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　　With the development of the cultural and crea�ve industry, the catering 
business models are becoming more diversified. It is a trend to promote the cultural 
connota�on in the catering industry. In Feature, three representa�ves from local food 
and beverage brands, including Café Voyage, Kiss Manner and Poli Café discuss the 
business model combing local catering with cultural innova�ons through introducing 
the management of their food and beverage brands.

　　Customising jewellery is like a life-giving process. The founder of Macao original 
jewellery designing brand Cloé Jewelry & Art, Chloe Chan, got rid of the tradi�on to 
provide unique jewellery design for customers. She shares her personal custom 
jewellery business model in Brand Story. Macao Light Fes�val is favoured by residents 
and tourists and it has become an annual event of Macao. In Extravaganza, the project 
coordinator of Macao Light Fes�val 2017, James Chu, is invited to tell the stories behind 
and experiences of organising the Macao Light Fes�val. Local musical theatre Mr. Shi 
and His Lover successfully completed the overseas tours. Its director Johnny Tam 
brought this musical theatre combining tradi�onal Chinese and Western styles out of 
Macao. In Around the Globe, Johnny shares the experiences of producing this play and 
performing in the public. 

　　As usual, our bloggers share their views and news of the crea�ve industries around 
the world in Blogs, bringing latest cultural and crea�ve informa�on to readers.

The views and opinions expressed in this publica�on are 
those of the authors and the interviewees, which do not 
necessarily reflect the opinion of the Cultural Affairs 
Bureau of the Macao S.A.R. Government.
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The catering business is no longer just about sa�sfying customers’ tongue and stomach, but it’s 
about spiritual enjoyment as well. Brands no longer simply rely on adver�sement to promote their 
business, but drive their business through contents. As the cultural and crea�ve industry sprung up 
in Macao, innova�ve restaurants also emerge in town. This issue is going to introduce three local 
restaurants, Café Voyage, Kiss Manner and Poli Café. These three catering brands use exhibi�on, 
interac�ve entertainment and cartoon IP respec�vely, combining cultural innova�ons with 
restaurants to achieve the upgrade from catering business to lifestyle business.

By Jasper Hou, photo courtesy of Ken Fong and interviewees
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Fusing restaurants with
cultural innovations

From catering to lifestyle upgrade



CAFE VOYAGE
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　　Besides offering customers quality catering service, Café 
Voyage also organises photography exhibi�ons, music album 
launching events, and other art exhibi�on ac�vi�es. The café 
owner Don Lao wishes to exchange and communicate with 
customers from all walks of life through coffee, travel, music and 
photography. Café Voyage doesn’t take the tradi�onal café 
business form but rather combine café with cultural innova�on, 
building a cross-sector business of its kind.

From civil servant to entrepreneur

　　With a deep interest in photography, Don was working for 
the government before kick-star�ng his entrepreneurial journey. 
In 2013, he decided to quit his job at the government. “At that 
�me, café was a popular trend in the catering market in Macao. 
But most cafés merely focused on providing food. I thought I 
could add some cultural innova�ons into this business form. I am 
a photography lover, so I decided to do exhibi�ons at my café,” 
Don explained.

　　Café Voyage regularly organises cultural ac�vi�es, making 
use of every inch of space in the restaurant. “The market in 
Macao is quite small, so it’s difficult to organise solo exhibi�on. 
So while doing business, I use space like the walls and a�cs in 
the café for exhibi�on, providing service for ar�sts to display 
their works to the public,” Don said. Meanwhile, Don also 
produces postcards with his photography works and sells them 
in the café. The profit gained from the postcards will be donated 
to the World Vision Interna�onal. He believes that this is a way 
to give back to society for both entrepreneurs and the ar�sts.

　　Promo�on is one of the obstacles Don encountered in the 
opera�on process. “In Macao, promo�on requires a lot of 
money. Small and medium-sized enterprises like ours have 
limited capital. Therefore, promo�on on social media saves us a 
lot of cost. But such strategy only reaches to a limited scope of 
audience,” he said. In addi�on, the limited exhibi�on space and 
scarce human resource is another obstacle. In order to provide 
be�er cultural exhibi�on service, a bigger exhibi�on space is 
required. “At present, the en�re opera�on is done by the 
founding partners of the café. Besides the promo�on ac�vi�es, 
I also need to take care of the design and prin�ng issues. When 
there is a short prepara�on �me for organising an exhibi�on, I 
might not be able to do all things well,” Don said.

Promo�on and human resource, the two obstacles 

Two strategies to operate cultural events

　　Café Voyage has two strategies to operate cultural events. The first one is 
to reserve space for events while maintaining regular café business. The 
par�cipants will need to purchase an entrance �cket, which can also be used 
for buying certain food items in the café. The second strategy is providing 
space and not charging the clients any rental fee. Par�cipants of the event 
would enjoy discounts at the café. Don believes that the first strategy can 
ensure that the café would not have revenue loss even it does exhibi�on on 
the side, and at the same �me, making the customers feel that they have 
made the worthy purchase. The second strategy on the other hand can 
promote the café’s image since a good reputa�on can spread through 
customers’ words in a small town like Macao.

　　“The core part of restaurant is s�ll the catering service, which includes 
the food you provide, and how they taste. Adding cultural innova�ons can 
be�er a�ract your customers and sustain the development in Macao market. 
However, restaurants should bear in mind that the catering service is s�ll the 
main business,” Don stressed, who emphasises on the food the café presents.

　　Macao has been recognised by UNESCO as a city of gastronomy, which 
Don believes that it has brought both opportuni�es and challenges as the �tle 
would not only a�ract more tourists, but also brings up the opera�on cost 
further. “In the future, Café Voyage would expand its scale and develops 
towards a catering group. To sha�er the constraints of the Macao catering 
market, we need to garner more market share besides improving ourselves. 
That’s why we need to grow into a catering group and share the opera�on cost 
and the risks among our business units. We also need to improve our 
enterprise managerial structure and gradually form a professional team 
so as to bring up the enterprise efficiency,” Don stated.

City of gastronomy brings both opportuni�es and challenges
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The postcards put on the wal l  of  the café increased 
the cultural  and tourist  elements

Non-scheduled concerts held by the café
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Digital live streaming quan�fies promo�on effect

Flexible spa�al design sa�sfies market demands

　　Kiss Manner cooperates with local singers and ar�sts for 
cultural performance at the bar, hoping to drive the performing 
market in Macao. “I want to give them the opportunity and a 
stage to perform. When I was living abroad, I no�ced that some 
restaurants would give young music lovers a stage to perform, 
where they could have the opportunity to reach out to the 
audience. I am hoping that it could also become a cultural norm 
in Macao, since it’s both beneficial to the restaurants and the 
ar�sts,” Vinni said.

　　From Vinni’s perspec�ve, Macao doesn’t lack great performers. 
What the performers need is enough opportuni�es to perform 
and let the market recognise them. In addi�on, the market in 
Macao is rela�vely small, and therefore by sharing the works 
among people, the ar�sts could quickly gain recogni�on. “The 
added value of cultural elements should not be underes�mated 
to a bar. In the future, we would work with performers from 
different regions, while ac�vely explore new genera�on ar�sts 
and help them build up reputa�on. This is also beneficial to the 
long-term development of the bar,” Vinni said.

　　Kiss Manner’s main promo�on channel is digital media, with a focus on live media. “We 
pay extra a�en�on to live streaming so as to help clients and performers promote their 
ac�vi�es and artworks. We will livestream the performance and record the great moments 
that happen during the performance. This can help them get the maximised promo�onal 
effect,” Vinni introduced.

　　In addi�on, Vinni stated that Kiss Manner would focus on market promo�on in the 
future. Besides maintaining sufficient promo�on of Kiss Manner itself, the restaurant would 
integrate more resources to help clients promote their works. At present, there is a lack of 
quan�fied sta�s�cs on adver�sing effect in the market of Macao. It’s hard to es�mate the 
actual performance, adver�sing value, and targeted audience that the adver�sing cost has 
generated. But Vinni believes that Kiss Manner can directly show the es�mate of promo�on 
effect to its clients by the views and repost rate of their posts, as well as the livestream on 
social media. Besides, the clients will also learn about how effec�ve the promo�on channels 
are through the number of audience and the total purchase they make on site.

