branding 
yourselves expertly, but this country as well.

H. E. Tun Dr. Mahathir Mohamad

I am enthused by this most recent development. 
To me, this celebration of greatness, from a 
global vantage point, is a welcome breath of 
fresh air. To envisage an award so unique that 
it is fashioned and purposed to go to the cities 
of the world is to recognize and elevate the 
very best of brands in every domain. Such an 
innovative and adaptable initiative will go on 
to interlace unbreakable ties with consumers 
in the marketplace, and simultaneously stamp 
the niche properties of the brand to stand out 
amongst the competition; thereby embedding 
the brand in the deep soil of immortality, 
simultaneously adding untold value to the 
brand.

In the interest of reinforced sustainability, I urge 
you to test the extreme limits of your brand in 
the global playing field, with the very threshold 
of your brand pitted against the finest in the 
world. As the strength of metal is tested in the 
fiery furnace, so too shall go-getting brands 
be put through the global test; ultimately 
passing with flying colours and rising up to 

YBHG. TAN SRI DATO’ SERI DR ASEH CHE MAT
CHAIRMAN OF THE ASIA PACIFIC BRANDS FOUNDATION

A potter takes an unassuming lump of clay, 
pours out his heart and soul into it, and 
creates a breathtaking work of art. Such a 
talented craftsman can generate astonishing 
artwork using only the most basic of materials. 
In essence, the artist gives a part of himself 
to his creation, but in so doing, does not lose 
anything, but rather, gains more.

Likewise, a sculptor takes an unassuming 
piece of wood, and with strokes of genius, 
refines it into a masterpiece that will survive 
the weather of time itself. It is as though the 
masterwork had been lying in abeyance, 
waiting inside it all the while – just biding its 
time to be birthed! The greater artist’s gifting, 
the more marvellous the work of art will turn 
out to be; for it will convey greater depth and 
superior meaning, regardless of the quality of 
raw material used.

In a similar way, global acclaim and recognition 
shapes a brand into something spectacular, 
giving it an added edge that makes it even 

greater. In this respect, The BrandLaureate Special Edition World Awards 
2015 is a defining factor that blesses a brand with a quintessential element 
of greatness, an elite mark of a higher calibre, distinguished and recognized 
amongst its global peers, set apart, for years to come; unequalled – 
incomparable due to the interim of time and the rift of geography.

I gaze upon those from the echelon of greatness present amongst us today 
with splendorous awe. The Asia Pacific Brands Foundation is genuinely 
proud to have you among its prominent brand builders. I beseech you 
to keep aiming for greener frontiers as there is no limit to what you can 
accomplish for yourself, your brand and your homeland if you channel the 
very best that you are into this perpetual endeavour, in the spirit of nurturing 
a formidable global presence. 

Ybhg. Tan Sri Dato’ Seri Dr Aseh Che Mat
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than to congratulate each one of you for simply being the best that you 
can be! I envision inspiring brightness before me; for the days ahead 
have been paved by the inertia of your achievement today, propelled by 
your Visions and Missions, beautifully arranged and layered soundly by 
the hope of greater things to come in the dimension of fineness.

We do not limit your celebration to the past, for equipped with this 
quintessential award, an empowering garland of matchless awe and 
splendour, we usher you into a future of endless brilliance. Abundant 
and overflowing with sublime recognition; gushing with unstoppable 
inertia – firmly poised to inspire a new generation of brand builders and 
innovators who will keep the momentum going with bold and revolutionary 
trendsetting ideas!

Kudos to you. The APBF is deeply honoured to have you here amongst 
the crème de la crème of the nations of the world.

It brings me tremendous pleasure to welcome 
you to The BrandLaureate Special Edition 
World Awards 2015 of the APBF; a one-of-
its-kind, non-recurring, globetrotting tribute 
to ultimate brands destined to be ingrained 
in the history books, emboldened by a great 
calling to define a nation, both intrinsically 
and outwardly, in the heart of patrons and 
the eyes of the world!

I have well-placed faith in your remarkable 
capabilities as prominent brand captains, 
able to fine-tune the symphony of branding 
in order to mesmerize new frontiers of 
prominence. Your brand journey has inevitably 
led you here, to this very place of recognition; 
a moment of sheer grandness and imposing 
stature. Because not only are winners of The 
BrandLaureate Special Edition World Awards 
2015 ranked amongst the greatest brands 
that have touched lives in the ecosystem 
of this country, but they also represent the 
epitomes par excellence of their respective 
classes.
It would surely give me no greater pleasure 

Truth be told, the present glory can only be 
possible because of the great price paid in the 
past. As an awards and branding foundation, we 
have poured out our heart and soul to become a 
success. And after a cascading decade of sublime 
accomplishment, something greater has been 
born out of the well-tilled soil of branding – and 
that greatness has manifested itself in the form of 
tonight’s fine gathering. I am utterly proud to bring 
you The BrandLaureate Special Edition World 
Awards 2015 – a unique elite award ceremony 
purposed to recognize prominent brands that 
exude niche, sustainable, trendsetting and truly 
extraordinary qualities!

Upon the foundations of former glory, a new, 
heightened level of magnificence rises like loud 
thunder in the sky to meet luminous brands that 
are likewise entrenched, built and reinforced upon 
the striving of former days, equipped to venture 
beyond into the realm of timeless excellence. For 
such exceptional brands to meet with such an 
uncommon epitomic award, it would seem like an 
arrangement ordained in celestial places! This is 
an opportune time indeed!

Experience has taught me that acknowledgement 
when you least expect it brings a novel sense of 
rush and excitement. Annual or seasonal awards, 

regardless of how acclaimed, grand , sensational or elegant, can 
sometimes be taken nonchalantly, or worse still, taken for granted as 
a common occurrence; thereby losing their magic and meaning. Those 
of you who are here are predestined for something out of the ordinary – 
something extraordinary – the sort of accomplishment that can only be 
cradled and contained by the lithe enchantment an unforeseen feeling.

A singular award such as this sends a powerful surge across the horizons 
of branding. It brings something refreshingly new to the table; and due to 
its rarity and uncommon trait, becomes a compelling attainment of desire, 
one that can only be seized by champions, and even that within a limited 
window of opportunity, plus by exclusive invitation only. Furthermore, the 
probability of being honoured with such an emblem of recognition once 
again is ultra slim, considering the international trajectory this endeavour 
is preset to take – one destined to pave a global pathway, with recurrence 
in this part of the world no less than a decade from now.

Destiny is a force to be reckoned with and no one can refute that it 
is your destiny to be here tonight – embellished in the majesty of The 
BrandLaureate Special Edition World Awards 2015!

DR. KKJOHAN
PRESIDENT OF THE BRANDLAUREATE

DR kkjohan

YBhg Datuk Wira Jalilah Baba

YBHG DATUK WIRA JALILAH BABA
ADVISOR OF THE ASIA PACIFIC BRANDS FOUNDATION
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CHEW BEE PENG
CEO OF THE BRANDLAUREATE

As a departure from conventional or traditional recurring awards, this 
unique endeavour will not take place in motherland Malaysia again anytime 
soon as it is formulated to be a global gyratory event. Set to be held at 
undetermined intervals in various key geographical locations throughout 
the globe; its historic inaugural ceremony has been locked down here in 
the capital of Malaysia – something we are all most privileged to be a 
part of. Winning this award means that the recipient would reign as the 
undefeated brand champion for a considerable amount of time. And it is 
precisely this unique quality that makes the categorical recipients of the 
award unmatched for years to come. In view of this, the best thing that we 
can do now is savour this blessed occasion – every precious moment of 
it – wholeheartedly and with undivided attention!

One thing’s for certain: not only are the winners of The BrandLaureate 
Special Edition World Awards 2015 ranked amongst the greatest brand 
maestros that have touched lives and impacted the ecosystem of this 
country, niche and entrenched, tailored to local needs in the light of 
escalating global demands, poised to be the best on the planet; but they 
also signify the ultimate embodiments of merit upon the universal playing 
field. This surely gives good cause for celebration – so please enjoy the 
night and make it a time to remember!

Welcome to The BrandLaureate Special Edition 
World Awards 2015 – a refined culmination 
of recognition involving only the finest brands 
throughout the years, materializing in a singular 
event of marked importance!

If anyone were to ask me how I might sum up 
this occasion, without a moment’s hesitation, my 
response would be: ‘An Exquisite Moment in Time’. 
And I would be spot on in believing so! Needless to 
say, to be a part of something so exceptional that it 
will not transpire here for another decade is to be 
part of something truly special – a near once-in-a-
lifetime phenomenon!

In the same manner brands aspire to establish 
their global presence and connect the world with 
their footprints, this breakthrough undertaking is 
intended to bring together the best brands of the 
human civilization. Beginning with Kuala Lumpur, 
this prestigious venture will move on to other great 
cities of the world to honour epitomes that have 
mastered the various spectrums of branding and 
inspire brand excellence via timeless resonance. 
Poised as a trendsetter for branding with 
divergence, we proudly take the reins to introduce 
the illuminating dimensions of branding to the four 
corners of the Earth – and it all begins here on this 
wonderful night! chew bee peng

“ Brands Must Be Able To Put Smiles on Faces, 
Bring Satisfaction To Hearts & Contentment to Souls.”

- DR. KKJOHAN



THE ASIA PACIFIC 
BRANDS FOUNDATION

The World’s 

BEST BRANDS

Founded in 2005, the Asia Pacific Brands Foundation (APBF) is a non-profit organization dedicated to developing 
brands in a myriad of business backdrops. Led by its Patron, H.E. Tun Dr. Mahathir Mohamad, Malaysia’s fourth 
Prime Minister, together with a Board of Governors who are experienced captains of industries and established 

brand icons.

The power of branding is a visual, auditory and sensory experience which is undoubtedly vital to the success of 
brands. Brands are catalysts that transcend achieving objectives, making profits or establishing one’s status so that 
it appeals to consumers. In reality, consumers’ buying preferences are determined by the way brands attract and 

engage them.

It is crucial that organizations realize the significance of brands and branding. Likewise, consumers must also be 
educated and informed concerning the qualities of good brands and best-branding practices. This is where the APBF 

steps in to develop the ‘art of branding’.

With aspirations to encourage the awareness of branding in Malaysia and across the world, the APBF takes an 
active role in identifying and nurturing outstanding Malaysian brands on an international platform. The Foundation 
continuously champions its mission to educate and communicate the ‘value of branding’ – with the concept that 
brand culture, combined with good practices, will give Malaysia the edge, even against the world’s most advanced 

nations.

Starting off on a modest note with publication of branding articles in print media, the APBF has gradually evolved 
into an association which organizes branding seminars and forums to discuss the latest issues and developments 
in branding. The commitment of the organization in encouraging the performance of businesses through branding 
has seen the launch of the Tun Dr. Mahathir - The BrandLaureate Lecture Series, with the aim of furthering the 

objectives of the APBF.

After its establishment, the APBF has embarked upon a number of initiatives through The BrandLaureate to support 
its brand mission. Among the significant events initiated include The BrandLaureate Awards, first in 2006; for 
Multinationals (MNCs), Public Listed Companies (PLCs), Trans-National Corporations (TNCs), Government Linked 
Corporations (GLCs) and Large Corporations (LCs). With the success of the awards, the APBF then launched The 
BrandLaureate – SMEs Chapter Awards (now renamed SMEs BestBrands Awards) to honour the Small and Medium 

Enterprises (SMEs).

A visionary organization, the APBF aims to continue to take branding into a new dimension via its heartfelt 
commitment and undying passion.
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“ In A Brand Driven Race, 
Only The Astute & Agile Will Survive.”

- DR. KKJOHAN
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Brandpreneur Life aInspired 
Achievement Award 2015

YBhg. Tan Sri Dato’ Dr. Ir. Gan Thian Leong
Executive Chairman
Brunsfield International Group

YBhg Tan Sri Dato’ Dr Ir Gan Thian Leong leads Brunsfield International Group as 
the Group Executive Chairman with a vision to develop the group into a world-class 
entrepreneurial organisation excelling in global networks and strategic partnership 
ventures. He is recognised for his sterling leadership, enterprising spirit, and 
magnanimous efforts in driving excellence with a great tenacity and inspiration 
as well as his philanthropy contribution in societal, environmental and economic 
community projects.

Under the leadership of Tan Sri Dato’ Gan, the Brunsfield International Group has 
won many awards and accolades both locally and internationally for its outstanding 
performances in its exemplary services and solution.

Tan Sri Dato’ Gan was honoured by The Asia Pacific Brands Foundation with the 
“BrandLaureate Brand Personality Award” in year 2014 in recognition of his illustrious 
career in the real estate and property development industry and for his contribution 
to the country. In year 2012, Tan Sri Dato’ Gan was awarded the “BrandLaureate 
Hall of Fame Award”. He is recognised for his sterling leadership, enterprising spirit, 
and magnanimous efforts in driving excellence with  great tenacity as well as his 
philanthropy contribution in societal, environmental and economic community 
projects.

In year 2014, Brunsfield was awarded by The Asia Pacific Brands Foundation with 
“BrandLaureate BestBrands – President’s Award” in Real Estate Integrated Property, 
Engineering & Construction and in year 2012, received the award on “Corporate 
Branding – Best Brands in Property Development and Construction” as a dynamic 
and competitive brand displaying best branding practices in the development of the 
organisation’s growth.

Brunsfield won the “Design Innovation and Invention Gold Medal Award” in Geneva, 
Switzerland and was also awarded the “Best Employer in Asia” by Hewitt Associates 
America.

Tan Sri Dato’ Gan was awarded “Honorary Fellow” by The Institution of Engineers, 
Malaysia (IEM). This award is given to a distinguished person of acknowledged 
eminence and exemplary character who has rendered substantial and outstanding 
services to the engineering profession, the Institution and to the nation.

Tan Sri Dato’ Gan is the Chairman of the Board of Trustees for Brunsfield Foundation, 
formed with the objectives to nurture education and research & development in the 

field of engineering, sustainable development, leadership and entrepreneurship. 
Through the foundation, Tan Sri Dato’ Gan established the “Brunsfield Oxford Asean 
Human Rights Scholarships” with the University of Oxford, United Kingdom aimed at 
human rights advocates from Asean countries. 

Tan Sri Dato’ Gan serves in the President’s Council of University of Ottawa, Canada, 
and is the main contributor to the establishment of “Brunsfield Engineering Student 
Projects & Entrepreneurship Centre”. In year 2008, Tan Sri Dato’ Gan was awarded 
“Faculty of Engineering Alumni Award of Excellence” and in year 2009, received an 
“Honorary Doctorate” from the University of Ottawa, Canada in recognition of his 
exemplary role model as an alumna’s contribution to the engineering profession, 
the community and to the university. Brunsfield and the University of Ottawa’s 
collaborative-partnership successfully established the “Brunsfield International 
Scholarship and Internship” programme.

Loughborough University in the United Kingdom, awarded the “Honorary Doctorate 
of Technology” to Tan Sri Dato’ Gan in recognition of his outstanding commitment 
and leadership shown towards the learning and development of Loughborough 
University students in a global context.

Tan Sri Dato’ Gan was formely a Board member in the Malaysian Construction 
Industry Development Board Malaysia (CIDB) and was appointed Chairman of 
The Malaysian Construction Industry Master Plan (CIMP). Tan Sri Dato’ Gan was 
honoured “The CEO of the Year Award” in year 2007, an achievement of excellence 
from the Construction Industry Development Board Malaysia.

Tan Sri Dato’ Gan is a Board member of the Kuala Lumpur Business Club (KLBC), a 
Board member of the Cancer Research Initiatives Foundation (CARIF), an Honorary 
Fellow of the Asean Federation of Engineering Organisations (AFEO), a member of 
the American Society for Civil Engineers (ASCE), a member of the National Society 
of Professional Engineers – USA (NSPE), a member of the Canadian Society for Civil 
Engineers (CSCE), a former council member and fellow member of The Institute of 
Engineers, Malaysia (IEM) and a member of the Board of Engineers, Malaysia (BEM).

Tan Sri Dato’ Gan serves as a Board member in the Sime Darby Brunsfield Group, 
Sime Darby Brunsfield IOI Group, Brunsfield Iskandar Waterfront Group and Pr1ma 
Brunsfield Holdings Group (1Malaysia urban professional housing programme) and 
is a member of the Malaysian Red Crescent National Executive Board & National 
Council.

YBhg Tan Sri Dato’ Dr. Ir. Gan Thian Leong
was represented by  Mohamad Hassan Zakaria during the Award’s dinner



Brandpreneur Life aInspired 
Achievement Award 2015

YBhg. Tan Sri Dato’ Danny Tan Chee Sing
Founder
Tropicana Corporation Berhad

An Enterprising High Achiever
Starting his early education at a Chinese-language primary school, Tan Sri Danny 
Tan Chee Sing went on to study at the Batu Pahat Secondary School and obtained 
a Certificate of Cambridge in English. His proficiency in both English and Chinese 
provided him with the much-needed foundation that speared his career to success.
Upon graduation, Tan Sri Danny worked with the US-funded AIA Insurance as an 
Insurance Agent. Then, together with his brother, Tan Sri Dato’ Vincent Tan, he 
ventured into starting trading companies that focused on the sale of refurbished 
cars and machinery.

In the early 1980’s, Tan Sri Danny founded Indah Corporation Berhad in Johor 
Bahru. Alongside Tan Sri Dato’ Vincent, he invested in land and started developing 
the property industry. In the time when Malaysia was going through a trend in 
commercialization, the brothers acquired agricultural lands, commercialized them 
and then resold them to listed companies. With substantial profits, the duo went on 
to develop other businesses.

The Founder of Tropicana Corporation Berhad was appointed to the board of the 
company in July 1995. In 2013, he resigned as Group Chief Executive Officer and 
was re-designated as the Group Executive Vice Chairman. He also holds the position 
as the Chairman of the Executive Committee and Option Committee of Tropicana.
As a businessman and entrepreneur, Tan Sri Danny has invested in public and private 
limited corporations, and is the owner of an array of businesses. His professional 
experiences are in various industries – including property development, resort and 
restaurant management, leisure and entertainment operations.

Foremost Lifestyle Trend Shaper
In light of his vast experience,Tan Sri Danny Tan manages a large listed property 
group and owns companies involved in a wide range of businesses which include 
property, construction & medical centre sectors, plus clubs, hotels as well as food 
& beverage.

Tan Sri Danny’s award-winning property development company, Tropicana 
Corporation Berhad, is known for its iconic development – Tropicana Golf & Country 

Resort. The project has a strong track record and is known for its reputation for 
quality living. Wearing many hats, he is also the Group Executive Vice Chairman of 
Tropicana Golf & Country Resort Berhad, Chairman of Sports Toto Malaysia Sdn. 
Bhd. and a Trustee of Tropicana Foundation.

Recognized as an industrious entrepreneur, Tan Sri Danny is known to be firm when 
it comes to making decisions. A man who values his family’s privacy and security, he 
is known as a big-hearted employer. He believes in showing appreciation to his staff 
through gifts and employee share option schemes. As a fan of good food, Tan Sri 
Danny enjoys Chinese cuisine at the Spring Garden Tropicana Restaurant, located 
at the Tropicana Clubhouse.

Having a Heart for the People
Keeping his charitable contributions low-key for years before, Tan Sri Danny Tan 
started the Tropicana Foundation, formed under the umbrella of Tropicana Corporation 
Berhad. As a Trustee, his objective is ‘to improve the lives and lifestyles of the 
underprivileged communities through funding and other charitable programmes’. 
The Foundation also provides assistance by supporting local health, education and 
other non-profit organizations.

Tan Sri Danny has achieved many milestones with his experiences in the property 
industry for over two decades. As a pioneer in the residential resort-style living with 
the development of Tropicana Golf & Country Resort, together with his team, he 
has managed to set the brand apart through accessibility, connectivity, innovative 
concepts & designs, generous open spaces, amenities, facilities, multi-tiered 
security and quality.

He believes strongly in innovation and redefining lifestyles through the creation of 
integrated developments – incorporating residential and commercial components to 
create thriving townships. For Tan Sri Danny, home is truly where the heart is, as he 
continues to believe that building homes need to appeal – not just to the eyes and 
minds of people – but also to their hearts.



Brandpreneur Life aInspired 
Achievement Award 2015

Ybhg. TAN SRI DATO SRI LE0NG HOY KUM
Managing Director & Chief Executive Officer
Mah Sing Berhad Group

Tan Sri Dato’ Sri Leong Hoy Kum is the man behind the success of Mah Sing Group, 
one of Malaysia’s fully-integrated developer with a complete collection of landed 
and high-rise residential, commercial and industrial properties.

With a history of more than 22 years, the Group is well entrenched in the country’s 
property market with a track record of developing and completing prime residential 
and commercial projects across Malaysia’s property landscape. 

A successful entrepreneur, Tan Sri Dato’ Sri Leong Hoy Kum turned the business 
from a small entity into a billion dollar brand and Mah Sing’s footprints now extend 
to over 46 housing projects in the Klang Valley, Johor Bahru, Penang and Kota 
Kinabalu. The Group’s properties range from high-rise and landed residences to 
integrated commercial centres and niche industrial parks. The group has more than 
31,000 members in its customer loyalty programme, M Club.

