
HONG KONG: Hsin Chong
Group’s real estate manage-
ment subsidiary has over-
hauled its brand identity to
emphasise its specialist skills
in building management.

Relaunched as Synergis
Management Services, the
overhaul preceded the com-
pany’s initial public offering
early this month.

Landor spearheaded the
brand relaunch, creating the
name, visual identity for the
20-year-old firm as well as
company descriptor, ‘Total
management solutions’.

“The name and visual iden-
tity show the company is
about partnership as it has to
work with the owners com-
mittee of buildings and com-
mercial clients, ” said Landor
Asia-Pacific managing direc-

tor Michael Ip.
Hsin Chong has however

retained its Chinese name.
Featuring what looks like

arrow heads or interlocked
open windows, the visual
identity is meant to convey the
company’s performance,pro-
gressive and transparent

operations, according to Ip.
Landor’s assignment cov-

ered signages,notices and bills
to client companies and resi-
dents for management fees.

Synergis’ IPO was 90 times
over-subscribed, raising
HK$58 million (US$7.5 mil-
lion).The company counts the
building management arms of
major local property develop-
ers Sun Hung Kai and New
World Development as its key
competitors for residential
contracts and Jardines
Group’s subsidiary on com-
mercial management con-
tracts.

Synergis has targeted China
for expansion, with plans to
set up additional offices on the
eastern seaboard, while also
maintaining its focus on Hong
Kong.
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Tata group hands
rebranding brief
for Taj to Landor
KOLKATA: The Indian Hotels
Company,which runs some of
the country’s iconic proper-
ties, has hired Landor to
devise a strategy for its diverse
portfolio of Taj hotels.

The Tata Group-owned
subsidiary is looking to ratio-
nalise its portfolio — which
spans three and four-star
hotels to landmark properties
that were once palaces —
ahead of a more aggressive
programme of international
expansion.“Like Hyatt,which
has Regency,Grand and Park
Hyatt, we need to decide
which of Indian Hotel’s prop-
erties will carry the Taj
brand,” said Michael Ip, Lan-
dor Asia-Pacific managing
director. “We also need to
define what the Taj brand
stands for.”

Under its new managing
director Raymond Bickson,
the group has outlined plans
to expand into China, North
America and the Middle East
over the next two years.

Landor has rebranded
chains such as the Hyatt, Pan
Pacific and Westin over the
past 10 years.

By Sangeeta Mulchand
BANGKOK: Riche Monde is
relaunching Spey Royal with
a new look, improved taste
and intensive promotional
campaign in a move to regain
market leadership in the stan-
dard whisky segment, lost to
Seagram’s 100 Pipers three
years ago.

The brand, which had as
much as 80 per cent of the
market at its peak,now boasts
challenger status with a 30 per
cent share,behind 100 Piper’s
50 per cent.

The reduction has been
attributed to two main fac-
tors: the rush of new players
over the last couple of years,
including 100 Pipers, number
three player Blue Eagle and
Clan MacGregor,and the lack
of a strong marketing push in
the face of the new competi-
tion. This time around, the
company is taking few
chances.Riche Monde is dou-
bling its spend on marketing
and promoting the brand,said
senior marketing manager
Peesapatr Deedabkhen,
beginning with a massive sam-

pling exercise to showcase its
new taste this month,and a big
marketing push in November.

The key message will be
“quality”, he said. The cam-
paign will also have the added
task of dispelling market
rumours that the brand is not
really a Scottish brand, but
distilled in the Philippines.
“We are a 100 per cent Scotch

whisky with a great malt from
Glen Spey, the most famous
malt-making region in Scot-
land,”Peesapatr said.

Meanwhile,Spey Royal will
now be seen in a bottle that
blends its original purple
colour with black to increase
“its masculine intensity”, and
appeal to its target group of
working men. A visual of the

river Spey on the new packag-
ing will emphasise the drink’s
country of origin.

A company source said that
purple was seen as fun and
young in Thailand,as opposed
to the desired sophisticated,
“royal” image of a premium
brand.

It is hoped that the addition
of black to the design formula
would help the brand reach
beyond its current “25 and up”
target group to the more seri-
ous,mature drinker.

Although a TVC is in the
works, below-the-line activi-
ties will take the lead in the
relaunch campaign, account-
ing for 60 per cent of the total
budget.This is due to new gov-
ernment restrictions on alco-
holic drink ads which went
into effect this month, ban-
ning such ads from being
broadcast from 5am to 10pm.

