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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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the brandlaureate awards

Every brand has a mission.  Do you know 
what is yours?

Your mission should be THE No. 1 BRAND 
in the industry. It is a tall order, the 
competition is intense and it is a battlefield 
out there. You have no choice but to fulfill 
the mission as you are the brand custodian 
and it is your responsibility to build the 
brand. 

“YOU DETERMINE THE FUTURE OF THE 
BRAND!”

What must you do to meet the mission? 
How do you arrive at pole position?

First of all, you must be mentally prepared 
as it is a long road ahead. You must be 
DARING to MOVE IN to the battlefield and 
take position. You must DARE to face 
the competition and the hardship that 
comes along with it. Battles are never 
won overnight and to be the No.1 Brand, 
respected and coveted by all needs strong 
branding which is built over a period of 
time with commitment and passion.

“IT STARTS WITH THE FIRST WORD – 
DARE. 

THE FIRST STEP TO EVERY STUNT IS 
DARE TO.”

Second, you must have a good 
understanding of the battlefield. Who 
are your competitors? What are their 
strengths? You must be DARING to  MOVE 
ON with the competition, have a deep and 
thorough understanding of their strength 
and outwit them with your strategies. You 
cannot be an observer once you are in the 
battlefield.  You need to move on

“NOTHING HAPPENS IF YOU DARE NOT. 
EVERYTHING HAPPENS IF ONLY YOU 

DARE TO.                                                                               
YOUR BRAND MUST DARE TO!”

Third, You must be DARING to MOVE WITH 
your game plan, put into action tactics that 
will derail your competitors from moving 
ahead. You need to checkmate their 
movement and last but not least vanquish 
them from the battlefield. Remember 
in war, you must be THE VICTOR and not 
anybody else.

“DARE TO DRIVE YOUR BRAND TO 
VICTORY 

YOUR BRAND MUST HAVE THE DRIVE!”

Once you have won the battle, you must 
be DARING to MOVE UP to be the leader 
and claim the No.1 title.  Victory never 
comes easy. Victory is about having the 
right ATTITUDE & APTITUDE to STRIKE 
& SCORE. You must understand these 
fundamental elements if you want your 
brand to maintain its leadership position. 

“WINNING IS A MUST IF YOU WANT TO 
REACH THE PINNACLE OF SUCCESS.

MOVE IN, MOVE ON, MOVE WITH, MOVE 
UP 

FOR YOUR BRAND IF NOT YOUR BRAND 
will be MOVED OFF & MOVED OUT 

EVENTUALLY
NO WIN,NO POSITION.”

The BrandLaureate encourages you to be 
BOLD, DARING & have the LEADERSHIP 
spirit to take the first move to secure market 
leadership. Remember, expeditions and 
discoveries are made by people who dare 
to move into the unknown and conquer 
frontiers. Faint heart will never lead you 
to achieve your mission.  You must be a 
DAREDEVIL to win the unknown and be 
the NO.1 BRAND. 
 

“CHAMPIONS ARE DAREDEVILS, 
CHALLENGING THE ULTIMATE”

During the past ten years, The 
BrandLaureate has MOVE IN, MOVE ON, 

MOVE WITH, MOVE UP FOR YOUR BRAND to 
become the thought leader in the brands 
and branding industry. The BrandLaureate 
Awards is the No.1 and undisputed leader 
in the Awards’  industry, with recipients 
that stretches to over 60 countries and 
from the respectable Forbes, Fortune 500 
and Top 100 Global Brands lists.

The BrandLaureate Awards celebrates 
its 10th anniversary this year and 
our journey exemplifies the theme 
where we have MOVE IN to the Awards 
industry, took position, MOVE ON with 
the competition and  MOVE WITH our 
strategies to ensure that we become 
the industry leader. We have MOVE UP 
to claim victory as The BrandLaureate 
Awards is the No.1 Branding Awards in 
the Nation and Internationally recognized 
and acknowledged as a prestigious and 
coveted BRANDING AWARD.

In our journey to become the NO.1, The 
BrandLaureate Awards has attained the 
following -  the PERFECT 10 OF BRAND 
PERFECTION which brings you to the 
PERFECT BRAND POSITION!

1) INTEGRITY
2) INGENUITY
3) CREATIVITY
4) ADAPTABILITY
5) AGILITY
6) POTENTIALITY
7) POSITIVITY
8) SUSTAINABILITY
9) LOYALTY
10) QUALITY

BECAUSE WE DARE, WE SUCCEED!

the trophy
one great award is good enough

for your brand

s
h
i
e
l
d

The gauntlet is thrown. Do you dare to take up the challenge to win and 
succeed? The quest for victory is never more eminently reflected than in 

the design of The BrandLaureate BestBrands Awards 2015-2016
 trophy which reflects the theme -  

MOVE IN, MOVE ON, MOVE WITH, MOVE UP 
FOR YOUR BRAND.

Entering into battle and emerging as the victor, 
The BrandLaureate’s statuette is in a victorious pose with his left hand 
stretched out and right hand holding the emblem of The BrandLaureate, 
which acts as a shield. The BrandLaureate’s emblem, which signifies 
strength and superiority, shields the brand from difficult times and intense 
competition with its ingenuity, thwarting threats with innovative and 
creative branding tactics and outrunning the opponents with its agility and 

adaptability to the harsh environment.

The BrandLaureate’s emblem is the only shield that protects and defends 
your brand all the time and all the way and its following attributes as shown 
in the acronym below must be present in each and every brand if it wants 

to maintain its leadership position.

Specially designed for the 10th Anniversary of The BrandLaureate BestBrands 
Awards 2015-2016, The BrandLaureate trophy is crafted in pewter, a strong 
and resilient metal and plated in 24k gold. Gold symbolizes supremacy 
and distinction which reflects the No.1 positioning of the winners of The 

BrandLaureate BestBrands Awards.



YAB Dato’ Seri Najib Tun Haji Abdul Razak

The economy of our times have churned out demands that are so unique for which only an 
inimitable solution could provide the specialized compass to navigate. The BrandLaureate has, 
time and time again over the last ten years of excellence, enthusiastically contributed towards 
reshaping the multifaceted fiscal ecosystem, providing that much needed ‘X factor’ in driving the 
quintessence of Brands and Branding with unmatched resolve. Needless to say, I have always 
been proud of what the Asia Pacific Brands Foundation has done for Brand Malaysia and aspire 
to see this sobriquet for brand excellence launch beyond the frontiers of its former triumphs to 

immense greatness.

yab. dato’ seri najib 
tun haji abdul razak

prime minister of malaysia

h.e. tun dr. mahathir mohammad

H. E. Tun Dr. Mahathir Mohamad

patron of the
 asia paCifiC brands foundation

I have always believed in an approach that exercises good foresight to bolster longevity, as 
exemplified in my own endeavours in the past. I laud The BrandLaureate for having like forethought 
as early on as a decade ago for what is now a medium of absolute necessity astride the womb of 
contemporary economic sentiments; steadfastly championing its efforts in the circuit of Brands 
and Branding in the brilliant calibre of a pacesetter. I trust that with such insight, this high-
precision instrument of the Asia Pacific Brands Foundation will reach even greater provinces of 

attainment in the impending decade.



Ybhg. Tan Sri rainer althoff

ybhg tan sri rainer althoff
Chairman of the 

asia paCifiC brands foundation

Discipline and focus are equally important to see any Vision and Mission through from inception 
through execution. I believe the Asia Pacific Brands Foundation has achieved what it initially set 
out to do, after a decade of elevating the awareness for Brands and Branding in this nation. I am 
truthfully proud to be a part of this journey at this transitional stage when the APBF is stepping 
on towards its next phase of organic growth and expansion. As I convey my congratulations to 
the Foundation and The BrandLaureate, would also like to urge you to take the challenge and 

raise your level and that of this nation to match global standards.

ybhg datuk wira jalilah baba
adVisor of the 

asia paCifiC brands foundation

YBhg Datuk Wira Jalilah Baba

Branding has always been chic in my books. And for this very reason, my footsteps have never 
strayed far from the trendy miracle that is The BrandLaureate, and I have done so with utmost 
pride. I sincerely admire what the Asia Pacific Brands Foundation has been able to do without 
depending on any precedent – other than the supreme passion for Brands and Branding. My 
instincts tell me something extraordinary awaits the Foundation in its next lap; the fruition of 
dreams that have daringly been visualized over the last ten golden years. Congratulations! I 
would like to encourage the APBF to put its best foot forward, braced by soles of proven fineness, 

and venture on enthusiastically with even greater strides!



president
 of the brandlaureate

dr. kkjohan

A decade allows ample time for the laying of a foundation for greater things to come. Such superior 
accomplishments will be our legacy. As the only Foundation-based Award entity in the world, 
surviving a whole decade means a lot more to us than you can ever imagine; for it is a testament 
of sustainability and support from all those actively involved in the grand institution of Brands and 
Branding. Every award before this has been part of the transformational journey that has brought 
this far; and though the voyage is far from over, this night calls for a resounding celebration unlike 
ever before. We have surely earned the right to disembark from our mission-bound ship for a night 
and savour this point of the journey, a ‘Treasure Island’ in the ocean of milestones so to speak, and 
appreciate the watery horizon lined by the golden sunset before us, to savour this moment in the 
most profound way possible. It is a sheer privilege to have you here with us tonight. I cannot express 

how grateful I am for your faith that has brought us here together. Thank you.

Dr. KKJohan

Ceo 
of the brandlaureate

Chew Bee Peng

Chew bee peng

The voyage over the last decade has been highly gratifying for me, adorned with an uplifting sense 
of accomplishment and triumph as well as moments splendour and stateliness. Not many people 
would tell you that they would do it all over again if they had the chance – but I would! For I am 
indeed proud of what we have achieved and how we have championed the mission of adding value 
to businesses and Brands in the country. The fact that we have walked the talk and paved the 
way for others throughout the years gives me the sort of satisfaction that is as invaluable as it is 
gratifying. In the heat of this is auspicious celebration, I would like to take a moment to thank you 
for your faith in us and all the support you have duly accorded. I trust you can see the value in what 
we are doing and the immense potential in the journey ahead – one that will take Brand Malaysia 

to the next level.



the brandlaureate 
brandpreneurial

leadership awards 

“I AM THE BRAND.
 I TAKE ON BRAND lEADERSHIP IN CHAMPIONINg MY BRAND”

...DR KKJOHAN
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ybhg datuk andrew t.k. lim

Shaper of High-achievers
Datuk Andrew T. K. Lim is the Managing Director of 
SOGO KL – the leading retailer in Kuala Lumpur. 
He is a firm believer in ‘walking the talk’ when 
giving incentives and rewarding performers 
– whether staff or suppliers. This avant-garde 
management practice has helped him to retain 
high-achievers and grow a highly competitive 
retail business.

KL SOGO was inspired by former Prime Minister. 
Tun Dr. Mahathir Mohamad, who envisioned an 
iconic departmental store in Kuala Lumpur (like 
the ones he saw in Japan). The Japanese joint 
venture partners were pleased to transfer their 
knowhow to Malaysia and they designed KL 
SOGO from scratch.

Lim, who is responsible for turning the company 
around, is a Lawyer who had no prior experience 
in the retailing industry. Yet he was not fearful 
of the challenges because Vistage Malaysia was 
there to help him make sound business decisions.

Master of People Management
SOGO was originally fully owned by SOGO Japan. 
Datuk Andrew T. K. Lim was previously their legal 
advisor and a Board Member of SOGO KL. In 
2002, Lim initiated the management buyout and 
SOGO is today 100 per cent Malaysian-owned 
and operated, but with a franchise agreement 
with SOGO Japan to allow the continual usage of 
the SOGO name. The agreement was structured 
in such a way that it has full control over the 
management of the store and since then, the 
brand has been adapted to fit the needs of its 
Malaysian customer base.

In growing and sustaining the business, Lim 
believes that people management is the key. 
He practices what he calls ‘incentive-based 
management’. This means clearly spelling out 
the ‘carrots’ and really giving it out when people 
perform. Furthermore, Lim also develops human 
capital using the Vistage process. A Vistage 
member since 2003, Lim still continues his one-

to-one session with his Chair and has extended 
the mentoring system to his subordinates. He 
has signed up four managers at KL SOGO as 
Members of Vistage Malaysia, and was presented 
the Vistage Star Supporter Award in 2012.

SOGO KL stands at a gross of 1.2 million square 
feet with 700,000 square feet available as 
shopping floor space. However, only 450,000 
square feet of that is currently being used for 
departmental store sales. Lim explains that the 
remaining has been sectioned for restaurants, 
lounges and a soon-to-open wellness centre.

Whiz of Incentives
Datuk Andrew T. K. Lim rewards his hardworking 
suppliers aka business partners duly. KL SOGO’s 
long list of suppliers sell mainly Malaysian 
brand names – from shoes, clothes and bags 
to household items and food. He emphasizes 
that the store adopts a ‘strict retail discipline’ 
where rewards are tied to sales performance. 
Once linked to KL SOGO’s computerized system 
of sales, grading and assessment, suppliers can 
gauge their performance on a daily basis. The 
facts and figures speak for themselves.

Lim believes in giving suppliers a good deal, 
and if they do well, give them prominence (in 
retail space). It is a proper monitoring system 
of allocation. He reinforces his appreciation 
to suppliers every year to a grand dinner. He 
celebrates their achievements and implores 
them to reach higher peaks at an annual Business 
Partners Appreciation Banquet.

At KL SOGO, the well ‘incentivized’ staff and 
suppliers get the store up and running with good 
bargains for shoppers all year round. Looking at 
the high turnover, it is without doubt that there 
is now a good match between customer profiles 
and the merchandise mix. Lim will definitely be 
duplicating the single store’s success by going 
where its customers are – like fish in water. “Fish 
cannot survive without water,” he divulges.

Deputy Chairman and Managing Director
SOGO MALAYSIA GROUP OF COMPANIES

the brandlaureate brandpreneurial
leadership award of the year
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ybhg datuk tee eng ho

Dare to Build upon a Dream
Datuk Tee Eng Ho was a ‘kampung boy’ from a 
small village in Kampung Tehel, Malacca, with 
big dreams of building skyscrapers. Born and 
bred in Malacca, he left for Kuala Lumpur in 1986 
to pursue his tertiary education in TAR College 
where he graduated with a Diploma in Building 
in 1989. He started his career in two construction 
companies in Kuala Lumpur for several years in 
order to gain exposure and valuable experience.

An ambitious and passionate young man who 
dreamt of creating his own empire, Datuk Tee 
established his own business in July 1995 and 
formed Kerjaya Prospek (M) Sdn. Bhd. (‘KPMSB’) 
together with his brother, Mr. Tee Eng Seng, and 
wife, Datin Toh Siew Chuon. From a humble setup 
with several hundred thousand subcontract 
projects, KPMSB today has secured more than 
RM3 billion worth of projects under its belt.

KPMSB’s impressive portfolio mostly involves 
projects awarded from prestigious developers in 
various locations, such as Johor’s tallest building, 
the 55-storey Sky 88 SP Setia, Penang’s Tanjung 
Pinang – which is the largest reclaimed land 
mixed development comprising seven blocks of 
condo (Quayside & Andaman), and in the Klang 
Valley, for high-end condominiums such as Duo 
Residency, Suasana Bangsar and Setia Avenue.

Rising up to the Challenge
Datuk Tee took up the challenge of joining the 
public listed family in Bursa Securities in which 
he purchased the stake in Kerjaya Prospek Group 
Berhad (‘Kerjaya’), a group that specializes in 
manufacturing of lighting, furniture and fittings 
via Egovision Sdn Bhd (‘Egovision’) from Eastern 
& Oriental Berhad. After a series of corporate 
exercises, Egovision became the substantial 
shareholder of Kerjaya and Datuk Tee has been 
designated as the Executive Chairman since 
March 2011. Datuk Tee successfully transformed 
Kerjaya into a construction group and returned 
Kerjaya to a profit making organization after 
consecutive years of encountering losses.

In 2015, he initiated a second wave of corporate 
exercise where he divested KPMSB into Kerjaya 
to consolidate his construction business into 
a listed entity. This much diversified  group is 
expected to manage larger projects with more 

access to first tier developers, enhance resources 
and competitiveness and develop an overall 
market branding in the construction industry. 
This was proven to be a wise decision and today 
Kerjaya’s market capitalization has reached 
approximately RM1 billion.

Datuk Tee also privately owns a group of 
companies that actively involved in property 
development which has completed numerous 
high rise residential projects that includes: 222 
Residency, Setapak Mixed development The 
Shore, Malacca River

Those in pipeline are 600 condominiums in 
Setia Wangsa, 20 acres mixed development in 
Kuang, 180-acre mixed development in Kg. Tehel 
Malacca.

The Shore @ Malacca River is the tallest 
landmark in Malacca and was awarded with the 
Best Commercial Landscape Architecture Award 
2015-2016 at the Asia Pacific Property Award. 
Being a son of Malacca, Datuk Tee takes pride of 
this project as it is gratifying to see that it will 
further enhance the economic development and 
opportunities to fellow Malaccans.

 
Dynamic All-Rounder
Known to be meticulous with a keen eye for 
detail and fond of providing a personal touch 
to every aspect of the development, Datuk Tee 
would spend weekends touring project sites 
to ensure that their progress is within the 
stipulated timeframe and the strict adherence to 
the standard and quality required.

Datuk Tee invests heavily on the Human Resource 
Development to ensure that all employees are 
well trained and provide the right fit in their 
areas of expertise. He believes in teamwork and 
in return, the employee is able to deliver what 
the company aspires to achieve.

Being a family oriented person, he divides his 
time equally between family and business. 
Known to many for his community service, 
especially to charitable organizations, he  has 
made philanthropic contributions to various 
organizations in need.

Executive Chairman 
KERJAYA PROSPEK (M) SDN BHD

the brandlaureate brandpreneurial
leadership award of the year
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lim peng jin

Leading with Untold Passion and Commitment
Lim Peng Jin needs no introduction. As the 
Managing Director of Scientex Berhad, he is the 
driving force and pillar of Scientex’s success story. 
Incorporated in 1968, Scientex Berhad has two 
core business divisions – namely manufacture 
of industrial packaging materials and property 
development. Listed on Bursa Malaysia in 1990, 
the group is a global leader in industrial stretch 
film and exports various products to over 60 
countries.

Upon obtaining a Bachelor of Science (Honours) 
in Chemical Engineering from the University of 
Tokyo, Japan, in 1990, Lim entered a chemical 
industry in Japan. In 1991, he joined Scientex – 
and never looked back ever since.

After having appointed to the Board on 20 
January 1995 as the Group Executive Director, 
Lim was re-designated as Managing Director on 
6 November 2001. He also sits as a Member of 
the Board’s Remuneration Committee and Risk 
Management Committee.

Shaping a Brand in the Domain of Distinction
With strong dedication and zeal, Lim Peng Jin has 
spearheaded Scientex to be the talk of the town 
and a market leader. The success of the Scientex 
Group owes much to his extensive and hands-on 
involvement in its operations and management. 
Having gained vast local and international 
working experience in the field of polymer and 
chemicals since the early years of his career, Lim 
adopted a hands-on leadership style within the 
Scientex Group involving the packaging, property, 
polymer and chemicals segments.

Armed with CEO acumen and insight into future 
trends, for over 25 years in Scientex, Lim initiated 
various corporate moves. Among them was the 
merger of two listed entities into one under 
Scientex Incorporated Berhad in 2008. He has 
also improved company structure by reducing 
80 companies under the Group’s stable to 30. On 
top of operational and financial measures, Lim 
has introduced rebranding and management 
philosophy. In 1994, he created the company’s 
Motto under the philosophy Management 
Like Water. It has a deep meaning – like water, 
the company is flexible and can tailor to any 
environment.

Under Lim’s leadership, the Scientex has 

completed its expansions in biaxially-oriented 
polypropylene (BOPP) film manufacturing and 
setup of its new cast-polypropylene (CPP) film 
plant. The company’s new BOPP and CPP film 
manufacturing plants were seeing encouraging 
progress with growing sales to the local and 
export markets. Scientex is also on track to 
complete the expansions of its polyethylene (PE) 
film manufacturing plants in the second half of 
2017.

Through Lim’s overseeing of the expansion, it 
has provided the company with the additional 
production capacity to sustain long-term growth. 
Lim has recently extended its company footprint 
to northern Malaysia with the launch of two new 
projects in Ipoh – which saw encouraging sales 
and is poised to strengthen its prospects going 
forward.

Prospective Gaze: Generating Waves of Change
Going forward, Lim Peng Jin would strive to 
increase sales of flexible packaging across its 
manufacturing business through larger orders 
from existing customers and new ones. Coupled 
with Scientex’s exposure to the affordable 
properties segment which is anticipated to be 
resilient, he is confident of the prospects for the 
rest of 2017.

Lim has made Scientex the example of how one 
brand can in fact make a difference even in a 
crowded field. The packaging industry in which 
Scientex is deeply anchored is a sector where 
there are many players and virtually no barrier 
for entry. But under the stewardship of Lim, 
Scientex is now among the top three producers 
of packaging materials in the world.

Lim has ensured that Scientex gained strong 
demand for its packaging products in the past 
two years. The business clearly saw capacity 
expansion and margins improve. In the coming 
quarters, the outlook for this business segment 
is expected to pick up through higher value 
products and improved product mix.

Scientex has a market capitalization of about 
RM3.24 billion and its share price to date is 
enjoying a good run-up of about 30 per cent 
at RM7.00 against RM4.90 – as at end-2016. A 
testimony of Lim’s hard work is the group’s nine 
manufacturing plants operating in Malaysia and 
Vietnam.

Managing Director 
SCIENTEX INCORPORATED BERHAD

the brandlaureate brandpreneurial
leadership award of the year
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liao yuan shun

Brand Visage Extraordinaire
Liao Yuan Shun is the Executive Chairman of 
White Horse Berhad – one of the largest tile 
manufacturers of ceramic and homogeneous 
tiles in Malaysia. He was appointed to the Board 
as the Executive Chairman of White Horse 
Berhad in August 1999. Upon finishing his 
secondary education in Taiwan, he ventured into 
the ceramic tiles industry and has more than 35 
years of experience in the industry.

Liao is the prime mover of the brand. With his 
strong leadership, he has been able to steer 
White Horse to be the market leader in the 
ceramic tiles industry and achieved the Brand 
Vision of becoming the best tile manufacturer. 
His philosophy of brand success is to deliver on 
its Brand Promise and ensure that all its products 
and services are of excellent quality that meets 
the needs of consumers.

To achieve this intent, Liao worked towards 
ensuring that all White Horse’s tile products 
are certified by SIRIM and MS ISO: 13006 for 
consistence, superior quality and reliability. He 
also built a strong distribution network which 
enabled the brand to have a wider reach and 
support from a network of 1500 dealers and 
outlets nationwide that provides an excellent 
direct marketing feedback mechanism from 
customers.

Pacesetting Innovator
For White Horse to move forward, Liao Yuan Shun 
is a strong believer that the brand must innovate 
and stay relevant to the needs of consumers. With 
his focus on product innovation, White Horse 
constantly comes up with new designs to its 
product lines. The brand is known as a prominent 
trendsetter for interior design & decorating 
solutions and strives to keep on producing 
creative and innovative tiles plus accessories for 
increasingly sophisticated consumer taste.

Under Liao’s stewardship, White Horse has 
achieved numerous milestones. It has won 
numerous awards in Malaysia and the region and 

is ISO-certified by quality boards in respective 
nations where the brand has presence. Apart 
from Malaysia, other countries include Singapore, 
Indonesia, Vietnam, Thailand, Philippines and 
China.

White Horse also created history when it became 
the first tile manufacturer to open its showrooms, 
Ceramic World, in prominent locations in Malaysia. 
This has enabled customers – who range from 
home owners to architects and interior designers 
– to view its selection of tiles and assist them 
with their interior design endeavours.

Stepping beyond Excellence
Having established White Horse’s brand 
leadership, Liao Yuan Shun is not contented to 
rest on his laurels of success. He feels that the 
greatest competitor is not from the industry, but 
oneself; hence the need to constantly challenge 
oneself to improve and do better. His next goal 
is to push White Horse into the higher end and 
premium market as it provides better profit 
margin for the company. White Horse will also 
concentrate on the export market, pushing its 
revenue contribution from 15 per cent to 20 per 
cent.

Located in Pasir Gudang, Johor, White 
Horse’s corporate headquarters houses the 
manufacturing plant, warehouse, administration 
office, R&D department and showroom. It recently 
acquired its sister plant in Vietnam – and this has 
created a better synergy in terms of production 
productivity and efficiency to its product mix – 
enabling it to better cater to the ever-changing 
demands of the market.

With the region’s economies registering strong 
growth, Liao is confident that White Horse will 
continue to expand its market share. He will be 
pushing the brand to the next level to create a 
new brand experience for the customers. The 
entrepreneur in him will also be maximizing on 
the potential of the brand and capturing new 
opportunities that arise.

Managing Director 
WHITE HORSE BERHAD

the brandlaureate brandpreneurial
leadership award of the year

Mr Liou Yuan Shun was represented by  Mr Raymond Loo at the awards ceremony
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sin kheng lee

A Quick Reactor
Danny Sin Kheng Lee, the Chairman and CEO 
of SKB Shutters, has established the SKB brand 
since the company’s inception in 1980. Raised by 
his father and Founder of SKB, Danny, the second 
offspring of senior Sin’s nine children, was sent 
to Taiwan to further his studies at a young age 
of 16. A Mechanical Engineering graduate of 
the National Taiwan University of Technology, 
he returned to Malaysia upon completing his 
studies and started his very own SKB operations 
in Kuala Lumpur – a supporting unit of his 
father’s business.

Sin jumped on the bandwagon and adopt the 
Japanese manufacturing and design technology 
into the roller shutters and steel door production 
when the Look East Policy was widely encouraged 
in ASEAN. This eventually led SKB to its present 
establishment of being a specialist in both roller 
shutters and steel doors – gaining significant 
competitive edge in both scale and capabilities 
in fulfilling the high demand of construction 
development in the city which includes famous 
national landmarks such as KLIA, PETRONAS 
Twin Towers, KL Sentral and Dubai Metro.

Taking Charge of Destiny
From a humble beginning, operating out of a shop 
lot, under Sin’s determination and leadership, 
SKB has evolved into the largest roller shutter 
and steel door manufacturer in the region.

Danny, who takes the lead in Research and 
Development at SKB, is also profoundly known 
as the original inventor and patent holder of the 
transparent shutters. The transparent shutters, 
Sin’s brainchild in 1987, changed the industry 
application for both retail and security. He is also 
a part of the Malaysian Invention and Design 
Society and was awarded with the ITEX 2000 
Silver Award for the invention of the Keyless 
Emergency Exit specially designed for Residential 
Window Shutters.

He was appointed a national standard 
committee member of the Malaysian Standard 
and Accreditation Association as a recognition 
for his contribution in evolving the roller shutter 
profiles. Sin’s latest innovation development is 
the first and only four-hour thermal insulation 
rating fire-rated shutters in the region.

Adding Soul to the Mix
Spurred by a strong sense of commitment and 
passion, Danny has brought the brand to greater 
heights and is recognized by corporate awards 
such as the Ernst and Young Enterprise 50 Award 
and state and national accolades – including the 
MITI Industry Excellence Award. Sin also believes 
that continuous innovation and testing is the 
key to enrich and sustain the SKB brand. His 
commitment to quality and innovation ensures 
SKB products meet the stringent standards and 
requirements of most international standards 
and rulings, ensuring SKB has the leading edge 
in the international market.

SKB Storage, a diversification of the SKB brand, 
also helms the first Malaysian storage racking 
manufacturer to be certified and tested under the 
Storage Equipment Manufacturing Association 
(SEMA) standards for safety and rigidity of 
storage racks. Sin believes strongly in his dreams 
and ideas – the key philosophy in sustaining a 
business and brand. And once you are ready to 
realize the ideas, one must be prepared to outdo 
oneself in every possibilities.

In the 100th Anniversary of the National Taiwan 
University of Technology in 2011, Sin was 
honoured with the Outstanding Entrepreneur 
Alumni for successful businesses and leadership. 
Today, Danny heads the specialized product 
and customization at SKB and oversees – SKB 
Shutters and SKB Storage – both established 
brands that are regionally recognized for quality 
and innovation in their respective industries.

Executive Chairman & group Managing Director
SKB SHUTTERS CORPORATION BERHAD

the brandlaureate brandpreneurial
leadership award of the year
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The Real Life Company
Since its inception in 1948, AIA Bhd. (AIA) has 
helped generations of families all over Malaysia 
to plan, protect and prepare for life. Today, AIA 
is not only recognized as a leading insurer in 
Malaysia but has also become a household name 
in Malaysia.

AIA has grown to become a one-stop centre that 
offers a suite of financial solutions including 
Protection, Health, Personal Accident, Employee 
Benefits, General Insurance, Mortgage, Retirement 
and Family Takaful products to meet its customers’ 
protection and financial security needs at every life 
stage. In 2016, the company launched AIA Vitality, 
a health programme that provides its customers 
with the knowledge, tools and motivation to 
improve their health. This is in-line with the 
company’s commitment to help its customers lead 
longer, healthier and better lives.

Part of the AIA Group, the largest independent 
publicly listed pan-Asian life insurance group, AIA 
Bhd. has the financial strength, experience, service 
centre network and a well-trained team of more 
than 2000 staff to serve its 3 million customers 
nationwide. As at 30 November 2016, AIA Bhd.’s 
total asset worth was RM48 billion, with a paid-up 
capital of RM767 million.

Gaining Momentum through Effective Branding
AIA’s branding practices and tools have generated 
great affinity towards the brand. From the very 

beginning, AIA was clear on its goal and focused 
not only on successfully building brand recognition 
and loyalty, but also on becoming the no. 1 choice 
when it comes to life insurance in the Malaysia. 
Hence, AIA focused all its products and services as 
well as its Brand Message around protecting its 
customers at every stage of their lives – and this 
has resonated strongly with Malaysians.

AIA’s branding efforts has also allowed the brand 
to connect with younger consumers, particularly 
the Gen Y which makes up more than 40 per 
cent of the total population. AIA is also focusing 
on Gen Y recruitment of Life Planners or agents 
– leveraging on their youth and enthusiasm to 
identify and engage with its younger customer 
base. To connect with this group, AIA launched a 
series of mega events and sponsorships namely, 
AIA title sponsorship of The Music Run by AIA, 
Men’s Health Women’s Health Night Run by AIA 
Vitality, and Cartoon Network’s Move It Movement 
by AIA Vitality, to name a few.

At the Group level, AIA also entered into a five-
year major partnership with Tottenham Hotspur 
Football Club in February 2014, which sees the 
AIA brand featured on the shirts of Spurs players 
in all competitions until the end of the 2018/2019 
season. This major sponsorship led to Tottenham 
Hotspur’s First Team coming to play an exhibition 
game in 2015 – their first trip to Malaysia since 
1979.

In AIA’s endeavor to be relevant to Malaysian 
community health as a whole, the company 
launched AIA Vitality in June 2016. The programme 
is a game-changer for both AIA and the industry. 
AIA Vitality is a unique insurance and health 
programme that actively supports and rewards 
its members for taking sustainable steps, however 
small, to improve their health and well-being. Not 
only do they get additional insurance benefits for 
taking care of their health, but they also stand to 
receive discounts from various lifestyle brands 
that AIA has partnered with.

AIA, at present, is working towards filling the gap 
and meeting the Malaysian government’s goal of 
75 per cent insurance and Takaful penetration 
before 2020.

Resonating Excellent Quality via Awards & 
Recognition
AIA Malaysia was voted The Most Popular Graduate 
Employer in Insurance at the 2016 Malaysia’s 
100 Leading Graduate Employers Awards. AIA 
Malaysia ranked 40th on the overall placing, 
a vast improvement from the 88th position in 
2015 – proving that AIA Malaysia is increasingly 
becoming an employer of choice in Malaysia.

In addition, AIA recently won awards at the 
prestigious Dragons of Asia Awards, the Malaysia 
Effie Awards 2016, Malaysia PR Awards 2015/16, 
The Marketing Events Awards 2016 and Marketing 
Excellence Awards 2016.

