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Editor’s Letter Contents

Greetings and a warm welcome to our very first issue of C2. This 
magazine represents an important stage in the development of creative 
industries in Macao. While the creative industries are playing a pivotal 
role in the global economy in the 21st century, Macao is still in its 
infancy, yet opportunities for creative talents in Macao are huge.

In this inaugural issue, our Feature Story looks at the film industry 
in Macao. The city’s film industry cannot boast of Hollywood-
style productions, nor does it have the same growth as does its 
counterpart in Hong Kong. Nevertheless, both locally produced films 
and the joint venture productions between China and Macao received 
critical acclaim. Our staff is excited to bring you the most in-depth 
coverage of Macao’s top film directors and how they got their start.

Macao also boasts some excellent designers and our “Chit Chat” 
invites Chao Sio Leong and Hong Chong Ip, Creative Directors of MO-
Design, to share their insights into the industry. 

In “Extravaganza”,  “Around the Globe” and “Infographics”, we look into the 
value and impact of creative industries around the world and in Macao. 
In each issue, seven invited bloggers will share their thought-provoking 
insights into the creative economy, and the arts and culture.

C2 means culture and creativity. We hope that this magazine will 
stimulate and provoke broad discussion about opportunities and 
challenges in Macao’s creative industries; we also hope that C2 
will become an essential part of your cultural life. When you’ve 
finished, please take time to tell us what you think by emailing us 
or leaving comments on the articles to share your thoughts or ask 
the author a question.

We appreciate your support and are so happy to have you as a reader 
of C2. Let me wish all of you a happy and prosperous 2015.
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City under the Lens:  
Exploring Opportunities in 
Macao’s Local Films

Macao’s film industry cannot boast of 
Hollywood-style productions, nor does 
it enjoy the same access to substantial 
funding as does its counterparts in China 
and Hong Kong. Nevertheless, the industry 
has continued to attract interested people, 
from its early colonial days to its present 
scene. Above all, it has long attracted 
many passionate and talented filmmakers, 
who have successfully captured the 
memories of the unique city in their 
productions. In this feature, we have 
interviewed filmmakers in Macao across 
different generations, whose reflections 
offer rich insights on the history and 
future directions of Macao’s film industry.

     #1 2015/01      #1 2015/01
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Ho Fei, a filmmaker of the post-1980s 
generation in Macao, felt that the filmmaking 
industry is not yet established properly in 
the city, even though there have been more 
film production ventures set up over the 
past years.

“With a small population of 600,000, we 
only have an audience of 60,000, supposing 
one-tenth of the population are film-
lovers, let alone the fact that this figure 
may be even smaller. This poses a serious 
issue to the sector, as films cannot recover 
their production costs. As a result, many 
production companies will have to rely on 
advertising for a steady revenue, and will 
only produce films if they have the time and 
additional resources,” Ho said.

Ho has directed several independent films 
on Macao’s local way of life such as Find a 
Way, A Letter and On the Way, all of which 
were shown in local cinemas. However, he 
felt that the market in Macao could hardly 
support the growth of commercial films. In 

the industry. However, the government 
should focus on supporting and investing 
in selected individual films, and help these 
to gain more publicity, otherwise, an over-
generic approach would be unable to bring 
about any impact.”

Furthermore, Choi felt that the filmmakers 
in Macao should adopt a more long-term 
perspective: “Nowadays, the trend in Hong 
Kong and Macao is to go north, and the 
filmmaking industry should also respond to 
this need. Presently, Macao’s filmmakers can 
only enter the mainland Chinese market by 
way of joint ventures, but the situation may 
change with the rise of a new generation of 
filmmaking professionals. In the long run, 
this will lead to the emergence of films with 
unique Macao origins or characteristics.” 

Does this mean that Macao’s filmmaking 
industry is unable to survive without 
government backing? Moreover, does it imply 
that filmmakers who do not look outside 
Macao cannot achieve their visions?

In his seventies, Choi On On commands 
respect as one of Macao’s best-known 
veteran filmmakers. His weather-beaten face 
lit up when he told us his filmmaking dream. 
Choi considered the first major milestone for 
Macao’s films be traced back to 1989. At that 
time, there were no local film productions 
in Macao, although the city already had 
cinemas then. Hence, he decided to set up 
his own company, the Choi Brothers Film 
Company Ltd., and produced Night Robbery, 
which was the first film in Macao produced 
by an Asian filmmaker. While the narrative 
had nothing to do with the story of Macao, 
the film was a pioneering move in Macao’s 
film history.

Prior to the handover, Choi made a life-
changing decision. He sold his property 
in order to invest more in the filmmaking 
business. In 1995, his film, The Bewitching 
Braid, came out. Named after the novel by a 
native-born Portuguese writer, Henrique de 
Senna Fernandes, it told the story of a young 
Portuguese man from an aristocratic family 

who falls in love with a Chinese water-
selling girl in the 1930s. This was considered 
the earliest film in Macao with a plot based 
on local culture.

The film received many accolades, including 
a special award at the 25th Figueira da Foz 
International Film Festival in Portugal and an 
honour award at the Philadelphia International 
Film Festival in the USA. Nevertheless, the 
film cost dearly, and did not fare well in its box 
office despite the awards. “It was a difficult 
time, and we went through many hardships. 
From then on, I had to shift to making TV 
series, documentaries and special features, 
in order to bring in a more steady stream of 
revenue,” Choi recounted. 

Choi argued that the healthy development 
of Macao’s filmmaking business relies 
largely on the government’s investment 
in the sector. “Currently, the filmmaking 
industry is at its second turning-point, as 
the government begins to subsidise film 
productions. I hope that this will revitalise 

Feature Feature

Creating Opportunities from Scratch: 
Choi On On and Ho Fei Shared 
Their Filmmaking Experience 

order to make commercial films, one must 
look beyond Macao, he said, and to appeal to 
an overseas audience.

Last year, Ho took part in the Guangdong-Hong 
Kong-Macao Film Production Investment and 
Trade Fair, where he met with film investors 
from mainland China and Hong Kong, and 
discovered the interest from foreign investors 
on film scripts by Macao filmmakers. 

“Many films in Macao are local-interest 
films, given the unique history and cultural 
background of Macao,” Ho said. In his opinion, 
this might be the reason why foreign 
investors are interested in films from Macao. 
Notwithstanding, film production involves 
many dimensions, from film images, narrative, 
music to artistic direction, and flaws in any 
aspect would reduce the appeal of the film. 
“In Macao, it is quite difficult to find good 
professionals in lighting, costumes, set design 
and props.” Hence, he agreed with Choi on the 
role of government support. “The government 
should focus their resources on supporting 

By Allison Chan and Johnson Chao

one or two leading directors to produce major 
films, rather than to split up the resources and 
weaken the ultimate impact.” 

1. Choi On 

On, veteran 

filmmaker in 

Macao

-

Photo courtesy 
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2. “Many films 

in Macao are 

local-interest 

films, given the 

unique history 

and cultural 

background of 

Macao,” says Ho 

Fei.
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Photo courtesy 

of Bob Leong 
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By Johnson Chao

Joint venture filmmaking is fast becoming the 
trend for the global film industry, and is also 
a key direction in Asia as filmmakers in Hong 
Kong, Macao and Taiwan join up with mainland 
Chinese counterparts to produce films.

A Macao-based director of the post-1980s 
generation, Emily Chan studied at the 
University of Macau and went on for further 
studies in TV broadcast at Renmin University 
of China in Beijing for two years, where she 
acquired experience in the operation of film 
markets in China.

