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Letter to Readers

In a way, we are like many nigerians. 

and Venezuelans. and Canadians. and 

norwegians.  

we are Malaysians, and yet we are just 

like you—furniture buyers and sellers of the 

world—because we are so very fond of this 

industry. 

we want to see you grow and prosper, and 

to that end, we need to do more. 

Furnish Now magazine is our new effort 

to do just that. what began as an overnight 

publishing effort at MIFF 2011 to provide the 

latest Malaysian furniture and show news has—

with the support of our nation’s exhibitors—

turned into a full-fledged magazine. 

Furnish Now aims to support international 

buyers with helpful news, analysis and feature 

articles about the furniture industry. we hope you find it not only a helpful guide to 

Malaysian furniture, but also a tool to help better understand the furniture market 

globally. 

In fact, our mission is twofold: 1) To share with our global readers more information 

about Malaysian furniture and MIFF, and 2) to encourage our exhibitors to keep 

improving to set Malaysia and MIFF apart as an epicenter of furniture fabulousness. 

with the launch of Furnish Now, we hope furniture buyers and sellers take time to 

reflect on how important each is to the other, and that everyone redoubles efforts to 

improve the international furniture marketplace. 

Our first cover story—on how to present furniture in a better light—aims to 

assist anyone globally working on selling more furniture through better presentation. 

Surprisingly enough, the story begins with a shooting. at Furnish Now, we’ll help keep 

you on your selling toes! 

Delve further into the issue to learn about the history behind Malaysian furniture 

making, about Malaysian furniture entrepreneurs and also about what’s in store at MIFF 

2012. This October issue of Furnish Now is an e-magazine, and you can look forward to 

the December issue in hardcopy format. 

Keep an eye on this content. we look forward to helping you keep informed—

especially as to whether it’s worthwhile to keep coming back to MIFF. we know we’re 

worth the trip, and we look forward to continuing to show you why. 

Best wishes,

Dato’ tan Chin huat,
ChaIRMan, Malaysian International Furniture Fair (MIFF)
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new Beginnings
Land was cheap, but since Sungai Buloh 
was never sanctioned as an industrialized 
area, furniture companies had to prepare 
for a rough few years until the area was 
more conducive to their needs. 

Teo Cheng Tai, assistant general 
manager of Southern Furniture Sdn Bhd, 
remembers 1996 like it was nowhere near 
yesterday. 

“We had to basically pay to get roads 
and drainage put in,” Mr. Teo said. 

Needing the extra space for growing 
business, many of these companies were 
determined to weather the setbacks. Most 
of these businesses were small in scale with 
four to five workers looking for a place they 
could dream to expand—from a setup in a 
remote town to an international presence. 

“When we first started out we were a 
backyard business,” said David Kiew, export 
director of Safari Office System Sdn Bhd. 
“We were just a few workers and were 
hand crafting our office chairs. But when 

we wanted to move to Sungai Buloh, it was 
with plans to expand to the export market. 
We wanted the satisfaction of seeing our 
products going overseas and so we geared 
ourselves for exposure to the overseas 
market.”

Labeled as a ‘sunset industry,’ furniture 
making got very little help from banks in 
the early days. Bank loans were harder to 
acquire as these companies were never 
really considered good risks by banks, 
since most only survived for the short-
term. Using their own resources to slowly 
expand was not only time consuming, but 
also a testament to their determination 
and commitment to staying in the market.

Fortunately, during the early 80s, 
the Malaysian economy was beginning 
to expand and demand for furniture 
was on the rise locally. Life was simpler 
then and people accepted whatever was 
offered in the market by manufacturers. 
Manufacturing was on a small scale of 
mostly hand crafted products. 

By Shantini Harriet
Furnish Now writer

How Sungai Buloh evolved  
into a Furniture Capital

From Leprosy to Living Rooms

ALThOUgh The TOWN of Sungai Buloh 
means ‘Bamboo River’ in the Malay 

language, it wasn’t bamboo that made the 
place famous back in the day. 

In a way, Sungai Buloh did for lepers 
what Australia once did for British convicts: 
resettle them. 

From the time it was built in 1930, 
Sungai Buloh—a town in the state of 
Selangor, and almost a stone’s throw away 
from the nation’s capital of Kuala Lumpur—
was one of the largest leprosy settlements 
in the then-British empire, and the second 
largest worldwide.

The settlement was based on so-called 
‘enlightened policy,’ which segregated 
leprosy patients in a self-supporting 
communal setting. 

With time, the town became better 
known for flowers and plants at commercial 
nurseries rather than leprosy. In the 1980s, 
the area also began seeing another 
migration; many furniture manufacturers 
began moving in to set up shop.

MemoryLane
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Images in and around the former leprosy region. Photos [left to right] by Leong Wing Keat. Above photo by Liew Shaw Fong.