AIA Berhad
No.1 Life Insurer
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Multifarious Maestro
Berjaya Corporation Berhad, one of Malaysia’s 
largest conglomerates listed on Bursa Malaysia 
Securities Berhad, is involved in a multitude 
of business that includes Consumer Marketing, 
Direct Selling and Retail, Financial Services, 
Hotels, Resorts, Vacation Timeshare and 
Recreation Development, Property Investment and 
Development, Gaming and Lottery Management, 
Food and Beverage, Environmental Services and 
Clean Technology Investment, Motor Trading and 
Distribution, Telecommunication and Information 
Technology related Services, Solutions and Pro-
Investment Holding and others.

Founded by Y. Bhg Tan Sri Dato’ Seri Vincent 
Tan Chee Yioun, Malaysia’s iconic entrepreneur, 
‘Berjaya’ means ‘Success’ in Bahasa Malaysia 
and this is reflected in its corporate logo which 
comprises the word ‘BERJAYA’ in gold.

With total employee strength of 14,000, Berjaya 
Corporation has established a strong presence 
in the local and international markets. Major 
divisions such as Consumer Marketing, Food 
and Beverage, Hotels & Resorts, Property, Media, 
Telecommunication and Gaming have their 
respective portfolio of brands that are market 
leaders and household names.

Grassroots Presence, Practical Convenience
Consumer Marketing & Retail
Major brands in this sector include COSWAY and 
7-Eleven. COSWAY began its operations in 1979 
and currently has 1335 exclusive stores including 
stockists and leader centres located in Malaysia, 
Mainland China, Hong Kong and Taiwan.

7-Eleven Malaysia is the country’s largest 
convenience store brand with over 2000 outlets 

as of July 2016. Amidst, the tough competition in 
the convenience store sector, 7-Eleven has held on 
to become the strongest brand with its innovative 
strategies that enable the brand to stay ahead of 
the curve.

Hotels and Resorts Division
Berjaya Hotels and Resorts Division (BHR) owns 
and operates 17 hotels and resorts locally and 
internationally. The major Malaysian-based hotels 
and resorts are Berjaya Langkawi Resort, Berjaya 
Times Square Hotel, Kuala Lumpur, ANSA Hotel 
Kuala Lumpur, Georgetown City Hotel, Berjaya 
Tioman Resort, The Taaras Beach & Spa Resort, 
Redang, as well as Colmar Tropicale and The 
Chateau Spa & Organic Wellness Resort at Berjaya 
Hills.

BHR’s footprints extend to the United Kingdom, 
Colombo, Sri Lanka, Seychelles, Vietnam and 
Kyoto, Japan, with a range of premium and luxury 
hotels under its portfolio.

Property Division and Investment
Berjaya’s Property Development business has been 
responsible for some of Malaysia’s most visible 
and sought-after developments, some of which 
include Seputeh Heights, Arena Green, Bukit Jalil 
Golf & Country Resort, The Peak @ Taman TAR, 
Subang Heights and many more.

It also owns and manages prime commercial 
buildings within Kuala Lumpur’s Golden Triangle 
and Kuantan, Pahang which include Berjaya Times 
Square, Plaza Berjaya, Kota Raya Complex, Wisma 
Cosway, all of which are sited in Kuala Lumpur and 
the Berjaya Megamall, Kuantan.

Gaming & Lottery Management
Berjaya Sports Toto Berhad is one of the leading 

gaming brands in Malaysia and has 680 outlets 
operating throughout the country. Apart from 
Malaysia, the Group’s gaming business extends to 
the Philippines, Vietnam and the USA.

Food & Beverage
From its first store opening in Kuala Lumpur on 
17 December 1998, Starbucks now has more than 
200 stores across Malaysia and has expanded 
to Brunei Darussalam where there are currently 
4 stores. Starbucks Coffee is operated under 
Berjaya Starbucks Coffee Company Sdn. Bhd., an 
authorized licensee of Starbucks Coffee Company 
and wholly owned by Berjaya Food Berhad.

Other F&B brands include Kenny Rogers 
ROASTERS, Krispy Kreme Doughnuts – amongst 
others.

Media
The Group owns The Sun – Malaysia’s first and only 
free national newspaper with a weekly circulation 
of over 305,000 copies. With its Tagline, Telling 
It As It Is, The Sun continues to be the choice 
of readers as it delivers top-quality news in an 
appealing, concise and easy-to read format.

Balancing Success with Communal Duty
Berjaya Corporation believes in striking a balance 
between profitability and social responsibility to 
the communities in which it operates.

Through its Berjaya Founder’s Day, which was 
conceptualized to serving and engaging the 
community for a common good cause and in honour 
of Berjaya’s Founder, Tan Sri Dato’ Seri Vincent Tan, 
the Group has contributed significantly to the 
needy and less fortunate in the country.

Berjaya Corporation 
Conglomerate
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A Uniquely Remarkable Malaysian Success Story
IJM Corporation Berhad (‘IJM’) is one of Malaysia’s 
leading conglomerates and is listed on the Main 
Market of Bursa Malaysia. Its business activities 
encompass construction, property development, 
manufacturing and quarrying, infrastructure 
concessions and plantations.

Headquartered in Selangor, IJM’s regional 
aspirations have seen it establish a growing 
presence in neighboring markets with operations 
presently spanning 10 countries, with primary 
focus in Malaysia, India and Indonesia.

IJM has recorded phenomenal growth over the past 
three decades – which is a result of its unwavering 
focus on its core competencies, diversification 
into strategically related businesses and selective 
expansion into new markets.

Since its inception in 1983, IJM had steadfastly 
built a legacy of 30 years of distinction and pride 
with an impressive track record of ventures and 
projects in Malaysia as well as internationally with 
its signature ‘Mark of Excellence’. Today, the Group 
has a market capitalization of RM12 billion and 
was recently added to the FBM KLCI constituent. 
As of December 2016, the Group employed around 
4600 employees and had total assets of RM20.5 
billion.

IJM’s belief in a shared destiny with its employees 
remains pivotal to its success while its reputation 
for professionalism, performance and good 
governance is acknowledged by customers and 
investors alike.

The Power of Compounded Branding
IJM was formed in 1983 as a result of amerger 
between three medium-sized local construction 
companies – IGB Construction Sdn. Bhd., Jurutama 

Sdn. Bhd. and Mudajaya Sdn. Bhd. to compete 
effectively against bigger foreign contractors 
in Malaysia at the time. In the years following 
its formation, the Company established itself as 
a professionally managed construction group 
and rapidly gained market acceptance.  IJM 
progressively built on its delivery capabilities, 
competitive prowess and financial capacity 
to strengthen its footing as a reputable local 
contractor.

In April 2007, IJM acquired Road Builder Group 
(‘RBH’), to augment its position as one of the 
country’s biggest builders. In addition to bolstering 
its construction order book, property land bank 
and infrastructure portfolio, the enlarged Group 
enabled IJM to attain considerable synergistic 
benefits, greater local prominence as well as 
possess a more sizeable balance sheet to bid 
for larger jobs and facilitate its expansion into 
overseas markets.

Leveraging on its construction expertise, IJM 
undertakes property development as a natural 
progression, and its property arm, IJM Land Berhad 
has since grown considerably. IJM continued to 
expand on its operations in the Industry Division 
with strategic acquisitions such as the takeover of 
Industrial Concrete Products Berhad in 2004 and 
successful market diversifications into China, India 
and Pakistan. The Group also owns and operates 
infrastructure concessions to create long-term 
recurrent income streams. As IJM ventured into oil 
palm plantations in 1985, its Plantation Division 
has contributed significantly to the Group’s 
earnings over the years and has also accorded 
the Group better resilience to weather macro-
economic and input costs volatilities.

IJM’s regional aspirations have paved the path for 
a global future, replete with growth opportunities 

to continue being the leading Malaysian 
conglomerate in its chosen fields of construction, 
property, plantation, industry and infrastructure.

Contemporary Brand: Impacting the Industry, 
Consumers & Community
IJM’s remarkable success both in local and 
international platforms has been recognized by 
various groups and is reflected in its ever-growing 
network of global partners, which extends from 
United Kingdom to China and beyond. With its 
extensive experience in construction and project 
management, IJM is well positioned to deliver a 
wide range of services to its customers.

The Group’s excellent track record and performance 
is well recognized and has been accredited with 
numerous awards. The accolades include: The 
ASEAN Corporate Governance Awards – Top 50 
Public Listed Companies in ASEAN in 2015, The 
NACRA Industry Excellence Awards (Construction 
and Infrastructure) in 2014, 2013, 2009, 2008, 
2007, 2006, 2004 and 2003, and Merit Awards in 
2015 and 2010; The Edge Billion Ringgit Club 
Corporate Awards – Highest Profit Growth in 
2015 and 2016, and the MSWG-ASEAN Corporate 
Governance Transparency Index, Findings & 
Recognition – Industry Excellence Award in 2013, 
2014, and Top 10 Disclosure Merit Recognition 
Award in 2015.

IJM actively engages with its institutional 
investors and fund managers by hosting corporate 
events and road shows to help keep abreast of its 
current status and upcoming plans in store for the 
brand. IJM also contributes to Corporate Social 
Responsibility by encouraging participation in staff 
volunteering activities that support meaningful 
causes. With a firm commitment to the community, 
its efforts focus on social welfare, education and 
sports development at grassroots level.

IJM Corporation Berhad 
Construction & Builder of Choice
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Forever Entrenched Household Brands
The rich history of the Lam Soon’s brand dates back 
to the 1950s when the company was incorporated 
by the late Ng Keng Soon to trade in copra and 
canned food. Half a century down the road, Lam 
Soon has become a leader in the fast-moving 
consumer goods (FMCG) category.

On a Mission to provide quality and affordable 
products to consumers and at the same time value 
add to their lifestyle, Lam Soon ensures that it 
delivers on its Brand Promise, driven by its Brand 
Motto: Building Brands You Trust. The company 
underwent a restructuring exercise in 2003 and its 
subsidiary, Lam Soon Edible Oils Sdn. Bhd. (LSEO) 
was tasked to oversee its operating activities; 
including the manufacturing, marketing, sales, 
trading, distribution and export of edible oils & 
fats, household & personal care products.

Many of LSEO line of products have become 
household names for most markets in the South-
East Asia region. In the cooking oil segment, 
Knife Blended Cooking Oil is the preferred choice 
amongst consumers and top-selling cooking oil 
brand in Malaysia and Singapore. LSEO’s range of 
beverages, Drinho, Ace and Soyfresh, are popular 
brands amongst consumers while in the Personal 
Care segment, Antabax has grown to become a 
leader in the anti-bacterial protection solutions.

LSEO’s line of quality products is supported by 
an extensive sales and distribution network and 
the Group has operations in Malaysia, Singapore, 
Thailand and Vietnam.

Defining the FMCG Market
Company Director, Kuek Bak Heng, who was 
awarded The BrandLaureate FMCG Man of the 
Year 2014-2015, has played a significant role in 
diversifying Lam Soon’s FMCG product categories 
with young and vibrant brands. With Kuek at the 
helm, the company’s revenue exceeded RM1billion 
in 2012 – a vital milestone achieved.

LSEO continues to sail on and maintains its 
leadership position for most of its product 
segments 

LSEO continues on its mission to revamp its 
production operations at its factories, with the aim 
to improve production efficiency, product quality 
and safety. LSEO’s positive efforts saw the company 
being awarded the FSSC 22000 certification for its 
Pasir Gudang factory in October 2014.

The certifications gained by LSEO are reflective 
of the company’s commitment to food safety 
management and the existence of the system 
that meets the requirements of its customers 
and consumers. This certificate is fully recognized 
by the Global Food Safety Initiative – one of 
the highest food safety management systems 
available.

Adapting to New Winds
To cater to the needs of the times, Lam Soon has 
factored in the Halal Policy and Halal assurance 
system to ensure that its manufacturing facilities 
as well as products manufactured meet all 
required Halal standards. It is by this initiative that 

the Malaysian Islamic Development Department 
(JAKIM) has recognized the company, duly listing it 
on its Halal Fast-Track programme. The inclusion 
to the programme will allow LSEO to fast-track 
any future application for products with the Halal 
status.

Concerning standards of operations, the company 
has gone through a myriad of transformations 
along the way, in particular its Teluk Panglima 
Garang factory office block. This is to ensure that 
that the factory has a larger staging area in its 
warehouse for finished goods and ease the supply 
chain bottleneck.

The company’s strategic plan for the future is 
to develop the ‘Out of Home’ method (or better 
known as food service channels). With that in 
mind, LSEO has expanded its product offerings for 
mayonnaise, chicken stock, chilli sauces and many 
more, partnering with Spices and Seasonings 
Specialties Sdn. Bhd. In its retail channel, the 
company has upgraded its customer service 
level across the country to fulfil the needs of its 
customers and consumers.

lAM SOON EDIBlE OIlS 
FMCG
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Splendid Workmanship, Admirable Properties
LBS began as a fulfilled dream of Dato Seri Lim Bock 
Seng in the 60s, when he started a construction 
business in Petaling Jaya. Within a few years, 
LBS’s portfolio of projects made it possible for 
the brand to gain esteem as a property developer 
which delivers properties that inspire and enrich 
over the past two decades.

Armed with the Vision to be an internationally 
recognized developer, building and inspiring 
delightful spaces that enhance community 
living, LBS believes in ensuring improvement 
in construction technologies and architectural 
trends. The property developer believes that 
Malaysians deserve homes of good workmanship 
and strives to achieve this in each of its projects.

The company’s recognizable properties include 
Taman Perindustrian Bukit Serdang Seksyen 14 in 
Selangor – a project that was jointly developed 
with the 1992 Thomas Cup champions. Also on its 
portfolio are Taman Pinggiran Putra, Serdang, and 
the township project at Bandar Saujana Putra.

As the property brand continues on its Mission 
to consistently deliver exceptional performance 
through progressive creations, ensuring value to 
all stakeholders and enriching communities at 
large, LBS has become a dominant player in the 
country’s property industry. The success of the 
company can clearly be inferred from its listing in 
Bursa Malaysia in 2002 and its presence in China 
– which has been a catalyst in the strengthening 
of the Malaysia-China ties since 2015.

Holistic Rebranding Initiative
Understanding that branding is vital in its 
operations, LBS went through a rebranding 
exercise in 2012. The corporate makeover saw 
a renewal in its logo, reinforcement of values, 
renewed commitment to creating quality spaces, 
and a new approach to media and public relations 
as well as a more aggressive marketing initiatives. 
The rebranding brought better clarity in terms of 
the direction of the company. These initiatives 
have resulted in a renewed confidence in the 
brand, increased market share, and a steady growth 
in the company’s share prices over the years.

Among the branding initiatives that have 
successfully driven LBS as a brand to new 
levels of exquisiteness include an extensive and 
cohesive PR strategy and efforts in working with 
various media owners, marketing communications 
developments, recognition, awards and accolades 
as well as its ongoing Corporate Social 
Responsibility efforts.

Since LBS’s move into high-end development in 
2010, it has continued to uphold its core values 
and purpose of developing homes for Malaysians 
at large and hence, has committed to carry on 
developing quality, affordable homes in various 
development sectors – including community 
living, highland living, lakeside dwelling, Rumah 
Selangorku and commercial projects.

Since its formation, LBS believes in giving back to 
the community. Going back to its roots in Sungei 
Way, the company believes its success cannot be 

possible without support from the community. It 
gives back to the citizens via long-term efforts 
which pave the way for real change; such as its 
financial support and nurturing initiatives for 
SJK(C) Sg. Way and SMJK Katholic PJ. The company 
has also been a strong supporter of the Kiwanis 
Down Syndrome Foundation (KDSF) for 10 
consecutive years.

Developing a Future in Malaysia and Beyond
LBS has long-term plans is to expand its 
developments across Malaysia, simultaneously 
providing homes for all Malaysians of all walks 
of life as it works with Integrity, Efficiency and 
Accountability. The property developer has 
delivered more than 30 thousand properties and 
is sure to keep up the pace and deliver much more 
in the future.

The company will continue to focus its 
development works in Selangor as well as in 
Pahang and Johor. Plans are in the pipeline to also 
venture to other states in Malaysia so it could 
continue with its objective of providing affordable 
quality living spaces for all Malaysians.

Apart from the national venture, LBS will also 
continue with its work in China, with a plan to 
integrate motorsports into the urban lifestyle of 
city living in Zhuhai. In this aspect, the property 
developer will continue to work closely with the 
State of Melaka to promote bilateral ties with the 
Guang Dong province.

lBS Bina group
Property
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The Master Brand behind Great Brands
The esteemed Group is led by Y. Bhg. Tan Sri Dato’ 
Khoo Kay Peng, who is the Chairman and CE of 
Malayan United Industries Berhad. The Group’s 
retailing division consists of two well-known 
brands – Laura Ashley Holdings PLC and Metrojaya 
Berhad.

Laura Ashley, which is listed on the London Stock 
Exchange, operates 194 owned stores in United 
Kingdom, the Republic of Ireland and France and 
252 franchised stores in 29 countries. In addition 
to these stores, the business is conducted through 
other distribution channels such as e-commerce, 
licensing and mail order. Laura Ashley (North 
America) Inc., an associate of the Group, is 
primarily involved in licensing of Laura Ashley’s 
trademarks and copyrighted designs in North and 
South America.

In Malaysia, Metrojaya is the longest established 
department store brand in the market. With 
7 department stores and 61 specialty stores 
operating under various in-house brands of 
Living Quarters, Reject Shop, East India Company, 
Somerset Bay, Cape Cod, Zona, Passages and 
Emanuelle. Metrojaya also operates 7 Laura Ashley 
franchised stores in Malaysia and Singapore.

Divisions of Excellence
The Hotel Division
The Group owns and operates 10 hotels in the UK 
and 2 hotels in Malaysia under the Laura Ashley 
and Corus brands, respectively. Corus Hotel Hyde 
Park, with 389 rooms, and Laura Ashley Hotel, The 
Belsfield, located in the famous Lake District, are 
the Group’s main flagship hotels in UK. In Malaysia, 
Corus Hotel Kuala Lumpur and Corus Paradise 
Resort Port Dickson are familiar brands with 
Malaysians. Corus Kuala Lumpur’s F&B outlets, 
Komura Japanese Restaurant and Ming Palace 
Chinese Restaurant, are popular dining outlets in 
the city. Corus Paradise Resort is one of the first 
few hotels in Port Dickson, and being a seaside 

retreat, it continues to attract guests with its fine 
accommodation and quality service.

Food Division
Network Foods International Ltd. (NFIL) is 
engaged in the manufacturing and distribution of 
chocolates and confectionery products. NFIL has a 
manufacturing company, Network Food Industries 
Sdn. Bhd., which has produced quality chocolates 
for the past 40 years, exporting it to more than 
35 countries, mainly in Asia. It also manufactures 
chocolates of private labels for reputable retail 
chains and major distributors in other countries. 
Its own chocolate brands include Tudor Gold, 
Crispy, Tango and Kandos.

Property Division
The Group’s flagship project is the 1990-acre 
Bandar Springhill township development in Port 
Dickson, Negri Sembilan, undertaken by West 
Synergy Sdn. Bhd. – a joint venture with Chin 
Teck Plantations Berhad. As of June 2016, West 
Synergy has sold 2903 units of residential homes 
and commercial properties in Bandar Springhill 
township. It is also involved in a proposed 
integrated development project in the heart of 
Seremban town which comprises a high-rise 
apartment tower, retail complex, shop lots and 
multistory office buildings.

Financial Services Division
The Group’s Financial Services Division comprises 
of PM Securities Sdn. Bhd. and PCB Asset 
Management Sdn Bhd. PM Securities is a universal 
broker offering stock-broking services through 
its seven branches in Kuala Lumpur, Seremban, 
Puchong, Penang, Melaka, Klang and Batu Pahat.

Touching the World Lovingly
Through its various operating companies, the Group 
has initiated, organized and participated in many 
charitable and social projects that contribute to 
the overall betterment of the community. For over 
a decade, it has offered patronage, encouragement 

and support for the Malaysian performing arts.

Its Metrojaya brand carried out sponsorship 
activities for Hospis Malaysia, National Stroke 
Association of Malaysia, All Women’s Action Society 
and KDU University College. Under Laura Ashley 
Holdings PLC, the Group donated RM1.3 million to 
various charities such as New Life, Fashion Target 
Breast Cancer, Red Cross and Breast Cancer Care. 
Corus Hotel, KL, also hosted Mooncake Festival for 
old folks home, children of Zomi Education Centre, 
a Myanmar refugee education centre, endorsed by 
the UN High Commissioner of Refugees as well as 
financial assistance to Yayasan Anak-anak Yatim 
Piatu Daerah Port Dickson and New Life Care 
Centre Port Dickson.

One of the underlying principles of the Group is its 
sense of fair dealing in all its business practices. 
Ethical engagement with the marketplace is 
something MUI takes seriously. In this respect, 
the Group strives to deliver products and services 
that meet the criteria of Value, Safety, Quality and 
Satisfaction to its customers and clients.

Conscious of the importance of the environment, 
the Group supports efforts that promote a 
cleaner and healthier environment in its day-to-
day operations. Processes that encourage sound 
environmental practices are encouraged in its 
hotel, retail and manufacturing outlets. In its 
township developments, homes are developed 
with generous provisions of well-maintained 
landscape spaces and infrastructure.The Group 
values sound and responsible business practices 
and encourages strong corporate governance. 
It upholds a corporate culture that is strong in 
corporate governance, efficient in management 
and trustworthy in business dealings. By 
interacting responsibly with stakeholders, the 
Group emphasizes on economic, social and 
environmental bottom line.

MUI
Conglomerate
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The Industry Leader
Public Mutual Berhad is a wholly-owned subsidiary 
of Public Bank and is No. 1 in both unit trusts and 
Private Retirement Scheme (PRS) in Malaysia. It 
commands a market share of 46.8 per cent^ and 
42.1 per cent^ for the retail funds sector and 
PRS respectively as at end-December 2016. The 
Company manages more than 120 funds in-house 
with a team of 23 fund managers and more than 
30 research analysts for over 3.3 million account 
holders. Public Mutual’s Mission is to manage 
funds based on fundamental research and long-
term investment strategies to deliver superior 
returns for its investors.

Over the years, Public Mutual has successfully 
established itself as the leading unit trust company 
and PRS provider in Malaysia. As a prominent 
brand in the industry, it has built its reputation 
based on the trust and reliability attributed to the 
Public Mutual name.

Public Mutual’s consistent track record as an 
industry leader has immensely boosted the 
Company’s brand which in turn facilitates the 
promotional and selling efforts of its UTCs.

Built to Win: Initiating Success
Since its inception, Public Mutual has undertaken 
numerous branding initiatives to make the 
Company the successful unit trust business it is 

today. The Company has a designated Training 
Centre at Puchong Financial Corporate Centre 
and highly-qualified trainers to provide the best 
training programmes in the industry for its UTCs.
The Company also makes an effort to regularly 
communicate with all of its stakeholders via 
various mediums of communications. This includes 
the Public Mutual Online (PMO) service as well as 
exclusive publications catered for the Company’s 
UTCs and high net-worth investors to keep them 
posted on the latest happenings, campaigns and 
announcements.

Public Mutual’s position as the top private unit 
trust company in Malaysia was reinforced with 
the 18 prestigious accolades the Company 
bagged in 2016; including two highly coveted The 
BrandLaureate Awards – The Most Valuable Brand 
for Financial and Wealth Planning – Unit Trust 
category and the Industry Champion Brand ICON 
Award 2016 in Financial and Wealth Planning – 
Unit Trust.

Present and Future Actions: Going Beyond Winning
One of the most prominent aspects of the 
Company’s branding initiative that has proven to 
be impactful is its frequent awareness efforts on 
the importance of investing regularly for the long 
term; not just to its investors but to the community 
as a whole. The Company strives to educate 
and encourage both investors and prospective 

investors to plan ahead for their retirement and 
their children’s education in addition to their 
other financial goals.

Public Mutual also continues to robustly carry out 
its Community Outreach Programmes; and in 2016 
conducted ‘Feed The Homeless’ and ‘A Day Out 
With Underprivileged Children’ initiatives, as well 
as ‘Hari Raya Celebrations With Senior Citizens’ 
and ‘Let’s Go To The Zoo!’ programmes.

Public Mutual continues to strive to meet the 
expectations of all of its stakeholders, the 
community and the environment alike. Some of 
the Company’s future initiatives include its plans 
to introduce new funds with attractive features 
for its investors to better meet and cater to their 
needs. The Company also works to constantly 
enhance its online platform, Public Mutual Online, 
for its investors; which allows them to access their 
investment accounts and perform transactions 
anytime, anywhere.

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

^Source: The Edge-Lipper, 2 January 2017

public mutual
Financial & Wealth Planning - Unit Trust
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Inventive & Progressive Brand
Brunsfield International Group (Brunsfield) is a 
premier global property development – engineering & 
construction – real estate investment & management 
group that delivers quality lifestyle solutions in highly 
sustainable signature development projects.

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.

Brunsfield was founded in 1990; and today, the 
group at whole is recognized as a progressive 
and innovative industry player with a portfolio 
of catalyst buildings and sustainable world-class 
integrated community development projects.

The Group’s capability in executing numerous 
plans and strategies has been consistently marked 
with Brunsfield’s well-known brand of innovation 
– which is another key attribute of the Group’s 
business culture and is part of its DNA in striving 
for excellence.

Branding with a Vision
The bedrock of Brunsfield’s brand lies in the belief 
of the Group’s Vision – To become a world-class 
entrepreneurial organization providing the best 
quality solutions and services to its clients and 
to achieve a sustainable competitive advantage 
through strong commitment and corporate 
creativity.

It is this Vision and Slogan – Integrity Works – 
which forms a large part of the Group’s growth 
and achievements over the years in the industry 
that has enabled the Group to build the business 
with a focus on enriching lives – creating social, 
environmental and economic value.

Throughout the Brunsfield Journey, the company 
has understood that the real power of the Brunsfield 
brand is about living the brand – branding needs 
to be authentic and real within the organization. 
Brunsfield’s branding is essentially focused on 
engaging with all its employees and stakeholders 
across the enterprise value chain.

With ONE VISION – to be simply world-class – 
in all that the Group sets out to achieve while 
working collaboratively as ONE TEAM with 
stakeholders to deliver innovative breakthroughs 
and solutions that surpass all its customers’ 
needs and expectations in the most complex 
and challenging projects, is key to building the 
branding and business of the Group.

Hence, the branding initiative in Brunsfield is 
rather subtle as the Group lets its world-class 
high quality value-added innovative solutions, 
products and services speak for the brand itself. 
Even in subtlety, there are a few key areas the 
Group focuses on – such as its corporate culture, 
collaborative working relationships and Corporate 
Social Responsibility. Though these key areas 
play a different role in further strengthening the 
Group’s brand image, they are synergized and 
focused in meeting the same goal – to be simply 

world-class in all that the brand does and delivers
.
Making Headway in a Transformational Manner
Brunsfield has carved a name in transforming the 
once sedate locales into contemporary and fully 
integrated urban living community developments. 
Moving forward, Brunsfield aims to embark upon 
developments that promote nation-building such 
as affordable homes and integrated community 
developments that connect people and resources.

Brunsfield will continue to deliver valued outcomes 
through developing effective collaboration within the 
organization and across organizational boundaries. 
In a business environment that has become more 
global and more complex, Brunsfield shall continue 
to focus on building deeper cross-enterprise 
collaboration and multilateral collaboration – 
creating new value for all its stakeholders.

The company strongly believes that it is imperative 
to continue to strengthen what it has built in 
the Brunsfield brand – to keep growing as an 
authentic brand that not only inspires itself as a 
brand but also its stakeholders to work together – 
to always focus on doing something bigger than 
themselves, and to create shared value by building 
for economic, social and environmental value.

Brunsfield rides on its Vision to build an even 
better future with its shared belief in delivering 
excellence in all that it is involved in as well as to 
serve and deliver with full integrity.

Brunsfield  
Real Estate & Management



_46

Most Sustainable Brand Award

A Successful Merger of Greatness
Formed in May 2009, I&P, a wholly-owned 
subsidiary of Permodalan Nasional Berhad came 
to its own when three property companies – 
Island & Peninsular Sdn. Berhad, Petaling Garden 
Sdn. Bhd. and Pelangi Sdn. Bhd – merged together. 
The merger gave I&P the reputation as one of the 
few leading developers in Malaysia with a vast 
portfolio, not to mention a flawless track record in 
the property industry.

Following the same business philosophy since its 
beginning, the group is a well-known developer of 
townships with the Mission to nurture wholesome 
communities. Over the years, I&P has continued to 
be committed to this and has managed to develop 
its expertise and value system that balances joyful 
living and a profitable business.

The property developer’s current active townships 
include Bandar Kinrara, Temasya Glenmarie, Alam 
Impian, Bandar Baru Seri Petaling, Alam Sari, 
Bayuemas, Alam Damai in Klang Valley as well 
as Taman Perling, Taman Rinting, Taman Pelangi 
Indah, Taman Industri Jaya in Johor Bahru.

Harnessing the Power of Branding
In the year 2016, the group’s branding initiatives 
were carried out through simple initiatives. From 
promotion through conventional methods, I&P 
also produced and distributed its own quarterly 

I&P Living Magazine. The Fun Run marathon held 
at Alam Impian gave the brand an opportunity to 
open itself up to a new customer segment that 
enabled direct personal engagement – in line 
with its Tagline, ‘The Choice Developer For All’.

With the two short films for Syawal and Merdeka, 
the brand was able to reach out to not just 
existing customers, but new customers through 
social media channels. For I&P, it is a good way for 
the company to brand itself amongst the younger 
generation – with an interesting storyline and 
well-known actors to attract the younger crowd.

Among several branding initiatives taken by the 
company include a collaboration with Forest 
Research Institute of Malaysia (FRIM) to beautify its 
property projects with the planting and nurturing 
1600 forest trees. This was implemented in its 31-
acre public park in Shah Alam called Alam Impian. 
I&P also expanded this green concept to the 10-
acre public park at Bayuemas, Klang.

The group initiated a collaborative effort with a 
local university to introduce art in Alam Impian, 
with the theme, ‘Township of The Arts’. The art 
inspired initiative, together with UiTM, also saw 
the inaugural ASEAN Art & Design Symposium 
Workshop – which brought about ‘the longest 
doodle art drawing on a pathway’ at the township.

What makes I&P different is its unique concepts 
for its projects, such as the theme of Alam Impian 
as the Township of The Arts. The township is 
one with artistic features such as installation 
pieces, street art, graffiti walls, an art gallery, an 
amphitheatre and town park located in the park. 
Alam Sari, in Kajang, fits the theme ‘Neighborhood 
of Academia’, as it is inspired by the neighbouring 
educational institutes within its surrounding 
vicinity. The company has successfully rebranded 
Temasya Glenmarie from a potential industrial 
slump to the most sought after development.

Aiming for the Young
As I&P moves to the future, the brand hopes to 
continue to leverage on its social media platform 
as it enables greater reach and better awareness 
of the brand as opposed to conventional media 
platforms.

With the younger generation in mind, the property 
developer is considering building more landed 
and affordable homes in strategic locations. I&P 
is also looking into innovating new ideas for the 
future, and is passionate about grooming and 
nurturing young talent.

The group will also continue to build projects 
which are suitable for the masses – focusing on 
the quality of products, their affordability, and 
efficiency.

I&P group Sdn Berhad
Property
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Sustainable Brand, Local Expert
Jones Lang Wootton (JLW) was founded in London, 
United Kingdom, in 1783. Its Malaysian office 
commenced operations in 1974; and it became 
fully Malaysian-owned in 1982, with offices in 
Kuala Lumpur, Penang and Johor Bahru.

The well-respected company of JLW offers clients 
valuation advisory & consultancy, strategic 
consulting & market research and agency, property 
management services. It also provides project and 
development advice to property owners, investors 
and occupiers, making it a fully integrated real 
estate investment brand. The company also offers 
property asset management services as a value-
add to maximize returns in terms of current cash 
flow and capital appreciation of its clients’ real 
estate assets.

