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Editor’s Letter

As winter chill retreats and warm weather returns in February, 
international fashion brands are now launching their attractive 
spring season collections, luring style-conscious customers.

While many of Macao’s sizeable shopping malls and hotels feature 
various prominent, high-end fashion brands, a group of local fashion 
designers are on a mission to educate local consumers that, other 
than choosing between mass-market high-end fashion and cheap 
merchandise, it is possible to aim for a stylish wardrobe by buying 
and wearing Macao’s homegrown fashion designs. In this February 
issue of C2, we interviewed Macao’s influential designers Manuel 
Correia da Silva, Clara Brito, Robert Lai and emerging designer San 
Lee, who shared with us their views on the future outlook of Macao’s 
fashion design scene.

The art of fashion and design goes hand in hand with shopping and 
the pursuit of aesthetic perfection. Nevertheless, these production 
processes often generate a huge amount of waste. In Hong Kong, 
local designers have begun to review this very concept of perfection, 
and have come up with a campaign called “I’MPERFECT”, which 
focuses on reducing waste to protect the environment as well as to 
promote the concept of non-wasteful well-being. Such a campaign 
is also in line with the ideals of many pro-DIY enterpreneurs. 
Compared to mass-market products, handmade crafts or merchandise 
are valuable because of the human effort and thought behind the 
production. In our column Around the Globe and Extravaganza, we 
will look at how this campaign and the DIY movement can shed light 
on the design scene in Macao.

Last but not least, we met with Tomy Ho, lead singer of Macao’s 
local independent music band, Catalyser, to find out more about 
his creative journey. Comprising band members in their early 
twenties, Catalyser is a unique music band in Macao that delves 
into under-explored social issues. Filled with impetus and 
courage, the band has proved itself a source of inspiration and 
change that rejuvenates the city.
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Macao on Catwalk:  
The Local Fashion Scene and  
Future Outlook

Manuel Correia da Silva 

Clara Brito

Robert Lai

San Lee

As more international fashion brands are 
launched in Macao following the development 
of large-scale entertainment arcades and 
hotels, Macao has seen a surge of homegrown 
fashion designers who have succeeded, 
with their innovation and determination, in 
promoting to local consumers the aesthetics 
of living, and in demonstrating the excellence 
of Macao's fashion design.

Feature Feature4 5

By Chung-w
ah Chow

, Bob Leong and Allison Chan
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four working full-time. It shows how hard it is 
to earn a living from fashion design alone.

A small local market meant that products 
would need to cater to an export market, 
in order to offer scope for the development 
of these designers. So what are the ways to 
encourage the exports of fashion design?

"While the government organises some 
sales and marketing campaigns, most of the 
time it is down to ourselves, as we believe 
that the fashion designers know best the 
potential of their own products and their 
ideal markets," said Correia da Silva.

Each Lines Lab item comes in an edition 
of no more than 500 pieces, each of which 
is carefully curated, and appeals to a very 
niche market. Their products are sold in 
many lifestyle shops in Asia that feature 
emerging design brands, such as Kapok in 
Hong Kong and VVG in Taipei. Since 2010, 
the two designers have organised a two-
day festival each year, known as Macau 
Fashion Link, which showcased the works 

overseas based on large-scale production. 
In recent years, the government has doubled 
its efforts in supporting local fashion 
enterprises, albeit its policies are still in 
their initial stage. There is yet a substantial, 
sophisticated customer base in Macao 
who truly appreciates fashion. Moreover, 
Macao has hardly its own fashion media 
or commentators such as the likes of the 
late Winifred Lai in Hong Kong, let alone a 
mutually supportive fashion model industry.

"In Macao, the community is not interested 
to pursue lifestyle living. Since we have 
moved to Macao, we find it only natural to 
introduce an element of creativity in the 
local scene," Brito remarked.

Brito studied fashion design in Lisbon and 
Milan, while Correia da Silva was trained in 
equipment design. Seeing fashion as a design 
discipline that connects more easily to the 
public, they encountered the same challenge 
as fellow local designers: a small local retail 
market. Brito estimated that there are only 
around ten fashion designers in Macao, with 

On the day of interview, the pioneering 
fashion brand from Macao, Lines Lab, has 
just relocated from its original site at 
Albegue in the Calçada da Igreja de S. Lázaro 
neighbourhood to Macao Design Centre in 
North District, the latter being a brand new 
venue converted from a garment factory.

Founded by two Portuguese designers, 
Manuel Correia da Silva and Clara Brito, 
Lines Lab began as a concept in 2002, and 
came into being in Macao in 2006. From 
its humble beginning in a handbag design 
collection, it has now evolved into not 
just a fashion design brand but a creative 
agency. Lines Lab now has a team of five 
full-time and four part-time staff, and 
is well-supported by four collaborative 
designers. Committed to promoting Macao 
and Portuguese fashion offerings both in 
and outside Macao, it is marked by bold, 
experimental designs, and is one of the 
earliest fashion brands in Macao to attract 
local and worldwide media attention. It was 
rated by The New York Times as one of the 
top attractions in Macao in 2012.

Speaking of the early days of Lines Lab, 
Brito recalled that when she first arrived in 
Macao to work on this startup with Correia 
da Silva, fashion design could hardly be 
called an industry in Macao.

"Back in the 1970s and 1980s, there was 
only garment manufacturing in Macao, 
which focused on large-scale production 
of clothing rather than fashion design. As 
this manufacturing industry dwindled in 
the 1990s, there were hardly any fashion-
related enterprises left. It was not until a 
decade later, when Macao saw an influx of 
international fashion labels and casinos, 
that the city was saved from a strange 
phenomenon where there were only tailors 
but no fashion designers."

The launch of various international fashion 
design labels in Macao, however, has also 
led to a peculiar feature in Macao's fashion 
industry. It seemed as if fashion in the city 
could only be limited to two extremes: 
the likes of Giordano and that of Louis 
Vuitton, both being fashion brands from 

Manuel Correia 

da Silva and 

Clara Brito are 

the co-founders 

of Lines Lab

-

Photo courtesy 

of Allison Chan

New Possibilities Arising  
from Experimental Design

Feature Feature

of Macao’s designers as well as those from 
the Pearl River Delta. However, the event 
came to an end in 2014 due to a lack of 
funds. Nevertheless, the two designers have 
succeeded in bringing about a new initiative 
called Munhub.

"The unusual name is derived from the 
Chinese word 'door', and it signifies the fact 
that Lines Lab is a promotional platform that 
opens doors for excellent design brands in 
Macao and Portuguese-speaking countries. 
Founded by just the two of us, Lines Lab 
has grown into a strong team over time, and 
we are aware of the challenges in growing 
a brand. Hence, Munhub is a commercial 
platform that we have set up in order to 
collaborate with other designers to promote 
local brands in Asia as well as globally," said 
Correia da Silva.

