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Cream 
of the crop
Image Creative Design is unique 
as it is the only interior design firm 
ever ranked as a Superbrand

KHUSHWANT SINGH

A PASSION for creativity and inno-
vation is the driving force behind 
Image Creative Design and its con-
sistent ranking as a Superbrand 
since 2004.

More than a decade later, it is still 
the only interior design firm on this 
prestigious list. It is also one of the 
top three interior design companies 
in Singapore.

The company — led by brothers 
Roger, 55; Elson, 53; and Randy Tan, 
47 — specialises in interior design 
and remodelling, and building work.

The accomplishment is a delight 
to the three company directors who 
feel that the Superbrand award en-
hances the company’s reputation 
and instils trust and confidence in 
their services among existing and 
potential clients.

“A brand conveys a promise, and 
at Image Creative Design, our prom-
ise is to ensure more innovative and 
relevant solutions that transform 
customers’ ideas into reality and 
create quality space for commercial 
and residential properties,” says Mr 
Elson Tan.

Set up in 1995, Image Creative De-
sign started off in an office no big-
ger than the bathroom of a Housing 
Board (HDB) flat.

To d a y,  t h e  f i r m ’s  s h o w -
room-cum-office in Excalibur Cen-
tre in Ubi Crescent spans 6,000 sq 
ft, or nearly half the area of an Olym-
pic swimming pool.

Known for excellence
Image Creative Design has an im-
pressive track record in catering to 
the interior design needs of resi-
dents of public housing, private con-
dominiums and landed properties, 

as well as designing quality interiors 
for retail outlets and offices. 

Over the years, its 80 designers 
have built up a diverse and imagi-
native portfolio featuring a wealth 
of excellent designs that skilfully 
incorporate clients’ requirements to 
create innovative, picturesque inte-
riors that exceed the highest expec-
tations.

The firm, which celebrated its 
20th anniversary this year, also 
takes pride in championing func-
tionality and ensuring that all design 
elements complement one anoth-
er to strengthen the overall design 
concept. Every detail has to be per-
fect, and special attention is devoted 
to the design principles of scale and 
proportion so there is perfect bal-
ance and harmony.

“Transforming ideas into reali-

ty” is a promise ingrained in an in-
teractive process by which Image 
Creative Design engages visitors at 
its showroom and the show flat dis-
plays at exhibitions.

After gathering input from the vis-
itor, its designers will create mock-
ups using the latest 3D computer 
software.

The company had also earned a 
reputation for pioneering new ma-
terials and accessories in its designs. 
A high level of professionalism, 
quality workmanship and excellent 
after-sales service assure customer 
satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-

A brand conveys a 
promise, and at Image 
Creative Design, our 
promise is to ensure 
more innovative and 
relevant solutions that 
transform customers’ 
ideas into reality and 
create quality space 
for commercial and 
residential properties.

MR ELSON TAN
company director
Image Creative Design

pleted the Calvin Klein Jeans and 
Billabong outlets in Central World 
Shopping Centre and Siam Centre 
shopping complex in Bangkok re-
spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.

Image Creative Design is led by brothers (from left) Elson, Roger and Randy Tan. PHOTO: CHONG JUN LIANG
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ESTHER TEO

WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.

Mr Teo is confident Hockhua Tonic’s branding will carry it far. PHOTO: TED CHEN
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RaviVelloor

Seven people operating at the fron-
tiers of technology’s interface with
business, collectively called “The
Disruptors”, are this year’s Straits
TimesAsiansof theYear.
Mr Nadiem Makarim of Go-Jek,

Mr Anthony Tan and Ms Tan Hooi
Ling of Grab, Mr Tan Min-Liang of
Razer, Mr Pony Ma of Tencent and

Mr Sachin Bansal and Mr Binny
Bansal of Flipkartwere chosen from
acrowded fieldby theeditors ofThe
StraitsTimesfor theannualaward.
Breaking from tradition, editors

of the 171-year-old newspaper this
year chose tonamea cluster of indi-
viduals, recognising that credit for
the changes sweeping the conti-
nent are too widespread to be
pinned to a single individual’s
breast. Accordingly, the names in-

clude business leaders from Asia’s
big-population nations – China, In-
dia and Indonesia – as well as from
Malaysia andSingapore.
The award citation noted that

each, in his or her own way, had
“made the inevitablemarchof tech-
nology easier to understand andac-
cept by millions of people con-
cerned about their old ways of life
yielding toanunfamiliarnewone”.
Selection committee chairman

