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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

To resonate with the joy of the Chinese New Year, 

the first issue of C2 in 2016 features an industry that can 

spread happiness – the entertainment production industry. 

Audio and visual production and show business usually 

go in tandem. In Macao, production houses like Pride 

Entertainment and Manner Production have brought 

quality entertainment programmes to local audiences. In 

the Feature of this issue, these production companies share 

with us how they strike a balance between creativity and 

commerce, and what’s next.

In 2016, C2 turns bi-montnly and new columns are 

added. Opinion is to invite doyens of the cultural and 

creative industries to share their insight, and we have 

prominent designer Wilson Lam Chi Ian with us in this issue. 

Another new column Brand Story is a report of success 

stories of the industries in Macao. Worker Playground is in 

the spotlight. 

In Extravaganza, “Parade through Macao, Latin City” 

is featured. And our seven bloggers continue to bring 

inspiring content to all of us.

As we enter the Year of the Monkey, we would like to 

take this opportunity to thank you for your support, and 

best wishes for the new year.
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As the entertainment industry has begun to grow in Macao, production 
companies are mushrooming accordingly. Some of them are quite 
established and have already produced excellent programmes or short 
films. Is this industry easy to enter? And is it easy to get more audience to 
watch such productions?  Pride Entertainment and Manner Production are 
two production companies in Macao with different business models. In this 
issue, they will share their insights into the industry.

By Jason Leong
Photo courtesy of Pride Entertainment Productions Co. Ltd, Manner 
Production and old sin@Calvan sin Production
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Pride Entertainment Productions Co. Ltd was founded by Hin U 

and his team in 2013. At the very beginning, video production was 

the only business of the company. But now it has become Macao’s all-

encompassing showbiz agent, and its major businesses include artist 

grooming, promotion, event management and graphic design etc. “We 

have been working really hard over the last two years. We were too naive 

when we started this business, but fortunately it’s now on the right track. 

It’s hard-earned money,” said U.

Studied cinematography in Australia, U returned to Macao in 2012 

upon his graduation and became a freelance producer. Back then there 

was a shortage of video and film production professionals in Macao, and 

a gig U got, production of an educational TV programme, rewarded him 

with more than MOP$100,000. Kickstarted at the right moment, U got a 

bonanza for his company. At first he thought that he could simply transfer 

the clients to the company he formed, but he was wrong. 

 “Macao is a special place -- there’s not enough talent; space is limited; 

and the market is small. When I was freelancing, I didn’t think about it. 

But once the company was founded, all these problems became visible. 

People in Macao are not interested in local entertainment productions. 

The lack of manpower and media interest is one of the reasons why the 

entertainment industry is so stagnant in Macao,” said U.

Grooming Local Artists 
To overcome such hurdles, U launched an artist management 

programme once he kickstarted the business.  

 “There are many people in Macao who love singing, and new albums 

are released every year. But it’s a pity that not many of them really want to 

go professional. Also, companies in Macao don’t really think of using local 

artists to promote their products. All these have barred the industry from 

growing. But Macao people are also very interesting. They think that if an 

artist makes a name overseas, like Siu Fay and Vivian Chan, then he or she 

is also seen as a star in Macao. That’s why we are now negotiating with 

agents in Hong Kong, in the hope that our artists can have more exposure 

outside Macao.” 

U said that Pride Entertainment is now collaborating with a company 

in Hong Kong. The deal is to hire a Macao artist as ambassador to promote 

a Hong Kong brand. This helps groom multi-talent artists and let more 

people in Macao get to know them. Also, by doing this they get more 

bargaining power in the market.  

Pride Entertainment has recently signed Lo Hip Meng, a local 

basketball student-athlete, in the hope of attracting more young audience 

in the market, as well as developing and diversifying artists. “Sports and 

arts are of the same category in the entertainment industry, and can be 

planned together. In Hong Kong and Taiwan, it’s not uncommon that 

student-athletes have stepped into the show business. Lo is now studying 

physical education and sports in Macao Polytechnic Institute. He plays in 

basketball leagues in Macao and is one of the few athletes here who has 

his own fans. All these match with our plan to crack the youth market.”

U pointed out that most of the brands we see in Macao today are 

distributors from Hong Kong, and naturally Hong Kong artists are preferred 

when it comes to promoting merchandise like sneakers and sportswear. It 

isn’t direct marketing to audience in Macao. Thus, U anticipates that once 

Lo has a more established career in the showbiz, he will start to negotiate 

with distributors in Hong Kong to sign Lo as a brand ambassador.

Building a Good Media Platform
At the beginning, U made his name with “AECM 360”, a web-based 

news magazine  television programme funded by General Association of 

Chinese Students — Macau. The show gained popularity among young 

people in Macao because of its refreshing style and light-hearted content 

for students. The success of the show made U realised the importance of 

the web media.

 “One of the major differences between Macao and other places is 

Macao doesn’t have a good media platform to circulate information. No 

matter how excellent an artist is, there are no channels for more exposure. 

Whoever controls the media controls the world. That’s why I immediately 

started to set up a web-based media. Now we have attracted a number 

of young audiences and this has proven that our move was right,” U said.
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 Hin U started working 
as freelance producer 
four years ago, and 
finally he has founded 
Pride Entertainment, 
an all-encompassing 
production house in 
Macao.

Ready for Takeoff :
Macao’s

Entertainment

Production
Industry

Pride Entertainment:
An All-Encompassing Showbiz Agent



ISSUE13 ISSUE13

Although web media has gain popularity and Pride Entertainment is 

on the right track, U has never neglected the power of old media.  

 “People in Macao think that if an artist has no exposure in old media 

like TV and newspaper, that means he or she can’t be reached easily, and 

will be seen as non-mainstream and not taking the career seriously. A web-

based media is a very good tool to promote artists. It helps you get the 

attention of the youth and frequent internet users. What’s next is to break 

through bottlenecks and get a share in the mainstream market. And old 

media is the only way out.”  This explains why Pride Entertainment has also 

invested in outdoor advertising, like signage posted on public transport, 

as well as print ads on Macao Daily. This is to make sure the audience 

knows what’s new and what’s hot about the company. 

Global Talent Search
U emphasised that Macao has got talent no matter on the stage or 

behind the scenes. They are as good as those in Hong Kong or other places. 

However, unlike those places where mega shows are not uncommon and 

opportunities for international exchange aplenty, workers in Macao do 

not have enough chances to hone their skills and hence their horizons 

can’t be broadened. Moreover, joining the civil service and the gaming 

industry are the preferred career choices among skilled workers in Macao, 

and it’s difficult to persuade talented people to establish career in the 

entertainment industry. To solve this problem, U decided to do talent 

search worldwide.  

 “We have hired designers from Taiwan. The costs of hiring a fresh 

graduate in Macao can hire a senior producer in Taiwan. We would like to 

hire locals too, but in reality we aren’t able to afford it.”

U also said that the availability of new technology means everybody 

can take pictures with their camera phones and the benchmark for 

photography has been lower accordingly. The upside is it’s easier to look 

for photographers for urgent jobs, but the downside of it is it’s difficult to 

groom real talent.    

