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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.
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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.”
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“WHEN fighting a tiger, rely on 
your brothers; when fighting a 
war, rely on your father and sons.” 
— this Chinese saying about the 
importance of family and unity 
encapsulates the success of Image 
Creative Design. 

The interior design firm’s 
director Elson Tan, 55, recalls 
catching up with his brothers 

At the forefront  
of change
Image Creative 
Design’s director 
Elson Tan believes  
in changing things  
up for the business 
to move ahead  
with the times and 
stay relevant

MARY LIM 

Brothers (from left) Randy, Roger and Elson Tan decided to go into business together  
as they saw the potential in the interior design industry. PHOTO: CHONG JUN LIANG

Randy, 49, and Roger, 57, over 
a Chinese New Year reunion 
dinner at their parents’ home, 
when the idea of collaborating in 
a business venture came up. 

“They were already in the 
industry, and the more we dis-
cussed its potential, the more 
we knew we wanted to go into 
business together. You can call it 
a leap of faith,” he adds. 

With a loan of $10,000 from 
their parents, the siblings set up 
Image Creative Design in 1995.  

Their roles were clearly defined 
— with Elson overseeing the 
sales and accounts departments, 
Randy managing operations and 
partnerships, and Roger leading 
the commercial and design team.

Today, 22 years on, they have 
grown the business, expanding 
their three-men team to include 
more than 100 employees — from 
designers to sales consultants 
and project managers — at an 
8,000 sq ft showroom-cum-office 

in Ubi Crescent.
The company also has a nota-

ble portfolio of commercial and 
residential projects with clients 
such as Calvin Klein Jeans, Tod’s,  
SembCorp Group of Companies, 
Shell Eastern Petroleum, Spa 
Botanica, and the Fei Siong 
Group of eateries. 

Changing mindsets 
Winning the Established Brand 
award at this year’s Singapore 
Prestige Brand Award marks 
another milestone for Image  
Creative Design.

Being a first-time winner 
at SPBA is an honour; to be 
recognised for the company’s 
efforts in building the brand will 
encourage clients to have greater 
confidence in its work, says  
Mr Elson Tan. 

By embracing this year’s 
theme of digital transformation, 
the company has taken the step 
to rise to the challenge to do 
things differently. 

Technology figures signifi-
cantly in its work processes, with 
relevant software and gadgets to 
boost efficiency in myriad func-
tions such as rendering realistic 
views, presenting photographs of 
previous projects, and managing 
progress and budgets.

He says that going digital was 
an important learning curve, 
one in which he had to lead by 
example. 

“When we introduced these 
changes, there was resistance. 
But after going through training, 
our staff realised the software 
could help increase productivity 
and they became more receptive 
to it,” he adds. 

He believes that technology will 
continue to grow in importance 
in the interior design industry. In 
fact, firms in some countries have 
begun using software that allows 
customers and designers to work 
on the same page without having 
to meet physically. 

Images of furniture can even 
be dragged and placed into the 
drawing to help customers visual-
ise the results better, he says. 

Branding efforts
Image Creative Design has devel-
oped its presence in social media 
in recent years. It has a website 
with a blog featuring interviews 
with its staff and articles about the 
design process, and a Facebook 
page with 34,000 followers — and 
counting. 

Now, the company is also able 
to define its target audience more 
effectively and spend its market-
ing dollar more efficiently.   

As customers become more 
well-informed and thus, discern-
ing, they demand to play a more 
active role in the design process. 

“For example, they come to 
discussions with photos they 
have pulled off websites. As such, 
our designers must keep up with 
trends and skills,” says Mr Tan.     

“We need to evolve with the 
market to stay relevant to its 
needs. So we must be where our 
customers are, and be equipped 
with what they are familiar with,” 
he adds. 

Thus he believes that branding 
is crucial, going beyond merely 
differentiating the company 
from others.

“Our brand also reflects our 
values and commitment, and our 
promise to our clients,” he says. 

In fact, the first word of the 
company’s name “Image” is 
the acronym for “Innovative, 
Meticulous, Authentic, Gutsy and 
Excellence”, he adds.

Plans are in the pipeline to 
boost marketing strategies, 
particularly in the digital arena. 
Articles, videos and giveaways 
are being planned to create buzz 
on its social media platforms. 