Warren Fernandez, who is the edi-
tor-in-chief of the English, Malay
andTamilMediaGroupofSingapore
Press Holdings as well as ST editor,
notedthat2016hadbeenanespecial-
ly surprising year politically. “These
surprises are driven by underlying
forces of major technological and
economic change brought about by
the disruption that is sweeping
across just about every sector of our
economies and societies. Exactly

howpeople, governments andbusi-
nesses respond to these changes
willhavemajorpolitical andelector-
al implications in theyears ahead.”
The Asian of the Year award rec-

ognises a person or people who
have contributed significantly to
improving lives at home or in the
wider region. The inaugural Asian
of theYear, in 2012,was thenMyan-
mar President Thein Sein. The fol-
lowing year, the award was shared

by Prime Minister Shinzo Abe of
Japan and President Xi Jinping of
China. In 2014, the award went to
India’s Prime Minister Narendra
Modi and, last year, it was awarded
posthumously to Mr Lee Kuan
Yew, Singapore’s founding father.

velloor@sph.com.sg
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CharissaYong

The growing mood of anxiety and
discontent and the ground gained
by extreme political parties in
many developed countries will im-
pact not just the world economy,
but global security and stability,
Prime Minister Lee Hsien Loong
saidyesterday.
There will be major consequenc-

es for small, open countries such

as Singapore that have relied on
open trade and making friends,
and sought opportunities to coop-
erate, he said.
Itwill alsobeharder to prosper to-

gether in this new climate, where
countriesare turning inwardandbe-
coming more protectionist, seeing
others’gainsas their loss,headded.
Mr Lee gave this reading of recent

trends in a speech to 2,500 People’s
Action Party (PAP) members at
theirbiennialpartyconference.

He called on members to under-
standwhat the trendmeans for Sin-
gapore and to help ensure the PAP
remains a party with strong sup-
port fromall segmentsof society.
“The externalworld is changing...

in a very fundamental way not ad-
vantageous to us.We have towatch
this,wehave toknowhowthis isgo-
ing to impact us over the next few
years,”he said.
MrLee,whoisPAPsecretary-gen-

eral, noted that voters around the
world are unhappy that the benefits
of growth are not reaching them,
and feel threatened that immigrants
arecompetingfor their jobs.
He cited the recent United States

election, the Brexit vote and the
rise of extreme parties in Europe as
examples of voters’ weariness of
tradeandwarinessof immigrants.
“This looks like the trend now. I

do not know how far it will go, but I
donot like the direction the trend is
going,” he said. “If more countries
turn this way, the world is going to
change, andchange for theworse.”
Singapore prospered in the past

50 years by working hard, but it
was fortunate to have a favourable
external environment: A peaceful
Asia and an international order
wherecountries bigandsmall coop-
erate and compete under rules that
are fair to all, giving small countries

“a right to their place in the sun”.
Today, countries are flexing

their muscles and becoming in-
creasingly assertive.
“Nobodycantell howrelationsbe-

tween the big powerswill develop,”
said Mr Lee. “If US-China relations
grow tense, Singapore is going tobe
in a very difficult spot, because we
regardboth theUS andChina as our
friends and do not want to have to
choosebetween them.”
Meanwhile, obstacles to trade are

increasing and Singapore’s exports
– a key pillar of its economy – are
notgrowingbyverymucheither.
But Singapore has to accept the

world as it is, not as it wishes it to
be, saidMrLee.
“Weourselvesmust remain open,

because if we close up like other
countries, our people will be fin-
ished,”he said.
Besides understanding the global

climate, Mr Lee spelt out two other
ways for the ruling party to prepare
for the next general election,which
mustbeheldbyApril 2021.
First, the party must strive to im-

prove the lives of Singaporeans.
He cited twoways of doing so: By

equipping Singaporeans with the
skills to take care of themselves
through schools and training pro-
grammes, and by strengthening so-
cial safetynets.
Second, the PAP must remain a

strong, national party that reaches
out to all segments of society and
represents them. It must also stay
focused on serving the people, and
provide strong leadership, he said.
“Politics is the same everywhere.

It is people, it is trust, it is knowing
youcare forme,”headded.
“Unless we have this deep in our

DNA,wewill not be able to hold our
position inSingapore.”

charyong@sph.com.sg
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Cream 
of the crop
Image Creative Design is unique 
as it is the only interior design firm 
ever ranked as a Superbrand

KHUSHWANT SINGH

A PASSION for creativity and inno-
vation is the driving force behind 
Image Creative Design and its con-
sistent ranking as a Superbrand 
since 2004.

