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The views and opinions expressed in this 
publication 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.

Editor’s Letter

No matter how brilliant your design is, all of your efforts 

would be wasted if your idea is copied or trademark is squatted. 

There are enormous disputes involving intellectual property 

rights in the Mainland and even international brands are 

busy to cope with it. How are creative enterprises in Macao 

going to tackle with this problem? In the Feature, we invite 

representatives from JOC Square and Hylé Design Macau to 

talk about their experiences in registering trademarks and 

patents in Macao and the Mainland. Information about relevant 

applications in Macao is also provided. 

Erik Kuong’s theatrical works Playing Landscape and Picnic 

in the Cemetery have made him rise to fame. In fact, he is more 

like an artist manager. As a producer, his goal is not only to 

produce good theatrical works but also to make them sustain. 

In Opinion, Kuong shares his insight into how he helps artists 

build a thriving career. 

SARTOR LAB is featured in Brand Story. Its founders Kade 

Chou and Victor Choi specialise in bespoke menswear and their 

designs are fashionably unconventional. They share their views 

of aesthetics, as well as how glamourous men’s outfit wear has 

become a trend in Macao. In Budding Talents, photographer 

Wang Lap Wong, who has just returned to Macao from England, 

is going to showcase a visual feast of intricate mix and match of 

art and reality. Each of his images is full of subtleties and stories. 

As usual, our bloggers continue to share their views and 

news of the creative industries around the world in Blogs. 
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International brands like New Balance, Apple, Tesla have recently been fighting trademark battles in the 
Mainland.  Costs of litigation can be several millions of dollars and in more extreme cases, billion dollars of 
compensation have to be paid. Is this issue totally irrelevant to the creative industries in Macao? Probably not. 
Intellectual property rights are so relevant to us but we have so little understanding about what they really are. 
In the Feature, we invite representatives from JOC Square and Hylé Design Macau to share their experiences of 
registering their trademarks and patents in Macao and the Mainland. Information about relevant applications in 
Macao is also provided. What is the most important asset of a brand? Of course, it’s the brand itself. 

The Dispute
Over Batata
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In the old town of Taipa which is filled with souvenir shops 

and restaurants, it’s not difficult to spot a shop that does not 

match with the Portuguese-styled buildings around it. With a 

black and white toning and simplistic in style, the shop is called 

JOC Square but you may not be able to tell from the outside 

what it is selling. “In fact we do not have many products to sell. 

What we sell is a spirit,” said Joaquim Cheong, Creative Advisor of 

JOC Square. However, in reality, it’s easier said than done. 

JOC Square mainly sells products designed by itself, 

especially the “Batata” series which consists of items like 

postcards, crackers and T-shirts. The logo is a pair of potatoes 

kissing each other. Unlike most of the creative brands in Macao, 

JOC Square had already registered the trademark of Batata in 

Macao before the shop was opened in the end of December 

last year. Because the company has planned to set foot in the 

market in the Mainland, it has also submitted applications to the 

authorities in the Mainland to register the trademark, in order to 

avoid any misappropriation of the logo. 

“In August last year, before our trademark application in 

Macao was approved, we already commissioned a lawyer to 

register Batata’s trademark in the category of food and T-shirt in 

the Mainland. We thought that this practice is secured enough. 

We aren’t a big brand. We thought that registering in two 

categories is enough.” However, they have never thought that an 

intellectual property battle was about to begin. 

Protecting Creative Products’

Referring to intangible property rights in general, intellectual property in Macao mainly includes 
copyright, patents and trademarks. In simple terms, protection of intellectual property is protection 
of creativity. The legal framework of intellectual property here mainly comprises of two decree-laws—
Industrial Property Code, and Regime of Copyright and Related Rights—with the former focusing on the 
application procedures, objects of protection, effects and others of trademarks and patents. 

 Joaquim Cheong is an award-winning veteran designer in 
Macao and the Creative Advisor of JOC Square

F e a t u r e

By Lai Chou In
Photo courtesy of Calvan sin Studio & interviewees
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Four months after JOC Square submitted the application 

to the authorities in the Mainland, a music company in Beijing 

also submitted similar applications to register in the categories 

of food, garment, paper and jewellery, etc. “They also use the 

Portuguese name Batata, but the Chinese name is Bantata. The 

trademark is very similar to ours, with similar shape, but limbs 

are added to the body to make it look like dancing. Our lawyer in 

the Mainland found the incident very strange and thought that 

it’s very likely that they are going to hijack the trademark. Think 

about it. Why does a music company want to use the name of 

‘Batata’ to produce crackers and clothes?” In the Mainland, the 

principle of trademark registration is on a “first-come-first-served” 

basis. Any party who submits the application first has the rights 

to use the trademark if it is approved, no matter he or she actually 

uses it or not. Who first uses the trademark or creates it is not a 

consideration. The system, hence, is appropriated by a group of 

trademark squatters to file applications to register trademarks 

that are not yet registered in the Mainland. 

It usually takes a year to approve an application in the 

Mainland.  Cheong expressed that they are still waiting for the 

results. He anticipated that Batata can be successfully registered 

in the categories of food and T-shirt. Similarly, the Beijing-based 

company can also be registered in other cateogories like paper 

and jewelry. “In this case, ‘Batata’ cannot be printed in our 

cracker’s packaging.  We feel so helpless.” He also mentioned that 

if a product is manufactured or processed in the Mainland, there 

are risks of being sued for rights infringement. “In fact we have 

been very careful to deal with this matter but no matter how 

carefully we planned we cannot avoid all risk. We reckon that 

when our trademark was registered in Macao and publicised 

on the internet, the other party searched information about our 

company and found that we have potential to grow. We are of 

course unhappy and feel helpless about the situation. But on the 

other hand, if someone copies your work, it somehow is a proof 

that you have the ability,” he said with a mirthless smile. 

Cheong is an award-winning veteran designer in Macao. 

The inception of “Batata” can trace its roots back to Cheong’s 

school days in Portugal in the 1990s. He often heard that 

young people there would describe a simple person as 

“Batata” (literally potato in Chinese). He found this amusing 

and he himself likes potatoes very much, and hence he 

created such logo. In 2000, he made T-shirts with Batata logo 

and sold them in Macao. However, all the efforts he made 

over the last 20 years may be wasted now.

He said that the Beijing-based company has not yet 

contacted JOC Square regarding this matter. His stand on this is 

he will not pay them to get back the rights to use the trademark. 

“Even if they suggest, say, a fee of 30,000 dollars, to buy back the 

rights, I will not accept such deal. I prefer changing the name of 

my brand. If I accept the offer, this will only condone them to 

continue to do so.” JOC Square is prepared for a litigation, and in 

the worst case, “Batata” has to be renamed. 

To play safe, JOC Square extended the registration of 

“Batata” from two categories to ten in Macao after the incident 

in the Mainland. “We contracted a lawyer to file our trademark 

applications. A fee of MOP$5,000 (MOP$1,000 if you do it 

yourself) is required in each category in Macao while 1,000 to 

2,000 yuan is needed in the Mainland.  If you do it like what the 

big brands do, like registering the trademark and the graphics 

separately, at least hundred thousands of dollars are required. 

This is too much for any creative startup. It’s impossible to 

allocate so much money to do the registration even before you 

have completed your products.”  

At present, under the framework of the Mainland and 

Macao Closer Economic Partnership Arrangement, Macao 

and the Mainland will communicate mutually on the issue of 

trademark. Authorities in both places will regularly hold seminars 

and meetings to allow enterprises to enhance knowledge of 

trademark registration in respective places.  Cheong suggested 

that this framework should give more convenience to creative 

enterprises in Macao. For instances, if a trademark is registered 

in Macao, only simplified filing procedure is required in the 

Mainland for a trademark to get registered. By doing so the risks 

of trademark squatting can be minimised.

However, he believes that the most pressing issue is the 

creative industries in Macao have no in-depth knowledge of 

intellectual property rights and give no protection to trademarks. 

The government should take more initiatives to educate the 

industries, and to provide both technical and financial support. 

“Trademark protection is very important. If a trademark is 

squatted, your effort is completely wasted no matter how good 

your brand is.”

Trademark registration is one of the measures to protect industrial property rights. Registration is not mandatory. Nonetheless, 
owners of registered trademarks are protected by the laws with rights to prohibit any third party using their trademarks, or similar marks, 
without their consent and to seek compensations through legal means. Any parties could apply to the Macao Economic Services for 
trademark registration with a group of unique graphics, texts, numerals, sounds, product shapes or packages. But it is noteworthy that 
when the trademarks consist of elements reflecting the type, quality, usage, value and sources of the goods/services, or contemporary 
expressions, applicants do not have exclusive rights to use that part of the trademarks. For instance, when applicants use “XX Stationery” 
or “U.S. XX” as their trademarks, they will not have exclusive rights to use the terms “Stationery” and “U.S.”.