Established in October 2014, Munhub 
launched its first promotional tour in Asia, with 
Hong Kong as its first stop, followed by Tokyo. 
Correia da Silva said that the reception at the 
promotional event at PMQ in Hong Kong has 

been encouraging, prompting an expansion of 
their B2B business.

"We expect that, with the opening of Macao 
Design Centre, 2015 will be a year of 
promising opportunities. The design centre 
houses a café, shops and design studios, and 
offers more choices to the consumers. The 
venue is a hub for designers, and will be 
instrumental in nurturing a stronger, high 
quality local clientele."

Correia da Silva added: "The manufacturing 
era in Macao has gone, and what we need is 
to create and promote products designed or 
created in Macao. However, many designers 
from Macao have left the city in order to 
complete their training in design schools 
overseas. We think that Macao should have 
its own fashion design school to encourage 
the robust development of the local fashion 
design industry."

By Chung-w
ah Chow

, Bob Leong and Allison Chan
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Founded by 

Lines Lab, 

Munhub is a 

commercial 

platform 

designed 

to promote 

emerging 

design brands 

in Macao. Hong 

Kong’s PMQ is 

the first stop of 

the debut Asia 

Business Tour 

organised by 

Munhub.

-
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While Lines Lab's team focuses on promoting 
Macao's fashion design in overseas markets, 
individual designers such as Robert Lai 
have brought with him overseas followers 
attracted to designs made in his studio at 
Calçada do Gaio in Macao.

In 2003, Eason Chan's "Third Encounter" 
concert was the talk of town. During that 
concert, Chan wore costumes designed by 
Lai. After finishing his fashion design studies 
in the U.S., Lai went on to Paris to work in 
fashion for several years. Later, his designs 
were favoured by celebrity singer, Faye 
Wong, who commissioned him to create new 
products, an event that brought him back 
to Asia. In 2009, Lai set up his own brand 
obèse plein in Macao. His first collection 
was admired by celerity Hilary Tsui, who 
introduced Lai's products in her own stores 

in Hong Kong. As a result, Lai's designs 
quickly caught on.

Lai admitted that while the celebrity 
effect has helped publicise his brand, he 
felt that people's attention tends to focus 
on the celebrities themselves. Realising 
this drawback, he considers it important 
to steer away from this once the brand 
became more established.

Focused mainly on women's fashion, the 
brand has a secondary product line geared 
towards more accessible, mass market ready-
to-wear for both men and women. How does 
Lai strike the right balance between catering 
to the market and preserving the uniqueness 
of design? To him, insisting on one's style 
is especially important. "I have tried for 
one or two seasons to cater to the market, 

obèse plein 

spring/summer 

2015 collection

-

Photo courtesy 

of Robert Lai

but it simply wouldn't work." In his opinion, 
designs that cater to the popular market 
would inevitably lead to a change in design 
style, and he did not wish to deviate from 
the attributes of his own brand.

His pursuit for personal style has won him 
a steady clientele in Hong Kong, Macao and 
Taiwan over the past five years. His customers 
seek out his stores, saying that his designs are 
what best suit their taste. "I am not working 
towards mass production. It is far more 
meaningful to me to keep my steady clientele 
than to open up new markets." 

He was aware of the local fashion industry’s 
challenges, such as the difficulty to find fashion 
models, the lack of vibe in the entertainment 
business, and the rise of property rental. The 
culprit to a vibrant fashion industry, however, 

Robert Lai:  
Return to Macao for  
His Own Fashion Label

lies in the production. Since his brand is not 
focused on mass production, he would only 
produce up to 160 pieces for each season at 
the startup stage, a quantity that makes it hard 
to attract manufacturers. "Most manufacturers 
would only count such quantities as sample-
making. As a result, the production cost is very 
high, and poses a big obstacle for emerging 
fashion designers." Lai said that, compared 
to five years ago when he started working 
on his own brand, he now produces around 
700 pieces for each item each season, and 
so managed to secure more high quality 
suppliers. He chuckled: "Luckily, I do not have a 
huge team to feed, and so the demand for 700 
pieces  is good enough for me."

Other than bringing on his second line on 
various marketing tours, Lai has also opened 
an online shop to market it. Personally, 

however, he would prefer customers to buy 
these products from a shop. As such, he is 
in favour of the government's support of 
C Shop in Nam Van Lake. "The fashion at 
C Shop sells very well, and is a venue that 
has nurtured several local designers." Lai 
remarked that the place has a strong footfall 
and was once his brand's key retail point. 
However, having only operated for two years, 
C Shop has been suspended, and he has lost 
a strategic retail channel.

He considers that, despite the difficulties, 
Macao enjoys a thriving tourism business 
and a substantial number of tourist shoppers, 
which offers a strong factor for the growth 
of local fashion brands.

By Chung-w
ah Chow

, Bob Leong and Allison Chan

Feature Feature
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obése plein’s 

womenswear 

collection for 

fall/winter 2014.

-

Photo courtesy 

of Robert Lai
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Correia da Silva, Brito and Robert Lai are all 
known for their self-made successes. On the 
other hand, San Lee, an emerging designer, 
has benefited from the newly-launched 
“Subsidy Programme for Fashion Design on 
Sample Making” in 2013.

Since 2009, Lee has worked as a full-time 
interior designer, and in his free time, he 
collaborated with a few friends to set up a 
new fashion brand, ZICS. At the beginning, 
progress was limited, and they only managed 
to produce and sell small quantities of 
merchandise at a few consignment points. 
It was not until the recent two years that 
they succeeded in becoming better-known 
through fashion shows. However, the high 
production costs have hampered the career 
advancement of young designers.

One of the eight awardees of the “2013 
Subsidy Programme for Fashion Design on 
Sample Making”, Lee was fully subsidised to 
produce 15 products, amounting to a subsidy 

of MOP150,000, including costs on sample-
making, material supplies, publicity and show 
registration fees.  This initiative has led him 
to evaluate thoroughly his brand's future 
outlook and positioning. At the same time, 
he conceded: "This sponsorship scheme has 
made me reconsider that, regardless of the 
design potential, a product must be backed 
by a suitable sales and marketing strategy. 
Honestly, I do not have a lot of ideas on 
that front, and so although I have received 
funding for sample-making and have taken 
part in some fashion shows, I am yet to reach 
out to business partners. There is still plenty 
to figure out."

Without its own retail outlets, ZICS relies on 
consignment sales. Each item has a stock 
ranging from a few pieces to around ten 
pieces. Selling for MOP500 to MOP1,000 
apiece, with some merchandise priced at 
around MOP2,000, the brand is considered 
high-end. However, Lee admitted that there 
is little scope to lower the price, considering 

San Lee is 

one of the 

successful 

applicants 

of the 2013 

Subsidy 

Programme for 

Fashion Design 

on Sample 

Making

-

Photo courtesy 

of Around Chao

San Lee:  
Emphasis on Government Support and 
Consumer Education

the high production costs and a small 
production run. It is his hope that the brand 
can be launched in the Hong Kong or the 
overseas market in the future, so as to 
broaden his clientele base.