More than a decade later, it is still 
the only interior design firm on this 
prestigious list. It is also one of the 
top three interior design companies 
in Singapore.

The company — led by brothers 
Roger, 55; Elson, 53; and Randy Tan, 
47 — specialises in interior design 
and remodelling, and building work.

The accomplishment is a delight 
to the three company directors who 
feel that the Superbrand award en-
hances the company’s reputation 
and instils trust and confidence in 
their services among existing and 
potential clients.

“A brand conveys a promise, and 
at Image Creative Design, our prom-
ise is to ensure more innovative and 
relevant solutions that transform 
customers’ ideas into reality and 
create quality space for commercial 
and residential properties,” says Mr 
Elson Tan.

Set up in 1995, Image Creative De-
sign started off in an office no big-
ger than the bathroom of a Housing 
Board (HDB) flat.

To d a y,  t h e  f i r m ’s  s h o w -
room-cum-office in Excalibur Cen-
tre in Ubi Crescent spans 6,000 sq 
ft, or nearly half the area of an Olym-
pic swimming pool.

Known for excellence
Image Creative Design has an im-
pressive track record in catering to 
the interior design needs of resi-
dents of public housing, private con-
dominiums and landed properties, 

as well as designing quality interiors 
for retail outlets and offices. 

Over the years, its 80 designers 
have built up a diverse and imagi-
native portfolio featuring a wealth 
of excellent designs that skilfully 
incorporate clients’ requirements to 
create innovative, picturesque inte-
riors that exceed the highest expec-
tations.

The firm, which celebrated its 
20th anniversary this year, also 
takes pride in championing func-
tionality and ensuring that all design 
elements complement one anoth-
er to strengthen the overall design 
concept. Every detail has to be per-
fect, and special attention is devoted 
to the design principles of scale and 
proportion so there is perfect bal-
ance and harmony.

“Transforming ideas into reali-

ty” is a promise ingrained in an in-
teractive process by which Image 
Creative Design engages visitors at 
its showroom and the show flat dis-
plays at exhibitions.

After gathering input from the vis-
itor, its designers will create mock-
ups using the latest 3D computer 
software.

The company had also earned a 
reputation for pioneering new ma-
terials and accessories in its designs. 
A high level of professionalism, 
quality workmanship and excellent 
after-sales service assure customer 
satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-

A brand conveys a 
promise, and at Image 
Creative Design, our 
promise is to ensure 
more innovative and 
relevant solutions that 
transform customers’ 
ideas into reality and 
create quality space 
for commercial and 
residential properties.

MR ELSON TAN
company director
Image Creative Design

pleted the Calvin Klein Jeans and 
Billabong outlets in Central World 
Shopping Centre and Siam Centre 
shopping complex in Bangkok re-
spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.

Image Creative Design is led by brothers (from left) Elson, Roger and Randy Tan. PHOTO: CHONG JUN LIANG
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ESTHER TEO

WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.

Mr Teo is confident Hockhua Tonic’s branding will carry it far. PHOTO: TED CHEN
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ever ranked as a Superbrand

KHUSHWANT SINGH

A PASSION for creativity and inno-
vation is the driving force behind 
Image Creative Design and its con-
sistent ranking as a Superbrand 
since 2004.

More than a decade later, it is still 
the only interior design firm on this 
prestigious list. It is also one of the 
top three interior design companies 
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The company — led by brothers 
Roger, 55; Elson, 53; and Randy Tan, 
47 — specialises in interior design 
and remodelling, and building work.

The accomplishment is a delight 
to the three company directors who 
feel that the Superbrand award en-
hances the company’s reputation 
and instils trust and confidence in 
their services among existing and 
potential clients.

“A brand conveys a promise, and 
at Image Creative Design, our prom-
ise is to ensure more innovative and 
relevant solutions that transform 
customers’ ideas into reality and 
create quality space for commercial 
and residential properties,” says Mr 
Elson Tan.

Set up in 1995, Image Creative De-
sign started off in an office no big-
ger than the bathroom of a Housing 
Board (HDB) flat.

To d a y,  t h e  f i r m ’s  s h o w -
room-cum-office in Excalibur Cen-
tre in Ubi Crescent spans 6,000 sq 
ft, or nearly half the area of an Olym-
pic swimming pool.