The standard whisky mar-
ket,which accounts for 45 per
cent of total whisky consump-
tion in Thailand, came to 2.4
billion cases last year, and is
expected to grow 10 per cent
this year.

Spey Royal...new look and size as brand hits comeback trail

Riche Monde resizes
for Thai whisky battle

HK building firm revamps brand

Synergis...eyeing eastern China

BRANDING

D E S I G N C H O I C E :  C L O T H E S H A N G E R

Alex Dai
Creative director
TBWA Shanghai

There is this very ordinary thing
in life which we use almost
everyday – the clothes hanger. 

I think very few of us actually
pay much attention to it. 

We almost take it for grant-
ed. We use it, day in and day
out and very few people seem
to appreciate its existence.

Furthermore, no one even
bothers to find out who invent-
ed the clothes hanger and
when it became popular. 

I assume it’s designed sim-

ply for hanging clothes and the
creator obviously kept the de-
sign to its simplest form. 

“Simplicity” is the best word
to describe the clothes hanger. 

As we all know today, it is
absolutely not simple to com-
bine lines and curves; weight,
height and thickness perfectly.

The most wonderful, cleverest
or you might say that the ge-
nius part of the hanger’s de-
sign is the top, the hook. 

It’s also the most important
part, which helps to keep the
balance for the front and back,
left and right so that the
clothes can be hanged proper-
ly.

As I’ve said earlier, there are
few of us in this world who real-
ly appreciate the clothes hang-
er but the fact is that all of us
can’t live without it. 

Unconsciously, it shows that
the hanger design is highly
successful, as the inventor has
deeply-rooted his design into
all of us. 

C O M M E N T

Until recently,branding in Japan has
focused on corporate identity. The
only way to get the consumer to buy
was to build a strong sense of trust
and reliability in the corporation
behind the product.As a result,many
Japanese ads left the consumer won-
dering what was being advertised —
although there was no confusion as to

who was doing the advertising.
Thanks to recent changes,largely in retail distribu-

tion, there has been an enormous proliferation of
products and brands in the marketplace. Products
need a clear, individual image or personality. Now,
more than ever,the need to attach values to the prod-
ucts is crucial.

“The big buzz in the Japanese advertising scene
these days is ‘branding’.Suddenly,everyone has dis-
covered branding — and so we have brand seminars,
brand workshops;branding tools,brand theories —
but all with bad timing,”says David Meredith,presi-
dent of Japan’s Bates Yomiko. For this big buzz is
happening at the end of more than 10 years of eco-
nomic stagnation, when budgets allocated to build
brands aren’t what they used to be.

Agencies have to bring their global knowledge of
branding to the Japan market;some may even try to
educate their clients.Phil Rubel,managing director
at Fallon Japan, thinks that
from a communications per-
spective, more and more
marketers in Japan are
recognising that people are
looking for a deeper, more
genuine relationship with
brands. It’s about adding
value rather than ‘badging’.
In these economic dol-
drums,it is about helping his
clients outsmart their competition, instead of just
outspending them.

Meredith, looking further than communication,
thinks clients these days need some aggressive sales
thinking applied to their advertising. Marketers in
Japan have no time to wait for the long-term payback
of a solely brand-building campaign.Agencies need
to offer provocative, stimulating and original ideas
to get target consumers to reach for their wallets.

Put simply by TBWA CEO Bob Kerwin,you have
to make the client’s brand famous. One way is by
avoiding what everyone else does and tapping into
the unique media opportunities that Japan affords.

There must also be commitment on the part of the
marketer. In a marketplace dominated by large
domestic brands, the prospect of gaining market
share in Japan is daunting.But Beacon Communica-
tion executive strategic director Han Van-Dijk hopes
to impress on his clients a different mindset:“Clients
have to play to win.You don’t come into this market
to just compete — that’s how you lose.The products
have to be specific for Japan… You have to test,test,
test, improve, improve, improve and do it all over
again if necessary.”

Ultimately, it is about getting the emotional
response that binds the customer to the brand.In that
sense, the Japanese market is the same as all others.

 

Japan marketers in
need of ‘branding’
not ‘badging’ savvy

Tyron Guiliani

In these eco-
nomic doldrums,
it is about out-
smarting your
competition, not
just about out-
spending them

Taj...rationalising hotel portfolio