　　Vinni thinks that bars like this don’t have high market recogni�on in Macao so far. It is 
difficult to promote the bar with performance and interac�ve ac�vi�es in Macao. “Combining 
restaurants with live performance require many considera�ons, especially the space that is 
needed for the performers to perform. The restaurant itself already has sea�ng design, which 
makes it difficult to adjust the stage according to the performers’ demands. We took this into 
considera�on and went with a more flexible interior design that allows us to connect the 
tables, seats and all the equipment freely. In this way we can modify the stage according to 
the client’s or performer’s demand,” Vinni explained.

　　“Feasible ways come into light through explora�on. Very few people in Macao dare to 
run a bar like Kiss Manner in Macao. We need to seize the chance and build up our strength 
in the market. Then we can have a clearer target and be ready for challenges and risks. I think 
this is the basic quality an entrepreneur should have,” Vinni said. 
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Kiss Manner is  favoured by most young
people for relaxing

Professional  DJ is  invited for 
entertainment

The interior design of Kiss Manner
is more flexible

　　Kiss Manner’s director Vinni Leong returned from Australia 
to Macao at the age of 24 for star�ng his own business. With 
overseas experience in restaurant management, Leong saw 
the market poten�al of bars that offer interac�ve cultural 
entertainment in Macao. As a bar that integrates catering, 
music, shows, entertainment and personalised service, Kiss 
Manner fuels its business with cultural elements, showcasing a 
new business concept and model in Macao.

　　Vinni prefers to posi�on Kiss Manner as a live house. “Even 
if the customers are here only to drink, they can also enjoy the 
live performance and interac�ve ac�vi�es. There aren’t many 
bars that offer such interac�ve ac�vi�es in Macao,” Vinni 
explained. Vinni stated that all the cultural performance won’t 
become supplements to the bar, but rather the “main dishes” 
that customers come for. As a ma�er of fact, many audiences 
booked the entrance �ckets beforehand for the shows at Kiss 
Manner, whether it’s live concert, DJ, theatre, or magic show, etc.

　　Besides, Vinni is hoping to drive the dialogue of the local 
performing industry through organising more ac�vi�es. Kiss 
Manner would also work with local small and medium-sized 
enterprises, breweries, and suppliers to promote their products 
through sales ac�vi�es. Kiss Manner believes that this can help 
the development of the catering industrial chain in Macao. 
Kiss Manner also owns a professional catering, design and 
market promo�on team that can help companies, 
performers, and even exchange group get the 
maximised effect.
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　　Different from ordinary cafés, Poli Café is the first themed 
restaurant in Hong Kong and Macao that has been authorised by 
Robocar Poli, a South Korean animated children’s television 
series created by RoiVisual. Opened for business officially in 
October 2017, the restaurant offers diversified experiences such 
as workshops, par�es, and holiday ac�vi�es, etc. besides normal 
catering service. Apart from the main dining area, the restaurant 
also has an area designed for children to play around. Infusing 
new elements in the restaurant can bring crea�vity and surprise 
to the customers.

　　In recent years, the emergence of themed restaurants in 
Hong Kong, Macao and Taiwan has revolu�onised the general 
public’s understanding of catering. The unique themes have 
fanned up people’s a�en�on and restaurants’ uniqueness, while 
s�mula�ng people to consume. Such kind of restaurants is not 
many in Macao. Sandy Wong, a foodie who studied catering 
business in Hong Kong and always dreams of having her own 
restaurant, decided to return to Macao for star�ng a business 
a�er gradua�ng from college. Wong discovered that Macao s�ll 
has the market poten�al for themed restaurants a�er thorough 
considera�on. That’s why she decided to challenge herself and 
open Macao’s first large-scaled parent-child themed restaurant ──
Poli Café.

　　Poli Café is divided into two main areas: The dining area and children 
playground area. The restaurant combines dining, entertainment for children and 
themed products, etc. “The focus of the restaurant is not merely on the food we 
provide, but also the hardware and so�ware in the restaurant. We want to build an 
atmosphere that fits our theme and let our customers fully immerse themselves into 
the environment and experience a different dinning culture,” Sandy shared her ideas 
on the restaurant design. Besides, Sandy also develops the restaurant in a diverse 
direc�on by organising workshops for children and parents and relevant ac�vi�es on 
holidays, hoping to encourage the interac�on between parents and kids and 
contribute to form a be�er parent-child rela�onship.

　　As a restaurant for kids and parents, Sandy has a strict standard for the quality 
of food. “We don’t want our customers to feel that they are only paying to enjoy our 
interior design. We also prepare special menu for li�le kids. We add more vegetable 
and less meat in meals for kids to have a balanced nutri�on,” Sandy said. Poli Café 
also caters to the demands of the adults and prepares different menus accordingly. 
She wants both the parents and kids to be able to enjoy the food and have fun at the 
restaurant.

　　As a themed restaurant for parents and kids, which is quite rare in Macao, the 
restaurant received many valuable feedbacks from the customers during the 
two-week trial opera�on. Sandy listened to these feedbacks and improved the 
restaurant gradually. “Themed restaurants combine culture or concept with the 
reality, allowing customers to enter a reality of imagina�ons, where they can enjoy 
great food and feel happy. That’s why our restaurant currently relies on catering 
service for revenue. The area for children is a supplement infrastructure to create an 
atmosphere. We don’t charge customers for that,” Sandy said. Sandy and her team 
did everything on their own. Each teammate is responsible for a par�cular task. They 
hope that they could provide the clients with more experiences in this way.

　　In Sandy’s vision, Poli Café could become a specialty of the catering culture in 
Macao, increasing the a�rac�ons of Macao to the tourists. Sandy believes that 
themed restaurants s�ll have development poten�al which can diversify the city’s 
economy. Faced with fierce compe��on in the catering industry, themed restaurants 
emerged in response to the market demands. By con�nuing to refine the themed 
restaurants, the themed restaurants will no longer be a trend, but would transform 
into business example.

　　Ini�ally, Wong struggled on what cartoon theme she 
should go for, but eventually decided on Robocar Poli, a South 
Korean animated children’s television series. But why choose a 
cartoon that’s not that popular in Macao? Indeed, Robocar Poli 
is a popular cartoon image in South Korea. Sandy decided to go 
for Robocar Poli because she wanted to set the restaurant apart 
from the crowd so as to build up compe��veness. 

　　“The company in Korea didn’t want to give the IP agency 
right to us in the beginning. They thought the market in Macao 
was too small. And then we had communica�on problems due 
to language barrier as well,” Sandy recalled, telling us the 
difficul�es the team encountered in the early phase. A�er 
several nego�a�ons, Sandy brought along a detailed business 
plan and went to South Korea and Hong Kong in person to talk 
to them. In the end, she successfully persuaded them. The 
interior design of the restaurant also cost the team lots of �me 
and energy as the restaurant’s design is based on the actual 
scenes in the cartoon. The team fused innova�ve concepts into 
every phase of the opera�on. From the site selec�on to the 

opening of business, it took the team an en�re year to start from scratch to make 
the final product, consuming a �mespan that’s several �mes longer than ordinary 
restaurants. Sandy did so to make sure they could make everything as perfect as 
possible.

The first large-scale parent-child restaurant with
unique theme in Macao

Twists and turns in acquiring the IP right
Focusing on personalised opera�on and digging the poten�al market

Refining opera�on to lay the groundwork for future development
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The café has the Pol i-based game zone

Catering to the theme, it  shows 
the Pol i  TV programmes.

The dessert with great thema�c feature



　　Cloé also cooperated with neighbouring industries to 
promote the development of jewellery design industry. 
Chloe says: “We will jointly cooperate with Macao ar�sts to 
design jewellery artwork, breaking the tradi�onal design 
limita�ons. Besides, we will con�nue to cooperate with the 
local designers, and constantly op�mise the shop and product 
packaging design.” In addi�on, the produc�on line invested 
by Cloé, from the jewellery designer to cra�smen, and the 
produc�on process, will be in charge by Chloe, which can 
�mely design and modify according to the needs of 
customers.

