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2 Tiffani by i-Zen

Malaysias Prince of Fashion
Bernard Chandran. seen
here relaxing with his sons, |
has been roped in as brand |
ambassador for Tiffani. The |
project is Ireka Land Sdn
Bhd's latest condominium in
upscale Mont'Kiara,

~

What the developer is doing in Penang is no small feat — selling Build-then-sell:
2 '/>-storey link houses in its Seri Tanjung Pinang development Au foong tee examines
for more than RM750,000. Although the project is on reclaimed land, e en Hﬂﬁ":l”ﬂ%"
the developer is still pulling in the investors, both from the island S :
and beyond, says marketing and sales director K C Chong.

Turn to Page & for the story.
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Tiffani ambassadors

Developer Ireka Land ups the ante in property marketing for its high-end condo project

I BY ALLISON LEE |

ont Kiara ks an exchsive amd

much sought-after address

There 1s no doubr about

that. It also keeps offering

a - seemingly endless sup-
ply of new homes that scréam quality
design and Timshing,

a0, how does one differeniiate one
ifikality product from anather? How. does
a developer set Itsell apart from the
resl, especially given the refatively quier
marketplace we are expenencing?

Some might entlce prospective buy-
erswith a chance to win a gleaming cas
or an exotic hollday, But one develaper
has raised the benchmark by introdue-
ing what it calls brand ambassadors. a
markenng strategy that 1= new here byl
already popular overseas.

S0, what ‘are brand ambaszadors?
Think celebrity amd high fashion
Which explains why Ireka Land Sdn
Bhd has roped in haute couture de
signer Bernard Chandran and Singa-
pore actress, model and singer Fann
Wong to represent Tiffani, its latest
condomumaum project under the =Zen
prand

Tiftan) comprizes threée hlocks of
309 high-end condominiuims, with
prices ranging from RM230.000 (for
a 815 sq munir) o BM4.6 million [the
penthouse]. The aver 8,011 2q ft soli-
tary penthouse will be sold to the high
est bidder

Fann Wong is one of THfani’s twa brand
ambassadors

Ihis freehold projéect is a jounk vean-
ture bétween Ireka Land, a wholly
owned subsidiary of Ireka Corp Bha.
anil Singapore’s Capulaland Financial
Ltd, 3 subsidiary of Capitaland Lia
By putting the faces of these celeb-
ritics on Tiffani; the developer has
basically upped the anle in property
marketing.

Ireka Land’s chiel executive oflic
or Lai Yoon Hoon explains o Ciy &
Comrtry! "Ome of the reasons for seléct-
ing Chandran as one of Tiffani's faces
i5 1hat he Is one of Malayvsiz's hattest
designers. He has International expo
sure through his boutique in London
and his appearances at international
fashion events.”

Adds Monica Lal, Ireka Land's chief
financial officer: “Both Chandran and
Wong met our needs for a brand am-
bagsador because both of them are
siiccessful in their fields and are not
only public figures but also very pri-

vate peaple. We feel that their person-
alites play a part in representing what
Tiffam is all about.”

Mot only were the choden ambaz-
sadors able {o identify with the project
bul they also bought mio the project,
sayas Monica. Shoemaker sensation
Datiek immy Choo has apparently atso
booked a wnit

While Tiffani Is slated for launch
this month, its pre-launch sales are at
35%. hall of them 1o foreigners. En-
couraged by the response, Voon Hoon
hopes to achieve a take-up af 60% in
three months.

The developer is targeting those who
have made it and who yearn for privacy,
This s a challenge as there are hundreds
of residents in 4 condo development
“With Tiffani, we addressed their needs
byt creating a sense of class and calm in
an urban setnng and emploved space
planning to ensure a sense of privacy.”
Voen Hoon olters

Tiffani and its design
Why spell Titfaniwith an =i and not a
“v"1 As Monica explains it, !n-'-!-c.'r Land
wanted 1o localize its nams

When Kiara | and Il (both Ireka
Land projects] were built, it was the
dotcom era when numetals and sym-
hials were sivlish, For ks latest condo
project, the developer needed to create
A name that was in line with its comn-
cept of exclusivity, privacy and class
— 3 [emining name

“1"ve always liked the name Tiffany,
| even wanted 1o name my daaghter
that but my best friend beat me to it
His daughter’s name is Tiffany. S0 when
the option to choose a name came up,
Tiffany sprung to mind,” Voon Hoon
shares

The name also oozes class and so-
phistication. “Dne of the reasons lor
chiosing a feminine name was that the
kitchen and the bathroom were given
a lot of emphasis 0 create a luxurious

softing. After all, these are the i'l|.|.'|LIE'5

that are important to women,” says
Monica

Tiffam, which is slated for com-
pletion in July 2009, comprises three
blocks — Kallista, Radiant and Ideale
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JR-gtarey Rallista Towor
is the most exelusive, with @ maximum

LI thesa, the

gf three units on each floor. There
5 2is0 3 private clubhoyse .':-;[u:;:pud
with an infinity poal and gym an its
27th fioar,

In terms of design. Tiffani oflers
the modern classical or contemporary
ook — the work of two award-win
ning interior designers, the local Axis
Metworks and Singapore's Cynosue
*We include built-in wardrobes and
walk-in closets, air-conditioning sys-
temns and also high-quality electrical
appliances for the kitchens. -All bed
rooms are equipped with wiring for
televizion and telephons, We have
wireless connection throughout Tif-
fami and have also centralised Astro,’
says Ireka Land’s chiel operating ol-
ficer Irene Tan.

The storeroom, shé says, 15 one
of the unique points of Ireka’s i-Zen
brand of property. “Not often do we
come acrss a condomininm with a
stoferoom. Recognising the need for
stch storage space, |-Zen inchiges
storerooms in all our projects.”

Matural ventilatuon and lighting
are 4 must in gquality homes, and Tif-
fanf does pot disappoint, the devel:
oper says. View-wise, the units mainly

e

The team behind
Tittani... Momniga
{left], Voon Hoon

and Tan (standing)
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Titfani, The

developer's target
group is those
who have made

it and those who
yearn for privacy,

overlook Taman Duta and the Kuala
Lumpur skyline, although some of the
smaller units overlook Baw Caves
*The project has a great view because
the surrounding buildings are nol’ as
fall,™ Tan-zays,

While previous [-Zen homes saw
emphasis on interier design, the de-
veloper las taken this a step further
with Tiffanl. “We spent a lot of time
planning the outside, which includes
a place in which to relax and unwind
= the Sanctuary, swimming pood and
the gardens,” Monica says

(apitaland comnection

According o Vioon Hoon, [reka Land
formed (he joing vemute becanse
saw the need for an miternational part
ner o win recognition for its products
OVErseds.

"CapitaLand is well known for de
veloping quality high-end products. Iy
has projects in Singapore, China, Lon-
don and Australia, and hopefully, Tif-
fani will be seen as being on a par with
its developments. People wan! a sense
of comfort before buying & property,
knowing that the developer is reputable
50 our collaboranon with Capitaland is
An acceleration fowards. global aveare
ness of our brand,” he adds o