Produced at small quantities, why is it still 
so difficult to locate local customers? This is 
intriguing especially since the rise of large-
scale conferences, exhibitions or entertainment 
activities in Macao should have led to a higher 
demand for fashion clothing.

Lee explained that the fashion shoppers 
in Macao would still need more time to 
mature. He conceded: "In general, the locals 
in Macao do not care much about fashion 
style, let alone appreciate or support local 
design labels. It is quite common, after all, 
for people to turn up at banquets in t-shirts 
and jeans, and so one could see that there is 
little concept of occasion wear. I once went 
out in a black outfit and a black layered 
chiffon vest that I designed, and realised 

that a lot of passers-by stopped to look at 
me.  I shrugged and thought that I might just 
as well see it as a live fashion show!"

Many people in Macao are actually not 
aware that designers such as Lee have 
worked hard in introducing and improving 
the community's appreciation of lifestyle and 
design aesthetics. Lee confessed that, even 
with some funding from the government, 
he has no plan to commit to fashion design 
work on a full-time basis. In his opinion, 
the local interior design and fashion design 
fields have much to learn from each other. "I 
will be launching an online shop to reduce 
operating costs and to meet consumer 
demand. ZICS will continue with its B2C 
business model. After all, B2B operation 
often involves high production and transport 
costs, which meant that it should be carefully 
evaluated. At present, my brand has yet to 
reach that level of scale to benefit from it."

By Chung-w
ah Chow

, Bob Leong and Allison Chan
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Womenswear 

designed by San 

Lee

-

Photo courtesy 

of San Lee
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Catalyser:
A New Generation of Music 
Talent in Macao 

By Davis Yip

With an average age of only 20, the five members of Macao’s band Catalyser assembled in the 
year of 2012, and have quickly established themselves over the past two years. The band’s 
vocal, Tomy Ho, has shared his aspirations on independent music in our Chit Chat column. 

L:  How did Catalyser come together?

H: We did a concert when we graduated from 
form six. Since then, we decided to form a 
band with the name of Catalyser.

L:  When did you start making music?

H: I started composing songs and writing 
lyrics when I was in form four. My song 
Attitude was picked as the theme song of 
our graduation concert. Most bands play 
others’ songs when they start out, but we 
have hoped to use our own songs since our 
inception — Childhood Fairy is one of them. 

L:  There are a number of bands in Macao, 
but not many make socially conscious 
songs. Nonetheless, your band has 
publicly spoken about the Anti-Domestic 
Violence Law and Animal Protection Bill.

H: We care for social issues because we 
have often voiced out against injustice at 
school. For instance, when our classmates 
who were in the choir got unreasonably 
good grades in music, we stormed right 
into the Principal’s office. Moreover, the 
whole class boycotted the graduation trip 
because it was too expensive. 

L: I suppose you were a headache for your 
school?

 
H: Yes. These experiences have taught us to 

stand up against injustices. 

L: Were there any bands that addressed 
social issues before yours?

H: The band Blademark had a lot of topical 
songs, but heavy metal music is not 
everyone’s cup of tea. However, the 

audiences are beginning to embrace 
different genres now. 

L: Which bands inspire you?

H: I really like Supper Moment from Hong 
Kong, and also Beyond — I started 
learning to play the guitar after watching 
their shows. 

L: What do you expect pop music to do in 
the society?

H: To resonate. We hope to discuss issues, 
not to give conclusions.

 
L: How would you comment your songs for 

the past two years?

H: The band and I have both come a long 
way in the past two years. We raised the 

production quality and our minds have 
matured. Life in a Mould in 2014 is an 
important song, which got more people to 
know us.  

L: What do you think of the music market in 
Macao?

H: Macao has only 500,000 audiences 
— it is indeed necessary to develop in 
other markets. Hong Kong and Chinese 
audiences are relatively more accepting. 
The crowd barely knew us when we 
were performing in Guangzhou Music 
Festival, but they were willing to listen to 
us for half an hour. Macao audiences are 
improving — they are more open to new 
forms of music now, so the local market 
has potential. 

 
L: Nowadays, Hong Kong singers can’t solely 

reply on singing Canto pop. In the face of 
the shrinking Canto pop market, how can 
Macao musicians break through? 

H: Our songs are mainly in Cantonese, which 
I have a sense of belonging to. People 
think it is a must to sing in Mandarin 
when performing in China, but we always 
sing in Cantonese, and the feedback 
is quite positive. I wonder if people 
have assumed Cantonese songs are not 
accepted in China, or they haven’t really 
tried. The most fascinating part about the 
creative industry is that you get to explore 
all sorts of possibilities. 

L: What is lacking most in Macao’s music 
industry?

H: Character. Lack of character is a fatal flaw 
in this industry. If all of us just give in 
originality to cater to the market, all our 
products would be the same, like what 
have been described in Life in a Mould. 

L: What’s your opinion about the “creative 
industries”, which has become the latest 
government buzzword?

“Lack of 

character is a 

fatal flaw in the 

music industry,” 

said Tomy Ho.

-

Photo courtesy 

of Around Chao

Tomy Ho is the 

lead vocalist of 

Macao indie pop 

band Catalyser

-

Photo courtesy 

of Around Chao

Chit Chat Chit Chat

L: Cultural commentator Lei Chin Pang         H: Catalyser vocal Tomy Ho
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Catalyser did a 

gig in the South 

Music Festival 

in Guangzhou in 

2014

-

Photo courtesy 

of Catalyser
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H: First of all, what the government can 
provide to the industries is subsidy. 
Everyone needs certain amount of 
budget to get things done but we 
should also ask ourselves what we 
have done for the industries? Is there 
anything we can do better? With the 
subsidies provided by the government, 
artists have become very productive. 
This is certainly a good thing. But I 
believe that even if we don’t rely on 
government grants entirely, we can still 
find our own means to survive. 

Chit Chat Chit Chat

"With the subsidies provided 
by the government, artists 
have become very productive. 
This is certainly a good thing. 
But I believe that even if we 
don’t rely on government 
grants entirely, we can still 
find our own means to 
survive." 

Still images of 

music video of 

Life in a Mould

-

Photo courtesy 

of Catalyser
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the plant, generated an average income of 
MOP 3,000 a day, not a bad turnout for a 
handicraft business run on a shoestring.

Lee pointed out, “Many craftsmen don’t 
have much capital when they first start 
out. There’s hardly a free platform for them 
in South Korea where most craft markets 
collect commissions or charge rental 
fees.  On the other hand, the rent-free Tap 
Seac Art Fair allows me to invest more in 
product development and packaging. I will 
continue to participate next year in the hope 
of collaborating with local companies to 
improve my products, and even sell them at 
more designated locations.” 