The classification of trademarks in Macao follows the Nice Classification established by the World Intellectual Property 
Organisation, which categories goods or services in 45 classes. Applicants could only choose one class for each trademark 
application, and if they want to register their trademark in both service and food classes they have to submit two applications.

Besides, trademarks in Macao can be divided into the following types in accordance with their attributes:

The authority will carry out a formal examination upon a trademark application after submission, and the trademark will be 
published on the Official Gazette. Without opposition from any third parties, the authority will carry out a substantial examination 
on the trademark. The entire process usually lasts about six months, provided that the documents submitted are complete and 
there is no opposition. After registration, the trademark is valid for seven years and can be renewed indefinitely.

•  Product Trademark: a sign used on goods or good packages
•  Service Trademark: a sign used when a service is provided
•  Association Trademark: a sign used by associations
•  Certification Trademark: a sign used by certification 

authorities to prove that goods and services meeting the 

standards established by them
•  Three-dimensional Trademark: a three-dimensional sign 

composed of the shape, package or container of goods
•  Sound Trademark: a type of sound used to distinguish 

goods or services from others

 Regarding the trademark 
battle in the Mainland, JOC 
Square expressed that in 
the worst case they have to 
rename the brand and can no 
longer sell the crackers under 
the name “Batata”.

 The “Batata” series which consists 
of items like postcards designed 
by JOC Square. The logo is a pair of 
potatoes kissing each other.

F e a t u r e
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There are three types of patents in Macao: invention patents, utility patents, and industrial design and model patents. The first two 
concern about the patent rights of functions and techniques of goods, while the last one, also known as appearance design patent, 
focuses on the appearance of goods. The approval flow of patent application is similar to the one of trademark application, but it 
requires more time with at least a year. 

Applications of trademarks and patents can only be filed by Macao residents, companies and associations; for those who are not 
the aforementioned parties, they can appoint a third party—which must be a lawyer registered with the Macao Lawyers Association, 
a Macao resident, company or association—as their proxy for the application. Under the current legal framework, the trademarks and 
patents approved by the Macao authority are only applicable to the territory. 

Regarding copyright, according to the Regime of Copyright and Related Rights, authors of any literary works, theatre works, 
speeches, movies and visual works, music, photography, painting, arts, and other types of creative works will automatically have 
copyright of their works, once they are completed without any application and registration procedures, regardless of whether they 
are published.

About Patents and Copyright
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Three years ago, post-90s entrepreneur  Calvin Sio Kai Tong 

noticed a type of paper camera in Taiwan and since then he got 

an infatuation with it. He believes that it has huge potential in the 

market and more values can be added. Hence, he collaborated 

with Paper Shoot, a Taiwanese paper camera brand, after he 

has founded his own design brand Hylé Design Macau. They 

successfully developed the brand new CROZ D.I.Y Digital Camera 

with unique components, wooden materials and brass. 

After raising approximately HK$240,000 via crowdfunding 

platform Kickstarter, Hylé Design Macau began to the 

production of the camera. The product has been sold in Macao, 

Hong Kong, Taiwan, USA, Japan and France, etc. since the end of 

last year and more than 3,000 cameras were sold. But Sio has yet 

to register the trademark for CROZ or apply for the patent. This 

sounds ridiculous if it were an international brand, however, in 

the creative industries in Macao, it is commonplace. Does it mean 

that the creative professionals in Macao do not care if their rights 

are infringed?

  “In fact, I had made inquiries about the patent registration 

to relevant governmental departments in Macao. There was a lot 

of paper work back and forth and every time I got a headache. 

In the end nothing has been done. We consulted the lawyer and 

we found out that it may not be necessary to apply for patent in 

Macao, Hong Kong and Taiwan because patent infringement is 

uncommon. Only big brands will apply for patents in Macao,” Sio 

explained in his office, which is stuffed with wooden materials. 

 Apart from digital cameras, 
Hylé Design Macau also 
designs other household 
items like notebooks with 
wooden covers and L-square 
rulers.

CROZ D.I .Y.  digital camera is a 
collaboration between Hylé Design 
Macau and Taiwanese paper camera 
brand Paper Shoot. Applications 
for the design patent and invention 
patent have been filed in the Mainland.

F e a t u r e
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For any enquiries about intellectual property rights, please contact the Intellectual 
Property Department of Macao Economic Services.
- For copyright, please call (853) 8597 2614 or (853) 8597 2624
- For trademarks, please call (853) 8597 2229
- For patents, please call  (853) 8597 2614 or (853) 8597 2246
- Email: dpi@economia.gov.mo
-  Address: 8/F, Luso International Bank Building, No. 1-3, Rua do Dr. Pedro José Lobo, 

Macao

For more information about industrial property rights, please visit
https://www.economia.gov.mo/en_US/web/public/pg_ip_og?_refresh=true

For any infringement of intellectual property, please report to the Macao Customs 
Service.
- 24-Hour Hotline: (853) 2896 5001
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Of course, the amount of the investing capital is one of his 

major considerations. “You do not have much funding when 

you just start the business. You normally won’t think of spending 

thousands of money to apply patents. This sounds just ridiculous. 

I know that brands like Apple will apply for patents even before 

the products are launched and they will carry out analysis of 

market positioning too. But we have no resources to do that. It’s 

impossible for us to invest a huge amount of money to apply 

for patents when we are yet to know whether the product is 

successful or not.” 

Unlike ordinary cameras, CORZ allows user to assemble 

different components and there are only four to six steps to 

complete. Different styles of cameras can be made according to 

the types of components and lens. Such design has won Taiwan’s 

2016 Golden Pin Design and China's 2017 Design Intelligence 

Award. Hylé Design Macau has only patented CORZ’s design and 

invention in the Mainland. 

 “We all know that even big brands encounter a lot of 

disputes about intellectual property rights in the Mainland. 

When we were still designing the camera we had already 

thought of applying for patent. But we didn’t have enough 

money back then so we had no resources to do so. This 

explains why CROZ was not sold in the Mainland at the very 

beginning.” He pointed out that when he secured enough 

funding at the beginning of this year, he applied for patent 

in the Mainland via an agent. The total cost was about 

80,000 yuan. The estimate time for approval is a year. Sio is 

confident that the design patent will be approved. But the 

benchmark for invention patent is high so he thought that 

the chance of success is low. “In the Mainland, the purpose 

of applying patent is not to stop someone from copying 

your product. Instead, it serves as a protection in case if 

you were sued for copyright infringement,” said Sio with a 

bitter smile. 

Even the camera has no patents applied in the overseas 

markets like USA, Japan and France, Sio said that quality 

management standards like ISO were applied for the camera so 

as to make sure that the product matches the safety standards 

in respective countries and to minimise the risks of being sued. 

“We will only apply for patents only if we plan to get a foothold 

in certain markets. But the case in the Mainland is different. 

Everything has to be patented because there are people out 

there to take advantage of  the systems.”

Sio thought that comparing to other countries, the 

creative industries in Macao have not enough understanding 

of intellectual property rights. “Apart from having not enough 

money, a lot of companies here do not have enough knowledge 

about patent. You won’t invest in it if you do not have 

understanding of the issue. The government should provide 

more information about this to creative companies, or even 

provide professional consultation services.”

 “It’s very important to know how to protect your own brand 

as it is the most valuable thing you get in the creative field.”

 Unlike other cameras, CROZ D.I.Y allows users to assemble 
the components by themselves. Different styles of cameras 
can be made according to the types of components.

F e a t u r e
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In June this year, Wang Lap Wong 
decided to leave England for Macao, after 
living there for 11 years. He brought along 
with him a treasure trove: his explorations 
of the world through photography. As 
a professional photographer, he was 
known for his deep contemplation of the 
relationship between objects. For him, 
photography is an art medium ful l  of 
subtleties and intricacies, and he is eager to 
share his art with the audience in Macao.

By Lei Ka Io
Photo courtesy of Calvan sin Studio 
and Wang Lap Wong

Inside the café, there was a photograph on the wall. The left 

side of the photograph features a skeletal specimen of a piglet, 

while on the right are three overlapping models of pigs. What 

kind of messages can you glean from such a picture? “The two 

items are not necessarily linked with each other, but when they are 

placed side by side like this, a new connection is formed.” Wong is 

fascinated with the intricate relationships between objects, and 

he enjoys experimenting with different objects as well as different 

combinations of objects and scenes. Using animal specimens for 

his target image he has transformed the way they are presented via 

montage techniques.