An external consultant has 
been engaged for a brand audit 
too.

Strengthening itself as a relia-
ble brand will contribute greatly 
to Image Creative Design’s vision 
of going global, he says. 

There are plans to establish 
partnerships in Malaysia, Thai-
land and China to cater to clients 
who are based, or have invested 
in properties, there. 

Such overseas initiatives will 
expose its staff to new ideas and 
help them gain knowledge, thus 
giving a boost to their profes-
sional development. 

In the long run, all these devel-
opments will help the company 
to stand out from the competi-
tion, he says.
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Randy, 49, and Roger, 57, over 
a Chinese New Year reunion 
dinner at their parents’ home, 
when the idea of collaborating in 
a business venture came up. 

“They were already in the 
industry, and the more we dis-
cussed its potential, the more 
we knew we wanted to go into 
business together. You can call it 
a leap of faith,” he adds. 

With a loan of $10,000 from 
their parents, the siblings set up 
Image Creative Design in 1995.  

Their roles were clearly defined 
— with Elson overseeing the 
sales and accounts departments, 
Randy managing operations and 
partnerships, and Roger leading 
the commercial and design team.

Today, 22 years on, they have 
grown the business, expanding 
their three-men team to include 
more than 100 employees — from 
designers to sales consultants 
and project managers — at an 
8,000 sq ft showroom-cum-office 

in Ubi Crescent.
The company also has a nota-

ble portfolio of commercial and 
residential projects with clients 
such as Calvin Klein Jeans, Tod’s,  
SembCorp Group of Companies, 
Shell Eastern Petroleum, Spa 
Botanica, and the Fei Siong 
Group of eateries. 

Changing mindsets 
Winning the Established Brand 
award at this year’s Singapore 
Prestige Brand Award marks 
another milestone for Image  
Creative Design.

Being a first-time winner 
at SPBA is an honour; to be 
recognised for the company’s 
efforts in building the brand will 
encourage clients to have greater 
confidence in its work, says  
Mr Elson Tan. 

By embracing this year’s 
theme of digital transformation, 
the company has taken the step 
to rise to the challenge to do 
things differently. 

Technology figures signifi-
cantly in its work processes, with 
relevant software and gadgets to 
boost efficiency in myriad func-
tions such as rendering realistic 
views, presenting photographs of 
previous projects, and managing 
progress and budgets.

He says that going digital was 
an important learning curve, 
one in which he had to lead by 
example. 

“When we introduced these 
changes, there was resistance. 
But after going through training, 
our staff realised the software 
could help increase productivity 
and they became more receptive 
to it,” he adds. 

He believes that technology will 
continue to grow in importance 
in the interior design industry. In 
fact, firms in some countries have 
begun using software that allows 
customers and designers to work 
on the same page without having 
to meet physically. 

Images of furniture can even 
be dragged and placed into the 
drawing to help customers visual-
ise the results better, he says. 

Branding efforts
Image Creative Design has devel-
oped its presence in social media 
in recent years. It has a website 
with a blog featuring interviews 
with its staff and articles about the 
design process, and a Facebook 
page with 34,000 followers — and 
counting. 

Now, the company is also able 
to define its target audience more 
effectively and spend its market-
ing dollar more efficiently.   

As customers become more 
well-informed and thus, discern-
ing, they demand to play a more 
active role in the design process. 

“For example, they come to 
discussions with photos they 
have pulled off websites. As such, 
our designers must keep up with 
trends and skills,” says Mr Tan.     

“We need to evolve with the 
market to stay relevant to its 
needs. So we must be where our 
customers are, and be equipped 
with what they are familiar with,” 
he adds. 

Thus he believes that branding 
is crucial, going beyond merely 
differentiating the company 
from others.

“Our brand also reflects our 
values and commitment, and our 
promise to our clients,” he says. 

In fact, the first word of the 
company’s name “Image” is 
the acronym for “Innovative, 
Meticulous, Authentic, Gutsy and 
Excellence”, he adds.

Plans are in the pipeline to 
boost marketing strategies, 
particularly in the digital arena. 
Articles, videos and giveaways 
are being planned to create buzz 
on its social media platforms. 