Known for excellence
Image Creative Design has an im-
pressive track record in catering to 
the interior design needs of resi-
dents of public housing, private con-
dominiums and landed properties, 

as well as designing quality interiors 
for retail outlets and offices. 

Over the years, its 80 designers 
have built up a diverse and imagi-
native portfolio featuring a wealth 
of excellent designs that skilfully 
incorporate clients’ requirements to 
create innovative, picturesque inte-
riors that exceed the highest expec-
tations.

The firm, which celebrated its 
20th anniversary this year, also 
takes pride in championing func-
tionality and ensuring that all design 
elements complement one anoth-
er to strengthen the overall design 
concept. Every detail has to be per-
fect, and special attention is devoted 
to the design principles of scale and 
proportion so there is perfect bal-
ance and harmony.

“Transforming ideas into reali-

ty” is a promise ingrained in an in-
teractive process by which Image 
Creative Design engages visitors at 
its showroom and the show flat dis-
plays at exhibitions.

After gathering input from the vis-
itor, its designers will create mock-
ups using the latest 3D computer 
software.

The company had also earned a 
reputation for pioneering new ma-
terials and accessories in its designs. 
A high level of professionalism, 
quality workmanship and excellent 
after-sales service assure customer 
satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-

A brand conveys a 
promise, and at Image 
Creative Design, our 
promise is to ensure 
more innovative and 
relevant solutions that 
transform customers’ 
ideas into reality and 
create quality space 
for commercial and 
residential properties.

MR ELSON TAN
company director
Image Creative Design

pleted the Calvin Klein Jeans and 
Billabong outlets in Central World 
Shopping Centre and Siam Centre 
shopping complex in Bangkok re-
spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.

Image Creative Design is led by brothers (from left) Elson, Roger and Randy Tan. PHOTO: CHONG JUN LIANG
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ESTHER TEO

WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.

Mr Teo is confident Hockhua Tonic’s branding will carry it far. PHOTO: TED CHEN
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Cream 
of the crop
Image Creative Design is unique 
as it is the only interior design firm 
ever ranked as a Superbrand

KHUSHWANT SINGH

A PASSION for creativity and inno-
vation is the driving force behind 
Image Creative Design and its con-
sistent ranking as a Superbrand 
since 2004.

More than a decade later, it is still 
the only interior design firm on this 
prestigious list. It is also one of the 
top three interior design companies 
in Singapore.

The company — led by brothers 
Roger, 55; Elson, 53; and Randy Tan, 
47 — specialises in interior design 
and remodelling, and building work.

The accomplishment is a delight 
to the three company directors who 
feel that the Superbrand award en-
hances the company’s reputation 
and instils trust and confidence in 
their services among existing and 
potential clients.

“A brand conveys a promise, and 
at Image Creative Design, our prom-
ise is to ensure more innovative and 
relevant solutions that transform 
customers’ ideas into reality and 
create quality space for commercial 
and residential properties,” says Mr 
Elson Tan.

Set up in 1995, Image Creative De-
sign started off in an office no big-
ger than the bathroom of a Housing 
Board (HDB) flat.

To d a y,  t h e  f i r m ’s  s h o w -
room-cum-office in Excalibur Cen-
tre in Ubi Crescent spans 6,000 sq 
ft, or nearly half the area of an Olym-
pic swimming pool.

Known for excellence
Image Creative Design has an im-
pressive track record in catering to 
the interior design needs of resi-
dents of public housing, private con-
dominiums and landed properties, 

as well as designing quality interiors 
for retail outlets and offices. 

Over the years, its 80 designers 
have built up a diverse and imagi-
native portfolio featuring a wealth 
of excellent designs that skilfully 
incorporate clients’ requirements to 
create innovative, picturesque inte-
riors that exceed the highest expec-
tations.

The firm, which celebrated its 
20th anniversary this year, also 
takes pride in championing func-
tionality and ensuring that all design 
elements complement one anoth-
er to strengthen the overall design 
concept. Every detail has to be per-
fect, and special attention is devoted 
to the design principles of scale and 
proportion so there is perfect bal-
ance and harmony.

“Transforming ideas into reali-
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after-sales service assure customer 
satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-

A brand conveys a 
promise, and at Image 
Creative Design, our 
promise is to ensure 
more innovative and 
relevant solutions that 
transform customers’ 
ideas into reality and 
create quality space 
for commercial and 
residential properties.

MR ELSON TAN
company director
Image Creative Design

pleted the Calvin Klein Jeans and 
Billabong outlets in Central World 
Shopping Centre and Siam Centre 
shopping complex in Bangkok re-
spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.

