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Verztec Consulting has offices in seven countries and a team of more than 10,000 translators, says Mr Goh. 
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Bridging the gap
Verztec Consulting makes a name for itself with translation services in 
more than 60 languages

by seow kai lun

WITH translation services in more than 60 foreign lan-
guages, including knowledge of industry terminology 
and jargon in over 26 industry sectors, Verztec Con-
sulting helps to bridge the gaps companies may face 
when requiring translation to complete international 
projects.

The company now has offices in seven countries and 
a team of more than 10,000 pre-qualified translators as 
well as 180 full-time staff. A pre-qualified translator is 
put through a stringent testing process that is ISO-cer-
tified.

On average, the company handles 400 to 500 cus-
tomer projects spanning over 45 languages every month.

Verztec Consulting has won several awards over the 
years, the most recent in the Established Brands category 
at this year’s Singapore Prestige Brand Award.

Says Mr Nicholas Goh, founder and CEO of Verztec 
Consulting: “Winning the award is a recognition for the 
success we have achieved with our customers and part-
ners and a sign that we are a quality-focused company 
that has served our customers well.

“It is also a way of showing gratitude to all my team 
members for the good effort, patience and determina-
tion, as well as a sign that the company is headed in the 
right direction.”

Capturing the lion’s share
Starting out as a technology consulting company which 
prospered during the dot-com boom when companies 
were looking to establishing an online presence, Mr Goh 
soon identified the need for professional translation 
services and made that the core of his company’s busi-
ness.

Since then, Verztec Consulting has expanded its serv-
ices to be a “one-stop provider”, developing industry-
specific solutions for its clients in various industries, 
ranging from aerospace and defence to travel and hos-
pitality.

Its market share in Singapore is 42 per cent, while in 
the other countries where Verztec operates, it takes an 
estimated 25 per cent of the total market share, says Mr 
Goh, adding that the company has a 93.6 per cent cus-
tomer retention rate.

This is achieved through strategic branding at indus-
try conferences as well as print and online media.

“More importantly, we have delivered on our brand 
promise of ‘Empowering Multilingual Communications’ 
and provided good quality deliverables for the services 
and products provided to our customers,” he says.

Survey and social media
To engage its customers, Verztec Consulting conducts 
a customer satisfaction survey to gather feedback on its 
services twice a year. Gifts and vouchers are used to en-
courage customers to participate in the survey.

The survey reinforces the brand in customer’s minds 
and provides ways for the company to continually im-
prove its services.

The company also leverages on social media and elec-
tronic direct mailers to connect with customers and pro-
vide bite-size expert knowledge and industry develop-
ments as well as keep them updated with the company’s 
latest service offerings. “This encourages greater recall 
and awareness of the Verztec brand,” says Mr Goh.

Verztec Consulting also gives back to the community 
through partnerships with charities, supporting the local 
arts scene as well as nurturing the entrepreneurial spirit 
among youth.

Food is
Rasel Catering Singapore provides 
an artistic touch in its services

by hazel tan

ITS table settings are known to be unique — think table-
cloths with hand-sewn diamante beads, or table settings 
incorporating leather and fur.

Branded as “artisans of joy”, Rasel Catering Singapore 
is also known to regularly come up with new dishes, add-
ing new twists to traditional menu items, and incorpo-
rating artistry in all that it does — from service to food 
and table setting.

Rasel Catering’s branding journey started just last 
year — 15 years after it was set up — but its efforts have 
not gone unnoticed as the company is recognised as one 
of the Established Brands winners in this year’s Singa-
pore Prestige Brand Award (SPBA).

“The branding exercise has helped to clarify miscon-
ceptions that the public may have on what creative ca-
tering is about,” says Rasel Catering’s managing director, 
Mr Alan Tan. “In this way, it helps us to stay ahead of the 
competition and to distinguish ourselves as a ‘creative 
caterer’.”

Says Ms Chris Loh, Rasel Catering’s creative direc-
tor: “Although we did not market ourselves in the earlier 
years of our business, we have always known that we as-
pire to bring a perfect dining atmosphere to our clients.

“A clear brand positioning appeals to and resonates 
better with our target audience. It helps the company 
achieve top-of-mind awareness.”

Rasel Catering was the official caterer of the Patron 
of Heritage Awards, given out by the National Heritage 
Board, in 2011 and 2012. Its customers also include gov-
ernment agencies and corporations.

Customers are also willing to pay for an artisanal set-
up. A recent wedding workshop proved this.

“Successful branding has helped to secure our foot-
hold in the market and increase the likelihood of growing 
our market share,” says Ms Loh.

