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THERE is a Latin termor maxi mfrequently used in intellectual discourse
called a fortiori. Loosely translated, it neans "all the nore so!"

In today's popul ar parlance, you could say it nmeans "nore power to ny
argunent".

How can this maxi mapply to the concept of Brandi ng Mal aysi a? To
illustrate the point further, we shall also |ook at a few branding
principles that relates to the issue under discussion today.

Many equate national branding with tourist pronption. However, we know
that it is much nore than that. It is clear that our perception of a
country can influence whether we decide to invest or take a holiday or
even buy its products.

That, in a nutshell, encapsul ates the Doctrine of Country Branding
Ef f ects.

Once established, the country brand will enmit an aura over all the
country's products and services. This can be either positive or negative.

The National Branding effort is, therefore, exigent as it is
inextricably linked to the products, corporate brands and services of the
country.

This i ssue of Branding Malaysia is of critical inportance.

This is especially so in the Iight of the decl ared objectives of Vision
2020 - which is to put Malaysia up in the echelons of the devel oped
nati ons.

Mention the word "French” and it will conjure up an i nage of
sophi stication, haute couture, fine wi nes and cosnetics.

Consequently, if it is at all possible for the "Made in Ml aysia" |abe
to carry connotations of quality, excellence, innovation and at the same
time capture the Mal aysian spirit, we would have achi eved our brand
vi si on.

Mal aysi an manufacturers such as Proton, Perodua and Naza have shown a
remar kabl e commi tnent to quality, design and innovati on.

Mal aysi an servi ces conpani es, especially insurance conpani es such as
MAA, have been very innovative with their insurance products.

The heartening thing to note is that they are beginning to take their
services to other parts of the world.

Mal aysia Airlines, which together with the Ml aysian Touri sm Pronotion
Board, has been the main standard bearers for Brand Ml aysi a and has
received nmultiple awards for its inflight service.

Mal aysi a has al so given the world the cel ebrated shoemaker Datuk Ji nmy
Choo, actress Datuk M chel e Yeoh, YTL Corp, the Shangri-La Hotel chain and
Tun Dr Mahat hir Muhamad, a visionary bar none.

Al'l of themare clear proof that Ml aysians and their corporations, when
they set their minds toit, can do as well as and, often tines, even
better than others.

| have travelled a bit and | have visited nore than 150 cities
worl dwi de. | must say that | have yet to see a planned township as
beauti ful as Putrajaya. | have always nmade it a point to take foreign
visitors and guests there.

The sheer beauty and functional aesthetics of the infrastructure and the
| andscapi ng have al ways taken their breath away. The consensus anobng ny
guests is that Putrajaya is sinply stunning and world cl ass.

The Governnent should set up a Think Tank or a National Brandi ng Counci



to oversee this devel opment of our national brand and encourage a culture
of a singular conmitnent to world class quality and innovati on.

A massi ve Change Managenent and Communi cati ons Progranmme shoul d be
instituted to achieve this inportant nm nd set change anong al
st akehol ders ranging fromthe private sector, the popul ation at |arge,
right up to every staff in the statutory bodies.

Mal aysi an manufacturers shoul d be encouraged to nove up the quality
chai n.

Germany, through the all enconpassing influence of their traditional
craft guilds, have emerged fromthe ravages of Wrld War Two to become
known for their autonotive excellence.

A clarion call should go out to all WMl aysians, frommnusicians and
artistes to little conpanies and corporations to ermulate the Brand
Anbassadors and venture out.

Let us take a | ook at China which has earned the noni ker of "Factory to
the Worl d".

Unfortunately, like Japan in the early 50s and 60s (before the Edward
Demmi ngs quality influence started to bear fruit), Chinese goods have had
to fight a worldw de perception of |ow quality.

In a clear denmonstration of the Chinese governnent's conmitment to
building up its country brand, no | ess than six hi gh-powered governnent
departnents are currently working in concert on several national branding
initiatives and activities.

One Chinese brand, Haier (a literal translation fromthe Chi nese word
for Seagull), originally state owned and producing low quality electrica
goods for the donestic market, had an interesting solution.