Amongst its current key projects are the “Iconic Series”, which are architectural 
masterpieces with one goal — to reshape the Kuala Lumpur skyline. They represent 
innovativeness and are known for their revolutionary design and exceptional quality. 
Mah Sing has four Iconic Series projects;  the first was The Icon Tun Razak @ Jalan 
Tun Razak followed by Icon Residence @ Mont’Kiara, Icon City, Petaling Jaya and M 
City, Jalan Ampang.  Mah Sing also recently opened its first neighbourhood lifestyle 
mall, Star Avenue Lifestyle Mall, in Sungai Buloh. 

Tan Sri Dato’ Sri Leong Hoy Kum business philosophy is to create win-win scenarios 
and build long term relationships with customers, staff, business associates and 
contractors, a mission which he has been able to achieve over the years.

Tan Sri Dato’ Sri Leong Hoy Kum is one who strongly believes in the power of 
brands and branding. As a  visionary and leader of high distinction and the key driver 
of the brand’s success, Tan Sri Dato’ Sri Leong Hoy Kum distinctive and dynamic  
leadership has  steered Mah Sing, the brand to its desired position. He has inspired 

many with his conviction, determination, passion and resilience. At the same time, 
he has set new trends and best practices, imprint hisfootprint in the country and 
impacted the lives of many with his brandpreneurism.

He continues to engage and connect with its shareholders and stakeholders and 
through  various strategies and communication platforms build Mah Sing’s brand 
presence, creating top of mind recall for his personal self as the brand champion of 
Mah Sing and Mah Sing as the preferred choice in the industry.

While being successful and achieving good track records for the brand is important, 
Tan Sri Leong is a caring leader committed to giving back to the community that 
Mah Sing operates in. A philanthropist at heart, Tan Sri Dato’ Sri Leong Hoy Kum 
started the Mah Sing Foundation in 2005 as part of Mah Sing’s corporate social 
responsibility initiative.

The objectives of the Foundation are to receive and administer funds specifically for 
medical, educational and charitable purposes besides being tasked to raise funds 
via annual fund-raising activities and events.

To date, the Foundation has donated generously to charities in Malaysia and 2014 
was a record breakingyear for the Foundation, where it raised over RM3 million, the 
highest amount since its establishment and donated to 22 charities. Tan Sri Dato’ 
Sri Leong Hoy Kum strongly believes that there is no act better for the heart than 
reaching out to help those really in need.

Having been in the property sector for over 22 years, Tan Sri Dato’ Sri Leong Hoy 
Kum feels that it is important for any business to understand the importance of 
change and to innovate or adopt new and effective methodologies in order to be 
able to cater to market needs. Under his leadership, Mah Sing has introduced many 
changes that has made the brand more appealing to property buyers and provide a 
pleasant brand experience in all its undertakings.

YBhg Tan Sri Dato Sri Leong Hoy Kum 
was represented by Lyanna Tew Hui Si  during the Award’s dinner
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A Life, Designed by Fashion
Successful entrepreneur and fashion mogul, Dato’ Seri Dr. Farah Khan, is a woman 
with a life rich with vibrant colours. Her father was a diamond merchant and 
her mother a boutique owner. She is the middle child of five siblings. Picking up 
tailoring skills from her mother, the Singaporean-born powerhouse had always been 
interested in the world of fashion. In fact, her forayinto fashion beganin 1974 with 
the opening of her boutique, The Link, at Mandarin Hotel in Singapore.

When she moved to Kuala Lumpur, Dato’ Seri Dr. Farah sold the boutique. Her love 
for fashion saw her open up a new boutique at The Weld, Jalan Raja Chulan, in 
the early 1980’s. Dato’ Seri Dr. Farah went on to establish The Melium Group in 
1989. Today, the Founder and President leads nearly 40 stores in Malaysia. She was 
instrumental in getting distribution rights for over 100 fashion and lifestyle brands – 
including Aigner, Givenchy, Roger Vivier, Emilio Pucci and Hackett London.

Her business acumen and keen insights spearheaded the company to rapidly evolve 
into one of the largest retail groups in Malaysia. When Dato’ Seri Dr. Farah realized 
that Malaysian fashion lovers had become more astute in their purchasing habits, 
she introduced mixed-brand stores like Aseana and M Store that stock labels such 
as Alaïa, Victoria Beckham and Mary Katrantzou.
Her enterprising efforts have led her to diversify The Melium Group to include food & 
beverage outlets such as DOME Café, Aseana Café Bar, Warung and Mamasan in its 
portfolio. In 2015, Dato’ Seri Dr. Farah steered Melium to its first real estate project 
with the establishment of Seminyak Village, an iconic boutique shopping centre in 
Bali, Indonesia.

A Label to Remember
Ever the fashion lover, Dato’ Seri Dr. Farah Khan launched her namesake label 
in 2007. Uniquely combining intricate Southeast Asian beadwork with casual-
contemporary silhouettes, her collection is known for its practicality with a touch 
of glamour.

Being a hands-on leader, Dato’ Seri Dr. Farah personally overseas all design and 
brand-building exercises. Offering ready-to-wear and couture collections, her 

ready-to-wear collection is being showcased at the Paris Fashion Week. The 
creative director has been invited to showcase her collection all over the world, 
including Windsor Castle, England, and at the Cannes Film Festival, Monte Carlo. 
Today, Farah Khan has four free-standing stores in Malaysia and Indonesia. Her 
enterprising qualities have led the brand to become the first Malaysian brand to be 
retailed in over 70 cities.

After dressing celebrities from many cities, the Farah Khan label reached a new 
level with the announcement in May 2016 that it would make a special collaboration 
with Malaysia Airlines. Dato’ Seri Dr. Farah will be redesigning the iconic kebaya 
uniform of Malaysia Airlines’ cabin crew.

A Businesswoman with Heart
The astute businesswoman does a lot more than heading Melium and creating 
spectacular gowns for runaways. She is committed to the wellbeing of the 
community and ensures she takes time to organize charities auctions and events, 
with children’s causes close to her heart.

Dato’ Seri Dr. Farah has raised over RM13 million for various charities. In 2013, she 
spearheaded a four-city effort called Friends of Bali in Kuala Lumpur, Singapore, 
Jakarta and Bali. The event was in support of the Balinese who were hurt or killed 
as well as their families affected by the October 2002 bombing.

Another of her achievements in helping those in need include successfully raising 
RM3.55 million in one night. This was in 2014, when she co-chaired The Melium 
Group and Malaysia Tatler 25th Anniversary Charity Auction.

No stranger to awards and recognition, she has received many accolades in 
her career, including the Asia Pacific Entrepreneurship Awards 2008 – Woman 
Entrepreneur of the Year and Altagamma Award (Italy) in 2004. Her efforts in the 
corporate and fashion industry saw her being conferred an honorary doctorate by 
University of Limkokwing.

ybhg. Dato’ Seri Dr. Farah Khan
President and Founder
The Melium Group



“ Brand Must Always Be Ahead of Time, 
Always Looking Forward & Moving Ahead. “

- DR. KKJOHAN

Premier Corporate Brand Awards
the brandlaureate special edition world awards 2015

27



the brandlaureate 
special edition world awards 2015

The BrandLaureate Premier Corporate Brand Awards
The Pride of the State and Nation
Johor Corporation (JCorp) was established as a public enterprise and a statutory 
body via Johor Enactment No. 4 1968 (as amended under Enactment No. 5, 
1995). As a State-owned Conglomerate, JCorp, through its Group of Companies, 
is involved in core businesses encompassing Palm Oils, Specialist Healthcare 
Services, Foods & Restaurants Services, Property, Port Services, Hospitality, 
Entrepreneur Business as well as Oil & Gas.

From a small plantation organization with 7 staff in the early 1970’s, JCorp has 
grown to become a billion-dollar conglomerate – employing more than 63.000 
people with over 270 companies and associated firms.

The success of JCorp is attributed to the visionary leadership of its past and 
present leaders as well as its Islamic practice of Syura; whereby the decision 
making takes place in a constructive and collective way through a well-structured 
reporting system based on a foundation built of Transparency and Integrity.

As a responsible state-owned conglomerate, JCorp takes its role of Corporate 
Responsibility seriously and has contributed a substantial amount of RM100 
million for its CR undertakings in Malaysia – particularly in Johor.

Key Business Areas of Growth
Plantation – Kulim (Malaysia) Berhad
Kulim is one of the leading palm oil groups with operations spanning over Malaysia 
and Indonesia and recognized for its yield performance in the industry. It was one 
of the earliest palm oil producers to be certified to the Roundtable of Sustainable 
Palm Oil (RSPO) standard and the company’s growth is fundamentally guided by 
Vision 30: 30 – which is to raise fruit yields to 30 tonnes per hectare and palm 
product extraction rates to 30 per cent.

Apart from plantation, Kulim has established itself in the Oil & Gas industry with 
services in the transportation of clean petroleum products and fabrication of Oil 
& Gas pipelines and currently aims at moving up the Oil & Gas value chain.

Specialist Health Care Services – KPJ Healthcare Berhad
KPJ is Malaysia’s leading private healthcare service provider brand with 
25 hospitals across the country, two hospitals in Indonesia, one hospital in 
Bangladesh and a sizeable share in a hospital in Thailand.

A major driver of the Group’s growth is its culture of Innovation – where it 
recorded many firsts in terms of medical treatment and information technology 
and its dedication to continuous improvement. It has more than 1000 medical 
specialists on board and 12,000 staff members who embody the Group’s Vision 
of being ‘The Preferred Provider of Healthcare Services’, and its Mission of 
‘Delivering Quality Healthcare Services’.

Food & Restaurant Services – QSR Brands (M) Holdings Sdn. Bhd.
At the heart of the QSR brand are KFC and Pizza Hut, the two popular quick-
service restaurant brands in Malaysia and the region. A fully integrated food 
operator, QSR is a prominent franchisee of over 750 KFC restaurants in Malaysia, 
Singapore, Brunei and Cambodia; while Pizza Hut has over 350 restaurants in 
Malaysia and 60 restaurants in Singapore.

QSR is fully integrated, from farm to fork, whereby it is extensively involved in 
poultry production and processing as well as baking and sauce production. 
QSR brands and its subsidiaries are all halal compliant and strictly adheres to 
MS1500: 2009.

Property – Johor Land Berhad (JLand)
Johor Land Berhad spearheads the Property Division of JCorp in residential and 
commercial developments in the State. The success of real estate developments 
in Pasir Gudang, Bandar Tiram and premier township of Bandar Dato’ Onn, Johor 
Bahru are fine examples of JLand’s key achievements.

Today, JLand owns prime residential, commercial and industrial real estate in 
highly sought-after location in Johor, including about 1214 hectares of land in 
Iskandar Malaysia.

Extraordinary Conglomerate – a Legacy Brand
Other subsidiaries of JCorp include Tanjung Langsat Port Sdn. Bhd., a specialized 
and dedicated port for petroleum, petrochemical, edible oil and bulk dry cargo 
handling facilities; JCorp Hotels and Resorts which handles the hospitality 
business; and Damansara Reit Managers which is focused on the management 
of public-listed real estate investment trusts within the conglomerate.

Undoubtedly, JCorp has and will continue to impact the economic equilibrium of 
this nation in a most positive and constructive manner.
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Solid Brand Strategy: Building for Success
Mah Sing Group is a premier property developer in Malaysia and a leader in the 
domestic property market. With a 23-year track record, it has built a diverse 
range of projects, from medium to high-end landed residential properties to 
Grade A office buildings, retail projects, SoHo and industrial projects which suit 
the needs of diverse buyers and market segments. The Group strongly believes 
in the co-existence and harmony of its buyers’ needs, the environment around 
the property, and the community surrounding it.

The award-winning brand aims to make luxury living attainable and this is 
reflected in its focus of building luxury homes at affordable rates. As a market-
driven developer, Mah Sing is also one of the forerunners of en-bloc commercial 
sales in Kuala Lumpur.

The Group has won over 100 awards – both locally and internationally – and is 
a testament of its commitment to deliver the best products and services to its 
customers.

Winning Formula: The Right Product Mix & Target Group
Mah Sing currently has 46 development projects under its belt; with 33 ongoing 
projects in various stages of development. It has 32 projects within the Klang 
Valley; 7 in Johor; 5 in Penang and 2 in Sabah.

Mah Sing’s developments will continue to focus within the Klang Valley as it has 
an estimated seven million inhabitants – a number which is expected to increase 
to 10 million by 2020. Projects developed in this area include M City in Jalan 
Ampang, Icon City in Petaling Jaya, Savanna Executive Suites in Southville City@
KL South, Lakeville Residence in Jalan Kuching, D’sara Sentral in Sungai Buloh 
as well as M Residence 1 and 2 in Rawang.

Mah Sing has a large footprint in Meridin East, Johor, where its Greenway link 
homes launch saw an uptake of 85 per cent registration. In Penang, The Loft 
project received encouraging responses.

The main target segment for Mah Sing continues to be the growing young 
population of Malaysians aged 35 years and below. Currently, 54 per cent of 
Mah Sing’s buyers are aged 35 years old and below and most of them are first-
time buyers.

The Group presently has remaining landbank of 2473 acres with gross 
development value (GDV) worth approximately RM26.9 bil. With unbilled sales 
of approximately RM3.97 bil, the total RM30.9 bil is able to support eight to nine 
years of revenue growth.

Legacy: Innovative Financial Scheme & Community Engagement
Mah Sing constantly work towards coming up with innovative offerings to ease 
home ownership. In 2016, the Group launched a deferred financing plan known 
as Lock and Roll. This involves about 10 completed projects located in different 
parts of the country. House buyers are required to pay a booking fee of RM10,000 
to lock a unit and service the interest of their loans for the first 24 months. The 
full installment starts from the 25th month – allowing housebuyers to enjoy a 
better liquidity of funds for the first 24 months.

Aside from that, there was the Luxury Made Affordable campaign that focuses 
on affordable homes with a touch of luxury, buyer-get-buyer referral scheme and 
easy home ownership scheme. This financial scheme is expected to help boost 
sales of the Group’s properties and open new areas of growth.

To reach out to the younger audience, the Group’s marketing strategy focuses 
on digital platform, thematic roadshow booths as well as including engaging 
activities during events.

Under the stewardship of its Group Managing Director, Tan Sri Dato’ Sri Leong 
Hoy Kum, Mah Sing has transformed into an established brand it is today. In 
fact, the Group was named Developer of The Year at the iProperty.com People’s 
Choice Award 2016 for the third consecutive year, ranked the Top 5 in The Edge’s 
Top Property Developers Award 2016 and won the Top Ranked Developer of The 
Year 2016 by The Starproperty.com’s The All-Star Award.

The success of the business has not swayed the Group’s commitment to help 
the less fortunate in the community. Hence, the Mah Sing Foundation was set 
up in 2005; and through the years, this charity arm has been giving back to the 
community through various CSR initiatives.
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Laudable Premier Investment Institution
Permodalan Nasional Berhad (PNB) incorporated on March 1978 has emerged 
as the country’s premier investment institution. As an investment vehicle for the 
Yayasan Pelaburan Bumiputra (YPB), the core function of PNB is to evaluate, 
select and acquire a sound portfolio of shares in limited companies with growth 
potential. Being an organization that specializes in investment, PNB in essence 
acts as a warehouse, whereby shareholdings in these limited companies are 
placed in trust funds and sold to unit holders in the form of smaller units.

Led by its Vision,’to be a distinctive world class investment house’, PNB has 
stamped its mark as the leader and premier investment organization in Malaysia, 
committed to enhance the economic wealth of the Bumiputera community and 
all Malaysians, for the prosperity of the nation.

From its first unit trust scheme, the Sekim Amanah Saham Nasional (ASN) 
launched on 20 April 1981, right up to its latest products, PNB has attracted over 
12.8 million investors. It has a proven track record and has delivered consistent 
investment. Its wholly owned subsidiary, Amanah Saham Nasional Berhad, has 
been instrumental in creating a paradigm shift and changing the mindset of 
Malaysians, particularly the Bumiputera community, in the areas of savings, 
investment and financial planning, and the way they view risks and returns on 
investment.

Managing total funds of more than RM250 billion, PNB has acquired many large 
and strategic companies; and many are industry leaders in their own respective 
fields, such as financials,  services, plantation, property, and industrial products. 
PNB has substantial shareholdings in established companies such as Malayan 
Banking Berhad, Sime Darby Berhad, UMW Holdings Berhad, SP SetiaBerhad, 
Chemical Company of Malaysia Berhad, MNRB Holdings Berhad, I & P Group 
Sdn. Berhad, Malaysian Industrial Development Finance Berhadand Prolintas.

The drive for value has prompted PNB to undertake a series of corporate 
exercises, where companies were acquired, restructured or merged to increase 

operational efficiency and to attain synergistic benefits; thus enabling PNB to 
achieve its aim for consistent returns.

Philosophy of Success
PNB’s success lies in continuously raising awareness and educating the public 
on financial planning and long-term investment.In addition, high ethical values 
of (integrity?) and prudence in its investment management has enable PNB to 
gain the respect and confidence of its investors and industry peers – local and 
international. With this philosophy, PNB has been able to delivercompetitive and 
sustainable returns.

Setting high expectations and goals, PNB has been able to overcome many 
challenges and stay ahead of the competition through the years. The brand 
is open to change and experimentation in the pursuit of excellence and this 
has enabled it to stay relevant through the years. With the wisdom of its strong 
leaders, it has maintained its identity as a credible and responsible organization, 
dedicated to helping Malaysians grow their investments, and in turn, contributing 
to the nation’s economic development.

Community Engagement and Future Plans
Educating the public on the need to save for rainy days is one of the key initiatives 
of PNB. Through its investment education programs held nationwide, PNB has 
been able to educate Malaysians, especially low-income earners and those from 
rural areas, on the need to save and invest for the future. PNB views this effort as 
part of its CSR initiative, where it has achieved significant results as seen by the 
growing number of investors, year over year.

PNB does not rest on its laurels of success. Instead, it is always on the lookout 
for good investmentsopportunities. Moving forward, PNB will continue to review 
its investments to enhance and continue to deliver long-term sustainable returns.
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Gargantuan Homegrown Bank
The Public Bank Group is among the largest banking groups in Malaysia, with 
an asset size of RM385.8 billion as at the end of September 2016. Listed 
on the Main Board of Bursa Malaysia in 1967, the Group is now the largest 
banking group – with a market capitalization of RM76.94 billion as at the end of 
September 2016.

Established in 1966 by its Founder and Chairman, Tan Sri Dato’ Sri Dr. Teh Hong 
Piow, Public Bank enters into its 50th year of operations in 2016. These five 
amazing decades of sustainable growth has led the Group to employ more than 
18,000 staff and serve more than nine million customers across the region.

As one of the top-tier banks in Malaysia, the Group is committed to sustain 
its strong business momentum and leading market positions. It provides a 
comprehensive range of financial products and services comprising personal 
banking, commercial banking, Islamic banking, investment banking, share 
broking, trustee services, nominee services, sale & management of unit trust 
funds, bancassurance and general insurance products. The Group’s strategy 
remains focused on organic growth in the retail banking business, particularly on 
the retail consumers and small and medium enterprises.

It has a network of 259 well-distributed branches and over 2000 self-service 
terminals in Malaysia. In addition to its strong domestic operations, the Group 
has an extensive branch network in the region – with 82 branches in Hong 
Kong, 4 branches in China, 30 branches in Cambodia, 7 branches in Vietnam, 6 
branches in Laos and 3 branches in Sri Lanka.

Shimmering Qualities of an Exemplar Banking Institution
The PB Brand represents the Values of Trust, Honesty and Integrity. Based on 
these core Values, the Public Bank Group has been staying focused in building 
and strengthening a Corporate Culture with Prudent Banking Practices, Strong 
Balance Sheet, Sustainable Profitability and Superior Customer Service – giving 
the Group high public recognition which helps to attract customers and increase 
customer retention.

The exemplar financial institution continues to be accorded with strong credit 
and financial ratings from local and foreign rating agencies. Standard & Poor’s 
reaffirmed Public Bank’s A- long-term rating and A-2 short-term counterparty 
credit rating with stable outlook. Moody’s Investors Service reaffirmed Public 
Bank’s foreign currency long-term deposit rating of A3 and short-term deposit 
rating of P-2 with stable outlook. Rating Agency Malaysia reaffirmed the Bank’s 
long-term rating of AAA – the highest rating accorded by Rating Agency Malaysia, 
and its short-term rating of P1 with stable outlook.

Public Bank’s undivided commitment to prudent management and performance 
excellence continues to be accorded international and domestic recognitions 
such as The BrandLaureate Awards and Trusted Brand Awards. In 2016, Public 
Bank was named the ‘Best Retail Bank in Malaysia’ by The Asian Banker.
 
Generating an Impact in Multiple Realms
The PB Brand has always focused on customer-centric initiatives. It actively 
pursues digital enablement and electronic channels to widen customer reach. 
Public Bank’s PBe – Internet banking and mobile banking are enhanced with 
functional online banking features for easy accessibility and fast handling of 
banking transactions. The Group has also joined Facebook, YouTube, WeChat 
and LinkedIn to increase publicity.