 “Young people would rather freelance than work for others. Yes, you 

enjoy the freedom by managing your own business, but 

you lose the opportunities to climb up the corporate 

ladder or to learn from the senior. You don’t have chance 

to work as a team either. You may be able to manage 

small projects, but when it comes to mega shows, you would be out of 

your depth. The market is getting more competitive. Even the industry has 

started to grow, there aren’t as many freelance opportunities available as 

the days when I joined the industry.” U also said that his intention is not 

to persuade freelancers to join a company, but to ask people who want 

to join the entertainment industry to think again before they make any 

choice. One needs to understand his or her forte and what sort of career 

one wants. 

Looking Forward
Pride Entertainment performed well during the two years of 

investment period and has got stable clients like MGM. It’s expected 

that the breakeven point can be reached this year. While future business 

development in Macao is not a problem for the company, U believes that 

this year is a real challenge. “Macao is our starting point. We need to make 

a name here first. Once we become an established brand in Macao, we will 

go international next.”

U said that there’s room in Macao for business development, but its 

size and population are limited. International collaboration is necessary 

for real business growth. The core business of Pride Entertainment will 

be promoting its artists and productions to markets overseas. U is also 

planning to invest in short films and to invite foreign artists to perform 

in Macao. By doing this local people get more entertainment choices, 

and local artists get more opportunities to collaborate with international 

teams. 

U pointed out that the entertainment industry in Macao also sees 

this need, and the industry understands that it’s impossible to compete 

with neighbouring regions if each operator works on its own way. Hence, 

Macau Artistes Association was founded last year, and seven production 

companies in Macao jointly launched the Sound in Macau Festival, hoping 

that overseas audiences can get to know more about Macao via this event. 

The collaboration also allowed these companies to get more exposure. It’s 

a win-win situation.   

“Although Macao’s gaming revenue continues to decline, the 

commercial sector in general is not affected. Business opportunity 

knocks, even in bad times. I believe that there’s room for the growth of the 

entertainment industry in Macao,” said U.

Manner Production is a web media founded two years ago. At the 

beginning, its comedy web series was a real hit and got over 140,000 

Facebook likes. Recently, Manner Production has started to make 

commercial promo videos. To its founders, Sixtycents (alias) and Jacky Lei, 

Manner Production is both a business and a hobby. They expect that the 

resounding success they garnered in Macao is just the first step towards 

something bigger – the global market.  

Sixtycents and Jacky Lei were born in the 1990s. Sixtycents is an 

amateur magician and Lei is an amateur filmmaker. Usually Sixtycents is 

the person to put ideas forward, while Lei is to convert ideas into a reality. 

At the stage of inception of Manner Production, neither of them thought 

of making money out of it. It’s a leisure activity and they did what they 

loved.  

 “I recalled that at the very beginning, we made a music video Looking 

Back out of fun. We got very positive responses in two weeks after we 

uploaded the video on the web. The video is about our childhood toys, 

our first love, and the mistakes we made when we were small. Netizens 

love it, and we made a name for ourselves because of it,” Lei said.  

Spreading Happiness with Creativity
Riding on the success of the videos released, Sixtycents and Lei 

founded Manner Production accordingly. They decided to use “Flavour 

of Happiness“ as the campaign slogan and started making nine-second 

comedy short films. “Up to now our strongest mission is to spread 

happiness. Comedy is one source of happiness and it’s also the most 

popular type of short films we have. However, we believe that there are 

different types of happiness. Feeling warm and sweet is one of them, and 

being inspired also counts. We now try to make different types of films to 

let our audiences get different types of happiness.”

Sixtycents pointed out that most of the people in Macao are 

conservative, so comedy can’t go too far. Prank shows may not be Macao’s 

cup of tea. Comedy short films suit people in Macao the best, and they are 

sure to bring happiness to the city.   

Recently, the same cast appears in Manner Production’s shows 

regularly. The founders of the company believes that by doing this the 

actors and actresses get regular exposure and people can easily identify 

that the films are the company’s productions. 

 “Now we have five actors and actresses and we are their managers. 

The model of artist management is similar to those in our neighbouring 

cities. Actors and actresses get no pay for casting. They get honorarium 

instead. It’s because we are in collaboration with each other. We hashtag 

them once we upload the videos on the web. Actors and actresses get 

popularity and we can continue to operate our business. It’s a win-win 

situation,” said Sixtycents. But he also worried that talent shortage is still 

a problem, no matter it’s the cast or the crew. Fortunately, people tend to 

know each other in Macao and it’s easy to seek help from friends whenever 

necessary. That’s why so far Manner Production can be run smoothly. “If 

possible, I would like to make ten videos a day. Of course, we need more 

manpower and creative ideas to do it,” said Sixtycents.

Opportunities Abound on the Internet
Now all of Manner Production’s videos are released via internet 

platforms like Facebook and Instagram. Weibo, a microblogging website 

in the mainland, is used, too. Both Sixtycents and Lei said that it’s a right 

move to invest in internet branding, as the impact of old media has started 

to decline. They believe that the internet is the mainstream media in the 

future.

 “People living in urban areas mainly rely on the internet to get 
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Manner Production:
Pioneer of Online Short Films in Macao

 TV Commercials by Pride Entertainment

 Sixtycents (left) and 
Jacky Lei (right) are the 
founders of Manner 
Production



information. Similar to youtubers in other places, we kickstarted our 

business on the internet. Using resources on the internet is indeed the 

way to go,” said Sixtycents. But he also pointed out that although the 

internet is a good value tool that allows them to reach a large audience 

in a short period of time, online comments posted by internet users can 

somehow be unfair.

 “There’s a lot of pressure to maintain an online platform. For netizens, 

it’s easy to point a finger at someone else. All you need to do is to leave a 

bad comment online. Whether to cater to the audience’s needs, or to be 

true to ourselves, and how to communicate with the audience, we are 

still learning the ropes,” said Lei.

Neither Sixtycents nor Lei has time to do full-time jobs now as they 

have to spend most of their time and effort to run this online business. 

At the beginning, Sixtycents worked as an amateur magician and Lei as 

a freelance producer to financially support the business. Now since the 

operating costs have surged to over MOP$50,000 a month, no matter 

how brilliant the productions are, it’s still difficult to continue to run 

the business. Fortunately, Manner Production has found a new 

way out.

 “We got a job referral. That is to make a promo 

video for a trade fair and it will be broadcasted via 

our platform. Up to now we have five corporate videos in hand. There’s 

enough on our plate. We hope that our clients can keep up with our 

comedic style. Hard selling isn’t really our cup of tea. The most important 

is to keep a balance between our style and what commercial needs,” said 

Sixtycents.

Sixtycents also expressed that the biggest difficulty they are now 

facing is the availability of the film crew which is basically at the mercy 

of friends. To commercialise and then to grow the business, a system is 

needed to calculate the money and time required to make a video. 

Both Sixtycents and Lei understand that even opportunities abound 

in Macao, their ultimate goal is to go global and to gain a foothold in the 

international market. “Comedy is our forte and we will keep doing it in the 

future. The commitment to locally-specific content will remain as strong 

as ever, but we also want to add elements that other people will like too. 

For instances, recently we have collaborated with To Siu Kiu, an internet 

celebrity in Hong Kong. This also allows audiences in Hong Kong to get 

to know more about us. In the future, our short films may include more 

actions and have fewer dialogues.  If possible, we would like to add roles 

of different ethnic backgrounds so as to let the world see Macao via our 

films,” said Sixtycents and Lei.
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“I am burning money every day in my culture and creativity 
undertaking. But now is the best opportunity to promote 
culture and creativity,” said Macao Creations CEO Wilson Lam 
Chi Ian. Since the launching of the Cultural Industries Fund 
by the Special Administrative Region Government two 
years ago, young people are attracted to the industry 
one after another. Lam is glad to see the growing 
atmosphere of local culture and creativity, and 
earnestly encouraged the new generation to put 
effort in the industry, as there is no shortcut to 
success.