Armed with a brand name that spans almost 235 
years, JLW is one of Malaysia’s leading single-
source real estate solutions providers. JLW’s 
business philosophy lies in operating a single 
centralized management system, which enables it 
to execute strategies to help realize cost savings 
and operational benefits. The company’s business 
advantage lies in its experience and commitment 
to the continual improvement of products and 
services.

JLW considers itself as the “real estate company of 
the future”, and it’s Vision is to provide top-quality, 
forward-thinking, value-added integrated services 
for its clients.

Branding Company Differently
For JLW, its branding strategy revolves around its 
high professional standards and integrity. These 
business qualities are, for example, critical to 

any valuation process, and the company applies 
recognized practices to form impartial, objective 
and confidential valuation advice.

JLW’s strength is supported by its research and 
consultancy team, which has deep professional 
experience of a wide variety of properties including 
offices, shopping centres, industrial factories & 
warehouses, hotels, residential developments 
(houses & condominiums), resort properties and 
townships.

JLW’s brand has been associated with creating 
and structuring some of the most significant 
transactions in the Malaysian property market. 
The company has been appointed to value some 
of the most prestigious real estate in the country – 
whether developments in progress or completed 
buildings.

JLW has leased or sold some of Kuala Lumpur’s 
most notable landmark buildings, including The 
Petronas Twin Towers (Tower 2) and Suria KLCC 
shopping centre, Menara Binjai, Menara Public 
Bank, Menara Standard Chartered, Menara Citibank 
and many more.

The company is able to differentiate itself from its 
competitors because of the management which 
applies strong ethical principles in its operations. 
In this regard, JLW looks for exceptional people 
right at the start of their careers. In fact, many of 
today’s successful people in the property industry 
started out at JLW.

Every employee is informed of the company’s 
Philosophy with regard to Professionalism, 
Integrity and Best Practices, and provided with 
the right training accordingly – a company culture 

that each person is most proud of. So underpinned 
by a professional workforce, which reflects the 
Integrity, Values and Morals of the company, the 
JLW brand has firmly stood the test of time and 
has been diligently crafted by the company’s 15 
Executive Directors and Senior Vice Presidents 
who have an average of twenty-six years working 
experience with JLW.

JLW has successfully developed its brand over the 
years through the process of defining a strategic 
foundation, developing a visual identity, developing 
a creative platform, engaging employees and 
aligning various types of experience.

The Future of Real Estate
JLW leverages on its experience, deep 
understanding of market drivers & trends, 
specialized methodologies & tools and wealth 
of in-depth research to optimize the performance 
of its property investments, whether they are 
individual assets, portfolios or specialized projects.
Thanks to its quality service standards and well-
implemented processes, JLW’s team of professional 
and dedicated staff are well positioned to meet 
future challenges in a competitive environment.

With sustaining brand loyalty of clients on 
top of its objective, JLW continues to believe 
that differentiation is an essential aspect of 
branding and will continue to position itself in 
a different light from other similar companies. 
It’s differentiator comes from consistency and 
JLW recognizes that people take notice of 
organizations which value consistency and care 
about the promise a brand makes to them. JLW’s 
clients make decisions everyday based on their 
perception of the company’s brand quality and 
brand consistency.

Jones lang Wootton
Leadership in Professional Real Estate Services

Proprietor: Singham Sulaiman Sdn. Bhd. (78217-X) 
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Malaysia’s Mega Manufacturer
Founded in 1979, Kossan Rubber Industries Bhd. 
is now the world’s second largest manufacturer 
of latex disposable gloves. With a production 
capacity which started off with 10 million 
pieces that developed to 22 billion pieces per 
annum, the manufacturer’s growth is admirable. 
The company’s presence is seen all around the 
globe, with products available in more than 190 
countries – which include developed regions such 
as Canada, China, Europe, Japan, Middle East and 
Oceania.

Kossan, as it is known, is Malaysia’s largest listed 
manufacturer of high-tech engineered rubber 
products with the largest compounding capacity 
for infrastructure, marine, aerospace, railway and 
automotive industries. Thanks to its strong track 
record in profit, assurance of good product quality 
and innovativeness, it is a now a global market 
leader in the pharmaceutical field.

The manufacturer has made history by being one 
of the fastest-growing companies in Malaysia – 
with its success measured through its unbroken 
profits and double-digit growth. In 1996, Kossan 
was listed in the Kuala Lumpur Stock Exchange, 
now known as Bursa Malaysia.

Kossan has enjoyed continuous profitability since 
its listing and this has resulted in its shareholders 
being rewarded with consistent dividends. The 
company’s successes is reflected in certifications, 
accreditations and industries awards it has 
garnered over the years.

The company puts emphasis on building strategic 
long-term relationships with its customers and 
suppliers, with the aim to have Trust, Transparency 
and Ethical Behaviour. Ensuring it creates a win-
win situation for customers and business partners 
all the time, Kossan goes all out to achieve its goal 
– which is to deliver ‘Long Term and Sustainable 
Growth’. This commitment has enabled the 
company to be seen as a reputable company, that 
is trusted among its clients and stakeholders.

Branding Gloves Globally
Kossan’s customers are satisfied with the services 
and products provided as the brand has exuded 
reliable capability through its Consistency in 
Performance, Strong Commitment, Professionalism, 
Empowering People’s Values and Strong Emphasis 
on Corporate Responsibility.

With branding being in the forefront of the 
company’s business philosophy, Kossan has 
been actively pursuing activities in the areas of 
R&D, automation, process optimization, business 
process computerization, investing in human 
capital – which is a part of its strategic priorities.

This is also reflected in Kossan’s continual 
investment in R&D to develop efficient 
production lines – strengthening and upgrading 
the existing system. In this perspective, more 
computerization programs will be implemented 
across all the business units. With its strong R&D 
capability, Kossan is able to develop innovative 
and unique products while developing new 
global marketplaces, with the aim to cater to the 
demands for its products.

A corporate citizen with a heart, Kossan’s 
commitment to the community is emphasized in 
Corporate Social Responsibility programmes such 
as its own Yayasan Kossan. Set up in 2015, the 
foundation has the Vision of making life better 
for the underprivileged in areas such as education 
and health through charitable endeavours.

Manufacturing Future Plans
Kossan will continue to embark on automation 
and computerization to reduce the dependence 
on manual works, minimize costly human errors, 
and reduce wastage and product rejection. The 
company is also working on investing in new 
technologies and latest equipment to optimize the 
production process and to continuously improve 
production quality.

A progressive employer, Kossan continues to 
invest and develop the human capital to ensure its 
leading position in glove manufacturing industry. 
The company conducts training programmes to 
keep its employees up to date with the latest 
industry trends and necessary competency skills 
to perform effectively.

Kossan has recently registered and launched 
Low Dermatits Technology and is the first glove 
manufacturer in the world to showcase the ‘Low 
Derma Potential’ claim in gloves.

Kossan Rubber Industries 
Innovation – Gloves
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Filling the Lacuna in Education
Pelangi Publishing Group Bhd. (PPG) was founded 
in 1979 by a team of young entrepreneurs. Within 
a period of 37 years, the company has grown from 
strength to strength, publishing over 10,000 titles 
spanning multiple languages.

The Founders, Mr. Sum Kown Cheek and Mr. Yap 
Chong Koy, were both former Teachers who saw 
the potential demand for locally written revision 
books in the national language. At that time, there 
were only a handful of such books available in the 
market when the Cambridge Examination System 
was replaced by the local examination system and 
the medium of instruction changed from English 
to Bahasa Malaysia.

Their first publications were translations of past-
year examination papers with suggested model 
answers for core subjects such as Mathematics 
and Science. From its initial involvement in editing 
and illustration to its distinguished publishing, 
printing and distribution services at present, PPG 
has become a full-fledged publishing house which 
dedicates itself to the betterment of Malaysia’s 
quality of education.

PPG’s listing on Bursa Malaysia in 2004 is a further 
testimony to its successes as a multi-million 
ringgit corporation. Since 2004, the company 
expanded its business overseas with the setting 
up of subsidiary companies in China, Thailand, 
Indonesia and Singapore. The expansion has 
resulted in increased marketing activities in these 
countries. In addition to selling to countries in the 
Southeast Asia, the company has also targeted the 
Middle East and West Asian countries like Egypt, 
India, Bangladesh and Sri Lanka.

In September 2009, this multi-million corporation, 
with an annual group turnover of over RM60 

million, incorporated a wholly-owned subsidiary 
company in England and Wales under the name of 
Dickens Publishing Ltd. It is part of the company’s 
plans to use London as the point to venture into 
the global market.

Other than publishing, PPG has also ventured into 
printing, educational training, digital, multimedia 
and online-related businesses. In line with the 
development of technology, PPG has expanded its 
means in order to cater to the needs of today’s 
learners through multimedia and digital materials 
such as DVDs, audio CDs, movies, eBooks, and its 
Q-Learning portal.

The company continues to produce more books 
in digital format and makes them available via a 
growing number of channels, such as e-Sentral, 
Google Play, Bachabooku, KakiBuku, 11street, and 
Perpustakaan Negara Malaysia Digital Library; 
with many more to be added in the near future. 
At present, PPG is without a doubt the trusted 
leading publisher in Malaysia.

Keeping a Watchful Eye for Sustainable Branding
Being a trusted and reliable brand name in 
the Publishing industry, Pelangi has seized 
various business opportunities, both locally and 
internationally. All the efforts came to fruition as 
Pelangi continues to strengthen its businesses. In 
recent years, PPG’s good brand name has helped 
it to collaborate with foreign companies in China, 
Indonesia, Thailand, Singapore, Vietnam, and the 
Philippines.

Strong branding has also helped in motivating 
PPG’s existing employees by inspiring every 
personnel in the organization to work towards 
the common business direction, thus facilitating 
Pelangi to achieve its mission of ‘Quality Books for 
Quality Education’.

Some of the key branding initiatives undertaken by 
PPG recently are its collaboration with e-Sentral, 
E-library (ELIB) and Pelangi Interactive eBooks in 
producing and introducing eBooks to secondary 
schools as a new series. This eBook series provides 
a range of visual, auditory and interactive elements 
to enhance students’ learning experience. Besides 
secondary school, ELIB also introduced e-library 
packages with selected titles suitable for the 
different spectrum of schools within the nation.

Above and beyond this, PPG, together with Yayasan 
Sarana Pendidikan Malaysia, carried out the Book 
by Book Programme in which they supplied a total 
of 3692 reference books and workbooks for a total 
of 618 students from four selected schools in the 
Jerantut district.

At the international front, PPG participated in 
overseas book fairs in Korea, Frankfurt, Shanghai, 
Beijing, Vietnam, Thailand, Indonesia, Sri Lanka, 
Singapore, Taiwan, Bologna, and Colombo.
Pelangi also keeps abreast with its customers both 
locally and internationally via monthly mailing 
list and e-newsletter.

Exponential Expansion
Pelangi at the moment is creating more sub-
brands and logos under PPG to cater for different 
age groups or target segments both locally and 
abroad.

With developments on-going, PPG is heading 
towards expanding Pelangi as a Regional Brand, 
well-trusted as an Educational Publisher.

Internationally, Pelangi has further plans of 
expanding international businesses by collaboration 
across ASEAN for greater PPG brand recognition.

Pelangi Publishing 
Publishing & Education Solutions
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Powerfully Committed to Excellence
Sarawak Cable Berhad (SCABLE) is the largest cable 
manufacturer in Malaysia and the leading player in 
South-East Asia. SCABLE’s humble journey began 
in 1998 and the company persevered continuously 
and grew in stature in leaps and bounds to be 
where it is today.

SCABLE was successfully listed on the Main Market 
of Bursa Malaysia on 25 May 2010 and has never 
looked back since. With over 30 years’ experience 
in power cable manufacturing, the SCABLE brand 
is a ‘Commitment to Excellence’ and offers a myriad 
of related products and services such as power 
cable manufacturing, fabricated steel structures, 
telecommunication towers/poles & galvanized 
products and transmission line construction.

SCABLE’s further venture in aerial power lines 
cum aviation services while exploring the energy 
renewable sector has advanced the company’s 
progress in attaining its Vision to be the leading 
‘Integrated Power Solutions Provider’ in the region.

Today, with the successful integration of two 
leading cable manufacturing entities; SCABLE 
is indeed South-East Asia’s largest, most 
comprehensive power cable manufacturer and 
the sole producer of 275kV underground power 
cables in Malaysia.

Since SCABLE is the sole producer of 275kV 
underground power cables in Malaysia, it is 
definitely no stranger in the local power sector. 
Furthermore, all SCABLE products are certified by 
world-class accreditation bodies such as KEMA 
(Netherlands), CESI (Italy), ABS (USA), Lloyd’s (UK), 

Kinetics (Canada), TUV-PSB (Singapore) and so on.
These accreditations have kept SCABLE on par 
with internationally acclaimed cable and wire 
manufacturers; simultaneously solidifying the 
company’s reputation for Quality, Reliability and 
Sustainability amongst its clientele.

SCABLE at this moment in time operates with 
eight manufacturing plants and a steel fabrication 
& galvanizing plant; strategically located in the 
north, central and southern regions of Peninsular 
Malaysia as well as in East Malaysia. The company 
has also successfully completed transmission line 
projects worth more than RM1 billion with proven 
track records in both Peninsular and East Malaysia.

The integration of Leader Cable Industry Berhad 
(‘LCIB’) and Universal Cable (M) Berhad (‘UCMB’) 
under SCABLE Group since January 2015 has led 
SCABLE to surge as the largest cable manufacturer 
in Malaysia and LEADING PLAYER in South-East 
Asia while at the same time, facilitating SCABLE 
to be a One-Stop Centre for power cable supply 
cum transmission line projects in Malaysia.
 
Core Values: Threefold Branding Power
In terms of branding, the company’s loyal 
customers have come to identify all SCABLE 
products and services with Quality, Reliability and 
Sustainability; as these Values form the heart of 
the company’s business.

In ensuring that it provides nothing short of the 
best while catering to dynamic market demands, 
SCABLE has gained much prominence in the power 
industry through sheer customer satisfaction.

SCABLE’s experienced project management and 
technical teams are highly in demand for sizeable 
projects involving the design, supply, delivery, 
installation, testing and commissioning of power 
transmission lines and related services.

Furthermore, SCABLE’s Research & Development 
(R&D) units constantly strive to improve product 
quality by tapping into new technologies such as 
the state-of-the-art Thermal Resistant Aluminium 
Alloy Conductors Steel Reinforced (TACSR) for up 
to 500kV.

Likewise, SCABLE is closely involved with 
international innovation and constantly improves 
the company’s product range through its strong 
technical team.

Latest Developments & Future Plans
SCABLE has of recently received a Letter of 
Acceptance for a 500kV and 275kV double circuit 
transmission line project from Tenaga Nasional 
Berhad, worth RM55,900,000. This project is 
expected to contribute positively to SCABLE’s 
earnings for the next two years.

In light of exciting possibilities from Sarawak 
Corridor of Renewable Energy (SCORE) and 
related projects, SCABLE hopes to be the chief 
cornerstone for power cables, transmission lines 
and substations.

SCABLE is also actively looking to penetrate new, 
viable power cable markets in the Philippines, 
Cambodia, Vietnam and other countries in the 
near future.

Sarawak Cable Berhad (SCABlE) 
Manufacturing – Power & Telecommunications Cable
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Historical Catalyst: Empowering Progress
For over 100 years, Sarawak Energy Berhad 
(Sarawak Energy) has been playing the role of a 
vertically integrated electricity utility and power 
development company, providing electricity to 
millions of Sarawakians in the urban, as well 
as rural areas. Owned by the State Government 
of Sarawak, its Vision is to achieve sustainable 
growth and prosperity for Sarawak by meeting the 
region’s need for reliable, renewable energy.

Sarawak Energy first began with the formation of 
Sarawak Electricity Supply Company Limited which 
is responsible for the generation, transmission and 
distribution of electricity in Sarawak. Under the 
Sarawak Electricity Supply Corporation Ordinance 
in 1962, Sarawak Electricity Co. Ltd. was dissolved 
and later created into a corporation, known as 
Sarawak Electricity Supply Corporation (SESCO).

In 1996, Sarawak Enterprise Corporation Berhad 
bought over 45 per cent stake of the Corporation 
from the Sarawak Government. In 2005, the 
company was privatized and known as Syarikat 
SESCO Berhad and became a subsidiary of Sarawak 
Energy Berhad. Today, it joins forces with other 
subsidiaries of Sarawak Energy to deliver efficient 
services and uninterrupted electrical supply to the 
people of Sarawak.

Core Business Activities: Life-changing Energy 
Giver
Sarawak Energy is principally involved in the 
generation, transmission, distribution and retail 
of electricity. Power is generated through hydro, 
coal and gas, mostly capitalizing on Sarawak’s 

abundant indigenous resources and supplies it 
to customers throughout the State through an 
extensive network system.

Hydro
Blessed with abundance of riverine, Sarawak has 
a competitive advantage of harnessing renewable 
energy through hydropower development. Its first 
hydroelectric plant, Batang Ai Hydroelectric Plant, 
was commissioned in 1985 and has performed 
smoothly for the past 30 years. It has provided 
consumers with a reliable source of energy and 
valuable social and economic opportunities for 
local communities.

The Murum Hydroelectric Plant is the second 
hydroelectric plant developed by Sarawak Energy 
Berhad and Sarawak’s second largest hydroelectric 
plant (after Bakun). It is the first large-scale 
sustainable energy project developed entirely by 
and on behalf of the government and people of 
Sarawak. Murum is a key step towards ensuring 
that the government and people of Sarawak have a 
major stake in hydropower generation, which also 
aligns perfectly with Sarawak Energy’s Corporate 
Vision.

Thermal
Sarawak Energy conducts thermal power 
generation through mainly coal and gas. As 
of today, the total installed capacity exceeds 
1200MW with five major power stations connected 
to the Sarawak State Grid, the network of extra-
high-voltage transmission lines and substations 
that connect generating power plants to the 
distribution networks that serve the towns and 

cities of Sarawak, and 19 isolated rural power 
stations.

Sarawak Energy’s latest development is the 
construction of 2 X 300MW Balingan Coal-Fired 
Power Plant located in the town, Mukah. The 
earthworks and upgrading of the access roads 
began in 2014 and is expected to be completed in 
the first quarter of 2018 with power to generate 
expected by the end of 2017.

Major Milestones: Transformative Odyssey
In order to keep up with modernization and global 
challenges, Sarawak Energy embarked on a journey 
of transformation in 2010 where its objective is 
to shift from a traditional utility company into 
a modern progressive corporation. In this light, 
the corporation has also been taking bold steps 
to support the transformation of Sarawak in its 
Vision to become a developed state by the year 
2030.

Sarawak Energy is committed to expand its services 
to light up more communities as well as upgrade 
and reinforce the electricity supply network. To 
improve its services further and provide excellent 
customer service, it set up an integrated Customer 
Care Centre and its first ever mobile application, 
SEB Cares, which enables customers to monitor 
their usage, pay their bills and report incidents.

As a responsible corporate entity, Sarawak 
Energy’s goal is to harness the State’s abundant 
hydroelectricity resources in a sustainable manner, 
compliant with Sarawak and Malaysian law and 
guided by international best practices.

Sarawak Energy 
Power Generation & Renewable Energy

Murum Hydroelectric Plant

ENERGY 
for SARAWAK
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Stamping Excellence: The Scientex Brand
Scientex had its humble beginnings as a 
manufacture of polyvinyl chloride (PVC) cloth and 
sheeting in 1968, and since then it has diversified 
and strengthened its reputation and track record 
as a global industrial and consumer packaging 
manufacturer of high quality products.

Scientex is also a leading developer of affordable 
housing in Southern Peninsular Malaysia. The 
‘Scientex’ name, with its established history 
and good reputation in the market for product 
quality and excellence, is an invaluable strategic 
intangible asset that will produce immeasurable 
goodwill and strong Brand Loyaltyin the years to 
come.

The ‘SCIENTEX’ logo, with the ‘SCIENTEX’ name 
imprinted within the rectangular block, represents 
the Stamping Seal of Quality & Reliability, Strength, 
Stability, Innovation and Competitiveness. It 
denotes the Values which have come to be 
associated with Scientex over the past four-
and-a-half decades –leading to manufacturing 
excellence and uncompromising quality. The 
colour blue represents the essential element 
of ‘water’, which is symbolic for ‘management 
like water’ –a Corporate Philosophy adopted by 
Scientex.

Enduring Resonance: An Outstanding Performer
Since its inception, Scientex experienced growth 
as evidenced by its revenue and profit growth 
over the past decades. From an annual revenue of 
RM380,000 in 1969, it has surpassed RM1 billion 
in sales revenue in 2013.

The performance of the Scientex Group has been 
outstanding for the last three years, hitting RM2.2 
billion for the financial year ended July 2016. The 
Scientex Group has a 30 per cent dividend payout 
policy since 2011 as a form of rewarding its long-
term shareholders and employees.

The performance of the Scientex Group is 
attributed to the strong performance of its 
key manufacturing and property development 
divisions. The revenue from the manufacturing 
division is derived mainly from its industrial and 
consumer packaging segments.

Scientex is now the largest producer of industrial 
stretch film in the Asia Pacific region and ranks 
amongst the leading players in the world. 
Its purpose-built manufacturing facilities, 
strategically located at the Pulau Indah Industrial 
Park, serves as an international gateway to 
its export market of more than 60 countries 
worldwide at cost-competitive prices.

Driving Innovation: Emerging Developer of 
Affordable Homes
Global demand for thin gauge films has been on 
the rise and Scientex has since 2014 commissioned 
its latest nano-technology capable of producing 
22 layers of such thin gauge film. Scientex holds 
the rare distinction of being the first producer 
of multiple layered film in Asia using nano-
technology.

Scientex also emphasizes on constant research 
and development to innovate with new products 

constantly. The Scientex brand name is a reflection 
of the Core Values, which are reliability, trust, quality 
and the ability to meet the demanding needs of its 
customers through innovative products.

Its 2015 acquisition of Mondi Ipoh Sdn. Bhd. 
[which is now known as Scientex Great Wall (Ipoh) 
Sdn. Bhd.] has further reaffirmed its position 
as one of Malaysia’s top consumer packaging 
products manufacturer of high-quality products. 
Its joint venture with Futamura Chemical Co. Ltd. 
of Japan, an established manufacturer of bi-axially 
oriented polypropylene film products, has now 
placed Scientex on the world map as a world-class 
producer of such products – manufactured in a 
state-of-the-art automated facilities with cutting-
edge machinery with the recent commissioning of 
the plant in September 2016.

Since 1995, Scientex ventured into property 
development by building medium cost and 
affordable housing in Johor. Scientex has 
successfully developed its brand name as a reliable 
and trustworthy developer, with more than 10,000 
houses and commercial units being completed 
and handed over to proud house buyers in Melaka 
and Johor.

Known as a trusted developer with timely delivery 
of quality yet affordable homes, Scientex has now 
expanded its brand name to the North, with Ipoh 
being the next location – with its maiden launch 
conducted in March 2017.

Scientex 
Manufacturing – Industrial Stretch Film
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Exemplar Brand: Entrenched in Excellence
The Malaysian Independence in 1957 marked the 
birth of a great brand, SKB Shutters, which has 
garnered immense expertise in the manufacturing 
field. Four decades later, in 1997, its products came 
to be exported all over the world. It goes without 
saying that the company has grown by leaps and 
bounds – from a small family manufacturing 
business to the leading manufacturer and supplier 
of roller shutters and steel doors in Malaysia.

Equipped with state-of-the-art machinery and 
the latest equipment to ensure precision in 
manufacturing, the company does not compromise 
on quality and utilizes the finest materials to 
ensure the production of the most durable and 
reliable products for its customers.

With success in the heart of SKB’s operations, the 
brand believes in uncompromising demand on 
the finest quality. Its production facilities reflect 
its commitment to quality – with its modern 
steel structure of 50,000 square metres in Kota 
Damansara, Selangor.

The brand is well-known for its reliable, safe and 
operationally smooth products. All of its products 
are subjected to the most stringent process of 
Quality Control (QC) before they are marketed. 
These shutters have been proven and tested to 
conform to the highest worldwide standards of 
fire testing – as tested by the Warrington Fire 
Research in the UK as well as certified by SIRIM 
and Jabatan Bomba Malaysia.

SKB roller shutters are designed by the best 
engineers and made with materials of the highest 
quality which cater for residential, industrial and 

commercial purposes; while its steel doors feature 
both fire rated and non-fire rated designs for 
residential, commercial and industrial use. Truth 
be told, the company is constantly innovating 
new designs to offer increased functionality and 
reliability to its customers; while adding modern 
elements to blend in with both residential homes 
and commercial properties.

Shining Record: Continually Meeting High 
Expectations
As an organization, SKB Shutters continues 
to progress forward and this is evident with 
its world-class quality standards that surpass 
accredited international requirements. Among 
its incalculable achievements include being a 
recipient of the 2000 International Invention and 
Innovative Award, Malaysia International Trade 
& Industries, SIRIM and The BrandLaureate Best 
Brands Award for eight consecutive years.

The company has been incorporating philosophies 
such as ‘Quality and Functional’ and ‘Worth-for-
the-Penny’ into its products through continual 
investment in Research & Development (R&D) 
to develop core features and usability as well as 
enhancing its post-sales customer service – in line 
with the company’s goal to stay competitive and 
maintain a direct relationship with its customers.

SKB’s standard of R&D initiatives has gone beyond 
world expectations. The company’s success is 
reinforced with the fact that SKB Shutters is 
a brand to watch out for – with its consistent 
surpassing of International Standards such as the 
BS476 Part 22 and MS1073 Part 3. SKB products 
have been tested and have passed the British 
Standard and UL of United States of America.

Despite the challenging global economic 
environment, the group has managed to weather 
the storm and overcome challenges which could 
have affected its balance sheet in order to stay 
afloat. This can be attributed to the Management 
Team at SKB comprised of true believers of 
innovation.

Endeavouring Forward: Capitalizing on Brand 
Advantage
SKB is ever ready to enter an increasingly borderless 
market and meet the challenges of uncertainty 
where the ability to anticipate, adapt and master 
the dynamics of change is indispensable in the 
quest of attaining sustainable success.

The group aims to go all out to be the market 
leader in the commercial sector by supplying 
and marketing roller shutters as well as window 
systems. SKB will moreover continue to tap 
closely on new developments for commercial 
property, developing townships and specific 
underdeveloped areas – reflecting its two 
diverse customer segments – which cater to both 
residential and commercial.

SKB has made it a point to create awareness in 
marketing high-quality customized doors and 
windows for both security and architectural 
design. SKB is confident that the growing demand 
of niche and luxury properties within Malaysia 
and neighbouring countries is the key advantage 
in sustaining revenue from residential roller 
shutters and aluminium windows.

SKB Shutters 
Security Solutions – Roller Shutters, Steel Doors & Storage Systems 
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A Mirror of Past Glory
The very name of the Majestic Hotel invokes 
richness of history seldom witnessed in this day 
and age. The original Majestic Hotel was built 
in 1932 for the Trustees of the Estate of Loke 
Wan Tho, the youngest son of businessman and 
philanthropist, Loke Yew. The establishment was 
exclusively designed by the Dutch architectural 
firm, Keyes and Dowdeswel, which resulted in a 
unique hybrid of neo-classical and art deco style 
in the façade and its interior structure.

The exceptional hotel was located on a hilltop 
facing one of Kuala Lumpur’s then most famous 
landmarks, the Moorish-styled railway station, 
offering 51 rooms for its guests – lavishly 
decorated with hot and cold showers, with the 
added luxury of long baths in 18 of its rooms.

Another unique characteristic peculiar to the 
old hotel was the array of its custom-designed 
furniture, silverware and furnishings that were 
imported from England which created a stately 
and regal setting for the contemporary society 
back then. It also featured a rooftop garden which 
was equipped with a dance floor and a capacity 
to accommodate 350 guests. Various popular 
performances and shows from England and 
America were performed at the hotel in the past.

In the early days, Majestic Hotel was renowned 
for being the venue for prestigious and luxurious 
parties, Sunday curry tiffin lunches and tea 
dances. However, the popularity of the hotel 
became lacklustre with the rise of bigger and 
more modern hotels back in the 1970s. It came 
to the point where the building was scheduled 
to be demolished but fortunately the demolition 

plans were rescinded by the Government and the 
hotel was later gazetted as a ‘heritage building’ 
under the Antiquities Act. When its last guests 
checked out at the end of 1983, the hotel was 
then converted into the National Art Gallery (from 
1984 to 1998).

Rebirth of a National Treasure
In 2008, the management of YTL Hotels became 
responsible for the restoration of the national 
treasure to its former glory. It was then reopened 
in 2012, to the delight of Malaysians and 
international visitors who would now have the 
opportunity to experience a ‘touch of the nostalgic’ 
harking back to colonial times in today’s modern 
era.

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

The Majestic Hotel is the only hotel in the capital 
city of Malaysia that is included in the list of world 
luxury hotels which are known to be glamorous, 
historical and successfully withstood the test of 
time. Being listed in the global list is a reflection 
of the impeccable quality and exquisite standards 
which the hotel management and its staff adhere 
to – thus putting Majestic on the map of the 
world’s best hotels.

Distinctive Colonial-style Services
Besides providing guests with cosy 
accommodations in stylish, and classic rooms, The 
Majestic Hotel also provides services that observe 

colonial and English traditions. Among the 
exclusive services is Truefitt & Hill, a renowned 
grooming specialist. From its legendary barbering 
skills, True fitt & Hill also offers treatments for 
gentlemen such as 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 
with a glimpse of the past by displaying classical 
black and white movies from the 1930’s onwards. 
This private theatre is perfect for cinema-styled 
presentations and movie viewing catering to 
small groups.

Cigar connoisseurs in Kuala Lumpur are granted 
with the opportunity to experience and enjoy 
vintage cocktails and cigars at the Cigar Room 
at The Smoke House while the Card Room is the 
perfect venue for a game of Bridge, or for private 
meetings and discussions.

The incredible selection of dining options at The 
Majestic Hotel which encapsulates menus – both 
the past and present – in which the chefs prepare 
a wide array of modern cuisine alongside colonial 
dishes, thus earning the hotel the title known by 
KL-ites as the ‘Mecca of Good Food’. Complete with 
a touch of colonial nostalgia, the Drawing Room, 
which is located in The Majestic Wing, displays the 
complete setting for indulging in one of the most 
quintessential of English traditions – Afternoon 
Tea.

Admirably listed as one of the best new hotels in 
2013 by Conde Nast Traveler, The Majestic Hotel 
continues to honour its historical beginnings 
sublimely in modern Malaysia.

Majestic Hotel 
Hospitality- Hotel 
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Producing Beautiful Tiles Unblemished by Time
White Horse Ceramic Industries (White Horse) 
is undoubtedly one of the leading and most-
trusted tile manufacturers in both Malaysia and 
the Asia Pacific region. The company leads the 
tile manufacturing industry with strong research 
and development facilities, focusing primarily on 
product and design innovation.

Since the inception of White Horse in Malaysia 
in 1991, the brand has been moving forward 
steadily and aggressively to capitalize on growth 
opportunities as well as improve its operational 
efficiency, expand its global presence and diversify 
its tile collections to suit the ever-evolving tile 
trends.

As an experienced regional player, White Horse 
has its own key strategies in maintaining its 
market position. Employing the latest Spanish 
and SACMI-accredited Italian tile manufacturing 
technologies, White Horse creates, modifies, 
transmits and applies beautiful designs directly 
onto its tiles.

White Horse remains positive on its growth 
potential, particularly in ASEAN, China and 
India. With their vision to become a World-Class 
Ceramic Tiles Manufacturer, the company aims 
to continuously establish and maintain customer 
relationships; and thus holds on steadily on 

its Mission and that is to exceed customer 
expectations for its products, value and services.

With manufacturing facilities in Malaysia, Vietnam 
and the parent plant in Taiwan, White Horse 
Ceramic produced 55 million square metres of 
polished/unpolished porcelain tiles, as well as 
glazed ceramic wall/floor tiles annually. White 
Horse was recently ranked 16th by the CERAMIC 
WORLD Report 2016 on CERSAIE’s leading 
companies in world production and consumption 
figures. (ACIMAC Research Department, Italy).