　　In the opinion of Chloe, the jewellery design is becoming popular in 
recent two years and has a good prospect. Meanwhile, she believes that 
the salary level in Macao is higher than the neighbouring areas and there 
is a demand for high-quality jewellery consump�on. But talent is the 
biggest difficulty for Macao’s jewellery design industry. Chloe admits: 
“Macao has a hard �me for hiring professional jewellery designers, which 
is a bo�leneck for business expansion.”

　　In the future, Cloé will con�nue to develop personal custom 
business on the basis of physical store and to further consolidate the 
brand’s reputa�on. Chloe also says that she will open up the Japanese 
market in 2018, and par�cipate in interna�onal jewellery exhibi�on, as 
well as to bring the brand to interna�onal market.

Cross-border coopera�on

Opportuni�es and dilemmas coexist

Chloe Chan
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　　Local original jewellery brand Cloé Jewelry & Art (herea�er referred to as Cloé) was founded in 2015.   
A�er star�ng the jewellery business, the brand founder Chloe Chan hopes to introduce a new model for 
Macao’s jewellery design industry, providing custom jewllery design services, which is favoured by 
many people.

Word of mouth and vivid image have a great impact on the industry

　　From online-shops to physical stores, although the cost increased, street shop could absorb a large 
number of new customers. With hundreds of goods orders per month, Chloe is confident that the profitability 
of physical stores will further improve.  Chloe believes that the most important factor in the success of the 
brand is word of mouth. Chloe laughs and says: “My clients  from young students to 80-year-old grannies, so 
I don’t just invest in the most popular way of adver�sing right now. For example, older customers don’t use 
social pla�orms at all, but they also have a huge demand for jewellery design. It’s very important to rely on the 
word of mouth from the neighbourhood.”

　　In addi�on, the impact of the brand image on the jewellery design industry cannot be ignored. Chloe 
believes: “If interior decora�on, product packaging and brand publicity use a unified visual effect, the 
image will be prominent. Thus, many customers can easily associate these visual elements with us, which 
make us stand out in the numerous brands.” The age groups are covered in a wide range due to the high 
quality products and affordable prices, which is also a factor in Cloé’s success.

　　Chloe is fond of art since her childhood. In the 
early years, she recognised the vacancy in Macao’s 
private custom jewellery market. She thought 
about the way to break the tradi�onal jewellery 
trading model and inject new elements into the 
jewellery industry in Macao. Based on her solid 
pain�ng skills, Chloe thought of combining pain�ng 
design with jewellery sales, and then Cloé 
jewellery private custom brand was born. At the 
end of 2014, the online-shop began to operate, 
and the brand image was developed in 2016. And 
now, the physical store is set up. In just few years, 
Cloé has developed steadily. Focusing on special, 
simple and classic style, it uses different types of 
natural gemstones for making private custom 
jewellery. 

Ar�s�c ap�tude brings new elements

The physical store of Cloé, located on Rua Nova à Guia, 
opened in January this year.

The significance of private custom product is to have soul and story

By Jasper Hou, photo courtesy of Ken Fong and interviewee
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cloÉ jewelry & art:
Industrialisation of Macao jewellery design industry
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　　The biggest feature of Cloé’s jewellery might be the story in it. Chloe thinks that 
they are not just selling jewellery. Every �me they communicate with customers, 
they will listen carefully to the customers’ stories. “We hope that every jewellery is 
not just a decora�on, but have the characteris�cs and stories of its owner. Then, the 
private custom product will be meaningful.”

　　To recondi�on the jewellery might be another significance of a private custom 
brand. Chloe says: “The customers bring the jewelleries that they have kept for a 
long �me to us. And then we redesign and package them, which give the jewelleries 
new lives.” This idea received great responses. Many customers brought their tokens 
for love for recondi�oning to the next genera�on, which is very meaningful. Cloé 
also boosted orders in just a short period of �me because of such sweet services.



The director of exhibi�on of Macao Design Centre James Chu

By Jasper Hou, photo courtesy of Ken Fong and interviewee 

　　Macao Light Fes�val has its third 
edi�on in 2017. Different from the 
previous years, this is the first �me to 
invite local design team to organise the 
event. Therefore, the design concept 
is more localised. It ’s even more 
meaningful by adding the elements of 
“love stories”. James Chu, one of the 
project coordinators and director of 
exhibi�ons at the Macao Design Centre, 
will share with us the experience of light 
art and the stories behind the fes�val.

　　Speaking of the concept of the project, James said, “Macao Design Centre has started to think 
about the design and theme since the first year’s Macao Light Fes�val, hoping to present different light 
art to residents and tourists. Many proposi�ons have finally got the chance to be actualised this year.”

　　Adequate prepara�on is an important factor to complete the event efficiently. However, James 
admi�ed that a short prepara�on and produc�on �me is one of the difficul�es the team 
encountered with. Light produc�ons, tes�ng, interpreta�on of the effect, communica�on and 
modifica�on procedures have to be completed in two months. In addi�on, they needed to 
coordinate with the designers and meet their requirements as much as possible. At the same �me, 
considera�on was also given to budget constraints and power supply issues. Some electrical boxes 
could not meet requirements of the needed power of the equipment, so finding ways to divert 
sufficient power supply needed to be done within a short period of �me.

　　James thinks that light art is suitable for Macao to develop. The streets 
in Macao are narrow and the cultural heritages are found everywhere 
throughout the city so that people can easily walk from one tourist site to 
another. Taking advantage of these features, Macao, known as a city that 
never sleeps, could also be transformed into a “city of romance”.

　　With limited resources, the Macao Design Centre will do their best in 
every project in future. Like this Light Fes�val, James and local designers 
showcased the finest artworks to the residents and tourists. Besides, Macao 
Design Centre will also serve as a middleman to introduce local design 
talents to overseas manufacturers and agencies, and recommend suitable 
local design companies to foreign businesses to help local talents go global.

　　The team is made up of local talents, including designers, 
performers, dancers, bands, musicians, exhibi�on ar�sts and over 100 
local ar�sts. “Local ar�sts understand more about the characteris�cs 
and stories of Macao and share more common grounds with the local 
community,” James said. “More importantly, they have a great passion 
for the culture, history and even every street of Macao.”

　　With the theme of “Amor Macao”, James believed that “love” is 
well recognised by the majority of residents. “This year Macao was hit 
by the typhoon Hato, so we hope that we are passing on different 
forms of “love” through the fascina�ng light art,” he explained. The 
design at different tourist a�rac�ons also rendered the stories of love. 
For example, the light installa�ons of the St. Lazarus Church tell the 
story of the pavement of St. Lazarus Church (Calçada da Igreja de S. 
Lázaro) based on the theme of “Mercy and Love for All”. The interac�ve 
games at Anim’Arte NAM VAN are set to awaken the “affec�on among 
friends”. The designers devoted endless efforts to present the 
stories of love.

　　The Macao Design Centre has nurtured a group of local light art designers. “They constantly involve in various 
projects of light produc�ons and they have even par�cipated in interna�onal light design compe��ons, achieving 
outstanding results, which made me strongly believe that Macao’s local team is able to complete the event,” James said.

　　Meanwhile, James believes that the light art is going to become a compe��ve industry, and that it shouldn’t solely 
rely on the designer’s ideas and works, but also the technical coopera�on and mature produc�on teams. Macao is lacking 
of such technical professional talents due to the small market and the low demand in Macao. To sha�er this restric�on, 
we need to vigorously promote the local design team. “It is true that the neighbouring regions such as Hong Kong, 
Shenzhen and Taiwan are leading the design industry in Asia. However, there are some outstanding light art designers in 
Macao as well. We need to let the investors from other regions to see the abili�es of Macao designers and offer help to 
business matching, so as to a�ract more foreign investors to invest in the design market of Macao. This is something the 
government needs to consider in the future,” James stated.