She wrote the script for Timing when she 
first arrived to Beijing, and the shooting 
for the film was completed in April 2014. 
In September, the film was featured as a 
showcase from Macao at China’s Golden 
Rooster Film Festival, and is due to be 
released within 2015.

A joint venture production between China 
and Macao, Timing is partially sponsored by 
the government, while the rest of the budget 
footed by private loans. In order to fund the 
film costs, the film must cater to the market. 

Chan has chosen to rely on the mainland 
Chinese market as a way of meeting the 
costs. To tell the story of Macao as well as to 
cater to the Chinese market, it is essential, 
to a certain extent, for the film to feature 
settings and actors from mainland China.

Riding on the initial success of Timing, Chan 
went on to produce a short film Yesterday 
Once More in October. She insisted that she 
has not given up on Macao’s own film market. 
“In China, productions are commercially-
driven, and commercial filmmaking is a good 
way to be recognised by the audience, in 
order to secure future funding. I have come 
to Beijing to learn more about commercial 
film production. Although the local market in 
Macao is smaller, it has its own appeal. I also 
enjoy the more aesthetics-driven approach 
in filmmaking in Macao. Nowadays, I divide 
my time between China and Macao, and it 
is from developing commercial films that I 
realise the value of independent films.”

The very competitive filmmaking industry 
in Beijing meant that challenges are 
inevitable, especially for directors coming 

Emily Chan Nga 

Lei directs the 

film Timing

-

Photo courtesy 

of Emily Chan 

Nga Lei   

from Macao. “After all, we do have some 
cultural differences, and it is not always easy 
to integrate cultures or to come up with a 
script that appeals to the mainland audience. 
Given the dominance of commercial films in 
China, opportunities can be hard to come by 
if the director is not liked by the audience.”

At the same time, the training in Beijing 
has shed important insights for Chan, 
and has offered her an experience that is 
missing in Macao. “The division of labour is 
very meticulous in Beijing. There are many 
deputy directors to assist the main director, 
taking care of the artistic direction, the 
props, the acting crew and so on, making it 
a very industrialised process. Further, with 
a market dominated by commercial films, 
the remuneration for filmmakers is far more 
reasonable. In Macao, the director also takes 
on the role of the scriptwriter, and can only 
solicit a very low remuneration, making it 
virtually impossible to survive as a full-time 
film director.”

At present, Chan has officially signed a 
contract with a mainland Chinese film 

The Choice Between Independent 
and Commercial Productions: 
Emily Chan Nga Lei’s Experience in Beijing 

13

Film still for 

Macao Stories    

-

Photo courtesy 

of Doug  

Kin-tak Chan

FeatureFeature

company, and will be producing three more 
commercial films in the next five years. 
Nonetheless, she will continue to make 
independent films in Macao. She hopes to 
produce two films in a year, and to build her 
team that includes local as well as mainland 
professionals, so as to encourage more 
resource sharing between the two regions.
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As far as local films in Macao are concerned, 
it is impossible to overlook Albert Chu‘s 
active, significant role in championing local 
filmmaking. As early as 1999, he set up the 
Audio-Visual CUT Association, which has 
attracted a group of film-lovers and even 
filmmakers. Over time, his work, Macao 
Stories, has gained considerable recognition, 
and the screening of the final episode, Macao 
Stories 3: City Mazed, due for release at the 
end of January 2015, indicates the gradual 
evolution of local films.

Bemused, Chu conceded that Audio-Visual 
CUT Association is, after all, not a filmmaking 
company. “All along, our filmmaking activities 
are not driven by profits. Instead, we would like 
to do it in order to support directors with artistic 
promise, creating new opportunities for them.”

In 2008, when Macao Stories 1 was launched, 
it was seen as an experiment, given the lack 
of post-production equipment. Its sequel, 
Macao Stories 2: Love in the City, owed its 
success in part to the advice of various 
leading professionals. By the time the 

third film was made, Macao Stories 3: City 
Mazed, a truly Macao-based film crew was 
formed, supported by a post-production 
team in Macao.

Come, the Light, an episode in Macao Stories 3, 
is directed by Chao Koi Wang, who has lived 
in Taiwan for eight years before moving 
back to Macao. It was not until his return to 
Macao that he met other like-minded, fellow 
filmmakers, and decided to join the industry.

Chao’s challenge soon arose. The film 
crew whom he relied on for producing this 
film are mostly locals with full-time day-
jobs. To produce the film, however, would 
require the crew’s commitment of 10 days 
or more. Chao conceded that this reveals 
one of the biggest challenges for making 
films in Macao: “With a small market, it is 
hard to survive on films alone.”

Albert Chu described the typical filmmaker 
in Macao as “passionate but not yet 
professional”. He added: “Even a film studies 
graduate cannot master the trade without 

Evolution Theory: 
Interview with 
Albert Chu 
and Chao Koi Wang 

Film still for 

Come, the Light

-
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eight to ten years of hands-on experience.”

In Hong Kong, a film costing HK$5 million 
is considered a low-budget production, 
and so when Macao’s Cultural Affairs 
Bureau launched its programme to support 
feature films with a capital of MOP1.5 
million, filmmakers found the investment 
insignificant. Chao thought that while 
Taiwan’s funding of TW$8 million to sponsor 
young directors seemed minimal when 
compared with funding in other parts of 
the world, he felt that the funding in Macao 
is equally shocking. Having said that, once 
a feature film is made, it can become a 
persuasive portfolio for presenting to 
potential investors.

As Macao Stories reached its final episode, 
Albert Chu considered it the beginning of 
more promising things to come. “We have 
managed to produce Macao Stories with our 
local film crew. In many ways it has helped 
to further our film-making work in Macao.”

By W
endy W

ong

FeatureFeature

Albert Chu (left) 

and Chao Koi 

Wang (right): “Our 

filmmaking is not 

aimed at making 

money. Rather, we 

would like to support 

more filmmakers 

with artistic promise, 

and to create more 

opportunities for 

them.”
-

Photo courtesy of 

Bob Leong    
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government’s initiative to support the film 
industry is a very important move, and will 
serve to encourage film professionals.

Leong admitted that while the sponsorship 
scheme cannot benefit the likes of 
blockbusters such as Transformers, it can 
help filmmakers produce a reasonably large-
scale film, marking a major milestone in 
professional film production.

In 2013, the Cultural Affairs Bureau of the 
Macao S.A.R. Government launched its 
Support Programme for the Production 
of Feature Films, following Taiwan’s 
move to offer a funding of TW$8 million 
to support new directors. For the first 
time, the sponsorship is targeted towards 
individuals who produce feature films, and 
offers government sponsorship of up to 
70% of the production costs, at a value of 
MOP1.5 million. Other than government 
support, Leong Ieng Va, Acting Chief of the 
Department for the Promotion of Cultural 
and Creative Industries of the Cultural 
Affairs Bureau, hopes that film producers 
can actively approach other investors. In 
support of this, the government hosted 
the 2014 Guangdong–Hong Kong–Macao 
Film Production Investment and Trade Fair 
in April 2014, offering a chance for local 
filmmakers to approach investors in China 
and Hong Kong. “This is to encourage our 
filmmakers to acquire their own backing 
first, before they explore different options of 
collaboration,” said Leong.

Leong believed that there are abundant 

filmmakers with creative talent in Macao, 
whilst the city’s unique history also attracts 
overseas talent. Ivo M. Ferreira, who came 
from Lisbon in Portugal, is one of the four 
recipients who received the sponsorship in 
2013 as a result of his film Cliché.
 