With a global presence that makes progress 
possible, White Horse continues to expand with 
offices & manufacturing facilities in Malaysia 
and Vietnam as well as distribution offices & 
warehouses around the world.

Proactive Initiative: Ongoing Emphasis on 
Branding
White Horse stands firm on its conviction that 
branding is one of the most valuable assets of 
a business; and accordingly, the aforementioned 
needs to be carefully crafted to ensure it aptly 
represents the business.

Branding plays the chief role in establishing a 
particular brand name in consumers’ minds and 
that on its own plays a vital role in consumer 
preference – influencing their partiality towards 

certain brands and recognizable providers in the 
industry. Hence, to eliminate competition as much 
as possible, White Horse ensures that its ground 
personnel are not only sales-orientated, but also 
take a personal interest in meeting consumers’ 
needs.

Besides that, White Horse also participates in 
suitable above-and-below-the-line advertisements 
to continuously build and secure its brand position 
in the market – at the same time steadily providing 
its existing and potential customer base with 
groundbreaking, high quality and innovative tiles.

The company’s Tagline, which reads ‘Ultimate 
Quality, Timeless Design’, further fortifies an 
important message delivery from White Horse to 
its clients.

Exuding the Seal of Superiority & Diversity
White Horse is a brand that bears the hallmark 
of quality and variety. It will continue to offer 
customers only the best quality and variety of 
ceramic tiles (including product & service quality).
On top of this, the company’s Research & 
Development Department will continue to 
focus on product and design innovation as well 
as process and material development in the 
manufacturing process.

White Horse Ceramic 
Ceramic Tiles 
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Pacesetting the Malaysian Retail Industry
Initially known as Jusco, the leading general 
merchandise store and supermarket chain in 
the country was incorporated in 1984. The 
company started its operations in response to 
the government’s call to modernize the local 
retailing industry. Today, AEON has 33 outlets and 
3 MaxValu supermarkets in Malaysia.

AEON, meaning ‘eternity’ in Latin, is a company 
is guided by its ‘Customer First’ philosophy. The 
management ensures the staff and operational 
procedures prioritize the ever-changing needs and 
desires of Malaysian customers by continuously 
implementing innovative strategies.

Taking the current challenging market into 
consideration,  AEON has implemented appropriate 
pricing strategies, improved its operational efficiency, 
enhanced merchandising mix assortments as well 
as refurbished and upgraded selected stores and 
shopping malls. These measures were taken with 
the view to continue to deliver an interesting 
shopping experience for all its customers.

The management constantly keeps mall design, 
atmosphere and consistently delivering products 
of great quality to create a memorable shopping 
experience for shoppers. These elements were 
incorporated into AEON’s two newest malls which 
opened this year, the AEON Mall Shah Alam and 
AEON Mall Kota Bharu.

Impactful Rebranding through Unique Expansion
In 2012, the retail stores and shopping centres 
were rebranded and changed from Jusco to AEON. 

Last year, the retailer also kick-started the Do Mall 
Campaign which aims to enhance the shopping 
experience and unveil a new and refreshed AEON 
Mall which gives customers more choice in food, 
entertainment, fashion and community events. The 
company’s AEON Member Days initiative also gave 
substantial discounts on selected merchandise to 
loyal patrons.

Focusing on five elements or pillars – Do Yummy, 
Do Style, Do Together, Do Exciting and Do Fun, 
AEON offered customers the best in food, fashion, 
community activities, shopping experiences and 
entertainment.

The rebranding exercise kick-started a campaign 
that aimed to enhance customers’ shopping 
experience and unveil a new refreshed AEON Mall 
with food, entertainment, fashion and community 
events. The initiative reflects the company’s 
step into product innovation while maintaining 
customer favourites.

AEON Mid Valley’s six-month refurbishment and 
upgrading works resulted in a premium lifestyle 
shopping ambience – which includes a revamped 
supermarket and food section – now lovingly 
known as the Food Market. The mall also features 
the exclusive AEON Lounge for added comfort and 
facilities for customers.

Creating a different branding perspective at AEON 
Mall Shah Alam, the 1.5 million square feet mall 
is dubbed the ‘Cultural Destination Mall’ which 
offers an exciting mix of 160 tenants – including 
international and local retailers.

AEON made history in opening its Kota Bharu 
Mall in Kelantan as its first store in the East Coast. 
The 1.3 million square feet mall seeks to enhance 
the region with its exciting mix of 130 local 
and international retail, dining and experiential 
shopping options.

Gearing up for the Present and Future
The retailer has always been at the forefront of 
creating an enriching shopping experience for 
the customers. AEON launched an experiential 
shopping endeavour at new malls like the AEON 
Mall Shah Alam and AEON Mall Kota Bharu. 
Both malls focus on creating a more interactive 
experience for consumers with innovations and 
new attractions.

AEON also launched the first mail without a 
supermarket that targeted young shoppers and 
is promoting TopValu, the global flagship private 
brand which covers food, grocery, fashion and 
home living.

Keeping its customers’ desires and complete 
shopping experience in mind, AEON will continue 
to ensure its malls are more than just shopping 
centres, but lifestyle hubs where Malaysians can 
shop, socialize, dine and play. The merchandise 
store will persist in focusing on customer service 
by encouraging staff to serve customers better, 
while developing their overall skills as employees.

Aeon
No. 1 Brand in General Merchandise Stores
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Glittery History
Chow Tai Fook Jewellery Group Limited (Stock 
Code: 1929) was listed on the Main Board of The 
Stock Exchange of Hong Kong in December 2011.

The iconic brand “Chow Tai Fook” of the Group has 
been widely recognized for its trustworthiness and 
authenticity, and renowned for product design, 
quality and value. The acquisition of Hearts On 
Fire, an internationally acclaimed U.S. premium 
diamond brand, in August 2014, has further 
underpinned the Group’s stature as a diamond 
expert in the industry.

The Group boasts an extensive retail network 
comprising over 2300 POS of Chow Tai Fook and 
Hearts On Fire spanning more than 500 cities in 
Greater China, Singapore, Malaysia, Korea, Japan 
and the United States; as well as a fast-growing 
e-tail network through operating its Chow Tai 
Fook e-shop and other e-tail accounts on major 
online shopping platforms.

The Group’s sophisticated vertically integrated 
business model provides it with an effective and 
tight control over the entire operation chain from 
raw material procurement, design, production, 
to marketing and sales through its extensive 
distribution channels.

Ever Evolving and Definitive Brand Management
Effective brand management and strong customer 
loyalty have definitely led to the successful long-

term development of Chow Tai Fook. At present, 
the group strives to maintain its unique brand 
proposition and to further enhance its brand 
equity on marketing.

The Group is also dedicated to uplifting the brand 
image through store differentiation and leveraging 
of digital marketing to offer personalized and 
unique shopping experiences to cater to its 
customers expectations. For example, a brand 
new in-store display revamp was introduced. The 
new display, apart from looking more refreshing, 
segments the merchandise display area by 
different themes of customer needs such as 
wedding, fashion, classic, etc.

In response to the evolving retail landscape, the 
Group has also upgraded some POS in Mainland 
China to ‘high-end luxury’ and ‘elegance’ style to 
meet the escalating customer expectations. The 
segmented POS, coupled with more personalized 
product offerings and services, will bring about a 
privileged experience to customers who strive for 
exceptional excellence.

Aiming to maximize its brand exposure and 
recognition, the Group is not only focusing on 
traditional marketing, but has moved into digital 
marketing. Besides, the Group also continues to 
develop its e-commerce business by strengthening 
the collaborations with existing online platforms 
and exploring new sales channels.

In an effort to differentiate its product offerings, 
the Group brings in a disruptive innovation Chow 
Tai Fook T MARK diamonds in Hong Kong, Macau 
and Mainland China.

Each T MARK diamond carries a unique serial 
number, a résumé of the diamond from procurement 
to manufacturing, which empowers the Group to 
give customers assurance that the diamond is all-
natural, conflict-free and not being swapped. TheT 
MARK experiential zone or in-store merchandise 
display gives customers a ‘different look and feel’.

Prospective Outlook: Raising the Demarcation of 
Exquisiteness
To enhance product offerings and extend product 
differentiation, the Group will step up efforts 
in promoting its distinctive Chow Tai Fook T 
MARK diamonds and roll out more Hearts On 
Fire collections, fashion jewellery, licensed and 
proprietary collections in its POS to refresh and 
enrich the product portfolio.

Customer experience is key to the Group’s success. 
It continues to deploy ‘Smart+’ initiatives to deliver 
impactful customer experience. Renovation of the 
brand new store image and POS segmentation.
The Group is committed to delivering a sustainable 
business development. Technology and talent 
development are crucial elements. It will continue 
to invest in these two areas to enhance its 
competitive edges.

Chow Tai Fook
Premier & Luxury Jewellery
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A Versatile Developer
With origins that go as far back as 1965, Mah Sing 
Group Berhad is known as an innovative developer 
of contemporary developments established at 
leading locations. Listed on the Main Board of 
Bursa Malaysia in 1992 and being in the property 
industry for more than 23 years, the Group has 
become one of the most established property 
developers in Malaysia.

In 2017, the Group put on a new look by introducing 
its new Corporate Logo and Vision, ‘Inventing 
Future Living That Enhances Quality of Life’. The 
Group’s new logo is the visual representation of 
Mah Sing’s group-wide transformation programme 
which marks the next phase of its journey in the 
property industry.

Mah Sing has successfully proven its versatility 
through its diverse portfolio – ranging from 
medium-to-high-end landed and high-rise 
residential properties to Grade A office buildings, 
retail projects, SoHos and industrial projects. 
Today, Mah Sing has 46 residential, commercial 
and industrial properties in Kuala Lumpur and 
the Klang Valley, Penang, Johor and Sabah. Mah 
Sing has a proven track record with its timely 
delivery of various prime residential, commercial 
and industrial projects; as well as having a wide 
product offerings and ability to cater to diverse 
buyers and market segments.

The Group’s efforts and achievements has been 
recognition by various domestic and international 
awards as it has won more than 150 accolades 
over the past 20 years for its innovative product 
design, concept and quality.

Building a Strong Property Brand
In line with Mah Sing’s new Vision, the Group also 
introduced its Tagline, ‘Reinvent Spaces. Enhance 
Life.’ The Group aims raise the bar of future 
living by recreating living spaces, work spaces, 
business spaces, social and community spaces 
with innovative designs and functionality. With all 
the effort put in to reinvent spaces, the Group will 
be able to improve and add value to the standard 
of living of the community, hence fulfilling the 
second part of its Tagline, ‘Enhance Life’.

The Group ensures its people are provided with a 
professional and conducive working environment 
and is in the midst of renovating its headquarters, 
which is now known as MS@Work. The design 
philosophy of the new workplace features various 
modern layouts that appeal to millennials such 
as open space concept, vibrant meeting rooms, 
collaborative breakout areas, colourful pantries, 
gyms, café and more. This new concept is Mah 
Sing’s initiative and effort in reinventing its 
headquarters into a more comfortable working 
space to increase productivity and efficiency.

The Group also continuously enhances and 
protects its shareholders through well-planned 
corporate strategies. Mah Sing believes in 
integrating its social responsibilities into the 
daily business operations, as it builds better 
communities whilst preserving the environment. 
Mah Sing will continue to customize its products 
to fulfil the needs of the market.

Mah Sing has always been in the forefront in providing 
its buyers and investors with quality homes, complete 
with exclusivity, security and convenient amenities. 
The Group also takes into account a matchless 
customer experience by organizing unique events 

such as the Southville City’s Hot Air Balloon Fiesta, 
‘Alice in the Wonderland’ Themed Appreciation Tea 
Party, Fire in the Sky, which is a fitness festival that 
includes innovative workout classes, and special 
privileges accorded by the M Care and M Club for 
customers and potential buyers – all with the aim to 
exceed customer expectations.

The epitomic developer believes in creating 
strategic partnerships for Brand Awareness – 
including nurturing young minds through the 
delivery of high-quality education and training, as 
exemplified in the supporting of events such as 
‘2puluh:5’ MIID DULUX Interior Design Students’ 
Saturday 2016 and Miss Malaysia Tourism Pageant 
(MMTP) 2016.

Astutely Investing in the Future
Mah Sing believes that in the coming year the 
demand will continue to be strong for property 
buyers to own or invest in long-term rental income. 
The current market is focused on affordable homes 
for the mass market and the Group believes that 
this trend will continue throughout 2017.

Despite the challenging market conditions, the 
Group remains confident of delivering sustainable 
performance for the financial year – supported by 
a solid track record, established branding and right 
market positioning – as well as prudent financial 
discipline and a healthy liquidity profile.

Thanks to the Group’s strong portfolio of 46 
projects, of which 13 are completed and the 
remaining 33 projects are at various stages of 
development, Mah Sing trusts it will continue to 
maintain its momentum of growth in the property 
market.

Mah Sing 
Property
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A Leader in Skincare Solutions
With its roots going back to 1882, NIVEA was 
born when pharmacist, Paul Carl of Beiersdorf, 
developed the first stable skincare cream based 
on a water-in-oil emulsion. Operating under 
Beiersdorf, the company continues to ensure it 
meets its customers’ individual skincare needs.

The inventor of modern skincare is now a 
renowned global skincare company – working 
together with more than 150 affiliates and over 
16,500 employees across the world. Beiersdorf’s 
success is reflected in its portfolio of strong 
brands in various skincare categories, continuous 
brand development and proximate relationship 
with consumers and markets.

A market leader in 47 countries, NIVEA has a global 
presence, thanks to its well-established research 
and development activities, innovative product 
lines and strong array of brands. Its leading-edge 
skincare and body products are created to meet 
the individual needs and wishes of consumers 
while keeping regional requirements in mind. The 
company conducts extensive consumer surveys 
and operates local Skin Research Centres – to stay 
as close as possible to its consumers.

Committed to ecological and social responsibilities, 
Beiersdorf believes in operating sustainably. The 
origin of its sustainability philosophy goes beyond 
its economic success, spotlighting on active 
approaches to environmental protection and 

occupational safety. With its efforts in meeting the 
needs of millions of beauty conscious customers, 
NIVEA is all about making each day better.

Effervescent Branding via Healthy Skin
The trusted company has created history with 
NIVEA, which is recognized as one the largest 
skincare brands in the world. Available in more 
than 200 countries globally, NIVEA has earned 
the reputation of being the strongest name in 
skincare to ever penetrate the mass market – with 
a leading position in major fields of trade.

The skincare specialist aims to reposition its 
line of fine brands towards skincare and its Core 
Values while better understanding its consumers. 
Beiersdorf also believes in transparency of markets 
and competitors.

Chief among the reasons for the brand’s success is 
Beiersdorf’s ability to innovate. For the company, 
R&D activities have always played a major role 
in placing it on top on the market. Among its 
achievements is the invention of NIVEA Crème 
in 1911 – which single-handedly revolutionized 
skincare and helped to establish global standards 
and benchmarks.

The trendsetting brand’s aim to reach out to more 
Malaysians is reflected in its appointment of 
actress, Diana Danielle, who is the spokesperson 
and influencer for NIVEA’s Skin Delight #manjame 
Campaign.

Internationally, the brand is making headlines 
by bridging the digital divide of NIVEA MEN’s 
customers and fans of Real Madrid through a 
unique ‘virtual reality’ campaign.

Focusing Prospectively on the Skin of Tomorrow
Since changing the history of skincare over 
130 years ago, Beiersdorf continues to apply its 
strategy to its operations – focusing on skincare, 
closer to markets.

Rightly known as the best skincare brand in the 
world, NIVEA is no doubt one of the strongest 
brands of the sector in global arena today. With 
the Mission to reignite the positive development 
of brands in its portfolio, the company aims to 
strengthen its consumers’ emotional bond to their 
favourite brands, simultaneously repositioning 
them towards the Core Values; while continuing 
to uncover the needs and desires of consumers.

The international brand also hopes to increase 
its focus on the inventive programmes which 
make significant innovations, whilst launching 
meaningful and successful advancements 
to consumers, intensifying the benefits and 
advantages of the products during the point 
of sale, and strengthening the quality of its 
communication plans.

For NIVEA and Beiersdorf, the aim is simple – to 
constantly improve and make life a little better for 
today and tomorrow.

nivea 
Personal Skincare Solutions
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Skincare with a Difference
Established in 1946 by Dr. Hotz, a medical 
biologist who invented the world’s first biological 
concentrated serum stored in an ampoule form, 
SOTHYS was created with elements of cure and 
treatment in its Philosophy.

SOTHYS’ presence in Malaysia goes back in 1993. 
With dedication in providing customers with 
quality products and services of finer qualities 
and effective results they deserve, the well-
known brand has over 50 salons and kiosks across 
the country, in both East and West Malaysia. 
Internationally, the beauty expert has a presence 
in prestigious spas, hotels and beauty institutes 
worldwide, with over 15,000 beauty institutes and 
spas and 13 international subsidiaries.

Well-known for highly sophisticated treatment 
procedures that are supported by high-performance 
home skincare, SOTHYS is widely acknowledged 
as one of the top high-end professional skincare 
brands in the country.

Being the world’s skincare solution specialist, 
the brand aims to provide solutions to every 
skin problem while using effective, painless and 
pleasurable methods –which are additionally in 
harmony with nature. Using a unique scientific 
philosophy based on Effectiveness, Safety, Nature 
and Pleasure, the strength of SOTHYS lies in its 
incredible ability to innovate – thus harnessing 
the very best facets of contemporary cosmetic 
breakthroughs. As a matter of fact, the brand’s latest 
beauty advancements revolve around researchers 
working on isolating and validating new active 
ingredients in exclusive galenic formulas.

Consequently, SOTHYS has become the market 
leader and industry’s innovator in producing 
synergistic beauty programmes, sophisticated 
treatment procedures, exclusive and professional 
methods of body care and high-performance 
homecare products. The brand’s success is guided 
by a commitment to quality and excellence, 
the importance of human values and French 
production.

Redefining the ‘Feel’ of the Brand via Distinctive 
Formulations
Popularly known as a luxury skin brand, SOTHYS’s 
formulations have stood the test of time. This 
has ensured stringent pharmaceutical production 
process while ensuring pleasure of the senses for 
its customers.

The brand complies with the most stringent 
international regulations and adheres to the 
highest standards of production to create formulas 
with minimum preservatives, maximum tolerance 
and safety. SOTHYS’ international presence in 
prestigious spas around the world is a testament 
of its legendary formulations, excellence in 
treatments and product quality.

SOTHYS excusive global method, Digi-Esthétique® 
is a branding strategy that uses an original technique 
specially developed to heighten the effectiveness 
of the treatments and the assimilation of active 
ingredients. By combining Eastern and Western 
acupressure methods and massage procedures, 
SOTHYS is able to provide effectiveness and 
wellbeing for its clients.

SOTHYS employs a dedicated and talented team of 

professionals responsible for their many cosmetic 
breakthroughs. This includes being the first brand 
to invent the world’s first concentrated serum in 
ampoule form.

Through its collaborations with beauty institutes, 
SOTHYS has become the market leader and 
industry’s innovator in producing synergistic 
beauty programmes, sophisticated treatment 
procedures, exclusive and professional methods 
of body care and high-performance homecare 
products.

The Future of Skincare
SOTHYS’ breakthrough in neuro-cosmetics –
linking the nervous system to skin’s tissue – 
has led to the successful creation of exclusive 
compounds that act on cellular communication.
The brand’s advanced research has continued to 
do more research on scientific skincare and to 
meet the current needs of both women and men 
with specific concerns.

With the Purpose of ‘Empowering Women to be 
at their Best’, SOTHYS will continue to influence 
and invest into the lives of customers, business 
partners and employees.

This leads to utilizing Corporate Social Responsibility 
effectively for the future, SOTHYS aims to empower 
women by creating new perspectives in their career, 
personal development and character building 
through the #WomenEmpowered Movement. The 
company also hopes to be one that is a role model 
to others, inspiring growth and positive culture for 
all.

Sothys 
Skin Care & Spa Treatment
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The Ultimate Defender
Angkatan Tentera Malaysia (ATM) or Malaysian 
Armed Forces in English was incepted on March 
1, 1933. Synonymous with the defense of the 
nation, ATM started with the recruitment of 25 
young men into the squad, known as the Malay 
Regiment. The regiment continued to develop into 
a full battalion known as the First Battalion Malay 
Regiment on January 1, 1938.

ATM consists of three divisions, namely the 
Malaysian Army, the Royal Malaysian Navy, and 
the Royal Malaysian Air Force. Its main role is to 
defend the sovereignty and strategic interests 
of Malaysia from all forms of threat. ATM is led 
by its Commander in Chief whose position is the 
highest-ranking office in the command structure 
of the Malaysian military.

As the vanguard of the nation’s security, ATM 
has undergone four stages of evolutions namely, 
Counter-Insurgency, Conventional, Modernization 
and Transformation to afford peace and security 
to the people. This is done so as to meet the 
changes in an ever changing global and regional 
geo-strategic environment and the challenges 
faced from state and non-state actors on national 
sovereignty.

Each evolution produced wider albeit far reaching 
competencies for ATM which has brought it 
closer to Malaysians. As a case in point, during 
the First (1948-1960) and Second (1968-1989) 
Emergencies, the main pre-occupation of ATM 
was fighting the Communist insurgency in the 
deep jungles of the country where their presence 
was unseen but impact felt.

Today, members of the Malaysian Armed Forces are 
highly visible conducting a plethora of functions 
from Humanitarian Assistance and Disaster Relief 
operations to performing joint patrols with the 
Royal Malaysia Police at strategic locations in cities 
throughout the country. As such, the identification 
and satisfaction of the ATM brand has never been 
more in demand today than ever.

On a similar note, ATM has gone international 
since 1960 when a battalion group was deployed 
as one of the elements in the Peacekeeping 
Force in Congo under the auspices of the United 
Nations. Since then, ATM has provided thousands 
of peacekeepers and observers for UN missions 
worldwide and the Malaysian Peacekeeping Centre 
in Port Dickson is recognized as a prestigious 
centre of excellence for peacekeeping training.

Similarly, its personnel have been a welcomed 
sight providing Humanitarian Assistance and 
Disaster Relief worldwide – from Afghanistan to 
the Philippines. This, by no small measure, has 
further enhanced the prestige of ATM as a reliable 
collaborator in ensuring global and regional 
peace, and preserving human security.

ATM & the National Blue Ocean Strategy (NBOS)
The National Blue Ocean Strategy (NBOS) initiative 
is the brainchild of the Prime Minister, Dato’ Sri 
Mohd. Najib Tun Razak; it is aimed at implementing 
initiatives which creates high impact with low 
cost by breaking down silos across ministries and 
agencies.

From its inception in 2013, ATM has been at 
the forefront of the strategy by implementing 

numerous initiatives through smart partnership 
and beneficial collaborations with other 
Government agencies and the private sectors.

Ventures such as the strategic collaboration between 
ATM and the Royal Malaysia Police, Community 
Rehabilitation Programs, Rural Transformation 
and Basic Infrastructure Development, 1Malaysia 
Veterans Recognition Program, Military Community 
Transformation Centres, Military Community 
Partnership, Military Community Volunteering 
Days, National Special Operation Forces, 
Visionary Youth Programs, 1Malaysia Biodiversity 
Enforcement Operation Network and the Military 
Adventure World are but a few of the enterprises 
within the NBOS in which ATM participated with 
unprecedented enthusiasm. This has positioned 
ATM closer to the heart of the population. It also 
reaffirms the organizations capacity to implement 
inter-agency cooperation seamlessly to benefit the 
Rakyat.

Warfare in Modern Times
As the world becomes borderless with the 
advancement of new ideologies and the Internet of 
Things,  ATM faces increasing security challenges 
in both the traditional and non-traditional 
spectrums – such as terrorism and cyber security.

To counter these threats, it has to continuously 
plan and ensure the efficient implementation 
of human resource strategy, the acquisition and 
optimization of state-of-the-art software and 
hardware, and the formulation of far-reaching 
directives and doctrines to safeguard the security 
of the country.

Angkatan Tentera Malaysia
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A Dependable Friend to SMEs
Established in 1972, Credit Guarantee Corporation 
Malaysia Berhad (CGC) started with the aim of 
assisting SMEs to obtain credit facilities from 
financial institutions. The company provides 
guarantee coverage for small and medium sized 
businesses that have inadequate or no collaterals 
or track records – which makes it difficult for them 
to garner credit from banks.

Over the years, CGC has assisted with over 442,000 
guarantees and financing to SMEs valued over 
RM61.5 billion. The corporation has managed 
a total of 45 guarantee and financing schemes, 
including 16 government-backed schemes.

Armed with the Vision to be an effective financial 
institution dedicated to promoting the growth 
and development of competitive and dynamic 
SMEs, CGC is committed to its objective to provide 
assistance to companies in need.

The corporation continues to be on a Mission 
to enhance the viability of SME enterprises 
through the provision of products and services 
at competitive terms and, combined with the 
highest degree of professionalism, efficiency and 
effectiveness.

Branding Financial Services
Since its inception 45 years ago, CGC’s 
branding initiatives have helped to increase 
the corporation’s awareness amongst its key 
stakeholders, particularly the SMEs. Today, more 
SMEs and a larger population of the public are 

aware of the roles and functions of the CGC, as 
the dependable brand continues to empower and 
develop SMEs in Malaysia.

Among the branding initiatives employed by the 
company include sustained corporate and product 
advertising campaigns in the mainstream print 
and electronic media, as well as on social media. 
The company has firmly established a presence 
on social media with its CGC Malaysia Facebook 
account, which it uses to reach out to customers 
from all industries as well as the public.

CGC has been recognized as a corporation that 
sponsors business award conferences, seminars 
and exhibitions organized by government agencies 
and institutions such the ASEAN SME Showcase 
& Conference 2015, Program Tunas Usahawan 
Belia Bumiputera 2014-2016 and SME Annual 
Showcase 2015 (by SME Corp), International 
Franchise Summit 2015 by Perbadanan Nasional 
Berhad.

An award-winning corporation, CGC has 
successfully outlined a 5-Year Strategic Plan 
Framework (2016-2020) with four strategic 
objectives – which include repositioning CGC 
to become more proactive & relevant, ensuring 
sustainable growth, enhancing human capital and 
promoting operational efficiency & effectiveness.

The development finance institution has impacted 
the industry, consumers and community on a large 
scale. With the largest contribution reflected 
in its success in assisting more than 300,000 

homegrown SMEs, particularly those which face 
difficulties to get finance for the start or expansion 
of their business.

CGC also offers direct financing and guarantee 
facilities for SMEs in all sectors, including the 
start-ups. The corporation has more than four 
decades of experience in powering Malaysian 
SMEs; while its shareholders are Bank Negara 
Malaysia and other financial institutions that play 
the role of key stakeholders in the Malaysian SME 
ecosystem.

A Financially Sound Outlook
Looking at the future, the financially strong 
and sustainable organization is working on a 
comprehensive Brand Strategy developed to 
further strengthen and create greater visibility for 
the brand.

The not-for-profit organization continues on 
its Mission to enhance the viability of SMEs 
through the provision of products & services at 
competitive terms; and with the highest degree of 
professionalism, efficiency & effectiveness.

CGC also aims to be a household name among 
SMEs by the year 2020 and to increase its Brand 
Awareness by 80 per cent by the same year. The 
corporation hopes to become a top-of mind recall 
brand among its target clients and bears the 
Vision of playing a bigger role in SME financing in 
Malaysia in the days to come.

Credit guarantee Corporation Malaysia Berhad (CgC)
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An Institute with Heart
Malaysia’s Institut Jantung Negara (IJN), was 
established in 1992 and today is the region’s 
leading cardiovascular and thoracic health centre. 
IJN has been diligently working its way to achieve 
its Vision of being a global centre of excellence in 
its area of expertise – the best cardiovascular and 
thoracic healthcare.

Keeping in mind the needs of the public, IJN 
now has its own private clinic that focuses in 
providing services and facilities to meet various 
medical needs such as consultations, health 
screenings, diet consultations and sleep studies 
for its patients. The clinic is also accessible and 
affordable to people from all walks of life.

Keeping international benchmarks in mind, IJN 
believes in keeping with international standards 
of quality healthcare. The healthcare centre is 
accredited with the Joint Commission International 
(JCI), Malaysian Society for Quality in Healthcare 
MSQH 3rd Edition 2008 and ISO 9001:2008.

Well known for its excellent care and extensive 
research contributions to Malaysia and beyond, 
IJN’s work has been part of a study – which was 
awarded for attaining and sustaining excellence 
in accountability measure performance for 
cardiovascular and thoracic care.

Profound Branding through Clinical Research
Since opening its doors to the public, clinical 
research remains core to IJN’s efforts in ensuring 
that the brand remains the stronghold of 
cardiovascular and thoracic healthcare in the 

nation. IJN has invested in extensive and continuous 
clinical research in various research programmes, 
particularly in the areas of cardiovascular diseases 
to ensure it is in line with national direction to 
support and promote clinical trial programs in 
Malaysia.

The institute is further reinforced by numerous 
collaborative research programmes with local 
and international universities – as a conscious 
approach to encourage, support and take 
cardiovascular research in IJN to greater heights. 
Through observational studies and involvement 
with scientists and other researchers in diverse, 
internationally recognized, clinical trial activities, 
the research agenda in IJN is continuously 
growing and has gained much positive response 
and results.

The IJN brand, via its research outcomes, has 
clearly made its mark in the medical field in 
the region and internationally; as many of its 
clinicians have been actively involved in various 
forums and discussions in which IJN’s research 
outcomes have been highlighted. A good number 
of its research accomplishments have proudly 
been expanded into full scientific papers which 
have been published in local and international 
medical journals – going on to make significant 
impacts in specialized areas of medicine.

The institute has made great steps as a relatively 
young organization through its contributions to 
the healthcare sector, especially in heart care in 
Malaysia, accordingly becoming a regional player 
in the healthcare industry.

Gazing into the Future through the Pulse of Past 
Convictions
IJN continues to be proactive in adapting and 
applying new technology in order to continuously 
look and research for better care for patients. 
Undoubtedly, this is a vital element as the 
healthcare brand strives to be the best of the best 
within the cardiovascular and thoracic sector. The 
institute will continue to persist in its journey 
to provide professional clinical research to the 
Malaysian public and beyond.

When it comes to the future, IJN continues to 
be committed to developing and concluding its 
research culture by providing essential support and 
opportunities to their clinicians. As the institution 
grows and matures, so does its commitment and 
dedication in sharing its expertise and experience 
by networking with various industries.

IJN’s development as a cardiovascular and thoracic 
healthcare institution has resulted in the brand 
embarking on industry-sponsored programmes. 
With a call for development of its capabilities and 
capacities, the institute believes there will be a 
demand for GCP-trained clinical investigators. 
With that, IJN believes that there is a future, and 
a bright one for the institutes that can provide 
professional clinical research to  meet the growing 
demands of skilled manpower in this industry.

INSTITUT JANTUNg NEgARA (IJN) 
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The Unsung Nation Builder
The Inland Revenue Board of Malaysia (IRBM) is 
one of the main revenue collecting agencies of 
the Ministry of Finance.

Established in accordance with the Inland Revenue 
Board of Malaysia Act 1995, the development 
gave it more autonomy especially in financial and 
personnel management as well as to improve the 
quality and effectiveness of tax administration. 
In March the following year, the department of 
Inland Revenue Malaysia became a board and is 
now formally known as IRBM.

Starting with desk and telephone services, IRBM 
has embraced technological development and has 
expanded its services to include e-services that 
covers almost the entire process of tax returns – 
from submission to payment.

IRBM’s e-Filing system was introduced in 2006, 
and has expanded with 189,330 users in the first 
year to 4.167 million users in 2015. Consistently 
trying to improve its services, the board has 
enhanced its front-liner service by setting up a 
Customer Service Centre known as Hasil Care Line, 
which aims to deliver friendly and fast services to 
taxpayers.

Among the board’s functions include to act as 
agent of the Government and provide services in 
administering, assessing, collecting and enforcing 
payment of income tax, petroleum income tax, real 
property gains tax, estate duty, stamp duties and 
such other taxes as may be agreed between the 
Government and the Board. The board also advises 

the Government on matters relating to taxation 
and to liaise with the appropriate Ministries and 
statutory bodies on such matters.