Despite his father’s opposition, Lam got into 

an advertising agency as an apprentice in the 70s. 

Back then, the actual work of advertisement design was 

“billboard writing”. As long as you master word art and gain 

recognition from enterprises, you can draw product posters 

and work on big texts on billboards. There were no software or 

textbooks; the skills, aesthetics, proportions and layouts passed on 

by masters were the standards. It may take a year of training to draw 

a standard square freehandedly, and it nurtured Lam’s multiple skills in 

calligraphy, paintings and sketching. “Back then you are considered a good 

designer if you paint and write beautifully. In my days, the concept of design 

fee does not exist in commercial advertisements. Nowadays it is getting 

better, but the sense is still weak.”

Technology is developing by leaps and bounds. Crafts that used to 

require ten years’ training to complete can now be finished with just one 

click. Lam said that designers’ lives are easier these days as there is rich 

amount of resources online, and the digitalisation of design tools allows 

unrestrained ideas for products. Division of work is also finer, but there are 

also concerns that are worrying.

“The disadvantage of overly-advanced technology is that amateur 

designers seldom brainstorm when creating products. They simply perform 

a keyword search on Internet platforms to look for design elements. Such 

practice makes them easily influenced by others’ designs.”

Lam added that the font styles of this generation are even more limitless. 

Designers like to break down a character and add different elements to it. 

“Different styles and aesthetics are naturally developed in different eras. 

But don’t get constrained by the tools. With the advancement of tools, so 

should human mentality—new and old elements can be integrated and 

complement each other.”

From 2009 to 2014, Lam assembled local artists and established 

multiple stores selling creative travel products one after another. Of these, 

the Taipa Cunha Bazaar even became one of the landmarks for local 

creativity and culture. Lam looked for enterprises to cooperate with in 

all projects on his own — he did not apply for any culture and creativity 

subsidy from the government. He said that over the years, authorities have 

invited foreign teams to Macao to hold events like light festivals and art 

parades in order to train local talents, allow them to accumulate experience, 

and provide opportunities for youngsters to get into the industry. “In my 

time, no one knew what design was. We learnt and explored step by step on 

our own. Now that capital subsidies and platforms are available, youngsters 

should cherish them.” Lam has heard youngsters complaining about not 

getting subsidy from the Cultural Industries Fund. He thought that the 

most important element in culture and creativity is business opportunities. 

If a business mindset is lacked in proposals, it will become a mere interest 

group and will not get any subsidy. He said: “Time and effort is required in 

arts. Only those who can stand out from peers and attract outsiders to buy 

their products can be regarded as capable artists, but many misunderstand 

success as obtaining subsidy from the government.” 

Lam is insistent on having designers’ names on their products, as it is 

basic respect for the designers. He criticised the current purchasing system 

of the government of disrespecting the design industry, for it requires all 

companies that put in tenders to submit detailed proposals, including 

design diagrams, production proposals and budget when bidding. 

However, unsuccessful bidders get nothing in return. “You have to pay for 

a bowl of noodles even if does not taste good. Why is there no return for 

design agencies that submit proposals but are unsuccessful? Such practice 

will make other enterprises follow suit and shrink the design industry.” Lam 

is a member of Association of Registered Designers in Ontario of Canada. 

To protect the interests of designers, there are laws that forbid members to 

participate in biddings free of charge. He thought that Macao should take 

reference from such practice.

Lam contended that there are many ways for the government to 

allow youngsters to engage in the design of public projects — for instance, 

beautification of streets, or when there is public bidding of design projects, 

the government can call for youngsters to submit freely on online platforms, 

and retain 30 per cent of the budget to reward bidding agencies. In this way, 

fair participation can also be achieved. 

Lam, who is a core member of multiple culture and creativity groups, 

said jokingly: “The reputation of Macao’s culture and creativity products has 

yet to become famous, and the cost is high. My life will be much easier if I do 

not engage in culture and creativity travel products and focus on business 

in commercial design. But I am still on this path because I find joy in doing 

it.” Lam believed that the culture and creativity atmosphere is crucial for the 

promotion of industrial development.

He said: “Try putting an identical bottle of water in a department store and 

a supermarket. It will certainly be priced higher at the former because high-

end brand images are clustered at department stores.” The success of Macao 

Creations did not stop Lam from continuing his devotion in the industry. He 

said that it is nothing when only a few culture and creativity stores are achieving 

results. Only by unifying all culture and creativity domains in Macao, turning 

them into a regional cultural brand, and filling the city with the atmosphere of 

culture and creativity, can there be living space for the industry.

 Wilson Lam Chi 
Ian says: “My life 

will be much easier 
if I do not engage in 

culture and creativity 
travel products and focus 

on business in commercial 
design. But I am still on 

this path because I find 
joy in doing it.”
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 Old shipyard in Coloane, artwork by Wilson Lam Chi Ian.

 Philatelic items designed by Wilson Lam Chi Ian

By Yuki Ieong
Photo courtesy of Titus sky@In’s Creation, Wilson Lam Chi Ian

Interview with Wilson Lam:

Long Way to
Go in Design
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The Making of Macao’s
Signature Event —

The passion of art is not constrained by location and space—it can 

be expanded limitlessly and extended freely. In 2015, the teams of “Parade 

Through Macao, Latin City” continue to shuttle in and out of the streets 

and alleyways of the Historic Centre of Macao, promoting the concept of 

“Love, Peace, and Cultural Integration”, instilling unlimited vitality to the 

Historic Centre.

Held for the fifth consecutive year, “Parade Through Macao, Latin 

City” has become an event for local art brands. Authorities have to 

overcome a host of challenges in alleviating traffic and flow of people 

during the parade, as well as team selection and design of programmes 

prior to the event. 

Cultural Affairs Bureau President Ung Vai Meng said: “Looking back, 

when brainstorming for the event with other departments and groups 

five years ago, we exhausted our ideas. From the design of souvenirs to 

the route of parade, we overcame a lot of difficulties. With every resolved 

issue, the team took one step further.”

The architecture of the Historic Centre of Macao is filled with rich 

Latino culture and customs. Combining it with an east-meets-west 

cultural atmosphere, a major parade event is put in the limelight. Ung 

said: “One of the keys to the success of the parade is the past exchanges 

between Macao and Latin countries, in particular Portugal. People think 

that Portuguese and Spanish people work slowly, but their creativity is 

extremely rich. This event can on one hand promote the beauty of the 

Historic Centre of Macao to the outside, and on the other hand train 

local youngsters, equip them with more international vision, and help 

them accumulate more experience. I believe that these kinds of major 

events are helpful for the promotion of costume production and artistic 

performance so that they become the foundation of the cultural industry 

in the future.” 

The showstopper of the parade every year is the Handover 

Celebration held at the Tap Seac Square. Impressive stage designs like 

gigantic puppets and balloons suspended mid-air were displayed in the 

past. According to Ung, despite the fact that Tap Seac Square is closely 

located to residential areas, creativity is not at all limited by it. The entire 

parade route is another stage to demonstrate creativity. For Instance, 

interesting installments are set up in the Ruins of St. Paul’s, The Passion 

Alley (Travessa da Paixao) and the fountain beside the St. Anthony’s 

Church, showcasing artistic creativity in people’s daily living space.