The photo mentioned comes from Wong’s photographic 

series, “Form of Animals”. In the last six years, he has grown his 

collection of specimen images through various trips to museums 

and laboratories, with the relevant permits for photography shoots. 

Some of these exhibits have over a hundred years of history, despite 

their startlingly lifelike qualities. “These specimens are all living 

creatures before, but now they have changed to non-living objects. 

How strange is that“, he said “that all lives have to adhere to the 

natural laws, in which everything starts from zero and eventually 

returns to ground zero again. Ever since mankind has invented the 

use of specimens, life can be kept in a physical form even though 

the soul is lost“. Inspired by such truth, he takes on photography to 

explore these questions of life.

Based on his photography series, Wong has come up with 

“Form of Greens” and “Faceless Lambs” series, using the camera 

lens to showcase things that are somewhat forgotten in the urban 

landscape, from plants to the faceless figures in the city. He said: 

“Photography is not a way of getting the answers. It is rather a 

channel for asking questions.” He believes that each person will have 

his or her own thoughts, particularly when it comes to the issues of 

life and death. Therefore, he refrains from explain what his photos 

are “about”, leaving more room for people to imagine and explore. 

When he was a student, he once did a presentation on a Japanese 

photographer, Hirsohi Sugimoto, discussing the spirituality that 

informs the photographer’s work, but the lecturer for the class 

happens to be a socialist. “He does not believe in ghosts, and so 

he felt that I had misinterpreted the photographer.” In the end, his 

thesis failed to pass.

In the first four years of his education in England, Wong 

majored in hotel studies. When he entered university, one of the 

classes he took was on the use of camera. From then on, he fell in 

love with the art medium, and could be seen carrying a film camera 

everywhere he went. After some careful consideration, he decided 

to give up his studies, putting together a portfolio from his amateur 

photos, and was eventually accepted as a photography student. 

After obtaining a first degree, he went on to complete a Master’s 

degree in photography. “To be honest, the classes in university 

rarely taught us how to use the camera,” he said teasingly. “Most of 

the time was spent on writing a dissertation about photography.” 

However, he enjoyed every minute of it.

“For commercial photography, however, a degree is not a must, 

as it does not necessarily give you a competitive edge. It is rather 

hard to apply the theories anyway,” he said. After graduation, Wong 

took up a job in a photography production house, specialising in 

quality control. “My work was mainly on photo post-production, 

checking whether the photos have signs of scratches or problems 

with colour. It’s a job that doesn’t require much qualification: anyone 

with some on-the-job training can do that easily,” he said. For him, 

his passion lies in the creative practice of photography rather than 

 Wang Lap Wong’s latest work: “Faceless Lambs”
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commercial photography. He confessed that, when he first took up 

the job, he had to adjust his expectations. Nevertheless, his life in 

England has made him more practical as a person. “There is a lot of 

competition in the artistic scene, and I know that a Master’s degree 

is only an admission ticket, not a guarantee of success.”

Wong considers his work as documentary photography. 

However, since documentary photography chronicles the 

social reality, it does not fully describe his work. “I 

hope to help redefine documentary photography 

itself. By adopting a more indirect, abstract style, 

I want to convey my messages through the 

images I create.” In this way, he articulates how his 

photographic images interact with the real world. 

In face of changing lifestyles, changing media 

expressions, as well as changing expectations 

towards photography and its applications, 

photography must also evolve and 

adapt. “Many people in Macao 

think that photography 

should be related to current 

affairs, but it is also a form 

of art.”

As a result of Brexit 

and the economic 

downturn, budgets for photography exhibitions and various types 

of activities are downsized, so Wong decided to return to Macao 

for more opportunities. He set up a society called “Dialect” with his 

friends last year, in order to promote more international exchanges 

for Macao-based photographers. In a year’s time, he has organised 

various seminars, exhibitions, as well as produced publications and 

wrote online reviews.

Wong pointed out that there is a lack of original photographic 

work in Macao. To address this, he aims to bring to the Macao 

audience a more diverse range of non-mainstream photographic 

works from other parts of the world. “The audience here may 

not be so receptive to these new works but I will do what I can to 

select some more intriguing materials, in terms of photography 

techniques and perspectives.” Later this year, he will invite a British 

photographer whose work investigates tunnels to exhibit in Macao. 

“My competitive advantage lies in my connections with people in 

the field.” At the same time, he plans to travel to places like Taiwan 

with his group to promote Macao’s photography abroad, and to 

seek new international partnerships. “We want to take up work that 

hasn’t been done by others yet.”

Looking ahead, Wong has plans to continue his own creative 

work as well as to encourage more international exchanges on 

photography. “I hope that photography will continue to blossom 

in the city.”

012

 Photography series by Wang Lap Wong: “Form of Animals” and “Form of Greens”

 Wang Lap Wong’s images are 
an intricate art of photography
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Erik Kuong is an active in the theatre 
and international art exchanges. A well-
known independent producer, Kuong 
has produced highly acclaimed touring 
multi-media play Playing Landscape, 
the unconventional musical Picnic in 
the Cemetery, and the BOK Festival, 
collaboration with Macau Experimental 
Theatre. In fact, his role is more like an 
artist manager and a pioneer. He looks 
for opportunities for artists, but how 
far an artist can go it depends on how 
much effort he or she makes. Kuong 
said: “My goal is to help them to unleash 
their talent and to do the things they 
should do.”

Good Work Takes Time
Having worked in the government for ten years, Kuong had curated 

countless number of arts festivals, film festivals and large-scale festive 

events. Now, he has become an independent producer and has a very 

clear goal.  “Every organisation has its framework. Being independent does 

not mean that I can do whatever I want. It means that  I am more able to 

think out of the box and I can think out what a work needs the most. My 

role is not to make a Macao brand. My role is to make good work. So long 

as you have good content, it naturally will become a good brand of a place.”

When he was working in the government, resources was never a 

problem. Now, he has to take into account the issue of cost effectiveness. 

Kuong admitted that he now tends to think that a project an investment. “It’s 

either an investment of time or investing in the future. For example, a producer 

has to take into account which part of the theatrical investment has to be 

borne by oneself, and which part has to be done even there are no investors. A 

producer needs to weight if such play is worth the investment.” In 2008, Kuong 

saw the rehearsal of Playing Landscape in Taiwan. He found that the work was 

not yet complete so he talked to the director and the actors. He proposed that 

a work needs five years to develop.

Five years sound like a luxury to any arts groups. But to Kuong, so long 

as there is proper arrangement, five years can allow him to produce several 

good works. Together with his team, he spent two years in experimental 

theatre. He invited new members, Canada based musician Njo Kong Kei 

as well as Beijing-based ink painter Ng Sio Ieng Cindy to join and look for 

suitable dancers locally and invited them to perform both in Macao and 

in the Mainland. Adjustments were made after each show and finally the 

shape of the work was formed in 2011. In 2012, the complete work was 

shown in the theatre, and it has been touring Europe and Africa for several 

years. Kuong has shown us that there are many ways to showcase one’s 

works. 

Lack of Support for the Creative Process
 “Do you want to do a performance, or do you want to make a good 

work?” People’s creativity may be limited by the shortage of performance 

venues and available timeslots. But for Kuong, his approach is the work 

always matters first. When to show the work is not is priority consideration. 

He stressed that creativity is not about having something complete but to 

develop something. Director Johnny Tam is a good example. In 2013, he 

invited Kuong to be the producer of a musical. Kuong asked Tam the same 

question. After certain thoughts, Tam decided he has to do a good work. 

 “The most important things to do in that stage is to get a good script 

and compose good music. If you only want to do a performance, I can 

coordinate the whole thing for you. But for me, I prefer developing phase 

by phase. When it comes to the issue of applying subsidies, we tend to 

become very product-oriented. That is, you need to finish your product 

so as to get the subsidies. In this way there is no room for you to create. It’s 

like a painter who wants to hold an exhibition and he can get subsidies to 

print catelogues and to hire a venue. But how about his creativity? He has 

no support for the whole year he spent on creating his own works. Does 

that mean that an artist creates works only because he wants to hold an 

exhibition? I think this simply confuses the cause and the effect.”

In 2014, the first version of the musical M. Butterfly was ready. Then, 

they learnt Peking opera in Beijing and Mandarin in Taiwan, and they also 

collected feedback. In 2015, the work is complete and it is renamed Mr. Shi 

and His Lover in the premiere. The work was high acclaimed in Canada’s 

Arts Festival. The team has endured a lot of hardship. Also, travel expenses 

were highly and there were more than ten runs. Kuong admitted that he 

once thought that it’s better not to go, but in the end he thought that 

more opportunities to perform is also important and he gave it a go. “We 

got some subsidies in Macao, and we got more in Canada. Their subsidies 

constituted more than a half of our monetary resources. At the beginning 

the whole production team only consisted of people from Macao. But for 

the sake of the application, we also invited people in Canada to participate. 