Ferreira was born into a family of actors. 
A graduate from London’s British Film 
Institute, he began his film career in Macao 
over a decade ago. His latest work, Cliché, 
told the story of a Fado singer in a nightclub 
in Macao, and her experiences reveal the 
joys and sorrows of life. The film was also 
a narrative of Macao’s rapid changes in 
recent years. Cliché was shortlisted under 
the category of SIFF PROJECT at the 17th 
Shanghai International Film Festival.

Ferreira shared his view on film development 
in Macao: “In order to develop its own 
film industry, it is essential for Macao to 
attract more investment from local or 
overseas investors, to improve the quality 
of films as well as develop films unique to 
Macao’s culture. I hope that this dream can 
be achieved in the next two decades. The 

The Role of the Government in 
Macao’s Filmmaking Industry: 
Evaluating the Success of 
Feature Films Sponsorship Scheme

18
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1. Ivo M. 

Ferreira, director 

of Cliché
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2. Film still for 
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Go Creative at 
the Foothill of St. Paul's Ruins

Creative Directors of MO-Design, Chao Sio Leong and Hong Chong Ip, both graduates of the 
Macao Polytechnic Institute, joined the civil service for several years before “lighting out” to 
create their own brand MO-Design. This inaugural issue of C2 covers the dialogues between 
Editor-in-Chief Lei Chin Pang and the two on their experience in running a creative business. 

L: Lei Chin Pang     
H: Hong Chong Ip     
C: Chao Sio Leong 

L: Tell me briefly how did you set up MO-Design?

H: MO-Design (“MOD”) was created in 2009 
and then moved to the “Yellow House” 
where the government as a tenant of the 
premise lent us the site at one tenth of 
the market rentals. We then operated at 
the site for two years since 2012. 

 When our accountant worked out our 
financials for a business of two years, 
we knew that we were going to have a 
deficit by the second year. So, should we 
keep going or should we give it up? We 
decided to keep it on, as it was all in all a 
chance to promote local product design 
and creativity. Macao’s product design at 
that time was still at a startup stage. 

 Our idea for MOD is to market both Macao 
products and non-local products in equal 
proportions and to have the merchandises 

in the shop divided into three categories: 
MOD products, local brands and overseas 
brands. Products are grouped and shelved, 
not according to place of origins, but mixed 
with products of other areas to encourage 
market entries of local products. 

L: Well, normally when we shop, say in 
a bookshop, the travel books of local 
writers will not be shelved in the travel 
related session. Instead, they are exhibited 
under Macao publications, and with such 
a “special” label attached, actually it hurts. 

C: We have data to proof this point. 
The “Yellow House” is formerly the 
“Macao Creative Pavilion” ran by non-
profit organisations and funded by the 
government, with the highest monthly 
sales turnover as MOP80,000. After MOD 
moved into the site, business turnover 
in just six months rose to six times that 

of the “Macao Creative Pavilion”. Even 
if we just focused on Macao products, 
our turnover would still exceed the 
predecessors by two to three times more. 
Some local suppliers we worked with told 
us that more than 60% of their total sales 
were made through us. Together, MOD and 
other suppliers provided more than 40 
creative items for sale. I believe that we 
are the premise with the most centralised 
Macao creative items for purchase. Within 
one and a half years, we have organised 
more than a dozen product launches 
both local and abroad. Product sales 
will normally be doubled within the two 
weeks after the launch as a rule of thumb.

 The first two years are just the starting 
phase. In the third year, when we 
discovered our development direction 
and prepared to go full swing, we were 
checked. The withdrawal of the shop gave 

us a huge blow. We had to harden our 
hearts to dismiss our staff members and 
suspend our business. 

L: Although you have already completed a 
two years contract, have you even thought 
of continuing the business? 

C: We have placed almost all our stakes 
in this business. Though we have the 
confident to keep running the business, 
we are forced to stop. 

L: At most, how many staff members have 
you employed?

H: From design to sales, more than 30 people. 

L: What about the flow of people?

C: To meet the needs of our clients for a 
”stamping” service, we have more than 
200 different stamps carved with Macao 
Festivals and numbers for them to use. 
Our customers will buy postcards and 
notebooks to stamp their favourite chops. 
Once, there is a customer who stayed 
for two hours to stamp every page of 
his notebooks one by one. Stamping has 
become a signature act at MOD. After the 
customers stamped and made their own 
artistic creation, they would take photos 
or share them in social media or blogs 
which is an effective promotion. To attract 
more customers, we have increased our 
design variety. At peak times, our air 
conditioning is not strong enough to keep 
everyone cool.

Chit Chat Chit Chat

MOD and other suppliers 
provided more than 40 
creative items for sale. I 
believe that we are the 
premise with the most 
centralised Macao creative 
items for purchase.
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L: Any figures on the customer source? Say 
the proportion of locals and tourists? 

C: Yes, we do have. MOD was situated at the 
foothill of the Ruins of St. Paul with around 
60 to 70% tourists; most of them are from 
mainland China, then Hong Kong, Korea, 
Singapore. In the evening when the number 
of tourists subsided, more local residents 
will appear after work. So, we extended the 
shopping hours for one to two hours longer 
to attract more local shoppers. 

C: We also used social media to strengthen 
our promotion and hope the public will 
understand more about local creative 
industry and local design. 

H: This kind of promotion is very good as 
more students come over. Students are 
our favourite customers. Though they do 
not spend much, they are the seeds of 
creativity. They may join us in the future. 

C: Most important of all is that they will feel 
belonging to the place. And that Macao 
could make good design products. 

L: About 60 to 70% of your clients are tourists 
and most of them are from mainland. Will 
this affect your design trend? 

C: Yes, for sure. We started to launch the 
product MO:FEST, which was targeted 
towards tourists. We also designed ten 
different Macao Festival products, which 
could promote Macao and allow more 
understanding of Macao.

L: We always think that visitors of Macao 
are gamblers with not much quality. 
Isn’t it that only quality tourists could be 
interested in creative products?

C: In fact, we are greatly encouraged by 
them. For example, the MO:FEST magnet 
costs MOP58 each, while other magnets 
in other shops are just priced at MOP10 
each. Tourists are willing to pay more to 
buy high quality products. They are not as 
bad as we think.

H: The price of the products cannot be 
too high. For general tourists, 80% of 
the purchased items cost around tens 

or hundreds of patacas, and very few 
people would buy more than 1,000 worth 
products. Hi-tech products will make 
overall quality higher, but could not make 
a product popular. So, we will first set the 
price range before designing our products. 

L: How is the creative industry linked with 
tourism at present? Since many souvenirs 
of Macao are still low quality items, do you 
think creative industry development can be 
assisted by the robust tourism industry? 

H: For tourists, they know quite well whether 
your products are “wishy-washy” or value 
for money ones. I believe in the future 
MOD will have most of its work related 
to tourism including how to use design 
to express the east-meets-west culture of 
Macao; and how to be marketised.

 
L: Retailers needs a shop and we know it is 

very difficult to have a shop in Macao. So, 
what is your way out?

H: The government’s policy can be used as 
a support. If the government notices that 

there are people who have the experience 
and is willing to work out something, and 
that there are also people in the industry 
who are willing to use their own funds to 
start doing it, and has seen results. Should 
the government be more supportive in the 
promotion?

 
L: Using the “Yellow House” approach?

H: Well, the “Yellow House” approach is too 
difficult since it is not a public property. 
The tenant and the government do not 
have the say. I think the government can 
give support in the rentals, for example, 
rental subsidies. 

C: In terms of bank loans, we find it difficult 
to secure them too. Creative industry is a 
new startup and banks in general do not 
have much data to support the outlook, so 
banks are quite conservative in this sense. 