Around 60 teams of performing groups participated in the latest 

parade. Of these, 43 were local teams with the number of performers 

closing in on 1,500. The genres of these performance groups range from 

Cantonese operas, mimes, dramas and magic to music, martial arts, folk 

dance and oriental dance. 

The Regina Dance Group has sent its members to participate in all 

five editions of the parade. Group Leader and Art Director Regina Kuok 

said: “This year we continue to opt for Chinese style. The dance we chose 

was used by the State of Chu in sacrificial rituals in the ancient times, 

conforming to our characteristics as a traditional dance group. Our 

students, and even the audiences, are all very excited by the performance.” 

Kuok said that students who participated in the parade are mainly 15 to 

16 years old. She hoped that they could get the chance to perform in 

front of the public. She added that citizens were able to closely watch 

the amazing performances by the Regina Dance Group 

during the Latin Parade over the years, which was a decent 

promotion for the Group.

“We hired professionals from Italy to arrange dances in the 

past, and our members learnt a lot from that.  We resorted to 

free creation this year and it was pretty good. But 

we may pull in overseas talents again in the future so that our students 

can interact more with [dancers from] other places,” said Kuok.

Meanwhile, the LDG Dance Studio, established in 1995, is another 

unit that participates in the parade every year. Founded solely by Mini 

Chan, the group is the first dance studio that focuses on street dance. 

The studio’s K-pop MV course in recent years is extremely popular among 

youngsters.

Mini said: “This year, we continue to use New Jazz, which our student 

is best at, as the performing item. They put on Chinese costumes and 

hold a fan printed with Macao’s World Heritages to showcase to tourists 

Macao’s characteristics.”

Mini said the overall preparation for the parade was 

extraordinary.  Despite the large number of songs during the 

last stage performance, all songs were played accurately with 

the respective performing group. But Mini added that the 

rehearsal schedule this year was changed a lot due to 

the rain, and suggested that more preparation 

could be made on this regard next year so that 

performers are more assured.

E x t r a v a g a n z a

 Troupes of dancers in rehearsal for the Parade

 ”Parade Through Macao, Latin 
City” has already become the 
signature event of Macao

 Regina Kuok, Group Leader and Art Director 
of Regina Dance Group, says: “We hired 
professionals from Italy to arrange dances in 
the past, and our members learnt a lot from 
that.” 

By Yuki Ieong & Jason Leong
Photo courtesy of Titus sky@In’s Creation & Cultural Affairs Bureau

Parade Through Macao, Latin City



Worker Playground was established in 2012, modelled after American 

street style integrated with local cultural elements. The brand name reflects 

Cheang’s sentiment towards Macao’s Workers’ Playground. He said: “The pitch 

evokes collective memories of boys from the 80’s. Back then, the most trending 

item was leather jacket.” 

This is why Cheang used motorcycle leather jackets and baseball jackets 

as his start-out products. Since its establishment, Worker Playground has made 

crossovers with local and Taiwan bands, and has tailor-made costumes for 

musician Jun Kung. During the interview, Cheang showed a motorcycle leather 

jacket with the words “Hac Ching Toi” (abbreviation of the Chinese names 

of Areia Preta, Ilha Verde and Toi San) on it, which carries a strong gangster 

feeling. Growing up in the chalets in the northern district, Cheang has profound 

experience with the lifestyles of the southern and northern districts of Macao.

“Back then there were a lot of gangsters in Areia Preta, Ilha Verde and Toi 

San, while the southern district beams colonial style. That inspired me to use 

northern and southern districts as the dividing line—the southern district 

collection is primarily casual gentlemen wear, while the northern district 

collection is more of a street style gangsters wear.”

Cheang is a big fan of Harley-Davidson, but his creativity is never limited 

to the motorcycle culture. He can even add local style to Nose Art (decorative 

painting or design on the fuselage of an aircraft to express homesickness). In the 

50’s, Macao’s external transport is mainly planes. There was an amphibious plane 

named “Miss Macao” which was hijacked not long after it took flight, making it 

the first-ever plane hijacking since the opening up of Macao. Cheang drew a 

lady lying on a plane with Nose Art style, making reference to “Miss Macao” in 

the history of aviation with what seemed to be an ordinary leather jacket.  

Cheang has many years of experiences in music and graphic design, but 

he is a novice in costume manufacturing. He spent three years to explore the 

manufacturing process of the fashion industry, establish connections, screen 

manufacturers and recruit design team. Now he has veterans with over 20 years 

of experience in his team, and that is why the quality of Worker Playground 

can be maintained while paying attention to details. Cheang confessed: “It is 

impossible for one person to take up all processes, which includes patterning, 

material selection and proportion calculation. It is crucial to find a good 

master and don’t give up after the first or second failed attempt. You have to 

look seriously in the circle. We require masters who cooperate with us to have 

in-depth knowledge of the process and clearly understand designers’ ideas. It 

would be best if they are long-time partners.”

After the establishment of the brand, Worker Playground smoothly 

opened its first retail store, but it encountered other challenges after operating 

for some time—how to test market preferences, how to manage storage, and 

retailing is another topic. The store was closed down after a year of operation, 

but Worker Playground developed a new retail mode. During the global 

economic depression in 2008, some brands sold their products with the mode 

of pop-up shops in order to save cost. For instance, large container trucks were 

used as storefronts or show space, which appears in different locations for a 

short period. Since this year, Worker Playground has made its appearance on 

The Broadway, testing market preferences with the mode of a mobile stall. 

Later, Cheang changed the mobile stall to a mysterious black box, which better 

showcases the brand style. It has now become the symbol of the brand.

In the era of booming online shopping, the challenges of running an 

actual store are constantly increasing. Cheang decided to use pop-up shop as 

the primary mode of development. Apart from Sanlitun of Beijing, he is also 

discussing cooperation plans with fashion brands in Chengdu. “The emergence 

of online shopping has impacted the traditional shopping mode. Showcasing 

products with pop-up shops can cut costs and enhance the brand’s affinity. An 

overly-stylish storefront will scare customers from engaging,” said Cheang.

Despite being a local brand, the majority of Worker Playground’s target 

customers come from the mainland. Cheang lamented that people in Macao 

will not be singled out as targets of culture and creativity projects because local 

people are indifferent to culture and creativity, resulting in a lack of support. He 

believed that it might be partly due to the fact that Macao is long-affected by 

media in neighbouring regions, and takes entertainment and pop culture in the 

surrounding areas as the indicator. Thus it is hard to recognise local brands.

Cheang once applied for sponsorship in culture and creativity and fashion, 

but there is a large gap between the amount he has applied for and what he 

actually gets, since the store in his proposal has been replaced by a pop-up 

shop. He thought that culture and creativity is an ever-changing industry, 

and the approval authorities have to keep up with the trend and not be too 

rigid. Having been in the design industry for almost 20 years, Cheang said 

that government departments are major clients in the advertisement design 

industry. Unfortunately, with the exception of individual departments in charge 

of cultural arts, most departments have a relatively lagged understanding of 

visual arts, therefore restricting designers’ creativity. He added that locals who 

engage in culture and creativity are mostly amateurs and rely on the support of 

their friends. He hoped that authorities should avoid blindly praising themselves 

when promoting the cultural and creative industry, and think of ways to catch 

up with the international development in the cultural and creative industry.