IRBM is also responsible to participate within 
and outside Malaysia in all matters in respect 
and in relation to taxation, to perform such 
other functions as are conferred on the board 
by any other written law. IRBM may also act as a 
collection agent for and on behalf of any body for 
the recovery of loans due for repayment to that 
body under any written law.

Branding Strategy from a Revenue Vantage
Armed with the Vision to be a leading tax 
administrator that contributes to nation building, 
IRBM’s Mission is to provide exceptional tax 
service. Committed to give the best service to 
customers, the department follows through 
its objective to implement effective, fair and 
equitable tax management system to taxpayers.

The most significant branding exercise the 
department has gone through is its change to 
IRBM in 1996. Through this rebranding exercise, 
IRBM has restructured significantly; starting with 
just 6583 posts in 13 departments, 28 branches 
and 13 Investigation and Intelligence Centres in 
1996, and has expanded to 11,535 posts in 28 
departments in Headquarters, 12 State Director’s 
Offices, 36 branches and 17 Investigation Branches.

IRBM went through a period of depreciation 
in collection but managed to break the three-
digit billion collection in 2011. Since then, 
the organization has performed well until the 

occurrence of the fall of oil prices at the end 
of 2014 which also effected the government’s 
revenue collection. IRBM continues to ensure 
tax collection transpires based on the current 
economic conditions.

The Future of Tax: Moving with the Times
Armed with the slogan, ‘Together We Develop The 
Nation’, the main contributor to the government’s 
revenue for the nation’s wellbeing; as tax revenue 
makes up more than 55 per cent from the total 
revenue.

Last year, IRBM went through several transformative 
phases which were in line with its latest Vision and 
Mission – with the aim to aptly reflect the brand 
as it plays a pivotal role in supporting the country. 
The company’s Chief Executive Officer, Tan Sri Dr. 
Mohd. Shukor bin Haji Mahfar, developed the Long 
Term Strategic Planning Framework to drive the 
department towards achieving its Vision.

Among the proactive initiatives taken by IRBM 
includes enhancing the use of technology in its 
effort to increase compliance and tax collection 
– such as Big Data & Advance Analytics, 360 
Degree’s System, Remote Sensing and Google Map.

IRBM is planning and targeting compliance 
activities by using the approach of risk management 
that looks into the causes and consequences of 
non-compliance in taxpayers. It will also continue 
to strive to improve the delivery of its services in 
facilitating taxpayers’ responsibilities.

lEMBAgA HASIl DAlAM NEgERI MAlAYSIA (lHDN) 
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A Force to Be Reckoned with
Polis Diraja Malaysia (PDRM) is the most important 
uniformed federal police force is Malaysia with a 
centralized system. The team is currently being 
steered by the Inspector General of Police (IGP), 
Tan Sri Dato’ Khalid bin Abu Bakar, as of March 
2016.

Headquartered in Bukit Aman, Kuala Lumpur, the 
PDRM team consists of 113.336 officers and staff 
personnel. This recruitment figure reflects the 
variety of assignments carried out by the PDRM.

The constitution, control, employment, 
recruitment, funding, discipline, duties and powers 
of the police force are defined and governed by 
the Police Act 1967. In carrying out its duties and 
holding the trust given by the public of Malaysia, 
PDRM officers are also aided by a backing group of 
extra police constables, reserve police volunteers, 
auxiliary police, police cadets and civil servants. As 
a whole, this group plays a vital role in preserving 
the safety and welfare of the country.

Besides that, PDRM constantly co-works closely 
with police forces worldwide, including the six 
neighbouring countries; Malaysia shares a border 
with – the Indonesian National Police, Philippine 
National Police, Royal Brunei Police Force, Royal 
Thai Police, Singapore Police Force and Vietnam 
People’s Public Security.

Apart from the two departments involved in the 
administration, the Management Department 
and Logistics Department, PDRM has six 
departments involved in crime prevention: 
Criminal Investigation Division, Narcotics Criminal 

Investigation Division, Internal Security and Public 
Order Department, Special Branch, Commercial 
Crime Investigation Department and Traffic 
Enforcement and Investigation Department.

The History of PDRM
The history of PDRM in Malaysia originated 
following the assimilation of Malacca into 
the British Empire in 1795. A modern police 
organization in Malaysia was formed, on March 
25, 1807, after the granting of Charter of Justice 
in Penang.

Only after World War II was a central police 
organization formed, known as the Civil Affairs 
Police Force. This organization was formed 
in Malaya and led by a British colonial, H.B. 
Longworthy, who had to stabilize the police forces 
after the anarchy of Japanese occupation.

Nearly a year after Independence Day, on 24 
July 1958, the King of Malaysia then, Tuanku 
Abdul Rahman ibni Almarhum Tuanku Muhamad, 
bestowed the title ‘Royal’ to the Malayan 
Federations Police Force.

In 1963, the Royal Federation of Malayan Police 
(RFMP), the North Borneo Armed Constabulary 
and the Sarawak Constabulary were merged to 
form the Royal Malaysia Police. The Singapore 
Police Force got a constituent unit of the RMP 
until Singapore’s independence in 1965.

Pushing Forward with a Revamped Outlook
PDRM is currently concentrated on carrying 
out its revamped direction for the military 
unit in light of a more advanced and enhanced 

organization. The stress of this focus will be on 
re-strategizing structures, procedures and systems 
of work; procurement of equipment with the use 
of information processing systems, Information 
Technology and the latest management methods
.
Besides that, PDRM has also created an image 
enhancement team. The team will focus and train 
PDRM personnel in areas of professionalism, 
efficacy and friendliness.

PDRM personnel are now required to undergo 
more basic and intensive training programmes 
to stimulate their human capital abilities, mental 
& physical health, time management and smart 
handling & prevention of crime.

In order to ameliorate the quality of service to the 
community, PDRM’s leadership has brought out a 
fresh approach – Friendly Service – attending to 
the public in a much more accessible way. This is 
in line with the direction of the Ministry of Home 
Affairs to make it as a ‘People Friendly Ministry’

In summary, the word ‘friendly’ is defined by PDRM 
as a harmonious interaction between individuals 
based on honesty and sincerity. Friendly itself 
means that all thoughts and actions that have 
universal human values. In the context of the 
PDRM, it refers to the interaction between its 
officers and members of the public.

PDRM also launched the Rakan Cop – a community 
outreach programme on August 9, 2005, to further 
combat crime in the nation.

Polis Diraja Malaysia
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Tenderly Homegrown Household Name
Branding itself as a household name in South-
East Asia, Lam Soon is known for its quality 
products and strong brands. Through its stable 
brands strappingly supported by an extensive 
sales and distribution network, Lam Soon is 
acknowledged as a major Fast Moving Consumer 
Goods (FMCG) player in Malaysia. The company 
has grown steadily over the years and today, it 
has in Malaysia, Singapore, Vietnam and Thailand

The Lam Soon’s brand dates back to August 
1950, when Lam Soon Cannery Private Limited 
was incorporated by the late Ng Keng Soon to 
trade in copra and canned food. Years later in 
2003, Lam Soon (M) Berhad’s subsidiary, Lam 
Soon Edible Oils Sdn. Bhd. (LSEO), undertook its 
operating activities, including the businesses 
of manufacturing, marketing, sales, trading, 
distribution and export of edible oils and fats, 
household and personal care products.

Lam Soon Group’s business activities comprise of 
plantation/milling, refining of cooking oil to the 
manufacturing of margarine, specialty fats, soap 
and detergent and oleo chemicals. Its products 
are manufactured to the highest international 
standards – including ISO 9002, ISO 14001, 
GMP (Good Manufacturing Practice) and HACCP 
(Hazard Analysis Critical Control Points) awarded 
to its factories in Malaysia and Thailand. Besides 
its own brands, Lam Soon also provides contract-
manufacturing services, especially for soap.

Through its many FMCG brands, Lam Soon has 
cultivated an admirable Brand Identity that 
focuses on such characteristics as Integrity, 
Trustworthiness, Friendliness and Approachability. 
The company continuously rejuvenates its brand 
portfolio and introduces new line extensions 
of the highest quality and attractive packaging 
design – in response to evolving consumer trends.

Blessing the Nation with a Higher Class of Hygiene
Antabax, the award-winning brand owned by 
LSEO, is recognized and acknowledged among 
consumers for its antibacterial product ranges 
which clean and remove 99.9 per cent of germs 
for 24 hours antibacterial protection. It is a 
trusted medicated brand that promotes a healthy 
and hygienic lifestyle.

Since the first Corporate Social Responsibility 
(CSR) initiative in 2009, Antabax has run annual 

public education and awareness programmes 
on hygiene. The target is to reach all Malaysians 
and challenge itself to create programmes which 
are different, relevant and educational – so that 
the important message of health and hygiene is 
reinforced and becomes a habit across the nation.

Antabax developed the concept and implemented 
the award-winning National Patty Cake 
Competition and the reality game show, Lat-Tali-
Lat – which was aired on ASTRO. Both these CSR 
initiatives were aimed at reviving traditional 
games as a method for teaching better hygiene. 
Not surprisingly, this innovative approach to 
hygiene resulted in Antabax’s educational 
programs reaching more than seven million 
people in 2013!

The CSR initiatives by the brand have also earned 
strong support from the Ministry of Health 
Malaysia and the Ministry of Education Malaysia.

Standing out from the Rest
Creativity, Innovation, Leadership and Integrity 
are among the qualities of Team Antabax that 
have tempered the character and personality of 
health and hygiene campaigns – both large and 
small – implemented across Malaysia.

Continuous Research and Development (R&D) 
and a spirit of innovation result in the brand 
constantly exploring new ideas that make its 
campaigns stand out and receive attention – 
which ultimately helps consumers make positive 
changes.

The brand also engages in constant interaction 
with communities and consumers for an ongoing 
process of creating better products and services 
through communication.

Antabax is among the top Malaysian personal 
care brands and has gained this position in the 
relatively short period of 10 years. Becoming a 
leading name requires the brand to be unique, 
different, innovative – and ultimately stand out in 
a crowded field.

There are plans to take Antabax to the regional 
level and spread the brand’s unique approach to 
health and hygiene to a larger market.

Antabax  
Consumer – Derma Protection Solutions
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Nature’s Nutritious Goodness in a Potent Drink
Beyonde™ Maqui Plus is one of the health 
products marketed by Unilever Network. Maqui 
Plus is a rich botanical drink mix of multi-berries 
overflowing with high antioxidant capacity.

This health drink contains 12 super-fruits 
including Maqui Berry, Artichoke, Goji Berry, 
Acai, Acerola Cherry, Raspberry, Red Grape & 
Grape Seed Extract, Chokeberry, Cranberry, Apple, 
Strawberry and Cherry. These quality ingredients 
are sourced from nine countries globally.

When blended together, this drink is rich in 
Anthocyanins from a mix of multi-berries. 
Naturally, this powerful natural combination 
makes Maqui Plus an abundant source of 
Phytonutrients with nutritious benefits to health.

Maqui Plus has been tested with the Highest 
Antioxidant Capacity (ORAC) of 249,225 by the 
Brunswick Lab, USA. It is also listed in the latest 
PDR 2016 & PDR 2017 (Physician Desk Reference 
70th Anniversary Edition & 71th Edition). PDR 
has been the authoritative source on prescription 
drugs and health related products for 70 years. 
It is one of the most updated, well-recognized 
references by medical and health specialists in 
the USA and worldwide.

Healthy Brand Philosophy
The company rides on a strong Brand Philosophy 
which is ‘Beyonde™ – Beyond Healthy’. Hence it 
advocates and propels its potential customers 
to take good care of their health via the ‘Beyond 
Healthy’ Regime, which provides essential 
nutrition for vital body systems. The company 
strongly believes that a healthy body offers and 
leads to a better quality of life. The company 
also selects only the finest quality nutrients and 
the most reliable, cutting-edge technology to 
guarantee that consumers get the full benefits 
from its supplements.

Therefore, the company pays special attention to 
detail by way of four highest credentials in all 
Beyonde™ health products, namely:

Highest Product Quality – With close collaboration 
between Unilever’s R&D team and leading 
experts in world-class manufacturing technology, 

Beyonde™ health category perfectly meets 
healthcare needs and are ideally tailored to our 
generation’s habits and lifestyle.

Highest Raw Material Standard – Only the best 
quality raw ingredients from the best sources 
around the world are selected. With extensive 
research based on proven scientific evidence, 
Beyonde™ ensures that its products meet the 
excellence, safety and efficacy for consumers.

Highest Manufacturing Practice Standard – 
Beyonde™ complies strictly with cGMP (Current 
Good Manufacturing Practice) regulations, 
maintains quality and safety standards which are 
guaranteed by the Food and Drug Administration 
(FDA), and the official Islamic Committees of the 
respective markets, including Malaysia (JAKIM).

Highest Safety and Efficacy Standard – The 
product is strictly tested to ensure that it meets 
international quality standards and is completely 
safe and effective.

Above and beyond, Beyonde™ is constantly 
building Trust and Loyalty in existing and new 
customers. It also focuses on building lifetime 
connection with its customer base – both locally 
and abroad. These practices by Beyonde™ have 
resulted in many happy customers who willingly 
share the goodness and efficacy of Maqui Plus 
through word of mouth or social media.

Resonant Legacy: Local & International 
Recognition
Over the years, Beyonde™ Maqui Plus has 
garnered much recognition – both locally and 
abroad – for delivering its Brand Promise, ground-
breaking R&D, and effectiveness of its product.

The brand has garnered the Bronze Medal for 
Outstanding Inventions 2015, IENA International 
Trade Fair for Ideas, Inventions and New Products; 
the Gold Medal 2016 for ‘Product Innovation’ at 
the 44th International Exhibitions of Inventions 
of Geneva; the Grand Gold Quality Award 2016; 
the Gold Medal 2016: Innovative Excellence 
in the Category of Food and Beverage, INPEX 
USA; and The BestBrands President’s Award, The 
BrandLaureate Awards 2015-2016.

BEYONDE™ MAqUI PlUS (UNIlEvER NETWORK) 
Wellness – Antioxidant Supplement
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The Insurance Brand with a Difference
Lonpac Insurance Bhd. (Lonpac) is a wholly-
owned subsidiary of LPI Capital Bhd. (LPI) and 
has been in the country’s insurance industry 
since 1962. Today, Lonpac operates through 
21 branches in Malaysia and one branch in 
Singapore to serve clients better. LPI also has an 
associated company in Cambodia namely, Campu 
Lonpac Insurance Plc.

Armed with the vision to be the preferred premier 
insurance solutions provider, Lonpac’s biggest 
focus lies in providing innovative insurance 
products that are supported by a customer-
centric service. The company aims to create value 
for stakeholders as it strives for sustainability 
through financial and technical strength based 
on recognized and proven standards. 

Lonpac aspires to be the leader in the insurance 
industry in Malaysia and in the region. With its 
operational processes guided by Integrity and 
Professionalism, the brand also aims to create 
new and innovative market-relevant insurance 
products.

Lonpac also works around the idea of providing a 
fair, caring and merit-based working environment, 
by adopting a proactive and accountable approach 
to stakeholders. The management is going all 
out to ensure its premium insurance services 
are in line with good corporate governance and 
corporate responsibility.

In January 1993, LPI was listed on the Second 
Board of the Kuala Lumpur Stock Exchange (now 
known as Bursa Malaysia Securities Bhd.). Four 
years later, the listing transferred to the Main 
Board of the KLSE.

Spreading the Radiance of the Lonpac Brand
Branding has always been a pivotal part of the 
Lonpac experience. Among the brand initiatives 
taken include promoting the brand in the SMI and 
SME directory – through buntings and banners at 
events, programme and other advertising-based 
activities.

The company has improved its product and 
services through many measures – including 

aligning motor underwriting terms to market 
conditions, with a focus of market liberalization, 
harmonizing underwriting operations with GST 
requirements and many more.

As a brand, Lonpac has both inspired and impacted 
the industry, consumers and community. This was 
achieved by being known as a financially strong 
establishment that gives customers peace of mind 
when using the company for insurance needs. 
The company stands out as a general insurer 
with a track record of consistent profitability 
when it comes to insurance operations and 
investments – making it a role model for other 
players in the industry. Lonpac has a sound and 
stable management team that works hard to 
ensure the continuation of its strong foundation 
– not taking unnecessarily high risks.

The specialist brand has an experienced team 
of senior and highly qualified professionals who 
help it solidify its technical capabilities and 
inculcate a Culture of Professionalism. Lonpac 
also continues to work on having good corporate 
governance through the progressive working 
culture and supervision – as reflected in the 
brand’s sound relationship with its stakeholders.

Embracing the Core Essence: Branding for the 
Future
Lonpac has a series of branding plans for in 
the future. This includes promoting the brand 
through signboards at agents’ offices nationwide 
and in the SMI/SME directory.

During corporate responsibility events, such 
as the Lonpac E-Assist Charity Golf, the 
establishment displays buntings and banners as 
well as distribute leaflets to both promote the 
brand and corporate responsibility.

This will be further elevated through the wearing 
of corporate T-shirts by staff during special 
occasions and at corporate responsibility events. 
The insurance expert also aims to advertise all 
awards won on its website and advertising the 
brand via corporate gifts given out on special 
occasions.

lonpac Insurance 
Insurance – General Insurance
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Malaysia – Asia’s Business Event Hub
Established in 2009 by the Ministry of Tourism and 
Culture, Malaysia Convention & Exhibition Bureau 
(MyCEB) is on a mission to grow the country’s business 
tourism industry.

In line with the inception of Malaysia’s Economic 
Transformation Programme (ETP) to elevate the 
nation towards achieving developed-nation status 
by year 2020, the bureau aims to further strengthen 
Malaysia’s global appeal and position as a one of the 
world’s leading destination for international corporate 
meetings, incentive travels, conventions, trade 
exhibitions and major events.

MyCEB identifies potential business event leads, 
facilitates bidding processes, promotes government 
and industry collaborations, as well as provides event 
support and marketing services, including consultation 
on local products and services. As the national bureau, 
it also acts as a catalyst for product and industry 
developments.

Bureau on a Mission to Brand
Branding is one of the key aspects under MyCEB’s 
business strategies which have elevated Malaysia’s 
position in the global business events market, in 
addition to already being recognized as a world-
renowned leisure tourism hotspot.

With the aim of reinforcing the business events brand 
positioning, the bureau is continuing to spotlight on 
international sales and marketing communication 
initiatives through proactive strategies involving 
local industry partners, association professionals and 
stakeholders.

Showcasing Malaysia as a compelling business events 
brand to Europe, the Asia Pacific and North America, 
the ‘Malaysia – Asia’s Business Events Hub’ positioning 
focuses on enticing event planners and organizers of 
association and corporate meetings, incentive travels 
as well as trade exhibitions. The ‘Malaysia Like Never 
Before’ campaign presents unique and exotic vibes 
which Malaysia has to offer, highlighting experiential 
offerings of Kuala Lumpur, Penang, Langkawi, Sabah 
and Sarawak, designed for corporate meetings and 
incentive travels.

MyCEB’s Industry Partner Programme (IPP) enhances 
destination brand visibility and brand perception by 
means of co-operative sales and marketing platforms 
such as tradeshows, road shows presence, advertising 
and digital promotions. The bureau also believes 
in providing competitive industry educational and 
professional accreditation enhancement platforms to 
spur local product innovation, networking, dialogues 
and service professionalism.

Another avenue that enriches destination brand 

perception is advocated by the Association Development 
Programme (ADP) that grooms local association leaders 
and professionals towards becoming highly effective 
and internationally engaged.

With the vision of propelling positive momentum 
for Malaysia’s economic transformation via business 
tourism, MyCEB collaborated with the Malaysian 
Association of Convention and Exhibition Organisers 
and Suppliers (MACEOS) and Business Events Industry 
Council of Malaysia (BECM) to formulate Malaysia’s 
Business Events Roadmap that was launched in 
December 2016. Specific advocacy activities are being 
implemented, in alignment with the roadmap, to 
capitalize and maximize industry potential in powering 
the nation’s knowledge and creative economy.

Since its world-wide launch in 2011, the ‘Malaysia 
– Asia’s Business Events Hub’ brand positioning 
has defined and communicated Malaysia’s value 
proposition for the global business events market. A 
concerted implementation of public relations and 
communications strategies, between year 2010 to 2016, 
harnessed an estimated total media publicity value 
of over RM100 million. These efforts complemented 
the bureau’s ability, with industry collaboration, to 
secure a total of 807 international business events 
which generates an estimated total of RM5.2 billion in 
economic impact and RM3.1 billion visitor expenditure, 
for events from year2010 till 2028.

Powering up for a Quintessential Outlook
MyCEB is fully committed in its efforts to strengthen 
Malaysia’s business events brand in the global 
market – focusing on enhancing and reinforcing the 
nation’s destination credentials; concurrently ensuring 
nationwide development of professional business 
events ready product and service offerings.

The bureau continues to amplify its brand visibility 
and image with strategic integration in usage of 
traditional and digital marketing communication 
mediums targeting to maximize international publicity 
and local industry collaborations, such as hosting of 
personalized experiential engagements with media 
and industry professionals. MyCEB is also carrying 
out co-operative sales and marketing initiatives 
with the industry partners – which include strategic 
partnerships, in addition to fortifying co-promotional 
alliances for overseas trade presence.

With competitive implementations well in progress, 
MyCEB believes these essential enhancements, among 
others, will create greater brand equity among global 
target markets and industry stakeholders locally. 
This will progressively affirm Malaysia’s profile as a 
compelling hub for business tourism, which in turn 
maximizes the potential of securing more business 
events, generates greater economic impact and induces 
benefits beyond tourism for the country.

Malaysia Convention & Exhibition Bureau (MyCEB)
 Services, Meetings, Incentives, Conferences and Exhibitions

www.myceb.com.my
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A Beloved Brand That Is Here to Stay
SOGO is one of the top leading retailers in 
Kuala Lumpur. Originally built by SOGO Co. Ltd. 
of Japan, today the brand boasts of an over 
700,000-square-feet outlet which carries an 
assortment of world-renowned brands.

SOGO commenced its operations in Kuala 
Lumpur on 18 January 1994. It quickly grew to 
be a household name amongst the KLites for its 
well-known reputation of establishing a one-
stop retail outlet with a wide collection of latest 
fashion trends, home furnishing, cosmetics & 
fragrances, children & infant wear, electronics 
& gadgets and food options. SOGO is also 
frequently applauded for its unbeatable sales 
and promotions.

This effervescent retail mall is strategically 
located along Jalan Tuanku Abdul Rahman – 2 
km from KL City Centre, just adjacent to an LRT 
station and within walking distance to various 
other public transport facilities.

This multi-award-winning retail mall believes 
in rewarding its customers and in its attempt to 
stand out from its competitors, SOGO cobranded 
itself with the RHB VISA Card. This move by SOGO 
proved to be very successful for the brand. Hence, 
it is no surprise that today, SOGO is proud to boast 
of 500,000 KL SOGO members (Sogorians) – and 
this number is growing steadily on a daily basis.

Phenomenal Branding Wits
The BrandLaureate Special Edition World Awards 
2015 winner currently has set its grip on a few 
stores across Malaysia. SOGO firmly believes that 
this move will enable the brand to reach out to 
its loyal and potential customers outside of the 
Klang Valley.

Due to the exponential growth and shift in its 
customer base, SOGO today not only focuses on 
retaining its existing set of customers, but also 
targets the younger group with branding and 
mediums that best suits them. In pursuing this 
initiative, SOGO adopted a new Tagline, ‘Because 
of You’, to connect with its customers on a more 
personal level.

SOGO also implemented new branding and 
marketing strategies in terms of merchandise, 
brand and store development on the whole. This 
move by SOGO substantiated success for itself for 
three reasons: Primarily, the retail outlet gained 
popularity as a ‘Social Destination’ – the ‘to go’ 
place for a wide array of product lines & services; 
secondly, it gained recognition as a ‘Push for 
Posh’ – a ‘branded’ mall with a posh look & feel 
which carries affordable goods; and thirdly, for 
its ‘Passion for Fashion’ – SOGO is among the 
highest credited malls for promoting global & 
aspirational brands for its esteemed customers, 
be it young or matured.

Stirring ahead with a Fresh-from-the-Oven 
Outlook
With the company Motto, ‘Team SOGO – One 
Team, One Dream’, the retailer has in addition 
fruitfully completed the facelift for its Ladies 
Department. The department now has a more 
extensive section for handbags and shoes. 
Besides that, SOGO also renovated its 3rd Floor 
Fashion Arena to not only spot a fresher, younger 
& more urbane look but also to incorporate both 
local & international street wear, as well as 
sports & lifestyle brands such as fashion wear, 
accessories & shoes. To further cater to its loyal 
customers taste buds, SOGO even reconditioned 
its Food Court to serve a wider selection of 
Western, Asian and local cuisine.

Gazing forward, SOGO is working towards 
expanding its reach to other locations across the 
country. Besides that, the retailer will also look 
into revamping its facade and Beauty Arcade at 
the Ground Floor of its primary mall.

We will also see this determined retailer expanding 
its market reach in the near future. SOGO plans to 
open up a SEIBU department store in Tun Razak 
Exchange (TRX) Lifestyle Quarter and SOGO store 
in i-City Shopping Mall in Shah Alam; as well as 
also new stores at Paragon@KL Northgate in 
Selayang, Mayang Mall in Kuala Terengganu and 
Prai Mall in Penang mainland (Butterworth).

SOgO (K.l.) Department Store 
Retail – Department Store
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Metal Roofing & Wall Cladding Maestro
Swissma Building Technologies Sdn. Bhd., 
together with its partners, Sanko Metal Industrial 
Co. Ltd. (Japan) and Nippon Steel & Sumikin 
Bussan Corporation (Japan), provides a one-
stop centre solution for metal roofing and wall 
cladding in terms of design, fabrication and 
installation. Swissma SANKO products have been 
established in the market since 1974.

Swissma is capable of fulfilling multiple designing 
needs which includes buildings of 3-D shapes, 
industrial buildings that require lengthy metal 
roof installation, residential homes, airports, as 
well as institutional and commercial buildings.

A wide range of trapezoidal profiles are also 
available under the Swissma SANKO Roof Series 
(with a rib height from 20mm to a very deep 
profile of rib height 187 mm). All Swissma SANKO 
metal roof systems use NS BlueScope materials 
such as Clean COLORBOND®, ZINCALUME® and 
PRIMAMAJU-R™ – with warranty periods ranging 
from 15 to 30 years.

Other exclusive product ranges include Swissma 
Doppelwelt®, Winkelwelt®, Snapwelt®, Zipwelt®, 
Casex® and Dach metal tiles which are also 
available in non-ferrous materials such as 
Aluminium, Copper, Stainless Steel, Titanium Zinc 
and Pure Titanium.

Literally Branding through the Roof
Being one of the pioneer brands in the solution 
for metal roofing and wall cladding, Swissma 
believes in providing the best products, quality 
and service to its customers – which further 
strengthens the brand name, Swissma and 
SANKO, in the market. Being honoured with The 
BrandLaureate Award further strengthened the 
brand’s reputation in the market and provides an 
edge over its competitors as well.

Swissma has aptly taken several branding 
initiatives to establish its brand name in the 
market by advertising its extensive portfolios 
and the recent win from The BrandLaureate in 
various media. The main objective is to promote 
its capability to potential clients.

Swissma also organizes technical forums at 
universities and colleges on metal roofing 
technologies, the ‘dos and don’ts’, as well as the 

details and information to look out for. Factory 
visits from members of the public are welcomed 
– to provide them with exposure on the aptitude 
and expertise Swissma is able to offer and cater 
for.

Swissma also actively participates in Corporate 
Social Responsibility (CSR) programmes. Recently, 
Swissma has contributed to Pertubuhan Amal 
Seri Sinar (PASS) which reaches out to the poor 
community to support their children’s education.

Swissma has collaborated with one of its key raw 
material suppliers, NS BlueScope Malaysia Sdn. 
Bhd., which is its strategic business partner; and 
together, they supplied metal roofing to Positive 
Living Community in Rawang, Selangor, and 
Ladang Care in Chenderiang, Perak.

Positive Living Community is a non-profit 
organization initiated to provide shelter for 
refugees, ex-prisoners, ex-drug addicts and 
people with AIDS. It sustains itself by selling its 
own produce from farming and some handicraft 
items. Ladang Care provides training to the Orang 
Asli (local aborigines) on modern agriculture and 
assists them on marketing their produce and 
handicraft goods.

Weathering the Storm of Time: The Brand You 
Can Trust
The brand name, Swissma, is closely identified as 
a top-quality brand name for roofing specialist 
by architects and other consultants as Swissma 
focuses on delivering prestigious and iconic 
projects with exquisite quality.

Swissma’s impressive portfolio includes 
reputable projects such as the Prime Minister’s 
office, Kota Kinabalu International Airport, 
KLIA 2 Integrated Complex, Lexis Hibiscus 
Resort, Menara Axis, Millennium Tower domes, 
Hartalega NGC Production Complex, Ikea Cheras 
and Malaysia International Trade and Exhibition 
Centre (MITEC) – just to name a few.

Swissma strives to capitalize and harness on 
the success of the brand in Malaysia and market 
its goods and services on a global scale. Being 
accorded with a world-renowned award by The 
BrandLaureate would provide the assurance and 
confidence to its potential clients all over the 
world.

Swissma 
Manufacturing – Steel Roofing
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The Idealistic Birth of a Revolutionary Brand
The parentage of the Tropicana Golf & Country 
Club (TGCC) first took place in the brain of one 
of the most inspiring personalities of the country 
– Tan Sri Dato’ Danny Tan, the CEO of Tropicana 
Golf & Country Resort Berhad.

Tan Sri stood for a long time to a straightforward 
philosophy in his life which is: ‘… because life is 
to be enjoyed’. Holding on to this very philosophy 
and vision, under his leadership, Tan Sri guided 
his team to introduce to Malaysia the ultimate 
leisure lifestyle of the elite in Malaysia – the 
Tropicana Golf & Country Club, a premier golf and 
country club. A decade later, The Resort and TGCC 
have become synonymous with the epitome of 
leisure living and full rest.

This ‘Jewel in the Crown’ is located in the midst 
of lush and prestigious Tropicana Golf & Country 
Resort in Petaling Jaya – an exclusive 625-acre 
residential, leisure and commercial enclave that 
boasts the pleasures of resort living amidst city 
conveniences.

At the heart of TGCC’s success is, of course, the 
prize-winning Clubhouse – the largest, and 
some say, most splendid of its kind, in Malaysia. 
The Clubhouse is the centre of activities, 
entertainment and comfort, and the pride and 
joy of members and residents of the Resort alike.

TGCC which was officially inaugurated by the 
Tun Dr. Mahathir bin Mohamad, the fourth Prime 
Minister of Malaysia on, 13 January 1996, is a 
subsidiary of Tropicana Corporation Berhad (TCB). 
TCB is a public-listed company in Malaysia and 
has been listed on the Main Board of the Bursa 
Malaysia (previously the Kuala Lumpur Stock 
Exchange) since 1992.

Creating a Luxury Lifestyle Brand
TGCC & Resort are amongst the most esteemed 
and sought-after resort developments in the 
Klang Valley. The Resort is widely admitted as a 
‘mini-United Nations’ with residents of various 
nationalities residing within.

Exclusive, secure and all-inclusive – these are the 
qualities which define the luxurious township of 
TGCC & Resort. Situated in the premier suburb 
of Petaling Jaya, this gated community is home 

to thousands of residents who favour the 
convenience and comfort of resort facilities right 
at their threshold.

Life and leisure in the TGCC & Resort is fully 
self-contained. Every resident is served by the 
380,000 sq ft Tropicana Clubhouse – the kernel 
of the Resort – set amidst the undulating green. 
Adjacent is 27-hole of the East and West golf 
courses to delight avid golfers day and night. The 
residential utopia is also equipped with schools, 
medical facilities, restaurants, shopping, sports 
amenities or simply wide open spaces to rest the 
mind.

At TGCC & Resort, the best of country living and 
city convenience converge seamlessly – literally 
a perfect marriage of both worlds.

