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._ LEE KUM KEE

R Aty e Lee Kum Kee is the worldwide amous brand

'--w---r--'-l!l—r

: 3 - name for premier, authentic Chinese sauces.
O, L ehdice far S consecutive vean

. . : 4 . _ R F‘l"” l g ,1 . P" Vecre
vour Hall of Fame SupeeBrand DUSIUACS s Tlagship Prroduct. renim L Valet
“aune SiEd 3 Ry Sauce, Lee Kum Kee has also Jdeveloped many

X Vg _

WY RIS s new preducts in response o changing marker
needs aver the years - sov savees, chilli sauces,
ingredient sauces, convenience cooking sauces
and excoe gournmet produces. Today, Lee Kum
Kee manufactures over 200 difforent eypes of
sauces and tood prodoees available in more than

S0 countrics. The Company's client base includes restanrants, carering companics,

food manufacrurers, as wetl as families of all races who share a passion for Chingse tood. Popularity of Lee Kum Kee among consumers are proven 2v the anands it receive.d
over the years such as Top 20 Asian Brands by Media Magazine, SuperBrand Gold Awards, Hall of Fame Awards by Reader’s Digest and Hong Kong Supermarser Top 14

Most Favourite Brand Award.

For more information please Tel: 44 2082636028 Fax: 44 20826501 18,
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The intlependant Authoricy On

I Sulerbrand

Staff Repcer

| CHINA-PRN brands will soon be
publicizeto readers worldwide when
| UK-base Superbrands, an annual
directoryf the most reco gnized brand
names in country or market, issues its
Chinesenainland edition late this yeat.

“ ass1an three years ago, brand itseif
wasn’t 2en as a tangible asset,” said
Victor Jifery, chairman of Superbran ds.
“Now, 1any companies in the world are

BRETWI - 66
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s Chinese edition due

doing audits, actually, putting values Into
their brands.”

Started a decade ago in the UK,
Superbrands does a two-page write-up
on each of the most famous brands in a
country or market. The book has
developed a series that covers 17 regions,
including the United States, Australia,
[reland, Singapore, Malaysia and the
Philippinges.

Eor the Chinese edition, eight to 10
council members, including experts

from well known international schools
and those from GREY Worldwide,

ACNielsen, Ogilvy & Mather have teen
ovited to select the “Super Brands”

worthy to be included.
“Normally, you have 60 to 65 percent

local brands in a book,” said Jeffery.
«China used to have few powerful brands
but the situation is changing.

“When you come down to what can be
called a super brand, it'snotabout having

the biggest market share.”
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t's not Miss Universe, but the Shanghai
International Model Contest is gearing
up to be an international event with the

M4 _ star power to draw quality contestants.
This year, the 10-day event attracted 48
young hopefuls from home and aboard, with
an increased number of European
participants.

Models are getting taller — and younger.
While the contest has always dictated that
models should be at least 1.74 meters tall and
under 24, this year’s youngest model, Mao Qi,
is just 14, and an impressive 1.8 meters tall
already.

To create a suitably glamorous backdrop
for the models, contest art director Ivan Lam.
created a lavish catwalk show against a series
of spectacular settings that encapsuiate the
city. The Tang-garment category show was
held last Friday in the lobby of Westin
Shanghai, which oozes Southeast Asian

'l.'l,-_ i

l‘l"-‘

2/8 RICMOO - 572

glamour. On Monday, Super Brand Mall’s
Golden Avenue was home to the underwear

and swimsuit category contest, while
yesterday’s casual wear competition chose
the luxury liner “Shanghai Scenery” as its
backdrop, cruising to and fro along the
Huangpu River between historic concession-
era building blocks in Puxi and the modermn
landmarks of Pudong. And who will win this
year’s title? On Sunday, audience will get the
answer.

W Above: Modeis in scanty swimsuits
sway to the beat of hot rhythrms at one
of the contests.

Right: Brawny male modeis perform
Chinese kung fu moves in unison

during the Tang-garment competition.
— Shen Kal

Each year, aspiring models,
looking for that lucky break,
flock to the Shanghai
Iniernational Model Contest,
pait of the Shanghai
International Fashion Festival.
In addition to nurturing the
next Cindy Crawford, the
coniest this year features
innovalions in its catwalk shou)
a glamorous juxtaposition of
model, outfit and backdrop,
reports Zhao Feifel
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m Top: Golden Avenue at Super Brand Mall is awash
in legay models during the underwear and swimsuit
category. Above: Lion dance lends traditional culture

to this modern fashion affair. Left: international
models flash eye-catching undergarments alongside
their local counterparts. — Shen Kai
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