Continued on page 06
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MemoryLane

At the advent of the 1990s, everything 
changed for these companies. People were 
becoming more selective about options 
and comparing prices. Manufacturers, 
meanwhile, saw bigger markets oceans 
away. 

Making the Leap 
The Malaysian export furniture industry 
took some manufacturers by surprise. They 
did not realize the enormity of its potential 
nor the complexities that came with it until 
they made their first export sale. 

As small businesses, they dealt in 
simple cash or credit transactions for their 
products. A brave new world opened up 
when they decided to venture into the 
export business. 

Manufacturers began taking 
opportunities presented by the Malaysia 
external Trade Development Corporation 
(MATRADe) to venture abroad on trade 
missions to introduce Malaysian furniture 
to foreign buyers, and some started out by 
participating in exhibitions.  

“We started out by manufacturing solely 
TV cabinets 18 years ago,” said Desmond 
Lee, export manager for Kinheng Furniture 
Sdn Bhd. “In 1995 when the first Malaysian 
International Furniture Fair (MIFF) was held, 
one of the manufacturers here asked us to 
co-participate by sharing a booth with 
them as they were only manufacturing 
bedroom furniture and wanted to split the 
cost with us. Marketing was done by them 
and we thought, ‘why not?’ We got our 
first overseas order at that exhibition from 

a Middle east buyer. We were very excited 
but also very ignorant about how complex 
the processes were to do business with 
overseas customers. We didn’t even know 
what a letter of credit was. So that was our 
first taste of international business at MIFF. 
The next year we took a booth of our own 
and have been coming back ever since.” 

Mr. Teo also reminisced about Southern 
Furniture’s first involvement with the 
export business.

“We started our export business in 1986 
on a small scale to Singapore and later to 
Kuwait,” Mr. Teo said. “Because we were 
so new to it, our export price was also very 
good to our customers. If for example we 
were selling locally for one ringgit, we sold 
overseas for one dollar without knowing 
the difference because we didn’t know 
better.” 

Southern Furniture became savvier 
one fine day in 1991. 

“We met some big Saudi Arabian buyers 
and that was the first time I met an overseas 
buyer who gave me a million ringgit order 
on the spot and he only took 15 minutes 
to confirm,” Mr. Teo said. “And even better 
he showed us how to do all the paperwork 
and the processes needed because we 
didn’t know how to do anything. But we 
started to really grow after 1995 when we 
first participated in MIFF. When we went 
to the Beijing show the same year, we sold 
[handsomely]. Now we knew better.”

Southern Furniture’s metal and wood 
furniture factories went on to become 
ambitiously export-oriented. 

The Road to Success
Today there are about 300 companies, 
small and large, thriving in the once 
perceived backwards town of Sungai Buloh. 
There is no magic formula as to how some 
of the companies in the Sungai Buloh area 
grew from humble beginnings to the multi-
million ringgit businesses they are today. 
All persevered in sustaining themselves 
through a multitude of challenges while 
looking for an opportunity to move forward 
to the next level. 

Most diversified their product ranges. 
Kinheng Furniture diversified from solely TV 
cabinets to living and bedroom furniture, 
Southern Furniture went on to add 6 
factories manufacturing different products 
and five retail shops, and Safari diversified 
from manufacturing solely office chairs 
to providing complete integrated office 
workspace solutions and furnishings.

All saw the need to invest in R&D to 
better their companies’ competiveness 
in the export market. Safari, for example, 
implemented the usage of injection foam 
for all its seating products and introduced 
product testing for better quality control. 
A common trait among these companies 
is the importance of loyalty to customers. 
A loyalty misstep would be considered 
almost blasphemous by many.  

Through determination and 
adaptation, these once-labeled ‘sunset 
industry’ companies are proving that the 
sun still shines bright on their horizon, 
not least because of the proud heritage of 
Sungai Buloh. 

Photos of Sungai Buloh’s furniture region and executives
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What needs to happen to propel Malaysia to the next level? Will we 

ever reach a time where Malaysian furniture will be mentioned in the 

same breath as, say, Italian furniture? 

Our no-holds-barred interview with Daniel Goh, founder of 

wooden furniture specialist Inspiwood Furniture Sdn Bhd, 

produces interesting insights: the Malaysian furniture industry 

is experiencing the growing pains of a transitional period, and 

will emerge stronger and better if willing to adapt, change and - 

surprise, surprise - believe in the nation’s own capabilities.

Fn: Do you think it is important to get young 
people involved in the industry? What do 
they bring to the furniture industry?

Goh: I use old and new methods as long as 
they are good methods. Old methods have 
been used by people for a long time. If it’s 
not good, people won’t use it for a long 
time! 