The Public Bank Group sees speed of delivery as an important branding initiative. 
This is well reflected in Public Bank’s strict monitoring of the ‘2-Minute Standard 
Waiting Time’ at frontline counters; and continued reaffirmation by SIRIM on 
the Bank’s loan delivery turnaround time. Having served its customers for five 
decades, the Group continues to strive for the best by providing the latest and 
most relevant products and services that will enable it to stay ahead of the curve.
As a responsible corporate citizen, the Group continues to focus on nation-
building, enhancement of the marketplace, promotion of the workplace and 
environmental conservation. These initiatives are implemented through the 
Group’s participation in programmes involving education, graduate employment, 
professional development, healthcare as well as support of the underprivileged. 
The Group will continue to seek ways to create a better community and corporate 
environment for everyone involved.
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Property Developer
A diversified group of companies with over 70 years of history, the See Hoy 
Chan Sdn. Berhad Group has a long and established history in residential 
property development. Creating homes since 1963, it is the company behind 
the enduring success stories of Taman Paramount, Taman Bahagia, Damansara 
Jaya, Damansara Utama and Uptown.

Since its establishment, the Group has developed residential and commercial 
projects in strategic locations in Petaling Jaya and Kuala Lumpur. Its projects 
include The Potpourri, Uptown Residences, Damansara Uptown (Phase 2 
Development) and the Starling mall.

The Group’s well established history and ability to constantly innovate provide 
customers with a better lifestyle. See Hoy Chan has expanded its expertise as a 
property developer, diversifying its business interests into Property Investment, 
Facilities Management, Car Park Management and Interior Design.

Creatively Designed Spaces
The See Hoy Chan Sdn. Berhad Group aims to create innovative and value-
added improvements to its core business activities and products to meet the 
changing needs of its customers and business partners. The property developer 
is constantly striving to keep itself abreast with the most updated information in 
the business climate to make sound and beneficial investments.

The brand believes in enriching the communities it serves, through exceptional 
products and services. It aims to be recognized as a premier regional organization 
in the provision of quality services and products. The management of See Hoy 
Chan Sdn. Berhad Group does this by focusing its activities on the pursuit of 
consistent and sustainable growth.

A visionary company, one of its ambitious plans is to transform Damansara 
Uptown into the ‘Golden Square’ of Petaling Jaya. The freehold integrated 
development will comprise of a five-storey neighborhood shopping centre called 
the Starling, UPtown 8 –a 38-storey MSC-Status Green Grade-A office building, 
a serviced residence managed by The Ascott Limited known as the Somerset 
Residences at Damansara Uptown and UPtown Residences condominium.

Green Is the Future Dream
Creatively planned, the Damansara Uptown development by the See Hoy Chan 
Sdn. Berhad Group will integrate lush greenery alongside modern architectural 
features with improved traffic flow and ample car parking facilities. The modern 
vision of this township is targeted for completion in 2019, and is set to become 
a one-stop gateway to business, leisure and home.

Recognizing the potential impact property development has on the environment, 
the Group is on a mission to continually strive to integrate green and sustainable 
practices into its projects.

The Group is a recipient of the first Green RE Gold Award (provisional) in Malaysia 
for its residential development, The Potpourri – the brand’s luxury residential 
project in Ara Damansara which is designed to leverage on innovative ‘green’ 
strategies to improve the quality of life for residents; whilst saving operational 
costs and making efficient use of resources.

See Hoy Chan is a company that believes in giving back to the community. Over the 
years, it has supported many homegrown charities and organizations that have 
made a difference in the communities that it serves. Since 2002, the company 
has raised and donated a cumulative RM2.9 million for these organizations 
through annual fundraisers, charitable events and direct donations. The Group 
also promotes activities such as voluntary work at charities and regularly holds 
blood donation campaigns.
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A Beacon of Organic Brand Growth
Behn Meyer & Co. was established in Singapore on 1 November 1840 by two young 
merchants from Hamburg, Germany, Theodor August Behn and Valentin Lorenz 
Meyer. The company initially traded tropical products such as coconut oil, copra, 
pepper, camphor and rattan before expanding into shipping and insurance.

During the 90’s, the company decided to increasingly focus it activities on the 
distribution of agrochemicals, fertilizers and specialty additives as well as natural 
ingredients and fine chemicals. It later decided to venture into manufacturing its 
own products in order to secure a strong position in the market.

Today, Behn Meyer Group’s exclusive focus on agriculture and chemicals has led all 
companies to be grouped together under AgriCare Holding Company and Chemical 
Holding Company –both of which are registered in Singapore. The Group sees itself 
as an independent chemical player, segmenting its activities into four strategic 
business units, namely AgriCare, Ingredients, Performance Chemicals and Polymers.

Reaping the Fruits of Fertile Efforts
Behn Meyer Agricare deals with fertilizers and crop protection. The core business 
for it is in the marketing and distribution of fertilizers, specialty fertilizers and 
agrochemicals, with related advisory services in the ASEAN region. With many 
internationally renowned fertilizers and agrochemical producers, Behn Meyer 
Agricare has contributed significantly to the growth and the vitality of the agricultural 
sector in Malaysia for more than 50 years. It is among the top three fertilizer 
distributors in Malaysia and has branched out into Indonesia and Vietnam, with 
plans to expand into Cambodia, Myanmar, Philippines and Thailand.

Behn Meyer Ingredients combines the Group’s activities in the food ingredient, 
animal nutrition, personal care and pharma industries. The collective aim is to 
provide sustainable solutions along the value chains of customers in order to meet 
consumer demand for high-quality food and cosmetic products that are both natural 
and safe.

Behn Meyer Performance Chemicals covers a broad range of products for the 
coatings, construction, petrochemicals and process industries; as well as for 

water treatment, leather and textiles. The products on offer enable its customers 
to conserve precious resources such as water and energy while also improving the 
functionality of its final products.

Behn Meyer Polymers distributes various additives for the plastic and rubber 
industries. In addition, the Behn Meyer Group is a manufacturer in the polymer 
industry, with manufacturing plants in Europe, Asia and USA. With Performance 
Additives, the manufacturing company built up an extended global network of 
distributors.

These four Business units currently help Behn Meyer to service more than 10,000 
customers, bringing global expertise to local industries. Behn Meyer’s global team of 
over 1070 employees, places a great emphasis on shaping solutions for the future 
as well as developing long-term relationships with its partners. Its network covers 
more than 15 countries and is supported by 28 offices, 38 warehouse locations and 
several manufacturing plants in Asia, Europe and the USA.

Transcending Terrains
Driven by a real passion for customer service, the Group has also built several R&D 
centers to guarantee both, product quality and an innovative pipeline. The main R&D 
centre in Subang Jaya, Malaysia,robustly stands as a support to all Behn Meyer 
offices throughout the ASEAN region, which is further complemented by application 
laboratories in Indonesia, Thailand and Vietnam.

Additionally, there are collaborations with the Group’s worldwide network of 
suppliers, industrial partners and independent institutes. One of its key missions is 
to continuously search for innovative and environmentally friendly products. In this 
light, ICIS Chemical Business Magazine has ranked Behn Meyer as the 4th in Asia 
and 21st globally (as of 2016).

This 176-year-old company aims to keep developing the Group into being one 
the leading distributors and knowledge providers of specialty products for the 
agriculture and chemical industries. With its decades of experience and history built 
on persistence, partnership and innovation, Behn Meyer builds solutions for the 
future and truly offers a ‘world of capabilities’.

4544



Brand Excellence in Property - Engineering, Construction & Real Estate

the brandlaureate 
special edition world awards 2015

The Brand
The Brunsfield International Group, is a well-established dynamic enterprise with 
synergistically diversified corporate supply chain activities in seven core strategic 
business areas in: 1) Property Development and Investment; 2) Engineering; 
Procurement and Construction; 3) Mechanical, Electrical and Information 
Communications Technology, 4) Trading and Strategic Industries (global sourcing); 
5) Real Estate Management, 6) Shared and Outsourcing Services, 7) International 
Strategic Investment (America, Australia, Canada, China, Hong Kong, Malaysia, 
United Kingdom & Singapore).

Brunsfield is a premier global property development – construction – real estate 
investment and management company that delivers quality lifestyles in its highly 
sustainable signature development projects. It is recognized as a progressive and 
innovative industry player with a portfolio of catalyst buildings and sustainable 
world-class community development. Brunsfield’s strength is in its diversified ability 
to operate as an integrated global value chain enterprise that continues to deliver 
real value-added solutions and services to ensure the sustainable success of its 
clients and stakeholders.

The Brunsfield Journey
In the span of over 26 years, covering multiple economic cycles, Brunsfield has 
achieved a long record of significant achievements, with milestones and track 
record performances in projects. Brunsfield has excellent and proven track records 
of delivering commitments to clients and to all stakeholders across the total value 
chain. Most importantly, it has been a journey of transformation that has enabled the 
Company to build its global competencies and international network of collaborative 
partners.

Among the awards and accolades received include the Gold Medal Award at 
the International Exhibition, New Techniques & Products Invention in Geneva, 
Switzerland; AIA Minnesota Honor Award for Brunsfield North Loop project by 
The American Institute of Architects Minnesota; LEED Gold Award for Sime Darby 
Plantation Headquarters by the U.S. Green Building Council.

Co-Creating the Future
Brunsfield’s strategic focus is to continuously strengthen the core capabilities that 
can enable the Group to function as a high-performing global integrated enterprise; 
simultaneously building strong collaborative partnerships with a high-calibre team 
of professionals who share in its passion for driving innovation and sustaining quality 
and excellence in its delivery operations.

The Brunsfield International Group is dedicated to the concept of integrated prosperity 
to help it deliver the ultimate best value in all its signature developments, and be 
a strategic partner in promoting sustainable development. Working effectively in 
a highly collaborative environment, the Group is nurturing new capabilities for the 
future, with a consistent focus on delivering real value-added services and solutions 
to ensure the sustainable success of its customers and stakeholders.

With Brunsfield, it is always about creating the best built environment – at work, at 
home and in the community – where people can experience an exceptional quality 
lifestyle and enjoy the harmony and balance of a high-quality design, technology 
and eco-friendly, sustainable, scalable and replicable environment.
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Inspired City Living
BRDB Developments Sdn. Bhd. (formerly known as Bandar Raya Developments 
Sdn. Bhd.) first started its heritage in Bangsar with its initial community in 1964. 
Continuous land investments in the Bukit Bandaraya locality have resulted in 
properties that have stood the test of time and continue to appreciate in value. 
Bangsar was once a rubber plantation, called the Bunge-Grisar Estate; today the 
name has evolved to Bangsar, the upscale neighbourhood fringing Kuala Lumpur 
city centre.

BRDB first made its mark in 1973 with the first phase of link-houses and bungalows 
in Bukit Bandaraya. Over the years, distinguished developments such as Bangsar 
Puteri, Sri Penaga, Tivoli Villas, Palmyra, Bangsar Hill and One Menerung entered 
the lexicon of property enthusiasts and residents who recognized the high value and 
superb quality presented by BRDB.

The company’s success stems from its distinctive brand promise, ‘Inspired by the 
richness of life’, which is anchored on its Three Pillars of Innovation – Intelligent 
Design, Uplifting Aesthetics and Cosmopolitan Living. These, coupled with BRDB’s 
commitment to quality and craftsmanship have resulted in addresses of enduring 
value; a true testament to the brand’s aim of creating tomorrow’s iconic communities 
today.

Amongst BRDB’s notable milestone projects is Bangsar Shopping Centre, fondly 
known as BSC, which opened its doors in 1990 to the relatively young Bangsar 
community; and this was an integral part of BRDB’s master plan. Besides residential 
developments, BRBD had aimed for a lifestyle centre – a concept that was relatively 
new for a neighborhood shopping centre at the time. Another notable development 
is Troika, which is designed by world-famous architect, Foster + Partners, and is a 
landmark development for the architect and BRDB, as well as an iconic addition to 
the KL skyline located right in KL’s city centre.

An Array of Redefining Neighbourhoods
Offering unparalleled luxury, Serai marks one of the most luxurious and ambitious 
developments in Bangsar with spacious layouts spread over six acres and luxurious 
abodes offering up to 13,000 sq feet of build-up space. Elsewhere, in Seri 
Kembangan, Senja, which is set on 47 acres of lush landscaping, consists of private 
lakeside estates in a secure and gated community. The Qi Clubhouse is a designer 

clubhouse sprawling over 25,000 feet and is a great area to hold private functions 
with its gourmet kitchen, fully equipped gymnasium and large lounge spaces.

Down south Malaysia, in the state of Johor, Emerald Bay at Puteri Harbour provides 
exceptional lifestyle and investment opportunities. Inspired by nature and surrounded 
by open spaces and the sea, Emerald Bay comprises freehold bungalows, semi-
detached and courtyard homes as well as high-rise and low-rise condominiums 
– each featuring bold architectural designs.
Strategically located in the well-established suburb of Permas Jaya adjacent to 
Johor Bahru city and in the heart of Iskandar Malaysia, The Straits View Residences 
offers the discerning homeowner unparalleled privacy and security in Johor Bahru’s 
first gated and guarded community.

New Frontiers within Pristine Settings
One of BRDB’s upcoming developments is Taman Sari, Rawang, which is set on 
undulating grounds – complete with lush landscaping and natural forests. Located 
in the booming Rawang district, it spans a grand 265 acres – assuring residents 
of abounding spaciousness. Combined with tastefully-planned landscaping 
surroundings, this freehold development brings a new experience to a living 
township located within the Klang Valley.

With 13 phases, Taman Sari comprises residences with commercial developments. 
The commercial developments are conveniently located at the front entrance of 
the development, thus ensuring peace of mind and easy access to all. For the 
convenience of school-going children, the Penang-based Straits International 
School will open its first education centre in Klang Valley in this promising township.

Tamarind Hill in Sungai Long is another new development which is a gated and 
guarded residential enclave located on a beautiful hillside with much emphasis 
on space. The homes are built according to the natural terrain and much of the 
indigenous surroundings is deliberately preserved.

As BRDB turns 50, it continues to put together communities inspired by life’s richness 
and create Malaysia’s finest properties for an inspired living; simultaneously building 
tomorrow’s icons today.
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A Bank for All Malaysians
With roots dating back to the late 19th Century, BSN was established in December 
1974. The company became a part of Malaysian history by transforming from a Post 
Office Savings Bank to a Premiere Savings Bank.

After more than 40 years serving the nation, the evolving banking landscape in the 
country has paved the way for BSN to change its Corporate Branding Philosophy in 
order to stay relevant in the industry. With the rebranding exercise since its launch 
in October 2015, the Bank re-evaluates its Brand Promise and unique position as 
the Bank that continues to serve their banking needs.

The people-centric Bank has more than 7000 employees, 403 branches, 743 
Automated Teller Machines, 401 Cash Deposit Machines and more than 7000 
Registered Banking Agents across the country. BSN recorded over 9.1 million 
customers across Malaysia with retail deposits amounting to RM14.9 billion (as at 
September 2016).

Being a Savings Bank, its focus is on inculcating savings among Malaysians as well 
as bridging the financial inclusion gap; a Bank Negara Malaysia initiative which is 
championed by BSN. As it is now, BSN is the only Bank that ensures its presence at 
most of the remote and ‘unbankable’ areas such as Song and Belaga in Sarawak, 
Tioman Island in Pahang, and Kota Sarang Semut in Kedah. Apart from that, loyal 
customers of BSN continue to use the Bank’s services which include a range of 
savings, wealth management, business & personal financing and card products – 
both in conventional and Islamic Banking.

Rebranding with an Important Mission
One of the challenges faced by the Bank is to appear attractive, vibrant and modern 
to the younger generation – especially the youth and young executives. In support 
of the brand’s transformation, further to the rebranding exercise, campaigns and 
advertisements done embed the elements of new content utilizing state-of-the-art 
technology that would definitely entice the youth.

BSN’s rebranding exercise involves a comprehensive 360° transformation from the 
physical aspects – such as branch and uniform design, logo and corporate colours. 
It also incorporates the Bank’s philosophical aspects such as Vision, Mission, 
Corporate Culture and talent development initiatives.

The Bank is currently looking at changing its operational elements such as 

technological infrastructure and customer-facing technological tools. The 
management is focusing on customer experience, customer service policy and how 
its branches and agents can do more to help Malaysians.

Its new Visual Identity revolves around its corporate colour (from blue and yellow to 
teal), which represents trustworthiness and reliability. BSN will continue to use its 
signature Pohon Pitis, which now includes 14 branches (representing the 14 states 
in Malaysia). The iconic coin tree represents the Bank’s key objective – to mobilize 
and inculcate savings amongst the public.

While BSN’s corporate makeover will involve all branches across the nation, the 
exercise will be done in stages. To date, more than 360 branches have been 
renovated with the new and improved look – complete with internal layouts that 
promote business growth, customer comfort and a new experience of banking with 
BSN. The remaining branches will also be refurbished and remodeled in phases 
starting early next year until completion of the entire 403 branches nationwide.

Distinguishing itself as a developmental financial institution and not a commercial 
Bank, BSN continues to be an agency under the Ministry of Finance. Playing a vital 
role in executing the government’s people-centric plans, the Bank aims to help 
Malaysian youth acquire financial literacy and give all financial tools and advice, or 
the ability to use the Bank’s premises and facilities as platforms for increasing their 
knowledge.

A Brand Positioned for the Future
Priding itself as the Bank for the Malaysian people, BSN is on its way to becoming 
a more future-centric financial services provider. In line with this objective, BSN 
became the pioneer bank to introduce the Virtual Teller Machine (VTM) service in 
Malaysia, in 2015.

A first-of-its-kind in Malaysia, the VTM service makes it possible for its bank tellers 
across the nation to serve customers in multiple other locations through tele-
conference between tellers and customers via live banking operation.

In recognition of its marketing and advertising efforts, BSN was a recipient of 
the Marketing Excellence Awards, Effie Awards Malaysia, Kancil Awards and Visa 
Malaysia Bank Awards. BSN’s future plans include to create more affinity with 
younger, digitally-confident Malaysians and to use its various platforms to help 
Malaysians achieve a better future –regardless of their demographics.
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Spinning the Wheels of Change
As one of Malaysia’s oldest and widest Autohaus networks for Mercedes-Benz, Cycle 
& Carriage has a rich heritage that dates back to 1899 when it was first established.
The Founder for Cycle & Carriage, the Chua family, started its business in Kuala 
Lumpur by selling and distributing many products; ranging from nutmeg, soap and 
writing paper to screwdrivers and simple machine parts. Soon, the family included 
motorcycles and motorcars to its portfolio of business. As business picked up, 
branches were established in Ipoh (1906), Penang (1914) and Singapore (1916). 
The Cycle & Carriage Company Limited was incorporated as a public listed company 
in Singapore in 1926.

In 1951, Cycle & Carriage was awarded the Mercedes-Benz franchise and the 
first showroom was located at Jalan Tuanku Abdul Rahman in Kuala Lumpur. The 
assembly plant in Singapore produced its first Mercedes-Benz in 1965; and today, 
65 years down the road, Cycle & Carriage is synonymous with Mercedes-Benz and 
continues to be the leading dealer for the luxury and premium marque.

Revving Brand Evolution
In 1967, Cycle & Carriage Bintang (CCB) was incorporated as a wholly owned 
subsidiary of Cycle & Carriage and took over the Mercedes-Benz franchise from the 
latter in 1974. CCB was eventually listed on Kuala Lumpur Stock Exchange (now 
known as Bursa Malaysia) in 1977.

Through a series of acquisitions of automotive dealers in the various states of 
Malaysia, CCB has been able to extend its footprints throughout the nation. Apart 
from being the main dealer for Mercedes-Benz, CCB was also awarded the franchise 
for various automotive brands such as Mazda in 1989, Kia in 1995, and Peugeot in 
2002 – which it later relinquished.

With its Brand Philosophy and commitment towards achieving excellence in its 
products and services, CCB has been able to provide its customers with a positive 

Brand Experience; from browsing to purchase options and after-sales service. Its 
sales and technical support staff are equipped with knowledge of the latest models 
and related technology. Supported by strong customer relationship programmes, 
Cycle & Carriage Bintang has been able to stay ahead of its competitors and 
maintain its leadership position.

One-stop Automobile Titan
CCB’s sales and after-sales Autohauses provide a one-stop convenience centre for its 
customers. The introduction of Mercedes-Benz’s Autohauses bring an enriching and 
comfortable Brand Experience to its customers; and its latest Autohause, located at 
the new lifestyle and entertainment hub of the capital, TREC Kuala Lumpur, features 
state-of-the-art experience in automotive retailing.

Known as the first-of-its-kind City Store, it was built with an investment of RM4.3 
million, and represents the latest addition to CCB’s portfolio of Autohauses; boasting 
a built-up space of 9373 square feet. This allows for seven showroom vehicles to be 
housed within; complete with interactive signage containing information on current 
Mercedes-Benz models. It has 16 sales employees on-hand to meet the needs of 
customers.

The CCB TREC Autohaus also adopts a new look as compared to the more familiar 
Autohauses, with the latest in modern interior design and furnishing. Other features 
include a private i-Showroom area, as well as an exclusive bar and lounge. This 
unique format, the first-of-its-kind Mercedes-Benz City Store, provides an entirely 
fresh concept that further elevates the Brand Positioning of CCB as the leader of 
the industry.

