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Traditional values melded
into modern tableware

By WANG XIN MIN T, .
1 FYOU find yourself dining in the Shangri-La Hotels ]t g nﬂ't S0 mUEh thE qllﬂﬂtlt':f hl'": thE

& Resorts, the Las Vegas Sands, Four Seasons Ho- — qUality of our wares and who we sell to

tels & Resoris, the Ritz-Carlton or any such high-end g "n '
hotel or restaurant and turn over the wbleware, that's important to us.

(ARRTECNS 0 U RN ML NI R s _ Elaine Lek (with her uncle, managing director Peter Lek)

on the back. The homegrown, familyv-owned global
tableware company has offices here and in China
and London, an 800-strong staff and 30 distributors
wiir bdwide,

Twenty million pieces of tableware roll off its assembly
lines each year. s annual turnover is USS 30 million. In the
last three years, its sales turnover has grown at a dou-
ble-digit rate each year.

Luzerne now has a managing director in Peter Lek,
whose father founded the company in 1947, Back then, the
company imported quality tableware from Europe and Ja-
pan and redistributed it in Asia. But with high labour costs
shutting down the factories supplying such wares, Luserne
took 1o solling up its own factory in China, riding on the
availability of raw materials and expertise in the region.

Since then, it has engaged in original equipment manu-
facturing (OEM) for large brands, as well as developed chi-
na under its own name, [ts DEM operations now make up
half its business, but Luserne is shifling its focus towands
develeping and marketing its own brand, Eventually, this
will make up 60-70 per cent of the business,

Mr Lek says: "We could be making the best-cquality prod-
ucts, bt no one would know they're by Luzerne, Now, as
more hoteliers know about us and asseciate us with
good-cquality products, it's beiber Lo control our own desting,
rather than ride along with the big OEM brands.”

Lagzerme has taken a step towands pushing its own name
out more aggressively by launching its Ligerne New Bone
collection, which marries Japanese technology with Chi-
nese artisan craftsmanship to produce & more environ-
ment-friendly and durable alternative to traditional bone
China. Unlike bone China, Luzerne New Bone contains no
animal bone ash, and is the first in the world to be accredit-
& with halal certification. Itis more durable than tradition-
al bone china too, and is able to last up to 5,000 wash cycles
or five years. Bone china lasts up to 1,000 wash cycles.

The durability of Luserne New Bono comes from its be-
ing made by a high-temperature glace, unlike traditional
bone china’s low-temperature glaze. Luserne New Bone
thus withstands the extreme tEmperatunes in microwavos
or ovens better, which is imporiant to the hotels and restau-
rants in Lierme's customer base,

Mr Lek says that many competitors focus on churming
out volumee, but not on quality. Cheaper tableware tends 1o
absorh water and expand, making them less durable. He
adds that Luzorme is confident enough in s product o
stamp the date of manufacture on the back of cach plece il
makes = an industry first.

His niece, Elaine, who heads Luzerne's global brand
team, says: “We are not a mass-product brand. We produce
a high-cquality product, 5o iU's not 5o much the quantity but
the quality of our wares and who we sell to that's imporiant
o us,”

G el i
Customer relationship for Lugerme takes the form of custo-
mising the colour and design of it ableware for hotels and
restaurants. s compact Japanese-organised factory does
this custemising. undertaking jobs of all sizes,

Luzerne has conceptualised 13 unique collections,
themed according to various dining experiences. These
range from its Oriental collection, which includes traditio-
nal Chinese soup spoons and bowls, to its lexible Gastro col-
lection, which can be used to serve up a range of cuisines.

To develop brand presence, Luzerne is engaging in do-
mestic and international parinerships and ﬁpurnmrslllp.t: {1
shift its foeus from contract manufacturing towards dovelop-
ing its private brand, and to build the brand's profile global-
Iv. Domestically, it has worked with the Singapore Turf Club
to hiost the Luzerne Cup, a racing event which showed off
Luzerne’s manufacturing competencies in tableware and
the trophies as well.