But young blood can bring in new 
ideas. They are also more open to change. 
When I talk about change, I’m not just 
limiting the definition to inventing new 
designs, but the willingness to invest in 
R&D and incorporate new elements into 
their products. 

For example, wooden furniture, 
which we specialize in, is said to be old-
fashioned. But when you approach it 
with an experimental spirit, it can stand 

Fn: You joined the industry at the young 
age of 15, working part-time in a furniture 
shop after school, and went on to build 
your own company, which has grown from 
a seven-worker enterprise to a million-
dollar corporation exporting to over 20 
countries. As someone who has observed 
the evolution of the furniture industry for 
more than 20 years, what do you think is the 
main factor stunting even greater growth?

Goh: From my observation, there are two 
camps of furniture makers: the first group 
who is willing to adapt to market demands 
and changes. Then there is the other camp, 
which refuses to change. I know some who 
sell and produce only one product their 
entire life! While it may have worked in 
the past, this approach won’t cut it in the 
dynamic marketplace of today. 

out from the pack. For example, we’ve 
recently developed a niche which we 
call “crossover”, which incorporates both 
classic and modern elements.

The government plays an important 
role in encouraging young people to join 
the industry. Besides the government, 
the furniture association and MIFF 
competitions like Ideation are good places 
to nurture and encourage young design 
talents to get involved in the furniture 
industry. 

Succession is a problem because 
it’s still mainly the old guard who are 
spearheading the furniture industry—
some people even call it a sunset industry. I 
don’t think it’s true. In my company, 80% of 
my management, R&D and marketing staff 
are below 35. But the Malaysian furniture 
industry is definitely going through a 

CozyChat

maverick malaysian
In quasi-Italian spirit, furniture entrepreneur 
makes the old-fashioned innovative

By Alexandra Wong
Furnish Now writer

Continued on page 09



transitional period. And not everyone will 
survive the transition. Some players will be 
outmuscled. Some will grow stronger.

Fn: What can we do to bring Malaysian 
furniture on par with say, Italian furniture 
one day? 

Goh: Throughout our years in the industry, 
we have built a reputation for being the 
hub for quality products at a reasonable 
price. Which is great, but to move to the 
next phase, we need to change our unique 
selling proposition. Instead of banking on 
cheap and good all the time, we should 
be exploring how to package our products 
to change the popular perception of 
Malaysian furniture. Other than design, we 
can differentiate ourselves in quality, service 
and branding. It is extremely frustrating 
when some factories drop price—even 
below my cost. There is no need to go so 
low. Our quality is good enough to sell 
20-30% more in terms of price. Malaysian 
products can hold their own. 

Fn: Do you have any examples to 
substantiate your argument?

Goh: I’ll answer this question with an 
anecdote about a client I met from Italy, 
interestingly enough. Some eight years 
ago, this gentleman came to my booth at 
MIFF. After checking out my products, he 
was interested enough to visit my small 
factory and place an order. After receiving 
the first shipment, he commented that 
our products were above average, though 
there was room for improvement. Then, he 
subjected me to a litmus test: he sent me 
a shipment of products he bought from 
Poland and challenged me to modify and 

improve them, based on our existing skill 
sets and technology. Without copying 
the products wholesale, we improved 
and made better designs. he paid me the 
ultimate compliment when he said, in Italy, 
Inspiwood products would be perceived as 
Italian products. What does this story tell 
us? Perception is everything. If Malaysia 
wants to be known as the premiere 
furniture nation, it needs to start believing 
in its own products.

Fn: In your opinion, how does Malaysia 
stand alongside rising dragons like China 
and Vietnam, which seem to be rolling out 
new products at a breakneck pace? 

Goh:  Of course, to create buzz in the market 
and keep your customers excited, you must 
make the effort to bring new products 
to your customers, but I believe these 
countries are going too fast. For China, 
customers expect them to change designs 
every 3 months. Customers are happy to 
have new products but the question is: is 
the pace sustainable? Quality might be 
compromised. Change is not happy news 
for production as changing a design will 
generate a chain reaction throughout the 
production process. 

Fn: What else can we do to improve our 
standing among furniture giants? To get to 
Top Five furniture nations, for instance?nce?

Goh: Volume-wise, we cannot compete 
with some of the countries in the Top Five.  
What we should focus on is our branding. 
We should be ranked at least a number 7 
or 8, but we are perceived to be of a lower 
class. how can we improve our image? My 
company focuses on industrial branding. 
By getting endorsements from buyers who 
have the technical knowledge and market 
influence, we are improving our company 
image. Our priority should be to identify 
and define the correct branding strategy 
for Malaysia.

Fn: going forward, what advice do you 
have for young entrepreneurs who are 
willing to brave the challenging waters of 
the furniture industry? 