Tap Seac Art Fair:  
Creating a Friendly Environment 
for Arts-and-Crafts Startups

By Tai Chou W
ai

With craft markets springing up in locations 
all over the world, there’s a revival of interest 
in the subjects of artisanal skills  and 
creativity among the consumers. The fact 
that more and more products are advertised 
as "handmade" or "original" implies that 
the arts and crafts industry is going to get 
increasingly competitive. However, young 
blood from Asia have benefited from the 
many incentives provided by Macao, where 
the handicraft trend is starting to catch on.

What Macao lacks is not talent but room 
for craftsmen
Take Tap Seac Art Fair, Macao’s largest 
handicraft market, for example. Last year, 
it attracted more than 300 cultural and 
creative organisations from China, Hong 
Kong, Macao, Taiwan, South Korea, Singapore 
and Malaysia to participate as vendors. 

Fion Lei, a full-time craftsman of seven 
years, considered the art fair an excellent 
promotional platform for the public to learn 

about brands from different designers. “The 
threshold for entering the art fair is relatively 
low compared to those in neighbouring 
areas. It gives the less experienced an 
opportunity to showcase their products. As 
the platform is free of charge, craftsmen 
don’t need to worry about the rent.”

Lei believed the huge potential of 
handicraft-making has prompted more and 
more people to enter the fray in recent 
years. However, high rent remains a major 
challenge faced by local artisans. Rent takes 
up half of her income, said Lei, who once 
rented an industrial building unit with two 
other partners as their workshop but was 
unfortunately forced to move out after the 
landlord suddenly increased the rent from 
MOP 3,000 to MOP 10,000. “Macao is not 
without talent, but there is no room for them 
[to practise their craft].”

Because of this, a free platform like Tap 
Seac Art Fair not only attracted local 

artisans but many more from abroad who 
wished to expand their business. Ziuhey is a 
participating artisan from Hong Kong, where, 
like in Macao, exorbitant rent is a fact of 
life. While only able to sell her handmade 
products like aromatic oils and ointments 
through social media websites and random 
arts-and-crafts markets in the past, she was 
hopeful that the art fair could provide her 
clients in Macao the opportunity to feel and 
try out her products.

Ziuhey added that the application process 
for vendors is hassle-free: it only requires 
submitting images of the works and a 200-
word introduction. She enthused, “The 
Macao government offers a lot of support 
to overseas participants. Apart from free 
accommodation, there is a shuttle bus 
service between our accommodation and the 
venue plus a pre-event marketing strategy 
workshop. These initiatives have helped 
encourage many craftsmen to take a chance 
and give the art fair a try.”

Looks and Marketing Also Matter
However, Ziuhey also pointed out that while 
a number of artisans have benefited from 
these initiatives, handicraft-making is still 
a business that vendors need to figure out 
how to market their products. “It’s not easy 
to survive the art fair. From packaging to 
labelling products to booth design, you 
have to put in time and effort to catch 
the consumers’ attention. I heard some 
vendors say customers today no longer 
think the crafts are the selling point; now 
even craftsmen need to have packaging and 
marketing know-how. Having a passion for 
your craft alone won’t get you far.” 

Also just as keen to explore the Macao 
market is Duri Lee, a South Korean artisan 
who has been making handmade soap for 
about a year. She hoped the art fair would 
help promote her products and give her 
a better understanding of the market in 
China. Her Ginseng handmade soaps, which 
capitalised on the Chinese fascination for 

Macao veteran 

craftsman Fion 

Lei

-

Photo courtesy 

of Hazel Ma

1. Handmade 

by Korean soap 

maker Duri Lee, 

ginseng bar 
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in Tap Seac Art 

Fair.
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"...the huge potential 
of handicraft-making 
has prompted more 
and more people to 
enter the fray in recent 
years. However, high 
rent remains a major 
challenge faced by local 
artisans."
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Both consumption and design are aiming for perfection. But how much resources do we end 
up wasting in the process of trying to create a flawless product? 

Rubbish in Our Rooms 
As such, many designers are actually users 
of rubbish. Upcycling started to emerge 
as a trend as early as 1996 in Europe, as 
recycling clearly could no longer address 
the problem of waste, though upcycling 
didn’t really take off until the last decade or 
so. In the U.S., for instance, many designers 
get their start through online store Etsy. 
Sales of “upcycled” items on Etsy increased 
from 7,900 in 2010 to almost 30,000 in 
2012, an increase of 275%. Luxury brand 
Hermès also launched its "petit h" line a few 
years ago, producing expensive accessories 
and home decorations from flawed leather 
and scrap metal. 

Upcycling, sustainable development and 
low-carbon lifestyle are the three concepts 
that are increasingly used in fashion and 
design, spreading from the west to the east. 
For example, the hotel industry is one of the 

most wasteful industries. Taiwanese creative 
design and environmental technology firm 
MINIWIZ partnered with W Hotel to remake 
discarded water bottles, slippers and plastic 
toiletry containers into accessories like 
coasters and light stands, putting them back 
into W hotel rooms. 

Good for the Mind and Soul 
Environmentally-conscious design is already 
basically a mandatory lesson for aspiring 
designers. And in neighbouring Hong Kong, 
some designers have even turned the 
principle into something good for the mind 
and soul.

Design for social innovation is the brainchild 
of design collective CoLAB. A few years 
ago, CoLAB printed the word “I’MPERFECT” 
onto some mugs that had some small, 
unwanted spots of pigmentation. The 
idea was to market so-called “imperfect” 

By Chung-w
ah Chow

I’MPERFECT 

mugs

-
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goods into stylish products and to remind 
consumers that what’s not perfect isn’t the 
mug, but simply the way we look at the 
product. CoLAB also collaborated with local 
bookseller Joint Publishing to creatively 
repackage 25 books that were taken off the 
shelves, giving these “imperfect” books new 
leases on life. 

CoLAB founder Hung Lam said upcycling is 
only one part of I'MPERFECT campaign. After 
our work started getting media attention, we 
found that more companies wanted to give 
their rubbish to us. In fact, they just wanted to 
avoid the responsibility of dealing with their 
own trash. At that moment we realised that it 
wasn’t just the earth that needed protecting, 
but also our souls and minds,” he said.

Last year, CoLAB got involved in Oil Street 
Art Space as resident artist to encourage 
participants to reflect on what it means to 
have a beautiful life. 

For example, many 
people think that art 
spaces need a café for 
people to think and 
read in. Hung Lam, 
however, challenges 
this notion. “Coffee 
is not in our culinary 
culture, and there are 
too many cafés here 
already. So we opened a herbal tea shop in 
Oil Street Art Space. This is a tradition that’s 
good for everyone from the age of three to 
80, and it’s good for health.”

In the past two years, CoLAB has worked 
with different organisations, using design 
to connect business, culture and society. 
The goal was not only creating products 
or activities, but also to raise important 
social questions. I’MPERFECT Food teaches 
people that food that looks "bad" is still 

The chic 

lollypop 

coasters are 

all made of 

recycled PET 

bottles from W 

Hotel

-
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From Trash to Treasure :  
The“I’MPERFECT” Movement  
in Hong Kong

valuable and nutritious, 
and that our own attitude 
towards “imperfect” 
food is contributing 
to wastefulness. In 
I’MPERFECT Tour, 
visually impaired guides 
lead participants to 
experience different 
places in a new and 

“imperfect” way. These are both examples 
of using action and creativity to push for 
social change, to find a new perspective 
of looking at things through these 
“imperfect” objects. 