Luorne has also inked partnerships with the National
Heritage Board and the Singapore Arts Museum to manu-
facture everyday art objects and collectibles that showease
Luserne's crafismanship. On the international front, the
cHmpany is now a sponsor for the World Gourmet Sumimit,
the annual international gastronomic event held here, 1t
has also worked with international wine brokerage Frod Ti-
bbitis & Associates to tap a network of hospltality leaders
from the Asia-Pacific to New York.

Ms Lek says that Ave core values = the Bve Rs = underpin
the company’s caring for the community and its commit-
mant to environmentally sound manufacturing: Reduer, Re-
use, Renew, Recyele, and Respect. Some people may gques-
tion the viability of businesses in the hands of the third gen-
eration, but both Mr Lek and Ms Lek say that sucorss is pos-
sible if all parties respect one another.

He says: “A lot of people believe it's impossible to contin-
ue a business inte the third generation, but that depends on
building harmonious relationships, teamwork and under-
standing. We hope the third generation respects its respon-
sibilities and works as a team. Once you divide the team,
vou end to have competition within the family, and that's
harmiful for the journey.”

Ms Lek agrees, saying that the third generation in the
business respects the experience chalked up by the second,
while bringing to the table fresh ideas. "But we abways bear
in mind what the second generation has gone through, so
wier learn from thedr mistakes and make ideas even better,
That's how we can bring the business to the next level = a
good mix of the old and the new for the future,”™

Have an interesting story on an SME to share?

Drop us a note on why you think the company should
be featured in our weekly SME INC pages, with
details such as how the company has grown and its
expansion plans. Send your e-mail to Felda Chay at
feldac@sph.com.sg with the subject head

‘Feature this SME', and you might read about the
company in BT.
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Overcome the Crunch

Bring out the best in every worker with the right training

To overcome the labour crunch, Metro has always looked for ways
to bring out the best in every worker. Aside from job enlargement
schemes and incentive packages, Metro invests judiciously in
staff training. Metro’s Approved Training Organisation [(ATO)
status has enabled it to capitalise on Singapore Workforce
Development Agency’s (WDA) initiatives to upskill its workforce.

Mr Edward Tan says, “We've found that after employees attend
training, they are better at multi-tasking. They are also more positive
and ready for added responsibility and deployment to other roles. And
we are pleased to see resulls in lerms of increased sales dollar per
transaction.

To expedite the training of its staff and to ensure quality of training,
Metro adopted the Singapore Workforce Skills Qualifications
(WSQ) programmes, which are delivered by in-house trainers and
supplemented by external training providers.

With in-house training, Metro is able to develop the skill sets of the staff
quickly, as well as build up their in-house capabilities to train and coach.
The training programme works for the company as it is cost effective
and direclly addresses organisational needs.

“Meow when new
stocks ammve, I'm
mere confdent
about displaying
the merchandise
on the mannegquin
by myself. In the
past, | would get
iy SUPENISors
help. | feel good
wehirn the display
looks baautiful amd
attracinvel”
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With over 40 years of experience operating department stores in
Singapore, Isetan has developed strategies to keep its manpower
stable. Now the challenge is to operate more stores with fewaer
people. All their systems and processes are being reviewed with
this objective in mind.

Isetan’s in-company training was kick-started with the help of its parent
company in Japan, Its training system is built upon in-house experts
training in-house staff,

Mr Gerard Cheng says, "When W30 came along, we found that il
complemented our in-company training very well, and the modules
address current and relevant issues. They are presented in bite sizes
and tailored for those more comfortable with hands-on praclice. Over the
years, Isetan has seen benefits in terms of better productivity, improved
staff morale and staff retention with training.”

He added thal the company has seen produclivity increase by defaull
as it is operating with a lower headcount. However, Isetan ensures thal
it continues to build desired relationships with customers with better
service and products. Isetan invests in training because the cost of not
training can be significantly high. Most of its training programmes are
largeted at entry-level staff and supervisors who lead teams.
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