Goh: Adopt an experimental attitude. Try 
to add more creative elements into your 
furniture. It can be in terms of design, 
function, the sky is the limit. Combine old 
and new. Malaysian furniture producers 
need to venture out of our comfort zone. 
Don’t just stick to the tried and tested. We 
have to fail before we succeed!

Piano range, Inspiwood Furniture

Quality furnishing and traditional woodworking are Inspiwood hallmarks

CozyChat
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You could shoot it with a gun, like a movie, and/or do 
something creative and meaningful with it

If  

this 

were 

your 

space,  

what 

would 

you do 

with it

N SePTeMBeR, a Texas Armoring Corp. employee shot at the 

company CeO with an AK-47.

What ensued was not a murder case, but a YouTube video of 

the incident that went viral, garnering nearly 3 million hits. 

Sick, you think? 

In fact, company CeO Trent Kimball was in on it. he 

willingly stepped behind Texas Armoring bulletproof glass 

while his employee did what every blue- and white-collar 

worker must feel like doing sometime: shoot the boss.  

Instead of hurting anyone, the shooting reinforced the 
effectiveness of the company’s bulletproof glass product. Mr. 
Kimball willingly stood behind his product like no other, and lived 
to not just let his staff tell the tale, but show it. 

“It was a pretty wild test,” said Jason Forston, executive vice 
president of Texas Armoring. “I’m the guy [in the video] that walks 
out after all the shooting is done and says, ‘holy crap.’” 

Mr. Forston said although the stunt was planned, filmed 
and distributed in only about 24 hours time, considerable 
thought went into the company’s values beforehand.  

I

Present Your Furniture with Flair

The MIFF 2011 exhibit hall

12

CoverStory

By Matt Young and Shantini Harriet  
Furnish Now writers

Continued on page 13



check  it out!!

“Day to day you forget what you do 
really well,” he said. “What we do well is 
provide superior protection.”

Focusing on that earned the company 
not only the YouTube hits in a single month, 
but also 10-15 times their normal amount 
of monthly website traffic, quadrupled 
enquiries, and provided an incredible 
testimonial. 

“When presenting a product, you have 
to focus on what you do well and find a way 
to show that,” Mr. Forston said. 

It’s a message that even a completely 
different industry — like furniture — can 
take to heart.

Adding fla vour to furniture 
presentation

After all, your average furniture 
advertisement depicts furniture. Your 
average furniture showroom showcases…
furniture. But presentation is so much more 
than that. It’s more than a couch sitting in a 
corner of a room. The best of presentations 
make an emotional connection with an 
audience to drive home a selling message. 

“If I were marketing furniture, I would 
find out what are my strengths; why do 
people want my product over someone 
else’s product,” Mr. Forston said. “I’m sure 
that with all sorts of furniture out there, 
there’s a story about the wood, or the 
people that built it, or the design.”

Then Mr. Forston had another thought: 
“You could shoot at some furniture with 
an AK-47. The whole crowd that saw [our 
YouTube video] might think it’s funny.”

True enough — some YouTube spoofs 
have gone viral. Just look up “Star Wars 
Kid” on the site to see how many million-hit 
videos you’ll find on the same silly subject: 
a high-school kid with Jedi-like skills. 

But according to Mat D. Wright, creator 
and engineer behind online marketing 
practice SocialPRSeO.com, Texas 
Armoring’s YouTube success came from 
being relevant and carrying impact. 

“The product is king,” said Mr. Wright, 
a former furniture journalist who has cut 
working for newspapers like 
The Daily Telegraph and 
The Independent.

Mr. Wright is fond 
of good furniture 
presentations — in 
potentially quirky ways 
— so long as such 
marketing creates an 
emotional attachment 
to the product. 

In furniture journalism, he said: “We 
found it very difficult to write about people 
and their products. I came away from 
journalism because I realized that a lot of 
companies failed in providing a meaning 
or emotional reference.”

Mr. Wright, now a consultant at 
the intersection of PR, search-engine 
optimization (SeO) and social media, has 
been busy filling those story gaps on 
behalf of some furniture clients. 

In 2010, he left an interesting answer 
in a chat forum for an agent of a foreign 
furniture company in the U.K. looking for 
an efficient way to advertise there.

“If you can get samples, then get a sofa 
and do a PR stunt,” Mr. Wright advised. 
“My impression of [your] furniture is that 
it's furniture for art lovers. So, get a sofa 
into the typical trendy 30-something 
Londoner’s mind in the very trendy 
Shoreditch. Cover a sofa in colourful paint, 
let it dry thoroughly and leave it in a public 

CEO!

still alive!!

space for people to admire and sit on. Do 
this with permission and take many photos 
of people having fun.”

It was an interesting angle, and Mr. 
Wright’s advice has helped clients achieve 
their objectives, often in terms of google 
listings — critical in today’s search-savvy 
world. 

“Customers and PR all come to google 
at the end of the day,” he said. 