The performance was a success. Apart from getting positive comments, 

the most tangible result is we have been invited to do touring plays. 

We haven’t left the venue yet and we were already contacted by other 

theatres and festival committees. We will be going back to Canada to run 

performances for six weeks in 2018 and 2019. The play will be included in 

their theatrical season.” 

Macau Brand is Only a Slogan
Kuong said frankly: “It’s difficult for an art group to change the 

system. So I will do whatever I can to the best of my ability.” He believes 

that it’s not important whether the work represents a brand from 

Macao. “It’s merely a slogan. What does ‘creative brand in Macao’ mean? 

Does it mean that we need to highlight we are from Macao? I think 

it only works at the beginning but the magic is no longer there after 

that. What is the effect and purpose to market that we are a team from 

Macao? Is it just a slogan or is it for the purpose of getting subsidies? 

Then why should one sponsor people from Macao?   Most of the time 

the work itself is being ignored.” 

Most Kuong’s works are multinational and cross-section 

collaborations. But he said that he did not do it deliberately. “Many things 

are cross-section collaborations in this era. Although I am not an artist, I 

also have a desire to create something so I will select suitable people to 

collaborate with. I choose partners according to the content of the work. 

It’s not because I cannot find partners in Macao. I simply choose according 

to what is right and put them together.” Kuong also believes that if you 

cannot find audiences who like your work, it does not mean that the work 

is not attractive. His job is to look for opportunities. If audiences in Macao 

are not enough to support what you are doing, then you better look for 

audiences somewhere else. 

He pointed out that if you only pay attention to a small number of 

audiences, you are easy to get lost. “What do audiences really like? It may 

not be your forte to create a work that suits the taste of most audiences. 

As a result the work becomes so awkward that it’s neither artistic nor 

entertaining, and this situation is not uncommon. I am trying to test the 

ability of the artists. How much talent can be released? How far can they 

go? I hope I can facilitate them to go a long way.” 

 Erik Kuong: “Macao’s market is small but it’s not an excuse. 
There are places with very little population but they can also 
become cultural hubs.”

 Picnic in the Cemetery is a musical that has been rerun 56 
times in 11 cities since 2013. It was rerun in Macao Cultural 
Centre’s small auditorium in 2016.

 When Playing Landscape was shown in Taiwan, Erik 
Kuong was unable to participate in the production. 
He later joined Point View Art Association and gave 
a lot of feedback regarding the play.

 Jordan Cheng plays the protagonist in Mr. Shi and 
His Lover. He learnt Peking opera in Beijing and 
Mandarin in Taiwan so as to make the performance 
more complete.

O p i n i o n

By Wendy Wong
Photo courtesy of Calvan sin 
Studio & interviewee

A Producer is to Help

Artists to Build
a Thriving Career

Erik Kuong:
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There is no shortage of suit shops in Macao, 
and some of the world's finest suitmaking brands 
are sprouting up in the casino shopping arcades. 
So what would be the advantages for Kade Chou 
and Victor Choi, newbies to the tailoring business, 
in this competitive market? “A lot of our regular 
customers said that once they have worn our 
clothes, they no longer like wearing off-the-rack 
suits.” The two young men founded SARTOR 
LAB two years ago. They imported fabrics and 
techniques from Europe and started venturing 
into the bespoke tailoring business. “Most tailor 
shops in Macao sell off-the-rack suits. Some offer 
custom-made services but the styles are very 
traditional.” Choi said: “We saw a gap in the market. 
Nobody is doing it, so why not us?”
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Chou and Choi put a lot of effort in the founding phase. One of 

the biggest challenges was to master the tailoring and pattern making 

skills.  Contrary to all ready-to-wear suits, made-to-measure suits have to 

fit the wearers’ bodies. Whether a tailor-made suit fits the body depends 

on how accurate the size is measured. Usually the measurement will be 

divided into certain parts and patterns are drafted according to the size 

measured. Then the tailor will do the necessary cutting. Chou’s father has 

been working in the industry for 40 years, and naturally he has become 

the mentor of both Chou and Choi.

There is no formula for pattern making because customers have 

different types of bodies. If no attention is paid to the details, the suit 

may look unfit for the body. “If a client has a large chest and small waist, 

the cloth has to be shaped like an inverted triangle. If the thighs are 

thick, you need more room for the pants so as to make everything more 

balanced,” said Chou. There is no end to learning the art of tailoring. “We 

also have to tackle problems like having a big fat belling and shoulder 

imbalance.” Under the guidance of his father, Chou’s skills have improved 

bit by bit. The storeroom on the second floor of the shop is stuffed with 

his experiments done in the initial stage, an evidence of endless rounds 

of trial and error.   

If a tailor masters superb skills, naturally he would attract a group of 

loyal followers. Chou’s father boasts clients who have been supporting 

him for decades. He decided not to join force with his son and insisted 

to do businesses separately. Chou explained: “His clients are of the older 

generations and the suits he made look very formal and solemn.”

SARTOR LAB’s designs are modern and out of the box. The 

mannequins at the two sides of the entrance of the shop are a proof of it. 

The one on the left is clad with a dark brown jacket with brown and white 

tartan vest, while the one on the right is dressed in a deep blue plaid suit 

and white trousers. “People are quite conservative in Macao. They choose 

to wear either black or blue. A sensible choice, but a lack of personality,” 

said Choi. “In other countries, suits are ever changing and fashionable.” 

The name SARTOR LAB reflects the owners’ ambition. Chou explained 

that SARTOR means tailoring and LAB means laboratory. “We hope that 

our clients get a chance to try new ways to mix and match their outfits 

and accept new ideas.”

In mid-June, Chou attended Pitti Uomo, an important event for 

menswear held in Florence, Italy. Menswear brands and sellers from 

all over the world get together in this occasion and showcase their 

best collections. Models wear the newest collections off-site for photo-

shooting on the street. Chou wanted to find out what’s going on in the 

industry and bring the newest ideas back to Macao.

SARTOR LAB’s positioning in the market has successfully attracted 

a group of professionals. “Our first group of clients got to know us when 

they stopped by our shop. They found our products interesting so they 

came in to take a look,” said Chou. They did not pay to advertise their shop, 

but they do share menswear trends on social media and give talks about 

it. They also enrolled in trade shows in Hong Kong, but the costs of making 

extra clothing are high and they cannot afford it for long. “Moreover, the 

chance of successfully pitching the right buyers is like winning a jackpot.” 

He expressed that they reply on word of mouth and returning customers 

to expand the business. They have already recovered the invested capital 

after one year of operation, and opening a branch in Taipa is in the plan so 

as to expand the business. 

The Taipa branch has two storeys. The upper floor is dedicated to 

bespoke services. “The size of the shop is larger there and we will put 

a couch there for customers to rest their legs. We also serve coffee.” He 

supplemented that tailor-making a suit is actually custom-making a 

series of services, which includes selecting the right style, measuring, 

pattern making and fitting. Each step requires adequate communication 

with clients.  “It’s important to upgrade their experiences.” The ground 

floor is designed to feature ready-to-wear suits and accessories like ties 

and leather shoes. “We would like to strengthen our brand by having 

different collections for summer and winter seasons. Customers will 

therefore have more choices,” said Choi.

At present their major headache is the shortage of manpower. 

It’s impossible to master all the skills in tailoring, and there are very few 

people interested in joining the industry. Apart from running the shop, 

the two owners are busy with talking to suppliers all over the world and 

promoting the brand. 

Both Chou and Choi hope that in the future people in Macao will 

start wearing suits as casual wear. They believe that wearing suit is an 

exquisite art of living.

B r a n d

S t o r y

SARTOR LAB:

By Lei Ka Io Photo courtesy of Calvan sin studio

The Art of
Tailored Clothing

 Kade Chou (left) and Victor Choi are 
founders of SARTOR LAB, a tailor shop 
specialising in bespoke menswear. They 
are dedicated to promoting tailored 
clothing as an art of living.

 Made-to-measure suits require accurate 
exceptional skills in tailoring and expertise 
in mixing and matching fabrics. It’s a 
subject of life-long learning. 