Image Creative Design is led by brothers (from left) Elson, Roger and Randy Tan. PHOTO: CHONG JUN LIANG
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ESTHER TEO

WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.

Mr Teo is confident Hockhua Tonic’s branding will carry it far. PHOTO: TED CHEN
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Cream 
of the crop
Image Creative Design is unique 
as it is the only interior design firm 
ever ranked as a Superbrand

KHUSHWANT SINGH

A PASSION for creativity and inno-
vation is the driving force behind 
Image Creative Design and its con-
sistent ranking as a Superbrand 
since 2004.

More than a decade later, it is still 
the only interior design firm on this 
prestigious list. It is also one of the 
top three interior design companies 
in Singapore.

The company — led by brothers 
Roger, 55; Elson, 53; and Randy Tan, 
47 — specialises in interior design 
and remodelling, and building work.

The accomplishment is a delight 
to the three company directors who 
feel that the Superbrand award en-
hances the company’s reputation 
and instils trust and confidence in 
their services among existing and 
potential clients.

“A brand conveys a promise, and 
at Image Creative Design, our prom-
ise is to ensure more innovative and 
relevant solutions that transform 
customers’ ideas into reality and 
create quality space for commercial 
and residential properties,” says Mr 
Elson Tan.

Set up in 1995, Image Creative De-
sign started off in an office no big-
ger than the bathroom of a Housing 
Board (HDB) flat.

To d a y,  t h e  f i r m ’s  s h o w -
room-cum-office in Excalibur Cen-
tre in Ubi Crescent spans 6,000 sq 
ft, or nearly half the area of an Olym-
pic swimming pool.

Known for excellence
Image Creative Design has an im-
pressive track record in catering to 
the interior design needs of resi-
dents of public housing, private con-
dominiums and landed properties, 

as well as designing quality interiors 
for retail outlets and offices. 

Over the years, its 80 designers 
have built up a diverse and imagi-
native portfolio featuring a wealth 
of excellent designs that skilfully 
incorporate clients’ requirements to 
create innovative, picturesque inte-
riors that exceed the highest expec-
tations.

The firm, which celebrated its 
20th anniversary this year, also 
takes pride in championing func-
tionality and ensuring that all design 
elements complement one anoth-
er to strengthen the overall design 
concept. Every detail has to be per-
fect, and special attention is devoted 
to the design principles of scale and 
proportion so there is perfect bal-
ance and harmony.

“Transforming ideas into reali-

ty” is a promise ingrained in an in-
teractive process by which Image 
Creative Design engages visitors at 
its showroom and the show flat dis-
plays at exhibitions.

After gathering input from the vis-
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satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-

A brand conveys a 
promise, and at Image 
Creative Design, our 
promise is to ensure 
more innovative and 
relevant solutions that 
transform customers’ 
ideas into reality and 
create quality space 
for commercial and 
residential properties.

MR ELSON TAN
company director
Image Creative Design

pleted the Calvin Klein Jeans and 
Billabong outlets in Central World 
Shopping Centre and Siam Centre 
shopping complex in Bangkok re-
spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.

Image Creative Design is led by brothers (from left) Elson, Roger and Randy Tan. PHOTO: CHONG JUN LIANG
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ESTHER TEO

WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.

Mr Teo is confident Hockhua Tonic’s branding will carry it far. PHOTO: TED CHEN
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Cream 
of the crop
Image Creative Design is unique 
as it is the only interior design firm 
ever ranked as a Superbrand

KHUSHWANT SINGH

A PASSION for creativity and inno-
vation is the driving force behind 
Image Creative Design and its con-
sistent ranking as a Superbrand 
since 2004.

More than a decade later, it is still 
the only interior design firm on this 
prestigious list. It is also one of the 
top three interior design companies 
in Singapore.

The company — led by brothers 
Roger, 55; Elson, 53; and Randy Tan, 
47 — specialises in interior design 
and remodelling, and building work.

The accomplishment is a delight 
to the three company directors who 
feel that the Superbrand award en-
hances the company’s reputation 
and instils trust and confidence in 
their services among existing and 
potential clients.

“A brand conveys a promise, and 
at Image Creative Design, our prom-
ise is to ensure more innovative and 
relevant solutions that transform 
customers’ ideas into reality and 
create quality space for commercial 
and residential properties,” says Mr 
Elson Tan.

Set up in 1995, Image Creative De-
sign started off in an office no big-
ger than the bathroom of a Housing 
Board (HDB) flat.