Racing Ahead with Strategic Business Principles
TGCC has come a long way since its inception; 
this success is attributed to TGCC’s steady forging 
of trusted and long-term relationships between 
the company and its employees, customers and 
business partners – all of whom play a central 
role in TGCC’s delivery of products, quality, 
excellent client service and corporate social 
obligation.

Human capital is indeed one of TGCC’s prized 
assets. The company recognizes that every 
employee’s contribution forms the basis of the 
Group’s excellence. Hence, TGCC constantly 
aspires to maintain a performance-driven 
workforce momentum through driven leadership, 
good management practices and equal 
opportunities for advancement that will, in turn, 
provide encouragement and support for creative 
excellence.

In accession to that, TGCC relentlessly perseveres 
to embrace change by predicting and meeting 
the demands of its clients and the industry. This 
central focus remains at the heart of TGCC as it 
single-mindedly works towards meeting future 
expectations in today’s borderless environment.
Bringing together all the aforementioned 
principles to work in the benefit of TGCC is 
the company’s unity and integrity. ‘United We 
Stand’ remains at the core of TGCC’s Teamwork. 
This principle has brought about awe-inspiring 
achievements to TGCC on the whole.

Tropicana golf & Country Club 
Lifestyle – Golf
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Inspired to Educate
Malaysia recognizes that education contributes 
towards the country’s socio-economic progress in 
a substantial way and thus encourages the growth 
of many education institutes. One such move was 
when our government invited PETRONAS to build 
a university.

PETRONAS then went forward and formed 
University Teknologi Petronas (UTP) in January 
1997. This renowned private university is built on a 
400 hectare (1000 acre) site which is strategically 
located at Bandar Seri Iskandar, Perak.

The Campus ground comprises of state-of-the-
art facilities such as a healthcare centre, sports 
complex, modern library, well-equipped research 
laboratories and an academic complex which even 
garnered the Aga Khan Award for Architecture in 
2007.

UTP offers the full range of industry relevant 
technology, scientific discipline and applied 
science programmes at undergraduate and 
graduate levels. UTP complements its Engineering, 
Science and Technology programmes with a 
quality education in the areas of management 
and humanities – with the intention of producing 
well-rounded graduates exhibiting excellent 
governance qualities and communication abilities.

UTP has produced more than 14,000 graduates 
and currently has an enrolment of over 1200 
foundation students, 6000 undergraduates and 
1200 graduate students from more than 66 
nations round the globe.

Carving out the Dreams of the Future, Today
UTP today has positioned itself to be one of 
the leading Science and Technology institutions 
of higher learning in the country. UTP is 
acknowledged as an institution that shapes future 
leaders of the industry and the nation – assuring 
a continuous pipeline of talent to bring Malaysia 
to greater heights in the international sphere.

With a resilient objective of producing well-
rounded graduates who are not only highly 
competent in technical knowledge, but who also 
have the creative aptitude and leadership skills 
required to draw and perform on the challenges 
of the competitive global market.

Hence UTP offers one of the longest industrial 
internship programmes in the country. Its students 
are placed as interns for 28 weeks because UTP 

believes the length of the internship duration 
allows its students to engage in more significant 
work assignments and further strengthen their 
academic course of study.

At the same time, UTP has collaborated with 
over 400 local and International companies 
as industrial partners and a solid networking 
with over 53 universities & research institutes 
worldwide!

UTP likewise strives to attain the position of an 
internationally renowned Research University. The 
university conducts extensive research activities 
in collaboration with PETRONAS and other 
foundations and industries locally and overseas 
focusing on Enhanced Oil Recovery, Carbon 
Dioxide Management, Deepwater Technology, 
Nanotechnology, Green Technology, Biomedical 
Technology, Hybrid Energy Systems, Intelligent 
Cities and Sustainable Resources.

So, it comes as no surprise when one applauds 
UTP for its academic excellence. This private 
university is rated not just as one of the best 
private universities in Malaysia but also is in 
the top 300 in the world for its Engineering and 
Technology Faculty.

Excellence Marked by Prestigious Credits within 
& beyond Borders
In less than two decades since it was instituted, 
the university has attained prestigious national 
and international credits, and this is further 
evidenced by UTP’s steady growth in the rankings 
by QS.

The university, which was the only private 
university in Malaysia to be ranked in the top 
200 in the 2012 QS Asia University Rankings, has 
leveled itself to be in the 127th place as of 2016.
UTP as well made a laudable achievement in the 
QS World University Rankings by Subject in 2016. 
QS recognizes UTP as amongst the world’s elite 
institutions in 4 of the 42 subjects featured in the 
rankings.

Aside from the QS rankings, UTP had also pulled in 
its first appearance in the prestigious THE BRICS 
& Emerging Economies Rankings 2017 – coming 
in 91st. This placed UTP among the top 100 best 
research-led universities in the developing world.
Recently, UTP made its debut into THE Asia 
University Rankings 2017 – ranking it at the 141-
150 band.

Universiti Teknologi Petronas 
Tertiary Education – Engineering, Science & Technology
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Escalating Impetus
Founded in 2005, XOX Mobile (XOX) quickly 
rocketed to be most promising and fastest 
emerging mobile network in Malaysia. XOX is a 
virtual network operator that provides mobile 
phone services in Malaysia via Celcom’s network 
infrastructure.

Although XOX is working with Celcom, it 
maintains its own Brand Identity, customer 
service, management structure and staff.

XOX is also the first and only MVNO to be listed 
on Bursa Malaysia since July 2011. XOX currently 
offers prepaid, post-paid and phone bundling 
services to approximately 1.6 million subscribers 
in Malaysia.

Radical Branding Enterprises
Since its establishment, XOX has leveraged 
on many successful branding strategies and 
initiatives to propel its brand name further.

The brand used ‘Sports Marketing’ where it 
utilized social media strategies to encourage fans 
to engage with the game through steady updated 
freshly shared content. XOX also provided our 
athletes with a very public and direct line of 
communication to its fans. i.e. Live Facebook 
Match Pundit.

XOX collaborated with Penang State Government 
and is constantly looking for ways to support and 
be part of the communication between the State 
Government and citizens, rather than trying to 
drive it.

XOX has also persevered and carried out other 
initiatives to drive the XOX to be a household 
name in the nation. some of the initiatives 
included being appointed as the Official Mobile 
Technology Partner for the Penang State 
Government Information Division in 2013 in 
order to increase and grow its locals presence in 
Penang.

Another similar instance would include when 
XOX was successfully and proudly signed as 
the Official Mobile Technology Partner for 
Badminton Association Malaysia (BAM) in 2014 
as part of XOX’s sports marketing campaign. The 
brand gained an added highlight in 2015 when 
it exultantly appointed Dato’ Lee Chong Wei as 
a Brand Ambassador for XOX Mobile. XOX aptly 

leveraged on Dato’ Lee Chong Wei as an opinion 
leader in order to create a purchase lift effect 
through social media recall.

In the same year, XOX fortified more popularity and 
brand presence in the East Coast of Malaysia when 
it seized and the prestigious title sponsorship 
of the Football Association of Malaysia FA Cup 
between Kelantan and Singapore.

In order to set itself apart from other existing 
mobile network players in the market, XOX went 
ahead and forged partnership with the renowned 
Galaxy Star Planet to bring in world-class 
entertainment such as Hong Kong singers, Eason 
Chan & Sammi Cheng, as well as South Korean 
singers to rain down a once-in-a-lifetime reward 
for XOX’s loyal subscribers.

XOX Mobile, which initially ventured into the 
mobile network arena in Malaysia by targeting 
the Chinese segment, challenged itself to cater 
to the Malaysian market as a whole; and thus in 
2014, the company rebranded itself and carried 
out even more exciting campaigns to gain 
additional market share and establish a presence 
amongst Malaysians.

One mention-worthy attribute and nature of XOX 
Mobile is its engagement with customers at the 
ground level – bringing about untold benefits 
to the brand – the chief of which being positive 
word of mouth from its subscribers. This attribute 
has inspired and impacted the industry, as well as 
consumers and the community as a whole.

Moving Forward with Disruptive Branding
There is no stopping XOX Mobile now, moving 
forward XOX is in full gear and high spirited to 
push forward the development of its current 
business model to disrupt the existing market 
and ultimately be the biggest player in terms of 
market share in the industry.

XOX firmly considers that a strong penetration 
into the mobile network industry will ultimately 
bring about more grip, power and revenue for 
XOX in the long run.

To align itself with its ultimate undertaking for the 
future, XOX intends to start by tackling the heart 
of its business by engaging its current subscribers 
and employees as the brand advocates of XOX.

xOx mobile
Innovation – Mobile Network Operator - 

XOX Mobile Season Pass
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The Story of a Relentless Brand
Tai Kwong Yokohama was founded in 1967 
when the business humbly revolved around 
the reconditioning of used automotive starter 
batteries. With a presence of 50 years in the 
industry, Yokohama Industries Berhad boasts the 
nation’s largest and most advanced integrated 
battery manufacturer in Malaysia. Yokohama 
Batteries has recently received an official 
recognition as the Best Choice Brand – Brand 
Excellence in Automotive Battery.

The company’s manufacturing facility in the 
country resides on 36 acres of land in Semenyih, 
Selangor, and its main goods are premium 
batteries (full range of products from passenger-
sized vehicles to commercial-sized vehicles). 
Yokohama Batteries is positioned in the market 
as a premium but yet affordable brand to its 
extensive consumer base.

Currently, Yokohama Distribution Services (YDS) 
records over 10,000 points of sales domestically 
– serving thousands of resellers nationwide 
through sixteen strategically placed distribution 
hubs across Malaysia. The company also exports 
its products to over 40 countries and is enjoying 
an ever-increasing global presence.

What gives Yokohama Batteries the edge over its 
competitors in a growingly power-hungry world 
is its threefold advantage: Uncompromising 
Quality, Cutting-Edge Research & Development 
and Relentless Commitment to Sustainability.

As consumers increasingly demand for more 
powerful, efficient & durable products; and as 
the world moves towards greater environmental 
awareness, Yokohama Batteries recognizes the 
importance of capitalizing on its brand difference 
and allowing it to rise to even greater heights. 
Undoubtedly, Yokohama Batteries is well-placed 
to firmly stand at the very forefront of the 
automotive battery industry.

The Yokohama Brand
As a premium full-range product line, Yokohama 
Batteries’ goal is to make its product easily 
available in the market, supported by its strong 
and extensive distribution network to cater to its 
vast end-user customer base. The market share 
of Yokohama Batteries in Malaysia is substantial 
as it is the major player in the country and sees 
continuous growth in market share to serve the 
local Malaysian demand with innovative and 

improved products to cater the ever-changing 
market and needs. Yokohama Batteries’ business 
concept is mainly full-range product availability in 
its customer premises at any one time, supported 
by YDS.

The Yokohama Batteries brand difference lies 
in its strong commitment to Quality, Research 
and Sustainability. Its promotions leverage on 
these strengths and are strategically placed 
across a mix of automotive magazines, high-
visibility billboards, newspaper advertising and 
localized marketing campaigns. Yokohama’s 
branding strategy focuses on automotive 
retailers, automobile enthusiasts and the general 
public. Each promotional campaign takes 
into consideration its target audience – with 
messages containing ‘language’ and ‘technical 
jargon’ to match the audience’s interests. In 2015, 
Yokohama Batteries embarked upon a brand 
evaluation exercise to strategize steps to enhance 
the brand’s standing for a global audience.

Over and above advertising via billboards, printed 
ads, posters, dealer signage and etc., Yokohama 
Batteries has organized events and road shows 
to create adequate brand awareness and educate 
the public on the importance of making sure their 
car batteries are in good condition.

Recently, Yokohama Batteries introduced a new 
high-performance product range which is called 
the PLATINUM Series. It is a super-premium 
range with OEM specifications and it is catered 
for higher-end vehicles with more electronic 
components. The PLATINUM Series products 
have an even longer shelf life and are packaged 
in silver-platinum to convey the ‘top-of-its-class 
image’.

A Long-lasting Power Brand
Yokohama Batteries has successfully and 
continuously achieved the The BrandLaureate 
Award (2012-2016). Over and above this 
remarkable feat, the brand has also won other 
awards in the industry such as Superbrands 
Malaysia (2015-2016), Selangor Industry Award 
(2002, 2004 & 2005) and Ministry of International 
Trade and Industry (MITI) Award in 2000.

Yokohama Batteries is ISO 9001 and ISO 14001 
compliant. As a matter of fact, ISO enhances 
credibility towards the products of the brand plus 
provides customers and end-users with peace of 
mind..

Yokohama Industries Berhad 
Automotive- Batteries
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Refined Excellence
The historic establishment of Sangla Foods 
Sdn. Bhd. in the year 1993 represents the birth 
of a definitive collection of world-class brands 
exuding utmost quality which meets the diverse 
taste of consumers and their ever-changing 
needs. Being the sole distributor of Colavita Olive 
Oil in Malaysia, the company has maintained 
a strong rapport with both retailers as well as 
principals over the years.

Known for its quality olive oil, the Colavita 
brand has its presence in many continents of 
the world. It was founded by Giovanni Colavita 
four generations ago. The brand continues to be 
managed by the family even up to this very day.

The Extra Virgin Olive Oil and Olive Oil ranges 
are extracted from the finest grown olives in 
Sant’Elia a Pianisi – a small town in the Molise 
region of Italy. The product line has continuously 
promoted healthy living amongst consumers 
who use olive oil in their daily dishes – without 
compromising on taste.

The Colavita brand, which is known for its 
aesthetic bottle design with its Tagline, A Truly 
Italian Product, is currently being sold in major 
supermarkets and hypermarkets in Malaysia as 
well as smaller independent minimarkets.

A Mission within Visual Range
Sangla Foods Sdn. Bhd.’s direction for Colavita 
in Malaysia is to establish the brand as the ‘No. 
1 Olive Oil Brand in Malaysia’ that promises to 
deliver the finest quality of olive oil which meets 
the dietary needs of consumers. Having to go in 
this direction, the brand has embarked on a good 
number of innovative research efforts in order to 
further serve its consumers’ needs.

To make its branding practical, the brand has 
also affected the process of changing its bottles 
from a light to darker shade bottles in order to 
conserve the quality of the olive oil – particularly 
when it is exposed to tropical sunlight. For added 
variation of flavour in olive oil, Colavita has also 
introduced a new Mediterranean olive oil range 
which has a tinge of ‘fruity’ taste.

In order to get more consumers to make a switch 
from generic olive oil brands to Colavita olive oil, 
the brand has also taken a number of initiatives. 
This includes educating consumers on the health 
benefits of olive oil via road shows and handing 
out samples at high-traffic outlets. There are 
chefs who carry out cooking demonstrations 
during these road shows to demonstrate the 
different ways of preparing dishes using Colavita 
olive oil to consumers.

In addition, the Colavita website also provides 
educational information for consumers on the 
benefits of consuming olive oil as well as recipes 
using olive oil to whip a healthy meal for the 
family.

The brand has also made recipe booklets 
available featuring local dishes using Colavita 
olive oil to show consumers that olive oil is not 
limited to just making salads; for instance, it can 
also be used as a flavour enhancer, as well as a 
medium for baking and stir-frying.

A Classic Taste that Will Never Fade
Colavita’s relies heavily on its distribution in 
modern trade channels and impactful execution 
of brand activities and retail campaigns.

Over the years, Colavita has established two-way 
communication with consumers via social media 
channels such as Facebook and Twitter to engage 
with its consumer better. Sangla Foods Sdn. Bhd. 
is all set out to persuade normal cooking oil 
users to make a switch to olive oil in the coming 
years for its invaluable health benefits.

Aside from expanding its retail and distribution 
outlets, the company will also focus on 
promotional activities for Colavita in order to 
increase its brand awareness among Malaysian 
consumers. It hopes to continue to engage with 
consumers on road shows as they have proven 
to be a success over the years. Consequently, 
consumers will be able to seek advice from 
the knowledgeable and experienced brand 
ambassadors on the benefits of olive oil – in 
addition to the marketing literature distributed 
during road shows and in-store samplings.

Cola vita 
Consumer – Olive Oil
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Nourishing the Nation since 1993
Since its inception in 1993, Serba Wangi Sdn. Bhd. 
has evolved into one of the nation’s leading rice 
wholesalers. It focuses on rice business, covering 
extensive activities ranging from processing, 
packaging to producing more than 20 other 
different varieties of rice products. At Serba Wangi, 
the aim is to enhance consumer confidence, trust, 
long-term relationship and loyalty – leading to 
its products becoming Malaysia’s leading brands.

Serba Wangi’s reputable products come under 
various brand names besides Jati – Kapal Layar, 
Carnation, Songhe Noble Pine Crane, Songhe 
Lotus, Fres-Harves and ecoBrown’s, a series of rice 
for health conscious consumers. Serba Wangi has 
attained Brand Equity status and has elevated 
the company position’s of being amongst the top 
sellers in the country. This is evidenced by the 
overwhelming support the brand received in the 
market.

This enables the brand to be assessed positively 
by several world-renowned awarding bodies 
such as the International Lloyd Register Quality 
Assurance – having conferred with the prestigious 
ISO 9000:2000 Quality Management System.

Serba Wangi subsequently builds on its honours 
list which include the Brand’s Equity Top 10 
Most Visible Brand Award 2006, Reader’s Digest 
Trusted Brand Award, the Superbrands Malaysia 
Award and The BrandLaureate Award. All of 
these awards were presented based on merits 
encompassing Market Dominance, Longevity, 
Goodwill, Customer Loyalty and Overall Market 
Acceptance. The brand has since then been 
receiving numerous awards year after year – 
which adds value to the overall Brand Image.

Brown is the New Gold
Serba Wangi first launched ecoBrown’s 
Unpolished Brown Rice in 2004. It is 100 per 
cent vacuum treated and sealed in various retail 
sizes of 500g, 1kg, 2kg and 5kg. ecoBrown’s is 
produced entirely from freshly harvested and 
fully ripened paddy within the major granary 
regions of Malaysia.

ecoBrown’s offers natural brown rice – a 
wholegrain product that retains more fibre and 
higher levels of minerals and vitamins compared 
to white rice. After harvest, the fresh grains 
are immediately sent for milling – where they 
undergo a stringent selection process to ensure 

the best is set aside for ecoBrown’s products.

ecoBrown’s rice is fresh from the farm with a 
low GI (Glycaemic Index), low sodium and no 
preservatives or artificial colouring. It is naturally 
gluten-free and cholesterol-free. Diets rich in 
wholegrain fibre are associated with health 
benefits that include lower chances of developing 
heart diseases, several types of cancer and 
gallstones.

Along with ecoBrown’s Original and Gold rice, the 
company has expanded the range to include its 
Wholegrain Brown Rice Beverage for a guilt-free 
treat and the Premiere Vermicelli for delicious 
dinners.

Brown Rice – the Way Forward
ecoBrown’s ethos is centred on Integrity and 
Ethics. From the nutrient-rich rice grains grown 
in the fertile soil of Malaysia’s northern states 
to the hygienic production processes, every part 
of the company is designed to deliver maximum 
health benefits and satisfaction to its customers.

It is the first brown rice in the country to be 
certified by the inaugural HACCP for hazard 
analysis and critical control point for its entire 
processing line in 2008. This certification has 
further endorsed itself for quality assurance in 
the growing trend of health-conscious consumers 
in Malaysia.

ecoBrown’s was also one of the sponsoring 
partners for Nutritional Month Malaysia 2016, 
which was organized by the Nutrition Society of 
Malaysia to promote healthy lifestyle habits. The 
team at ecoBrown’s is constantly widening the 
R&D scope in down-lining activities for brown 
rice and its derivatives by exploring the overseas 
market in the Middle East and Greater China.

Branding initiatives for ecoBrown’s include 
the expansion into the social media platforms; 
but at the same time maintains its traditional 
mainstream approach. The team is highly 
selective in the choices of branding platforms 
to ensure cost-effectiveness and maximum 
accessibility to targeted groups basing on their 
choices of target groups. The team adheres to 
certain criteria when exercising its activities 
– which includes socio-economic and ethnic 
considerations – depending on the nature of the 
product.

ecoBrown 
Wellness – Brown Rice & Cereal

MALAYSIA  |  SINGAPORE  |  NEW ZEALAND

Toll Free 1800 88 RICE  |  www.ecobrown.com

Gluten free Cholesterol f ree
L ower G ly cemic I ndex

100%WH OL E G R A INS100%WH OL E G R A INS
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Yielding the Seeds of Brand Greatness
Felda Yangambi is the top-selling brand of oil 
palm seeds in Malaysia with the biggest market 
share at 41 per cent of seed supplies. Since its 
inception in 1970, Felda Yangambi has grown 
by leaps and bounds with more than 40 years’ of 
experience in oil palm breeding. Presently, 75 per 
cent are in the external non-Felda market.

These high-yielding seeds were developed 
through conventional breeding and later 
improved by biotechnology – which consists of 
deciphering the genetics of oil palm, sequencing 
and annotating the oil palm genome. It makes 
Felda Agricultural Services Sdn. Bhd.’s (FASSB) 
Felda Yangambi the premium oil palm planting 
material in Malaysia.

The targets for oil palm breeding are to maintain 
the superiority of Felda Yangambi oil palm 
planting materials and to produce only proven 
planting materials to achieve high oil yield 
potential and other specific traits.

FASSB was incorporated on 3 August 1995 with 
the main purpose of offering technological 
support to the oil palm industry in general, and to 
the Felda Group in particular, in their agricultural 
projects. The primary objective of the company 
is to provide technical and advisory services 
to Felda’s estates and to supply agricultural 
products developed from its R&D efforts.

Outstanding Branding Endeavors
Felda Yangambi is a well-known brand in 
the Malaysian oil palm industry and is the 
marketplace leader in terms of sales volume and 
acceptability while maintaining its Brand Vision 
– to be the leader in supplying premium planting 
materials for the oil palm industry.

In meeting the Brand Tagline to produce 
premium planting materials for the industry, 
more intensive breeding programmes have been 
carried out to ensure that upgraded or improved 
planting materials with special traits is made 
available to the market from time to time. This is 
to help the planter succeed in oil palm cultivation 
and maximize yields and net income.

In its effort to create Brand Awareness, FASSB 
constantly participates in major exhibitions and 

conferences globally such as MPOB’s International 
Palm Oil Conference and the Incorporated Society 
of Planters National Conference, MAHA, Palmex 
and others, globally.

Advertisement of Felda Yangambi is constantly 
placed in well received agricultural magazines 
such as Asia Palm Oil, Agroworld and The 
Planter. The support from its marketing team in 
conducting road shows and promotional events 
such as Field Day and Nursery Day on a yearly 
basis has further strengthened its brand image.

At present, FASSB aspires to become a global 
player. The listing of Felda Global Ventures Holding 
Berhad in June 2012 as the second largest IPO in 
the world has given FASSB an extra advantage 
to expanding its market internationally and with 
the backing of the government to liberalize the 
export of oil palm seeds.

It is a beneficial opportunity for FASSB to 
promote internationally its line of products and 
Felda Yangambi. Besides that, the existence of 
social media such as Facebook and YouTube 
has provided a borderless platform for Felda 
Yangambi to be advertised worldwide.

A Towering Lighthouse of Shimmering Quality
Ensuring that Felda Yangambi oil palm planting 
materials are of the highest quality has been 
the main objective of the company. The quality 
management system and rigorous quality 
controls assure that production is in compliance 
with SIRIM’s Quality Management System for 
seed yield. After-sales service is the chief key 
aspect to maintain the status of being the market 
leader in Malaysia.

The good quality management systems and 
stringent quality controls of seed production have 
complied with the SIRIM Quality Management 
System for seed production and FASSB has been 
awarded the MS ISO 9001:2000 certification 
since 2007.

FASSB also has been awarded the SIRIM MS 
157:2005 certification for the production of oil 
palm seeds for commercial planting. On top of 
that, being awarded The Best Brands by The 
BrandLaureate for nine consecutive years has 
contributed to the success of Felda Yangambi.

Felda Yangambi 
Innovation – Oil Palm Germinated Seeds
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The Urban Icon of the North
G Hotel, nestled between two popular shopping 
centres in Penang Island, Gurney Plaza and 
Gurney Paragon, opened its doors to the public 
in January 2007. It is strategically located on the 
most fashionable strip on the popular island, 
Gurney Drive, and is the ideal spot for tourists 
to explore Penang’s attractions – including a 
breath-taking waterfront and UNESCO World 
Heritage sites.

Even in this pristine setting, the latest urban 
icon in Penang, G Hotel, is outstanding for its 
stylish and contemporary design – providing 
cosy accommodations and exemplary services – 
catering to both business and leisure travellers. 
The eye-catching façade and ingenious approach 
of the hotel is inspired by its location; while its 
logo signifies its unique traits and welcoming 
nature.

G Hotel offers a total of 312 tastefully designed 
rooms for guests which are of top-notch quality. 
The hotel’s brilliant architectural design and 
lighting setup reflects modern simplicity, while 
the trendy furniture and its monochromatic 
colour scheme blends exquisitely with the theme.
Guests at G Hotel can expect an enjoyable 
experience with the complimentary Internet 
broadband and Wi-Fi usage, a non-alcoholic 
mini bar, self-pampering sessions at G Hotel’s in-
house spa & hair salon, air-conditioned gym and 
Infinity Pool as well as explore Penang with its G 
Mountain Bike.

Other facilities at the hotel include a business 
centre, function rooms and a grand ballroom 
to address the requirements of savvy corporate 
travellers. G Hotel’s function rooms are 
meticulously designed to offer excellent and 
professional services in their conference and 
banqueting facilities to cater to corporate needs 
in the Meetings, Interviews, Conventions and 
Exhibitions (MICE) sector. The Grand Ballroom 
can accommodate up to 500 guests, with an 
additional five function rooms ideal for meetings 
and business planning sessions.

G Hotel also offers state-of-the-art living 
experience while presenting a calming sanctuary 

within an urban sprawl, whether for work or play, 
and assures its guests a one-of-a-kind lavish and 
stylish experience.

Exquisite Award-winning Holiday Maker
The hotel has an outstanding track record, 
acquiring more than 60 awards since 2007, 
including Best Hotel Interior for Asia Pacific Hotel 
Awards, HAPA top five Best Independent Hotel, 
Best City Hotel Malaysia for World Luxury Hotel 
Awards and Best Hotel Development for FIABCI 
Prix d’Excellence Awards. Over and beyond this, 
chefs of the hotel have won more than 20 awards 
in competitions such as Battle of the Chefs.

G Hotel is the first hotel in Malaysia to provide 
guests with bathroom amenities from Australia. 
In fact, the exquisite Australian APPELLES’s 
product range is certified organic, scientifically 
proven to promote healthy skin and hair, with 
scents to stimulate the senses – providing an 
unforgettable experience for the guests.

Carving Magical Moments in Time
The latest feature provided by the hotel is the 
Tree Bar which is built literally under a tree. It is a 
contemporary yet casual bar which serves as the 
most anticipated hangout spot in Penang. This 
exclusive and trendy outlet is the ideal place to 
unwind with friends and family after a long day. 
The hotel’s G Art Gallery, at Level 1, offers the 
perfect venue for events and art exhibitions.

Travellers can now experience its new hotel, 
which is the G Hotel Kelawai. With its Philosophy, 
‘Style…Redefined’, the relatively new project was 
completed in the first quarter of 2015. The iconic 
design and cutting-edge lifestyle space will most 
assuredly raise the bar further by offering an even 
more exclusive and extraordinary experience for 
its guests.

With 208 rooms creatively inspired by innovative 
designs to create energizing space for guests to 
play or work in, there will be plenty of opportunity 
to bask in the ambience in the new hotel. 
Travellers cannot help but be spoilt for choices 
between the coffee house, lobby lounge and 
chill out bar to fulfil their deepest gastronomic 
desires.

g Hotel 
Lifestyle – Business & Leisure Hotel



125_

Signature Award

Penang’s One-stop Shopping Mall & 
Entertainment Hub
Gurney Plaza is strategically located along 
the famous tourist destination Gurney Drive 
promenade in Penang and approximately three 
kilometres to the north-west of Georgetown city 
centre, Penang’s capital.

The shopping complex has developed to be 
recognized as Penang’s premier ‘retail therapy’ 
destination – a one-stop shopping mall and 
entertainment destination catering to both local 
and foreign tourists arriving in Penang on a daily 
basis.

Gurney Plaza is a nine-storey shopping complex 
with two levels of basement comprising nine 
floors of retail space, from basement one to the 
seventh floor; as well as car park spaces at the 
two basement levels, the fourth to eighth floors 
and on the rooftop.

As Penang’s premier shopping mall, Gurney Plaza 
houses various well-known brands for shopping, 
dining and entertainment.

A Powerhouse of Brands
Gurney Plaza is owned by CapitaLand Malaysia 
Mall Trust, a shopping mall-focused real estate 
investment trust listed on the Main Market of 
Bursa Malaysia. CapitaLand Malaysia Mall Trust in 
turn is managed by CapitaLand Malaysia Mall REIT 
Management Sdn. Bhd. – a joint venture between 
CapitaLand Limited and Malaysian Industrial 
Development Finance Berhad. One of Asia’s 
largest real estate companies headquartered 
and listed in Singapore, CapitaLand is owner 
and manager of a global portfolio worth more 
than S$78 billion as at 31 December 2016, 
comprising integrated developments, shopping 
malls, serviced residences, offices, homes, real 
estate investment trusts and funds with presence 
across more than 130 cities in over 20 countries.

The management of Gurney Plaza is constantly 
tenacious to be the first to bring into Penang 
waters famous world renowned brands such as 
Omega, Rado, Montblanc, Bell & Ross, Tissot, 
Thomas Sabo, Swarovski and Sacoor Brothers. 
Anchored by Parkson, Gurney Plaza is also the 
only mall in the north of Peninsular Malaysia to 
carry brands such as A|X Armani Exchange, Calvin 
Klein Jeans, Warehouse, Miss Selfridge, Superdry, 

Mango Man, Fossil, Chanel Cosmetics, Parfums 
Christian Dior, Aveda, Make Up For Ever, Benefit 
Cosmetics, Bobbi Brown, ShuUemura, Marks & 
Spencer and Jatomi Fitness.

With many food and beverage outlets located 
within the mall, Gurney Plaza is also a popular 
gastronomic destination for food lovers. One can 
find various varieties of cuisine ranging from 
Western, Middle Eastern, Mexican and even local 
foods to satisfy one’s taste buds.

To ensure the continual success of Gurney 
Plaza, the management takes cognizance the 
importance in rejuvenating the mall through 
asset enhancement initiatives so that it is well-
positioned to cater to evolving consumer tastes. 
Gurney Plaza also creates a series of memorable 
experiences that further strengthened shoppers’ 
loyalty such as Fashion Week, French Festival 
and Amazing Japan.

An Establishment Solidified by Loyalty & 
Acknowledgment
On 9 October 2015, CapitaStar, a rewards 
programme that offers shoppers more rewards 
when shopping in CapitaLand malls, was 
launched in Malaysia at Gurney Plaza. CapitaStar 
is a convenient card-less rewards programme 
that gives members additional benefits as they 
earn STAR$® on top of existing store or credit 
card rewards. The STAR$® can then be redeemed 
for vouchers and promotional gifts.

For growing from stature to stature and 
introducing many innovative ideas in the ‘retail 
therapy’ industry, Gurney Plaza has bagged 
a solid number of awards and recognition, 
including the Green Mark Gold Award 2011 for 
energy and water efficiency conferred by the 
Building and Construction Authority (BCA) of 
Singapore, Malaysia Tourism Best Shopping Mall 
Award 2012/2013 awarded by Tourism Malaysia, 
Excellence Award in the Best of Malaysia Awards 
– Best Shopping Mall Experience Category Year 
2013 and 2014 by Expatriate Lifestyle Magazine, 
the CHT-PIE Lifestyle Shopping Award 2014 by 
CHTNetwork, Ratings for Islamic Prayers Room in 
Penang State – Shopping Mall Category (Excellent) 
awarded by the Islamic Division, Penang State 
Government, and The BrandLaureate Best Choice 
Brands 2015-2016 – Retail – Shopping Mall by 
The BrandLaureate.

gurney Plaza 
Retail – Shopping Mall
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Property Sector Icon: The Prominent Modernizer
History was made on August 27, 1999, when MK 
Land Holdings Berhad made its way on the Main 
Board of Bursa Malaysia as result of a reverse 
takeover of Perfect Food Industries. The company 
was first incepted in March 1983 by Tan Sri Datuk 
(Dr.) Hj. Mustapha Kamal bin Abu Bakar and Datuk 
Kasi A/L K. L. Palaniappan.