 SARTOR LAB means “a tailoring laboratory” and it specialises in 
tailor making trendy menswear especially suits with unique designs

 SARTOR LAB’s positioning in the menswear market 
attracts professional workers to become their customers
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Hiu Kok Long Run Theatre “French Kiss”
Date: 5/8/2017-13/8/2017

Time: 3pm, 7:30pm

Venue: Black Box Theatre, Old Court Building

Ticket: $150

Details: A priest was charged with sexual harassment after having a French 
kiss with his secretary. He loses his career, reputation, family, friends, even 
his soul. After years of disappearance, he meets her in a cocktail party. 
They try to recall every detail, and they try to discover the truth. Written by 
award-winning playwright Candace Chong, this play won the best script in 
the 15th Hong Kong Drama Awards and Heaven in the Dark is its stage-to-
film adaptation. Hiu Kok’s version of the play is going to bring brand new 
theatrical experience to audiences.

Organiser: Hiu Kok Theatre

Web: www.facebook.com/hiukoktheatre

World Animation Festival in Summer
Date: 12/8/2017-27/8/2017

Time: Please refer to schedule

Venue: Cinematheque . Passion (11-13 Travessa da Paixão, Macao)

Ticket: Tickets are on sale starting from 10am,
 22 July 2017 at Cinematheque . Passion

Details: World Animation Festival in Summer, a collaboration between 
Cinematheque . Passion and Hong Kong curator Mr Jonathan Hung, features 
13 excellent animation films from Europe, USA, Japan and South Korea. Works 
by two filmmakers are especially highlighted. They are Makoto Shinkai’s The 
Voices of a Distant Star, 5 Centimetres Per Second, The Garden of Works and Your 
Name; and Sang Ho Yeon’s The King of Pigs, The Fake and Seoul Station.   

Organiser: Cinematheque . Passion

Web: www.cinematheque-passion.mo

Event Calender
Taipei Arts Festival 2017
Date: 7/8/2017-17/9/2017

Time: Please refer to schedule

Venue: Please refer to schedule

Ticket: Please refer to schedule

Organiser: Taipei City Government

Web: www.taipeifestival.org

ARTmusing Film Carnival

Date: 4/8/2017-27/8/2017

Time: Please refer to schedule

Venue: Small Auditorium,
 Macao Cultural Centre 

Ticket: $60

Organiser: Macao Cultural Centre

Web: www.ccm.gov.mo

Ballade — Animamix Contemporary Art
Date: 14/7/2017-15/10/2017

Time: 10am-7pm (Closed on Mondays)

Venue: Macao Museum of Art

Ticket: Free

Organiser: Macao Museum of Art

Web:  www.mam.gov.mo

Lungs

Date: 25/8/2017-3/9/2017

Time: 3pm, 8pm

Venue: Black Box Theatre,
 Old Court Building 

Ticket: $160

Organiser: Macau Experimental Theatre

Web: www.facebook.com/mexptheatre

Brand Story —
Macao Original Fashion Exhibition III

Date: 12/8/2017-1/10/2017 

Time: 10am-8pm (Closed on Mondays)

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

Ticket: Free

Organisers: Cultural Affairs Bureau of
 the Macao SAR Government 
 and Macau Productivity and
 Technology Transfer Center

Web: macaofashiongallery.com

Asia Contemporary Art Show
(Fall Edition) 2017

Time: 1:30pm-9:30pm
 (22/9/2017-23/9/2017)
 11am-9:30pm
 (24/9/2017)

Venue: 40/F-43/F, Conrad Hong Kong
 (Pacific Place, 88 Queensway, 
 Admiralty, Hong Kong)

Ticket: HK$240

Organiser: Asia Contemporary Art Ltd.

Web: www.asiacontemporaryart.com

Sapporo International Art Festival 2017
Date: 6/8/2017-1/10/2017

Time: Please refer to schedule

Venue: Please refer to schedule

Ticket: Please refer to schedule

Organiser: Sapporo International Art
 Festival Executive Committee

Web: siaf.jp

2017 Subsidy Programme for
Fashion Design on Sample Making

Submission Period:16/6/2017-14/8/2017

Time: 9:30am-12:30pm, 3pm-5pm
 (Mon to Fri)

Submission Venue: 
Cultural Affairs Bureau Building,
Tap Siac Square, Macao

Cultural Affairs Bureau—
Department for Promoting Cultural and
Creative Industries 

Organiser: Cultural Affairs Bureau of
 the Macao SAR Government

Web: www.icm.gov.mo/cn/CCI-Subsidy
 www.macaucci.gov.mo/sps



Macao is going to have an election this 

year. The legislative assembly election takes 

place once every four years and it’s time that 

different political groups will use all means 

to garner votes. Most of us may think that 

creativity and politics are unrelated, so how can 

they go in tandem? In fact, they not only have 

an effect on each other, but politics are a source 

of inspiration to creativity and it also adds value 

to the creative industry. 

Not long ago, In The Name of People, an 

anti-corruption-themed TV drama, has become 

a real hit in the Mainland China. According to 

the statistics, the last episode of this drama 

that features anti-graft and power plays has 

received the most views in the last ten years 

among China-produced TV dramas. The 

broadcast rights of the drama to satellite TV 

were sold at 200 million dollars, and millions 

of copies of the original novel were sold. The 

audiobook received 20 million downloads 

every month and the e-book has more than 

500 million click rates every month. Industries 

derived from it aplenty too. For example, the 

drama’s shooting location Nanjing has become 

incredibly popular. Along with the broadcast of 

the drama, locations like Nanjing and Tianmu 

Lake attract cohorts of tourists. According to 

statistics, Nanjing-themed holiday packages 

are sold 30% more than before. This has proven 

that a political TV drama has brought benefits 

to different parts of the creative industries. 

To the other side of the world, in the United 

States, streaming media Netflix has recently 

launched the Houses of Cards (Season Five). 

Adapted from Michael Dobbs’s original novel 

and the eponymous British drama by BBC, 

this TV series feature how fictional Democratic 

congressman Francis Underwood becomes 

the President of the United States by fair 

means or foul. This series has made Netflix the 

most profitable video company in the world. 

When the first season was launched in 2013, 

its number of users reached more than three 

millions and scored revenue of one billion US 

dollars in one season. Also, the first two seasons 

of the drama were filmed in Harford County, 

Maryland. About 6,000 jobs were created 

accordingly and over 250 million US dollars of 

economic output were generated. 

In a highly globalised world, different 

countries and regions are now closely connected 

with each other. Political issues in one country 

is no longer its own matter. For instances, the 

presidential elections in the United States have 

attracted attention from people worldwide, 

and they are turned to a topic in the creative 

industries. Political matters have become a source 

of creativity. For example, the anti-graft-themed 

In the Name of People has been so popular and 

profitable in the Mainland, and the House of Cards 

has brought transnational attention and further 

promoted the development of the TV and film, 

publication, music, fashion and product design 

industries. 

Although Macao still has a long way to go 

when it comes to turning political matters like 

the legislative assembly election to a powerful 

film or TV production, we are able to see that 

politics as a source of inspiration in the creative 

industries is happening. In recent elections in 

Macao, I noticed that all political parties have 

gradually paid attention to image building 

and branding. These are exactly the forte of the 

creative professionals. From the design of the 

corporate identity to promo video, advertising, 

campaign song and a diversity of campaign 

products and messages, all of these are the best 

example of how politics marry creativity. There 

was once a phrase called “electoral economy” 

and it explains that political elections can 

strengthen the development of the creative 

industries and increase job opportunities. But 

what I believe is, apart from pursuing economic 

growth, the marriage of politics and creativity 

should bring deeper and more significant 

change. Freedom and independence are 

highly valued in the creative industries, 

and the industries also put emphasis on 

communication and connection with different 

people. So to a certain extent, creativity can 

draw more audiences’ attention to the politics. 

No matter you are a creative professional or 

an ordinary man, you will no longer feel that 

political matters are none of your business or 

things that cannot be discussed. They can be 

visible, tangible and discussable. This is very 

helpful when it comes to the growth and 

development of the civil society in the long run.

Given the robust development of the movie 

industry in Mainland China, many international 

analytics firms predict the box office sales in the 

mainland will overtake those in the United States 

this year. Film industry, online advertising, and 

Internet service industry are the three fastest-

growing sectors in China in the next five years, in 

tandem with the four operational models adopted 

by the current entertainment media segment, 

namely original content, integration of resources, 

technology module and mash-up. For instance, 

Alibaba Pictures Group invests in various areas, 

such as IP of original content (intellectual property, 

usually referring to well-known literary and artistic 

works with development potentials), film making, 

distribution system, online marketing, advertising, 

online ticketing solution and payment solution; 

what the company does is not simply about movie 

making and marketing, but also constitutes to the 

establishment of an integrated entertainment 

and e-commerce platform.        