Using space efficaciously

Many in the industry also turn to the 
Malaysian International Furniture Fair 
(MIFF). 

Jerry Lee, who helped secure Taz 
Corporation Sdn Bhd a MIFF 2011 Best 
Presentation Award for the company’s 
attractive exhibition booth presenting 
office furniture, said creativity is key. 

“Our design of the award winning 
booth starts with identifying a solution 
to a challenge in the current market 
situation — i.e office rental is getting more 
expensive whilst space is limited,” Mr. Lee 
said. “Thus our booth is designed based on 
the concept of flexibility and yet is highly 
functional.”

Big booth space — finances permitting 
— and stellar staff also help in exhibitions, 
he said. 

“The question is, how can we create 
‘memorability’ without increasing costs,” 
Mr. Lee said. “Simple, instead of spending 
more money on additional space, spend 
time being more creative. Creatively goes 
a long way. The first step is to set a clear 
measurable objective for your booth. We 
have had several brainstorming meetings 
to solicit ideas that we believe would help 
make our booth stand out. We came out 
with lots of crazy ideas be it relevant or 
irrelevant. We zoomed down to the most 
attractive ideas and then decide on how 
to implement them in a cost effective 
manner.”

Mr. Lee referred to one less-than stellar 
aspect of his organization. 

“Well, we are unfortunate that we have 
a wealth of talent within our organization 
that remains untapped,” Mr. Lee said. 
“Never overlook it. We got everyone 
involved early [in booth creation] and 
throughout the process and put our best 
foot forward.”

Mat D. Wright

13October 2011
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Theme and concept works hand-
in-hand. Using platforms, different 
backgrounds, accessories and even 
text explaining the ergonomics and 
specifications of a product can help put 
products in the limelight, Dato’ Tan said. 
When a product is perceived as being 
given privilege, it will get more than just a 
cursory glance from buyers, he said.

“Presentation is important because 
you want to attract buyers to your booth,” 
Dato’ Tan said. “even if the buyer does 
not immediately see what is so special 
about the product, he or she may at least 
ask about it, and by explaining the merits 
of your product, you get a chance to 
communicate with the buyer. Some of the 
local furniture showrooms are very well 
presented. They are using concept selling 
and this in turn helps furniture sales. If you 
bring this concept into the exhibition hall, 
it will work.”  

What’s more, buyers may feel 
enlightened by an exhibition booth that 
has crafted ideas — such as aspirational 
living — with furniture. If an exhibitor can 
help sell an idea on how to present their 

furniture well, a buyer could duplicate that 
in their own outlet, Dato’ Tan said. Win-win 
relationships get so much easier with good 
presentations. 

What doesn’t work? Coming across as 
unprofessional.

“You want to conjure up an image 
in [buyers’] minds that you are the right 
company for them to get in business 
with,” Dato’ Tan said. “If your booth looks 
unprofessional, how can they think you 
are?”  

Don’t sweat spending a little more on 
presentation; concomitant results are just 
around the corner. 

“If the booth is badly presented due to 
budget constraints, you may not attract 
your target buyers or get the orders you 
could have obtained at the exhibition,” 
Dato’ Tan said. “The losses you suffer 
might be more than what you have put 
into renovating and designing your booth 
during the exhibition. Those companies 
who know presentation and put more 
money and effort into their booths during 
MIFF are getting better response and 
results.”

 Lessons learned from the 
show floor

Dato’ Dr. Tan Chin huat, MIFF’s managing 
director, has 17 years experience heading 
up one of the world’s critical furniture 
shows, and agrees that showmanship 
— from the exhibition floor to other 
presentation arenas — is crucial in the 
industry. 

“If you have a good product but don’t 
know how to present it, it will not show the 
uniqueness,” Dato’ Tan said. “The product 
should go hand-in-hand with good 
presentation; you cannot save money on 
presentation.” 

In the case of MIFF — where global 
buyers interact with export manufacturers 
— the booth not only showcases products 
but also becomes a testament of product 
branding and corporate image.  

A carefully designed booth may make 
all the difference in making first contact 
with a potentially untapped market or a 
reliable long-term customer. 

So, what would be considered a well-
presented or visually appealing booth? 
here are some criterion, according to 
Dato’ Tan:

1.  Make sure the booth is big enough for 
your needs 

2.  have a theme or concept
3.  Understand the nature of the exhibition
4.  have a planned budget

At an exhibition, the booth is an 
allotted area which means one has limited 
space to work with. Squeezing all one’s 
products into a constrained area does not 
provide the product enough breathing 
space from other exhibitors, Dato’ Tan said. 
Sometimes less is better. If the product line 
is extensive, opt for a bigger booth that 
can accommodate them without looking 
crammed and uninviting to buyers, he said.