With a paid-up capital of above RM1.2 billion 
and a diversified portfolio of projects, MK Land is 
one of the larger capitalized property companies 
on Bursa Malaysia. MK Land is also recognized as 
a leading property developer and resort operator 
in Malaysia.

In the last years, the solid growth and expansion 
has led MK Land to achieve and win several 
awards as a leader in property development from 
the FIABCI Malaysian Chapter and The Edge’s Top 
Ten Property Developers Award consecutively for 
three years straight – 2004, 2005 and 2006.

Tan Sri Datuk (Dr.) Hj. Mustapha Kamal, the 
Founding Chairman of MK Land, has not only 
built a company, but a name for himself as well in 
the property industry and was awarded FIABCI’s 
Property Man of The Year 1997. Truth be told, it 
is his progressive vision that drives the company 
to be innovative in its products and commitment 
towards quality.

Puan Hajah Felina binti Tan Sri Datuk (Dr.) Hj. 
Mustapha Kamal presently helms the position as 
Acting Chairman/Executive Director at MK Land.

Substantial Product Mix: The Winning Strategy
A good number of MK Land’s major property 
development projects are located in states such 
as Selangor, Perak and Kedah. The company’s 
wide array of development products ranges 
from affordable housing, middle & upmarket 
residential products and hotels & resorts to 
education and investment properties.

The Damansara Perdana project was one of its 
early developments which made major headlines 
– a 750-acre integrated township in Petaling Jaya. 
Premised on the Theme – Resort Style with Tech 
Development – the township offers residents the 
benefits of secure living with modern broadband 
infrastructure.

The Damansara Damai township is another 
project with the focus on balancing residents’ 

needs with the environment. Comprising a 
48-acre forest park, Damansara Damai is an 
integrated development which comes with an 
actual project size of 400 acres.

Being one of many first developers to venture 
into Cyberjaya, the Cyberia Smarthomes was the 
first residential development developed by MK 
Land and is strategically situated next to the 
Multimedia University. Taman Klebang Putra and 
Meru Perdana are affordable housing projects in 
the vicinity of Ipoh to meet the strong demand 
for mass affordable housing.

Two of its resorts, namely Langkawi Lagoon 
Resort and Bukit Merah Laketown Resort, were 
previously awarded Best Resort Development 
2003 by FIABCI. The brand also won the Malaysia 
Property Award for Resort Development in 
2005. In 2013, MK Land received the Strategic 
Partnership Award from Universiti Utara Malaysia 
(UUM), followed by The Brandlaureate President’s 
Award – Real Estate Property 2014-2015.

Innovation: Illuminating the Way beyond 
Tomorrow
Innovation is at the core of MK Land architectural 
designs and product development. It is the first 
developer to create a glass-edged swimming 
pool, a golf driving range in a condominium 
and a one-of-a-kind double-storey living in a 
condominium.

In being recognized for some of its popular 
properties, it has gained outstanding brand 
recognition for its Perdana and Perdana Emerald 
packages, Metropolitan Square, Armanee 
packages as well as The Rafflesia.

The company has adopted the Quality Assessment 
System in Construction (Qlassic), introduced 
by the Construction Industry Development 
Board (CIDB) and has also begun to use the 
Industrialised Building System (IBS) in some of 
its projects.

Moving forward, the company is leaning towards 
sustainable development and prioritizes the 
incorporation of healthy lifestyle and ‘green’ 
features. Undoubtedly, this is how MK Land 
tactfully addresses the increasing demand and 
the discerning needs of a changing market.

MK land
Property
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Favoured by Generations for Generations to Come
Tokio Marine is a global insurance group 
established close to 140 years ago, in 1879, and 
today, it has become a phenomenal brand with 
an international network spanning across 37 
countries and 486 cities providing general and 
life insurance solutions.

Through a strategic alliance between Tokio 
Marine, Nichido Fire Insurance Co., Ltd. and Asia 
General Holdings, Tokio Marine Life first made its 
presence in Malaysia in 2007.

Tokio Marine Life is dedicated in fulfilling its 
commitment of providing comprehensive and 
innovative life insurance solutions as it is driven 
by the Mission to be the favoured life insurer that 
would cater for generations to come. Tokio Marine 
Life also offers an exemplary extensive service 
to its customers which includes Life Insurance, 
Wealth Management and Retirement Planning 
through a detailed listing of life insurance 
products. Customer confidence in its services is 
assured as Tokio Marine Life is well equipped 
with strong historical investment returns 
reputation, disciplined underwriting records and 
careful expense management experiences.

Tokio Marine’s position has strengthened 
globally as one the world’s most diversified and 
financially secured insurance group – garnering 
over USD$170 billion in assets and USD$25.5 
billion of net written premiums (as at 31 March 
2015) supported by a manpower with a total of 
33,800 employees.

Ready for Tomorrow
Tokio Marine believes in the idea that tomorrow 
will be a better day. It is a brand with a Vision 
– one which looks forward and embraces the 
future – hence is dedicated to providing services 
to its customers who prioritize on the milestones 
in life – the momentous moments as well as the 
decisions which people have to make in their 
day-to-day lives.

Tokio Marine advocates to its customers on the 
importance of securing a life insurance policy 
as it is one of the most selfless decisions that 
one can make. It is crucial to ensure that the 
livelihood of the clients and their loves ones 
are guarded and to guarantee a better future in 
times of calamity.

Tokio Marine also offers corporate solutions by 
providing detailed employee benefit solutions 
which can benefit the employees and help retain 
top talents which would benefit the organization 
in the long run.

Being one of the pioneers and premier leading 
insurance companies in Malaysia, Tokio Marine 
Life initiated an online Internet insurance service 
to Malaysia, known as uforlife, which is one of 
the foremost online life insurance platforms 
in Malaysia. With the availability of a digital 
platform, more and more Malaysians, especially 
those from the younger generation, are able to 
easily access information in greater detail on 
what insurance options are available, which plan 
is most suitable to accommodate their lifestyle, 
plus acquire help in securing a basic protection 
plan via the online insurance Internet platform.

The Three Pillars of Promise
Tokio Marine’s Brand Promise, ‘To be a Good 
Company’, is represented by its Three Pillars 
which are: Looking beyond Profit, Empowering 
Our People and Delivering on Commitment.

The determination is to deliver excellence in 
terms of service and product, and to provide 
solutions that are safe, secure and reliable; which 
will bring about peace of mind to stakeholders of 
the brand.

The organization works to look beyond profit 
alone and to supply services of the highest 
integrity – benefiting customers, business 
partners and society.

Tokio Marine commits strongly to Corporate 
Social Responsibility (CSR) programmes in 
which it actively engages in philanthropy and 
nature preservation efforts to promote human 
and environmental welfare. The company 
believes every little effort matters, and is able 
to bring significant changes to the lives of those 
in need; hence the management encourages 
the employees to be involved in volunteering 
activities – giving back to society. Among the 
NGOs that have benefitted from its CSR activities 
are NASAM, MAKNA, Malaysian Nature Society 
and Make-A-Wish Malaysia.

Tokio Marine 
Insurance – Life
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...DR KKJOHAN



133_

Best Choice Award

The No.1 Health Supplement Brand in Malaysia
Blackmores is Australia’s leading natural health 
company. It was established based on the vision 
of Naturopath and Founder, Maurice Blackmore 
(1906-1977). Blackmores is strongly passionate 
and dedicated about natural health and inspiring 
people to take control of and invest in their 
wellbeing.

Blackmores’ quality range of vitamins, minerals, 
herbal & nutritional supplements, plus continued 
support of the community & environment, are 
among the many reasons it is the most trusted 
name in natural health.

Blackmores achieved this by translating 
its unrivalled heritage and knowledge into 
innovative, quality, branded healthcare solutions 
that work. Blackmores’ enthusiasm and belief in 
a natural, holistic approach to health inspires the 
company to be excellent in everything it does.

Blackmores is a prominent supplement brand in 
Malaysia with a history of over 25 years of market 
presence. The Nielsen Scan Data reported that 
Blackmores is the ‘No.1 health supplement brand 
in Malaysia’, and more specifically, dominates the 
No.1 market share in four key product segments 
– namely Fish Oil, Multivitamins, Glucosamine 
and Coenzyme Q10.

Commitment to High Quality Natural Healthcare 
Products
Blackmores’ strong commitment to quality 
ensures that its products consistently meet or 
exceed the expectations of its customers as well 
as complies with the high regulatory standards 
across the globe.

Blackmores work of quality includes:
Working with the highest quality raw material 
suppliers to source and select the very best 
possible ingredients available.

Developing products by a highly experienced 
and dedicated team of formulators; including 
naturopaths, chemists, scientists and product 
development pharmacists. Each formulation is 
based on a comprehensive review of the latest 
scientific advancements in natural medicine.

Commissioning independent chemical and 
microbiological testing at licensed laboratories 
for Blackmores products, as well as working with 

a variety of regulatory and government bodies to 
understand the complexities of individual market 
requirements and successfully achieve compliant 
registrations.

On a Quest to Improve People’s Lives
Since day one, Blackmores believes in empowering 
people to take control of their health. Therefore, 
the company offers free personalized lifestyle, 
dietary and supplementation recommendations 
for consumer health and well-being via 
Blackmores’ naturopath consultation.

Essentially, naturopathy is a system which 
focuses on building health and encouraging 
the body’s self-healing process through holistic 
health education; with the ultimate goal of 
achieving holistic health and wellbeing. The free 
naturopath consultation can be arranged at any 
Blackmores Flagship Store located at Mid Valley 
Megamall in KL, Queensbay Mall in Penang, 
Mediplex in Selangor and Imperial City Mall in 
Miri – on an appointment basis.

Blackmores Institute has been established with 
the purpose of becoming a centre of excellence in 
the field of natural health research and education. 
It brings together the best minds, knowledge, 
and evidence, and is dedicated to sharing this 
knowledge with the wider healthcare professionals, 
researches, industry and consumers.

As a responsible corporate citizen, Blackmores 
demonstrates care, respect and passion for the 
environment and community. Hence, Blackmores’ 
employees are encouraged to participate in a 
charitable scheme whereby a certain percentage 
of their taxable pay is deducted each payday and 
placed in an interest-bearing trust account.

The company matches this; and twice yearly, each 
participating employee nominates a registered 
charity to receive the donation. These funds have 
gone wide and far to support environmental 
projects – including the planting of mangrove 
trees in Kuala Selangor, the cleaning up of the 
Serendah Waterfall surroundings & Kuala Gandah 
Elephant Sanctuary, the organizing of outings for 
orphanages to bird parks, the National Science 
Centre & the Forest Research Institute Malaysia 
(FRIM) as well ascontributions to the National 
Cancer Society of Malaysia.

Blackmores
Wellness – Nutritional Supplements
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The History behind a Great Name
Great Eastern Life Assurance (Malaysia) Berhad 
(Great Eastern Life) began its operations in 1908 as 
a branch office of The Great Eastern Life Assurance 
Company Limited.  The Malaysian operations were 
subsequently transferred to a locally incorporated 
public company, Great Eastern Life Assurance 
(Malaysia) Berhad under the Scheme of Transfer 
of Business.  The Company was certified by The 
Malaysia Book of Records in 1998 as “The Oldest 
and Largest Life Insurer” in Malaysia.

As the undisputed number one insurer in Malaysia, 
Great Eastern Life has the industry’s largest asset 
size of RM72.9 billion as at 31 December 2016, a 
108-year legacy, a network of 17,000 life planners 
and 21 operational branch offices in Malaysia 
that serve over 3.0 million policies through 
its distribution channels of tied agency force, 
bancassurance and group insurance. 

As a company committed to the ‘people’ business, 
Great Eastern Life has been making life great 
for Malaysians by providing financial solutions 
to generations of individuals, families and 
businesses, building its legacy of excellence on 
the unwavering support of Malaysians who have 
driven the success of the brand. 

As a LIFE Company
The company recognises that it is not just an 
insurance protection provider but also a partner 
on the life journey of its customers. This is why 
it underwent a transformation from an insurance 
company to a LIFE company in April 2012, actively 
encouraging customers to turn their intentions 
into actions so they can live healthier and better. 

Reiterating its brand proposition as a LIFE 
company, the company launched the LIVE GREAT 
Programme, the first integrated health and 
wellness programme by an insurance company in 
the region. The LIVE GREAT Programme has five 
core components: Wellness Tools, Health Tips, 
Mobile Apps, Workshops and Events, and Exclusive 
Privileges. Together, they provide a wealth of 
health and wellness tips and tools to help LIVE 
GREAT Programme members kick start their 
journey to better health.

Under the LIVE GREAT Programme, Great Eastern 
Life has rolled out many successful and popular 

events including the signature LIVE GREAT Run, 
FitForLife Health Fair, Largest Zumba Fitness Party 
and the Great Eastern Bubble Dash Run. Last year, 
the Great Eastern Bubble Dash Run 2016 was held 
in collaboration with Yayasan Jantung Malaysia, 
raising over RM152,220 for the Heart Foundation 
of Malaysia.

As an Industry Leader
The company understands that a leader in its own 
right is one that is responsive to changes. To help 
customers keep abreast of escalating medical 
costs and in response to growing demand for 
early stage critical illness protection, the company 
expanded their suite of medical and health 
protection solutions with innovative products like 
Great Early Living Care, Great Early VantageCare, 
Great VantageCare and Smart Extender Max.

Great Eastern Life believes a strong community 
benefits everyone. It established ChildrenCare in 
1995 to help underprivileged children secure a 
better future. Focused on Education, Health and 
Wellness, and Personal Development, Childrencare 
provides assistance to 180 children’s homes under 
Jabatan Kebajikan Masyarakat (JKM). 

Additionally, Great Eastern Life has awarded 
over RM11.2 million through its Great Eastern 
Supremacy Scholarship Award Programme since 
1998, contributing towards the national talent 
agenda by realising the academic potential of 
bright young Malaysians.

Over the years, Great Eastern Life has won many 
prestigious accolades in affirmation of its industry 
leadership. In 2016, the organisation made history 
by becoming the only life insurance company to be 
conferred the prestigious Reader’s Digest Trusted 
Brand Gold Award in the Life Insurance category 
for the 13th consecutive year. The company also 
won The BrandLaureate ICON Leadership Award 
2016 (Industry Champion) and Frost & Sullivan’s 
award for Excellence in Customer Experience.

As Malaysia’s most preferred provider of financial 
security, the company will always maintain a 
customer-centric approach at the heart of their 
business to create sustainable value for their 
customers.

great Eastern life Assurance 
Leadership in Financial Planning & Wealth Management
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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 circulated 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 – obtained 
by traditionally brewing the preparation to 
perfection in stringent, hygienic conditions and 
aged for 120 days to develop its characteristic 
rich flavour and delicious aromatic bouquet.

Knife  
Consumer – No. 1 Brand in Cooking Oil
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Measured & Cut out for Ageless Chic
The Laura Ashley brand emits a notable global 
resonance. One might not have guessed that 
the company was conceived in the early 1950s 
at the kitchen table of Laura and Bernard Ashley 
in Pimlico, London. Germinating as a small 
printing business, it ultimately blossomed into 
a flourishing fashion label in the 1960s. During 
an era when British women acquired a greater 
taste for fashionable clothing, Laura Ashley was 
godsend.

The business’s very first shop opened in Wales, 
and it still stands today as an interior design 
establishment. The business grew by leaps and 
bounds since then. Currently, the Laura Ashley 
group has 212 stores in the UK alone, and 266 
international franchised outlets worldwide. In 
line with current trends, the group has been 
developing and growing its home wares and 
furniture ranges, which now contributes 58 per 
cent of total revenue per annum.

Laura Ashley rose to fame on the strength of its 
classic and timeless designs. Today, the team of 
fashion designers at Laura Ashley continues to 
embody the essence of the brand by conducting 
extensive research and development into the 
latest fashion trends, material preferences, 
silhouettes and colour preferences in every 
country in which the brand has presence.

Laura Ashley undergoes a rigorous process in 
developing each of its designs – from idea to 
the finished product. The stages in the process 
include range planning, conceptualization, style 
selection, fabric selection, colour selection, 
sampling and production. The fashion range is 
presented in twelve ‘drops’ every year. Each drop 
has at least two stories with each story comprising 
hundreds of designs at the conceptualization 
stage. At present, Laura Ashley is catering to a 
booming Asian market.

Orbiting the Domain of Excellence
Tailoring to the needs of contemporary seasons 
over the decades, Laura Ashley continues to grow 
beyond its eminence as a global business empire. 
Its timeless designs, infused with a uniquely 
British style and grace, continue to attract fresh 
clientele and ceaselessly mesmerize its loyal 
patrons.
The brand’s distinctive and coordinated products 
cater to an increasing global consumer base. 

The company continuously nurtures the brand 
through franchising, licensing and online 
avenues.

In the company’s efforts to expand further 
worldwide, it is committed to developing and 
growing the international franchise, licensing 
and online businesses as well as focusing on 
delivering a uniquely British, multi-channel 
experience to its domestic and international 
customers. Built on a solid foundation through 
years of experience, Laura Ashley’s franchise 
business is continually growing and spreading 
awareness of the brand internationally. The 
company also works with carefully selected 
licensees with detailed product expertise, unique 
local knowledge, and extensive networks, which 
provide the platform to enhance the Laura Ashley 
brand and expand its lifestyle product offerings 
to target customers.

Stitching the Threads of Success Sustainably
Gazing prospectively, Laura Ashley is committed 
to generating sustainable long-term returns to 
its shareholders, while improving and developing 
its product ranges, increasing brand awareness 
and managing its store portfolio effectively.

The Group will continue to engage with customers 
in order to meet their needs and deliver the 
best quality customer service – by focusing on 
building its existing and new international 
markets through franchising, and enhancing its 
brand through licensing. Over and above that, 
the Group will also expand its hotel portfolio.

The company has accorded a high level of 
importance on environmental considerations, 
and key areas prioritized include water and energy 
use, as well as emissions and waste control. 
Laura Ashley is also dedicated to addressing 
social, ethical and environmental matters 
by acting in an ethical manner, developing 
positive relationships with suppliers and taking 
responsibility for its impact on the environment. 
The company is committed to positive change – 
boldly taking responsibility for the impact it emits 
in the course of its growth and ensuring that the 
welfare of all constituents is safeguarded. Ergo, 
the health and well-being of employees are high 
up on the priority list, and measures have been 
put in place to ensure that employees, customers 
and others entering the premises will always 
enjoy optimum safety.

laura Ashley   
Lifestyle – Fashion & Home Furnishing
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Creative Innovation Gyro
In 1991, Limkokwing University of Creative 
Technology was founded on the notion of 
becoming the center of creative innovation in 
global education – one that has been producing 
world-class graduates ever since, simultaneously 
changing the way the young are educated.

Currently the brand is present in eight countries 
and has 12 campuses all over Asia, Africa and 
Europe with a teaching formula that merges the 
best of the East and West that are winning new 
converts worldwide.

The well-known INDUSITY concept by 
Limkokwing University has revolutionized 
the education benchmark in bridging the gap 
between industries and the university. This 
approach allows students to work on projects 
with established industry partners such as HP, 
L’Oréal, Maxis, TV3 and Lewré – among others – 
to obtain practical industry experience.

The campus in Cyberjaya has a student enrollment 
of more than 9000 students – of which at least 
70 per cent are international students from 140 
countries. At a global scale, Limkokwing has a 
student population of over 30,000 from more 
than 150 nations.

Transcendent Borderless Learning
Students studying at Limkokwing have the 
advantage of gaining global exposure which 
enables them to acquire in-depth knowledge 
of how real-world interaction takes place. It 
is an exciting learning experience where the 
multicultural and multilingual environments 
encourage a whole new creation of ideas, 
thoughts and friendships to flourish in a universal 
understanding that is good for students when 
they graduate – as it can increase their chances 
of landing a job.

At Limkokwing, creative education is its core 
emphasis and students are encouraged to take 
part in various activities and events such as 
fashion shows, performing arts, sports, music 
and fundraising to bring out the best in them. 
The experience, knowledge and skills they gain 
will further boost their confidence to become 
achievers in their chosen fields of study. To further 
aid students in acquiring hands-on experience, 
the institution has also set up business units 
– ranging from hair design (Headlines), fitness 

centre (Fitofly), printing (Wings Art & Print Shop) 
to F&B (Makanlah!) – where students get solid 
industry experience to broaden their mindset 
and transit into high-income careers when they 
subsequently graduate.

From this, Limkokwing has taken the first step to 
expand on the term ‘Global Experience’ – which 
allows students to travel to the United Kingdom 
(UK) to do one semester at its London Campus 
to broaden their scope, knowledge and mindsets. 
Such an amazing ‘Global Experience’ reinvents 
education, enabling the globally focused graduate 
keen to tackle issues of a globalized marketplace 
upon completing their degree. A graduate can 
interact and study with students from around the 
world in a multi-cultural exposure – one that will 
mould them into the most international, most 
confident and most accomplished graduate.

Drawing Universal Recognition
At Limkokwing, students are trained to work on 
their talents in the hope of bringing out their 
very best – rolling their interest and passion in 
the relevant fields of study into one – so they 
can excel implosively in the working world when 
they graduate. The ecosystem at the university 
is visibly a virtual ‘classroom’ for students to 
learn through projects and interactions within 
the industry, build skills in the use of the latest 
computer software, plus develop confidence as 
they build their talents and become proficient in 
speaking and presenting.

Limkokwing has an extensive network of 
282 university partners from 100 countries. 
The university’s degrees and diplomas are 
delivered in over 30 countries worldwide. To 
date, the university has been honoured with 
over 20 international awards and accolades 
for excellence in creativity, functionality and 
accessibility. It has also won numerous awards 
from all over the world for its leadership role in 
promoting innovation in education.

Limkokwing University is indeed a testament for 
Malaysian education. With its focus on creativity 
and innovation, the establishment is setting 
industry standards with its blend of holistic 
education and industry driven skills which are 
already attracting young people from all over 
the world to its global campuses. In the process, 
Limkokwing is drawing recognition for Malaysia 
as the hub for quality and innovative education.

limkokwing 
Malaysia’s Most Successful Global Brand in Education –

Creative Technology
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Discovering Homemade Goodness in Every 
Crunch Bite
Munchy’s, since its birth in 1991, has grown to 
become Malaysia’s No.1 homegrown biscuit 
brand* – with state-of-the-art manufacturing 
facilities in Malaysia, China and Indonesia.

Munchy’s has a strong brand presence that 
caters for all consumer segments. In line with 
its Mission to fill all kinds of fun-eating snacks 
in every home, Munchy’s products are found in 
more than 50 countries. As the Munchy’s brand 
gained popularity and attained growth in and 
outside Malaysia, it also successfully created 
an appealing brand presence and built a brand 
affinity among its customers.

Munchy’s is guided by its Vision – To be in the 
leading position in every country that it competes 
in. True to form, it is the No.1 homegrown biscuit 
brand in Malaysia because of its Strong Brands, 
Quality Products and Innovations. As a result 
of each brand, Munchy’s has a wide range of 
products with different target segments.

*Source: Nielsen Retail Index Corporate Value 
Share, MAT March 2017

Branding Biscuits with Love
Munchy’s employs unique branding initiatives 
which drive the brand through various vantages. 
Each of its products is cleverly made to exude 
qualities that will appeal to consumers in a 
profound way.

For instance, OAT KRUNCH, Munchy’s healthy 
biscuit which is high in wholegrain, is trans-fat-
free, with no preservatives, and opens up new 
segment for those who are on the move. LEXUS, 
Munchy’s unique vegetable cracker, is a sandwich 
packed with smooth and creamy fillings with a 
perfect blend of sweet and savoury taste. MUZIC, 
one of Munchy’s best-selling brands, is a crispy, 
crunchy and airy wafer biscuit. It is filled with 
delectable goodness that is bound to make 
‘music’ in the mouth!

Exploding with goodness in every bite, this 
‘goodness’ also flows in a magnanimous way 

to the community. Munchy’s believes in giving 
back to society through Corporate Social 
Responsibility. The brand displays a strong sense 
of accountability to help those who are less 
fortunate by contributing to the common good.

Munchy’s celebrated its 25th Anniversary in 2016. 
To commemorate the auspicious occasion, a 
nationwide anniversary programme was launched 
with Funbots (Munchy’s robots) – spreading fun 
to the whole of Malaysia. Consumers, customers 
and orphanages got to experience the Munchy’s 
brand in a special way – making it unforgettable 
and very close to the heart.

Thoughtful & Impactful Presence
Amongst the latest developments is the launch of 
Munchy’s Crackers to provide consumers a viable 
time-saving solution (need for convenience, 
value for money, thrifty shopping) with perfect 
dip-sized crackers, enveloped in convenient easy 
packs, to expand consumers’ repertoire.

In its constant quest for development to meet 
the ever-changing needs of consumers, Munchy’s 
innovation team creates and improves its product 
offerings by using the best -in-class technology. 
Over and above this, Munchy’s continues to grow 
through new businesses and categories. Its latest 
product is the 7DAYS Croissant.

In a world that is trending towards a more mobile 
lifestyle, Munchy’s products are conveniently 
packed in easy packs to fulfil consumers’ need 
for convenience. Munchy’s is spearheading this 
innovation in the industry.

As a beloved top-of-mind-recall brand, it is only 
natural that the special attributes of Munchy’s 
have gone on to inspire and impact the industry, 
consumers and the community as a whole.

For the future, Munchy’s will continue to focus on 
innovation with continuous product development 
and improvement as well as diversify into new 
segments and businesses. The brand also plans 
to export to more regions and countries plus 
strengthen its foothold in China and Indonesia.

Munchy’s 
Consumer – Biscuits
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A Trusted Brand
Founded in 1966 by Tan Sri Dato’ Sri Dr. Teh Hong 
Piow, Public Bank celebrated its 50th year in 2016. 
The group provides Malaysians a comprehensive 
range of financial products and services 
comprising personal banking and commercial 
banking. The bank also offers customers Islamic 
banking, investment banking, share broking, 
trustee services, nominee services, sale & 
management of unit trust funds, bancassurance 
and many general insurance product services.

Armed with an impressive asset size of RM385.8 
billion, as at the end of September 2016, Public 
Bank is one of the largest banking groups in 
Malaysia. The well-known financial institution 
remains focused on organic growth in the retail 
banking business, with a focus on the retail 
consumers and small and medium enterprises.

Committed to sustain its strong business 
momentum and leading market positions, it is 
certainly no surprise that the group is one of top-
tier banks in Malaysia. Recognized for its long-
standing tradition of offering service excellence, 
the group has more than 18,000 staff and serves 
more than 9 million customers across the region.

The golden bank has a network of 259 well-
distributed branches and over 2000 self-service 
terminals in Malaysia. Internationally, the group 
has established its presence in the Asian 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.

Public Bank has been listed on the Main Board 
of Bursa Malaysia in 1967. With five decades of 
sustainable growth, is it identified as the largest 
banking group with a market capitalization of 
RM76.94 billion, as at the end of September 
2016.

One of the achievements the bank is proud of 
is its attainment of an unbroken track record in 
profitability since the company started operations 
over half a century ago in 1966.

Branding a Successful Bank
The PB Brand as it’s fondly known represents 
the Values of Trust, Honesty and Integrity. Always 
bearing these Core Values in mind, the group has 
indefatigably been staying in focus – building 

and strengthening a unique Corporate Culture 
with prudent and cautious banking practices, 
backed by a strong balance sheet, sustainable 
profitability and superior customer service.

These professional practices have irresistibly 
raised the bank’s appeal to the public, 
simultaneously increasing its customer retention. 
These branding initiatives have given Public Bank 
the sublime recognition as the market leader 
in residential mortgages, passenger vehicle 
financing and commercial property financing 
in Malaysia, whilst maintaining its remarkable 
position as a major player in the financial industry.

Public Bank’s Golden Jubilee celebration saw the 
bank organize commemorative events to share 
the celebrations with its staff and customers, 
which included an impressive exhibition of 
the bank’s journey, as well as the launch of a 
commemorative deposit campaign called PB 
50th Anniversary Bonus Savers Reward.

Capitalizing on the inertia of the occasion, the 
group launched new products and services 
to further strengthen its brand – including 
collaborations with AirAsia Berhad and UnionPay 
International. In developing its overseas 
operations, PB further expanded its business 
in Vietnam, after receiving the 100 per cent 
foreign-owned bank licence from the State Bank 
of Vietnam, and is now known as Public Bank 
Vietnam Limited (PBVN).

The Future of Finance: Encapsulating the Core 
Essence
Keeping continuous expansion in mind, the 
group will continue its robust growth through 
an organic strategy for its lending and deposit-
taking business in the domestic and overseas 
markets. It will be supported by other businesses 
such as unit trust and fund management, 
corporate banking services, treasury operations 
and Islamic banking.

The reputable brand will also focus on using 
its many delivery channels and wide branch 
network, simultaneously strengthening its sales 
and marketing force.

Public Bank aims to embrace digitization to 
strengthen its business – while ensuring good 
governance and sound risk management on top 
of the group’s business strategy.

Public Bank 
Leadership in Banking – Finance
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‘Vitamin C’ Conquers All
In 1936, HW Carter introduced Ribena to the 
world. A food and drink manufacturer based 
in Bristol, Ribena was originally made from 
blackcurrant syrup. While preparing the syrup 
for milkshakes, the company discovered that it 
contained high levels of Vitamin C. Many people 
drank blackcurrant syrup for health purposes and 
it was made available at hospitals and nursing 
homes.

During World War II era, the British government 
distributed the syrup to little children to stay 
healthy and endure the turbulent time and that 
it was affordable nutrition for the government 
at that time. In official context, the word ‘Ribena’ 
(derived from the Latin word Ribes Nigrum) was 
introduced to the public after the war ended. The 
company later sold Ribena in the UK and Ireland 
before it was acquired by Beechams, which was 
a part of GlaxoSmithKline (GSK) group. The 
company invented several soft drink versions 
of Ribena, but continued to put the spotlight 
on its health attributes in the UK and other 
Commonwealth Countries. Then in 2013, Ribena 
was bought over by Suntory Limited.

Having landed on Malaysian shores in 1955, 
the iconic Ribena drink continues to be one of 
Malaysians’ most favourite drink today. Over the 
past decades, the Ribena brand has attracted 
many attention from nutritionist and health 
lovers with its promise that each serving has 
100 per cent dosage of the daily recommended 
Vitamin C. Targeting both parent and children, 
the healthy beverage is marketed as a brand 
that children love and mothers prefer to buy – 
thanks to its rich Vitamin C quality and a unique 
blackcurrant taste.

Childhood Memories in Each Rich Sip
Bringing back sweet childhood memories, 
Ribena is indeed a symbol of every childhood. 
The drink’s advertising and marketing strategies 
focus on the qualities of wellbeing 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.

With a healthy dosage of brand positioning, 
Ribena is a well-established brand that uses 
communication strategies which are updated 
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.

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

The brand takes numerous marketing initiatives 
in the country, some of them include campaigns 
that engage customers on the ground – from 
roving Ribena cans across the Klang Valley, 
cooking demonstrations during the fasting 
month of Ramadhan and other sales promotions, 
television advertisements and on social media 
to give Malaysians a chance to know and to 
understand the products better.

Reinventing the Lovable Brand
The unique taste of Ribena is a delicious one as 
it is made from New Zealand blackcurrants, from 
farms that harvest fresh blackcurrants known for 
their deep purple colour.

Going with the Tagline, Release the Goodness, 
the refreshing Brand Philosophy reflects on the 
products’ core values of goodness in the drink. In 
2013, the brand celebrated its global presence 
for 75 years and the iconic brand and present 
manufacturer is aiming for further growth across 
the seven continents of the world.

Through Suntory, the brand will continue 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.