Promo�ng local talents and sha�ering industry restric�ons

Light art, of extraordinary significance

Difficul�es behind the success
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Light Art with “Love” as its core
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　　Musical theatre Mr. Shi and His Lover, co-produced by the Macao Experimental Theatre, 
the Point View Art Associa�on and the Toronto Music Picnic, carried out its official tour in 
Toronto and O�awa in Canada from November 2017 to January 2018. Mr. Shi and His Lover is 
credited by the Canadian news agency The Globe and Mail as a top ten theatre produc�on of 
the year in 2017. The play’s director, Johnny Tam Chi Chun, was the person behind the 
curtains that brought this spy-themed play composed of poli�cal conspiracies and romance 
fusing with Western and Chinese cultures out of Macao and led it to overseas market. This is 
the first �me a musical theatre produced by local produc�on team in Macao received such 
tremendous success in the overseas market.

　　Mr. Shi and His Lover, adapted from Madama Butterfly, quickly garnered great a�en�on from the market a�er rolling out on the 
interna�onal stage. The produc�on team tells the same story from very different perspec�ves, making the play more thrilling and 
mysterious. The storyline involves many controversial elements of the society, such as homosexuality, religious beliefs, ethnic iden�ty, 
etc. As the ar�s�c director of the Macao Experimental Theatre and the director of the play, Johnny has rich experience as a theatre and 
drama director and in theatre and drama produc�ons. He recalled, “The actors would need to speak in Mandarin since the story is set 
in Beijing. We even added Beijing opera into the play. Therefore, we need to learn about the art of Beijing opera and Beijing accent 
during the produc�on process. The team went to Beijing to study for half a month, which took the produc�on quality to a higher level.” 

　　The final produc�on from the team is considered as a new form of musical theatre by interna�onal cri�cs, as the play pioneered 
the tradi�onal performance form. “Mr. Shi and His Lover is a produc�on that combines musical and opera. It’s something in between. 
It doesn’t tell the story in linear way as tradi�onal musicals do, and it doesn’t centre on classical music like tradi�onal operas do either,” 
Johnny explained.
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An independent hit from Macao

The industrialisa�on of Macao’s theatre and drama sector

Turning limita�on into refinement

Former governor general of Canada, 
Adrienne Clarkson (middle), watched Mr. 

Shi and his Lover in Toronto. 

Johnny Tam

　　When a produc�on is entering the industrialisa�on process, it can in fact s�mulate the 
development of related industries and form a rela�vely stable business model. Macao 
Experimental Theatre is currently working closely with independent produc�on teams in 
Macao. “At present, the theatre company is focusing on the produc�on and performance. The 
produc�on team on the other hand produces music, ligh�ng effect and even marke�ng service 
for the team, contribu�ng to the development of local produc�on teams in Macao. We want to 
combine our strengths together and help each other out,” Johnny said. In the future, the 
theatre company would ac�vely seek for more partners from all chains in the industry to 
achieve collabora�ve development in the theatre and drama industry.

　　Johnny believes that stable show opportuni�es are crucial to the development of the 
industrialisa�on of the theatre and drama industry. Up �ll now, the theatre company of Mr. Shi 
and His Lover has signed regular seasonal show contract with the theatres in Canada, which 
have agreed to pay for all the expenses for the company during the contracted show period. 
This is a sign of industrialisa�on in the theatre industry.

A musical theatre innova�on that combines musical and opera

　　From Johnny’s perspec�ve, there are generally 
two ways for local produc�ons in Macao to enter 
overseas markets. The first way is selling the 
produc�on. For instance, in early 2017, the produc�on 
team of Mr. Shi and His Lover did a show in an art trade 
market in Yokohama, Japan, targe�ng producers and art 
directors from different countries, so as to find the right 
buyer.

　　Another channel for the produc�ons to enter overseas 
market is par�cipa�ng in drama fes�vals in different places, 
which is a great opportunity for the performers to interact 
and communicate with the audience while expanding the 
produc�on’s reputa�on. The produc�on team of Mr. Shi and His 
Lover, for example, has a�ended interna�onal drama fes�vals both 
in Shanghai and Canada. During the exhibi�on tour in Canada, Mr. 
Shi and His Lover won huge success among local theatres in 
Canada, becoming the very first independent musical play from 
Macao that was able to have consecu�ve shows in an overseas 
market. Johnny is even making tour plans for the musical play in the 
European and American markets.

　　In fact, there are quite a few quality produc�ons in the theatre and drama 
market in Macao, but they a�ract li�le a�en�on from the public. From Johnny’s 
view, every region has its unique industry ecosystem, and that advantages also 
come with limita�ons. “Most theatres and dramas produced in Macao are 
small-scale produc�ons. We have limited resources and produc�on capacity. 
This makes how to produce plays that are small but powerful a worth-no�ng 
ques�on for the theatre and drama market in Macao,” Johnny concluded.

　　Johnny also no�ced that many local film directors have emerged in the 
film market recently, with their outstanding works harves�ng awards in 
different film fes�vals and exhibi�ons, finding their own market and audience. 
Johnny holds similar vision for the theatre and drama industry in Macao. He 
said, “I am hoping that theatre and drama producers would express their 
thoughts and feelings on their everyday life, art and the city they live in, while 
taking an ac�ve role in par�cipa�ng in shows and exhibi�ons all around the 
world. I wish they would present their great works on the interna�onal stage 
and let the world see our unique culture.”14 15
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2018 Brand Story—Macao Original Fashion 
Exhibi�on
Date：13/1/2018-4/3/2018

Time：10am to 8pm (Closed on Monday)

Venue：Macao Fashion Gallery (Rua de S. Roque,　

　　　　No.47, Macao)

Organiser：Cultural Affairs Bureau of the Macao　

　　　　　SAR Government, Macao Produc�vity 　

　　　　　and Technology Transfer Centre

Website：macaofashiongallery.com

Dream Theater Associa�on 10th Anniversary 
Series—The Reunifica�on of Two Koreas
Date：8/2/2018-11/2/2018

Time：8/2/2018-11/2/2018, 8 pm;                              　

　　　10/2/2018-11/2/2018, 3pm

Venue：Black Box Theatre, Old Court Building, Macao

Ticket：$160

Organiser：Dream Theater Associa�on　

Website：www.facebook.com/DreamTheaterAssocia�on

Macao Narra�ve by Iu-Pui Chan
Date：9/2/2018-31/3/2018 (Closed on 16/2)

Time：11am to 7pm

Venue： Macao Tower T1 Art Gallery (T1 Tower 　       

　　　　Entrance)

Ticket：Free

Organiser：Macao Cultural Crea�ve Industry 

　　　　　 A ssoc ia�on

Website：www.macaucrea�ons.cn

PHOTO MACAO | Art Fair
Date：25/3/2018-28/3/2018 

Venue：Conven�on and Exhibi�on Center at The 

　　　　Vene�an Macao

Organiser：Red Balloon Co. Ltd

Website：photomacau.com

Imaginary Beings—Illustra�ons by Ana Aragão
Date：6/12/2017-21/2/2018

Time：12pm to 8pm (Closed on Monday)

Venue：Taipa Village Art Space (Rua dos Clerigos, No. 　   

　   　　　10,Taipa, Macao)

Ticket：Free

Organiser：Taipa Village Cultural Associa�on

Website：taipavillagemacau.org.mo

Cinematheque・Passion—CNY in Feb: Power 
of Chinese-language Films
Date：Check the schedule

Time：Check the schedule

Venue：Cinematheque‧Passion

Ticket：$60

Organiser：Cinematheque‧Passion

Website：www.cinematheque-passion.mo

Bologna Illustrators Exhibi�on cum 50 
Years Bologna Illustra�on Master 
Exhibi�on 
Date：1/1/2018-28/2/2018 

Time：10am to 9:30pm

Venue：Level 4, Yealife Art Space, Yi�an Holiday 　　   

　　　　Plaza, Nan Shan District, Shenzhen, China

Ticket：RMB 98 (General �cket), RMB158 (Entry 　　

　　　　fee and workshop)

Organiser：Italy Bologna Illustra�on Exhibi�on    　　

　　　　　Commi�ee

Website：www.yealife.cn

H a n g i n g  A r o u n d  @  J T I A  
2 0 1 8 — “ S p o t - C r e a � v i t y ” x  
“Spot -Handmade”  x  “Spot -Music”
Date：11/2/2018,25/2/2018,11/3/2018,25/3/2018

Time：11am to 6pm 

Venue：Outdoor garden of the Jao Tsung-I Academy

Ticket：Free

Organiser：Jao Tsung-I Academy

Website：www.facebook.com/hangingaround.JTIA

Asia Contemporary Art Show (Spring) 2018
Date：24/3/2018-26/3/2018 

Time：24/3/2018, 1pm to 9pm; 25/3/2018, 12pm    

　　　to 8pm; 26/3/2018, 12pm to 6pm

Venue：40/F-43/F, Conrad Hong Kong—Pacific Place, 

　　　　88 Queensway, Hong Kong

Ticket：HKD250

Organiser：Asia Contemporary Art Show

Website：asiacontemporaryart.com

Infinity Japan 2018 Contemporary Art Show
Date：23/2/2018-25/2/2018 

Time：Check the schedule

Venue：Hotel Royal-Nikko Taipei

Ticket：NTD280 (One-day �cket), NTD200 (Early-bird �cket)

Organiser：Urdct Co., Ltd.