To d a y,  t h e  f i r m ’s  s h o w -
room-cum-office in Excalibur Cen-
tre in Ubi Crescent spans 6,000 sq 
ft, or nearly half the area of an Olym-
pic swimming pool.

Known for excellence
Image Creative Design has an im-
pressive track record in catering to 
the interior design needs of resi-
dents of public housing, private con-
dominiums and landed properties, 

as well as designing quality interiors 
for retail outlets and offices. 

Over the years, its 80 designers 
have built up a diverse and imagi-
native portfolio featuring a wealth 
of excellent designs that skilfully 
incorporate clients’ requirements to 
create innovative, picturesque inte-
riors that exceed the highest expec-
tations.

The firm, which celebrated its 
20th anniversary this year, also 
takes pride in championing func-
tionality and ensuring that all design 
elements complement one anoth-
er to strengthen the overall design 
concept. Every detail has to be per-
fect, and special attention is devoted 
to the design principles of scale and 
proportion so there is perfect bal-
ance and harmony.

“Transforming ideas into reali-

ty” is a promise ingrained in an in-
teractive process by which Image 
Creative Design engages visitors at 
its showroom and the show flat dis-
plays at exhibitions.

After gathering input from the vis-
itor, its designers will create mock-
ups using the latest 3D computer 
software.

The company had also earned a 
reputation for pioneering new ma-
terials and accessories in its designs. 
A high level of professionalism, 
quality workmanship and excellent 
after-sales service assure customer 
satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-

A brand conveys a 
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promise is to ensure 
more innovative and 
relevant solutions that 
transform customers’ 
ideas into reality and 
create quality space 
for commercial and 
residential properties.
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company director
Image Creative Design

pleted the Calvin Klein Jeans and 
Billabong outlets in Central World 
Shopping Centre and Siam Centre 
shopping complex in Bangkok re-
spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.
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WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.
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vation is the driving force behind 
Image Creative Design and its con-
sistent ranking as a Superbrand 
since 2004.

More than a decade later, it is still 
the only interior design firm on this 
prestigious list. It is also one of the 
top three interior design companies 
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The company — led by brothers 
Roger, 55; Elson, 53; and Randy Tan, 
47 — specialises in interior design 
and remodelling, and building work.

The accomplishment is a delight 
to the three company directors who 
feel that the Superbrand award en-
hances the company’s reputation 
and instils trust and confidence in 
their services among existing and 
potential clients.

“A brand conveys a promise, and 
at Image Creative Design, our prom-
ise is to ensure more innovative and 
relevant solutions that transform 
customers’ ideas into reality and 
create quality space for commercial 
and residential properties,” says Mr 
Elson Tan.

Set up in 1995, Image Creative De-
sign started off in an office no big-
ger than the bathroom of a Housing 
Board (HDB) flat.

To d a y,  t h e  f i r m ’s  s h o w -
room-cum-office in Excalibur Cen-
tre in Ubi Crescent spans 6,000 sq 
ft, or nearly half the area of an Olym-
pic swimming pool.

Known for excellence
Image Creative Design has an im-
pressive track record in catering to 
the interior design needs of resi-
dents of public housing, private con-
dominiums and landed properties, 

as well as designing quality interiors 
for retail outlets and offices. 

Over the years, its 80 designers 
have built up a diverse and imagi-
native portfolio featuring a wealth 
of excellent designs that skilfully 
incorporate clients’ requirements to 
create innovative, picturesque inte-
riors that exceed the highest expec-
tations.

The firm, which celebrated its 
20th anniversary this year, also 
takes pride in championing func-
tionality and ensuring that all design 
elements complement one anoth-
er to strengthen the overall design 
concept. Every detail has to be per-
fect, and special attention is devoted 
to the design principles of scale and 
proportion so there is perfect bal-
ance and harmony.

“Transforming ideas into reali-

ty” is a promise ingrained in an in-
teractive process by which Image 
Creative Design engages visitors at 
its showroom and the show flat dis-
plays at exhibitions.

After gathering input from the vis-
itor, its designers will create mock-
ups using the latest 3D computer 
software.