Celebrating its 117th Anniversary this year, The BrandLaureate Special Edition 
Awards 2015 is most befitting for Cycle & Carriage Bintang as it continues to push 
boundaries to achieve Brand Excellence and build on its sustainability!
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Evolving from Watches to Printers
A well-known company, Epson has its roots in watches, but started producing 
printers with the invention of the world’s first mini printer in 1968. In 1975, the 
company was officially established with the next generation of printers. Epson’s 
engineering strength comes from the compact, energy-saving and high-precision 
technologies the brand developed in the watch business.

Over the years, Epson has become a progressive establishment and a leader in 
manufacturer in printer, professional imaging, projectors, system devices and factory 
automation. The phrases,’integrity and effort’ and ‘creativity and challenge’, have 
been pivotal in the company’s approach to product development and manufacturing 
for more than 70 years.

The trusted company prides itself to be committed to customer satisfaction, 
environmental conservation, both in individuality and teamwork. Epson is known as 
an innovator with the Mission to deliver high-performance products, services and 
solutions that exceed its customers’ expectations. Its Business Philosophy includes 
going the extra mile to build and continue relationships with its end-users.

An internationally recognized company, Epson has approximately 70,000 people in 
its research & development, planning & design, manufacturing, sales & marketing 
and service sites around the world. Each Epson employee has a goal to continuously 
exercise their creativity and take on challenges to steer the company towards 
exceeding the expectations of customers.

Epson’s Global Tagline, ‘Exceed Your Vision’, is reflected in its commitment to 
develop technology that inspires and empower citizens of the world. Celebrating 
its 40th year in business in 2015, Epson’s promise to customers keeps the brand 
on its creative toes and the manufacturer continues to take on challenges for the 
convenience and delight of its customers.
 
Technology Powering Its Core
Driven by the desire to fill the technology vacuum, the people in Epson believe 
if there is a technology that does not exist, they would create it themselves. The 
company continues the development and commercialization of areas and products 

such as Micro Piezo, Microdisplays, Sensing and Robotics.

Among Epson’s contributions to the technological advances include creating a 
3LCD projector using LCD panels for bright and vivid images, built in 1989. The 
EP-101 and its newer updates continue to be produced to give customers value and 
satisfaction in different markets across the world.

When it comes to projectors, Epson has come up with various projectors for 
businesses – from education solutions to conference room needs. Its projectors 
focus on aspects such as high brightness, ultra-portability, interactivity, short & ultra-
short throw and document cameras. Additionally, Epson also has home projectors.

A Brightly Projected Future
Epson has plans to continue creating products which would exceed the expectations 
of customers – becoming an indispensable company to the world’s population. 
With hopes that in the future that everything is printed by Epson, the company is 
expanding its scope and adding value to various areas such as signage, textiles and 
visual communications.

The brand’s inkjet printing technology also contributes to better environmental 
practices – for instance the way it has changed industrial and commercial printing 
from analog to digital. Changing from laser to inkjet printers in the office also 
significantly reduces energy consumption. This is something Epson aims to continue 
– developing technologies that will reduce the environmental burden of customers’ 
work processes.

The technologically advanced company aims to revolutionize visual communications 
and contribute to people’s lifestyles by allowing them to enjoy the big-screen 
experience anytime and anywhere. Epson also has plans to help improve the quality 
of life using original key devises and sensing technology – for example in monitoring 
personal healthcare, safety of buildings and other infrastructure.

When it comes to manufacturing innovation, the company has plans to address the 
needs relating to customers’ demand for production-line automation and efficiency 
using industrial robots and other solutions.
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A Trusted Name in Healthcare
Malaysia’s healthcare is reputed to be of international standard; and coupled by its 
two-tier system of public and private hospitals, healthcare in the nation is accessible 
to everyone. The healthcare industry has significantly transformed through the years 
to the point where private hospitals now play an important role in promoting its 
growth and development.

Private hospitals such as Gleneagles Kuala Lumpur (GKL) have helped to define the 
standards of excellence in healthcare in Malaysia. A 369-bedded tertiary hospital, 
it offers invaluable expertise gained from delivering exceptional patient care since 
1996. As a branch of the Pantai Medical Centre Sdn. Bhd. (a company incorporated 
in Malaysia), GKL has grown into a reputable healthcare service provider in Malaysia 
and in the South-East Asia region. The hospital is dedicated to providing the highest 
quality of healthcare, complimented by friendly and professional staff.

Setting high standards of healthcare has been the Mission of GKL since its 
establishment. It is committed to the provision of safe and quality healthcare through 
its team of highly qualified and experienced doctors and nurses. With more than 
170 qualified and experienced consultants in a wide spectrum of specialization and 
investment in cutting-edge technology, GKL is able to provide the best treatment 
and care for its patients. This is further acknowledged by the accreditation received 
from the Joint Commission International (JCI), Malaysian Society for Quality in Health 
(MSQH) and ISO 9001:2008.

While providing quality healthcare is important, GKL is also aware that patients need 
to rest in a comfortable environment and be provided with nutritious food. Thus 
GKL’s food & beverage crew strives to make its menu unique – offering the very best 
in dining – from local to International cuisine. The culinary team applies the principle 
of HACCP guidelines and works with the finest ingredient certified by Malaysia Halal 
Certification and is recommended by its dietitians.

Latest Developments which Take the Brand to Greater Heights
To cater to increasing number of patients at GKL, a new nine-storey building was 
built, adding an extra capacity of 100 beds and 50 new consultation suites. The 
new wing houses various Specialty Centres such as Endoscopy, Neurology, Hand & 
Microsurgery, Women’s Health & Breast Care, Sports Rehabilitation, Haemodialysis, 
Health Screening Centre and Outpatient Pharmacy.

GKL is also the first hospital in the country to provide the state-of-the-art non-invasive 
brain tumour procedure called Gamma Knife. This non-invasive neurosurgical 
procedure uses powerful doses of radiation to target and treat diseased brain tissue 
while leaving the surrounding tissue intact. The ‘knife’ refers to 192 precise beams 
of radiation that attack tumours and abnormalities – either shrinking them over time 
or stopping their growth. There are no incisions in the patient’s head; instead very 
precisely focused beams of radiation are directed to the treatment area in the brain.
This modern technology allows physicians to operate on brain lesions often 
considered inoperable. The Gamma Knife treatment offers new hope for patients 
with brain tumours, vascular malformations and functional disorders.

Providing Quality Healthcare which Transcends Boundaries
The reputation of GKL as a leading healthcare centre extends beyond Malaysia; as 
a matter of fact, It is a well-known brand in the medical tourism sector. Since its 
establishment in 1996, GKL has served more than 15,000 international patients 
each year from more than 30 countries.

Its International Business Development Department provides a broad range of 
assistance for the specific needs of an ever-increasing number of medical travelers.
GKL has also won numerous international awards for medical tourism over the years 
– which is a testament to the fine quality of healthcare services provided to global 
patients.
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Great is Serving the Nation with a Legacy of Excellence
As a LIFE Company with over a century of excellence and solid financial foundation, 
Great Eastern Life Assurance (Malaysia) Berhad (Great Eastern Life) has been 
‘making life great’ for Malaysians by providing financial solutions to generations of 
individuals, families and businesses.
As of 31st December 2015, the company has RM70.1 billion in assets, over 3 
million policies in force, a network of 17,000 agents nationwide and is supported 
by 21 branch offices.

Having celebrated its 108th Anniversary in August 2016, Great Eastern Life’s legacy 
of excellence has been built upon the unwavering support of Malaysians who have 
driven the success of the brand. Great Eastern Life won the Reader’s Digest Trusted 
Brand Gold Award again this year for the 13th consecutive year – marking the 
longest winning streak for the life insurance category.

In 2015, Great Eastern Life won The BrandLaureate Special Edition World Awards 
– Brand Excellence in Life Insurance (Product Innovation) and The BrandLaureate 
Billion Dollar Brand Award 2014-2015. On top of that, Director and Chief Executive 
Officer of Great Eastern Life, Dato’ Koh Yaw Hui, was also awarded The Brand 
Leadership Award 2014-2015 for CEO of the Year.

The Engine of Growth: Leading with Innovation
Great Eastern Life understands the importance of being innovative and responsive 
to the evolving needs of customers in today’s rapidly changing financial landscape. 
In response to growing concerns about rising medical costs, Great Early Living Care 
was unveiled, an early critical illness insurance plan with guaranteed premium rates 
and a Wellness Programme to reward customers – a first in the market. Additionally, 
Great Eastern Life became the first insurer in Malaysia to offer a uniquely affordable 
medical coverage extender that increases medical coverage up to RM1 million for 
only RM100 a month –the Smart Extender Max.

In May 2012, Great Eastern Life launched its Live Great Programme – the first 
integrated health and wellness programme by an insurance company in the region. 
It helps Malaysians turn intentions into actions on their journey to better health 
with five components of wellness tools, health tips, mobile applications, workshops 
& events, and exclusive privileges. Under the programme, the company organized 
several signature events like the Live Great Run and FitForLife Health Fair.

In support of its leadership in the industry and ‘Live Great’ Brand Promise, Great 
Eastern Life presented the inaugural season of Asia’s Got Talent in Malaysia as 
an exclusive sponsor. The event allowed the Company to reach out to Malaysians, 
igniting their passion to realize their individual talents and inspiring Malaysians to 
‘Live Great’ by reaching for their dreams.

In April 2014, Great Eastern Life launched its all-new RM20 million Great Eastern 
Life Centre for Excellence (CFE) and became the first and only insurance company 
in the financial services industry to have an integrated competency-based training 
programme. Great Eastern Life aims to enable its life planners to deliver the most 
trusted and professional advice to Malaysians through this programme – together 
with its signature in-house certification course for Life Planning Advisors (LPA).

Another RM6 million was invested in the development of a cutting-edge Learning 
Management System (LMS) that is accessible through the web and mobile devices. 
It acts as a training course platform which able to capture the training history and 
records of individual life planners.

Great Eastern Life maintains the longest running record of being recognized as the 
choice employer in the insurance sector for six consecutive years by Malaysia’s 100 
Leading Graduate Employers. It was also recognised by Life Office Management 
Association (LOMA) with the LOMA Education Achievement Award – validating the 
company’s dedication to continuous development in training and education.

Giving Back to the Community
Established in 1995, Great Eastern Life ChildrenCare is a long-term community 
project that aims to inspire underprivileged children to discover their potential 
through its three pillars of Education, Health & Wellness, and Personal Development.
Over the past 20 years, more than RM2.3 million has been donated to over 180 
children’s homes registered under the Jabatan Kebajikan Masyarakat (JKM) across 
Malaysia, to help achieve immediate and lasting change in the lives of these children.
In August 2013, Great Eastern Life ChildrenCare launched the first initiative by an 
insurance company to reward underprivileged schoolchildren with RM100 for each 
‘A’ achieved in the national examinations.

Great Eastern Life was internationally recognized for being amongst the ‘Top 
5 Community Care Companies in Asia’ via the Asia Corporate Excellence & 
Sustainability Award 2014.
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Global Presence: Driving Growth via Smart Innovation
Huawei is a leading global information and communications technology (ICT) 
solutions provider with the Vision to enrich life through communication. Driven by 
customer-centric innovation and open partnerships, Huawei has established an 
end-to-end ICT solutions portfolio which gives customers competitive advantages in 
telecom and enterprise networks, devices and cloud computing.

Huawei’s ICT solutions, products, and services are used in more than 170 countries 
and regions, serving over one-third of the world’s population. With a global workforce 
of 170,000 employees, Huawei is committed to create maximum value for telecom 
operators, enterprises and consumers which will enable the future development of 
the information society and building a better connected world.

Through innovative research and development, Huawei has been able to provide 
industry leading products and devices that take user experience to a new level. It 
has over 70,000 employees involved in R&D and has 16 R&D centres in Europe, 
USA and Asia and its commitment to delivering world-class technology has enabled 
the brand to overtake its competitors and to-date, Huawei is the world’s largest 
manufacturer of backend telecommunications equipment in the world – overtaking 
Ericsson in 2012. Its smartphone assortment is now one of the top three brands in 
the market – after Samsung and Apple.

With a continuous Mission to invest in technology, Huawei set up the 2012 
Laboratories which serve as the innovation, research and platform technology 
development arm of the company. It collaborates with partners from the industry, 
academia and research institutes to develop new innovations for industry growth. 
Huawei has set up 28 joint-innovation centres with leading carriers to translate 
leading technologies into competitive edge and business success for its customers.

Local Presence: Impacting Malaysia
Huawei’s regional headquarter is located in Kuala Lumpur, Malaysia. Since 
its establishment in 2001, Huawei has played a significant role in the country’s 

digital transformation. The brand has cemented its position as one of the leading 
ICT solutions providers, with footprints in consumer products and business and 
enterprise solutions. It has over 2700 employees and to-date has invested over 
USD100 million in the country.

Huawei’s smartphones, the Mate and P series, enjoy robust growth in Malaysia. It is 
the number two brand in the country and has a market share of over 20 per cent. Its 
aim is to dominate one-third of the premium segment in the market. Huawei’s best 
sellers are the P9 and P9 Plus, high-end models which incorporate the Leica dual 
lens and is the first smartphone in the world to have such features.

To increase its retail presence, Huawei has opened 138 stores, 11 service centres 
and more than 150 collection points to ensure a good user experience in Malaysia. 
It plans to expand its stores to 200 by year end.

Monumental Technology Transfer
Huawei’s regional data centre in Iskandar, Johor, serves as the hub for its offices 
in the Asia Pacific. It also has a lab in Putrajaya and recently opened its Customer 
Solution Integration and Innovation Experience Centre (CSIC) in Kuala Lumpur. CSIC 
is the centre of excellence to drive the industry’s open ecosystem and accelerate 
digital economy transformation in Malaysia.

CSIC aggregates over 120 reference applications and services globally which allows 
Huawei’s customers and partners to leverage on this innovative platform to design 
and test technology solutions, verify new business models, and nurture innovation 
applications and services to both the public and private sectors.

In line with this move, Huawei has been appointed as advisor to the Malaysian 
government and will train professionals in information and communication technology 
in local colleges at the CISC. This is expected to grow Huawei’s business while also 
contributing to the acceleration of the nation’s transition to a digital economy.
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Creating Golden Crackers
Established in 1958 as Hup Seng Co, the company consisted of four brothers 
who were also the Founding Directors. Hup Seng, which in Chinese means ‘With 
Teamwork Comes Success’, expanded as a business; and because of that, in 1974, 
the company was dissolved.

All assets and liabilities of the partnership were transferred to Hup Seng Perusahaaan 
Makanan (M) Sdn. Bhd. (HSPM), and three years later, Hup Seng Hoon Yong Brothers 
Sdn. Bhd. (HSHY), was established to manage trading. Hup Seng Industries Bhd. 
(HSIB) acquired 100 per cent equity interest in In-Comix. Today, Hup Seng is one of 
the leading crackers and biscuits manufacturers in Malaysia.

The group’s core business lies in manufacturing crackers, cookies, biscuits and 
other confectionery items. The company produces the sweet treats at its 7.8-acre 
factory located in Batu Pahat, Johor. Completed in 1981, the factory covers 47,600 
sq ft. Producing under the brand names Cap Ping Pong, Kerk and Naturell, HSPM 
exports its products to more than 20 countries – with a focus on countries in South-
East Asia.

The company’s most popular product is the Hup Seng Special Cream Crackers 
Cap Ping Pong. The Special Cream Crackers are known for their quality, taste and 
texture; thus becoming a household name from one generation to another. Not only 
recognized by the cracker-loving public, the Special Cream Crackers also won the 
Gold and Grand Gold Awards by Monde Selection – an internationally renowned 
award for quality.

Among the other products in the crackers family include Sugar Crackers and Corneo 
Crackers. For those looking for nutritional value, the brand also produces Wholemeal 
Crackers and Deluxe Crackers.

Profit Plus & People Power
According to the group’s annual report, its revenue for the financial year ended in 
December 2015 rose RM24.6 million to RM286.9 million – an increase of 9.4 per 

cent of that registered in the previous year of RM262.2 million. Hup Seng’s revenue 
was higher on domestic and export sales – comprising of 72 per cent of local sales 
versus 28 per cent export sales.

Besides focusing on profitability, the company believes in the importance of a 
Corporate Culture that emphasizes Corporate Social Responsibility. HSIB has been 
supporting the community through contributions and donations to local communities, 
schools and associations.

Keeping employees in mind, the company has set up an Occupational Safety and 
Health Committee which ensures that all practices meet required safety standards. 
HSIB also continues to execute training and human development programmes that 
align with the training needs for all levels of employees.

A Brand that Does Not Crack under Pressure
With tougher market conditions in 2016, the group continues to focus on productivity 
improvement in all areas of operation. It will also continue to identify investment 
opportunities for expansion to grow its business. HSIB’s introduction of its Naturell 
Oat Cookies line is one way the group is diversifying its product portfolio and being 
on par with other industry players.

Armed with the aim to create awareness on the company’s new range of products, 
HSIB has invested in advertising and promotional campaigns in local markets. 
The group also has more investments lined up for the future to further increase 
its manufacturing capacities and facilities – with the intention of modernizing its 
facilities for more efficient operations. In March, the group agreed to acquire two 
parcels of land and building adjacent to the its current factory for a total purchase 
consideration of RM16.5 million.

Since 1958
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The Herbal Therapy Expert
Founded by Dato’ Dr. Pa Nok Ching, the Jin Bin Group began operations in 1979. 
One of the pioneers of herbal therapy in Malaysia, the company has established the 
brand name, Hurix’s, and is well known across South East Asia.

The company’s Business Philosophy combines the natural herbs of Malaysia’s 
tropical rainforest together with advanced technology. Jin Bin is actively involved 
in the cultivation, research & development, production and marketing of highly 
therapeutic herbal medicines, healthcare supplements and food & beverage.

Armed with the Vision to be Malaysia’s leading multinational herbal product 
enterprise, the company is on a Mission to advocate healthy living and a holistic 
lifestyle for Malaysians and other citizens of the world.

Under the leadership of Dato’ PaNok Ching, Jin Bin Corporation Sdn. Bhd. – a 
prime marketing arm of Jin Bin Group – was successfully incorporated in 1996. 
Since then, the company has spread its presence across Asia, Europe, USA, Africa, 
and Middle East. Brand names such as Hurix’s, J.B., PT Timur, Paciline, Jayaline, 
Yokoline, Burung Merak Emas and Burung Emas continue to be recognized as 
recipients of various awards.

Two years later, the group enhanced its research, product and services with 
the construction of a three-storey factory located in Tandop, Alor Setar. The 
establishment of J.B. Pharmacy Group Sdn. Bhd. has successfully transformed 
Jin Bin. From seeking OEM suppliers in the past, the company now provides OEM 
facilities. The company made history the same year by being awarded the Current 
Good Manufacturing Practice Certificate (cGMP) by the Malaysian Ministry of Health. 
The factory’s products are nutritious and of a high quality, not to mention certified 
halal by JAKIM.

With the objective to meet the exceptionally strict standards of manufacturing 
process, J.B. Laboratories Sdn. Bhd. was established in 1999. The independent 
laboratory has the International Standard Organisation Certification (SAMM, ISO/IEC 
17025), where all laboratory tests strictly comply with international standards and 
procedures.
 
Caring – Its Core Business
Jin Bin’s products are varied and available for the whole family. The traditionally 

based products include supplements for men, women & children, products for cold, 
cough and ointment as well as food.

With the community in mind, the Jin Bin group is actively involved in Social 
Responsibility by providing support to the poor and needy, sponsorship to education, 
society groups and more.

Armed with the Motto, ‘Care For Your Health’, its business logo reflects this with a 
professional and attentive physician in a necktie. For Jin Bin, the intelligent use of 
design, advertising and branding helps to associate the Traditional Chinese Medicine 
provider in the minds of consumers. The demonstrative efforts of showcasing its 
Motto also help the company to differentiate itself from its competitors.

While the company is mostly experienced in health and medicinal products, the 
group’s strengths lie in its experience in retail management and understanding of 
trends affecting the Malaysian market.

Taking Therapeutic Herbal Products Forward
The group’s success seen in its production of more than 200 hundred types of herbal 
pharmaceutical products, healthcare supplements as well as food & beverages 
available in Malaysia and beyond.

Jin Bin has also received numerous awards, both internationally and locally – 
including the Golden Eagle Award, 21st Century The Prestigious Brand Award, Putra 
Brand Award, the Global Golden Rim Award and others.

Jin Bin’s commitment to Professionalism, Accountability, Trustworthiness and 
Reliability is a stepping stone to the company’s edge in being a leader in quality 
research and development and production of highly therapeutic herbal products 
globally.

The company’s future plan is to actively promote and build up the Hurix’s brand 
name locally and worldwide via strong advertisements or any others media. The 
brand also aims to gain the confidence and trust of its consumers and to be the 
best-known brand in Traditional Chinese Medicine – helping it perform even better 
in the days to come.
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Built for Prominence
Ibraco Berhad is an investment holding company that provides services in property 
development and construction. It has been in the forefront since it was established 
in 1971 and is listed on the Main Board of Bursa Malaysia Securities Berhad. With 
its proven track record of over 40 years, Ibraco has established itself as the premier 
property developer in Sarawak, East Malaysia.