H: If the government can be the guarantor 
and can tell everybody that “this industry 
is supported by us!”, then the banks could 

We are not requesting the 
government to give us long 
term financial support, but 
instead we hope the barrier 
to market entry could be 
slightly lower, to allow 
interested people to enter. 
If more people enter the 
market, the industry will 
gradually flourish, and the 
market will be more mature. 

feel relieved to lend money to the creative 
industry. Here the banks nearly mean, “If 
the government backs you up, I will back 
you up too!”

C: We are not asking the government to 
lend us any money, but we hope that the 
government can be a guarantor. 

H: Since we set up the company, we have 
been taking operational risks willingly 
and are willing to pitch in and use our 
“brains”. Shouldn’t the Government show 
some support in its policies?

L: If we are to start any creative industry, 
isn’t it very difficult to rent a place for 
retail sales of products? 

C: Yes, it is difficult. In terms of operations, 
rents are soaring that only international 
brands could enter the market. Anyone 
who has the heart to kick-start a business 
will be discouraged when they discover 
that the rents are so high. If we are to 
encourage development of the creative 

industry, we are not requesting the 
government to give us long term financial 
support, but instead we hope the barrier 
to market entry could be slightly lower, 
to allow interested people to enter. 
If more people enter the market, the 
industry will gradually flourish, and 
the market will be more mature. 

Chit Chat Chit Chat

The Yellow 
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-
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-
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Taiwan’s “Close to YOU 
International Puppet Festival”
—The Culture and Creativity Experience 

Experiencing non-theatrical performances 
can sometimes be more fun than sitting 
passively in a theatre, for audiences 
become participants and interact with the 
environment in non-conventional theatre 
spaces. From the “Macao Fringe” to the 
recent “Art in Community Project”, art groups 
are rediscovering old neighbourhoods, 
coastlines and world heritages, constantly 
surmounting the boundaries of non-
theatrical performances. 

In October 2014, we participated in Taipei’s 
“Close to YOU International Puppet Festival” 
to find out how the five-year-old event 
combined performing arts with culture and 
creativity in local communities.

The Festival featured three main locations 
since its inauguration in 2010, and the 
tradition continued at its fifth edition, with 
performances at Xinyi-Guangfu, Zhongxiao-
Xinsheng and Dadaocheng areas. Between 
venues in the same community, tour guides 
gave an introduction of the history and 
livelihood of the area, allowing participants to 

understand more about the neighbourhood in 
addition to enjoying the performances.

This puppet-themed event is a good reference 
for Macao’s creativity and culture scene, as well 
as the Macao community arts.

Starting from 2013, each participant received 
a “passport” to the event, which was stamped 
upon admission. It also came with mini-
maps and promotional coupons, combining 
all creative elements in an organic way.

Shih Pei-yu, Festival Director, said, “The 
festival emphasised the handmade element 
and it brought a sense of intimacy to 
audiences. The passports also gave a feeling 
of travelling, which suited the Festival’s 
concept of wandering in the neighbourhood.” 
She was inconclusive on whether some 
participated in the event just to get the 
passport, but was affirmative that the idea 
added value to the event. 

Audiences “travelled” through nine 
performing spaces in three neighbourhoods, 

which included cafes, gift shops, restaurants 
and even a guest room of a boutique hotel. 
These businesses all offered discounts of 
different levels, and we have observed that 
participants were more willing to purchase 
related products like tea leaves, coffees and 
gifts while waiting for shows to start.

Shih said, “There was a strategy to create 
win-win situations among audiences, 
organisers and businesses that rented 
out their venues. We advertised for the 
businesses which offered discounts for 
participants, and in return we got to rent 
the venues at a discounted price, which 
was mutually beneficial.” She thought that 
the Festival would not bring significant 
economic value to the community, but 
provided an important outlet for performing 
arts and generated more possibilities.

But the opening of outlets was not 
necessarily all positive. Shih said the first 
and the second editions of the Festival have 
put excessive spotlight on local communities 
and shops that they started appearing on 

luxurious travel media. Coupling that with 
the opening of the Dongmen station of the 
Taipei Metro, a sudden influx of visitors 
was generated. As a result, rents soared and 
all the sightseeing activities have caused 
serious nuisances to residents. In light of the 
situation, organisers decided not to use that 
community as a location in 2014. 

In contrast, the newly selected Dadaocheng 
community had lower rents that attracted 
shops, cafes and art spaces to spawn in 
the area. Shih said the area currently has 
a balanced situation, as evident by the co-
existence of dried seafood shops and cultural 
outlets. The once-prosperous Dadaocheng 
Port had a rich historic background and 
suited the ambience of the Festival. But 
Shih said she is worried that the balance 
would collapse like it did in Shida area 
over the next few years.

The Festival was sponsored by Taiwan’s 
National Culture and Arts Foundation. Shih 
said the festival has brought about a certain 
amount of business opportunities, but the 

1  2

The Festival would not 
bring significant economic 
value to the community, 
but provided an important 
outlet for performing 
arts and generated more 
possibilities. 

Extravaganza Extravaganza

aim was not to generate 
commercial profits or 
any actual monetary 
value. She thought 
that when an outsider 
engages in artistic 
creations or culture 
and creativity in a local 
community, the time he 
spent is a mere process, and what matters 
most was the reflection on the local culture. 
She thought this humanistic care to the 
local community was the reason the event is 
named “Close to YOU”.

Leong Sin U, an art critic of Macao, also 
participated in the “Close to YOU Festival” 
2014. Check out the video section on our 
website for more details.

Shih Pei-yu is 

the Festival 

Director of 

“Close to YOU 

International 

Puppet Festival”

1. Passports 

of the Festival 

came with 

mini-maps and 

promotional 

coupons

-

2. Activities 

at the “Close 

to YOU 

International 

Puppet Festival”

By Bob Leong

Photo courtesy of Bob Leong  
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There is a country which amended its law 
to make way for a film to be made. Sounds 
crazy, isn’t it? Yet, this move allowed the 
country’s creative industries to fly high, 
and the film so created finds hardly any 
opponents to surpass its cultural and 
commercial values. This is the film classics—
Harry Potter eight-film series.

Law Amended for “a Film”
When the first Harry Potter film began 
shooting, most of its actors / actresses were 
UK nationals and were just minors. The 
three main characters were just 11 years 
old. At that time, the laws in the UK had very 
tough restrictions on under 16s engaging 
in film making. Though the underage were 
allowed to appear in the silver screen, they 
had to be guaranteed that their studies 
in school would not be affected, and prior 
consent has to be secured from school.

Before the shooting of the film, Warner 
Brothers had planned some shooting 
locations outside the UK, which implied that 
the three main characters could not possibly 

complete their study in school. The film 
company had considered changing the cast 
as a result of this legal restriction.

However, the Chair of Creative England, 
John Newbigin urged the UK Government to 
amend its law. From the onset, the Downing 
Street believed this is insanity as no country 
in the world would change its constitution 
for “a film”. Yet, John Newbigin put forth two 
reasons: first, it was about an investment 
of one billion dollars. Second, this could 
clear the way for future development of the 
creative industries in the next decade or 
so. After much lobbying, the law was finally 
amended adequately to allow actors / 
actresses to use their lesson time for film 
shooting, given the condition that they will 
be tutored by excellent teachers and be 
given sufficient learning time. In the end, 
the film company chose to have all shooting 
locations in the UK.