The company had also earned a 
reputation for pioneering new ma-
terials and accessories in its designs. 
A high level of professionalism, 
quality workmanship and excellent 
after-sales service assure customer 
satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-

A brand conveys a 
promise, and at Image 
Creative Design, our 
promise is to ensure 
more innovative and 
relevant solutions that 
transform customers’ 
ideas into reality and 
create quality space 
for commercial and 
residential properties.
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company director
Image Creative Design

pleted the Calvin Klein Jeans and 
Billabong outlets in Central World 
Shopping Centre and Siam Centre 
shopping complex in Bangkok re-
spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.
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WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.
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top three interior design companies 
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and remodelling, and building work.

The accomplishment is a delight 
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hances the company’s reputation 
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elements complement one anoth-
er to strengthen the overall design 
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to the design principles of scale and 
proportion so there is perfect bal-
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“Transforming ideas into reali-

ty” is a promise ingrained in an in-
teractive process by which Image 
Creative Design engages visitors at 
its showroom and the show flat dis-
plays at exhibitions.

After gathering input from the vis-
itor, its designers will create mock-
ups using the latest 3D computer 
software.
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reputation for pioneering new ma-
terials and accessories in its designs. 
A high level of professionalism, 
quality workmanship and excellent 
after-sales service assure customer 
satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-

A brand conveys a 
promise, and at Image 
Creative Design, our 
promise is to ensure 
more innovative and 
relevant solutions that 
transform customers’ 
ideas into reality and 
create quality space 
for commercial and 
residential properties.

MR ELSON TAN
company director
Image Creative Design

pleted the Calvin Klein Jeans and 
Billabong outlets in Central World 
Shopping Centre and Siam Centre 
shopping complex in Bangkok re-
spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.

Image Creative Design is led by brothers (from left) Elson, Roger and Randy Tan. PHOTO: CHONG JUN LIANG
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WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.

Mr Teo is confident Hockhua Tonic’s branding will carry it far. PHOTO: TED CHEN
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Cream 
of the crop
Image Creative Design is unique 
as it is the only interior design firm 
ever ranked as a Superbrand

KHUSHWANT SINGH
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Image Creative Design and its con-
sistent ranking as a Superbrand 
since 2004.

More than a decade later, it is still 
the only interior design firm on this 
prestigious list. It is also one of the 
top three interior design companies 
in Singapore.

The company — led by brothers 
Roger, 55; Elson, 53; and Randy Tan, 
47 — specialises in interior design 
and remodelling, and building work.

The accomplishment is a delight 
to the three company directors who 
feel that the Superbrand award en-
hances the company’s reputation 
and instils trust and confidence in 
their services among existing and 
potential clients.

“A brand conveys a promise, and 
at Image Creative Design, our prom-
ise is to ensure more innovative and 
relevant solutions that transform 
customers’ ideas into reality and 
create quality space for commercial 
and residential properties,” says Mr 
Elson Tan.

Set up in 1995, Image Creative De-
sign started off in an office no big-
ger than the bathroom of a Housing 
Board (HDB) flat.

To d a y,  t h e  f i r m ’s  s h o w -
room-cum-office in Excalibur Cen-
tre in Ubi Crescent spans 6,000 sq 
ft, or nearly half the area of an Olym-
pic swimming pool.

Known for excellence
Image Creative Design has an im-
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the interior design needs of resi-
dents of public housing, private con-
dominiums and landed properties, 

as well as designing quality interiors 
for retail outlets and offices. 
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“Transforming ideas into reali-
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teractive process by which Image 
Creative Design engages visitors at 
its showroom and the show flat dis-
plays at exhibitions.

After gathering input from the vis-
itor, its designers will create mock-
ups using the latest 3D computer 
software.

The company had also earned a 
reputation for pioneering new ma-
terials and accessories in its designs. 
A high level of professionalism, 
quality workmanship and excellent 
after-sales service assure customer 
satisfaction too.

In fact, more than 45 per cent of 

new business is generated from re-
peat customers — remarkable for a 
highly competitive industry.

Image Creative Design’s excellent 
business practices have earned it 
ISO 9001 certification since 2008 
and OHSAS 18001 certification since 
2009.

The firm has won numerous ac-
creditations by interior design as-
sociations, government and audit-
ing bodies, including the Building 
& Construction Authority, HDB, 
NTUC and Renovation & Decoration 
Advisory Centre.

In addition, it is accredited by the 
Consumers Association of Singa-

pore and has consistently attained 
CaseTrust certification testifying 
to its quality and reliable customer 
service.

Wider global presence
Image Creative Design’s three-
pronged strategy to provide design-
and-build services for architects, 
build-only services to interior de-
sign firms and interior remodelling 
works has earned it further brand 
exposure for its products and servic-
es as well as double-digit business 
growth over the years.