CoverStory

One final  thought: Check out Natuzzi.com.au.
As of press time, Natuzzi group — Italy’s 
largest furniture company — featured a 
video on the company’s Australian website 
of a living room masquerade. A soiree of 
beautiful people meander about while 
an elegant twentysomething casually 
walks over to a couch embedded with an 
iPod and speakers, and kicks the party 
up a notch. The video is a masterpiece 
of creative advertising supporting the 
Surround modular sofa, and an advertising 
spread of the same shindig was used in at 
least one of the nation’s glossy furniture 
magazines. 

The message, which appeared in the 
advertisement, is loud and clear: “giving 
life to inimitable living room furniture, 
made in Italy.” 

Natuzzi may be a competitor to some, 
but there’s a lot to be learned in that 
message for anyone: Present your product 
well. give life to it. 

An active booth at MIFF 2011
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MIFFUpdate

The Malaysian 

International Furniture 

Fair (MIFF) 2012 is set to be 

bigger and better following the 

success of MIFF 2011. With more than 

500 local and overseas exhibitors 

showcasing product selections of 

varying styles, range and uses, 

MIFF 2012 is expected to draw in 

more than 6,000 buyers 

worldwide.

ACCORDINg TO Dato’ Dr. Tan Chin huat, 
founder of MIFF, the overwhelming 

demand for 2012 booth reservations had 
been very encouraging even before the 
2011 show ended. 

“Their enthusiasm for the next year’s 
show is a good sign,” said Dato’ Tan, who 
is also the managing director of MIFF Sdn 
Bhd. “We are in close touch with them.”

Being amazed by the response, he 
believes that Malaysian manufacturers 
will improve on their product offerings 
and selections in order to meet buyers’ 
feedback and demand.

“Buyers at this year’s show told me that 
they see some new designs but it is not 
enough,” he added. “The process has been 
slow, but surely, Malaysian manufacturers 
are coming around to accept that next to 
quality, they need to invest in design.”

Since MIFF is a major platform to 
market their products and services, local 
manufacturers are working aggressively to 
improve various aspects of their business 
operations in order to make the industry a 
more competitive one in 2012 and beyond.

Numerous raw material alternatives like 
American hardwood, composites, as well 
as eco-friendly material, are being sought 

to complement the array of local wood-
inspired products.  

Since its inception in 1995, MIFF has 
established a substantial group of buyers 
from a total of 140 countries and has 
accounted for nearly a third of Malaysian 
furniture exports annually. The UFI-
certified fair also is the leading industry 
expo in the region. Over the years, MIFF 
has won numerous awards including the 
MACeOS Industry excellence Award 2011, 
the Asia Pacific International entrepreneur 
excellence Award 2010 – Best Brand, and 
The Brand Laureate SMes Chapter Award 
2007 – Corporate Branding. 

The challenging economic situations 
in the United States and europe are not 
expected to affect the incoming visitor 
traffic or sales at MIFF 2012. At the 2011 
show, business already was better over 
the previous year. Office and dining 
furniture sectors recorded sales ofUS$778 
million in 2011, up from US$775 million the 
previous year.

Organised by MIFF Sdn. Bhd., the 
annual event, which is now in its 18th year, is 
expected to offer more interesting designs 
and innovations to buyers and trade 
visitors. With the theme ‘MIFF…Making 

Trade Matter’, the five-day exhibition also is 
set to keep visitors’ and buyers’ adrenalin 
levels high with exciting programmes, 
activities and seminars.

Meanwhile, to encourage better 
standards and quality design, the Ideation 
Award 2012 is something not to be missed. 
Themed ‘My Favourite Chair’, the award 
event enables young Malaysian talents 
to create and develop their ideas into 
something concrete...or perhaps wooden, 
in this case. Prototypes of products will be 
featured in a special gallery.

In addition to that, awards, such as 
the MIFF 2012 Best Presentation Award 
and Furniture excellence Award, will be 
presented to exhibitors with the most 
captivating booths and the most innovative 
furniture designs, respectively.

MIFF 2012, with 75,000 square metres of 
space, will be held at at Putra World Trade 
Centre (PWTC) and Matrade exhibition 
& Convention Centre (MeCC) in Kuala 
Lumpur, Malaysia from March 6 to 10, 2012.

Buyer and exhibitor registration for 
the 2012 MIFF show is now open. For more 
information, please log on to www.miff.
com.my, contact +603-9282 2888 or email 
your questions to info@miff.com.my.