This law amendment decision of the UK is 
unprecedented and is not conceived solely 
for “a film”, but for the long term good of 
the entire British film industry. This also 

Creative Industries in the UK: 
Revelations from 
the HARRY POTTER Film Series

shows that the government placed much 
importance on the cultural industry. Within a 
decade, eight films for the Harry Porter series 
was produced to pocket a global box office 
of $7.6 billion, let alone the impact and 
value of products derived from the films, 
such as the sweeping hit across the globe to 
have film adaptations from fantasy novels, 
which is just one of its all-star achievement. 

Creative Industries Cannot Rely on 
Subsidies Alone
UK is the first country in the world to 
propose the concept of “Creative Industries” 
and is also the first one to support the 
development of creative industries with 
policies. In 1997, Blair’s government 
proposed the plan of a “New Britain”, and 
formed an inter-departmental Creative 
Industries Task Force, chaired by Tony 
Blair himself, to plan and coordinate the 
development of the creative and cultural 
industries. Blair proposed to use a highly 
revolutionary, innovative and creative means 
which the UK would take pride on, to prove 
the forte of the country. The creative and 
cultural industries have become the pivotal 

1
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point to revive the UK economy, and the 
promotion of the industries is a means to 
save the UK from its economic doldrums.

Sole reliance on subsidies will not provoke 
sustainability in creative industries, but a 
sound policy and intact talents training 
programme may do. Take for example the film 
industry in the UK where the government has 
since 2007 started its tax 
reduction policy for British 
films. The amount of tax 
reduction in the UK film 
industry has so far been 
more than￡160 million. 
According to the stipulations, 
film producers who passed 
the eligibility checks, 
could apply for a 25% tax 
reduction for a￡20 million production if the 
film was shot within the agreed framework. 
From April 2013 onwards, creators of niche 
film programmes, animations and games 
can also benefit from policies similar to the 
above 25% tax reduction. Such policy has 
timely contained the out flux of UK film and 
TV talents, created favourable environment 

for film making, attracted overseas TV 
producers to come to the UK for filmmaking, 
and promoted the British culture. 

Creativity Originates from People
It is not just the film industry, but in fact, 
all levels of the UK, try hard to give young 
people the chance to receive creativity 
education. In 2013, the Arts Council 

(England) has set aside￡15 
million for the Creative 
Employment Programme to 
provide 6,500 remunerated 
internships and on-the 
job-trainings for the 16-
24s college students or 
graduates to help them 
acquire the skills and work 
experience in the arts and 

cultural sector. Creative enterprises in all 
aspects could apply for the funding to cover 
their expenses in providing the learning 
opportunities or apprenticeships to these 
young persons.

The effectiveness of this scheme has yet to 
be determined. At the beginning of 2014, 

Sole reliance on 
subsidies will not 
provoke sustainability 
in creative industries, 
but a sound policy and 
intact talents training 
programme may do. 

Around the Globe Around the Globe

By Ao Ngan W
a

the UK’s Department of Culture, Media and 
Sport released the latest Creative Industries 
Economic Estimates which stated that in 
the year 2012, the creative industries have 
created a receipt of￡71.4 billion for the UK, 
or an equivalent of ￡8 million of income 
per hour. This represented a 9.4% growth 
in total revenue in 2012, the fastest growth 
rate in the UK. The creative industries have 
provided 1.68 million job opportunities, or 
5.6% of the total employed in the UK. In 
London, one in every five persons is engaged 
in the creative industries. These figures 
show that the flourishing creative industries 
of the UK is a result of the 17 years of 
continuous support of policies.

All eight Harry 

Potter movies 

have crossed 

the $7.6 billion 

mark in total 

worldwide 

grosses.
-

The 

protagonists of 

Harry Potter

Creative 

England is 

a non-profit 

organisation 

that supports 

the creative 

industries in 

England.
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2013 Macao Theatre 
Top Ten Box Office Reveals 
Preferences of Macao Audiences

Macao featured 91 local theatrical 
productions and 23 non-local ones in 2013. 
With its script written for all ages, Broadway 
musical The Addams Family topped the box 
office with a record-high 16 showings at 
the Grand Auditorium of Macao Cultural 
Centre over summer holidays, attracting over 
13,000 audiences. 

As for the box office of local productions, 
excluding that of Science Drama of Macao 
Science Centre, the first place went to original 
musical Myth of Fox. Macao musician Joe Lei 
was the planner, screenwriter, art director, 
composer and lyricist of this co-production 
by Hong Kong, Macao and Taiwan, which 
was staged twice at the Venetian Theatre, 
attracting 2,500 audiences. 

Musicals and comedies dominated the list 
of top-ten local and non-local productions, 
reflecting that a considerable number of 
audiences prefer these categories. Two 
performances by Dóci Papiáçam di Macao 
(Dócis), A Vote for Love and 20 ANOS… DÁLE 
MÁS!!! also made to the final ten, proving 
the charm of Macao Creole dramas. 

The market of children’s theatres is to be 
reckoned, as five of the top-ten non-local 
productions were tailored for that market, 
namely The Arrival: a tale of wonders, The 
Circus Has Arrived, 3-Legged Tale, Hands Up! 
and Stone by Stone. 

Infographics Infographics

Myth of Fox is 

a bold attempt 

by local 

Macao original 

musicals.
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enchants 

audiences with 

a world of 

fantasy.
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By Bob Leong

(Statistics credit: Macao Theatre)
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Cai Guojie’s Exhibition on 
Ox Exhibitions

Date: 21/12/2014–2/2/2015
(Closed on Tuesdays)
Time : 12pm–7pm
Venue: Ox Warehouse (No Cruzamento da 
Avenida do Coronel Mesquita com a Avenida 
Almirante Lacerda Macao)

Ticket : Free 

Details: Inspired by a plethora of exhibitions 
held in museums and galleries in New York, 
Taiwanese artist Cai Guojie uses activities 
organised by Ox Warehouse in 2014, to examine 
and explore the theme and the significance of 
“exhibitions” itself.

Organiser: Ox Warehouse
Web: http://oxwarehouse.blogspot.
com/2014/11/caiguojies-exhibition-on-ox-
exhibitions.html

The Macao Chinese Orchestra’s “China at 
Your Fingertips” Strings Music Concert

Date: Saturday, 10/1/2015
Time: 8pm
Venue: Mirror Hall, Dom Pedro V Theatre

Ticket: MOP30

Details: “China at Your Fingertips”Strings Music 
Concert brings to you best known pieces in 
Chinese music like Putao Shule, Juhua Tai and 
Taihu Feng, performed by virtuosi and the Macao 
Chinese Orchestra under the baton of Chen Jun, 
renowned erhu performer from China.

Organiser: Cultural Affairs Bureau 
Web: http://www.icm.gov.mo/ochm/2007net/
ViewProgramC2.aspx?prgID=5043

A Film Salon with Ann Hui -
“A Director’s Homework”

Date: Saturday, 17/1/2015
Time: 3pm–5pm
Venue: Wei Hing Theatre, City University of 
Hong Kong

Details: Acclaimed New Wave director Ann Hui 
talks about filmography, her 40-year-long film 
career and latest work.

Organiser: Film Culture Centre (Hong Kong)
Web: http://www.hkfcc.org/news.
php?action=detail&i=75

Starting Point: Denis Murrell and His 
Young Artists' Paintings

Date: 7–31/1/2015
Venue: Rui Cunha Foundation

Details: Macao / Australia artist Denis Murrell 
employs various painting skills including using 
different types of tissue paper and acrylic and 
watercolor. “Starting Point” features the latest 
work by Murrell and his students.