The Taiwanese partner of Pricewaterhouse 

Coopers (PwC), one of the Big Four international 

accounting firms, organised “2017 Forum 

for Trends and Capital Market of Industry of 

Audiovisual and Music Production” in this 

February. Analysing the industry in five areas, 

namely demographics, market competition, 

consumption patterns, geographical locations 

and business models, the forum provided 

insights on one of the industry trends—

striving a balance between globalisation and 

localisation of the content. For instance, a 

widely discussed Taiwanese television series—

The Teenage Psychic—was actually a students’ 

work for the Taiwan Public Television Service 

(PTS). Following the collaboration between 

PTS and a Singaporean production company, 

the work was then recommended to HBO 

Asia, a division of the acclaimed U.S. broadcast 

network, and developed into a miniseries 

comprising of six episodes. Incorporating with 

the Taiwanese folk religions and temple culture, 

The Teenage Psychic, HBO Asia’s first Chinese-

language (mandarin and Taiwanese) series, is a 

coming-of-age story about a girl with abilities to 

see ghosts.   

It’s common sense that original content is 

the key to the film and television industry, but 

there might only be one out of 100 original 

stories that has values for IP production and 

further development. To facilitate the growth of 

the industry, there has to be an unlimited and 

diversified supply of original stories. As a result, 

the mainland has seen the boom of online 

fiction in recent years. According to Research 

Report of China Online Literature Industry, the 

market value of the Chinese online literature 

industry totalled RMB7 billion in 2015 with 

about 350 million users. The report said fantasy, 

wuxia (Chinese martial arts and chivalry), and 

romance were the most popular themes, such 

as The Journey of Flower and Nirvana in Fire that 

constantly hit new rating records. Although 

the State Administration of Press, Publication, 

Radio, Film and Television published the Film 

Industry Promotion Law of China in this March, 

forbidding any content involving extramarital 

affairs, minor romance, homosexuality, and 

feudal superstitions like spirit possession and 

reincarnation, these cannot keep the fervent 

investors away. Among the top 50 streamed 

online television series in 2016, almost half of 

them were based on online fiction.    

Another type of original stories that 

has been highly sought after by investors 

is creative nonfiction. In the beginning, 

people engaging in creative nonfiction are 

usually reporters and editors that write in-

depth features for traditional media, but 

more and more online platforms jump 

on the bandwagon, including “True Story 

Plan”, an official account on WeChat that 

publishes an inspiring, original true story 

every day. In the meanwhile, there are also 

some new writing platforms, such as “Story 

of Guyu”, “Living”, “Non-fiction Project”, 

“Noon Story” and “One Lab” (invested 

by renowned author Han Han), in which 

professional journalists or the public can 

contribute their works. As these creative 

nonfiction platforms are under the radar 

of venture capital companies with some 

receiving investments of over RMB3 million 

for operation, both professional writers 

and amateur contributors hope their works 

can become popular IPs and turn into film 

scripts, television scripts, picture books and 

animations. Examples of creative nonfiction 

turning into IPs include Pacific Battle Royale, 

whose film adaptation right was bought 

by Le Vision Pictures at a whopping price, 

and A Matter of Life and Death in 1986 was 

purchased by a film company at RMB2 

million for adaption. Besides, the works on 

“Noon Story” have been compiled by the 

Guangxi Normal University and published 

as Works of Noon Story: I Walk Through the 

Wall, an example of the online nonfiction 

turning into print nonfiction.   

An endless, diversified supply of original 

stories first receive resounding praises from 

readers through the integration of online 

platforms, before attracting interested movie 

investors——This is exactly the model of 

development of movie industries in many 

countries. Good stories make good movies. 

Recipient of Macao Literary Prize and Macao Novel Prize, Joe 
Tang is a writer and cultural commentator, and has published 
novels, including The Floating City, Assassin, and The Lost 
Spirit. The latter two titles were translated into English and 
Portuguese. Joe’s portfolio also includes commentaries on 
art and plays. They include Words from Thoughts, Philosopher’s 

Stone, Journey to the West, Rock Lion, Magical Monkey and 
The Empress and the Legendary Heroes. 

Joe Tang

B l o g s
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Supervisor of Audio-Visual CUT Association. One of the 
directors of Macau Stories 1, also involved in Macau Stories 2 – 
Love in the City and Macau Stories 3 – City Maze. Macau Stories 
2 – Love in the City received a special mention at Portugal’s 
Avanca Film Festival, and was shown at film festivals in Tokyo 
and Osaka.

Ho Ka Cheng

B l o g s
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Organised by The Design Museum in 

London, “Hello, My Name is Paul Smith: Touring 

Exhibition” is now showing in the Huashan 

1914 Creative Park in Taipei until 3 September. 

This is the fourth leg of the exhibition around 

the world – and the second in Asia – having 

been earlier staged in Britan, Belgium and 

Japan. The exhibition is a highlight of the 

designer’s collections, which includes classical 

fashion collections, creative products and 

photography. The exhibition hall not only 

recreates the designer’s office and studio, but 

also uses the newest audio and visual aids 

to help audiences to take in the designer’s 

glamour and talent. Through this exhibition, 

people can understand more how this artist 

from a city in Central England uses his artistic 

talent and entrepreneurship to pioneer himself 

as the world’s leading fashion icon.  

Who is Paul Smith?
Paul Smith was born in Nottingham in 

1946. When he was young he worked in a 

local clothing warehouse where he became 

familiar with the production process of the 

garment industry. In 1970, with a small amount 

of savings and support from his friends, he 

opened a small shop. Later on, he went to the 

fashion capital Paris and rose to fame when he 

showed his first menswear collection in 1976. 

With a glorious homecoming, Smith opened a 

shop in London’s Covent Garden in 1979.  His 

collections were favoured by people from all 

walks of life. His brand was increasingly well-

known and his customer base was growing. 

Smith’s forte is to combine traditional aesthetics 

with modern creativity. He stresses that the 

design has to be “classics with a twist”. His 

designs embrace high fashion and casual wear 

as well as accessories. With a strong British sense 

of humour, he established a brand with unique 

style – eccentric but not frivolous, extraordinary 

yet not exaggerating. 

Multi-faceted Creativity
With over 1,500 items, the exhibition 

perfectly reflects Smith’s funny, curious and 

passionate personality. What first greeted the 

eye of the visitors is the recreation of Smith’s 

first shop in Nottingham, which is only nine 

square meters in size. Small and windowless, 

the small shop is the starting point of Smith’s 

career which has led him to become a leading 

designer in the fashion industry. Next, you will 

see the art walls with Smith’s drawings since he 

was a child as well as pictures and images he has 

collected. All these tell the changes of his style 

overtime and his preferences when it comes 

to collecting art. Moreover, the recreations of 

his office and his hotel room, together with 

the installations of LED display, show that the 

organiser has made good use of different 

spaces and transformed them accordingly so as 

to highlight Smith’s endless stream of thought-

provoking inspirations. All  pieces of work are so 

eye-catching and inspiring.

The exhibition also highlights the 

decorations of Paul Smith shops around the 

world. The pink building in LA’s Melrose Avenue 

and the iron flagship store in London’s Mayfair 

especially highlight the designer’s unique 

aesthetic sense. Among all items designed by 

Smith, the creative use of vibrant colours and 

stripes has become his signature. From the 

classic tailoring of his own brand to designing 

automobile and coffee pots for other brands, 

we can see a new interpretation of colours and 

stripes. Smith has especially recreated some 

of his items for the exhibition in Taipei. Over 

70,000 pieces of buttons in different colours 

are displayed on an 18-square meter wall. The 

visual effect is exceptionally striking.  

 

When Pop Culture Meets
Art Institutions

In recent years, it’s not uncommon to see 

art and cultural institutions to hold exhibitions 

about fashion. In 2013, London’s Victoria and 

Albert Museum launched the “David Bowie 

Is” exhibition and attracted millions of visitors. 

In 2015, the Metropolitan Museum of Art in 

New York held “China: Through the Looking 

Glass” and it has become the fifth most 

visited exhibition of the museum. In 2017, the 

“Ambiguously Yours: Gender in Hong Kong 

Popular Culture” exhibition held in M+ examines 

the social development in Hong Kong with a 

new angle. The content of all these exhibitions 

is different from what is showcased traditionally 

in the museums. They attempt to bring popular 

culture to the sphere of art and culture. Through 

the means of visual and audio, fashion and 

accessories, and graphic design, the audiences 

are able to connect their everyday life to art and 

culture and make an interaction between them.