Website：www.facebook.com/infinityartshow

Event 
Calender



　　Hosted by TBS, the Asian video crea�on compe��on 
DigiCon6 Asia took place in Tokyo in November last year. It is 
the 19th edi�on, which is also a frui�ul one. I was honoured 
to serve as one of the interna�onal judges at this �me. 

　　On 9 November, I, together with other six animators 
and filmmakers from Malaysia, Korea, France and Japan, 
spending a half day picking out the most dis�nguished 
“Grand Award” from the Gold Prize works of 12 compe��on 
areas. These 12 works represent the most outstanding 
performance of every compe��on area last year. It wouldn’t 
only be an anima�on but it could also be an innova�ve work 
of video crea�on. It was a coincidence that at this edi�on, all 
the Gold Prize works were anima�ons. Therefore, the orienta�on 
of review was more integrate. Apart from Departure from 
Hong Kong, I haven’t watched other works un�l then. It is 
rare that all works are of high levels, with diverse themes 
and techniques, the most impressive of which are the works 
from India, Korea and Japan. Besides, the freshman Cambodian 
candidate brought a produc�on with educa�onal meaning, 
featuring with local colours, pictures and music. The sec�on 
of review took place at the TBS headquarter in Akasaka area. 
Before the screening of each works, staffs of the organiser 
introduced the background and the produc�on condi�ons 
of every producer in detail. A�er the screening, each judge 
had a brief discussion and gave marks. Un�l all works have 
been played, all judges would have the second discussion in 
terms of the given marks, to decide the final winner of the 
Grand Award. 

　　The Grand Award of DigiCon6 consists of two categories, 
one is “Grand Prix”, which was won by a Japanese work I Like 
Ducks. This work expresses the freedom of anima�on 
crea�on. Although it uses plane anima�on with simple lines, 
it leads the audience into a ridiculous yet interes�ng world 
at the opening scene. In this anima�on, the characters have 
vivid personali�es. Through a series of plots, it seems that 
the audience could be enlightened with some thoughts. It is 
known that the author of this work engages in adver�sing 
industry, who has evolved this interes�ng work through 
people and incidents in his daily life with his imagina�on. 
The other category of the Grand Award is the “Special Jury 
Award”, which was won by an Indian work The Basket. This 
anima�on is a fruit from the corpora�on of a couple who are 
specialised in making stop-mo�on anima�ons. It took eight 
years for them from planning, fundraising to filming. This 
stop-mo�on anima�on with 14 minutes is of extraordinarily 
high level. It uses delicate sceneries and stage proper�es to 
display the recent Indian appearance, while the content of 

which is a story between a lower-class father and his daughter. 
Although there is no dialogue throughout the whole film, it 
does confer a moving story, fully displaying the “power” of 
anima�ons!

　　I always believe that a great work would never be lack 
of audience. This �me, during the process of reviewing, I 
directly tasted the meaning of it. The story went that it could 
only have two categories of the Grand Award and the Hong 
Kong work Departure could not get any of it. In fact, all 
judges thought highly of the work Departure. Although 
some judges could not fully understand the huge amount of 
Chinese history involved in the background of this work, 
they had already a�racted by the colours and techniques in 
it. At the end of the review discussion, all judges coincidentally 
agreed to reward Departure. Finally, the organiser specially 
set up an extra award in this edi�on named “Gold Men�on” 
which was awarded to Departure in order to commend its 
outstanding performance!

　　The simple yet splendid Award Ceremony was held at 
the Marunouchi Building near the Tokyo sta�on in the 
a�ernoon of 11th November, which last for three hours. TBS 
will record and edit to produce into a TV programme. Apart 
from Departure, another Hong Kong work Passing Rain also 
won the award of the “Best Technique”. This work is a 3D 
computer anima�on, whose pictures are of Japanese style, 
while the content and techniques are extremely na�ve in 
Hong Kong. Par�cularly, the processing of the delicate 
rela�onship between two students is quite successful, which 
is totally different compared to Departure. 

　　Finally, as I have men�oned last �me, I hope that 
Macao authority could collect the local anima�on works, 
allowing which to take part in the future DigiCon6 Asia. It will 
be a precious experience for every anima�on creator.

L o  C h e  Y i n g

Lo is an experienced anime 
p r o d u c e r  a n d  b e g a n  
independent anime crea�on in 
1977. His works won the first 
prize at the Hong Kong 
Independent Short Film Fes�val 
for four consecu�ve �mes 
and he was promoted as 
panel　member. In the next 
year, he joined the Radio Television 
Hong Kong to work as cartoon 
producer un�l 1993. Over 
recent years, he spent efforts on 
promo�on of the anime industry 
in Hong Kong and planning of 
anime exhibi�ons. Recently, he 
worked as the curator of the 50 
Years of Hong Kong and 
Taiwanese Anima�on. He 
currently worked as Secretary 
General of the Hong Kong Comic 
and Anima�on Federa�on 
Limited.

B l o g s

　　I have not wri�en ar�cle for a long �me. Before this 
invita�on, it has been almost a year since the last �me I 
wrote for media. In the last few days of the year, I wrote this 
ar�cle, which is more like a diary to summarise my year.
 
　　Ten years ago, when the social pla�orm was not as booming 
as today, to find a pla�orm for expressing ideas was difficult. 
Luckily, I had a chance to write and comment something about 
fashion for a compara�vely famous media pla�orm in Hong 
Kong. A few years later, I coincidentally knew Sophie Lei and 
Ally Li, founders of Macao magazine Soda and became the 
fashion blogger of their magazine.
 
　　I s�ll remember the feeling at that �me, which is a 
sense of mission. It feels like an appointed duty and a 
commitment that finally I could devote myself to fashion. 
And then, �me flies. The dreams created between the lines 
in ten years are realised one by one in the end. From fashion 
magazine to fashion shop with my own style, and later, my 
original brand and speciality store of Macao brands, I 
witnessed the Macao fashion brands entering into a broaden 
area and crea�ng more possibili�es with every fashion 
lovers. With these footprints, every fashion lovers in Macao 
will be surprised, at least I or we believe that. 
 
　　When speaking of Macao cultural and crea�ve industry, 
people around me may talk about the cultural atmosphere 
or cultural form in Macao. The most frequently discussed 
might be the way out of the cultural and crea�ve industries 
in the future?
 
　　In this moment, please forgive me for con�nuously 
recalling my memory of the past ten years. 
 
　　At that �me, I only loved fashion and had no other 
thoughts but to enter the fashion profession. I was dreaming 
about doing what I favour and dreaming of my own dreams. 
What is future? I never worried about. The only thing I was 
afraid is that I could never realise my dreams. 
 
　　Let’s talk about the cultural and crea�ve industry today. 
With rapid development of society and culture in Macao, we 
could clearly see that there are more opportuni�es today 
than the past few years. At least, if I want to write something 
about fashion ten years ago, there will definitely no readers. 
Or if I want to set up a shop selling quirky and weird clothes, 
I will be laughed. Un�l today, many interna�onal events 
happened in Macao and Macao’s vision is different from 
yesterday. This change also happened in the various needs in 
different walks of life and among those who devoted themselves 
and worked seriously in cultural and crea�ve industry. But 
we have to face the challenge from reality. Whether you are 
going to insist or give up is depended on how much your 
passion is.
 