Organiser: Rui Cunha Foundation
Web: http://ruicunha.org/frc/

Zimerman and 
Macao Orchestra

Date: Saturday, 17/1/2015
Time: 8pm
Venue: Grand Auditorium, Macao Cultural Centre 

Ticket: MOP300, 200, 100

Details: Known as the “poet of the piano”, 
Krystian Zimerman performs Brahms’ 
magnificent Piano Concerto No. 1 under the 
baton of Maestro Lu Jia with the Macao 
Orchestra for the first time.

Organiser: Cultural Affairs Bureau
Web: http://www.icm.gov.mo/om/cn/Season/
detail.aspx?id=4986

The 46th Hong Kong Fashion Week for 
Fall/Winter 

Date: 19–22/1/2015
Venue: Hong Kong Convention and Exhibition 
Centre

Details: The fair showcases over 600 world-
renowned brands from 18 countries and regions, 
including first-time participating countries 
Finland and South Africa. Fashion brands and 
designer such as MOISELLE, Shanghai Tang, 
Zalora, i.t and IKA BUTONI will also take part. 

Organiser: Hong Kong Trade Development 
Council
Web: http://www.hktdc.com/info/trade-events/
EX/en/Exhibitions.htm

Musical“Stories of My City”

Date: Friday and Saturday 9–10/1/2015
Time: 8pm
Date: Saturday and Sunday, 10–11/1/2015 
Time: 3pm
Venue: Small Auditorium, Macao Cultural Centre

Ticket: MOP150, 120

Details: Inspired by Bohumil Hrabal’s most 
powerful novel Too Loud a Solitude, “Stories of 
My City” tells a tale of passion and destruction 
through a compressor operator, who sees one 
man’s trash is another man’s treasure. It’s a story 
of struggle, drama, fear and hope.

Organiser: Musical Power of Macau
Web: http://www.facebook.com/
musicalpowerofmacau

Macao-Guangzhou Famous  
Products Fair 2015

Date: Friday to Sunday, 23–25/1/2015
Venue: Poly World Trade Expo Centre, 
Guangzhou, China

Details: The fair showcases a range of products 
from Macao, including MinM, Macao souvenirs, 
cultural and creative products, as well as 
products from Portuguese-speaking countries.  

Organiser: Macao Trade and Investment 
Promotion Institute
Web: http://www.gcs.gov.mo/showNews.php?Pa
geLang=C&DataUcn=83407&Member=0

Event Calendar

Event Calendar Event Calendar
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Agnes 
Lam 
Associated Professor in the 

Faculty of Social Sciences 

at the University of Macau. 

Poet, current affairs 

commentator.

In a university class, students always need to refer to everyday life 
examples to support theories. Years ago, I found that characters and 
dialogue from TV shows were very useful for this, particularly shows 
from Hong Kong’s TVB channel, particularly catchphrases, which 
always resonated with students. But I found a big change in the 
last few years. No matter how closely I followed TVB’s new shows, I 
found at most only half of the class had watched it, and the number 
keeps falling year by year. It’s very difficult to find a TV show that 
most of the people in the class have watched. Last year, I decided to 
ask students what they were watching. A lot of students spend time 
“window shopping” online on sites like Taobao. Many had turned 
to watching Korean content entirely, like TV dramas, music videos, 
concerts and variety shows featuring famous celebrities. 

The Korean wave is very popular. But how did it get to this stage? 

This goes back to when the Korean government started to extend 
strong financial support to the country’s film industry, particularly 
the role of the Korean Film Council in commercialising and 
industrialising the industry. It manages the film promotion fund to 
effectively allocate resources and support film production. It also 
promotes training for industry talent and opens new markets. The 
KOFIC also helps auxiliary industries such as animation technology 
and projection, establishing a fund to support and expand the 
projection industry. Most people think the success of the Korean 
film industry can be attributed to money. In fact, money is only 
a small, and even final, part of the overall strategy. In fact the 
success of the industry in Korea today is the result of decades of 

development, allowing Korean films to command over half of the 
market share in the domestic box office and Korean culture to 
dominate all around Asia.  

A predecessor to KOFIC was established already in 1973, and the 
event is seen as the critical moment for the development of the 
Korean film industry. In the early days, even with funding, the 
success of the film industry was always in doubt because of political 
instability in the country including many restrictions on creative 
content. Protection of intellectual property was also a problem. 
Therefore, even with a dedicated body to support it, the 1970s was 
in fact a backward period for Korea’s film industry, with a decrease in 
the number of films exported outside of Korea. 

Developments in the 1980s set the scene for the prosperity of the 
industry of the 1990s, when many laws friendly to the film industry were 
amended in Korea, including ones that liberalised the production and 
import of films. Previously, the law had restricted imports to protect the 
domestic market, but the market opened up in 1988, allowing Koreans 
to be exposed to more films and unleashing their creativity. The fruits of 
that can be seen in the diverse wave of Korean productions in the 1990s, 
with My Sassy Girl even beating Hollywood blockbuster Pearl Harbour 
in the domestic box office in 2001. The movie, a refreshing take on the 
romantic comedy genre, kickstarted a new golden age for Korea’s film 
industry. Of course, money and commercial considerations are important, 
but without nurturing native talent, freedom and creativity, there will 
not be movies like My Sassy Girl in Korea. Without learning these lessons, 
building a competitive TV industry in Macao will only be a pipe dream.

Joe 
Lei
Lyricist and songwriter in 

Hong Kong and Macao. 

Written over 300 songs. 

Capricorn. Says what’s on 

his mind. 

In 2009, I was travelling to Tokyo for work for a few days. Over 
dinner, a Japanese acquaintance found out I was in the music 
industry, and brought with him CDs of popular Hong Kong female 
singers from the 90s, such as those of Winnie Lau and Vivian 
Chow. He said he has been a big fan of them for more than a 
decade, and asked whether I knew them personally. I said no. I 
also couldn’t help but start casting my mind back to the glory 
days of Hong Kong’s music industry in the 80s and 90s, which 
enjoyed a following as far as Japan and Korea and Southeast Asia. 
It was the golden era for Hong Kong’s film and music industries, 
a time of great talent and opportunities. But I don’t know when 
all of that started to go wrong. Stars stopped being famous, songs 
stopped being popular, contestants stopped singing in Cantonese 
in contests. Even young Hong Kong people stopped following 
local singers. It was a time of despair. 
 
But what explains the decline of Hong Kong showbiz? Wong Jum-sum 
James, the godfather of Hong Kong’s music industry, has explored this 
in great depth. I will not explain in great detail what he has said, but 
I’ll roughly talk about my experiences in the music industry in Hong 
Kong, and hope colleagues in Macao can take some of these lessons 
to heart. I don’t want to criticise anyone personally in Hong Kong for 
being responsible, as anyone who is involved in the industry to some 
extent bears responsibility for its demise. Macao’s music industry is just 
starting off, but as it is culturally similar to Hong Kong, the failures and 
successes of the industry Hong Kong can be important reference points 
for Macao, hopefully before it’s too late. 

Profit at the Expense of Creativity
Hong Kong’s cultural and creative industries have always been quick 
to chase profits, particularly when something is hugely successful. For 
example, the wild popularity of A Better Tomorrow spawned a series of 

copycat “triad” films such as Tragic Hero and Rich and Famous. Similarly, 
God of Gamblers was followed by an entire series of films like All for the 
Winner and God of Gamblers II. A formula is simply recycled until the 
genre becomes hackneyed and tired to audiences. 