The world is not perfect. I’MPERFECT 
reminds us that if we just tweak 
our thinking a little and embrace 
imperfections, life can be equally brilliant, 
and even more meaningful.

"I’MPERFECT reminds 
us that if we just tweak 
our thinking a little and 
embrace imperfections, 
life can be equally 
brilliant, and even more 
meaningful. "

Around the Globe Around the Globe
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Traditional 

herbal teas are 

turned to an art 

piece

-
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Around the Globe Around the Globe
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Le Petit Prince Exhibition

Date: 20/12/2014–15/3/2015
Time: 10am-6pm
Venue: Huashan 1914 Creative Park
Ticket: NT$280

Details: The Le Petit Prince exhibition, with 
some 100 pages of the original manuscript 
and illustrations, reveals how much Antoine de 
Saint-Exupéry laboured over the years to turn 
his drawings into art.

Organiser: Huashan 1914 Creative Park
Web: www.wowlavie.com/action/event

Seoul in Love --- Valentine’s Day Concert

Date: 14/2/2015 
Time: 8pm
Venue: Macao Cultural Centre Grand Auditorium
Tickets: MOP200, 120, 80

Details: Emerging Korean violinist Dami Kim, 
together with the Macao Orchestra, brings 
to you a programme packed with romantic 
intensity. Classical pieces like Butterfly Lovers, 
Mozart’s Overture to Le nozze di Figaro, and 
Bizet’s Carmen Suite No. 1 and 2 (excerpts) will 
be performed.

Organiser: Cultural Affairs Bureau
Web: www.icm.gov.mo/om/en/Season/detail

PUZZLE THE PUZZLE --- 
A site-specific Miniature Theatre

Date: 2/2/2015-13/2/2015
Time: 7pm(Monday to Thursday), 
7pm & 9pm(Friday)
Venue: Livraria Portuguesa
Tickets: MOP100

Details: Brainchild of Macao-based Taiwanese 
theatre director Hope Chiang, “Puzzle the 
Puzzle” is a multi-media performance using 
miniature objects, books, Barbie shoes and 
puppets to display the mind map of the 
protagonist-poet. It’s a journey of discovery, 
creation and imagination.

Organiser: Point View Art Association
Web: www.facebook.com/events/46796829000

Master Classes in Ceramic Techniques 

Date: 7/3/2015-8/3/2015 (Enrolment starts 
now; first-come, first-served)

Time: 10am-6pm
Venue: Sky & Earth Ceramic Studio and Gallery 
(5th Floor, Iao Son Industrial Building, Avenida. 
Almirante Lacerda No.14-14C, Macao)
Fee: MOP300

Details: Learn and appreciate the techniques 
of wheel throwing, handbuilding and sculpture 
from Jiangxi ceramics masters Yang Suming and 
Yang Qing in this two-day event.

Organiser: Sky & Earth Ceramic Art Association
Web: www.skyearth.org.mo/pb/wp_d48877ad/
wp_d48877ad.html

TNUA Summer School 2015 

Date: 3/7/2015-12/7/2015 (Application period 
open until 31/5/2015)
Venue: Taipei National University of the Arts
Fee: NT$18,800—NT$32,000 (Tuition rates vary 
based on modules enrolled)

Details: Targeted to students aged 14 to 21, this 
10-day programme offers introductory courses 
in art, theatrical studies, dance, traditional 
music, filmography, new media and animation. 

Organiser: Taipei National University of the Arts
Web: www.aaa.tnua.edu.tw/class/
p2.aspx?tid=39

Mobile M+: Moving Images 

Date: 27/2/2015—26/4/2015 
Time: Various. Please refer to the official 
website. 
Venue: Broadway Cinematheque, Yau Ma Tei 
(Screening); Midtown POP, Causeway Bay and 
Cattle Depot Artist Village, To Kwa Wan (Exhibition)
Ticket: Free

Details: Mobile M+: Moving Images takes Hong 
Kong’s acclaimed ‘migratory cinema’ from the 
80s and 90s, in particular Clara Law’s 1996 film 
Floating Life, as a starting point to address the 
increasingly complicated concepts of ‘home’.

Organiser: West Kowloon Cultural District, Hong 
Kong
Web: www.westkowloon.hk/en/whats-on/

Multimedia Theatre "Perceptual 
Landscape" 

Date: 13/2/2015—14/2/2015
Time: 7:30pm
Venue: Macao Cultural Centre Small Auditorium
Ticket: MOP120

Details: Directed by Jenny Mok, this 
unconventional light, sound and physical 
theatre redefines the very concept of “reality” 
and “illusions”.

Organiser: Macao Cultural Centre
Web: www.ccm.gov.mo/Event.aspx/Detail/6490

Cookin’ NANTA

Date: 24/12/2014-22/3/2015 
Time: 8pm (Tuesday to Friday); 5pm (Saturday 
and Sunday)
Venue: Sands Theatre, Macao
Tickets: MOP480, 380, 280

Details: This famous non-verbal show from 
Korea uses a mixture of comedy, acrobatics, 
pantomime, and magic tricks to show three 
cooks trying to prepare for a wedding banquet 
with little time to spare.

Organisers: Red's Group Holdings Limited, 
Chessman Entertainment & Production Co. Ltd. 
and Nextra Marketing and Business Consulting 
Limited
Web: www.nantamacau.com

Workshop: Today’s Art Market: 
An Essential Guide
Date: 16/03/2015–20/03/2015 (Registration 
deadline: 10/03/2015)
Time: 6:30pm-8:30pm 
Venue: Praça do Tap Seac, Edificio do Instituto 
Cultural, Macao
Fee: MOP1,500

Details: Steered by Dr. Robin Reisenfeld, 
Programme Director of the M.A. in Global and 
Contemporary Art of Christie’s Education, the 
workshop covers topics of history of auction 
business, the structure of the art market, auction 
mechanics and bidding, as well as art evaluation.

Language: English (with interpretation to/from 
Mandarin)

Organiser: Institute of European Studies of Macau
Web: www.ieem.org.mo/news/103/Workshop:_
Today%E2%80%99s_Art_Market:_An_Essential_
Guide

 "Open Box" Series 2015

Date: 6/2/2015-14/2/2015 
Time: 5pm, 7:30pm, 9pm
Venue: Macao Cultural Centre
Tickets: MOP120

Details: "Open Box" Series 2015 showcases four 
theatrical plays by homegrown artists, including 
dance-theatre “Dontknowhere”, children’s 
theatre "The Bad Bad Wolf", multimedia theatre 
"Perceptual Landscape" and multimedia dance 
"Dangerous Liaisons"

Organiser: Macao Cultural Centre
Web: www.ccm.gov.mo/Event.aspx/35

Not I / Footfalls / Rockaby

Date: 25/2/2015-1/3/2015
Time: 8:15pm; 5pm on 1 March
Venue: Drama Theatre, Hong Kong Academy for 
Performing Art
Tickets: HK$320, $280, $200, $160

Details: Lisa Dwan delivers a stunning 
performance of three of Samuel Beckett's 
monologues in an extraordinary hour-long 
experience that is moving as well as chilling.