Upwards  
and 

Onwards:  
MIFF 2012

By Li Shian Yeo
Furnish Now writer
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OASIS FURNITURE INDUSTRIES SDN. BHD.
No. 2&3, Jalan Perindustrian Gemilang, Taman Perindustrian Gemilang, Batu 4 Jalan Mersing, 86000 Kluang, Johor  Malaysia.
Tel : +607-7733292    Fax : +607-7739181    Email : miff@burosc.com    URL: www.burosc.com

Green and Healthy Seating

Sorrento is an ergonomically contoured chair with a keen 
balance between aesthetics and functionality.
Sorrento design integrates ergonomic support and comfort 
with an emphasis on healthy seating and environmental 
friendly qualities.

Find out how it benefits you,  scan this QR code

Facebook.com/Burosc

“ Ergonomically Designed 
   For Health !”



TrophyRoom

Fight for Your Ideas!
Designers,  

By Li Shian Yeo

Furnish Now writer
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TrophyRoom

MALAYSIA hAS eVeRY element to 

excel as a furniture leader among 

nations, thanks to helpful contributing 

factors such as an abundance of raw 

materials and local expertise. 

however, the industry needs to come 

together and adopt a more efficient 

approach in self-management, and 

improve furniture design quality. 

“The Malaysian furniture industry 

has a lot to congratulate itself for as we 

have actually done very well in the past 

10 to 15 years,” Ian Davies, chief judge 

of the Furniture excellence Award of 

the Malaysian International 

Furniture Fair (MIFF) 2011, told 

Furnish Now. “Unfortunately, 

it has become almost too 

simple.”

The major aspects of the 

industry’s system including 

designs, the way products are 

displayed and marketed, and 

how relationships are built, 

have been the same “as last 

year and years before,” Mr. 

Davies said, urging more quick 

and solid action to be taken in order to 

attract foreign buyers.

According to Mr. Davies, also technical 

advisor of the Malaysia Design Council 

(MDC), Malaysia can learn from world 

leading furniture exporters such as Italy, 

Denmark and Sweden, which use their 

designs and innovations to create markets 

for their products.

emphasising that everyone–including 

the government, manufacturers, lecturers, 

employers and designers—has a role to 

play in driving the growth of the Malaysian 

furniture industry, Mr. Davies added that 

the country is a melting pot of potential 

young designers.

“I honestly see the talents in the 

universities,” said Mr. Davies, who has 

trained countless world-class designers. 

“But what is weird is that when they go out 

to work, they kind of disappear.” 

Citing ‘culture’ as the possible 

hindrance, he urged the industry and 

academia to throw their support behind 

Malaysia’s young talents. Recalling his 

early days as a junior staff member at an 

American furniture company in the U.K. 

during his mid-20s, Mr. Davies said ideas 

and opinions from juniors were highly 

valued by bosses and colleagues.

“Our culture here should actually 

encourage young people to express 

themselves and share their ideas,” said the 

six-year MIFF chief judge. “The problem is 

our designers are also not taking risks by 

fighting for their ideas.”

Young talents also underestimate the 

potential of raw materials to impact the 

industry. Mr. Davies advises lecturers to 

help students focus on the potential of 

abundant raw materials in the country 

instead of plastic innovations.

“I have seen many amazing things 

being done with solid wood in other 

countries but we don’t actually see very 

much done in innovative ways here,” he 

said, while still complimenting Malaysian 

office furniture design as one sector that 

has shown progressive improvement over 

the years.

Boosting recognition for furniture and 

industrial design as an integral part of 

the whole Malaysian furniture industry is 

essential. hence, the Ideation Award—the 

brainchild of Mr. Davies and MIFF Founder, 

Dato’ Dr. Tan Chin huat, was introduced 

two years ago.

Describing the award as the premium 

platform to talent-spot ‘best emerging 

designers in the country’, he added, ‘most 

of the works from the Ideation 

Award are just as good as the 

designs in europe.” 

Mr. Davies, also the 

managing director of 

ArcRadius Consulting Sdn Bhd, 

said strong Ideation Award 

talent benefits exhibitors and 

buyers alike. 

“By strengthening the 

Ideation Award, we will end 

up with world-class designers 

because good designers 

mean good business,” Mr. Davies said. “By 

encouraging manufacturers to invest in 

new designs and innovations too, we have 

stronger reasons why buyers should come 

to Malaysia for MIFF.”

Notably, the Ideation Award aims not 

only to showcase the talent of young 

designers in Malaysia but also to identify 

elusive pieces that offer commercial value.

Beyond individual pieces, Malaysia 

also is working hard at her total furniture 

package. 

“We may not be the cheapest in price 

but we may work in a way that we have the 

total package,” Mr. Davies said. “Malaysians 

are pretty good at keeping promises.”
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Puerto Rico

Ug
an

da

MalaysiaBuyerProf i le

TheY COMe FROM Uganda and Puerto Rico. 

With the distance to Kuala Lumpur at 4,774 miles and 10,732 

miles, respectively, we’re talking beyond far and wide. Those are 

the lengths discerning global buyers are willing to go to get to the 

Malaysian International Furniture Fair (MIFF). 

