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KUALA LUVPUR, May 23 (Bernama) -- Wen cash-rich Sunurwang Sdn Bhd
bought a majority stake in Neico Industries (M Bhd, the ailing
manuf acturing outfit which started as Sanyo I ndustries (M Bhd, it
(Surmurwang) did not want to be just an ordinary |local electrical appliance
manuf acturer. It wanted to be different fromwhat other |ocal conpanies had
done previously.

In less than a year since its takeover of the Taipi ng- based
manuf acturer, the new owners have brought about a fresh perspective on what
a Mal aysi an conpany can do in terns of taking on nore established
foreign-incorporated rivals, better brand recognition and i ncreased sal es.

How did this cone about within a space of a few nmonths?

Besi des havi ng enhanced the quality of its four product |ines of
air-conditioners, refrigerators, rice cookers and table fans through
technol ogi cal innovation, the key towards this all-round i nprovenent has
been yout hful exuberance and marketi ng savvy, say industry watchers.

Wth the conpany now known as | -Berhad (www. iwantmnyi.comny) and its
products sold under the "i" brandnane, the consensus anpbng many is that it
is easy on the lips and attractive to the eye

Wth an ei ght-nenber marketing team whose average age is not nore than
25 years, they quickly zoormed in on brand recognition and undert ook
extensive market research with special focus on consumer needs and what the
conmpany produced.

Led by Ricky Lim a 23-year-old accounting graduate fromthe University
of Mel bourne, the team nenbers toiled under a tight deadline of three
months and finally chose the "i" al phabet as the brandnane as well as the
| ogo, and orange as the corporate colour to reflect the exciting and bold
future.

"Qur selection was based on the taste of the total IT generation," said
Limin an intervi ew

Besi des Lim the other marketing team nmenbers included Esther Low,
Jessica Lee, Tam Wai Yee, Jane Ng, lamLooi, Charles Tan and Ki mLing Yew.

To neet the deadline, not only did the team nenbers had to burn
m dnight oil, they had to do many things in parallel that would normally be
done sequentially, Limdisclosed.

For exanple, the traditional approach would be to study the narket,
identify the needs and then devel op the products.

But Limsaid this approach woul d not have suited their objectives and
woul d have exceeded the three-nonth target.

"As tine was of the essence, we started off by determ ning the brand
positioning even as the research data was being conpiled. This was not
difficult as it sounded as the hone appliance industry is well-nonitored
and basic data was readily available. W used this to devel op an outline
concept which was then transforned and fine-tuned with the market study,"

Li m sai d.

He adm tted that this approach brought about sone duplications but the
team enbodying the fighting spirit of "Ml aysia Bol eh", prevail ed.

"Qur approach was simlar to what Tom Peters in his book "I n Search of
Excel | ence' calls "READY, FIRE, AIM," he said, adding the "i" brandnane
was bei ng positioned as intelligent, innovative and interesting.

Striving close to what Prime Mnister Datuk Seri Dr Mhathir Mhanad
frequently said about | ocal products being able to becone world class if



| ocal conpani es enphasi sed on i nnovati on and t echnol ogy, |-Berhad
hi ghl i ghted on innovati on and hi-tech areas which were yet to be focused by
its conpetitors.

Thi s aggressive pronotion has paid off for it not only caught the
attention of consunmers but al so conpetitors.

A good start was nade in the first quarter of this year when |-Berhad
chal ked up sales of RVM2.95 million and a pre-tax profit of RMA. 51 nillion
when conpared with the total |osses of RV6.36 nmillion for the whol e of |ast
year.

When Sunurwang t ook over Neico |ast August, the appliance maker had
al ready accumul ated | osses of RM3.83 mllion for the first half of [|ast
year. The | osses were slashed to RML. 21 million in the third quarter and
RM322, 000 in the fourth quarter of |ast year.

Looki ng back, Limsaid the "i" brand was where it was today because the
young nmarketing teamdid not have prejudi ces or preconceived notions of
what coul d not be done. They also readily identified with the age profile
of the conmpany's consuners -- new y-weds and those starting out on their
own and having to consider purchasi ng hone appliances for the first tine.

"Qurs is a situation where the initial success inspires itself. W
bel i eve that everybody has the ability to be creative -- it is a question
of whether they were given the opportunity and the environnment to devel op
it," Limsaid.

Now t hat |-Berhad has stanped its mark on the hone appliances industry,
it is noving into "smart hones" follow ng the convergence of
t el ecommuni cations, | T and hone appli ances.

As a first step, the conpany is tying up with a foreign strategic
partner to produce affordably-priced personal conputers for the |oca
mar ket .

Wth the nunber of local Internet users expected to rise to four

mllionin the year 2004 from1.89 mllion at present, |-Berhad wants to
ride on this growing trend, said its chairman, LimKi mHong, the prine
mover of the company. -- BERNANA
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