Organiser: Hong Kong Arts Festival
Web: www.hk.artsfestival.org/tc/programmes/

Saturday’s Jazz

Date: 28/2/2015 
Time: 5pm
Venue: Rui Cunha Foundation
Tickets: Free

Details: This monthly concert welcomes 
everyone to learn and appreciate the art of Jazz 
improvisation.

Organiser: Rui Cunha Foundation
Web: ruicunha.org/frc/?p=5080&lang=zh-hant
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Joe  
Tang   

Likes to read and write. 
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to plays to commentaries 

on art and culture. Recipient 

of Macao Literary Prize and 

Macao Novel Prize. Plays 

have been staged at the 

Shanghai World Expo, Macao 

Arts Festival and other 

venues in Macao and Hong 

Kong.

Recently I keep hearing the same questions over and over at literary 
functions in Macao. How can we promote local arts? How can we 
encourage reading in Macao? How do we raise the standard of 
writing among young people? For a place of Macao's size, the quality 
and quantity of literary works are fairly decent. But still, the visibility 
of local writing is extremely weak. And sadly, as rents have soared in 
Macao in recent years, the already small number of bookstores here 
continues to dwindle, with shops shuttering their gates one by one. 
But the tougher things get, the harder we must think about how we 
can revitalise Macao’s literary scene and draw more attention to it. 

We can start by discussing whether the city has a “literary 
atmosphere”. This is a very abstract concept that’s hard to define. 
But upon closer inspection, we can detect whether a place has 
such a “bookish feeling” to it by looking for certain signs. Would the 
publishing of a new book, a literary prize or a new writer garner any 
interest from the media? Do government officials or thought leaders 
share their reading recommendations with the public? Are people 
who are waiting in line for the bus or hanging out in a café getting 
lost in books? At the end of 2014, U.S. President Barack Obama and 
his two daughters bought books at an independent bookstore in 
support of Small Business Saturday. The 17 books he purchased were 
of great interest to the media. In other words, fostering a literary 
atmosphere isn’t something that can be achieved solely through 
government policies or investment. Reading is a habit that can only 
come from within oneself, which in turn increases the visibility of 
reading as an activity to influence others to do the same. 

Taiwan’s Eslite has been working hard to redefine the concept 
of “bookstore”. It’s exported its brand outside of Taiwan to Hong 
Kong, despite the sky-high rents in the city, and is starting to 
break into the competitive mainland Chinese market. Eslite even 
caught the attention of CNN, which wrote a piece titled “Nightclubs 
for literature? Why bookselling is booming in Taiwan”. Eslite is a 
master at fostering a literary atmosphere; the company believes 
that as society becomes increasingly fragmented and solitary, 
the more people long for a feeling of warm interaction. It has 
successfully created a friendly, welcoming environment for book 
lovers. Isn’t this what a literary atmosphere should feel like? This 
should be inspiring for Macao. Wasn’t this place also once a small 
city full of warmth and humanity? 

In today’s Macao, the cost of living keeps rising and there is a 
shortage of labour. There is little room for small cultural businesses 
to thrive. It is difficult to “grow flowers in concrete”, as they say, 
but it’s still something worth trying. The key is to absorb literature 
into everyday life, and there are a few ways to get this started. 
For example, we can hold small reading clubs in schools and 
communities; organise themed book swaps through the internet, 
bookstores or café, while local business and political groups can 
encourage their employees to start reading groups to promote 
reading within their organisations. Reading in Macao needs to be 
more than just someone doing it cooped up in their bedroom. Local 
people need to be able to connect with literature too. Only in that 
way, will a literary atmosphere start to take root in our everyday lives.

A Literary 
Atmosphere 

Let’s continue talking about the reasons behind the demise of Hong 
Kong’s music industry. 

Lack of Training, Poor Standards
There was a time when pop idols and groups were extremely 
successful in Hong Kong, even if their singing wasn’t quite up to 
par. As long as they had cute faces and stage presence, their records 
would fly off the shelves. It was forgiven even when pop idols were 
painfully out of tune, simply because they were beautiful. But as 
these stars age and their singing skills started to go, even their most 
loyal fans gave up on them. I do not blame these pop idols. Between 
being in films and commercials, performing and of course recording 
albums, how many of them had time to really focus on their music 
skills, when they didn’t even have enough time to sleep? 

Until one day they are no longer famous, their value to their record 
labels are next to none, and they’re just cast aside. Many record 
companies do not have long-term development plans for their artists. 
They certainly wouldn't consider the future of Hong Kong's music 
industry as part of their business strategy either.  What they care about 
is season’s commercial numbers, but at the expense of the reputation 
of Hong Kong’s singers. So the quality of Hong Kong singers gets worse 
and worse. Once listeners listen to a poor performance for the tenth 
time, they will abandon the star in total disappointment. 

The Role of the Media 
A lot of analyses of the decline of Hong Kong’s music industry ignore 
the role played by media. In fact, before the 1990s, the media and 
entertainment industry enjoyed a relationship of mutual respect. 

Many reporters of the last generation were friends with celebrities. 
But things took a drastic turn with the launch of Next Magazine in 
1990. It was a catastrophe for the entertainment industry, as the 
media industry started to unscrupulously expose celebrities’ private 
lives. These celebrities came crashing down from the sky in the eyes 
of the public.

The more famous you were, the more of a target you became, until 
you stopped being famous. Entertainment news also became more 
and more vulgar. It didn’t matter whether you were good at singing, 
at the end of the day the media were only interested in whether 
your rumoured girlfriend went to your concert. Of course, celebrities 
depend on publicity. But once the media decides to take away your 
halo, no good looks or singing skills can make up for it. As a result, 
after 2000, there were no true superstars anymore. The most famous 
of them, like Pakho Chau and Shawn Yu, could not hold a candle 
to the Four Gods of Cantopop of the previous decade. I’m very 
suspicious that superstars on a par with Andy Lau and Leon Lai can 
really happen again in today’s media landscape. 