ISSUE13 ISSUE13012 013

Motorcycle leather jackets and baseball jackets are classics that never get old in men’s fashion. They are also must-
have items in the collections of local brand Worker Playground every season. Creative Director Vincent Cheang infused 
old-day people and things such as workers’ stadium and amphibious aircrafts into design concepts. In his view, the 
collective memory of every era is just like leather jackets — the older they get, the more charming they are.

Worker Playground’s
From Music         Graphic Design to Fashion—

Local Stylish Fashion Experience
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 Motorcycle leather jackets and 
baseball jackets are the signature 
items in Worker Playground’s 
every collection

 The brand name of Worker Playground reflects Vincent Cheang’s 
sentiment towards Macao’s Workers’ Playground

B r a n d  S t o r y
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The 6th “My Macao” Chinese Essay
Writing Contest

Submission Period: 11/5/2015-29/2/2016

Submission: Please email to ieinfo@fm.org.mo

Organiser: Macao Foundation

Web: www.fmac.org.mo/activity/
 activityContent_4062

2016 Subsidy Programme for the Production
of Original Song Albums

Application Period: 5/1/2016-4/3/2016

Time: 9am-1pm, 2:30pm-5:45pm (Mon-Thur); 9am-1pm, 2:30pm-5:30pm (Fri)

Address: Cultural Affairs Bureau—Department for the Promotion of Cultural and Creative Industries, 
No. 567, Av. da Praia Grande, Edif. BNU, 12th floor A-D, Macao

Details: The Programme aims to cultivate more talented local music creators and producers and 
promote the development of Macao’s music industry by giving support on the production and 
promotion of the original song albums. It is hoped to give incentives to musicians to produce more 
outstanding works and lay the groundwork for market development.   

Organiser: Cultural Affairs Bureau

Web: www.icm.gov.mo/dpicc/sps
 www.macaucci.com/sps

44th Hong Kong Arts Festival

Date: 19/2/2016-20/3/2016

Time: Please refer to official website

Venue: Hong Kong

Ticket: Please refer to official website

Details: Featuring over 1,400 international artists 
and local talents, the festival is Hong Kong’s annual 
cultural extravaganza. Top-selling programmes 
include The Royal Shakespeare Company’s King 
and Country, Mikhailovsky Ballet’s The Sleeping 
Beauty, Compagnia Finzi Pasca’s La Verità (The 
Truth), Bristol Old Vic and National Theatre of Great 
Britain’s co-production Jane Eyre, Circa’s Opus and 
Cantonese opera Li Bai: The Immortal Poet. 

Organiser: Committee of Hong Kong Arts Festival

Web: www.hk.artsfestival.org 

Engraved Prints of
Characterized Words-MOCA Taipei ×
Rixin Elementary School
Museum-School Collaborative Exhibition

Date: 20/1/2016-21/2/2016

Time: 10am-6pm, Tue to Sun

Venue: Activity Hall of MOCA, Taipei 

Web: www.mocataipei.org.tw

One Century of Austrian Art
1860-1960

Date: 30/1/2016-3/4/2016

Time: 10am-7pm, Tue to Sun

Venue: Macao Museum of Art

Organiser: Macao Museum of Art

Web: www.mam.gov.mo

Taiwan International Festival of
Arts 2016

Date: 25/2/2016-17/4/2016

Time: Please refer to official website

Venue: Taiwan

Organiser:  National Theatre and
 Concert Hall

Web: tifa.npac-ntch.org/2016/tw

Classroom

Date: 26/2/2016-6/3/2016

Time: Please refer to activity schedule

Venue: Theatre Farmers (Flat C, 13th floor, 
Edifício Air Way, Phase II, Avenida de venceslau 
de Morais) 

Organiser: No Kidding Theatre

Web: www.facebook.com/不兒戲創作劇團-
 1486231218349752

The Triplets of Belleville – 
Cine – Concert

Date: 9/3/2016

Time: 8pm

Venue: Grand Auditorium, Macao 
Cultural Centre

Organiser: Macao Cultural Centre

Web: www.ccm.gov.mo/Event.aspx/
 Detail/6775

29th February by Hiu Kok’s
Long Run Series

Date: 29/2/2016-13/3/2016 

Time: 8pm

Venue: Black Box Theare, Old Court 
Building

Organiser: Hiu Kok Theatre

Web: www.hiukoktheatre.com

Project One: Macao Art Contest

Deadline for Submission: 1/5/2016

Organiser: Macao Visual Art Industry 
Association and Artlee International 
Art Corp.

Web: arttaipei.com/information.
 asp?id=1079

Event Calender



“Creativity” would probably be one of 

the hottest and most searched keywords in 

Macao. It is likely that you will see such word no 

matter in the media or in activities organised by 

different associations. Most people, including 

myself, may have a question in mind: what 

is“creativity” really about? What is included in it? 

And what is not?

I have an interesting experience about 

my visit to Taiwan not long ago that I would 

like to share, as it has given me some food for 

thought. My family and I visited Alishan. When 

our journey almost came to an end, the host of 

our homestay arranged a driver for us. On our 

way back, we also did some sightseeing. The 

weather was bleak, and driving on a winding 

country road made all of us tired. In the middle 

of the way, the driver brought us to a very 

special coffee shop. The shop is perched on the 

hillside and boasts an open-air seating area. 

Opposite is a coffee plantation owned by the 

boss of the shop. Inside the shop, you’ll see 

different types of plaques hanging on the walls 

or on the floor. Those are plaques awarded by a 

local farmers cooperative to honour the winner 

in certain competition. We got to know that 

the coffee shop is run by a brother and a sister 

belong to the Tsou tribe, and we got a chance to 

talk to them. They plant coffee, roast the beans 

and supply them to different retailers. They also 

run a café, which is the one we visited. When 

we arrived, the brother was racking his brains 

over the rebranding of the corporate identity, 

from packaging to designing staff aprons and 

menus. He said: “We have to find elements 

that fit us from the culture.” He started looking 

for them from the culture of his own tribe, and 

incorporated features of the Tsou in his brand. 

From the use of colours to the design of the 

totemic logo, they gradually built their brand 

character and created a unique style.     

Although the coffee shop was just a 

pit stop in our trip, it has given me a lot of 

inspirations. It made me believe that “creativity” 

is in everyday life. The plaques the siblings 

received have proved that it’s a well-run 

business, no matter from coffee planting, 

roasting to trading. They’ve got 

plenty of orders (On the day we 

visited, the brother said that the 

coffee inventory sold out already 

and the remaining beans were 

for consumption in the shop 

only. There were no more stocks 

for sale.) and it’s not difficult to 

see that once a product (or a 

service) gets a foothold in the 

market, the next step is to stand 

out from your competitors. And 

what is need here is the power of 

culture and creativity.

I believe that “creativity” is not nonsense. 

Real creativity has to be rooted in life in order 

to flourish. Be it a coffee shop, or a diner, or a 

bakery, or a dessert shop, it can be a creative 

one. But the prerequisite is your product or 

service has to excel in quality, no matter which 

industry it is. Excellent product or service is the 

primary requirement, and creativity adds value 

to it. Product and creativity can go hand in hand 

and grow together. Thus, the core of creativity 

is attitude, not format: both the manufacturer 

and the consumer want good quality of life and 

to live in an environment that people respect 

each other, willing to challenge authority and 

think out of the box. With this attitude, our 

everyday life per se is a source of creativity.