　　I know a mother of a famous Macao singer. Every �me 

she talks about her son’s job, she sighs and shows her 
worries on different things. She wishes her son to give up the 
dream of becoming a famous star and to get a decent job. I 
said: “Performing is also a job. Jobs are not limited to those 
nine-to-five jobs. Willing to sacrifice and eager to have 
reward, that’s the job worth to do. Do you want your son to 
be the person who is afraid to sacrifice but eager to have 
reward?” A�er hearing that, this mother seems to realise 
something and smiles. 
 
　　I believe that the following words might be heard 
frequently by those who worked in cultural and crea�ve 
industry. Our biggest enemies are behaving regularly and 
steadily. The truth is that you never know what will happen 
un�l the end. What I could definitely sure is that today, many 
designers, art performers and creators are very serious.
 
　　I could say that cultural and crea�ve industry in Macao 
is a dream for everyone who immerses themselves in 
wondering how life will be. But it would be be�er for us to 
consider seriously what we could do now for achieving a 
different future for the cultural and crea�ve industry in 
Macao.
 
　　There are two days le� to the end of 2017 when I write 
this ar�cle. I am here to show my respect to all the cultural 
and crea�ve workers for their efforts in 2017. (Cheers! Let’s 
smile!)

Event report on the 19th TBS DigiCon6 Asia Cultural and creative dream 

I n k y  L e o n g

Vice-chairman of the Macao 
Fashion and Culture Associa�on, 
president of Start Interna�onal 
Project Company Limited, fashion 
columnist of Macao cultural 
magazine SD Media, fashion 
stylists and the founder of Inky 
Store and I.N.K brand.
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　　The team is made up of local talents, including designers, 
performers, dancers, bands, musicians, exhibi�on ar�sts and over 100 
local ar�sts. “Local ar�sts understand more about the characteris�cs 
and stories of Macao and share more common grounds with the local 
community,” James said. “More importantly, they have a great passion 
for the culture, history and even every street of Macao.”

　　With the theme of “Amor Macao”, James believed that “love” is 
well recognised by the majority of residents. “This year Macao was hit 
by the typhoon Hato, so we hope that we are passing on different 
forms of “love” through the fascina�ng light art,” he explained. The 
design at different tourist a�rac�ons also rendered the stories of love. 
For example, the light installa�ons of the St. Lazarus Church tell the 
story of the pavement of St. Lazarus Church (Calçada da Igreja de S. 
Lázaro) based on the theme of “Mercy and Love for All”. The interac�ve 
games at Anim’Arte NAM VAN are set to awaken the “affec�on among 
friends”. The designers devoted endless efforts to present the 
stories of love.

　　Last year, a bronze statue in the form of a li�le girl in 
New York went viral among the public audience. The short 
li�le ponytailed girl, with her hands on her hips, spirited 
with power, stares down the Wall Street facing the bronze 
Charging Bull that represents man power and the world of 
finance. This art portrayal quickly a�racted public a�en�on 
and went viral on social media.

　　The statue’s commissioning body explained that the 
statue was set up to encourage financial firms at Wall Street 
to promote more female employees to the senior managerial 
level. The sen�ment was quickly accepted by the public 
while very few people know that this third largest asset 
management company only employs a few female senior 
execu�ves. Li�le do people know that originally the male 
execu�ves of this company wanted to put a cow besides the 
bull instead of the fearless girl. However, the original 
proposal was disapproved by the authority and was 
changed to the current one.

　　The birth of the fearless girl and the enormous public 
a�en�on are more or less beyond the company’s expecta�on. 
But it didn’t stop them from using the statue to promote a 
fund with a similar theme, saving an adver�sement expense 
of about over seven million US dollars for the company.

　　It’s apparent that apart from being an art form, public 
art s�ll carries the designers’ own inten�on when entering 
public space. But since public art has public property, the 
public’s voice should be heard in the making of artworks. 
The unexpected turn of event in the making of the fearless 
girl statue is a living proof of the fact that the people 
involved in the discussion on the art produc�on would 
heavily influence the outcome. To strike a balance among 
different values regarding public arts in society, the public 
audience and the commissioning body’s full par�cipa�on 
into the design discussion proves to be essen�al.

　　I have personally par�cipated in a workshop convened 
by the New York city government’s Percent for Art that aims 
to simulate panel discussion on a project. In the workshop, 
different stakeholders would take turn to express their 
opinions on the ma�er. A par�cipant in the workshop 
played the role of a police department delegate in a 
drama�c way. She kept on rambling that the statue looked 

gangsta and she as a police department delegate didn’t 
want to see such artwork to be put in front of the police 
sta�on....

　　The en�re room burst into laughter a�er watching her 
portrayal of the police delegate. Despite the funniness, the 
director of Percent for Art commented that the scene was 
actually very realis�c. In panel sessions like this, there 
would always be a pool of diverse opinions, some of which 
are subjec�ve, some are even narrow-minded. But the goal 
of the discussion is to provide different voices with the 
opportunity to express their ideas and concerns, making 
the ul�mate design reflect diverse values.

　　This process fits the ul�mate goal of New York’s 
Percent for Art, which is to make public arts in New York 
truly represent the city’s core values: Diversity, crea�vity, 
and energy. 

　　At present, Percent for Art, with only three employees, 
is working to manage over one hundred public art projects 
submi�ed to them. The director stated that allowing 
different stakeholders (commissioning bodies, producers, 
ar�sts, and the general public) in the public art projects to 
voice out their opinions during the panel discussion is the 
strategy to integrate different values and ideas. To make it 
convenient for communi�es to par�cipate in the discussion, 
the panel session would be arranged in residen�al areas in 
communi�es at night as well.

　　Personally speaking, I appreciate such mechanism that 
allows the general public to par�cipate into the discussion on 
public art establishments. On one hand, such mechanism can 
help to create public arts represen�ng residents’ will. On 
the other hand, facilita�ng an environment and mechanism 
for ra�onal discussion also contributes to the mutual 
understanding among different stakeholders and values. 
During this process, the residents’ imagina�on for their 
communi�es is inspired and the unity of the communi�es is 
strengthened. These are the hidden benefits that public 
arts can bring to communi�es.

20

L a m  S i o  M a n

B l o g s

　　Those who have been to Mexico city may have 
deep impression toward female painter Frida Kalho. 
Her photos with symbolic synophridia, small whiskers 
on the upper lips and colourful na�onal dress, as well 
as the replica of bloody self-portrait, could be found in 
every corner of Mexico city, which is so called the 
biggest city of the world. Her figure could be found on 
the souvenirs and cultural and crea�ve products. 
What’s more, her and her husband Diego’s portraits 
are on the 500 peso. If the most influen�al cultural and 
crea�ve IP in Lisbon was poet Pessoa, Frida must be 
the one in the Mexico city.
 
　　As a die-hard fan of Frida Kalho, I set off to this 
city with poor security in order to search for Frida’s old 
track. Although Frida’s status is not as good as murals 
master Diego in the art history, her legendary life and 
heart-broken autobiographical works made her the 
eternal muse in Mexico. In 2002, many non-art lovers 
began to know this legendary woman through her 
biography and adapted film Frida. Many music, stage 
shows, dance dramas, pain�ngs and costume designs 
are inspired by her, which makes her become popular 
over the world. Her works are ranked as the most 
expensive auc�on-prices among the global female 
painters.
 
　　One-third of Frida’s works are self-portraits, expressing 
her feeling to the public. Even Picasso will feel ashamed 
when facing Frida’s honesty. Her autobiographical artwork 
was not pioneering. However, in such a selfie-addicted, 
clocking-in and self-revealed privacy era, she is the 
model of individualisa�on. L.A. designer Sam Cantor had 
created 160 emoji (FridaMoji) with Frida’s self-portraits. 
He said: “Who else ar�sts would be more suitable than 

Frida to be the model samples of emoji to express 
emo�ons?”