Yi-Hsin Lin graduated from SOAS; now living in England 
as a writer. Lin has participated in the curation of Chinese 
painting in Victoria and Albert Museum and British Museum. 
He is also a lecturer in Chinese art at Christie’s Education and 
contributes to several Chinese-language art magazines.

Yi-Hsin Lin

B l o g s

Beirut is more international than I thought. 

Located in the Middle East, the city is home to 

both Christians and Muslims, and each of them 

consists of 50% of the population. Even if you 

visit the city during the period of Ramadan, 

most restaurants are still open for business. Over 

the last 20 years, Lebanon's political situation 

has become more stable (though it is seriously 

affected by the turmoil in Syria recently). People 

in exile have made their return to the country 

and they have also brought back home the 

trendiest ideas from Europe and America. I 

dined in the very famous restaurant Lisa in 

the city. The décor of the restaurant is very 

fashionable and can definitely be highlighted 

in any design magazines. The female owner of 

the restaurant started in Paris first, and then she 

opened a branch in her home town Beirut next. 

I am interested in design so I started 

looking for contemporary design in Beirut. 

Beirut Design Week ended in mid-May. I am sure 

that if Beirut has the ability to hold the event, it 

definitely has many fun and new designs. 

The architectural styles in the city are a 

mix and match. This is like a reminder that 

this city has been tormented by horrible wars, 

which has given rise to the increasing number 

of vacant land. Designers are therefore given 

opportunities to make good use of the land. 

Buildings with different types of designs rise 

from the ruins, as if they are showing people in 

Beirut a bright future. Many of those buildings 

are designed by famous architecture firms. For 

instances, Herzog & de Meuron Architekten 

(which in charge of the design of the Beijing 

National Stadium too) designed the Beirut 

Terraces and it has become the most expensive 

residential buildings. With different layers and 

platforms, the building looks very avant-garde 

and picturesque. There are also some retro-style 

buildings and streets in the city. Some of them 

look very new and it seems that they are trying 

to revive the Mediterranean ambiance that 

once permeated the city.  Some ruins remain 

there too. With twenty-odd floors, the building 

of Holiday Inn still has bullet holes on the walls. 

It looks like an unfinished building, as if it's a 

weird piece of installation art. Standing in the 

heart of the city, it is a poignant reminder of the 

horrors of war. 

Born in Iraq, the late architect Zaha Hadid 

once studied in the American University of 

Beirut, a leading institute in Lebanon. She 

designed The Issam Fares Institute for her alma 

mater. Her signature curving lines meander 

along the hills, and the irregularly shaped 

windows as well as the geometric design of 

the buildings are a funny contrast with the 

old buildings nearby. I was strolling in the 

quiet campus which is enclosed by the azure 

Mediterranean Sea to the front and forest at the 

back. Studying in such beautiful place indeed 

can stimulate one's creativity and inspiration. 

Lebanon has a number of contemporary 

designers. Most of the boutiques are located 

in downtown. Nada Debs is one of the leading 

female designers in Lebanon. She spends most 

of her time in Japan so it's not difficult to tell 

why her design is full of Japanese touch. For 

exmaple, the Middle East style bamboo stools 

and clog-like canvas shoes marry the serenity of 

the Japanese style and the bustling Middle East 

style. When the two styles meet it has become a 

contemporary Lebanonese style. There is also a 

shop called Homesick not far from Nada Debs' 

shop. The designer makes use of secondhand 

Lebanese fabrics and aluminum cans, and turns 

them into shabby chic furniture. 

People in Beirut have a hedonistic lifestyle, 

and this perhaps is related to the experience 

of the wars over the years. They live as if there 

is no tomorrow, and no one knows what 

will happen the next day. This explains why 

nightlife in Beirut is thriving, and live hard play 

hard is the motto. The most famous nightclub 

is BO18. The design of the club echoes Beirut's 

contemporary history. The location of the club 

is symbolically significant because it is built on 

the site of the Palestinian refugee camp. The 

architect included the chapter of history that 

people in Beirut are reluctant to remember in 

the design. On the ground floor the space looks 

like a tomb. Chairs and stools resemble coffins. 

The roof of the nightclub is retractable, but 

when it is closed it looks like a helipad from the 

bird's-eye view. Revellers' spirits are high when 

the dawn comes, and the roof will be opened 

accordingly to allow sunlight to fall on those 

waiting for salvation. They dance fiercely, as if 

they are so helpless and waiting to be saved. 

The design of BO18 has been labelled as "war 

architecture", and the Wallpaper magazine 

chose it as one of the best clubs in the world 

for a consecutive of three years. 

Design in Beirut
Fashion, Art and Exhibition:
Paul Smith’s Touring Exhibition

Yap loves design, travel and everything beautiful in life. He 
writes for various media about travel and design and has 
published works, including Wander Bhutan and Myanmar 
Odyssey. Formerly publisher of Lonely Planet (China Office), 
Yap is now Chief Content Officer of Youpu Apps, a Beijing-
based travel app company.
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Unexpectedly, I have become the 

manager of an artisan gallery in Kyoto. The 

owner of the gallery is Alan Chan, a prominent 

designer in Hong Kong. In the 1990s, Alan was 

commissioned to do certain massive-scale 

projects in Japan. He made a strong bond with 

Japan no matter at work or personally. This has 

driven him to establish the gallery Kyoto 27 in 

Kyoto, a city that he has a deep affection for, 

with the aim of promoting Japanese arts and 

crafts.  I have got an opportunity to take up the 

post of manager for the gallery and now I am 

in charge of almost everything from defining 

the goals of the gallery, curation, to the daily 

upkeep of the gallery.

The biggest difficulty we faced at the 

stage of inception is to define the character of 

the gallery. There are numerous artisan galleries 

in Kyoto. Like ours, a lot of them specialise in 

showcasing lifestyle crafts. The phrase “lifestyle 

crafts” was coined by craftsmen like Mitani Ryuji 

and Ando Masanobu more than a decade ago, 

as a response to the traditional art and craft. In 

the past, ceramicists in Japan only made items 

related to the Japanese tea ceremony, like tea 

bowls and ikebana containers. The concept of 

“lifestyle crafts” is to include all daily items into 

the sphere of art and craft. Today, crockery 

makers are also respected as artisans because 

of the “lifestyle crafts” movement.   

A gallery specialising in “lifestyle crafts” will 

usually feature crockery and cutlery. A dish that 

is designed to hold curry may cost less than a 

thousand dollars. It is displayed respectfully on 

the shelf with a description beside it, detailing 

the name of its maker. Gallery operators in 

Hong Kong and Macao may find this practice 

bizarre because usually only objects with 

exceptionally high prices are regarded as art. 

However, “lifestyle crafts” are on the contrary. 

Both the objects and their prices are  down-to-

earth.

Gallery Yamahon, Ikuichiri, Utsuwa SaiSai 

and Second Price are among the several dozens 

of galleries specialising in lifestyle crafts. They 

have already satisfied the needs in the market.  

To find new customers is a headache. But this 

has made me keep thinking a question: As a 

gallery run by Hong Kong people with expertise 

in design and journalism, what can we do for 

the artists? How can we differentiate ourselves 

from other galleries?

When I was working on my new book All 

About Tableware and Its Makers, I met a lot of 

ceramicists. Among them, the conversation 

with Yajima Misao is particularly memorable. 

She said that as an artist specialising in pottery, 

making tableware is the easiest because it’s 

saleable commodities and usually galleries are 

more willing to collaborate with those artists. 

However, when the artist receives an order, 

he has to make the same product 100 times 

and draw the same pattern mechanically. This 

kind of repetitive work is gradually killing one’s 

creativity.

What Yajima said discloses the reality faced 

by such galleries in Japan. For the sake of the 

business, the gallery has to showcase best-

selling products. Some of the artisans, in order 

to make a living, also work hard on crafting 

profitable items. They perhaps have some other 

preferences when it comes to creativity, but 

they are unable to find galleries that buy their 

ideas. This is totally understandable because 

craftsmanship is about serving people, while 

art is more introspective. And the role of a 

gallery is to communicate artisan’s and artist’s 

ideas to the audiences. The message has to be 

clearly communicated in order to target the 

right customers. Since artisans and artists have 

totally different preferences, galleries also need 

different approaches when communicating the 

messages. This seems to be the gap that we can 

fill in the gallery industry in Kyoto.    

I have been working as a magazine editor 

for years. I do not have confidence when it 

comes to a gallery’s business operation, but I 

think I am good at communications. Moreover, 

Alan has a really strong team. I believe that we 

will find the way out to splendidly showcase 

artisan’s works and make their messages 

understandable.