The firm also has several overseas 
accomplishments, having com-
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promise is to ensure 
more innovative and 
relevant solutions that 
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for commercial and 
residential properties.
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company director
Image Creative Design
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spectively; the Glacis Apartments at 
Oceania in the Seychelles; the Bio- 
Aroma retail store in Port Louis in 
Mauritius; and the CapAsia offices 
in Bangkok as well as Kuala Lumpur.

Moving forward, the company 
plans to capitalise on its experi-
ence and reputation to propel itself 
more aggressively globally, espe-
cially in the vast markets of China 
and India.

It is also gearing up for an initial 
public offering in the near future.
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WITH traditional retailers facing 
steep competition and declining 
revenue shares against the rise of 
online shopping, Chinese medi-
cal shop and retailer of health food 
Hockhua Tonic is still going strong.

The Superbrands awardee for the 
eighth consecutive year has enjoyed 
consistent year-on-year growth, 
and raked in a record $130 million in 
sales revenue last year.

General manager Teo Eng Chiang 
attributes its continued success in 
the face of growing odds to strong 
branding.

“Customers will still frequent a 
shopping outlet with a renowned 
brand name as they believe it can 
maintain the quality of its prod-
ucts and provide good service,” he 
says.

While maintaining the high quali-
ty and reasonable pricing of its prod-
ucts has always been a focal point for 
the company, Mr Teo says they only 
became more aware of the impor-
tance of branding in recent years.

He recalls: “In the past, our ad-
vertising was mainly about product 
discounts.

“Now, we are building on our 
brand name, exposing people to our 
history, values and the differences 
between similar products. We want 
our customers to have a more vivid 
picture of our brand.”

To diversify its branding with its 
traditional Chinese roots, the com-
pany’s seven subsidiaries — which 
focus on specific product segments 
(bird’s nest, ginseng, herbs, seafood, 
traditional Chinese medicine, dried 
foodstuff, as well as hampers and 
wine) — follow the 12 animals of the 
Chinese zodiac.

For example, Tiger is the house 
brand for the company’s canned 
abalone, Golden Cow for its bottled 
bird’s nest and Beauty Monkey for 
its snow jelly.

“We reckon the zodiac animals 
can be easily remembered by our 
customers and capture their atten-
tion,” Mr Teo explains.

Building on its relatable image, the 
company also recognises the impor-

tance of its frontline staff as its main 
brand ambassadors.

“The company’s goal is to provide 
personalised one-to-one service to 
all our customers,” he says.

Hockhua Tonic ensures its front-
line staff are well trained by con-
ducting frequent internal training 
on product knowledge and even 
publishing its own books to educate 
staff on how to differentiate differ-
ent grades of similar products.

It also arranges customer-centric 
initiative courses to enhance its re-
tail staff’s service standard.

Beyond branding
From just a small shop in a quiet 
Hougang neighbourhood in the late 
1980s, Hockhua Tonic has become 
a household name over the past 26 
years. Today, it has 71 outlets in Sin-
gapore and Malaysia.

In addition to its outlets in neigh-
bourhood shops and malls, the com-
pany has also set up a comprehen-
sive e-store to attract the younger 
tech-savvy crowd.

Mr Teo says the 7 per cent in-
crease in membership in the com-
pany’s VIP shopper’s scheme over 
the past few years signals that more 
people are getting to know the 

brand and gaining confidence in its 
products.

Hockhua Tonic  intends to 
strengthen its brand name by mov-
ing overseas to the places where its 
goods originate — not just to bypass 
wholesalers and purchase in bulk, 
but also to join in the farming or cul-
tivation processes.

He explains that such a move 
strengthens the vertical integration 
of the company’s major products 
and helps it to manage its supply 
chain better.

As opposed to buying from whole-
salers, purchasing directly ensures 
that the company has more control 
over the quality of commodity prod-
ucts such as red dates, dried longans 
and beans. These are often affected 
by bad weather in their countries of 
origin.

Cultivating its own products can 
also help bring prices down. Cur-
rently, Hockhua Tonic has bird’s 
nest farms in Malaysia where hous-
es have been installed for swallows 
to build their nests.

As the company plans to make the 
next big leap forward to expand its 
overseas footprint, Mr Teo is confi-
dent its good branding will carry it 
far.
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Image Creative Design is uniqueas it is 
the only interior design firmever ranked 
as a Superbrand

Source: The Straits Times © Singapore Press Holdings Limited. Permission required for reproduction.