　　Writer Mu Xin had ever said: “All the great literature 
is not recording happiness but disturbance and riot.” The 
great epics of Diego highlight publicity and present the 
history of Mexico, which is certainly inspiring. Frida’s 
autobiographical pain�ngs seem to have nothing to do 
with city, history and poli�cs. Actually, these pain�ngs 
integrate with the life in Mexico city. Frida’s pain�ngs are 
discussing about love and suffer beyond limita�ons of 
territory and �me. 
 
　　Literary and ar�s�c crea�on is to fix personal 
ma�ers first; but literary and ar�s�c apprecia�on is to let 
readers find the answers themselves through the 
artworks. As for Frida’s importance, she lets us recognise 
the influence of individualisa�on and cultural values 
brings from individualisa�on which cannot be underes�mated. 
In this machine replica�on era without aura, if the literature, 
art, or so-called cultural and crea�ve products want to 
move the audiences, they should put down the tradi�onal 
baggage like crea�ng things that people love to see and 
hear, wri�ng delivering ethics. Individualisa�on is exploring 
toward personal dilemmas. In the same �me, it makes 
produc�ons more humanised and appealing. 
 
　　The last meal in Mexico city, I accidentally ran into 
the restaurant where Frida and Diego got married, which 
is the perfect period for my trip. Each city has different 
elements to a�ract traveller. Some are appe�tes, like egg 
tarts and pork chop buns; some are food for thought—I 
am willing to have several more trips to Mexico because 
of Frida. 

Public art requires public participation—
Some thoughts on public art (Part 2)

Mexico’s muse: the public appeal
of personal history

Fearless Girl, photo courtesy of Artnet.

U n  S i o  S a n

Un obtained the dual 
Bachelor degrees in Chinese 
Language and Art (film and 
television produc�on) of 
Peking University and dual 
Master degrees in East Asia 
Studies and Asia Pacific 
Studies of University of 
Toronto with the research 
field in literature and movies. 
She won the Henry Luce 
Founda�on Chinese Poetry & 
Transla�on Fellowships and 
had been the village residing 
poet in the Vermont Crea�ve 
Studio. She was invited to 
a�end many interna�onal 
poem fes�vals such as the 
one held in Portugal and 
worked as the lyricist of 
Macao’s first original indoor 
opera A Fragrant Dream. She 
published some collec�ons of 
poems in Cross-Strait regions, 
and has been engaged in 
academy and publica�on for 
long �me and writes columns 
for media organisa�ons in 
Taiwan, Hong Kong and 
Macao.

B l o g s

21
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　　Mr. Shi and His Lover, adapted from Madama Butterfly, quickly garnered great a�en�on from the market a�er rolling out on the 
interna�onal stage. The produc�on team tells the same story from very different perspec�ves, making the play more thrilling and 
mysterious. The storyline involves many controversial elements of the society, such as homosexuality, religious beliefs, ethnic iden�ty, 
etc. As the ar�s�c director of the Macao Experimental Theatre and the director of the play, Johnny has rich experience as a theatre and 
drama director and in theatre and drama produc�ons. He recalled, “The actors would need to speak in Mandarin since the story is set 
in Beijing. We even added Beijing opera into the play. Therefore, we need to learn about the art of Beijing opera and Beijing accent 
during the produc�on process. The team went to Beijing to study for half a month, which took the produc�on quality to a higher level.” 

　　The final produc�on from the team is considered as a new form of musical theatre by interna�onal cri�cs, as the play pioneered 
the tradi�onal performance form. “Mr. Shi and His Lover is a produc�on that combines musical and opera. It’s something in between. 
It doesn’t tell the story in linear way as tradi�onal musicals do, and it doesn’t centre on classical music like tradi�onal operas do either,” 
Johnny explained.
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Japan-based writer and 
traveller, specialising in 
design, l ifestyle and travel 
journalism. Ron previously 
served as an editor of 
MING Magazine, ELLE 
Decoration and  CREAM.

　　Before star�ng the fan page “Beyond the boundless 
sky”, I never thought that I would have opportuni�es to live 
in the five star resorts facing the pacific ocean without 
spending money. Enjoying delicious specialty, riding out to 
sea, diving and jumping are well arranged. In a word, I live 
well, eat well and play well there. These opportuni�es are 
rare, so I believe that you may really want to know nowadays, 
how the Travel Blogger / KOL / Influencer get the free travel.

　　At present, internet celebrity economy is popular all 
over the world. Thus, various brands, no ma�er large or 
small, will invite internet celebrity to eat and have fun 
thereby promo�ng their products. In fact, I don't really like 
the term “internet celebrity” in Chinese. In English, KOL (Key 
Opinion Leader) or Influencer means those people who, in 
a par�cular area, possess professional knowledge and 
deeply influence others. To a certain extent, KOL gradually 
becomes the derogatory term in Hong Kong. With the 
appearance of those who have a lot of fans yet have no 
contents, I prefer to call myself Travel Influencer.   

　　When talking about free trip, in Hong Kong, it is called 
Fam Tour; in foreign countries, it is called Press Trip; in 
Taiwan, it is called Media Delega�on. In general, the 
sponsoring units will use the best in the journey to serve 
Travel Blogger / KOL / Influencer. Hence, we usually write 
about good things as it is really hard to find something 
terrible.

　　Well, I know you may have ques�on about how many 
followers will lead to such invita�on. Actually, this ques�on 
is hard to tell. I got my first invita�on when the number of 
my followers reached thirty thousand. But I also met some 
Micro Influencer in media delega�on whose followers are 
less than five thousand. Recently, I saw a foreign analysis 
report saying that brands prefer to diversify their 
investment nowadays. Except for inves�ng on famous 
celebrity’s adver�sements, Influencers, from a few 
thousand to tens of thousands of followers, would be put on 
more opportuni�es. Micro Influencers may have more 
interac�on and are more in�mate with followers than 
Macro Influencers. For the Facebook system, in most of the 
situa�ons, if you have more followers, it would be harder 
for them to see your new post. You have to post every day 
to increase your exposure. If you don’t post for a long �me, 

your en�re exposure rate will be lowered. The reason for 
this situa�on is that Facebook wants the owner of fan 
page to buy adver�sement. So it is difficult to manage 
the Facebook page.

　　It has been almost three years since I started to write 
my fan page. In the first year, I was so diligent, almost pos�ng 
every day. I was concentrated on wri�ng about travel. 
Various types of ar�cles are included like encouraging 
ar�cles, travel raiders, foreign travel �ps, job informa�on 
abroad and self-experience on learning foreign languages. 
These ar�cles are prac�cal and inspiring, which received so 
many shares and likes. A year later, the number of followers 
reached forty thousand and I also obtain opportuni�es from 
different places.

　　Actually my free-trip-opportuni�es come compara�vely 
late. Many Hong Kong Influencers received different kinds of 
invita�on when their followers reached ten thousand or a 
few thousand. I guess the reason might be that I wrote I was 
from Macao, but most of the opportuni�es are from the 
region outside Macao. When people read my introduc�on, 
they will hesitate whether I will par�cipate in the event or 
not, which is proved by one of the sponsoring units from 
Hong Kong. From then on, I never wrote about where I was 
from. Another point is the social network from real world. It 
is difficult for me who live in Macao to par�cipate in the 
networking events in Hong Kong constantly. 

　　In a word, in the social network today, content is king. 
With topics, contents and audiences, the opportuni�es from 
all around will come, as well as the free trips. But even 
though it is so-called free, it is impossible to be free. Before 
ge�ng the free opportuni�es, the authors have devoted a 
lot energy and spent numerous days and nights to manage 
their social pla�orm like Blog / Facebook / Instagram / 
YouTube. Those things that you could easily access through 
the phone are priceless indeed.
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to the eyes. In the past, salad bowls are o�en made with 
wheels. Therefore, their iron matrixes look like a perfect 
semi-circle. However, Masaki is quite annoyed by such 
“perfec�on”. He prefers to polish the matrix with bare 
hands and add more concave-convex textures to them. 
Although human eyes can hardly see these textures clearly, 
they render a special, so� and warm feeling.