The creative industry in Macao has been 

growing in recent years. There are a lot of 

young entrepreneurs now, and at the same 

time we started asking questions like: what is 

the character of Macao? What are considered 

“local elements of Macao”? And “[w]ith regard 

to this point, many experts have raised all 

kinds of interesting suggestions for Macao: 

Since we are not able to find a position for 

Macao, why not call for proposals from the 

world on ‘What is Macao?’” * Some may think 

that if local artists can sell products with local 

features to the market outside, it could be 

considered the best state of creativity. If local 

artists cannot do this, then let foreign artists 

to do so, and let them dig out the character 

of Macao and sell it overseas. It could be 

considered the “second best” state. However, 

in the world of commerce, whether a product 

has character is not important. The utmost 

importance is whether a product is profitable, 

how profitable, and is sold to whom.

If everything is relative, “outside” 

or “foreign” is needed when it comes to 

understanding what is “local” or “native”. Last 

year, three films about Macao were screening 

in the city. One is Timing,  a local production, 

while Guia in Love and Return of the Cuckoo  are 

Macao-themed Hong Kong productions. All 

of them were filmed in Macao and the stories 

are also about Macao. They are all romance 

films. But to Macao people, there is a subtle 

difference among these films: Timing is a 

locally-made film; the other two aren’t but they 

possess local elements.   The highlight of Timing 

is the protagonist’s feelings towards the rapid 

change of the city, which is shared by most of 

the people in Macao. Particularly, the film raises 

the question of “should I stay or should I go?”, 

which is also a realistic question faced by a lot 

of young people in the city. Compare to the rest 

of the two films, Timing obviously is more local. 

The film is good box office and gained word-of-

mouth recommendations. 

Timing was also screened in cinemas in the 

mainland and Hong Kong, which is invaluable 

for local filmmakers. As mentioned earlier, local 

elements aren’t really important in the world of 

commerce.  Return of the Cuckoo is 

the sequel to the eponymous TV 

series in Hong Kong 15 years ago. 

It already has some loyal followers 

and captured audience’s 

attention. And the actor and 

actress of this film are the most 

well-known among the three. 

The film has also featured some 

Macao character and the filming 

locations aren’t just limited to the 

historic centre or UNESCO sites. But the core of 

the film is not about “Macao elements”. It’s all 

about the romance between the protagonists. 

“Macao” is just an “accessory” in the film and its 

exposure is just about right.

At the inception stage of developing 

the creative industry in Macao, most people 

believed that this is the “best state of creativity”: 

so long as Macao people find out Macao’s 

positioning and character, and then create a 

product or film/TV production accordingly, 

the next step is to put effort to market it and 

make adjustment according to the reaction of 

the market. However, now people have started 

thinking otherwise. They started to realise 

that solely relying on the “character of Macao” 

doesn’t really sell. It’s not even a gimmick or 

selling point when it comes to marketing. 

Perhaps Paris is a successful case that Macao 

should learn from. Paris has successfully 

marketed itself as a romantic destination (even 

now people may associate it with terrorism). 

Even in reality there is an influx of tourists in 

Paris and it’s not as romantic as it is portrayed, 

the main point is the “imaginary romance” it has 

created. If we want to change how people see 

Macao, we perhaps need to look somewhere 

else other than just looking for the character of 

Macao. “Local features” have no role to play in 

business. What it needs is a local feature that is 

gimmicky and fits the market.   

*Remark: See “Heads Together: Forum 

on Cultural Industries (Macao) 2015” http://

www.c2magazine.mo/en/reports-en/events-

en/3905/

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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Creativity is in Everyday Life
Locally-made Films and
Films with Local Elements

ISSUE13

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
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According to Enriching Britain: Culture, 

Creativity and Growth, a report published 

in 2015, the cultural and creative industries 

accounted for 5% of the economy in Britain, 

equivalent to £77 billion in value. However, 

because of the budget cuts by the upper house 

of the parliament, expenditure on social welfare 

and tertiary education have been reduced. 

Regional arts and culture departments have 

also encountered continuous cuts, which 

worried the cultural sector. To respond to the 

impact of economic downturn, CREATE, an 

NGO based in East London, launched a project 

called Panic!, in partnership with the Barbican, 

The Guardian, Goldsmiths, University of London 

and British Art Show 8. The project consisted of 

a survey of the creative and cultural sector in 

Britain, as well as a ten-day programme that 

discussed and presented what’s going on in the 

sector and what’s next. 

The Survey
The survey was done in September and 

October 2015, and 2,539 people in Britain were 

interviewed. They include people working in 

museums, galleries, libraries, performance and 

music as well as visual arts sectors. The following 

findings are worth our attention and reflection. 

First, those that earn over £50,000 per annum 

are most likely to believe that they got there 

through hard work, talent and ambition. Those 

earning under £50,000 per annum are most 

likely to believe that it’s not about what you 

know but who you know. Secondly, the majority 

of white people in the arts don’t acknowledge 

the barriers facing BAME people trying to find 

a foothold in the sector. Also, women are more 

likely than men to have worked in the arts 

sector and are generally paid less than their 

male counterparts. The survey also found that 

76% of respondents working in the arts had at 

least one parent working in a middle class job, 

and 88% of respondents had worked for free at 

some point in their career.  The research shows 

that if young people don’t have parents that 

are able to support them in their pursuit of a 

creative career then it is extremely hard to break 

into the industry.

Debates about Art,
Music and Performance

Apart from publishing 

the findings, the organisers 

also initiated a series of live 

debates and a programme 

of exhibition, live music 

and film to raise awareness 

among the authorities and the 

public. Debate topics include: 

does popular culture offer 

opportunities for young artists 

today? Does the domination by 

middle class people in the arts and culture sector 

lead to a lack of diversity in the industry? What 

is the most effective way to run organisations 

in a multicultural global economy? Do diverse 

workforces make institutions and businesses 

more dynamic and successful? Is the reputation 

of London as a creative leader over? Can 

young artists who flocked to London get the 

knowledge they need and the innovation they 

want so as to contribute to the society?  The 

survey reveals the extent to which social class, 

ethnicity, age and gender continue to influence 

careers in the arts in Britain and identifies 

hidden problems. The organisers expect that 

by publishing the findings, more people will 

think again what’s going on in the arts and how 

the sector should be improved. Particularly, it’s 

hoped that it will help create a fairer and more 

diversified environment for young people who 

want to enter the creative sector.

Findings on Employment in the Creative 
and Cultural Sector in Britain are Out! 

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
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I thought I arrived at a jam factory when I 

saw the company name. In fact, it reflects the 

vision of the designer of this place: like a jazz 

improvisation by a jam band, the space is a 

catalyser of innovative ideas. Environment 

can shape human behaviour. When a person 

is living in a neatly regulated space, his or her 

mind would be imprisoned by comfort and 

efficiency. If one is living in a maze, perhaps 

he or she would have incentives to discover 

and explore.