The company endeavours to live up to its brand prom-
ise that “every Rasel affair is an artisanal affair”. The Ra-
sel Catering brand is synonymous with “reliability, time-
liness, uniqueness and boldness in trendsetting”, says Mr 
Tan.

Rasel Catering firmly believes branding is as impor-
tant to its employees as it is to customers. The company’s 
brand essence and values are reinforced regularly during 
meetings to serve as a reminder to employees.

Mr Tan says winning the Established Brand award 
helps the company to “consolidate its thoughts and map 
the short-term and long-term ambitions for its brand, 
at the same time, it tracks the progress and examines the 
areas we are lacking in and provides the direction neces-
sary for long-term growth”.

“Leveraging the SPBA platform to elevate the Rasel 
brand is a stepping stone, and will help us get ready for 
the next stage of growth,” he says.

With a distinctive brand identity, Rasel Catering Singapore 
is able to differentiate itself from its competitors, says 
managing director Alan Tan, seen here with creative director 
Chris Loh. PHOTO: RASEL CATERING SINGAPORE

Building trust in business
Effective branding helps HAP Global to expand the sales of its skincare and bodycare products

by hazel tan

INCREASING its marketing budget and implementing 
a multi-pronged marketing strategy has enabled HAP 
Global record a rise in sales revenue of more than 8.5 per 
cent in its home-grown brand, Meditrina line of skincare 
and bodycare products.

The company has increased its marketing budget this 
year from 12 to 15 per cent for an even stronger branding 
push, says Ms Risa Leong, business development man-
ager of HAP Global.

Branding is integral to the business performance 
of Meditrina, which straddles both the business-to-
business (B2B) and business-to-consumer (B2C) mar-
kets.

“Branding plays a vital role in determining brand 
preferences and influencing buying behaviour,” says Ms 
Leong.

While Meditrina does sell to the end-consumer via 
its e-shop, its sales are largely through its distributors — 
salons and spas.

“This calls for powerful strategies to build a brand 
that is attractive enough for distributors to put their 
money and reputations on the line. Ultimately, it is a 
simple equation: the higher the number of distributors 
that carry Meditrina’s products and services, the better 
its business performance,” she adds.

Having a strong brand has helped Meditrina, named 

Promising Brand in this year’s Singapore Prestige Brand 
Award, attract better quality distributors.

In 2008, when Meditrina was first introduced in the 
marketplace, a distributor’s average initial purchase 
amount was $2,670. Last year, that amount increased 
three-fold to $8,000.

“The demand for Meditrina by one of our key part-
ners’ customers was so great that the distributor ordered 
$300,000 worth of products, based on retail value, last 
year,” says Ms Leong.

The key to Meditrina’s branding success is in ensur-
ing that its brand vision and mission are consistently 
upheld by constantly focusing on product develop-
ment, training and education and marketing commu-
nications.

“Product development ensures that our products 
deliver the brand’s promise to our customers,” says Ms 
Leong.

B2C strategy
To build its brand equity in the B2C market, Meditrina 
leverages content marketing through monthly e-news-
letters that feature articles on women’s health and beau-
ty. It also advertises in Her World magazine.

In addition, Meditrina is revamping its website to 
align with the growth of the brand, and integrating 
social media to allow customers to use their Facebook 

sign-in to purchase products and share them with 
friends.

Campaigns on social media have yielded results. For 
example, Meditrina’s Facebook fan base grew from zero 
to more than 1,600 “likes” in less than a year.

B2B strategy
In terms of B2B marketing, HAP Global continues to in-
vest in regular training and education for its distributors 
who are an extension of the Meditrina brand.

Says Ms Leong: “Meditrina products are known to be 
more expensive than the other products in its class, but 
customers know they are made with quality ingredients, 
the products are safe from side-effects and they work as 
promised.

“As customers purchase Meditrina products and 
treatments, experience their benefits, and return to pur-
chase more, distributors will be able to sell more Medit-
rina products and increase their revenue streams. This in 
turn, boosts Meditrina’s overall turnover.”

Ms Leong believes a brand’s longevity in the market-
place is determined by customers’ trust.

“This trust is built over time by fulfilling the promises 
the brand made to its customers,” she adds.

“Without quality and reliability, this trust will be 
eroded. And over time, the brand will probably fade away 
in a crowded marketplace.”

Ms Leong, seen here with HAP Global director Chiu Soon 
Seng, believes a brand’s longevity in the marketplace is 
determined by customers’ trust. PHOTO: CHONG JUN LIANG
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