Over the decades, Ibraco has built and maintained a good reputation for design, 
quality construction and timely delivery, gaining the confidence of house buyers 
who esteem Ibraco’s projects as choice properties.It proudly established the 
Greater Tabuan Township, Kuching’s most sought-after addresses. This flagship 
development, spanning over more than 1000 acres, encompasses affordable and 
luxury residences, high-rise as well as integrated developments. This township has 
seen substantial appreciation in value over the years – successively creating a 
strong base of Ibraco brand loyalists.

Spearheading Transformation
In 2012, Ibraco made its foray into Bintulu with its inaugural comprehensive 
integrated development project in the heart of Bintulu, riding on the robust growth 
spearheaded by the SCORE (Sarawak Corridor of Renewable Energy), a program 
driven by the Sarawak State Government. 2015 was another prominent year for 
Ibraco as it continued to expand beyond its comfort zone by venturing into the coast 
of West Malaysia with its modest high-rise development proposal in Kuala Lumpur 
City Centre.

Ibraco’s property development is supported by its wholly owned construction-
based company, Ibraco Construction Sdn. Bhd. with activities in civil engineering 
and building works. Ibraco Construction was incorporated in 2002, managed by 
a team of experienced personnel who are committed to deliver quality homes. As 

recognition for excellence in the building industry over the years, Ibraco Construction 
has won the PAM Awards for ‘Excellence in Architecture’ for the Masjid Wan Alwi 
and business excellence attested by the 21st International Construction Award (New 
Millennium Award) in Madrid, Spain. Its product and service quality in commercial 
development also won the SHEDA Excellence Awards for ‘Outstanding Development 
in Retail Development’

IbracoBerhad is spreading its wings to Peninsular Malaysia with a planned maiden 
mixed-commercial-cum-residential project at Jalan Tun Razak, Kuala Lumpur. The 
project will stand on a freehold land, at a total size of 5825 square meters, with 
two-tower buildings comprising of offices, SOHO and service apartments build on a 
commercial podium. Its facilities will include a lap pool, beach pool, beach playground, 
BBQ pit, Jacuzzi, sauna, island planting, indoor and outdoor gymnasium, yoga room, 
games room, lounge, reading room, multipurpose hall, indoor and outdoor theater, 
entertainment sky lounge at rooftop and a sky garden on every fifth floor.

Entrenched Change Bringer
Apart from its brand initiatives, Ibraco is also involved in many Corporate Social 
Responsibility (CSR) projects from local tree planting at Tabuan Jaya to building 
a Malaysia-China Friendship Park in China, community projects with homes for 
children, the elderly, Sarawak Children’s Cancer Society and many more.

Ibraco’s Vision is to be the leading conglomerate in the building industry. Its Values 
of Responsibility, Accountability, Excellence in Service, Customer Focus as well 
as Respect of Oneself and Fellow Colleagues are the attributes that inspires it to 
enhance its Brand Image in the industry. Ibraco remains committed to build and 
maintain a good reputation for design, quality construction and timely delivery. 
It continues to establish itself as it is today –the premier property developer in 
Sarawak – and soon-to-be in Peninsular Malaysia!
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Jakel Group was established in January 1983 and began its business as a general 
merchant. It was founded by Allahyarham Mohamed Jakel Ahmad who started the 
business in Muar, Johor. Two years later, he expanded his business to Segamat, 
Johor and started to name his business as Jakel Trading.

The 1990’s saw Jakel Trading’s foray into the corporate sector as a textile and 
apparel supplier to the government and private sector.  The company also launched 
its vision of  “One State, One Branch” and this was soon achieved in record time.  
Five years later, Jakel Trading ventured into the semi-wholesale textile business and 
in 1997, went on to importing the highest quality textiles from Italy, Turkey, Korea 
and Japan.

In 2007, Jakel moved its headquarters from Muar into the Klang Valley, with its 
office located at Jalan Masjid India.  Jakel’s  first flagship store was set up in 
Seksyen 7, Shah Alam to cater to the increasing number of customers and in 2015,  
Jakel launched its own Jakel Mall, a 330,000 sq. ft. showroom, featuring the latest 
designs in textiles, fashionable apparels and accessories. The Mall is the first single 
operator textile mall globally and a testament of the brand’s success through the 
years. 

Under the leadership of Datuk Faroz, Jakel, as an organization has been given 
numerous awards for its achievements. In 2003, the Perbadanan Usahawan Nasional 
Berhad (PUNB), a Malaysian national entrepreneur development corporation, has 
entrusted JAKEL TRADING with an important role to act as a mentor for Bumiputera 
successful entrepreneurs. JAKEL provides full training to Bumiputera entrepreneurs 
who have keen interest in thetextile industries.

In 2010, JAKEL TRADING was awarded the Entrepreneur Idol 1Malaysia under the 
Bureau of Economic & Development Fund of UMNO Youth Malaysia. In the same 
year, JAKEL was recognized as the Largest Textile Retail Outlet in Malaysia by the 
Malaysia Book of Records. In 2011, JAKEL TRADING was awarded for The Best 
Textile Company of The Year by the UDC Business Award 2011 which was presented 
by the former Prime Minister of Malaysia, Tun Dr. Mahathir Mohamed.

In 2013, Jakel was awarded the Best ASEAN Textile Company 2013 award by the 
ASEAN Retail and Franchise Federation (ARFF) at the Outstanding Business Awards 
2013 followed by the Excellence in Retail Management by the Malaysian Institute 
of Management (MIM) during its prestigious Asia Global Excellence in Management 
Awards 2013.

JAKEL was one of the twenty recipients of the HR Asia Best Companies To Work For 
In Asia 2013. The company also received the MBA Industry Excellence Awards In 
Trading 2013 by Asean Business Advisory Council Malaysia. In 2014, it was awarded 
for the Industry Class In Retail Business by Dewan Perniagaan Melayu Malaysia 
(DPMM) at Selangor Excellence BusinessAwards 2014 and in 2015, awarded the 
Best Brand In Retail - Textile by the The BrandLaureate.

As the No.1 textile brand in Malaysia, Jakel has always believed in the principals 
of building and maintaining excellent retail experiences and customer satisfaction.  
This principle has been successfully replicated in all businesses ventured under the 
Jakel Group.

JAKEL has also ventured into property development, having  acquired CapSquare 
Retail Centre along with the north and south towers which incorporate the Jakel 
Mall, an integrated shopping mall . This prime freehold integrated commercial asset 
will have a 4-star hotel with more than 300 rooms and 200 sq. ft. of food court and 
small shops.  Jakel Group has in the pipeline several highend integrated residential 
and commercial development projects will be landed during the second quarter of 
2015.

From its humble beginnings of starting out with just a few thousand Ringgit of 
capital, the Jakel Group of Companies is today a renowned textile retailer of a broad 
variety of fabrics that meet the needs of consumers from every income group. 
Hence its company tagline “Ingat Kain Ingat Jakel” positions them as a company that 
serves anyone and everyone. Jakel also offers a broad range of ready made fashion 
apparels, making it one of the most reputable traditional wear fashion houses
in Malaysia and the rest of the world.
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More Than Finger-Lickin’-Good Fried Chicken
Synonymous with great tasting chicken, Colonel Sander’s special recipe reached 
Malaysia in the early 1970’s. Its first restaurant was opened in 1973 along the 
popular Jalan Tunku Abdul Rahman. Not only has KFC successfully instilled the love 
for fried chicken among Malaysians, the brand also developed its own distinctive 
Malaysian personality over the years.

Managed by QSR Brands (M) Holdings Sdn. Bhd., it is the franchisee of more than 
750 outlets of the KFC chain of fast-food restaurants in Malaysia, Singapore, Brunei, 
and Cambodia. Run and managed by Malaysians, the franchise created a selection 
of food that made Malaysia proud in the international scene, including the world-
loved KFC Nuggets.

The company prides itself on the fact that its products are made entirely from farm 
to fork in every aspect of operations. Its food manufacturing process – from raw 
materials procurement, preparation, packaging, storage up to in-store preparation 
– is strictly conducted to ensure freshness of all its products.

Providing job opportunities to more than 17,000 people across the country, KFC 
celebrated its 40th Anniversary in 2013. Today, there are more than 600 KFC 
Restaurants nationwide – with more to come!

Cooking up Special Combos of Achievements
Malaysians have enjoyed KFC’s ‘Finger Lickin’ Good’ food at the restaurants. In 
2012, the company established its delivery service with its aim to deliver fresh and 
delicious fried chicken to those who would love to enjoy KFC in the comfort of their 
own home.The KFC Delivery riders provide customers with hot and fresh food, while 
reducing the company’s carbon footprint using eco-friendly electric scooters. To 
date, there are 90 stores that offer delivery service and 254 electric scooters being 
used, with an expansion likely in the future.

An environmentally friendly restaurant, KFC Malaysia also launched the first eco-
friendly restaurant in Nilai Square, Negeri Sembilan, this year. The 24-hour outlet 
received three Green Certifications: Gold – Green Building Index Sdn. Bhd. (Malaysia), 
Platinum – BCA Green Mark (Singapore) and Gold – LEED (USA).

Known for celebrating originality, the brand’s worldwide Working Philosophy is ‘to be 
your best self, to make a difference and most importantly, to have fun’. KFC Malaysia 
prides on its own guiding principles – ‘Can Do’ Attitude, Honesty, Accountability, 
Respect and Teamwork.

KFC Malaysia continues to find ways to give back to the community through many 
efforts such as the Projek Penyayang KFC. Founded in 1995, it is an effort to enable 
thousands of orphans and underprivileged children to enjoy KFC meals. Three of 
KFC Restaurants are run by speech and hearing impaired staff that was designed 
to serve physically challenged individuals. The KFC Add Hope campaign has been 
raising funds in order to provide food resources in hunger-stricken areas both 
nationally and internationally for 10 years now.

Flavourfully Expanding & Embracing the Future
Embracing technology, wherever possible, the restaurant is all about cooking up 
more innovative, value adding to product offerings and creating convenient ways for 
customers to consume them.

The brand’s R&D team is constantly hard at work creating more delicious offerings, 
while continuing to ensure that its products are affordable and price points continue 
to be one of the most competitive in the market.

KFC will carry on to expand the business and open up more and more Drive-Thru 
stores; while its KFC Delivery service is rapidly expanding and should be available in 
most areas throughout Malaysia in the near future.

The brand is also looking to lessen its Carbon Footprint through ‘green’ initiatives. 
Along with its new ‘green’ outlet in Nilai Square, the brand plans to increase the 
number of eco-friendly delivery scooters – for a much greener future.
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Over Six Decades of Knife Goodness
The Knife brand is synonymous with cooking oil for generations after generations of 
Malaysians. A truly homegrown brand, Knife exists to enrich lives and has been a 
constant companion at the family dining table since 1948. So ingrained in the hearts 
of Malaysians is the Knife brand that it has become the top-of-mind-recall brand 
whenever one thinks of cooking oil!

The Knife Cooking Oil brand, with its proprietary blend of cooking oil and unique 
peanut aroma, enhances the flavour and fragrance for all types of dishes. Living up 
to the Brand Promise of ‘More Aroma, More Taste’, loyal consumers rely on Knife 
Cooking Oil to cook up sumptuous meals for their families.

Bringing Families Together with Better-tasting Dishes
As a trusted homegrown brand which has accompanied families for close to seven 
decades, Knife has been a household name for generations.

Knife, as a brand,firmly believes in family togetherness and that sitting as one 
around the dining table unites and bonds members of a household – helping every 
individual family member to share their day with one another and to coming together 
in perfect harmony. Those treasured times spent with family members around the 
dinner table, sharing jokes and enjoying delicious cuisine together, are indeed 
priceless.

With the amazing Knife brand, one can always relive such moments together – 
since every meal will taste like a special reunion dinner! Ultimately, Knife is trusted 
to bring this unity – a belief that has been traditionally passed on from parents to 
their children...

The Brand that Keeps Going
In a recent effort to promote the family value of togetherness, Knife brand created 
a short film, titled, ‘Keep Going’, and it reached to over 520,000 viewers. The short 
film received an overwhelming response because it managed to touch the heart and 
soul of the viewers.

As a brand of heritage, Knife believes that it has a vital role in promoting good family 
values in society – and this has become part of the brand’s DNA and Mission.

Winning a Trusted Brand award 17 years consecutively shows the recognition and 
enduring trust of loyal consumers in the Knife brand – having first and foremost won 
the recognition and enduring trust of its loyal consumers.

Knife brand continues to increase its product repertoire to better serve its consumers. 
In the more recent years, the brand launched its Soy Sauce, Thai Fish Sauce, Salted 
Soy Bean and Sesame Oil. Knife Soy Sauce is well accepted by consumers for 
its great taste. Knife Soy Sauce is traditionally brewed to perfection in stringent, 
hygienic conditions and aged for 120 days to develop its characteristic rich flavour 
and delicious aromatic bouquet.
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Design Heritage
The long standing relationship between Laura Ashley customers and the Brand is 
built on a deep-rooted love for our design heritage. Its coordinated products dovetail 
seamlessly yet, each product, on its own, stands out due to the merits of its design. 
A uniquely British Brand, the company is committed to delivering well designed and 
high quality product ranges.

A Classic Is Born
One of our most beloved prints, the Josette, remains as popular as when it was 
launched. Josette was first launched in AW2004 as part of French-inspired story 
called ‘A Provencal Affair’. Having recently celebrated its 10th Anniversary, Josette 
has been so well received that it has been reinterpreted many times with almost 
twenty re-colourations. Inspired by 19th Century French toile, the print features a 
beautiful curlicue floral design. This elegant design lend a touch of understated 
glamour to any room. The silk piece features a large-scale urn design holding 
bouquets of roses and harebells along with decorative scrolls of acanthus leaves. 
Beaded festoons and hanging tassels give the feel of a luxurious damask pattern – a 
classic style with hints of art nouveau.

With a dash of Laura Ashley signature styling, Josette was born and became one of 
our iconic prints.

Fashion
The fashion team embodies the design ethos of Laura Ashley through rigorous 
research and a streamlined design process. Our fashion teams in London and 
Singapore have collaborated to create collections not only for Laura Ashley’s UK 
customers, but also for customers in our franchisee markets. There are differences 
in the silhouettes, materials preferences and fashion trends that the designers need 
to research.The range of fashion is spread across 12 drops every year, with each 
drop having a distinct story.

International Expansion
From our humble beginnings in Pimlico to 444 stores worldwide today, our products 
have reached a broader and international consumer base. Yet, over 35 per cent 
of home furnishing sales are from products manufactured in the UK; in fact, all 

wallpapers are printed in the UK. The company is committed to developing and 
growing the international franchise, licensing and online businesses as well as 
delivering a uniquely British, multi-channel experience to our international customers.
We have been able to increase brand awareness globally through our Franchisees. 
Laura Ashley works with select Licensees selected for their product expertise and 
local knowledge to enhance the brand and expand our lifestyle product offerings.

In the competitive retail sector, we have configured our portfolio of stores comprising 
mixed product stores, home furnishing stores, home concession stores, fashion 
concession stores, gifts and accessories stores and a clearance outlet. The portfolio 
is under constant review as the brand seeks to optimize its profitability. We continue 
to register growth year on year in e-commerce and this growth will be augmented by 
various electronic platforms. A store has recently been established on Tmall, one of 
the biggest online marketplaces in China and various social media will be leveraged 
upon to engage with Chinese consumers.

The flexibility of our designs is displayed in the Laura Ashley Hotels, The Manor 
Elstree and The Belsfield. Both hotels are decorated with our products; each 
bedroom showcasing different design themes. Both hotels have recorded significant 
growth since redecoration.

An Eye on the Future
Laura Ashley has laid out strategic initiatives to deliver sustainable long-term returns 
to our shareholders. We will continue to engage with customers to meet their needs 
and deliver the best customer service. A multi-channel marketing strategy is adopted 
to maintain and grow our customer base.

A high level of importance is placed on environmental considerations; key areas 
of concern are energy and water used as well as controlled emissions and waste. 
Laura Ashley is committed to addressing social, ethical and environmental matters 
by acting in an ethical and responsible manner.

These initiatives will enable us to create and maintain enduring relationships with 
our constituents.
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Sublime Impression in Cloth
Master bespoke apparel specialist, Lord’s Tailor boasts of a clientele that comprises 
of the ‘who’s who’ of the country and international brand personalities – the likes 
of the late Muhammad Ali, Mel Gibson, Shah Rukh Khan, Dato’ Jimmy Choo and 
many others.

In fact, it was Muhammad Ali, the heavyweight boxing champ, who gave Lord’s its 
break in business. It was 1976 and the boxing champ was in Kuala Lumpur for his 
showdown with Joe Bugner. Wanting a suit to be tailored, Ali went to Lord’s, then 
known as Groovy Apparel, and this momentous occasion was featured by all the 
newspapers in the country.

Business picked up as a result of the publicity and the Founder, Robert Loh and 
his wife, Lee Lee, decided to change the name of the brand from Groovy Apparel 
to Lord’s Tailor, a name that is more befitting with the status of a bespoke premium 
apparel brand. With the name change, Lord’s has grown on to become the leader of 
the industry and sustained its business for the past 40 years.

A Brand Worthy of Fine Investment
A well-cut suit is one of the best investments in fashion a man can have; and 
with this philosophy, Robert and his team of master craftsmen have been skillfully 
engineering the fabric to fit and flatter the body of its customers – no matter the 
shape or size. The ability to suit the needs of customers has led Lord’s to become 
personal tailors to many leaders such as Tun Dr. Mahathir, who is a loyal customer 
of the brand since 1970’s.

The iconic characteristic of Lord’s Tailor is its focus on quality, from the beginning to 
the end. Its business card rings of creativity, richness of fabrics, exquisite perfection 
of the cut and the brand’s innate talent in selecting colours. It is unique in many 
aspects – particularly the minute attention given to details as internalized in every 
step of the tailoring process.

Lord’s has been able to stay relevant in the highly competitive fashion industry 
by keeping abreast with new fashion trends and even introducing new designs 
and concepts. It has also branched into ready-to-wear merchandise and in 2013 
officially launched its first ready-to-wear store in Pavilion KL. The product range 
includes ready-to-wear pants and suits as well as a wide range of accessories that 
have been sourced from abroad to complement its ready-to-wear collection.

Lord’s has expanded its marketing activities to include a series of fashion shows 
to showcase its collection to the public – especially the younger generation which 
is more fashion savvy. These shows have been a success and received positive 
feedbacks – giving Lord’s the impetus to further established its brand as a leading 
fashion house in Malaysia.

Stylish Sustainability
In order to manage the expansion of the company, Lord’s has increased its efficiency 
by hiring more staff and implementing a new ERP system that will improve tracking 
of orders and costs of production. It has established a new manufacturing arm that 
is able to produce on a larger scale using line production methodology. This new 
manufacturing department consists of two production teams specializing in shirts 
and pants, and allowing Lord’s to produce all its products in Malaysia and to monitor 
the quality closely.

A family run business, Robert and Lee Lee have mentored their children well to 
take Lord’s to the next generation, even though they are still actively involved in 
the running of the business. Kenny, the eldest son, is the Chief of Lord’s; while his 
sisters, Olivia and Vicky, as well as brother-in-law, Wilkins Leung, are in charge of 
the retail sector.

Moving forward, Lord’s will continue to focus on bringing greater awareness to its 
ready-to-wear collection and plans to open two more retail stores in Kuala Lumpur 
and move on to neighboring countries such as Indonesia, Singapore and China.
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Driving Innovation, Excellence and Challenge
Maserati is an Italian luxury car manufacturer which was established on December 
1, 1914, in Bologna, Italy, by its Founder, Alfieri Maserati, and his brothers. Their 
passion and talent contributed to the company’s DNA: Innovation, Excellence 
and Challenge, which are reflected in the brand’s claim: The absolute opposite of 
ordinary.

Since then, Maserati has played a consistently important role in the history of 
sports car culture and its development. It has been owned by the Italian car giant, 
Fiat S.p.A., since 1993.Over a century of activity has brought the brand glorious 
achievements, both on the road and the track, as well as more challenging times, 
which have helped forge the company’s character and personality.

Today, the company’s headquarters and main production location are in Modena, 
Italy. A second state-of-the-art production location, based on the highest quality 
standards of the World Class Manufacturing (WCM) concept, was inaugurated in 
Grugliasco, near Turin, Italy, in 2013. While the third production plant was opened in 
2015 located at Mirafiori, near Turin, Italy.

The distinctive marque of Maserati is recognized the world over by sports cars 
enthusiasts by its unique emblem, the trident, which was inspired by the statue 
of Neptune at the fountain on the Piazza Maggiore in the centre of Bologna. It is a 
symbol that ties together the Maserati brothers, their hometown, and the artistry and 
craftsmanship for which Bologna and Emilia-Romagna are known.

The company’s pride is reflected in the Values that define the brand – innovation 
in the management of human resources and the working environment, and 
transparency in customer relations. Maserati is a brand that began life in a local 
context but went on to become a major international player, with representation in 
61 countries worldwide.

Cornering the Global Market
Through major investments into product development, production facilities as well 
as its worldwide dealer network, Maserati has hit a turning point. In addition to the 
successful GranTurismo and GranCabrio ranges, the latest generation of Maserati’s 
flagship sedan, the Quattroporte, and the new sports executive sedan, the Ghibli, 
provide the cornerstones to the brand’s strategy of producing some 50,000 units 
annually and gaining a significantly strengthened presence in the global luxury car 
market.