The Jam Factory is not conveniently 

located, but going there is part of the fun. You 

can reach there by hopping on a boat that 

leaves from the pier adjacent to the Sheraton 

by Chao Phraya River. The Jam Factory is 

housed in a disused factory and warehouse 

that used to manufacture batteries. Duangrit 

Bunnag, a prominent designer in Thailand, 

discovered this stretch of wasteland when he 

was searching for a new office location. He has 

kept the original structure of the factory, the 

banyan trees and their tangled roots in the 

courtyard, and traces of the factory’s history. 

When Bunnag was renovating the place, he 

got an outpouring of ideas. Eventually they 

were turned into reality. Restaurants, cafés, 

bookshops and lifestyle shops now have 

occupied the space. A privately-run creative 

enterprise usually boasts more personality 

and character because of the charisma and 

talent of its founder. It, however, has business 

pressure, too. To deal with it, The Jam Factory 

held a series of creative and cultural events 

and bazaars not long after its opening, 

with the aim of attracting more visitors and 

establishing itself as a trendsetter in Bangkok.

If you want to know more about 

emerging designers in Thailand, the concept 

stores in The Jam Factory may give you 

some hints. Products designed by the new 

talent are showcased in the shops. They 

include furniture, home accessories and 

groceries. Thinkk Studio, Studio 248 and 

Labrador are definitely the young, emerging 

brands to keep an eye on. I have noticed 

that Bangkok’s homeware designers have 

gradually shifted from selling exoticism of 

traditions to a more global approach. A local 

designer told me that young designers are 

usually educated overseas and exposed to 

different cultures. When they come back 

to Thailand, they will make adjustment in 

the design according to local context. Local 

elements are downplayed, while modernity 

is emphasised. Lots of products are designed 

with a Japanese or Scandinavian touch. By 

doing this the products are easier to appeal to 

the global market. Living spaces are getting 

tighter and tighter in Bangkok. Furniture 

designs, therefore, have to be simplistic and 

pragmatic. Sizes of the furniture have to be 

reduced, too. The new designs have attracted 

people from Singapore, Malaysia, Hong Kong 

and Taiwan to buy furniture in Bangkok. 

Some furniture retailers in Asia have also 

started selling Thailand-made furniture.

Bangkok is a fast-growing city but it lacks 

urban planning. There’s no quality public 

space in Bangkok for people to stroll and 

most likely you end up spending most of the 

time walking in shopping malls. These highly 

commercialised spaces are seen as public 

spaces in Bangkok. There is no shortage of 

such gigantic malls in the city, and they all 

have distinct character and positioning. In 

recent years, shopping centres that put focus 

on design are mushrooming. They spare no 

effort in helping local designers by housing 

concept stores run by local talent. Opened 

in mid-2015, Emquartier has become a 

talking point in Bangkok. Designed by New 

York-based Lesser Architecture, Emquartier 

boasts whimsical curved walls, an open 

air garden and green zones, providing the 

much-needed green spaces to the city. It is 

reported that the green spaces in Emquartier 

are two times more than other shopping 

malls. Apart from high-end stores, the mall 

boasts local designer stores. For instances, 

Qurator has a designated area that features 

locally-designed fashion. My favourite is a 

store called Another Story. It’s located on 

the 4th floor and you will find more than 

230 brands sourced from all over the world 

there. The shop also encompasses lots of 

emerging local brands. About 70 of them 

are locally designed products, including 

furniture, homeware, stationery and fashion. 

For travellers who love designer accessories, 

you’ll find plenty of good-value and handy 

stuff there, and witness the innovative power 

of Thailand.

Creative Hotspots in Bangkok

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.

Yap Seow Choong
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“Is that turf?” I exclaimed in delight when 

I saw the green roof in the distance.  At first I 

was only thinking of wandering the streets 

of Hachiman-bori in the Shiga Prefecture, so 

I randomly picked up a map in the tourist 

information centre. I chose a point of interest 

which I did not have a clue what it was, and 

finally I arrived at a place where paddy fields 

greeted my eye. The paths amid the fields lead 

to a gigantic wooden house with a green roof. It 

looks like a lawn being pasted to the roof.  Amid 

the turf is an array of windows, and the whole 

house resembles a cottage in a fairytale forest. 

La Collina, run by wagashi (traditional 

Japanese confections) manufacturer Taneya, 

is a veritable candy house. The building was 

designed by Terunobu Fujimori, whose claim 

to fame is that he has designed a series of 

whimsical treehouses. The second floor of La 

Collina houses a café, while the ground floor 

is home to Taneya’s sweet shop and factory. 

You will see hardworking pastry chefs working 

in the kitchen and you will smell the aroma of 

cream and egg, while baumkuchen is churned 

out and sugarcoated. On the other side, you will 

see the making of dorayaki, with red bean paste 

filling between two pancake-like patties. Here, 

you are not only able to see the neat, pleasantly 

presented final product of wagashi, but also 

what it is made with and how to make it. 

Taneya’s expection is to connect people, 

wagashi and the nature via La Collina. Through 

La Collina, you will understand how wagashi is 

made and how the ingredients – flour and rice 

etc. – are grown by peasant farmers with the 

blessings of the nature. Wagashi is beautiful, 

but its nature is pure and simple – it’s from the 

mother earth.  The paddy fields surrounding 

La Collina are the farmland run by Taneya and 

managed by farmers and university students 

in Hachiman-bori. One of the farms is called 

Kitanoshou Garden and it grows different kinds 

of vegetables and fruits. Sometimes there are 

ducks waddling in the farms and this makes me 

think of the integrated rice-duck farming. But 

it’s not the case. Worms and birds play no role 

here. There only need to live there freely, and let 

visitors feel the harmony of living things coexist 

in the realm of nature. Further afield are rice 

fields owned by Taneya. Similar to Kitanoshou 

Garden, harvested crops are ingredients of 

wagashi. 

The safety of imported food has become 

an alarming issue in Japan, and the influx of 

cheap food imports has undermined local 

producers.  The idea of buying local produce 

has therefore gained a foothold in Japan. 

The JA National Federation of Agricultural 

Cooperative Assoications’ direct sales channels 

cover the whole country and sell local produces 

in respective cities and towns. To promote 

the concept of buying local produces is also 

one of the reasons why Taneya operates La 

Collina.  This is the only means to ensure that 

the food manufactured by them is safe. The 

construction and operation of 

La Collina have also responded 

to other problems now Japan 

is encountering. Take the forest 

industry as an example. Given 

the imbalance in wood demand 

and supply, a lot of forests lack 

management or even fall into 

disuse. Bamboo canes are one of 

the construction materials used 

when building La Collina, and 

they were harvested from an abandoned forest 

nearby. By doing so the forest was also given a 

chance to restore its ecosystems.

As a visitor, the highlight of La Collina is of 

course the candy house. But Taneya only sees it 

as one of the elements in their business. Equally 

important is “the art of farming” – agriculture 

is art and requires refined artistry. Cultivation 

is part of the art of farming, and education is 

an even more important part of it. In 2014, 

Taneya collaborated with Kyoto University and 

launched the Connectivity of Hills, Humans 

and Oceans Study Programme. The university 

was given resources and used the facilities in 

La Collina to carry out research on symbiosis 

in ecology. Focuses were given to the forests 

in Hachimanyama and Azuchiyama, old towns 

like Hachiman-bori and Biwako Lake. 

Taneya’s outlets can be found all over 

Japan. Putting so many resources to education 

and research, they are highly praised for 

their willingness to shoulder corporate social 

responsibility. But Masahito Yamamoto, 

CEO of Taneya, explicitly said that he dislikes 

such words. He believes that contributing to 

the community is a matter of course, not a 

responsibility.