The collaboration with Alan is filled with 

comfortable and joyful moments. He has a 

big heart. As long as it’s within the range of 

his ability, he is willing to help artisans to turn 

their ideas into a reality. Running a gallery is a 

business operation. Alan is contented so long as 

Kyoto 27 can be self-financed. He is liberal and 

open-minded, so he gave me a free hand to 

curate exhibitions. I therefore have had enough 

time to talk to artisans and to understand them 

more. And finally we together can come up 

with plans for future exhibitions.    

I am not sure if Kyoto 27 can become an 

influential artisan gallery in the future. But I am 

confident that both artisans and audiences will 

find it unique and unreplaceable.

Having lived in a vibrant, cultural city such 

as New York City for a year, I have discovered, 

much to my surprise, that the city’s cultural 

blueprint was not conceived until last year. It 

makes me consider whether a creative city can 

be planned. Can a cultural plan bring benefit or 

harm to the city’s creative development?

In September last year, the government of 

New York City announced that the Department 

of Cultural Affairs must submit its ten-year plan 

by this June for approval by the New York City 

Council. As a result, the Department immediately 

kicks off its research and planning, and begins a 

round of public consultation and activities, setting 

up a dedicated website “Creative New York” 

(CreativeNYC) for the project. In collaboration 

with cultural institutions and community groups, 

the Department organised over 400 different 

activities for the community, with 180,000 people 

taking part. These figures reveal the government’s 

emphasis on community involvement in planning 

and executing public policy.

Based on these activities and outreach, 

survey results were announced in May. The 

information collected reflects the cultural 

concerns of the public, and lends support to 

the government’s cultural plans. However, it is 

inevitable that the cultural practitioners who live 

in the city have their own grievances, as some 

of them protest that the public consultation 

has been conducted in haste, jeopardising 

the opportunities for smaller-scale cultural 

organisations to take on a bigger role. Another 

major concern among these practitioners 

is that there is a considerable number of 

cultural practitioners who are unaware of the 

government’s plans and consultation exercises.  

So the question is: does it reflect that some 

cultural practitioners are not paying attention 

to the policy agenda most relevant to them, or 

is the consultation exercise inadequate?

In my opinion, it is infeasible to expect a 

policy consultation exercise to achieve a 100% 

coverage on the population, particularly given 

the time constraint. We have to bear in mind 

that this is New York City’s first cultural blueprint, 

and that the consultation period is limited to a 

number of eight months. Since each responsible 

government official in charge will only serve for 

a number of years, we can only hope that those 

incumbent, capable officers have done what 

they can to steer the public consultation. For the 

case of New York in particular, a priority behind 

the drawing up of policy agenda, the public 

consultation design and subsequent data-

collection, is to promote equality in cultural 

development. In face of Trump’s anti-immigrant 

policy and urge to eliminate funding support 

for municipal governments, it highlights New 

York City’s open-minded vision and attitude.

For New York City, cultural equality means 

that different groups in the community can 

enjoy the same rights to take part in cultural 

activities and claim their traditions. After all, 

New York City is a diverse society, with 60% of its 

population being non-Caucasians. 

For a long time, the cultural activities 

of these people are not accepted as 

part of the city’s cultural tradition, 

and therefore cannot secure 

funding from the government. The 

lack of resources makes it difficult 

for these community organisations 

to improve their scope and quality 

of work, and in turn makes it harder 

for them to procure more resources. 

The new cultural blueprint aims to re-allocate 

the city’s resources and to redefine culture in a 

more encompassing way.

A key person in re-engineering this change in 

New York City’s cultural policy is the Cultural Affairs 

Commissioner, Tom Finkelpearl, who worked 

previously as Director of Queens Museum, New 

York. As Director, Finkelpearl decided to install a 

table tennis table in the museum. Since there is 

a lot of Asian residents in the district, Finkelpearl 

established a personal relationship with the 

residents there by playing table tennis with them. 

Through the table tennis game, he successfully 

introduced these people to the museum and, as a 

result, the museum has become a great example 

of community outreach. Nowadays, in his new 

role, Finkelpearl invites the community to offer 

their feedback towards New York City’s cultural 

development through his weekly consultation 

sessions. He also seeks public opinions through 

hundreds of activities and survey exercises. At 

the same time, he continues with his "table 

tennis" policy in overseeing culture. Perhaps for 

Finkelpearl, cultural development is like a game 

of table tennis: it takes two to play a game. For 

Finkelpearl, he is willing to be the player who 

initiates it.

Japan-based writer and traveller, specialising in design, 
lifestyle and travel journalism. Ron previously served as an 
editor of MING Magazine, ELLE Decoration and CREAM.
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Having majored in Chinese Language and Literature as well 
as in Arts (Creative Industries) at Peking University, Lam went 
on to work in the Creative Industries Department in the 
Macao SAR Government. She is now pursuing an MA in Arts 
Administration in New York University.

Lam Sio Man

B l o g s

024 025

New York City: A First-Ever Cultural BlueprintAs a Curator of an Artisan Gallery

 Photo courtesy of Tom Finkelpearl
CreativeNYC’s cultural planning seminar

 Kyoto 27



Pursuing an academic career is not easy, 

as it requires years of reading and writing. In 

the face of the ever-changing knowledge, 

thesis writing has to be as comprehensive and 

exhaustive as possible before publication in 

academic journals. Besides being an academia, I 

engage in creating art to leave a positive impact 

on others, a process in which I find my greatest 

sense of satisfaction outside the academic 

world. These all encourage me to keep creating 

art.

I collaborated with the Macao Band 

Directors Association a few years ago to 

compile An Oral History of the Concert Band in 

Macao, a book that prides itself in preserving 

the contemporary history of concert bands in 

the city. Frankly, we faced quite many hurdles 

during the publication process. The positioning 

of the title had been changed from an academic 

publication to a mass-appeal book, while 

we were striking a balance in the academic 

value of the book. Fortunately, we found a 

graduate assistant working in university, who 

had completed a master’s dissertation on the 

topic—Origin and Development of Students’ 

Concert Bands in Contemporary Macao—that 

adopted an oral history approach with a 

literature review to detail the development of 

contemporary concert bands. Presenting the 

development in an organised manner in text, 

the dissertation showcases the historic value 

of the segment and serves as a relevant source 

material for future researchers. I am deeply 

touched by that. 

As a writer with an academic focus, I derive 

an explanatory theoretical framework from 

research and practice with an empirical review. 

In addition to my major areas of work, I have 

been interested in arts since childhood and I am 

grateful I could apply this skill set at my work 

to make contributions to the development 

of concert bands in the city. Supported by 

the Macao Band Directors Association, and 

sponsored by the Macao Cultural Affairs Bureau 

and the Macao Foundation, I have interviewed 

a number of prominent figures in the Macao 

music industry for the book. From discourses 

and historic photos to documents and scores, 

these fragments form a whole picture of the 

industry albeit its incompleteness, embodying 

the spirits of a generation of musicians. These 

interviewees include 90-year-old composer 

Doming Ngok Pui Lam, who is hailed as one 

of the five Asian composing masters, and 

Veiga Jardim, a former conductor of the Macau 

Chamber Orchestra.  

I have gained a new perspective of the 

history of the music industry from the in-depth 

exchanges with each interviewee. During the 

interviews, I understood the accomplishments 

of many music and art professionals during 

the contemporary music development of 

the city——many exhilarating moments in 

their vicissitudes of life. Amid 

the robust development of 

Macao after the handover, the 

contributions of some individuals 

may be unknown to the public, 

but their devotion behind the 

scenes are worthy of a chapter 

in history; in the future, I will 

continue interviewing different 

art professionals to preserve their 

accounts. 

Following the publication of the book, 

we have received many feedbacks from 

experts and senior figures in the industry. 

One of the limitations of the book is that 

the data provided by the interviewees does 

not include all those making contributions 

to the development of local concert bands, 

and as a result, the book could only illustrate 

part of the history. We hope we could enrich 

the content in the future. Besides, there 

is room for improvement in the historical 

framework of the book due to the present 

lack of a complete timeline of major events 

in the history of local concert bands. At last, 

the book is mainly based on memories of 

the interviewees——although their stories 

have been fact-checked with documents and 

photos, some parts are yet fully validated. 

Thus, this book can be further polished 

with feedbacks from more researchers and 

interested parties. Fortunately, we have 

received many precious suggestions after 

the book hit the shelves, and we believe we 

can improve our work in the future to make 

bigger contributions in preserving the music 

history of Macao.

Art Innovation Inspires Others
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Based in Beijing, Cheong works in academic research and 
enjoys listening to classical music. His publications include 
An Oral History of the Concert Band in Macao. He is the editor 
of Macao Music Yearbook 2014 and Macao Music Yearbook 
2015. He loves learning.
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