But things have started to change in the last year or so. The 
media started digging up less dirt on singers, for three reasons. 
First, these sorts of tabloid magazines are no longer attractive 
to young readers; second, people are taking a greater interest 
in politics and politicians, more so than in celebrity news, and 
finally, people are so unfamiliar with singers today that they can 
barely register any interest in their private lives. Today, Hong 
Kong singers are so devalued that they aren’t even worth being 
trampled on by the tabloid press.　(To be continued)

Fall from Stardom -- 
Lessons Learned from  
the Demise of Hong Kong's  
Music Scene (2)

Joe 
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Blogs Blogs



     #2 2015/02      #2 2015/0236 37

After teaching fine art courses for over 20 years, I have emphatically 
answered endless questions about the value of art. As art is created from 
the heart, it can be totally groundless or can just be an impulsive pursuit 
of aesthetic consciousness.  If the value of an artwork is to be judged, it 
is simply not something solely determined by the artist. Undoubtedly, the 
most important function of art is to inspire the mind through aesthetic 
experience and perception, just like when a random sight of a beautiful 
house would lead us to slow down our pace and fantasise about the joys 
of living inside. When it comes to how much you’re willing to pay for that 
inspired feeling , I am not totally sure where to start.

Here is my take:  suppose there are one canvas and one towel. Both 
feature an identical image. The canvas is hand-painted in oil or 
watercolour while the towel is machine-printed, and dozens 
of such towels can be produced every minute. Even if 
there’s Mona Lisa on the towel with her kisses figuratively 
drying you off after you take a shower, it doesn’t take expert 
analytical skills to figure out the towel is worth less than 
the painting. However, the very same towel in terms of 
size and material, would appeal to different customers 
in different marketplaces if they feature different images 
or patterns – this is how other elements like culture and 
traditions come into play.

The so-called phenomenon of creative products that demonstrate 
local culture and traditions, simply called "cultural and creative 
products" by economic theorists, first emerged in Britain before 
becoming prevalent around the world. As time went on, perhaps it 
has become apparent that the only thing that is fashionable about 
the cultural and creative industry is the use of the term “cultural 
and creative products”. To be frank, what products that are neither 
culturally relevant nor particularly creative can remain on the 
market?  Take a look at the shops around us and observe the things 
that tourists are willing to fork over cash for. While not necessarily 
essential for daily living, these items at least serve certain functions, 
be it a little trinket created out of serendipity by a fine arts master 
degree student. A customer can take a look at it and put it back 

A few years ago I accepted a friend’s hearty invitation to visit Bai-mi 
Wooden Clog Village in Su’ao, northeastern Taiwan. I still remember on 
the first day there I was fascinated by the idyllic and clean environment 
that first greeted the eye, and deep down inside I told myself I’d made 
the right decision to be there.

The pleasant sight in front of me was the fruitful labour of over ten 
years of hard work by a small community of mothers. For instance, they 
demanded the rerouting of factory dump trucks to give residents a 
good quality of life. They even took the risk to put up a fight against the 
factory for a safe and comfortable environment for raising their children, 
undaunted by the prospect that their husbands might lose their factory 
jobs if an agreement could not be reached. Fortunately for everyone, 
their true grit and courage against the odds prevailed; 
besides finding alternative new paths for the rerouted 
dump trucks, the factory is now also giving back to the 
community every year by donating to a designated fund. 
This was when the community began to take shape.

Just when they thought the biggest problem was out of 
their way, another big-ger issue was about to surface. 
Though the elderly residents considered a community 
clean-up superfluous and a waste of money, a few 
mothers who wanted a better living environment for 
their children decided to walk the talk and make a 
difference starting from their own home. They spent one day per week 
to fix up the community while the elderly were taking an afternoon nap 
and the kids were in school. About half a year later, as residents found 
their community to be almost brand-new again, they were gradually 
galvanising themselves into doing the clean-up together. Something 
embarrassing happened during this time though; old ladies were 
reported to have shunned the project-related communicators upon 
spotting them.

Getting started is always the hardest part, but thankfully these steely-
minded mothers strove towards their goals in different ways— some 
comforted the elderly, some liaised with public service departments, 
while others researched about traditional food and most importantly, 
learned about Bai-mi’s traditional wooden clog industry and its century-
old relationship with the Bai-mi community.

gently with a smile after asking the price just for kicks. However, if 
you have the patience, a connoisseur for your art would show up 
right before the very same item, seemingly out of nowhere from 
the leisurely Sunday market crowd, offering to buy it at your price 
without any hesitation and then tell you in a jubilant mood that you 
have to keep doing what you’re doing. 

London’s Portobello Road Market was once the world’s most 
famous spot for treasure hunting. Lined with a variety of shops and 
market stalls that stretches more than 1km, the market features an 
impressive array of products from vintage antiques to trendy gifts. 
Every Saturday from the early morning around 5-6am, it’s easy to 
spot many slightly hung-over vendors, young and old, tending their 

wares lying in front of you, waiting to be purchased with 
a sense of hope.

If you like, you can really take your time having fun at 
every stall, haggling and slowly making up your mind. 
Then you put the items gently back on the table with 
a grin, turn around, leaving the person next to you 
repeating what you have just done while it’s unclear 
whether he or she would appreciate the wares from the 
vendor. In recent years, authentic antiques are getting 

harder and harder to come by, same for vintage items from classic 
brands. What is left are the presentable second-hand goods and the 
trendy, so-called cultural and creative products.

It goes without saying that the biggest difference between products 
coming from design institutes and the handmade arts and crafts 
lies in the cost; the former’s production orientates towards quantity 
while the latter is created with bliss and joy by following the heart— 
like turning a very thick book into a book clock by placing a clock 
inside the hollowed part in the middle. With a set of sturdy clock 
hands on the cover, the item adds a quirky sense of fun to a desk. It 
costs around 7-8 pounds each, and I would catch up with the young 
craftsman every time I pass by. When I see one that takes my fancy, I’ll 
buy it for friends who have never read a book.  

During the Japanese occupation, logging was a monopolised industry 
in Taiwan. The urn-like terrain of Bai-mi Village is conducive to growing 
Chinese tulip trees, which yield hard wood suitable for making wooden 
clogs. But as the plastic industry started to thrive after the war, many 
wooden clog crafts-men retreated from the business in search of other 
jobs. However, persistent persuasion from the Bai-mi mothers finally got 
the craftsmen to make a comeback and prove themselves just as skilful 
after all these years.

As traditional wooden clogs have lost their appeal nowadays, we 
keep wondering how to apply the “old is new again” rule to find a new 
direction. The masters’ obstinate resistance to new ideas seemed to pose 
an overwhelming challenge for all those involved. We have difficulties 

in nurturing the wooden clog masters to gear with a 
friendly and professional business approach and to 
improve self-confidence in their own products. 

 
From key rings to prayer slats to trendy wooden clog 
sandals, everyone was racking their brains to come 
up with more ideas for wooden clog-related cultural 
merchandise. They felt the proudest when they found 
inspiration in the Chinese proverbs. Take “the husband 
sings and the wife follows/One step at a time” for 
example. It is used as a metaphor for building a solid 

foundation for one’s marriage, which inspired the creation of customised 
wooden clogs with a marriage certificate applied with traditional 
techniques and imaging technology. The marriage-related cultural gifts, 
which bring profound meaning to the occasion, have remained the 
community’s signature products to this day. This hot trend is likely to be 
continued with more creative designs featuring documents that mark 
one’s graduation and employment.