　　The trace of the “yurui” aesthe�cs can be seen not 
only in handicra�s, but also in everyday life and store 
management philosophies. When Ryuji Mitani opened 
his store & art gallery “10cm”, he gave up tradi�onal 
plan-centred store management philosophies. He didn’t 
make clear schedule of the exhibi�on at the art gallery and 
didn’t determine the direc�on towards which ac�vi�es 
should follow. Another selected shop “22” in Nagoya is 
widely known as a fashion store. However, its store owner 
Toshiko Iwada is quite free with the management of the 
store. Although the store is just about several-hundred-feet 
long, customers can find a variety of goods there, including 
clothes, books, handicra�s made by mentally or physically 
disabled people. Both “10cm” and “22” manifest the life 
a�tudes of their owner exactly through their “yurui” 
aesthe�cs.

　　It seems the “yurui” aesthe�cs was nurtured when 
the bubble economy burst in Japan. A�er the bubble burst, 
Japanese people began to cast doubt on the tradi�onal 
aesthe�cs that featured luxury and magnificence. Gradually, 
people began to form new a�tudes towards the nature of 
life. Compared to bou�que products, people pay more 
a�en�on on the products complying with nature. The 
other days, I paid a visit to ceramic ar�st Suzuki Takashi and 
was especially impressed by something he said, “Well, 
products that are cool and perfect certainly reveal a life 
a�tude that prefers to be cool and perfect. Indeed, many 
people find such life a�tude appealing. However, some�mes, 
people might get really a li�le rus�c and lazy. On such 
occasion, isn’t it just fine to be lacking in something, to be 
not that perfect?”

　　“These objects don’t have the right body ra�o,” a 
gallery owner told me one day. I looked at the objects, 
feeling that there was indeed something wrong, but 
couldn’t quite put a finger on it. A�er a while when I was 
mee�ng my friends who were cra�smen, it occurred to 
me that today most cra�smen no longer pay that much 
a�en�on to the right body ra�o, such as ver�cal edges and 
right angles, etc. In the discussion, I no�ced that what 
cra�smen today are pursuing is the “yurui” aesthe�cs.

　　“Yurui” (ゆるい) means ina�en�ve and sketchy in 
Japanese. It’s used to describe furniture with some flaws. 
In recent years, young people use it to describe life 
a�tude. Some use it to describe peaceful and contented 
life a�tude, while some use it to describe one that is 
reckless. This word is also used to describe arts recently.

　　The “yurui” aesthe�cs is ina�en�ve. It doesn’t overly 
pursue for perfec�on and completeness. For instance, 
generally a circle is drawn using a compass. But when it 
comes to “yurui” aesthe�cs, the circle is drawn with bare 
hands. There will always be slightly different in each 
circle’s diameter, but it’s also these differences that make 
people feel comfortable. Cups without perfect symmetry 
are acceptable in “yurui” aesthe�cs. A sculpture with a 
blurry face can actually convey more emo�ons. 
Ina�en�veness in fact comforts the audience.

　　However, when an object is too “yurui”, it might go 
extremes and give people the impression of being crude. 
In this sense, it’s quite a challenge for cra�smen to strike a 
good balance between “perfec�on” and “sketchiness”. As 
far as I know, Japanese wood designer Ryuji Mitani and 
gold cra�sman Masaki Kanamori are two of the cra�smen 
who rise up to the challenge. Ryuji Mitani is quite a famous 
cra�sman in Japan. Every �me he held an exhibi�on, his 
wood works would be sold out in a short �me. I myself 
have a wood fork made by Ryuji Mitani. Since it’s 
hand-made, it’s actually a li�le bit askew. With fair lines 
carefully carved on the handle, the wood fork is very 
skin-friendly and feels very well in the hand. Ryuji Mitani’s 
wooden dish is o�en “imitated” by young cra�smen. 
Surprisingly, no ma�er how iden�cal they are, Ryuji 
Mitani’s wooden works always let people feel more 
comfortable.

　　Masaki Kanamori is the first Japanese cra�sman to 
turn enamel products into handicra�s. For a long �me, 
enamel products have been seen as industrial products. 
No ma�er what colour they are, pale white or colourful, 
you shall always expect to see the colours evenly spread 
on the surface. As a ma�er of fact, colour evenness has 
become a basic standard to evaluate an enamel product. 
However, Masaki is bold enough to break away with the 
“norms”. With unevenly-spread enamel glaze, his white 
enamel ware o�en manifests some dark shades. As a 
result, the en�re enamel ware looks like cloud and mist 
and gives people a poe�c sense, which is quite appealing 
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Enamel plate made by Masaki Kanamori
 and wood fork by Ryuji Mitani



　　Different walks of life in Singapore have different 
a�tudes towards the value of Jalan Besar. The trendy youth 
regard the cafés and pubs all over the streets and lanes in 
Jalan Besar as their comfort zone, while the older genera�on 
keep recalling the amusing world there all through the night. 
It is also a place with secret clubs where some eccentric men 
wander around with flir�ng eyes. This sophis�cated yet 
conflict personality a�racts quite a few entrepreneurs to set 
up business at Jalan Besar, even though it is frequently 
regarded as a neglected old block. Nowadays, Jalan Besar 
has become a centre of entertainment and fashion. 

　　Mike Tay associates with his friend Vincent Chow in an 
art gallery named Flaneur, which means “wanderers in city”. 
Located at Jalan Besar, this gallery specially supports young 
local ar�sts, enhancing their reputa�ons by holding exhibi�ons 
for them. As a tex�le designer, Mike used to wander around 
Jalan Besar like a character of wanderer in the 19th-century 
Paris created by Benjamin. During this wandering, he gradually 
no�ced the unique iden�ty of Jalan Besar. Jalan Besar is at 
the downtown area, there are no mul�ple commercial 
ac�vi�es. It even appears to be a bit desolate, leaving some 
dying business, such as iron workers and mirror makers, to 
struggle for a living. However, it turned out that the wandering 
“cost” him a lot because he bought a two-story old 
shophouse with a long history, which he then redesigned 
the first floor into a design shop named Onlewo, and the 
second floor the Flaneur Gallery.

　　The odd name “Jalan Besar” is originated in Malay, 
which means “avenue”. Jalan Besar is one of the earliest 
avenues built at the �me when Singapore was colonised by 
Bri�sh. It used to be the main street connec�ng the downtown 
and the urban area. Later it means the general block around 
the street. Although Jalan Besar may not be as popular as 
the Chinatown, the Arab Street or the Li�le India, it is more 
valuable thanks to its untamed nature brought by 540 
protected old houses, most of which are with a long history 
over a century. Some of the houses have been renovated 
delicately and some even remain their original appearances. 
The 1930s witnessed the prosperous Singapore nightlife in 
Jalan Besar, which is the reason why nowadays, there are 
quite a few night clubs around the block, where local 
middle-age men would bring girls with heavy make-up 
passing by. Such wildness is at odd with the gentrifica�on 
atmosphere, which highlights the diversity and colours of 
the old block.

　　There is no way for a land like Jalan Besar to be deserted 
in Singapore where there is a scarcity of land resource. 
Taking a fancy to its advantageous loca�on with proximity to 
the city centre and its low rental, which has not been raised 
by the speculators, many crea�ve people have set up business 

and se�le there. Therefore, countless cafés, restaurants and 
bou�que hotels have sprung up here in recent two years, 
where more and more trendy local youth would gather and 
have par�es. Currently, almost every few months, new stores 
with various themes would land there. 

　　It could not be ignored that revitalisa�on of old blocks 
by local government some�mes tends to exert a nega�ve 
effect, which would drive out the atmosphere of marketplace 
in daily life. The Chinatown is a living example. Therefore, in 
Singapore, which is famous at its well planning and its big 
government domina�ng overall, Jalan Besar is more 
intriguing because this place is developed out of folk 
innova�on and market factors. A media worker, Ming, who 
recently wandered around Jalan Besar said, “Everything in 
Singapore is too neat and new, resul�ng in the loss of 
original feelings in many renovated historic blocks. However, 
in Jalan Besar, I could some�mes see the local elder taking a 
three-wheeler. I could see old-fashioned stores everywhere. 
It is these tradi�onal yet fashionable collec�ons that demonstrate 
the unique a�rac�on of this block.” In the Lion City, where people 
build faith in replacing the old with the new and that development 
is the absolute principle, the preserva�on of local style will 
depend on the efforts of the local enthusias�c people.
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