Is the furniture really that good? 

They think so. 

“I come to MIFF in Malaysia 

to find different manufacturers 

to compare prices and designs,” 

said Alice Karugaba, managing 

director of Nina Interiors Ltd, Uganda. 

“I have found quite a lot here so much so that 

most of what I buy is now from Malaysia.” 

Nina Interiors is a premier retailer for 

office and domestic furniture, and furnishing 

accessories in Uganda. The company has two 

retail outlets in Kampala, Uganda and a third 

one in Kigali, Rwanda. having been in business 

for the last 22 years, it has 2,000 square meters 

of showroom, workshop and warehouse all under one roof.  

Meanwhile, MIFF has been part of Puerto Rico-based Furniture 

Warehouse Outlet’s business calendar for the last 10 years, as 

general Manager Mike esparza’s needs are specific. 

“MIFF is a good source for wood furniture—mainly bedroom 

sets for adults and juveniles, and also dining sets,” he said. 

Furniture Warehouse Outlet has a 55,000-square foot showroom, 

and the business focuses on bringing quality furniture direct from 

the country of origin at the best prices possible. It has been in 

business for the last 20 years, and clearly knows how to source for 

good products. 

By Shantini Harriet
Furnish Now writer

 “Another reason [we go to MIFF] is due to U.S. anti-dumping 

laws that tax bedroom furniture from China,” said Mr. esparza. 

“This has made Malaysia become even more important for 

bedroom furniture for our market.” 

According to the U.S. Center for Trade Policy Studies, the 

U.S. antidumping law, supporters say, ensures “fair trade” by 

offsetting market distortions caused by foreign governments. 

Specifically, it allegedly targets “unfair” pricing practices—price 

discrimination and below-cost sales—that reflect protectionism, 

cartelization, subsidies, and other structural defects in foreign 

markets. China is sometimes a target of enforcement of this law. 

China also harbors language barriers, while Malaysia is a 

multi-lingual country and most visitors rarely have a problem 

talking with Malaysians. This obviously helps facilitate 

communication in an industry full of specific needs and 

requirements.  

“Another reason I come to MIFF rather than other places 

like China, for instance, is because of communication,” said Ms. 

Karugaba, of Nina Interiors. “Communication is much easier for 

me in Malaysia than anywhere else.”

Serendipity also is known to strike in Malaysia. 

even though office furnishings are part of Nina Interiors’ 

product portfolio, Ms. Karugaba didn’t come looking for them 

at MIFF. She got them, nonetheless. 

“I also deal in office furnishings and I have not been able 

to find fabrics,” Ms. Karugaba said. “But I found it in Malaysia 

though I wasn’t really looking for it.” 

hassle-free, one-stop-furniture shopping seems to be 

Malaysia’s market strength. At least that’s what savvy global 

buyers are thinking.  

 
“I come to 

MIFF in Malaysia 
to find different 
manufacturers to 
compare prices 

and designs,”

 
“I come to 

MIFF in Malaysia 
to find different 
manufacturers to 
compare prices 

and designs,”

Alice Karugaba

Mike Esparza

 
“MIFF is a 

good source 
for wood 

furniture.....,”

 
“MIFF is a 

good source 
for wood 

furniture.....,”

Why  
Fly  
10,732  
Miles to 
Malaysia?
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Furniture, say buyers in far 
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Simple YetSuave

Fabu lousFurn i tu re
The furniture of MIFF 2012

A chair for comfort, 
health…and 

trendsetting

02

03

01

04

06
05

01 ‘GB Limber’, by GLorybiz Sdn Bhd; myglorybiz.com 

02 The ‘Helsinki’ sofa set, by Hin Lim Furniture Manufacturer; hinlim.com

03 The ‘Denco’ series, by Home Best Enterprise Corp; homebest.com

04 The ‘Trendy’ executive leather chair, by Benithem; benithem.com

05 ‘Rayyan’ sofas, by Oasis Furniture Industries; oasis.com.my 

06 ‘Bettega Chair’, by Sunny & Ker Furniture Industries; skfur.com.my
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Fabu lousFurn i tu re
The furniture of MIFF 2012

07

08

09

10

07 ‘Babycot’, by Seni Daya Woods Industries; senidaya.com

08  ‘ E2098 (6B, ST, DT)’, by Elk Furniture Sdn Bhd; 
elkfurniture.com.my 

09  ‘  Rose Range’, by Inspiwood Furniture Sdn Bhd; 
inspiwood.com   

10  ‘ X-Scene’, by Safari Office System Sdn Bhd; 
safariofficesystem.com 

11 ‘L6H’, by Hing Tai (2020) Sdn Bhd; hplan.com 

12 ‘PC’ living set, by Piau Chez; piauchez.com

11
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Smart  
Setup
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