Human is great because we are dreamers. These mothers might have 
already passed their prime as time goes by, but their commitment to 
building the community and contributions to the cultural industry will 
always reinforce their status as role models. I have to say this out loud, “You 
Bai-mi mothers are the most beautiful people in the world!”
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For many foreign companies, China is a goldmine. But to find real gold is 
not easy. We are like ducks that look like they’re gliding smoothly along 
the water, but underneath their feet are paddling furiously. 

I first got in contact with Lonely Planet's office in China in 2009. 
At the time, Lonely Planet had entered a partnership with Joint 
Publishing to publish a series of travel guidebooks. At the same 
time, Lonely Planet was also starting a new project, getting 
Chinese travellers to write Chinese provincial travel guides. This 
was the most difficult, but fun part of Lonely Planet in China; no 
longer were these guides just translations of travel guides from 
a foreign viewpoint. These were books written by Chinese writers 
for Chinese travellers with their habits and interests in mind. 
Lonely Planet's Hong Kong and Macao and Taiwan are already 
highly recommended by Chinese readers. 

Compared to other mature Asian markets, independent travel in 
China is still in its early stages, but the growth has been explosive. In 
2014, more than 100 million Chinese travelled abroad. Destinations 
all around the world are fighting for a slice of the Chinese tourist 
market. Some shops hire Chinese-speaking staff, and some places 
have become filled with Chinese tourists almost overnight. On a 
recent trip to Chiang Mai, the old city almost felt like a Chinese city, 
with Chinese writing everywhere. Some less refined Chinese tourists 
showed little respect for the local culture, for example by smoking in 
temples, leaving behind a bad impression of Chinese tourists for the 
locals. The most shocking thing was that some of the Chinese tourists 
bought the school uniforms and entered Chiang Mai University to 
take pictures, even sneaking into lectures and examinations, causing 
a great nuisance to the school. As a result, the school, which was 
originally free to enter, started charging for entrance as a way to 
prevent unwanted visits from Chinese tourists. 

Yap 
Seow 
Choong
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Odyssey.

As such, China needs high-quality travel guides not just to tell 
travellers how to get the most out of their travels, but also to 
educate them about the correct attitude to travel. For example, the 
guides encourage people to stay at more environmentally-friendly 
hotels, take part in charitable activities and lists ways to respect 
local cultures. Founder of Lonely Planet Tony Wheeler believes that 
only by changing the way that we travel can we really start thinking 
responsibly about travelling and why we travel, to minimise the 
impact of our footprint on nature.  

In addition to recommendations for food and entertainment, 
responsible travel guides cannot ignore a destination’s past and 
present or its societal problems. Only through examining these 
closely can a traveller fully understand the destination and connect 
with local people with their hearts and minds open. As such, I think 
the most valuable, but also painstaking, part of producing a travel 
guide is actually the background information sections, including 
history, culture, the environment and other topics. 

It is impossible to freely write what you want in China because of 
strict censorship. But when it comes to the local China guides, I tell 
the writers and editors to try to not self-censor and just be as straight 
as they can. The publisher has its own censors; when any issues 
arise, I will discuss with them what changes to make to make sure 
the guide gets published. Other publishers in China will only publish 
positive things, never negative, and will dance around sensitive 
issues or avoid them altogether. Luckily, I share the same ideal as my 
fellow writers and editors -- to contribute to the development of the 
Chinese travel market and the publishing industry. It’s a difficult job, 
but it’s also always a happy and memorable one.
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Of the 30 million visitors to Macao, there must be some who likes 
investing in arts. My foreign friends always ask if these visitors 
contribute much to the Macao’s arts industry, but I think the idea is a 
mere misconception. 

Only a sea away, Hong Kong is the world’s third largest art market, 
with eye-catching contemporary arts. Veteran auction houses like 
Sotheby’s and Christie’s are constantly breaking records on their 
auctions; and China’s Poly International Auction Company has also 
debuted in Hong Kong. The keys to the success of Hong Kong’s 
auctioning market include its comprehensive legal system, efficient 
and professional services, as well as tax exemptions. Singapore has 
been trying hard to overtake Hong Kong’s position in the art market, 
but its efforts have been in vain, proving that the scene cannot be 
changed overnight. Cities like Beijing, Shanghai, Taipei and Seoul 
have only developed their art markets for several decades, and are 
nowhere comparable to that of London’s or New York’s – Macao is 
no exception. Many organisations are trying to open up the city’s art 
market, and with Macao government’s effort to develop its exhibition 
industry, several art expos were held in Macao over the past three 
years. Among them, the ART-MO International Art Fair was the 
biggest in scale and best in quality. 

When it was first held in 2013, ART-MO was named “The 1st ART 
MACAO™”, and was renamed in the following year to establish 
a clearer brand image. Booths for luxury watches were added in 
the second edition, and there was improvement in the quality of 
participating galleries and the organisation of the event.  In addition 
to ART-MO art director Zhao Li, other artists,  including Dong 
Mengyang of Art Beijing, Mi Sun Pyo of PYO Gallery, the current 
president of Galleries Association of Korea, also helped seek high-
level galleries to participate. 

The biggest breakthrough of the second edition was the media 
partnership with BAZAAR ART and Artron, which are influential in 
China’s art circle, and helped a great deal in promoting the Fair.

Macao government is pushing its cultural and creative industries 
in recent years. Visual arts were once the priority project of the 
Cultural Affairs Bureau (IC), but due to lack of relevant policies, it 
was superseded by categories like movies, fashion and pop music. 
Instead, visual arts benefited from a series of practical measures 
in the exhibition industry, prompting the emergence of ART-MO. 
Unfortunately, relevant departments have failed to capitalise on 
ART-MO to further promote art development in Macao, and have 
single-handedly given up the precious brand. Many foreigners thus 
misunderstood that the government is generously supporting the 
development of local artists with the backup of the booming casinos, 
which was ironic.  

The organiser of ART-MO holds substantial financial resources, and has 
offered free booths for Macao art groups or individuals to participate in 
the event, showing conscience even as a foreign enterprise. If ART-MO is 
held continuously, it will become the most important art event in Macao, 
regardless of profit. There are a lot the government can do to help 
Macao artists explore opportunities and develop Macao’s art market. 
Hong Kong’s advantage is unparalleled -- how should Macao position 
itself? I trust that the IC president, who started out as an artist, would 
know what Macao has to offer. In this year’s ART-MO, there was a series 
of photography about “Occupying Central” by a Hong Kong photographer, 
displayed next to the art piece by Guangzhou artist Li Peng. This would 
not have been possible if the exhibition was held in China. We are luring 
buyers to our own doorstep by throwing money at them- but businesses 
are still taken by foreigners, leaving Macao artists with no opportunities. 
Who is to blame? 
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International Art Fair 
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