The Making of Wagashi

In recent years, we have seen some 

nontraditional yonkoma manga (literally four-

cell manga, yonkoma manga is a comic-strip 

format that consists of gag comic strips within 

four panels of equal size) sprouting up in op-ed 

pages in Macao. I’d like to call it “neo-yonkoma 

manga”. At first, they appeared in social media 

sporadically. Then comics magazines started to 

invite those comic artists to draw, and comics 

associations steadfastly supported them to 

hold new work exhibitions. Now, their works 

can be seen from web media to newspapers, 

and eventually they are turned into comic 

books. 

These years, Macao has had the right 

conditions to groom comic artists. Different 

types of media are also willing to publish their 

works. Yonkoma manga doesn’t need much 

space in a page layout, and this type of petite-

size works has become a trend and we see a 

large number of them here and there. 

The neo-yonkoma manga is different 

from the traditional one. First, it’s the layout. 

While the traditional one is more neat and 

simple, the new form of yonkoma manga is the 

opposite. Second, coherence in the content 

and structure is not necessarily required in neo-

yonkoma manga. Instead, rich colour schemes 

and fine lines are employed; some even draw 

the cells like long running series, and use 

graphics software to create more eye-catching 

visual effects. Most of the works are comedy, 

but not all of them are complete stories. Even 

if it is, plotting the story with strong ebb and 

flow is not necessary, nor is a dramatic ending 

required. Sometimes, this new form of comics 

only needs to display a series of cute images.  

Interlocking plot lines, simple yet subtle style in 

drawing, and thoughtful stories that are at the 

core of traditional yonkoma manga are not a 

must anymore. 

How to judge the quality of yonkoma 

manga? It has been said that the work is a 

failure if you are still able to comprehend the 

story by just reading the words 

but not watching the images. But 

now, some artists deliberately 

decline to follow tradition, and they 

prefer adding  garrulous dialogue 

or narration, turning the work to 

short manga series or even a series 

of illustrations. They do not stick to 

established patterns. They believe 

that so long as the manga has four 

cells, it’s a four-cell manga. 

In respect of the theme or 

subject of the neo-yonkoma manga, the 

sky’s the limit. Social changes, economic 

development, the advancement of technology, 

the expansion of our living environment and 

our horizons, as well as changing values and 

ways of thinking, all these give us more food for 

thoughts than our predecessors when it comes 

to creating artwork.  Socio-political issues, bits 

and pieces of everyday life, personal feelings, 

as well as the application of technology and 

interpretation of text symbols, etc., all can be 

inspirational ideas for creativity. 

Comics also have a function in the society: 

it makes noise. Comparing to their predecessors, 

today’s comic artists are most likely influenced 

by trends in neighbouring regions, and they are 

no longer restrained by conventional means of 

publication. With no hurdles and apprehension, 

artists have more liberty to satirise, to criticise, 

and to think aloud.

In Macao, an artist doesn’t make money 

from his or her art. The same applies to comics 

artists. They draw because they love drawing, 

and they don’t see lines as boundaries. Readers 

are most likely of the same generation as the 

artists, so they are on the same wavelength and 

understand each other. Artists draw yonkoma 

manga according to what they like. If you judge 

their works by traditional standards, you may 

feel that it isn’t really your cup of tea. Having 

said that, what we can do is to move on, as 

everything around us keeps changing. And 

once they’re gone, they’re gone forever. So, let’s 

keep an open mind.

On Yonkoma Manga

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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An accountant by profession, Ashley is member of several 
anime and comics associations in Macao. She started writing 
fiction, illustrated and drew the comic strip of Macao Daily in 
the early 1990s. Later on she took the role of comics writer, 
and she is now the managing editor of MIND², a comics 
magazine published by Comic’s Kingdom. Ashley also 

participates in organising the Macao Animation, Comic 
and Toy Expo, an event run by Macao Animation & 

Comic Alliance.
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I felt very honoured to have been given the 

opportunity to work with Ben Ieong of Hiu Kok 

Theatre at the end of last year. We co-wrote and 

co-directed Best Film Music of All Time, organised 

by Macau Band Directors Association and 

staged in Macao Cultural Centre. The concert is 

a collaboration of several art groups in Macao, 

with a symphonic band playing film scores, plus 

a play, dance and animation. Such crossover 

performance is not common in Macao, but 

is certainly significant to the growth of wind 

music. Due to time constraints, each participant 

spent a lot of time to practise for the concert.      

Writing the play script is no easy feat 

because it has to be in accordance with the film 

scores, and the story has to go alongside the 

wind music. Therefore, we re-created new plots 

based on existing films – there are ten film scores 

and each represents a stage of the protagonist’s 

life. In the end we arrive in Macao and use 

the talk of the town (the controversial case of 

building high-rises that would potentially ruin 

the landscapes of Colina da Penha) to conclude.  

The following is the plot outline: Gump 

(Music: Forrest Gump) is the only survivor of a 

planet destroyed by the Devil (Star Wars). His life 

is a total failure no matter when he is in school 

(Harry Potter), at work (Mission Impossible), or 

joins the Mafia (The Godfather). By chance 

Gump goes to the mountains and learns Kung 

Fu from martial art master Eagle (Crouching 

Tiger, Hidden Dragon). However he misses the 

classmate he likes so much, and with the help 

of Eagle, he arrives at the pier, takes the boat to 

look for his lover. On the boat he finally meets Ah 

Lai, his lover, but they are shipwrecked (Titanic). 

Here, a violinist plays Schindler’s List together 

with the band to express the devastation 

of losing a loved one. The Devil from outer 

space appears again. He destroys buildings 

in Macao and captures Gump (Pirates of the 

Caribbean). In the end, Gump harnesses the 

power of music and plays Somewhere In Time 

together with his companions and the band, 

repelling the Devil successfully. The beauty of 

Macao is safeguarded, the high-

rises disappear, and Colina da Penha 

continues to bless everyone in 

Macao.

Everyone on the stage and 

behind the scenes has been 

working hard to do his/her best to 

create this theatrical production 

from inception to final curtain. 

With so many talented people get 

together, including the crew of 

Hiu Kok, Godot (Philip Chan), C-La in Macao, 

dancer Leong Iek Kei and actor Gary Ng, the 

outcome is a surprise. The creative process is 

perplexing and time-consuming. Fortunately 

the box office of the concert proves that it’s 

a success, with an attendance rate of 80% 

(apart from a few complimentary tickets to 

VIPs, we did not give out free tickets). Macao 

Foundation’s public concert is a good means 

to promote performing arts, but in the long run 

the promotion of the arts needs to be market-

driven. Now most of the performing arts 

programmes are sponsored by government in 

Macao. Only if there are more interactions and 

crossovers between innovations and different 

forms of art will audiences be willing to go to the 

theatre, so that the arts can be popularised.

Crossover of Wind Music and Other Art Forms
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A full time researcher in university and an amateur art 
commentator, Cheong obtained his master’s degree in 
Public Policy at Willy Brandt School of Public Policy at the 
University of Erfurt and is formerly a clarinettist of the Erfurt 
Philharmonic Orchestra in Germany. He loves classical music 
and now serves as conductor of the orchestra in Escola Choi 

Nong Chi Tai, by which he can connect art to everyday life. 
Cheong is also a book lover.
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