Worldwide, for 2014, Maserati posted a 136 per cent increase in shipments to 
36,500 vehicles, driven by the success of the new Quattroporte and Ghibli models. 
Its major markets include the USA (2014: 14,690, plus 110 per cent), China (2014: 
9400, plus 148 per cent), Europe (2014: 6360, plus 153 per cent) as well as Asia-
Pacific (2014: 4000, plus 206 per cent) and the Middle East (2014: 2050, plus 144 
per cent).

In the South-East Asia and Pacific region (SEAP), Maserati achieved a 252 per 
cent increase in 2014 sales compared to the same period in the previous year. 
The growth was driven by the launch of the new Ghibli, Maserati’s first four-door 
sports executive sedan, and the brand’s flagship model, the Quattroporte. The Ghibli 
accounted for just over 60 percent of retail sales in the region.

The GranCabrio and GranTurismo sports car models continued to sell well, propelled 
by the introduction of the Maserati Centennial Edition.

Maserati’s four-wheel drive system, theQ4, was introduced on the Ghibli and 
Quattroporte sedan models and gained particular popularity in the South Korean 
market. The launch leads up to the global market entry of the highly anticipated 
Maserati Levante, the Italian marque’s first luxury sports SUV, in 2016. The newly 
launched SUV has completed Maserati’s product strategy in covering the luxury 
market segments from 25 per cent in 2012 with only three models to 100 per cent 
in 2016 with five models.

Revving Ahead in Full Throttle
The strongest performing markets in the SEAP region in terms of sales volume 
were South Korea, taking 36 per cent of the overall market and growing by a further 
469 per cent, followed by Australia at 207 per cent growth. All other markets in the 
region also registered strong growth rates, in double and even triple digits.

Maserati’s sales and service infrastructure has been further developed through the 
launch of a new importer in Indonesia, the opening of a combined sales and service 
facility in Melbourne, Australia, and new service facilities in Busan and Bundang, 
South Korea. New showrooms for Singapore and Sydney, Australia,have equally 
added to the company’s growing presence.

The company is committed to a target of selling 75,000 cars per annum by 2018. 
However, in a global car market of around 70 million vehicles sold per year, Maserati 
will, without question, remain a very exclusive marque indeed.
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Ushering in a Luxurious New Culture
The Melium Group is an industry leader that paved the way for both luxury fashion 
and western café couture in Malaysia. Founded by Dato’ Seri Dr. Farah Khan in 
1989, Melium introduced luxury fashion to the country and has since amassed over 
100 coveted brands under its stable. International names such as Givenchy, Emilio 
Pucci, Roger Vivier,Tod’s, and many more have catapulted Kuala Lumpur to global 
recognition as an international fashion capital.

In 1995, Melium brought DOME Café, an Australian coffee lifestyle brand, to 
Malaysia. Since then, DOME has set up over 21 cafés nationwide and with its wide 
array of international and local dishes, attracted diners of all nationalities to its cafés.

A Trendsetting Label that is above the Norm
In 2007, Dato’ Seri Dr. Farah Khan launched the Farah Khan label which offers 
ready-to-wear and couture collections. The label is showcased at the annual Paris 
Fashion Week and she has been invited to showcase her collection at Windsor 
Castle, England, and the Cannes Film Festival. Today, Farah Khan has four free-
standing stores in Malaysia and Indonesia and the Farah Khan brand is the first 
Malaysian brand to be retailed in over 70 cities.

While the Group acquires the distribution rights to open and manage operations 
of mono brand stores and F&B outlets across key iconic retail spaces in Malaysia, 
it has also expanded its operations into Indonesia – welcoming two Farah Khan 
standalone stores at the W Retreat & Spa in Bali and Plaza Indonesia in Jakarta.
Through its subsidiary, PT Melium Nusantara, a property development company, 
it launched the Seminyak Village in Bali – a boutique mall with a lifestyle concept 
that focuses on enhancing living standards through Innovation, Creativity and 
Sustainability.

Seminyak Village offers 60,000 sq. ft. of prime retail space perfectly spread over 
two levels –with 37 shops and restaurants. The mall is set to redefine the shopping 
and dining experience in Bali and aims to be the shopping and dining destination of 
choice for both locals and tourists alike; offering labels, products and experiences 
that define its position as Bali’s iconic shopping mall.

Perfection Fashioned from Integrity
Rooted in the tenets of Creativity, Design and Quality, Melium operates itself with the 
highest level of Integrity to ensure it brings the best to its clients.

The Group is equally committed to its Corporate Social Responsibilities – especially 
in the area of community charities. Melium aims to promote the values of a caring 
and loving society by encouraging community support and service.

According to Dato’ Seri Dr. Farah Khan, by lending a hand to less fortunate 
individuals, Melium can help improve society in a big way; hence it supports many 
community charities and has raised, to date, over RM15 million through organizing 
or participating in charity auctions and fund-raising events. In fact, at its 25th 
Anniversary, the Group raised RM RM3.55 million — surpassing its own target of 
RM2.5 million — to benefit 12 organizations ranging from women’s and children’s 
shelters to cancer charities and welfare societies.

Melium’s goal is to organize a major charity event every five years to raise funds for 
the needy.
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Redefining Spaces Tastefully with Luxury Tiles
With origins from 1964, MML® has been crafting high-quality tiles for consumers 
around the world for over half a century. Industry experts from Japan, Italy and 
France were brought in to pioneer world-class technology and stringent quality 
management in the start up of Malaysia’s first mosaic plant – Malaysian Mosaics. 
Marketed under the MML brand, MML has been a trendsetter for modern living.

MML’s 360° infrastructure in the tile creation process is an end-to-end product cycle 
monitored under one roof. From new product development, research & development, 
pilot plant facilities, manufacturing, total quality management, automated storage 
and retrieval warehousing system to logistics, sales & marketing, and customer 
support – each and every process of the MML tile is a hallmark of the brand’s 
essence.

Offering a wide selection of tile designs in different sizes, colours and surfaces, 
the MML brand of luxury porcelain and ceramic tiles is able to cater to different 
styles – where customers can choose tiles based on their individual preferences in 
ambience designs.

Today MML’s tiles are seen on walls and tiles of residential homes and commercial 
spaces across 80 countries in the world. The brand’s products have been utilized for 
many prestigious architectural projects and showrooms of luxury brands, including 
Mercedes Benz, Porsche, Land Rover, Jaguar and Lexus.

Synchronizing Global Trends with Digital Technology
In the forefront of both technology and global trends, MML introduced the country’s 
first ultra-high definition digital technology for tiles in 2015. Equipped with the latest 
German high-definition technology and superior European ink, its MML® UHD 
DIGITAL technology outputs to the finest resolution – transforming ceramic and 
porcelain tile surfaces into an interior design object.

With its focus on using cutting-edge technology, MML has opened up endless 
possibilities in creating innovative ceramic and porcelain tile designs and surfaces. 
Each MML tile series is inspired through synchronizing global design trends with 
local consumer needs.

MML® UHD DIGITAL technology brings the design quality of MML products to 
a higher level in comparison to the ordinary digital products being offered in the 
market. Through this technology, it has made it possible for customised interior 
designs to be realised. And the end result is a remarkable materialization of concepts 
from paper to your living spaces.

Leading the Green Movement for a Sustainable Future
Back in 1964, there was barely any infrastructure for water in the community of 
Kluang Malaysia. MML made innovative modifications to its factory roofs to collect, 
recycle and reuse water for its manufacturing processes. After the said water 
conservation initiative, the company moved on to extend a zero-waste policy across 
all processes and materials. A natural extension of MML’s eco-compatible and 
sustainable brand policies, the brand’s holistic ecosystem has been optimized over 
the years to reduce carbon footprint.

Its green legacy ultimately led to the launch of Malaysia’s first green tile in 2012. 
Today, all products produced by the MML Eco Plant are certified with the Eco Label 
by SIRIM and Green Label by the Singapore Environment Council.

With sustainability embedded as part of the brand’s DNA, MML has been leading 
eco tiling solutions to support the developing trend of green living and zero carbon 
developments. As it continues its efforts to enhance spaces, the brand constantly 
innovates the brand’s processes, business model and product development on an 
international platform.

Staying true to its tag line, Everything Looks Better with MML®, the brand aspires 
to continuously inspire quality living that combines beauty and functionality. Going 
beyond wall and floor surfaces, it aims to anchor its position as the iconic brand in 
Luxury Surfaces.
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Trans-Continental Building Covering Solutions
A pioneer in the green technology and environmental friendly roofing solutions in 
Malaysia, Monier® has been providing roofing solutions to Malaysians for over 50 
years. Offering a wide range of quality products – from roof solutions, roof tiles and 
fittings, Energy Efficient Roofing Solutions – E3, roof system components to laying 
services, the brand is a one-stop quality roof systems specialist.

The company’s Asia Pacific operations include Malaysia, China, India, Indonesia, 
with workforce strength of 1400 people and 18 factories. A part of the Europe-
based Monier Group, it is the world’s leading manufacturer and supplier of building 
materials for pitched roofs as well as innovative roof, chimney and ventilation 
systems.

As a regional hub for operation in this geographical zone, the Malaysian establishment 
is aimed to leverage on Research and Development at its Bukit Kemuning Technical 
Centre, people-technical expertise with roof school training centres and best 
practice sharing industrial performance, health & safety, marketing tools and others. 
A successful brand in the roofing industry in Malaysia, the company generated 
revenue of more than RM200 million in 2012.

With eight factories set up across the nation to manufacture concrete tiles – 
including Selangor, Perak, Kedah, Pahang and Johor – the brand’s key success 
lies the different factories in various locations to cover different parts of the country.

An Adaptive & Environmentally Friendly Brand
With the largest sales, distribution and production network in the country, Monier® 
is also certified with the MS ISO9001:2008. The company believes in investing in 
leading edge research and development to provide the multifaceted demands of 
customers. The brand believes that its products must not only be suitable in terms 
of function and aesthetics, while adapting to the Malaysian climate.

Innovation is key to progress and the staffs at the technical centre liaise with 
technical experts to continuously strive for industrial improvement in quality and 

development. Monier’s solutions also comply with both Malaysian and International 
standards.

Monier’s well known energy efficient roofing solutions provide tangible benefits. The 
Monier CoolRoof® System lowers the temperature inside homes naturally, while 
the Solar Water Heating System provides for hot water needs and Toplight™ allows 
customers to enjoy natural sunlight.

Armed with the Philosophy, More Power To Your Roof, the company focuses on 
‘green’ practices when innovating its products. The Monier® Rainwater Harvesting 
System takes advantage of the abundance of water when available for usage even 
when it is not. While it reduces the impact on the environment, the system also 
saves water and money.

Innovating the Future Elegantly
In the last two years, the roof tile maker has focused on selling higher margin 
products in its premium segment – due to the low-end commodity product segment 
that has experienced overcapacity and intensified price pressure in the local market. 
Monier’s portfolio encompasses a premium range of products such as Legacy® 
Mineral and Perspective® Mineral as well as imported clay tiles from Europe.

With innovation at the forefront of its business, the new Monier’s Horizon™ 8 
Concrete Roof Tile Solution is engineered for roof pitches as low as eight degrees. 
An ideal and environmentally friendly roof system for modern houses with low-pitch 
roof designs, the complete solution delivers roofs with the lowest pitch level in the 
market – at only eight degrees.

This innovation makes it possible for roof designs to be more flexible as well as 
be lower and flatter. Besides streamlining aesthetics for modern houses, this 
technology also ensures that Malaysian homes are more comfortable, enjoyable 
and environmentally friendly – especially in a tropical climate such as this.
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A Sublimely Natural Choice
Health living is at the centre of our wellbeing. Symbolizing healthy living and care for 
our loved ones, Naturel products are made from natural ingredients and produced to 
a stringent manufacturing standard to offer a brand of distinctive quality.

The brand was introduced in early 90s and using the French word NATUREL  was 
positioned to denote natural healthy goodness using the highest quality plant based 
ingredients and adhering to stringent food and safety standards. All Naturel products 
are Halal certified.

Consumers have come to recognise NATUREL by its apple green packaging which 
conveys a fresh and healthy image. With its advertising and promotional campaigns 
which create strong awareness for the brand, Naturel has built a loyal group of 
consumers through the years.

Naturel has a range of products that consists of soft margarine and spread, cooking 
oil and olive oil. The Naturel brand was the first to introduce the benefits of Omega 3 
& 6 in cooking oils and spreads in Malaysia. With consistent innovation in products 
and communications platforms, Naturel continues to strengthen its leadership 
position in soft oils and chilled spreads.

For the Ultimate Love of Health
The Naturel Brand Mission facilitates healthy living and care for our loved ones, 
through the brand’s Three Pillars of ‘Join the Naturel Living’ Campaign: Eat Right, 
Keep Fit and Beat Stress. This is further reinforced by the introduction of Omega 3 
& 6 in its products, making Naturel the pioneer brand in the industry to introduce 
them. 

Naturel’s Omega 3 DHA is plant based, free from ocean contamination, and suitable 
for vegans. It is the purest form of Omega 3 DHA. 

The message of Eat Right, Keep Fit and Beat Stress is consistently delivered to 
consumers in all communications and direct consumer engagement platforms. For 
example, every year the brand runs nationwide road shows in selected heavy-traffic 
shopping malls to create awareness and help consumers to adopt the strategy of 
eating right with Naturel.

Embracing a Wholesome Future
Naturel always seeks out new consumer insights regarding their needs for 
healthy living. Its latest product innovation, Naturel Forte DHA Cooking Oil, was 
conceptualized in a focus group that discovered the need for foods that provide 
dietary nutrients for brain development.

These exceptional oils have earned Naturel the loyalty of consumers and numerous 
awards and accolades, local and international. Naturel continues on its brand 
mission of promoting healthy living and educating consumers to choose good fats 
from bad fats in their daily diet inorder to lead a healthy life style and contribute to 
the well-being of the nation. 
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Always in Tune with the Times
Beiersdorf is a global skincare company with over 130 years of brand heritage. 
Established in 1882 by pharmacist, Paul Carl Beiersdorf, it developed the first stable 
skincare cream based on a water-in-oil emulsion and named it NIVEA. Since then, 
NIVEA has grown to be one of the largest skincare brands on the planet and is 
available in more than 200 countries worldwide. In fact, NIVEA is the most important 
and valuable brand in Beiersdorf’s portfolio of brands.

Beiersdorf has blossomed into a global skincare company with more than 150 
affiliates and over 16,500 employees worldwide. Its success internationally revolves 
around its strong brands in all the relevant skincare categories; NIVEA in the mass 
market, Eucerin® in the pharmacy segment, and La Prairie in the luxury skincare 
segment.

NIVEA stands for Values like Security, Closeness, Trust, and Reliable Care for all 
types of skin and this has enabled it to clinch leadership position in the skincare 
segment in 46 countries. It commands a high global Brand Awareness of 93 per 
cent – with over 30 per cent of all women around the world using NIVEA products 
which range from face & body creams, cleansing & shower lotions to deodorants 
and sunblock solutions.

NIVEA MEN® was launched in 1986 and through the years has expanded its men’s 
range to cover a wide spectrum of personal, skincare and grooming solutions.

The brand’s numerous accolades and milestones include being the global market 
leader for skincare, coming up with the first stable oil-and-water-based cream in the 
world and being the first to integrate Q10 in its anti-wrinkle products.

A Revitalizing Symbol of Trust
Beiersdorf’s products are successful across the world because consumers trust and 
believe in them. The company further strengthens said trust and faith by making 
investments in dermatological research and innovative technologies, global and 
local trend analyses, and maintaining a consistent global Brand Identity.

The company’s success lies in its brands having the ability to unite international 
trends with regional consumer needs – since no two markets are the same – plus 
consumer skincare requirements differ considerably from continent to continent. The 
company conducts extensive consumer surveys and operates local Skin Research 
Centers to stay as close as possible to its consumers.

One of the factors driving the company’s global success is its ability to innovate. 
Product R&D activities have always played a key role within the Beiersdorf 
organization. In fact, many of its R&D project results, such as the invention of NIVEA 
Crème, which revolutionized skincare in 1911, have helped it to establish global 
standards and benchmarks.

Building on Brand Sustainability
As one of the best skincare companies in the world, Beiersdorf continues to focus 
on R&D programmes to strengthen significant innovations, launch meaningful and 
successful advancements for consumers. The Beiersdorf Skin Research Center, 
located in Hamburg, is one of the leading beauty and skincare institutes in Europe.

Understanding the need to provide positive Brand Experience to its customers, 
Beiersdorf continues to intensify excellence at the point-of-sale and amend the 
quality of communication planning. The brand believes in engaging its customers 
and further strengthening emotional bonds in a bid to build loyal brand communities 
throughout the world.

Beiersdorf focuses on operating sustainably and is committed to ecological and social 
responsibilities. The company’s Sustainability Philosophy is not just determined by 
its economic success, but also by its active approach to environmental protection 
and occupational safety; as well as deep commitment to society.

At Beiersdorf, sustainability is an ongoing process that constantly gives rise to new 
goals, perspectives, and measures and is a basic belief that is advanced through 
continuous learning processes.
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A Universal Force of Good
In 1984, Blake Roney and his sister, Nedra, ventured into a new business – creating 
personal care products with all of the good benefits and none of the bad. After much 
research, he established Nu Skin.

Starting off with humble beginnings, customers would have to bring their own 
containers and Blake filled these containers with a spoon from unmarked, one-
gallon containers – a reminder that the power to improve lives often starts with a 
small and simple first step. Today Nu Skin has grown from the initial 12 personal 
care products to more than 200 products in the anti-aging, personal care and 
nutritional supplements categories.

The concept of ‘All of the Good, None of the Bad’ worked out well for the brand, 
which was founded as a ‘force of good’ around the world by empowering people 
to improve lives with rewarding business opportunities, innovative products, and an 
enriching, uplifting culture.

In 2014, Nu Skin celebrated 30 Years of Innovation in 53 markets across the five 
continents – with a record of $2.57 billion in revenue in the same year. The company 
continues to strive towards its Vision of becoming the world’s leading direct selling 
company by generating more income for sales leaders than any other brand. It 
continues to stay relevant in the anti-aging and weight management industries with 
its proprietary anti-aging technology, ageLOC®, which targets the sources of aging.

Solidly Backed by Breakthrough Science
Nu Skin’s differentiation from other anti-aging products lies in the brand’s discovery 
of ageLOC® science, which is based on the discovery of internal sources of aging, 
or what it calls ‘age-related super markers’ (arSuperMarkers). Nu Skin’s ageLOC® 
science targets these arSuperMarkers — the ultimate sources of aging that can 
influence how people age.

In 2011 Nu Skin Enterprises, Inc. announced its acquisition of LifeGen Technologies, 
LLC. The company also initiated new research and development contracts with 

LifeGen Co-Founders, Richard Weindruch, Ph.D., and Tomas Prolla, Ph.D., who both 
manage and provide scientific leadership at the Madison-based research facility. 
The acquisition has helped to enhance Nu Skin’s position as a leader in the anti-
aging industry.

Over the years, Nu Skin has come up with many innovative products based on 
its ageLOC® Science including Gentle Cleanse & Tone, ageLOC® Future Serum, 
ageLOC® Radiant Day SPF22, and Tru Face® Essence Ultra. Extending its product 
range, Nu Skin also launched ageLOC® R2, a nutritional supplement that helps 
to renew and recharge the body cells during the day and at night while ageLOC® 
TR90™ is a weight management and body shaping system based on highly 
innovative gene expression science.

A Benevolent Beauty Brand
All for giving back to society, the international company’s Nourish the Children 
initiative has provided more than 450 million meals to hungry and malnourished 
children around the world since its establishment in 2002. Locally, Nu Skin Malaysia 
has been recognized for its collaboration with the IJN Foundation during the latter’s 
20th Anniversary celebration in July 2015.

Nu Skin’s Brand Positioning, ‘The Difference Demonstrated’, is reflected in their 
focus on Four Core Elements: People, Product, Culture and Opportunity. The brand’s 
strength and heart revolves around its staff and management who aspire to be 
inspirational and aspirational leaders.

Nu Skin’s products are innovative and beneficial to beauty inspired global citizens 
while its all-embracing culture is seen through fun events around the world and 
the Nu Skin Force for Good Foundation. The brand’s distributors are encouraged 
to empower themselves. In this light, Nu Skin is committed to providing the best 
opportunity to make dreams a reality.
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Envisioning a Better World via Technology
The company known as Matsushita Sales & Service Sdn. Bhd. was established 
in March 1976. In 1992, it was renamed National Panasonic Malaysia Sdn. Bhd.; 
before a global brand unification movement saw it changed to Panasonic Malaysia 
Sdn. Bhd., from October 2003.

Being a brand name that was created in 1955, it was initially used for audio speakers. 
Combining the words ‘pan’ and ‘sonic’, its meaning is to bring sound the company 
creates to the world. Since 2008, the name has been used as the corporate brand 
representing the company, products and services.

Being committed to creating a better quality of existence on the whole, the brand 
continuously contributes to the evolution of society and to the happiness of people 
around the globe, with its Global Slogan: ‘A Better Life, A Better World’. Armed with 
the Vision to expand and pursue a better life for each customer in various spaces and 
fields, the brand also wants to create a better world globally through its contribution 
to the environment and other activities, in both B2C and B2B businesses.