Ribena
Beverages – Fruit Juices
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A Brand of Sustainable Growth & Admirable 
Repute
Founded in year 2003 by Dato’ Loo Yeng Soon, 
Agroharta Fertilizer Sdn. Bhd. has vigorously 
pushed forward to become a major contributor 
to the development of Malaysia’s agricultural 
economies. The company’s office is located in 
Setia Alam, Shah Alam; whereas its high-tech 
plant is located at West Port, Klang, Malaysia.

Agroharta is a dynamic organization and 
keeps innovating to achieve a higher level of 
performance and relevance. It communicates 
frequently with the customers in order to 
educate them so that they understand Agroharta 
fertilizers and use them proficiently to increase 
crop yield and quality. The company understands 
its customers’ needs and thus provides products 
that are reliable with many years of experience 
in research, manufacturing and customer service.

The brand’s sustainable growth and excellent 
reputation are outcomes of timely and smart 
investment into customer service, research, 
staff professional development and high-tech 
equipment. Its growth and excellent reputation 
assure the customers of its commitment to 
quality products and services. The management 
is confident that Agroharta will continue to 
differentiate its products and upgrade its 
services; while keeping it cost affordable for 
customers – to fulfil agricultural needs – both for 
the local and foreign markets.

Agroharta is committed to a long-term plan to 
be more innovative and robust so as to meet 
the needs of the markets here in Malaysia and 
overseas. It will continue to invest smartly and 
timely into customer service and education, 
advanced machineries and technology to 
strengthen the company’s competitiveness 
and meet customer expectations; Agroharta’s 
customers can always expect the company to 
produce quality fertilizers, while keeping the 
price affordable and agricultural yield highly 
profitable.

Built upon a Foundation of Well-grounded 
Branding
By applying and executing strategic branding 
moves, Agroharta has been able to not only 
capture a good market share, but also stabilize 
its sales growth. The company has also built a 
strong foundation of customer loyalty between 
farmers and the brand – all of which have 
collectively helped it eliminate the price war for 
itself within the market.

Agroharta also has positively contributed to 
farmers’ income returns – they tend to get more 
income after using the products. For instance, 
in the durian industry, farmers who use the 
company’s products are sure to gain more yield 
and income as well as procure better services 
from Agroharta’s dealers.

Over the years, Agroharta has also changed 
the agricultural scene in terms of fertilizer 
application and quality – after extensive research 
and development. Today, the company has grown 
by leaps and bounds and continues to strongly 
encourage all farmers under its wings to utilize 
more organic fertilizers as opposed to chemical 
fertilizers.

Agroharta similarly invests considerably on 
print advertisement to propel its brand name 
to be synonymous with both local and overseas 
markets. The company also actively participates 
on ground seminar activities to build a stronger 
relationship with its consumer base.

In addition, Agroharta takes a keen interest in 
educating farmers on agriculture knowledge; 
and today farmers under its tutelage recognize 
that Agroharta is selling products not merely for 
profit but is also providing them with hope for a 
better future.

Looking Beyond: Latest Developments
Agroharta is at present moving actively into 
environmental care product development in the 
fertilizer industry. The company strongly believes 
that this will be an ongoing trend for years to 
come – not only for the fertilizer industry but for 
other businesses across the globe as well – for 
which our Earth will be thankful for.

The company has actually initiated research and 
development in full swing beyond our borders, 
including Sri Lanka, China and Europe. It hopes 
to expand its business with a strong suit to other 
parts of the globe yet to be penetrated.

Agroharta is of the opinion that branding is a 
never-ending investment – for both business 
growth and the development of new consumers 
products. In fact using branding effectively to 
penetrate a new market segment is not so unlike 
taking a shortcut – provided one is ready to steer 
the bull by its horns!

Agro Harta 
Agri-business – Fertilisers
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Transformative Account
Incorporated on 28 September 1954, Bank Rakyat 
has come a long way in building itself into the 
biggest Islamic cooperative bank in Malaysia 
with an asset of RM92.9 billion as at the end of 
December 2015.

The bank, which underwent a transformation in 
2003 from a conventional banking system to a 
full banking system based on Shariah, has been 
recording encouraging profits year after year. For 
the financial year ending 31 December 2015, it 
recorded a pre-tax and pre-zakat profit of RM2.01 
billion.

As a key industry player, Bank Rakyat has 
received various recognitions – including 
outstanding cooperative organization – both 
locally and internationally. To date, the financial 
institution has 147 branches with more than 
960 Automated Teller Machines (ATMs) and Cash 
Deposit Machines (CDMs), as well as 95 Ar-Rahnu 
X’Changebranches nationwide.

Exponential Brand Growth
When Bank Rakyat was first established over 
six decades ago, It was generally perceived to 
be a bank for the rural community and for civil 
servants only. However, the banking brand was 
determined to shift that presupposition and 
aspired to be recognized and identified as the 
‘Your Choice Bank’ for all Malaysians.

Today, through a variety of initiatives to build 
the Bank Rakyat brand, it has succeeded in 
positioning itself as the largest Malaysian Islamic 
cooperative bank for all transactions requiring 
Shariah-compliant financial products and 
services. It is also perceived as being innovative, 
current, relevant and dynamic within the banking 
industry. 

Presently Bank Rakyat proudly boasts of its over 
seven million customers who include individuals, 
corporations, businesses, small and medium 
scale enterprises (SMEs), micro enterprises and 
rural industries. Bank Rakyat’s RM70.98 billion 
in deposits and RM63.14 billion in financing in 
2015 prove that it is indeed the Your Choice Bank 
for its growing number of customers.

Further testimony is provided by the numerous 
local, regional and global awards Bank Rakyat 

has won over the years, namely, the No. 1 Islamic 
Cooperative Bank in Malaysia rated AA₂/Stable/
P1, Best Islamic Retail Bank, Best Islamic Bank, 
Best Managed Bank, The Strongest Islamic Retail/
Cooperative Financial Institution in the World, 
Best Companies To Work For in Asia 2016 and 
Best Islamic Pawn Broking 2016 Global Islamic 
Finance Awards (GIFA).

A Journey Adorned by Many Firsts
Bank Rakyat, having grown in tandem with 
technology, market demand and customer 
needs,is recognized as a pioneer of the many 
firsts it has introduced in the banking industry.

The bank was among the first to introduce 
eCurrent Account-i (eCA-i) in the country. This is an 
innovative and account holder-friendly ‘cheque-
less’ current account – dispensing with the need 
to use cheques. All banking transactions such as 
fund payments or fund transfers are conducted 
online in a more efficient, cost-effective, secure 
and private manner.

Taking it a notch higher, Bank Rakyat went on 
to introduce 1Pay – a secure electronic payment 
instrument that allows its eCA-i account holders 
to make payments and fund transfers. It reflects 
the current practice of issuing physical paper 
cheques used by conventional current accounts.

Adding another feather and first to its coup, 
Bank Rakyat in May 2015 launched TouchStyle 
– a Smartphone application. The application was 
designed to meet the needs of today’s technology 
savvy customers, and directed particularly at Gen 
Y customers who want easy, 24-hour access to 
information at a touch – without needing to 
spend time queuing at the Bank.

In addition to providing information on 
its products and services, the user-friendly 
application acts as a financial planning tool, 
educating users how to manage their finances. An 
important plus is it is a tool to enhance financial 
literacy, especially among the young – a growing 
market for the bank.

The initiative taken by Bank Rakyat is widely 
recognized and has even garnered it the Most 
Innovative Islamic Banking in Malaysia 2015 
Award from the International Finance Magazine.

Bank Rakyat 
Banking – Islamic Co-operative Bank
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At the Helm of Successful Projects
With beginnings in 1978, the company started 
off as Leaw Eng Chang Construction Co. Sdn. 
Bhd. – a contracting company specializing in civil 
engineering works. Founded by the late Leaw 
Eng Chang, he changed the name to Benalec 
Sdn. Bhd. in 1996. The name was derived from 
the combination of the word ‘BENA’ (an informal 
spelling of ‘construct’ in Bahasa) and ‘LEC’ (the 
initials of the Founder himself).

In 2005, the company once again changed its 
name to Benalac Holdings Sdn. Bhd. – before 
becoming the public-limited company, Benalec 
Holdings Berhad, five years later. In 2011, the 
company was successfully listed on the Main 
Board of Bursa Malaysia.

Benalec’s foray into marine construction began 
in 1993, when it was awarded two coastal 
protection work projects by Jabatan Pengairan 
dan Saliran. Among the projects the brand worked 
on was the damaged bund at Sungai Belukang, 
Bagan Datoh, Perak. The company’s successful 
completion of the projects ahead of schedule 
saw it earning approval and a good name in the 
industry. Working under difficult circumstances, 
the project was instrumental in Benalec’s belief 
that adversity can indeed be turned into an 
opportunity.

Channelling the Core Values – Innovation, 
Proactive and Perseverance – inspirational 
attributes which are the very foundation of the 
company’s business model, the brand goes on a 
timeless quest to create value from all areas.

Apart from securing land reclamation contracts 
from third parties, Benalec has been successfully 
undertaking its own projects – including land 
reclamation in Melaka, Port Kelang and Johor 
since 2003.

Branding through Services
For Benelac, its branding lies in its success as 
one of Malaysia’s finest local integrated marine 
construction services, with the ability to provide 
services in high-end reclamation projects locally 
and regionally.

The company’s major activity lies in the provision 
of marine construction services with core 

expertise in land reclamation and dredging. The 
process of land reclamation which it is known for 
includes the dredging of sand, transportation to 
the reclamation site, sand discharging, levelling, 
soil consolidation, surcharging and removal of 
surcharge.

Registered with Sijil Perolehan Kerja Kerajaan 
(SPKK) and Construction Industry Development 
Board Malaysia (CIDB), Benelac and is an ISO 
9001:2008 certified company. Its growth in 
Malaysia also saw the brand extend its operations 
to Singapore – which is registered with the 
Building and Construction Authority (BCA) 
Singapore under CW02-B1 and SY01-L6. The 
Class A Civil and Marine Engineering Contractor’s 
Singaporean branch also achieved ISO 9001:2008 
and OHSAS 18001:2007 accreditations.

Armed with professional expertise and experience 
in marine and civil engineering works, the group 
also has a wide range of marine equipment and 
marine vessels at its disposal. Its branding has 
become stronger after extending its capacity and 
capability to become a provider of an integrated, 
one-stop centre for marine construction services, 
competent in delivering top-grade quality 
services to its customers.

Staying on Course For the Future
Among the latest projects the group is 
responsible for include the reclamation works 
in Johor’s Tanjung Piai Maritime National Park 
in 2015, and the Pengerang Maritime Industrial 
Park, with works beginning last year.

The brand continues to work towards its Vision 
to achieve and maintain a high degree of 
professional expertise – which is aptly driven 
by an experienced management team. With 
the objective of enhancing its commitment 
to participate actively as one of the Marine 
Construction Solution Providers, Benalec will 
persistently contribute to Malaysia’s economic 
development.

While on the Mission to be a provider of integrated, 
one-stop centre for marine construction services, 
the company is committed to consistently deliver 
quality service to customers through competent 
and capable work.

Benalec 
Engineering – Marine Construction Services
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Exemplar Pages of Greatness
BHS Book Printing Sdn. Bhd., which was 
established in 1982, specializes in print 
magazines and books. In 2007, its holding 
company, BHS Industries Berhad (‘BHS’), became 
the first magazine and book printing company to 
be public-listed on Bursa Malaysia.

Today, BHS is an award-winning printer and one 
of the leading printing companies in Malaysia 
who has won two National Productivity Awards 
(in 2005 and 2006), plus two Asian Print Awards 
– a Bronze Award for Web-Offset (coated stock) 
printing in 2006 and a Gold Award for Sheet-Fed 
Magazine Printing in 2008.

BHS provides in-house DTP and CTP facilities, 
both sheet and web-offset presses and in-house 
binding facilities. BHS only utilizes premium 
paper which is imported directly from Europe and 
Japan to ensure that its prices are competitive 
and customers get good value for money.

To deliver the performance in terms of quality 
and delivery speed, BHS continuously invests 
in upgrading its facilities. The company has 
the latest Heidelberg Speedmaster 8-Colour 
Perfector – equipped with Heidelberg’s closed-
loop colour management system, in compliance 
with ISO standards, and the latest Perfect Binding 
Line 7000 Cycles/H.

BHS today has over three decades of experience 
and performance track record in delivering 
very large volume orders, not only to overseas 
clients, but also in meeting local demands from 
established magazine publishers. At present, the 
brand has a track record of being able to deliver 
over 30 magazine titles every month.

A Legacy Marked by Rapid Brand Growth
BHS’s established reputation and success is built 
on its ability to deliver high volumes of quality 
prints in a timely manner at competitive costs.

As a matter of fact, BHS has been awarded to 
undertake the printing of educational books 
for the World Bank Scheme of the Ministry of 
Education in overseas continuously for the past 
few years; and to-date has printed millions of 
copies of books for export purposes. Its ability 
to offer dependable quality of work and timely 
delivery has pleased many of its high-flying 
customers – both locally and overseas.

This trademark-registered company is widely 
recognized for its generous donations and 
sponsorships to various organizations. Even now, 
BHS continues to concentrate and strengthen its 
Corporate Social Responsibility (CSR) towards 
the community.

Recently, BHS and UTM came together to jointly 
publish and print seven (7) academic research 
books. BHS hopes that this collaboration will play 
as a setting out point to future collaborations.

Envisioning a Sustainable Future
BHS is a forward-looking brand that adapts with 
the times. In this light, from this year onwards, 
BHS will be producing its print using papers 
which are being manufactured by Nextgreen Pulp 
& Paper Sdn. Bhd. (a wholly owned subsidiary by 
BHS Industries Berhad) in Green Technology Park 
(GTP) Pekan.

The paper production will be using palm oil 
biomass-empty fruit bunches (EFB) as the raw 
material instead of wood. This shift is not only 
for BHS to sustain and have a better control of its 
supplies, but is also a crucial move by the brand 
which is geared towards a green and sustainable 
business model.

BHS will furthermore be participating in the 
Frankfurt Book Fair and overseas exhibitions to 
reinforce its Brand Recognition amongst a wider 
audience as well as to generate higher sales 
volume. This move by BHS is in line with its aim 
to cater for its potential customers – both locally 
and abroad.

The responsibility to take the BHS brand to 
the global platform has been handed over to 
the Senior Sales Manager of BHS who will be 
exploring the potential markets to invest in, 
as well as forming long-term relationships 
by travelling to other countries and building 
inroads into new markets in order to promote the 
products and services offered by BHS.

In addition to that, BHS will also source for 
prospective publishers via open tenders as 
advertised in newspaper and websites, in its 
neverending quest of finding new business 
opportunities.

BHS Industries 
Publishing – Printing Solutions
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Savvy Investor Brand
Cepatwawasan Group Berhad (CGB) is an 
investment holding company with its subsidiaries 
principally involved in oil palm cultivation, 
milling, quarrying and sales of oil palm products 
and power generation.

CGB was incorporated in Malaysia, under the 
Companies Act 1965, on 11 January 2001, as 
a private limited company to facilitate the 
restructuring exercise of S&P Food Industries 
(M) Bhd. It subsequently became a public limited 
company on 9 March 2001 and assumed its 
present name.

On 24 October 2001, CGB was listed on the 
Second Board of Bursa Malaysia Securities 
Berhad, and was successfully transferred to the 
Bursa Main Board on 11 December 2006. For 
all of its achievements and perseverance, CGB 
made it to the top-100 companies listed by OSK 
Research Sdn. Bhd. in its ‘Top Malaysian Small 
Cap Companies’ (100 Hidden Jewels) handbook 
published in 2008.

The Group owns and operates 28,000 acres of 
oil palm plantations in Sandakan, Sabah (East 
Malaysia). In 2014, CGB’s Prolific Yield Mill at 
Segaliud processed about 350,000 metric tons 
(MT) of Fresh Fruit Bunches (FFB) to produce 
over 71,600 MT Crude Palm Oil (CPO) and 16,800 
MT palm kernels.

Exemplar Sustainable Growth Contributor
CGB today is proud to contribute to a sustainable 
growth within the Malaysian palm oil industry 
and maintains a strong environmental profile. 
The company recycles its production residuals, 
both solid wastes and the Palm Oil Mill Effluent 
(POME), to produce electricity.

A subsidiary company, Mistral Engineering Sdn. 
Bhd. operates a 3.5MW biogas power plant that 
generates electricity by capturing the methane 
gas from POME and utilizing it as fuel. Another 
subsidiary, Cash Horse (M) Sdn. Bhd., built a 
12MW biomass power plant that is capable of 
generating electricity from the combustion of 
solid wastes, including the oil palm empty fruit 
bunches oil palm shells, mesocarp fibres and 
wood waste. The 12MW biomass power plant 

had been connected and supplied to SESB 
distribution grid since November 2014 and the 
3.5MW biogas power plant will be connected by 
this year.

As responsible corporate citizen, CGB helps bring 
education to rural children living in remote 
areas by providing education resource centre 
and student hostels in Sabah. The company’s 
Cepatwawasan-Humana Education Resource 
Centre (CERC) in Segaliud, Kinabatangan, Sabah, 
was built in 2009 and is outstanding enough to 
warrant a visit from UNICEF.

CGB takes great pride in knowing that CERC 
helps educate and eventually improve the lives 
of many in Segaliude. In 2014, CGB, together 
with its holding company, MHC Plantations 
Bhd., contributed RM4 million towards the 
establishment of Malaysia’s first Parkinson’s 
and Movement Disorders Centre at University of 
Malaya Hospital.

For all of CGB’s outstanding achievements 
and contributions to the oil palm industry and 
community at whole, the brand was awarded the 
2015 Asia Responsible Entrepreneurship Award 
and The BrandLaureate Corporate Branding 
Award in Agrobase Oil Palm for 2015/2016

Geared for a Greener Future
Astute branding has increased exposure of the 
company as a green plantation company and 
reinforced CGB’s commitment towards green 
sustainable practices in its operation to preserve 
the CGB brand as a whole. Moving forward, CGB 
will continue to look and carry out more R&D in 
this area.

Furthermore, the BioGas and BioMass power 
plants are CGB’s projects which confirm Cepat’s 
commitment to contribute to the sustainable 
growth within the Malaysian palm oil industry 
and uphold a sturdy ecological profile.

CGB’s ongoing and new CSR projects to bring 
education to rural children living in remote areas 
displays its strong and unwavering commitment 
in sharing its growth with the community to 
other stakeholders in areas where CGB operates.

Cepat Wawasan 
Agrobased – Oil Palm
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A Premium Construction Company
Formerly known as Fututech Berhad, Kerjaya 
Prospek Group Berhad, (KPG) has four business 
specialized divisions including construction, 
kitchen, lighting and property development. The 
company was successfully listed in the Kuala 
Lumpur Stock Exchange in 1996.

In 2011, the group, through its wholly owned 
subsidiary Kerjaya Prospek (M) Sdn. Bhd. (KPM), 
diversified into the construction business. The 
company’s new portfolio also includes other 
operations such as the interior fit-out business, 
as well as other types of construction-related 
services in the premium residential property 
segment.

As a Grade 7 contractor registered with the 
Construction Industry Development Board (CIDB), 
this has made it possible for the brand to tender 
and manage a wide scale of contracts in the 
market with an unlimited value.

The company has been awarded the ISO 
9001:2000 Quality Management System 
Certification by UKAS and SIRIM QAS 2008. 
Keeping abreast with the advances in material 
and technology in the construction industry, 
KPM offers engineering and value-added design 
as part of its services. Members of its team are 
experts who are qualified and trained to give 
best solutions to clients.

Thanks to its well-established, vast and reliable 
network of sub-contractors, suppliers and staff, 
KPG is able to deliver quality products and 
services on time. With a commitment to ensure 
its service is excellent, the subsidiary company 
is thought of as the preferred builder amongst 
its partners. Among the construction projects 
that were awarded to the company by blue-chip 
clients include Eastern & Oriental Berhad, SP 
Setia Berhad and Eco World Group Berhad.

Sensational Branding from the Vantage Point of 
Success
KPG’s branding is effectively seen through the 
successful projects it has been awarded and the 
ones that have been successfully completed. 
In 2014, the company created history in the 
Historical City by building The Shore @ Malacca 
River, which is the tallest building in the state. The 

building was also awarded the Best Commercial 
Landscape Architecture Award Malaysia 2015-
2016 at the Asia Pacific Property Award.

Other completed and well-known constructions 
include the high-rise buildings such as the St. 
Mary Residence in Kuala Lumpur as well as Bukit 
Bintang City Centre by Eco World Development 
Group Bhd., and Puro Place by Eastern & Oriental 
Bhd.

Based on an article in The Star, after starting 
to use the industrialized building system since 
2010, the group has managed to reduce errors, 
cut down on labour costs as well as perform cash 
purchases of building materials. On the whole, 
this has resulted in a positive brand image for 
the renowned group.

According to an article in The Edge last 
year, the construction company ventured 
into infrastructure works after successfully 
gaining a dredging works contract from China 
Communications Construction Company for the 
Seri Tanjung Pinang development.

Building the Prospects of Tomorrow
Moving forward, the group has plans to further 
develop its construction segment – focusing 
on its capabilities in piling and reclamation. 
The company’s managers believe that this will 
further enhance KPG’s edge in the construction 
industry – as the brand works towards achieving 
its Mission – To be a leader in the industry.

The company’s Executive Chairman Datuk Tee 
Eng hopes to have said that KPG hopes to secure 
more construction jobs to meet its internal 
replenishment order book target of RM800 
million for the current year, ending on December 
31.

The construction company is all set to achieve its 
order book target of RM800 million for the year, 
thanks to its track record of delivering projects in 
a timely manner while being cautious in its cost 
management.

The group aimsto secure bigger jobs in the 
second and third quarters of 2017, with a possible 
expansion overseas in 2018 or 2019.

Kerjaya Prospek 
Construction
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Malaysia’s Prudent Customer-centric 
Telecommunications Provider
Established in 2008 as part of the REDtone Group, 
REDtone Mobile is the pioneer and market leader 
in cost-saving telecommunications services. The 
first postpaid Mobile Virtual Network Operator 
(MVNO) in Malaysia, the company rides on Celcom 
Axiata’s strong mobile network infrastructure to 
cater to its cost-saving-centric customers.

In 2012, the company re-launched itself with a 
new ownership structure and senior management 
team, simultaneously renaming the company as 
Red One Network Sdn. Bhd. Known as redONE, 
its target market consists of primarily Malaysian 
SMEs, their employees and their immediate 
families.

A year after its new direction, the company 
introduced a new product brand – redONE – 
to create a fresh and distinct identity for itself 
to focus more on customer-centric offerings. 
This includes being a brand that stands for 
transparency, simplicity and a commitment to 
ever-lower prices. Its flagship plan, the Red Plan 
8, which costs RM8 per month and includes free 
calls to all redONE users, received much support 
and appreciation from the Malaysian public. As 
the market progresses and its customers’ needs 
changing and evolving, Amazing8, a data-centric 
plan which costs RM8 per month with 1GB data 
and free calls to all redONE users, was launched 
in late 2016.

With around 10,000 touch points throughout the 
country, redONE has 8000 agents and close to 
2000 stores, including 96 concept stores – known 
as redONE Premier Shops. In 2013, it had almost 
100,000 subscribers; and a year later, recorded 
370,000 in 2014. Through its differentiated 
and innovative offerings, redONE also leads 
the category with its high Average Revenue Per 
User(ARPU), revenue growth and low subscriber 
churn rate.

Re-Branding Economical Mobile Services
redONE’s rebranding in 2012 has impacted a 
positive growth in the market. The company has 
grown in many ways – from an initial workforce 
of 7 to 380 now and a subscriber base of 3000 at 
the start, to almost one million across the nation 

today. For redONE, the brand’s success lies in its 
ability to understand its customers’ basic mobile 
needs and a strong relationship with its strong 
and happy sales force.

Among the branding initiatives taken by the 
company include building a close and strong 
network of Sales Advisors. Its sales advisor/agent 
scheme allows individuals to be a part of the 
business on a revenue-sharing basis.

Being the first telco in Malaysia to go paperless, 
redONE’s staff register new lines on the spot 
using any mobile devices or tablets with the 
mReg App installed. This makes it convenient for 
agents of the brand to carry out their business 
activities; and at the same time helps to save the 
environment by reducing the use of paper.

redONE has been offering mobile phone users the 
lowest Postpaid plans in the market and launched 
an economical Prepaid plan in December last 
year. With the belief that it offers the lowest 
prepaid plan in the market with the longest 
credit validity, customers also received rewards 
and promotions when becoming subscribers to 
the plan.

Armed with the Values, ‘Back to Basics’, redONE’s 
philosophy and services are designed around 
a customer-centric model and to deliver what 
matters, in a straightforward and practical 
manner. The brand strives to give the most 
affordable and simple deals to its customers – 
and in turn helps them to save more.

Spreading Its Wings
By end of 2020, redONE aspires to have 2.5 
million customers, with 1.25 million postpaid 
and 0.25 million prepaid subscribers. Moving 
forward, the management has plans to spread its 
wings throughout the ASEAN region by becoming 
the first MVNO to expand its business outside of 
Malaysia.

redONE aims to commence operations in 
Singapore and Indonesia by the end of this 
year, followed by Vietnam, Thailand and the 
Philippines the following year. The expansion 
plans are in line with the company’s vision of 
becoming the largest MVNO in the ASEAN region.

redOne 
Telecommunication – Service Provider
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A First-class Lever
Unilever is one of the world’s leading suppliers 
of fast moving consumer goods (FMCG) with a 
robust operation spreading across 100 countries. 
Consumers buy 170 billion Unilever packs 
around the world annually and its products are 
sold in more than 190 countries with 2 billion 
consumers worldwide using a Unilever product 
on any given day.

Unilever strives to create a better future every 
day. The brand is driven to make people feel 
good, look good and get more out of life with 
brands and services that are good for them and 
good for others.

In the year 2000, Unilever branched out from 
the retail market into the direct sales industry. 
Building on the strong and global platform 
of Unilever, Unilever Network is the network 
marketing business opportunity entrepreneurs 
should look for and aspire to be a part of.

Aspiring entrepreneurs are welcomed with the 
opportunity to expand their wealth through 
Unilever Network premium beauty and wellness 
products and the brand’s exceptional networking 
organization. This global opportunity provides 
a solid foundation and common platform for 
consumers and partners around the world and 
promises boundless returns on one’s efforts.

Unilever Network is a member of the direct selling 
association of the markets in which it operates 
and is also a part of the World Federation of 
Direct Selling Association.

Branding & Building the Business with the Virtue 
of Integrity
Unilever understands that proper branding is 
crucial as it help to strengthen its reputation and 
creates trust and confidence among its clients and 
the public. A reputable brand name like Unilever 
enables it to secure new customers easily – as 
potential clients feel confident to engage with 
an organization possessing such strong, secure 
background.

By generating more awareness on the benefits 
and quality of its products through seminars and 
road shows to continuously educate the public, it 
helps to create a buzz and excitement amongst 
consumers – thus compelling them to spend and 
invest in its products.

In order to secure trust and confidence in the 
heart of its clients, Unilever believes strongly in 
upholding Integrity as one of the Core Values of 
its business. One of the ways to instil Integrity 
is to work closely with government or regulatory 
bodies such as the Ministry of Domestic Trade 
which regulates the Direct Selling industry, the 
Ministry of Health on health & product-related 
matters, and also on trade associations such as 
DSAM (Direct Selling Association of Malaysia) 
which constantly emphasizes on the importance 
of reputation and ethic to its members.

Besides that, to be associated with a Branding 
Foundation such as the Asia Pacific Brands 
Foundation is one of the ways to establish a 
trustworthy and reputable brand in the market. 
Unilever has participated in charitable events 
with the objective to connect with people and 
give back to the community. People Connection 
is one of the Core Values which can be attributed 
to the success of the business.

Access for Entrepreneurship: Paving the Way to a 
Sustainable Future
Unilever has created business opportunities for 
many aspiring entrepreneurs who have joined 
the Unilever bandwagon as they have faith in 
the business and its promise of a rewarding 
experience and returns. Furthermore, the brand’s 
success story further motivates Unilever to 
influence more people and inspire them to 
create positive changes in their lives through the 
sharing of business opportunities and products.

Unilever is a dynamic company and aspires to 
continuously strive to establish a brand that will 
be able to adapt to the fast-changing world, to 
react proactively and to be flexible in order to 
stay competitive in the market.

Unilever Marketing  
MLM – Premium Health & Beauty Products
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Pioneering through the Decades
Worldwide Holdings Berhad (WHB) is well-
renowned as one of the pioneer companies 
involved in the solid waste management services 
business through its Environment Division for 
many years. The business began when it was 
awarded a 20 year Concession cum Privatization 
by the State of Selangor to build and operate a 
sanitary landfill at Air Hitam, Puchong, Selangor, 
in 1995.

The landfill, which is managed by Worldwide 
Environment, has in total received and treated 
more than six million tonnes of solid waste 
prior to its closure in December 2006; and a 
new sanitary landfill in Jeram, Kuala Selangor, 
Selangor, was opened in January 2007 – with an 
estimated disposal capacity of 8.5 million tonnes.

From a humble beginning in 1995, Worldwide 
Environment today represents an important 
segment in the business portfolio of the Group. 
The focus of the business, its role and involvement 
in the environmental management business has 
extended over a period of time due to continuous 
emphasis on preservation and conservation 
of the environment. Worldwide Environment 
offers a full range of expertise in the following 
areas: Sanitary Landfill (focusing on domestic 
waste), Inert Waste Landfill, Transfer Station, 
Rehabilitation & Upgrading of Dumpsites, 
Landfill Gas Management, Clean Development 
Mechanism (CDM) and Consultancy Services.

With the emphasis on an integrated solid 
waste management system, the Group is well 
positioned to venture and undertake projects 
in related areas; including Waste-to-Energy, 
Composting, Material Recovery Facilities and 
also Transportation & Haulage.

Amplifying Brand Awareness
With increased awareness and positive 
recognition of the brand name, Worldwide 
Environment is able to strengthen its position in 
the solid waste management services business. 
This has facilitated the company in opening new 
markets and in the introducing of new products 
and services.

Fellow customers loyalty and confidence is 
assured as well – which would lead to a growth 
in the customer base through expansion of 
geographical customer coverage. Worldwide 
Environment has undertaken numerous branding 

initiatives to make the company the successful 
organization it is today. The management 
encourages continuous participation in 
established industry awards to increase brand 
awareness related to the core sectors in property 
and water management.

Worldwide Environment also collaborated with 
brands that complement its products such 
as ID consultant, landscaping consultant, etc. 
Worldwide Environment engages actively in 
promotional campaigns via digital marketing or 
e-commerce plus has also sponsored major and 
well-publicized events such as Golf Jemputan 
Raja Muda Worldwide Holdings Selangor.

Evergreen Vibrations
Worldwide Environment was recently awarded 
by the Star Property Award in March 2017 
for the Amber Bungalow Project located at 
Subang Bestari on ‘The Best Touch and Feel’ 
category. It has also been accorded with the 
Selangor Excellence Business Awards 2016 in 
three categories: Masterclass Award under the 
‘Diversified Conglomerate GLC’ & ‘CSR Effort’ and 
Excellence Award under the ‘Environment’.

Worldwide Environment believes in bringing back 
from green to green – even by restoring sanitary 
landfills back to nature by converting them into 
recreational parks for the public. The landfill 
power generation plant was also acknowledged 
by the Malaysia Book of Record as being the 
first power plant to use landfill gas to generate 
electricity (which conserves the environment 
and supplies electricity to the surrounding 
2000 houses). Over and above that, Worldwide 
Environment is also pioneer in the local waste 
management activities which is the benchmark 
to those in the environmental management 
services business.

Worldwide Environment plans to integrate 
technology and innovation with its brand 
initiatives towards building smart townships and 
smart products which could elevate the brand in 
the market. The management also encourages 
participation in CSR programmes and corporate 
communication activities with established 
organizations or with the government. More 
publicity to improve brand awareness will 
also be carried out in the form of digital brand 
promotions, as well as via social network 
platforms, media advertisement and billboards.

Worldwide Environment   
Environment – Environmental Management Services
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