Hong Kong’s music industry is similar. Since the end of the 1990s, most 
music labels were managed by business people, not musicians, so most 
decisions were made on a purely commercial basis. If a particular song 
became popular, the labels would release multiple variations of the 
same song. For example, in 2007 I wrote a song called Electric Light 
Bulb which was very popular. Two producers approached me to write a 
“similar” song. But what does “similar” mean? Did they mean an electric 
kettle, an electric rice cooker, or an electric fan? Of course, writing a 
popular song is not easy, so it’s understandable that people want to 
reuse a formula with proven success. But copying successful songs also 
isn’t easy; often the copycat product just sounds superficial and hollow, 
lacking soul. For years, the Hong Kong industry was only churning out 
ballads that were stuffed with lyrics, with melodies that seemed to 
sound the same. 

I’ve never thought there was anything wrong with Hong Kong-style 
ballads– or karaoke songs– as some of these do have great words and 
melodies. The problem is when the whole market is saturated with 
such karaoke ballads. Compared to Hong Kong, musicians in Macao 
are fortunate. The market is small, so musicians are not beholden to 
the commercial demands of the market and can produce the music 
that they want. Personally, when I write songs for Macao musicians, the 
variety and style is much more diverse than songs made for the Hong 
Kong market. To be sure, the Macao-produced songs may not be as 
well-known as Hong Kong songs, but I truly believe that the correct way 
to make music is simply to make good music, and not to follow some 
business-driven formula. (To be continued)

Creativity and 
Content are Still Key 

Lessons Learned from 
the Demise of Hong 
Kong’s Music Scene (1)
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I’m possibly an example of someone who has failed in the so-
called “creative industry”, if you can even say I was involved in such 
a thing. A shop I helped start, which sold small handicrafts, closed 
down about two years ago. I currently operate a small theatre that 
doesn’t put on a lot of shows. I also run a second-hand bookstore 
that makes very little in the way of profits. I also do creative writing, 
I write editorials, and I make some money freelancing for different 
publications—like the one you’re reading right now. I’m truly a jack of 
all trades and master of none. I don’t get paid holidays, I don’t have 
an official retirement age, I don’t have time to watch TV at night or 
have dinner with my family.

I have worked independently in the arts and in education since 
leaving my government job in 2003 after almost six years. The 
Financial Services Bureau’s tax documents officially show that I’m 
both a “teacher” and a “holder of a higher diploma”. Armed with these 
documents, I officially started my career working in theatre. Among 
the people of Macao, those who work in the theatre industry are 
probably currently in the second generation. It was shortly after the 
Asian financial crisis, and I had been making more than MOP20,000 
a month, without prior experience. Many people thought I was insane 
to walk away from such a great job. But after leaving, I used all kinds 
of ways to maintain my income in the theatre world. I didn’t have a 
target salary per se, nor did I have any of the benefits that I enjoyed 
as a civil servant, but what I did gain was a lot more free time to 
myself. Those who understand will know the value of freedom.

But just because someone has a lot of personal free time doesn’t mean 
they become instantly happy, or even free. Some people say that having 

a job means your employer is paying for your academic qualifications 
in the first place, not your capabilities. After a while, your employer is 
paying you for your time, and the right to manage your time and your 
way of life. So once you break free of your employer’s control of your 
time and life, it means you finally have to take back control of all these 
things and start living by your values and beliefs. You can no longer shift 
the blame to your boss for free passes.

Suddenly, armed with all this free time, more people will contact you 
and some will ask you whether you want to make some extra money. 
We have been drilled since young to believe that “time is money”, 
so you say yes every time—what you have is time, what you lack is 
income, after all. In the end, almost all your time becomes stuffed full 
with small assignments that roll endlessly in. But your income stays 
unstable, and you still feel unfree. So gradually you learn to respond 
to job offers with, “Let me check my schedule and I’ll get back to you.”

In fact, time is not so easy or fun to manage. For a freelancer who 
makes a living mostly in the theatre world, what sort of lifestyle 
is appropriate? How should he or she live and maintain his or her 
values and beliefs? Surely working a full-time job, and allowing one’s 
employer to manage one’s time, could ease the need to think hard 
about these questions. 

It’s been 11 years, but I still feel like I am constantly in dialogue with 
the me of 2003.

Let’s be honest, if you ask me what the most profitable business in 
the world is, I would have to say it’s the gambling industry. But any 
society that grows based on the gambling industry alone needs to 
think ahead about what it plans to do with that money in the longer 
term. Because in the end, when gamblers turn to another more 
attractive place to play, it will be a rude awakening for that society. 

The place I am talking about is obviously this city of ours. After a 
decade of rapid growth in the gambling industry, which has pushed 
up the cost of living all around, Macao now faces a tough period of 
readjustment as gaming revenue growth slows. The government 
has finally realised that creative industries can be another future for 
Macao—even if that realisation has come late. It is a sad truth that a 
couple that wants to live a comfortable life in Macao—someone who 
wants to start a family, buy a car and a parking space, hire a helper 
to look after their kids, for example—would need about MOP100,000 
to make that dream a reality given the cost of living here. But what 
kind of industry can pay that kind of salary apart from gambling in 
Macao? It is simply a waste that well-educated young people have 
no choice but to work in the world of gambling. I hate to admit 
it, but the truth is that for most people, casinos are the only way 
forward in Macao. 

Even if you don’t believe what I’m saying, the evidence is now clear 
to see. For example, casinos in Macao are full of employees standing 

Wong 
Cheng Pou
An experienced arts 

educator and columnist 

who lived in Tokyo and 

London from 1980 to the 

90s. Especially interested in 

creative industries.

idly by. And as the gaming industry starts to post slower growth, 
those casinos that are under construction will without doubt need 
to make some adjustments. Not only are casinos unlikely to keep 
paying crazy high salaries, but their hiring demands are likely to get 
tougher too. Are you willing to let all your years of studying go to 
waste like that? And what useful skills will you learn from working 
in a casino that could be applicable to other industries? 

The reality is brutal. Too many of us cannot face the fact that 
we are headed straight for a wall. So rather than waiting for the 
government to rescue you, you should think about how to position 
yourself to make the most out of a more economically diversified 
Macao. Use the time to think about what are the things that might 
sell in this city. With as many as 30 million tourists a year, creative 
products can surely find a market in Macao. So what would a couple 
have to create and sell in order to make a profit of MOP100,000 
a month? Black truffle beef jerky? Almond cakes in the shape of 
the Ruins of St. Paul’s? What about self-heating trays that contain 
Macao delicacies like wontons and soy sauce pigeons? You’ll be 
able to think of something to sell if you think hard about it from the 
perspective of a curious shopper. However, it’s important to consider 
whether you really want to become an entrepreneur, as it’s definitely 
much tougher than a nine to six office job. If you’re interested and 
want to learn more about getting into the creative industry, stay 
tuned for the next installment.
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When ministers in ancient times reported to the Chinese emperor, 
he would say in response, “The Emperor knows.” Who would have 
thought that phrase would today become a hot commodity in the 
creative industry?

Taipei’s National Palace Museum started selling rolls of sticky tape 
printed with the slogan “The Emperor Knows” in July 2013. The text 
is written in the official style of the Qing Emperor Kangxi. Up to this 
July, the museum has sold over 140,000 units of the tape. At TW$200 
a box, it’s brought in TW$28 million in sales for the museum. The 
item ranked fifth in an award for Taiwan’s top 100 creative industries 
hosted by La Vie magazine. 