Keeping its Core Values close to its business operations – Contribution to Society, 
Fairness & Honesty, Co-operation & Team Spirit, Untiring Effort for Improvement, 
Courtesy & Humility, Adaptability and Gratitude, the company founded in Japan has 
more than 400 staff in Malaysia.

High Quality Products, Exemplar Brand Values
The Panasonic brand offers the public a wide range of products – the electrical and 
electronic products ranging from audio visuals, home appliances, air conditioners, 
indoor air quality, solar business, digital & video cameras, professional broadcasting 
equipment, system solutions, telecommunications, health & beauty care, batteries 
and lightings.

When it comes to consumer electronics, the brand believes in enriching the lives 
of Malaysian families by promoting eco, Healthy and comfortable lifestyles. Its Eco 

Solutions revolves around contributing to Malaysian environment with energy and air 
quality solutions while its System Solutions sector aims to provide comprehensive 
end to end solutions to enhance business productivity and efficiency.

Since its establishment 40 years ago, Panasonic has been one of the most reliable 
and trusted brand with after sales service available in every branch. The company has 
over 1000 dealers across the country to provide quality service to Malaysians. With 
a wide range of products with 92 product categories and 1900 models, Panasonic 
is a ‘one-stop solutions’ provider – catering to home owners and businesses as well.

Entrenching Brand Awareness
Panasonic’s key direction is to focus on customer engagement through an array of 
avenues – including the Panasonic Cooking Studio, Panasonic Beauty Café, and 
participation in IGEM, HOMEDEC exhibitions as well as promotional campaigns at 
PanaShop (Panasonic dealers).

The brand also looks to create brand awareness with collaborations with other 
brands and events such as the BMW Malaysian Open, 2015 PGM Panasonic Open 
Malaysia, reality shows MasterChef Asia and How Do I Look? Asia.

Panasonic has already established its strong presence in the B2C category among 
Malaysians. In the future, the brand would like to enhance its B2B engagement, 
which is another area of importance. The brand will be collaborating with its sister 
companies – Panasonic Appliances Air-Conditioning System Engineering Malaysia 
and PanaHome Malaysia Sdn. Bhd. – to further expand the business to directly 
engage organizations like property developers, the banking institution, the higher 
education sector and Japanese corporations. Although the brand is already a well-
known player in the Consumer Electronics industry, the company will continue to 
strengthen its Brand Presence in Malaysia.
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Leather Perfected through Passion
Founded in year 2000 by the visionary entrepreneur, Datuk Kelvin Teoh Hwa Cheng, 
Pecca is the largest automotive leather upholstery supplier for the OEM passenger 
vehicle segment in Malaysia.

The company name, Pecca, in Italian means ‘imperfect’ – and this reflects the 
original condition of raw leather hide due to insect bites, scars resulting from injury 
& fights and other factors. Armed with the Motto, ‘Passion & Perfection’, the brand 
is inspired by its passion to take something which is imperfect and ultimatelycraft it 
into something akin to a perfect work of art.

Pecca’s aim is to be the leading leather upholstery manufacturer globally, with 
the Mission to keep exceeding customer expectation in Design, Quality and 
Innovation. With 25 years of experience in the leather goods industry, Datuk Teoh 
has successfully grown the company by leaps and bounds. In the OEM and PDI 
market segments, Pecca’s clients include major automotive brands such as Proton, 
Perodua, Toyota, Nissan, Mitsubishi, Volkswagen, Isuzu and Hyundai.

On a quest to take the brand to the top, Pecca has invested in the latest equipment and 
technology. The company has obtained Quality Management System certifications, 
including TS16949 and VDA. While it embraces international standards in all 
spheres of work, Pecca has also continuously added management professionals, 
R&D engineers, craftsmen and artisans into the company – which has resulted in 
the brand gaining the confidence of global car manufacturers.

Quality & Innovation All Rolled into One
Pecca has recreated history with its products. In the past, automotive leather 
seats were considered a luxury – primarily available for premium imported cars 
or the luxury variant of selected makes and models. Today, Pecca has successfully 
introduced leather seats to the local car assemblers – allowing more Malaysians to 
be able to own a car with leather upholstery.

The company believes that one of the critical factors which differentiates it from 
competitors is the recognition of the quality and innovation of its products through 
continuous branding exercise.

Pecca has put in place strict quality controls to ensure only superior automotive 
leather seat covers and kits are used for its clients. The company’s sheer dedication to 
customer satisfaction has led it to obtain the ISO/TS 16949:2009, ISO 14001:2004, 
OHSAS 18001:2007 and VDA 6.3 Process Auditor certifications.

Among Pecca’s stand-out products is the innovative Smart Fit item for car seat 
covers and car door trim covers. With registered patents in Malaysia, Indonesia, 
Thailand and Taiwan, the installation is cleverly done inside the car without any 
necessity to dismantle the car seat. The Smart Fit product for car door trim covers 
allows assembly of it to a car’s interior without destroying the texture and physical 
properties of the original fabric.

The Next Level
Pecca’s Smart Fit car seat cover and door trim cover can be easily customized with 
different combinations of materials and styles – resulting in vast options available 
to suit the different tastes and preferences of customers. Even for car seats that 
are originally equipped with airbags, the Smart Fit cover has been certified to fulfil 
numerous airbag deployment tests carried out by independent testing bodies.

The company will soon embark on a branding exercises in the future to emphasize 
on the unique characteristic of the product to create market awareness and 
acceptance of the Smart Fit cover to target the mass replacement market.

Expanding its market, the Group has recently, on 7 September 2016, secured the 
approval of the Department of Civil Aviation, Malaysia, for the part refurbishment of 
aviation leather upholstery and hopes to pursue contracts relating to the aviation 
sector.

With the listing of the Group on Bursa Malaysia, Pecca will continue to invest in 
technology and human resources to take its leather upholstery business to the next 
level.
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Top-of-mind Biopharmaceutical Brand
Pfizer has come a long way since its establishment in 1849 by Charles Pfizer and 
Charles Erhart. What started out as a family firm with two employees in Brooklyn, New 
York,and a simple product has become one of the world’s premier pharmaceutical 
enterprises – with 130,000 employees over six continents. In addition to this, its 
products are available to consumers in more than 150 countries worldwide.

In Malaysia, Pfizer Malaysia Sdn. Bhd. is one of the country’s leading innovative 
biopharmaceutical companies, committed to improving lives of Malaysians. Set up in 
1964, Pfizer Malaysia has been applying its global resources to provide reliable and 
affordable healthcare solutions to the Malaysian community through its diversified 
healthcare portfolio – including human biologics, small molecule medicines and 
vaccines.

Each year, Pfizer Malaysia helps millions of people with its quality medicines across 
nine therapeutic areas – treating and preventing many of the most common and 
life-threatening diseases. These therapeutic areas include Cardiovascular, Infectious 
& Respiratory Diseases, Pain, Neurology, Oncology, Ophthalmology, Urology & 
Women’s Health and Vaccines.

A Trusted Healthcare Partner for Malaysians
Pfizer Malaysia builds long-term partnerships with its stakeholders by channeling 
its resources to educate the public, empower patients and support healthcare 
professionals to improve the quality of healthcare in Malaysia. Some of its initiatives 
include investing in Continuing Medical Education (CME) for local healthcare 
practitioners to advance their understanding and knowledge on the latest 
developments in their medical field.

Pfizer Malaysia is alsoactive on patient education activities. With the recent anti-
counterfeit campaign – Spot the Fake, Pfizer Malaysia partnered with important 
stakeholders such as Ministry of Health, Malaysian Pharmaceutical Association, 
and Malaysian Urological Association to enhance awareness on the dangers of 
counterfeit medicines and empower patients the knowledge to identify counterfeit 
medicines. On top of this, Pfizer has introduced an anti-counterfeit technology, 
‘PASS’ (Patient Authentication for Safety via SMS), for its urology medicines in 
Malaysia in 2014 – enabling patients to authenticate their drugs through a simple 
SMS text and 15-digit serial code.

In 2008, Pfizer Malaysia together with National Council of Women’s Organization 
(NCWO) launched the MenCareprogramme in an effort to highlight the important 

role men play in breast cancer awareness.; in subsequent years, Pfizer Malaysia 
partnered with Malaysian Organisation of Designers Association (MODA) and 
Asia Pacific Strategic Alliance for Pneunocccal (ASAP) to raise awareness on 
pneumococcal disease via KidStrong – a campaign that still actively engage the 
public.

Other initiatives from Pfizer Malaysia include the publication of the HOPE Handbook 
with the Malaysian Oncological Association to educate both newly-diagnosed cancer 
patients as well as the people who care for them; Diversity Summit, a partnership 
with PWC and Shell Malaysia to advocate diversity in the corporate environment; 
Pharmaceutical Industry Student Adoption (PISA) Programme partnering with 
Taylor’s University to develop young talents; and many more.

Pfizer Malaysia’s CSR initiatives include Care-A-Van, Sharing With A Touch (SWAT), 
and Pfizer Local Health Fellows foster the spirit of volunteering and reaching out to 
the communities where it operates.

Working Together for a Healthier World
Pfizer Malaysia is committed towards Working Together for a Healthier World by 
applying its global resources and striving to set the standard for quality, safety and 
value of medicines to improve the health and well-being of Malaysians at every 
stage of life envisions a world where everyone has access to better healthcare and 
where each person is proactively responsible in ensuring one’s wellness.

It partners with organizations to make a difference in the lives of Malaysians through 
several projects over the years. One of the driving forces is colleague engagement, 
where Pfizer Malaysia’s colleagues are actively involved in planning and working 
together with communities. Through these initiatives, it is one step closer in attaining 
its Vision: Working Together for a Healthier World.

Pfizer’s future lies in three areas: its pipeline, clinical innovation and biosimilars. 
Pfizer’s pipeline is focused on immunology and inflammation, oncology, 
cardiovascular and metabolic diseases, neuroscience and pain, and vaccines, with 
an emphasis on men’s and women’s health areas – such as hormone therapies.

Always looking ahead, Pfizer’s pipeline of new medicines is one of the largest in 
the pharmaceutical industry, focusing on a broad range of unmet medical needs, 
and generating a steady stream of breakthroughs over the years. Coupled with 
strategic acquisitions, Pfizer’s pipeline continues to be a lifeline that ensures newer 
and better therapies for patients around the world.

9796



Brand Excellence in Financial Services – Unit Trust Funds

the brandlaureate 
special edition world awards 2015

Building Financial Independence Admirably
A wholly-owned subsidiary of Public Bank, Public Mutual is ranked No. 1* in both 
unit trusts and the Private Retirement Scheme (PRS) in Malaysia. The undisputed 
leader in the industry has built its reputation based on trust and reliability since its 
inception.

Public Mutual commands a market share of 49.2%^ and 41.1%^ for the retail 
funds sector and PRS respectively. It currently manages more than 100 funds in-
house with a team of 23 fund managers and more than 30 research analysts for 
over 3.3 million account holders.

The success of the brand is attributed to its Philosophy of managing funds based 
on fundamental research and long-term investment strategies to deliver superior 
returns for investors. By providing exceptional services for investors through 
quality human capital and innovative technology, it has enhanced its leadership 
positioning. Public Mutual’s Unit Trust Consultants (UTCs) are always acquiring skills 
and expertise to further develop their knowledge and provide customers with better 
solutions and service.

The Undisputed Leader in the Industry
As the industry leader, Public Mutual’s Main Objective is to help investors – both 
individuals and institutions – to meet their financial goals and maximize their 
investment returns. The company strives to educate and encourage investors, 
prospective investors and the community on the importance of investing wisely and 
regularly for the long term to meet their financial goals.

Regular seminars are held to create the awareness of the need to invest for a 
safe and better future. Apart from the seminars, Public Mutual provides a host of 
articles from the Company’s website, publications as well as updated e-newsletters 
containing the latest information on the various investment tools.

Truly, Public Mutual’s long list of achievements and milestones are the envy of all 
its peers and competitors in the industry. The brand has been garnering numerous 
local and international awards which reflect its standing as the No.1 and top private 
unit trust brand in Malaysia. Some of the awards include The BrandLaureate Award 

for The Most Valuable Brand for Financial and Wealth Planning – Unit Trust category, 
the 13th KLIFF Islamic Finance Awards 2016 – ‘The Most Outstanding Islamic Fund 
Manager’, The Edge-Thomson Reuters Lipper Malaysia Fund Awards 2016, the Asia 
Asset Management Awards 2015 for Best Retail House and Islamic Fund House of 
the Year – Malaysia categories and the Reader’s Digest Trusted Brand Platinum 
Award 2016 in the Investment Fund Company category for the seventh consecutive 
year; amongst others. All these awards have strengthened the Company’s position 
as the ‘top-of-mind’ unit trust brand in Malaysia.

Future Brand Roadmap: Impacting Lives and Communities
Public Mutual has a well developed and robust Corporate Social Responsibility 
program that has benefitted various sectors of the community from the young to the 
elderly and the environment at large. The Company encourages its staff and UTCs 
to practice an eco-friendly lifestyle, in line with its Go Green initiatives. Together, 
Public Mutual strives to adopt Corporate Citizenship to inspire people around it to 
make a difference.

Public Mutual continues to build on its sustainability by introducing new initiatives 
and launching new funds with attractive features for its investors to better meet 
and cater to their needs. In addition, Public Mutual aims to further enhance its 
engagement with its investors by reaching out to them through various social media 
channels such as Google+ and LinkedIn. The Company also plans to boost its 
communication and relationship with the investors through more ground activities, 
seminars and social outreach programmes.

Lastly, Public Mutual plans to utilize the latest electronic tools by introducing more 
mobile apps for its UTCs. This aims to facilitate UTC sales and recruitment efforts, 
and is part of the Company’s Go Green efforts to reduce paper usage.

*In terms of total fund size managed amongst private unit trust companies and PRS 
providers in Malaysia.

Source: The Edge-Lipper, 9 January 2017
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Ribena for the Love of Vitamin C
Ribena® was created by Dr. Vernon Charley in 1938; its name is derived from the 
botanical name of blackcurrants – Ribes Nigrum. In 1955, Ribena® made its way to 
the Malaysian shores and soon became a firm favourite of Malaysian kids and adults 
and retains top-of-mind awareness among Malaysian consumers.

Made with Blackcurrants sourced from farms in New Zealand for their deep purple 
colour, Ribena® is known for its natural goodness and delicious flavour, made 
without artificial colouring or flavouring. Ribena® is available as a cordial, in ready-
to-drink and pastilles formats.

In 2013, Suntory Beverage & Food Limited acquired Ribena® and Lucozade®.

For Children & Children at Heart
A symbol of childhood, Ribena®’s advertising and marketing strategies focus on the 
qualities of well-being and goodness. Ribena® is a drink that has been passed on 
from one generation to another – making it a part of tradition in different cultures 
worldwide. With the added advantage of having an emotional bond of today’s 
mothers, the brand continues to be a part of daily lifestyles of their children.

Although Ribena® is a well-established brand with a healthy dose of Brand 
Positioning, it uses updated communication strategies to address its post-Internet 
target audiences. The introduction of the lovable Ribena berries successfully reached 
out to the children – creating more appeal to the young ones by adding a fun, loving 
quality to the drink.

In Malaysia, Suntory Beverage & Food Malaysia brings the delicious drink to 
Malaysians in a concentrate as well as ‘ready-to-drink’ pouches. In 2015, the 
company introduced the Pineapple and Passion Fruit variant. It also launched the 
Sparkling Ribena Can – a combination of Blackcurrant and a touch of Fizz – to 
refresh the senses earlier this year!

The brand’s marketing initiative in the country includes campaigns that engage 
customers on ground – from roving Ribena® cans across the Klang Valley, cooking 
demonstrations during the fasting month of Ramadhan and other sales promotions, 
plus advertisements on television and social media to give Malaysians a chance to 
know the products better.

The Reinvention of an Iconic Brand
Ribena®’s unique taste is taste delicious as it is made out of New Zealand 
Blackcurrants – from farms that harvest fresh blackcurrants known for their deep 
purple colour.

With the Tagline, ‘Release the goodness’, the refreshing Brand Philosophy reflects 
on the products’ Core Values of goodness in a drink. After celebrating its global 
presence for 75 years in 2013, the iconic brand and present manufacturer is aiming 
for further growth across the seven continents.

Through Suntory, the brand continues on its Mission to champion goodness as it 
constantly reinvents its well-known drink to cater to the different needs and tastes 
of loyal Ribena® consumers globally.
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Driving Innovation & Technology
For over 165 years, Siemens has stood for Engineering Excellence, Innovation, 
Quality, Reliability and Internationality. Siemens Malaysia Sdn. Bhd. has been 
supporting the growth of Malaysia for more than 40 years, working with both public 
and private organizations in order to drive economic, social and sustainable growth; 
thereby advancing the development of infrastructure and enhancing the lives of 
communities in which it operates. With a workforce of more than 900 people, 
Siemens Malaysia is one of the largest German companies in the nation.

Today, Siemens is a global technology powerhouse and one of the world’s largest 
producers of energy-efficient, resource-saving technologies. Siemens is No. 1 in 
offshore wind turbine construction, a leading supplier of gas and steam turbines for 
power generation, a major provider of power transmission solutions and a pioneer 
in infrastructure solutions as well as automation, drive and software solutions for the 
industry. The company is also a leading provider of medical imaging equipment – 
such as computed tomography and magnetic resonance imaging systems – and a 
leader in laboratory diagnostics as well as clinical IT.

A Prime Exemplar of Sustainable Value
In becoming a model brand, Siemens has instilled in each one of its employees 
three important Values: Responsible, Excellent and Innovative. These values form 
the ‘DNA’ of every decision made at Siemens. Its employees are diverse, in terms of 
background and skills, as the customers they serve are global – fostering a wealth 
of ideas which in turn strengthens the brand’s power of innovation. This inspiration 
continues with the introduction of a company-wide initiative in 2012, called PRIDE 
@ Siemens Malaysia – short for ‘Program to enhance Recognition, Interaction and 
Development of Employees’.

Siemens Malaysia plays a huge role in contributing to the economy of the nation 
through its physical presence via projects such as the Express Rail Link (ERL) that 
connects KL Sentral to KL International Airport and the HVDC line between Thailand 
and Malaysia.

With its consortium partners, Siemens AG and SMH Rail Sdn. Bhd., Siemens 
Malaysia is involved in one of South-East Asia’s largest Mass Rapid Transit projects, 
the Klang Valley Mass Rapid Transit (KVMRT), as the supplier of electric trains, depot 
equipment and maintenance.

In fact Siemens Malaysia was part of a consortium that was awarded the 
engineering, procurement, construction and commissioning of Petroliam Nasional 
Bhd’s (PETRONAS) cogeneration power plant in Pengerang, Johor, in 2014. Through 
this project, Siemens supplied four units of the world’s most efficient gas turbines 
that are currently in operation.

The brand works actively with the Malaysian government in identifying business-
matching opportunities with local component manufacturers – to see how they can 
participate and gain access to the Siemens global supply chain.

Another strategic aim it is currently pursuing is the professionalization and expansion 
of its service portfolio in order to better understand what really helps customers by 
constantly intensifying its already wide range of interaction with customers.

Embracing the Future Era
Siemens envisions to continuously create sustainable value for its stakeholders and 
provide proven state-of-the-art technology, thus requiring the brand to stay ahead 
of the technological evolution. Siemens Malaysia has managed to not only remain 
relevant for more than four decades, but continues to be at the forefront of a number 
of technological initiatives in the nation.

Prospectively, Siemens aims to be the pioneer of its time by seeking to capture 
and maintain leading market share and position in all of its businesses in order to 
achieve sustainable and profitable escalation.

The brand will continue to focus on innovation-driven growth areas and markets – 
solidifying its offerings and expanding its Environmental Portfolio further.

Siemens also believes that future success comes from within the organization 
itself. To continue to fostering the development of its employees while promoting 
opportunity and encouraging cooperation, the management believes that it is 
important to have an outstanding team. This clear commitment to Integrity is what 
powers the brand in its ongoing pursuit of business success.

103102



Brand Excellence in Retail – Department Store

the brandlaureate 
special edition world awards 2015

A One-Stop Shopping Haven
KL SOGO opened its doors for business in January 1994 and is now a familiar 
landmark at Jalan Tuanku Abdul Rahman, Kuala Lumpur. Originally built by SOGO 
Co., Ltd. of Japan, today SOGO (KL) Department Store is a wholly Malaysian-owned 
entity.

An iconic store in its own right, SOGO is the largest stand-alone department store 
in the country. Known for bringing the best of Japan to Malaysia, KL SOGO offers 
customers of different walks of life a wide array of merchandise – from affordable 
must-haves to luxury items. This shopping haven has 10 floors – boasting six floors 
containing an array of items – from supermarket, women & men’s wear, a beauty 
arcade, a trendy fashion arena, children and home departments.

Additionally, KL SOGO store also has many food & beverage outlets, a complete 
health & wellness centre, children’s play centre, crèches and two VIP customer 
lounges for the convenience of shoppers. One unique feature at KL SOGO is the 
30-foot waterfall at the 6th Floor, located next to the Saji Food Court, fine dining 
Japanese restaurant and Chinese seafood restaurant. SOGO’s 7th Floor also has a 
50,000-square-feet Events Hall, where the best bargains are found in town during 
its Warehouse Sales.