They established their headquarters in an inpressive building in New
Yor k. Adopting a new busi ness phil osophy and policy resting on the three
pl anks of "Brand First", "Innovation" and "Wrld Cass Quality", they went
onto build a large plant in Canden, South Carolina.

Now manuf acturing high quality refrigerators, washing nmachi nes, wi ne
cool ers, and etc, Haier stanped every product with the "Made in USA"
| abel .

The response fromthe Anerican nmarket, which is notoriously conpetitive
and brand nanme consci ous, was sinply overwhel m ng.

Despite conpeting in the Iuxury home appliance and specialty
refrigerator sector, Haier has gained i npressive market share in every
state in the United States.

Questions have been raised if

"Mal aysia, Truly Asia" is the right tagline to express our identity.

Let us exam ne the effectiveness of this canpaign.

Mal aysi a had chosen, with this canmpaign, to offer the tourist a multi-
cultural experience. In ny view, there is nothing wong with that. After
all, we are a nelting pot of different cul tures.

However, sone people have argued that the top of mind recall of Asiais
one of dirt, grime and cheap | abour. Qthers have pointed out that tourists
who are seeking a culture experience will go to the birthplace of the
culture for it - that is, to India, China, etc.

Yet others have observed that Hong Kong has al so used the sane nessage
calling itself "Asia's Wrld Cty" whilst Singapore has used the tagline
"New Asi a"

I ndonesia carries on the sane thene with "Endl ess Beauty of Diversity".

Now we know t hat the power of strong brands is that they differentiate.
The key to successful branding is the perception of a difference between
conpeti ng brands.

I f you succeed on this score, you will attract custonmers to your product
or service wthout having to chase after them



Wth so many countries in the region selling the sane nessage, it may
appear at first sight to violate this essential principle of branding.

However, the proof of the pudding is in the eating. In nmy view, this
campai gn has been successful as it has resulted in increased touri st
arrival s.

On the other hand, if the Tourist Devel opnent Corporation can find a
message that captures the Mal aysian spirit effectively and is appealing to
tourists, this will a fortiori help to build up our country brand.

The country brand will emt an aura that will benefit every single
product, service or corporate brand conpeting in the world market.

In view of the fact that Ml aysia has nunerous states, the Brand
Architecture of this canpaign has to be carefully planned.

Brand Architecture, sinply put, is how each sub-brand should fit in with
a "master brand".

A case in point would be Canon, National and Sharp. Al though they market
different categories of products, every product will still carry their
brand.

Anot her approach is that of the fast noving consumabl e manufacturers,
such as Nestle and Lever Brothers, who assign a different brand nanme to
each product.

Each State will have conpeting and, sonetinmes, conflicting tourism
obj ectives and agendas.

They may be notivated to attract visitors to their own State as it wll
benefit their residents and busi nesses there. There's nothing wong with
t hat .

However, if their branding effort could be co-ordinated and integrated
with the national branding canpaign, a fortiori the States will energe
wi nners as the national brand will, in turn, benefit every product or
servi ce emanating fromeach state.

The national brand, in turn, gains fromthe obvious synergistic and
synbiotic relationship. Such an approach will also prevent duplicity of
efforts and wastage of resources

Anot her critical success factor is the concept of "lInclusivity".

This sinply neans that w thout w despread buy-in fromevery stakehol der
across every governnment departnent, the private sector and every citizen,
al | national canpai gns are dooned.

As you will see, even Parlianment and the courts have a role to play. For
i nstance, the best tourismadvertising canpaign will be inpotent if an
i nnocent tourist, upon entry, has an unpl easant experience at the
| mm gration and Custons gates.

A taxi driver who fleeces a tourist will also underm ne the national
branding effort.

Si ngapore, for so |l ong considered a case study in nation brandi ng,
al nrost nullified decades of exenplary national brand managenent by
sonet hing as seemngly insignificant as banni ng chewi ng gum and neti ng out
excessive punishnment to an international student for a mnor infraction

The current inage of Singapore as a cold and clinical place was not

entirely accidental - in a sense, it was self induced.

That is why multi-national corporations place so nuch enphasis on Brand
Managenent .

Branding is after all, a mnd gane. A brand, whether it is a product or

country brand is a collection of perceptions.
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