But the museum’s best-selling item isn’t this Qing-inspired roll of 
tape. Instead, the best-sellers are souvenirs spawned from the crown 
jewel of the museum, the “jade cabbage”, including key rings, mobile 
phone straps, wine openers and hundreds of other items. The jade 
cabbage, as it’s known, is a treasure of the Qing court. It is a cabbage-
shaped artefact carved from a natural block of jade, and is said to 
be a favourite of the Empress Dowager Cixi. According to Taiwanese 
media earlier this year, souvenirs based on the jade cabbage net 
about TW$140 million a year, or one-fifth of the total revenue of the 
National Palace Museum. 

So what does it take for a museum to stand out in the creative industry?

In fact, the museum started off only with printing postcards and 
replicating artefacts until 1983 when Chinese scholar Chin Hsiao-
yi became director of the museum. Chin was an advisor to both 
Taiwanese presidents Chiang Kai-shek and Chiang Ching-kuo, and 
was an expert in Confucian classics. Upon his appointment, he vowed 

Ling Lui 
A Hong Kong current affairs 

journalist interested in 

travel and addicted to text

to at once preserve the museum’s history while modernising it, and 
to combine the arts with everyday life, setting the museum on a new 
path in the creative industry.

On the one hand, this increases revenue for the museum, and on 
the other it allows visitors to bring back a piece of the museum 
home with them and spread the message of art. Many licensed 
manufacturers of souvenirs for the museum have also blossomed 
into small or medium businesses, expanding their operations to 
mainland China.

Furthermore, the National Palace Museum is also publishing monthly 
and quarterly magazines to educate people further about its events 
and exhibitions.

To enter overseas markets, the museum has also teamed up with 
well-known brands, producing a Qing Dynasty-themed homeware 
collection with Italy’s Alessi, for example, as well as a line of ceramics 
decorated with Chinese paintings in collaboration with Taiwan’s 
Franz Collection.

It’s inevitable that the museum’s products would attract 
counterfeiters in mainland China, who sell these items online on 
places like Taobao. At first, the museum only planned to deal with 
the matter through the mechanism of cross-strait discussions. It later 
established an intellectual property protection task force, employing 
legal professionals to investigate these counterfeit incidents to hold 
those responsible accountable even on the mainland. The National 
Palace Museum rightly decided to get into the creative industry, but it 
also underscores that the museum needs to respond to global trends 
and keep up with the times.

I must admit, I have mixed feelings about the popular trend to 
commercialise culture these days. To reduce culture into marketable, 
commercial commodities certainly raises very real and practical 
questions about the value of doing so. Obviously, art and culture 
should never be considered as mere commercial objects, that 
much is clear. So the constant drumbeat about promoting the 
commercialisation and industrialisation of culture may make 
people confused and misinformed. Like other goods, culture and 
art must face the same rules of the market when they are being 
commercialised. So how can we convince the public to agree to 
large amount of government spending on the support, promotion 
and preservation of arts and culture? Can the market really be the 
best judge of the value of art? This is a question of great debate. 
But I think most people will believe that the market is not the only 
standard to judge art by. 

When it comes to commerce, arts and culture clearly need to be 
thought of in a separate vein to other goods and industries. Only 
then can we have an effective discussion about cultural policy that 
isn’t solely market-driven. In the example of France, its government 
has done a lot of work to support, promote and preserve arts and 
culture. The French people are in full agreement that the arts should 
be given special treatment.

Macao’s domestic film industry has been slow to develop. At most, 
local films are only shown at small public venues, away from the 
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eyes of the larger masses. How to take Macao’s film industry to the 
rest of the population is a difficult challenge. The French example 
could offer some pointers. French law states that French TV channels 
must allocate at least half their airtime for films to domestic 
productions. At least 40% of songs broadcast on French radio must 
be in French language, and at least half of that must be from new 
artists. In 2000, France amended its laws for TV and radio stations, 
such that pure music stations must broadcast French songs 60% of 
the time. The ultimate goal of this is to allow French arts and culture 
to expand far and wide to promote domestic productions. 

Legislating to promote domestic arts and culture is not something 
that is unique to France. Some countries, such as Finland, stipulate 
that TV stations must show local productions during golden time 
slots. The Macao government could consider following these 
governments in order to promote its cultural policy, bringing 
domestic content to a wider range of audiences. We could also 
explore the rather simple step of having cinemas showcase short 
Macao-produced films of five to ten minutes, for example, during a 
normal film screening.

I would rather have a cautious and pessimistic attitude to Macao’s 
film industry than an optimistic one. Only in this way can we explore 
new ideas and policies in a level-headed and pragmatic way, rather 
than wildly fantasising with our heads in the clouds—even if our 
proposals might ultimately be shot down for being impractical.
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Lalaban is the tallest mountain in Shin She village in Fengbin 
township in Taiwan’s eastern Hualien county. It is the landmark 
fishermen of the tribe look to when they return from fishing. The 
Kamalan indigenous tribe live in the foothills of Lalaban. In the 
1990s, the old women of the tribe started to teach young women 
to resurrect the tradition of weaving with banana leaf fibres. 

Banana fibres are pulled from the bark of banana trees. After cleaning 
and drying, the fibres can be used for weaving into materials. This, 
together with the more common tradition of weaving with ramie 
plants, is traditional craft unique to the Kamalan tribe. 

But with the development of the coastal highways on the east coast of 
Taiwan, industrial machines have replaced traditional crafts like weaving 
with banana leaves. People are also leaving the area because of better 
transport links. This traditional craft is dying out with the old women 
of the tribe. It wasn’t until a Japanese visitor came to the area about 
two decades ago to investigate the history of the craft, that the local 
tribespeople realised their traditions have disappeared. 

Later, the Kamalan tribespeople in the village established a new 
banana leaf weaving workshop, using Lalaban as its logo and guiding 
spirit to breathe new life into this important cultural heritage. The old 
women always say to young people that they don’t care about their 
culture and have forgotten about their ancestors. Of course, no one 
will spend time today making waterproof clothes out of banana leaves. 
But the workshop has revitalised an old tradition, producing items like 
environmentally-friendly chopsticks, namecard holders, iPhone cases 
and so forth, narrowing the gulf between tradition and modernity.

Ethnic culture may not be a popular trend globally, but it nonetheless 
is able to produce a ripple effect. For example, the idea of updating 
traditions for modern times, as the Kamalan have done, hasn’t spread 

like wildfire around Taiwan, but they’re also not the only ones to do it.

Under the threat of globalisation and mainstream culture, more 
and more minorities are thinking how best to pass on their culture 
by tapping into the wisdom of their ancestors. More pertinent for 
Taiwan’s aborigines, however, is how to make a living everyday, 
with about 80% engaged in agriculture.

Taiwan’s aboriginal communities face similar problems to other 
rural villages. Infrastructure is poor, jobs are scant, and many 
young people move away leaving old people and children behind 
and sucking the life out of these places. Economic weakness 
exposes a lot of negative social problems, and many are stuck in 
vicious cycles. Is it possible to link a resurrection of indigenous 
culture to the degeneration of these aboriginal areas?

In recent years, some young people have started to return to these 
villages to try and make a living. In addition to using resources 
like their surrounding environments, they can also make use of 
the wisdom and wealth passed down by their ancestors, in the 
form of agricultural products and handicrafts.

If a cultural heritage isn’t just sitting as an artefact in a museum, 
it’s continuing existence needs to be built on an economic 
foundation. People need to think about how to build a market 
with steady demand for these products to create a sustainable 
economic lifeline for villagers. It may even help create new jobs 
to attract more people to go back, breathing new life into these 
villages and their culture.

A determined group of people are trying to find out whether cultural 
creations can indeed help revive Taiwan’s aboriginal villages.
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