With the new company Motto, Team SOGO – One Team, One Dream, the retail titan 
offers more services than just personal shopping, including home delivery, porters, 
click-and-collect and a generous Refund and Return Policy. True to form, the 
exemplar brand goes all out to ensure customers have a pleasant and memorable 
shopping experience at its KL SOGO Department Store.

Facelift for the Future
KL SOGO is the winner of the Best Retail Execution of the Year (Southeast Asia) 
Award 2015 by Walt Disney Corporation, USA, and celebrated its 22nd Anniversary 
this year. In its move to remain in the forefront of the Malaysian retail trade and 
fashion industry, KL SOGO has undergone a renovation programme to give its sales 
floors a ‘facelift’ and bring in more popular brands to all Malaysians.

In its efforts to thoroughly provide for KL-ites, KL SOGO has included the other 
traders and businesses along Batu Road – as it was previously known. Armed with 
the belief of being ‘one big happy family’, the store is one of the Founder Members 
of the Batu Road Retailers Association (BARRA), an NGO set up to promote and 
enhance the retail points and overall image of Batu Road – a heritage shopping 

precinct – thereby attracting local and international shoppers visiting this famous 
street.

KL SOGO has been able to reach the top of the department store industry in 
Malaysia. This was achieved, thanks to the support and close business relationships 
with a solid network of business partners who have helped to bring in quality goods 
and attractive merchandise offerings to SOGO’s esteemed customers.

• SOGO’s New Strategy in terms of merchandise, brand and store developments 
is based on the following:

• Being a Social Destination – Bringing in wider range of product lines and 
services at selected retail locations.

• Push for Posh – Embracing a more posh look for the store, with the addition of 
elegant (yet still affordable) brands.

• Passion for Fashion – Promoting more global and aspirational brands in stores 
for esteemed customers.

• SOGO’s future plans may include overseas expansion; i.e. Philippines, 
Indochina, etc.

Expansion beyond Boundaries
Providing the best service excellence to its esteemed customers is the constant 
motivation of the brand. In this light, the Board of Directors and Management 
of KL SOGO verily believe that the time has come for the retail brand to expand 
its presence to other locations in Malaysia. Thus, in order to serve its esteemed 
customers better, KL SOGO is planning to open seven new SOGO stores and one 
SEIBU store throughout Malaysia in the next five years.

Pursuant to the above expansion plan, KL SOGO has signed up with TRX City Sdn. 
Bhd. to bring the first SEIBU department store to the 17-acre Tun Razak Exchange 
(TRX) Lifestyle Quarter.

While the SOGO store at Central i-City, Shah Alam, is set to open in 2018, other 
upcoming SOGO locations will include Mayang Mall in Kuala Terengganu, Prai Mall 
in Penang mainland (Butterworth) and Paragon @ KL Northgate in Selayang.

These exciting new ventures will most definitely get the brand closer to its esteemed 
customers. Without a doubt, KL SOGO is fully committed to living up to its latest 
Tagline: Because of YOU!
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A Brand Steeped in History
Designed by the Dutch architectural firm Keyes and Dowdeswel, the original Majestic 
Hotel was built in 1932 for the Trustees of the Estate of Loke Wan Tho, the youngest 
son of the businessman and philanthropist, Loke Yew.

A hybrid of neo-classical and art deco style, the hotel with 51 rooms was located 
at a hilltop facing Kuala Lumpur’s most famous landmarks, the Moorish-style 
railway station. Majestic Hotel was the largest and grandest hotel in Kuala Lumpur 
– complete with modern sanitation in all rooms, hot and cold shower, and long baths 
in 18 rooms.

The hotel’s custom-designed furniture, silverware and furnishings that were 
imported from England created a stately and regal setting for the contemporary 
society then. It also featured a roof garden – equipped with a dance floor and seats 
for 350 guests. Many popular acts from England and America performed at the 
hotel.

Known for its prestige and luxury, Majestic Hotel was the venue for parties, Sunday 
curry tiffin lunches and tea dances. However, in the 70’s, the hotel became 
lacklustre with the rise of bigger and more modern hotels. The building was saved 
from demolition by the Government and thus gazetted as a heritage building under 
the Antiquities Act. After its last guests checked out at the end of 1983, the hotel 
was converted into the National Art Gallery from 1984 to 1998.

Olden Times Rekindled via Restoration
The management of YTL Hotels became responsible for the restoration of the 
national treasure. It was reopened in 2012 – and with that Malaysians and 
international visitors have the chance to experience a touch of the colonial times in 
today’s modern times.

Encompassing of the original hotel building, The Majestic Wing has 47 suites with 
butterscotch interiors and a vintage charm. The new Tower Wing features 253 
guestrooms and suites with a contemporary touch with the use of dark marble and 
polished chrome.

Glamourous, historical and successful, The Majestic Hotel is the only hotel in the 
capital city that is included in the list of world luxury hotels. Its inclusion in the global 
list is a reflection of the high quality and standards the hotel management and staff 
adhere to, putting itself on the map of best hotels in the worlds.

Unmatched Service – Colonial Style
Besides providing guests with accommodation in stylish, classic rooms, The Majestic 
Hotel also offers services that are representations of colonial and English traditions. 
Among the unique services include Truefitt & Hill, the grooming specialist. From their 
legendary barbering skills, Truefitt & Hill also provides treatments for gentlemen 
including The Royal Cut – a Traditional Hot Towel Wet Shave, Beard Trim as well as 
a Face and Head Massage.

The hotel’s Screening Room provides visitors a chance to go back to the past by 
watching classic Black and White movies from the 1930’s onwards. The private 
cinema is perfect for theatre-style presentations and movie viewing for small groups.
Cigar connoisseurs in Kuala Lumpur have the opportunity to experience and enjoy 
vintage cocktails and cigars at the Cigar Room at The Smoke House while the 
Card Room is the best place to play a game of Bridge, or for private meetings and 
discussions.

Already known by KL-ites as a ‘Mecca of good food’, dining options at The Majestic 
Hotel combines the past and present – chefs prepare modern cuisine alongside 
colonial dishes. With a touch of colonial nostalgia, the Drawing Room, located in The 
Majestic Wing, is a complete setting for indulging in one of the most quintessential 
of English traditions – Afternoon Tea.

Listed as one of the best new hotels in 2013 by Conde Nast Traveler, the hotel 
continues to honour its historical beginnings sublimely in modern Malaysia.
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Exemplar Convergence Brand
Telekom Malaysia Berhad (TM), Malaysia’s Convergence Champion and No. 1 
Converged Communications Services Provider, together with webe, its Centre of 
Excellence for Mobility, offers a comprehensive range of communication services 
and solutions in broadband, data, fixed-line and mobility.

As a market leader, TM is driven by stakeholder value creation in a highly competitive 
environment. The Group places emphasis on delivering an enhanced customer 
experience via continuous customer service quality improvements and innovations; 
whilst focusing on increased operational efficiency and productivity.

Leveraging on its extensive global connectivity, network infrastructure and collective 
expertise, TM is well-positioned to propel Malaysia as a regional Internet hub and 
digital gateway for South-East Asia. As a multiple-award-winning model corporate 
citizen committed to good governance and transparency, TM continues its pledge 
to ensure the integrity of its processes, people and reputation as well as the 
sustainability of its operations.

TM’s Corporate Responsibility (CR) ethos reinforces responsible behavior in the 
three main domains: Economic, Environment and Social.

In the Economic domain, TM continues to support the Government’s call to develop 
businesses and entrepreneurs, especially in supporting the Bumiputera Agenda. 
TM has established Vendor Transformation Programme in place to help increase 
their market competitiveness and create strategic partnerships with them. Since TM 
launched the programmein 1993, 355 Bumiputera vendors have been provided on-
the-job and soft skills training as well as quality certification, capacity and capability 
building, business matching and awareness programmes. TM also continued to 
strengthen its unique position in the Malaysian innovation ecosystem its business 
accelerator programme, with the brand name ‘RE:’.

In the Environment domain, TM has been working to reduce the impact of its 
activities, harnessing digital technology where possible. TM expedited the migration 
of Public Switch Telephony Network (PSTN), to the Next Generation Network (NGN) 
which consumes about 16 per cent less energy. A total of 4 million PSTN subscribers 
have been migrated to the greener NGN.

In the Social domain, TM is responsible. The customers are at the heart of all 
it does, by leveraging on its creative and digital expertise to keep enhancing 
customerexperience with TM and its products. TM’s Customer Experience 
Management and Transformation (CEMT) programme helps in improving the level 
of professionalism within the company. This transformation involves making its 
customers’ journeys easier by going digital and enhancing the efficiency as well 
as nurturing a customer-centric mindset at the workplace. TM continues its CR 
journey with the community and nation-building initiatives via its adopted schools 
and Earth Camps programmes, women entrepreneurs’ development, as well as 

the initiatives of its volunteer movement, TMROVers. Most notably, TM ROVers has 
played a significant role in shaping the GLC Disaster Response Network’s (GDRN) 
response to flood-relief missions early in 2015 and presently.

Spearheading Digital Transformation
TM looks forward to continue serving customers with its comprehensive suite of 
offerings, delivering a seamless digital experience and integrated business solutions 
to meet their lifestyle and business communication needs.

As Malaysia’s Convergence Champion, TM’s main focus is to provide customers with 
innovative products plus unlimited experiences, unmatched choices at unbeatable 
value – thereby enabling them to enjoy their preferred digital activities anywhere 
and everywhere, with ease of mind in terms of support and reliability of our network.

TM is poised to promote smart services through the provisioning of the Internet 
of Things (IoT)-enabled services and smart solutions for Smarter Living, Smarter 
Businesses, Smarter Cities, Smarter Communities and a Smarter Nation; which 
encompass, but not limited to, Smart Safety & Security, Smart Mobility, Smart 
Building Management as well as Tenant and Citizen Services. These are in line with 
its vision: ‘To Make Life and Business Easier, For a Better Malaysia’.

TM also leverages on its next-generation network and ICT solutions to co-create 
the infrastructure and services which can boostindustry in Malaysia as a whole. 
Spearheading its Smart Services initiatives is its wholly owned subsidiary, VADS Lyfe 
Sdn. Bhd. – while VADS Berhad leads on ICT services.

Another promising area is content. HyppTV continues to be part of TM’s convergence 
services which provides exciting, exclusive world-class content and entertainment. It 
is looking to grow HyppTV via careful investment and will continue the collaboration 
(as a content aggregator) with its partners. TM is a strategic partner to numerous 
OTT service providers which offer wider choices of content and entertainment to its 
broadband customers nationwide.

Congregating into the Future
TM realizes that the physical and digital worlds are fast converging, as is the 
business and personal use of technology and services. Customers expect the same 
service experience whether they are in the physical or digital world; and whether 
they are working or at play.

The goal of convergence is to enable an enhanced digital lifestyle and all its benefits 
– including greater connectivity, mobility, flexibility and efficiency – empowering 
customers to do more anytime, anywhere and everywhere. TM’s mission is to 
deliver true convergence of the physical and digital worlds to its customers in line 
with its positioning as Malaysia’s Convergence Champion and No. 1 Converged 
Communications Services Provider.
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Revolutionizing the Property Sector
Formerly known as Dijaya Corporation, the company was incorporated in 1979 – 
before changing its name to Tropicana Corporation Berhad in 2013. Founded by 
Tan Sri Dato’ Danny Tan Chee Sing, it is well known for its iconic development of 
Tropicana Golf & Country Resort. After using the signature name, ‘Tropicana’, many 
of its subsequent developments also carry the Tropicana brand in their names.

Setting benchmarks in resort-style home concepts, Tropicana has built a strong 
reputation for quality living and is the pioneer in lifestyle residences in Malaysia. 
The property developer holds a strong track record in residential and commercial 
developments. Its unique DNA – accessibility, connectivity, innovative concepts 
and designs, generous open spaces, amenities, facilities, multi-tiered security and 
quality – sets it apart from other competitors in the market.

After more than two decades in the property industry, Tropicana continues to 
emphasize its customers’ needs as top priority. The brand believes in innovating 
and redefining the art of living through the creation of integrated developments. This 
is done by incorporating residential and commercial components to create thriving 
townships that are strategically connected.

Tropicana led the Malaysian property revolution in 1992, when it first designed the 
extraordinary 625-acre Tropicana Golf & Country Resort. The company’s pioneering 
resort-style living paved the way for beautifully designed landed homes and 
condominiums, with property being no longer being spaces of uniformity.

Redefining the Parameters of Modern Living
The same Vision, ‘to deliver living concepts that ensure a better quality of life for 
all’, continues today with Tropicana’s multi award-winning portfolio. This includes 
residential, office and retail developments. The company also invests significantly 
in landscaping, recreational facilities to create a vibrant environment for the whole 
family.

As the brand expands its development horizons across the Klang Valley, Johor, and 
Penang, the company also leverages on its land bank of more than 1300 acres with 

a future GDV of more than RM50 billion, and Group nett assets of RM2.6 billion. 
Tropicana’s planned developments are geographically diversified, and located at the 
key growth corridors throughout Malaysia.

Driven by passion to be one of the premier property developers, the developer will 
continue to deliver products that are intrinsically linked with the Tropicana brand. 
Reflecting the core elements Innovation, Creativity, Quality and Excellence, the brand 
strives to redefine the art of living.

Recognized as one of the Top 10 developers in the whole of Asia by BCI Asia Awards, 
the Tropicana brand has won many prestigious awards, including the Asia Pacific 
Property Awards 2013 and The BrandLaureate Special Edition World Awards. These 
awards are a reflection of the strength of the Tropicana brand as well as a testament 
of its success.

New Ventures, New Gains
With the market demand on landed properties, Tropicana will focus on its newly 
launched landed properties at Tropicana Aman in Kota Kemuning, Tropicana Heights, 
Tropicana Metropark and Tropicana Gardens in the central region. In Penang, 
Tropicana 218 Macalister is the one to watch.

Down south in Johor, the company will continue to develop its presence in Iskandar 
Malaysia with exciting and integrated developments such as Tropicana Danga Bay 
and Tropicana Danga Cove. In Sabah, Tropicana has completed the development of 
the luxurious golf-fronted condominium, Tropicana Landmark.

Listed on the Main Board of Bursa Malaysia in 1992, the company continues on 
a quest to explore new possibilities and horizons in the retail and office space, 
hotel and education sectors. With the direction and guidance from an experienced 
management team, Tropicana is on its way to pursue its position as a premier 
property group in Malaysia.
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A Global Household Brand
Established over 60 years ago with headquarters in Orlando, Florida, Tupperware 
Brands Corporation is the world’s leading direct selling company in food storage 
products. Publicly listed in the New York Stock Exchange, the company has a 
presence in 100 countries around the globe.

Making a significant difference in the lives and homes of millions the world over, it 
was previously known as Tupperware Corporation. In 2005, the corporation changed 
its name to Tupperware Brands Corporation to reflect its increasing product diversity, 
in-line with its corporate strategy to add premium consumable items to the product 
category mix.

Tupperware Brands encompasses a wide range of premium innovative products 
across multiple brands and categories marketed through an independent direct-
selling force. In Malaysia, the company offers design-centric preparation, food 
conservation, and serving solutions for the kitchen and home through Tupperware®. 
Apart from Tupperware®, Tupperware Brands carries a range of other products 
such as cookware and water filtration system under the brand name TupperChef® 
and NanoNature® as well as beauty and healthcare brands Nutrimetics® and 
NaturCare®.

Known as a multi-brand, multi-category, direct sales conglomerate with an 
attractive and rewarding business opportunity, Tupperware Brands continues 
to create milestones. With women as its primary audience, the brand strives to 
make a difference in the lives of women in the communities in which it operates by 
empowering them to become their best selves and giving them the confidence to 
succeed.

More Than Just Tupperware Parties
For Tupperware Brands, innovation continues to be the key to sustain its brand 
throughout the years. Investment is vital in the company’s quest in product research 
and development, ensuring there is value-added qualities to its products.

The brand’s product development team takes up to two years to conduct research 
before any decisions are made – from conceptualization, product design to mould 
making. Focus groups are conducted locally with the sales leaders and market 
surveys are continuously performed to get in touch with customers’ needs and 
wants.

Tupperware Brands aims to sustain its position as the premier, global direct seller 
of quality, innovative products and inspire confidence in its associates, sales force, 
consumers, and investors. Already a positive force among global citizens, the 
company continues to literally change lives – especially women’s, by enabling them 
to reach their full potential.

A testament to the brand’s focus on research is reflected by the setting up of a new 
regional product development centre in Singapore, its first R&D centre in Asia.

The Brand in Every Home
One of top direct selling companies here in Malaysia, the company hopes to become 
the ‘Direct Seller of Choice’ and having a presence in every home. With a special 
focus on creating entertaining selling situations and developing a motivated sales 
force, Tupperware Brands will continue to offer its sales force compelling earning 
and leadership development opportunities to grow their business.

The company has the ability to attract talented people and believes in spending time 
and resources to develop their skills. The brand provides life-changing and personal 
development opportunities to the sales force and associates, helping them realize 
their potential, achieve success and gain confidence.

Armed with the belief of investing into the future, Tupperware Worldwide invests 
millions of dollars every year in R&D to ensure that the brand is always ahead and 
stays true to the Vision of being a premier direct selling for premium innovative 
products. In Malaysia, the corporation invests heavily back into its business, with the 
Mission to get Tupperware Brands products in every home.
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In Business 24-7 Globally
7-Eleven is today the pioneer and the largest 24-hour standalone convenience 
store operator in Malaysia. With over 2000 stores nationwide, 7-Eleven serves over 
900,000 consumers daily. 7-Eleven stores can be found in bustling commercial 
areas and serene suburban residential compounds – from petrol and LRT stations 
to shopping malls and medical institutions throughout Malaysia.

The concept was founded by J.C. Thompson in 1927 at the Southland Ice Company 
in Dallas, Texas. Besides being an ice vendor, the company began offering milk, 
bread and eggs on Sundays and evenings where grocery stores were closed. The 
name 7-Eleven was introduced in 1946 because the stores were opened from 7 a.m. 
until 11 p.m. Today, the trademark of 7-Eleven’s business is in providing 24-hour 
convenience, seven days a week. Together with its global licensees, franchisees and 
affiliates in 18 countries, 7-Eleven operates over 60,000 stores worldwide.

 
An Integral Part of Malaysian Culture
The first 7-Eleven store in Malaysia was opened in October 1984 at Jalan Bukit 
Bintang, Kuala Lumpur. 7-Eleven is today the undisputed market leader in the 
standalone convenience chain store landscape in Malaysia.

7-Eleven stores carry over an average of 2200 products with an equal blend of 
international and local mixes. Boasting of its own propriety brands such as ‘Big 
Gulp’, ‘Slurpee’, and ‘7-Select’, 7-Eleven continues to differentiate itself as a brand 
by introducing private label drinks as well as ready-to-eat meals, both ambient and 
chilled, under the ‘Fresh to Go’ label. In 2014, 7-Eleven rolled out the first of many 
to come ‘Next Generation’ concept stores which offer a wider range of ready-to-eat 
meals with seating areas (indoor and outdoor) – in addition to complimentary Wi-Fi 
to boot.

Seeking to redefine convenience further, 7-Eleven has successfully allowed the 
business to tap into new market segments. The myriad of it includes the sale of 

mobile reloads, IDD/STD cards, Touch ‘n Go reloads, bill payments for utility and 
other service providers, photocopying, facsimile, ATM, gift cards, MOLPay and 
Internet game starter packs or reloads via MOLPoints top-ups. 7-Eleven has also 
rolled-out BOXit parcel locker services in selected nationwide stores in addition to 
its joint collaboration with Foodpanda for selected favourites from 7-Eleven to be 
delivered to the consumer’s doorstep.

7-Eleven’s rapid expansion plans continue to take place all over Malaysia to service 
the rising population and consumer purchasing power, especially in secondary states 
and East Malaysia. The increasing consumer appetites for convenient shopping and 
rising sales of value-added services have developed into strong impetuses to the 
development of the industry.

Leaving an ‘Eleven-lasting’ Mark in Time
In the recent years, 7-Eleven has been awarded recognition for its outstanding 
achievements in the convenience store sector. These awards for 2015 alone 
include, among others, the Putra Brand Awards (Silver placing in Retail Category), 
Consumer Goods and Branding Acumen Award by McMillan Woods Global Awards 
and The BrandLaureate Special Edition World Awards (for Brand Excellence in the 
Convenience Store Category).

7-Eleven has, and will continue to introduce innovative new promotions, contests 
and loyalty programs, catered to meet consumer demands whilst offering great value 
and rewards to its consumers beyond the usual community shopping experience.

Being the premier neighbourhood c-store, community building is at the heart of 
7-Eleven’s Corporate Social Responsibility (CSR) framework under its Community 
Care program. In this light, 7-Eleven launched its first nationwide community care 
campaign, ‘Semurni Kasih Ramadhan’ in 2010, which was subsequently held 
annually; and to date, more than RM7 million worth of essential items have been 
disbursed to more than 648 charity homes or causes across West and East Malaysia.
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