An external consultant has 
been engaged for a brand audit 
too.

Strengthening itself as a relia-
ble brand will contribute greatly 
to Image Creative Design’s vision 
of going global, he says. 

There are plans to establish 
partnerships in Malaysia, Thai-
land and China to cater to clients 
who are based, or have invested 
in properties, there. 

Such overseas initiatives will 
expose its staff to new ideas and 
help them gain knowledge, thus 
giving a boost to their profes-
sional development. 

In the long run, all these devel-
opments will help the company 
to stand out from the competi-
tion, he says.
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cantly in its work processes, with 
relevant software and gadgets to 
boost efficiency in myriad func-
tions such as rendering realistic 
views, presenting photographs of 
previous projects, and managing 
progress and budgets.

He says that going digital was 
an important learning curve, 
one in which he had to lead by 
example. 

“When we introduced these 
changes, there was resistance. 
But after going through training, 
our staff realised the software 
could help increase productivity 
and they became more receptive 
to it,” he adds. 

He believes that technology will 
continue to grow in importance 
in the interior design industry. In 
fact, firms in some countries have 
begun using software that allows 
customers and designers to work 
on the same page without having 
to meet physically. 

Images of furniture can even 
be dragged and placed into the 
drawing to help customers visual-
ise the results better, he says. 

Branding efforts
Image Creative Design has devel-
oped its presence in social media 
in recent years. It has a website 
with a blog featuring interviews 
with its staff and articles about the 
design process, and a Facebook 
page with 34,000 followers — and 
counting. 

Now, the company is also able 
to define its target audience more 
effectively and spend its market-
ing dollar more efficiently.   

As customers become more 
well-informed and thus, discern-
ing, they demand to play a more 
active role in the design process. 

“For example, they come to 
discussions with photos they 
have pulled off websites. As such, 
our designers must keep up with 
trends and skills,” says Mr Tan.     

“We need to evolve with the 
market to stay relevant to its 
needs. So we must be where our 
customers are, and be equipped 
with what they are familiar with,” 
he adds. 

Thus he believes that branding 
is crucial, going beyond merely 
differentiating the company 
from others.

“Our brand also reflects our 
values and commitment, and our 
promise to our clients,” he says. 

In fact, the first word of the 
company’s name “Image” is 
the acronym for “Innovative, 
Meticulous, Authentic, Gutsy and 
Excellence”, he adds.

Plans are in the pipeline to 
boost marketing strategies, 
particularly in the digital arena. 
Articles, videos and giveaways 
are being planned to create buzz 
on its social media platforms. 

An external consultant has 
been engaged for a brand audit 
too.

Strengthening itself as a relia-
ble brand will contribute greatly 
to Image Creative Design’s vision 
of going global, he says. 

There are plans to establish 
partnerships in Malaysia, Thai-
land and China to cater to clients 
who are based, or have invested 
in properties, there. 

Such overseas initiatives will 
expose its staff to new ideas and 
help them gain knowledge, thus 
giving a boost to their profes-
sional development. 

In the long run, all these devel-
opments will help the company 
to stand out from the competi-
tion, he says.
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Randy, 49, and Roger, 57, over 
a Chinese New Year reunion 
dinner at their parents’ home, 
when the idea of collaborating in 
a business venture came up. 

“They were already in the 
industry, and the more we dis-
cussed its potential, the more 
we knew we wanted to go into 
business together. You can call it 
a leap of faith,” he adds. 

With a loan of $10,000 from 
their parents, the siblings set up 
Image Creative Design in 1995.  

Their roles were clearly defined 
— with Elson overseeing the 
sales and accounts departments, 
Randy managing operations and 
partnerships, and Roger leading 
the commercial and design team.

Today, 22 years on, they have 
grown the business, expanding 
their three-men team to include 
more than 100 employees — from 
designers to sales consultants 
and project managers — at an 
8,000 sq ft showroom-cum-office 

in Ubi Crescent.
The company also has a nota-

ble portfolio of commercial and 
residential projects with clients 
such as Calvin Klein Jeans, Tod’s,  
SembCorp Group of Companies, 
Shell Eastern Petroleum, Spa 
Botanica, and the Fei Siong 
Group of eateries. 
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