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Established in 2010, LOOB Holding

Sdn. Bhd. (LOOB), which is short for
‘Looking Out Of the Box’, has successfully
introduced the modern tea-drinking
culture in Malaysia through Tealive.

With the aim to make every tea experience
extraordinary, the journey to expand and sustain
the business has also been an extraordinary
adventure for the home-grown brand. Having
started as a franchise of the Taiwanese Chatime,
Tealive has now grown in its business segment
as a household favourite with over 170 outlets
nationwide and a menu of 70 delicious drinks.

%HJIJLQQLQJ LQ
operating as a Chatime franchise) outlet was
opened in the award-winning shopping centre in
the Bukit Bintang district. The outlet served 100
cups of bubble tea daily and was manned by only
two workers, Bryan Loo, LOOB's current CEO,

as the cashier and social media manager, and a
tearista, who prepared all the orders. Through the
limited manpower, the business had managed to
take off and was ready for the second outlet in just

risen from 100 cups per day to 300 cups daily. In
2011, Bryan Loo, with his determination to look
outside of the box, and driven by his life’'s motto

to “think big, start small, scale fast”, had submitted
a business proposal to 98 shopping malls all over
the country. The idea of scaling up the number of
outlets had become his focus at that time, as the
two outlets were handed over to friends to manage
the operations. Within a year, the bubble tea

craze in Malaysia had witnessed the revolutionary
expansion of the quick-service tea outlets, which
had grown to 40 outlets and with each outlet
serving 500 cups daily.

As one of the efforts to constantly challenge

its status quo, LOOB had made the decision to
rebrand all its Chatime licensees to the current
Tealive in 2017, following its dispute with the
Taiwanese franchisor. With differing business
principles, as well as no longer sharing the
same vision in running the business, Tealive was
conceived to continue the journey in taking the
modern tea-drinking culture to the next level,
especially to its customer base of 2.5 million tea
drinkers monthly.

Currently, Tealive operating with over 1,000
employees. It is the exponential growth in the
making for the leading local teahouse chain which
aims to increase its number of outlets to 250 and

LWV FXVWRPHU EDVH WR uYH PLOOLRQ

WKH uUVW 7HDOLYH SUHYLRXVO\

With differing business principles,
as well as no longer sharing the
same vision in running the business,

VL[ PRQWKY VLQFH LWV uUVW RSHUD®alye waseoaeeived to continue

After receiving positive feedback for its
introduction of the modern tea-drinking culture to
the locals, the number of bubble tea orders had
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the journey in taking the modern
tea-drinking culture to the next level,
especially to its customer base of
2.5 million tea drinkers monthly.




“Before starting this business, | had
gained a lot of experiences that taught
me how to respond positively when
facing with rejection.

The strength that | had mustered through the many
trials has helped to bring Tealive to where it is,
today. We develop and innovate using data, and
not based on intuition. This all helped to contribute
to our exponential growth, and keep us in line with
the rapidly changing market trends,”

Mr Bryan Loo,
CEQ,
LOOB Holding Sdn. Bhd.

Tealive is supporting Retail and F&B Productivity
Nexus in driving initiative on digitalisation and
exports.
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Taking Risks and

Incorporating Technology
as Business Strategies

As newcomer in food and beverage industry,
LOOB decided to started out by bringing out tea
in a hotspot location. The location was an ideal
launch pad as it had the right target audience for
the business, as well as to introduce the modern
tea-drinking culture. Additionally, the purchasing

To bear the continuously rising rental cost, the
offering of multiple products works to cover the
increase in expenses. Tealive is in the belief that
the rental cost can be reduced by offering multiple
products under its brand, as the rental cost can
become a critical matter in the business operations

SRZHU DQG WKH LQVXHQFH RI WK Hf thelpvodWt mblovatibrkadd/éxtension could not

frequent the shopping centre helped publicise the
products to the masses, and were well received by
the public.

be optimised.

In the effort to increase its customer base, the
company has launched a unique loyalty program,

:KLOH VWLOO JUHHQ LQ LWV E XV L@itVi¥ nd-siiBsEriQed by w@boQaaoQ J

business expansion required the selling of the
direct business model as licensees as funds were
limited. As a result, two licensees were sold, and
the funds were used as capital to obtain a direct
store.

YXUWKHU
direct stores, and at this point, only 16 outlets were

members, with the age range of 18 to 35 years old.
By means of its creative and innovative initiatives
to connect people through a modern food and
beverage lifestyle leveraging on technology, a
collaboration with a telco company, XOX, has been
established. The collaboration provides members

OLFHQVHHV ZHUH O D Withla fiéd dBt&wb@h 6&RJfou vidsic and videos, via

the streaming of Universal Music playlist, as well as

OHIW LQFOXGLQJ WKH uUVW RXW Oibt Buriwiki®oey zDV RSHQHG 9LD

WKLV VWUDWHJ\
had decided to stop trading their licensees. At that
juncture, around 10 licensees were managed by
close friends of Bryan Loo, as well as his relatives,
while he was looking for ways and ideas to scale
up the teahouse business and making its presence
known to the market and industry players.

Through its introduction of the bubble tea drinks
to the locals, which received an overwhelming
response, the menu had also been further
extended to serving food. The breakdown of

its menu of 70% of tea drinks, and 30% of food,
had assisted in the optimisation of its rental cost
by offering multiple products that are hard for
competitors to compete with.
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WKH FRPSDQ\ KDG VXIUFLHQW IXQGV DQG

Apart from that, the loyalty program assists to
identify the buying behaviour of the customers. The
company analyses the information gathered via the
loyalty program to forecast their sales and revenue,
as well as to develop robust marketing strategies.
By utilising big data analytics, the company can
make a more accurate decision, especially when
introducing new products to the market.



Tapping Into Global Market

with Tea

On the global front, the Tealive brand has tapped

WKH $XVWUDOLDQ 9LHWQDPHVH DQG ,QGRQHVLDQ PDUNHWYV
As the regions are different in tastes preferences,

market intelligence surveys are carried out from

time to time to remain aligned with the demands

and tastes of Tealive’s overseas customer base. The

menu and the range of products introduced also

varies for each region.

For Tealive, before tapping into the foreign

markets, available competitor products are tested

and a thorough research done with a sample

size of about 100 people. This helps to identify

WKH IXWXUH FXVWRPHU SURUOH DQG WR IRUPXODWH WKH
optimal pricing strategy. The ingredients that will

be offered in its menu will be customised based on

WKH uQGLQJV RI WKH UHVHDUFK DQG WKH GHVLJQ RI LWV
outlets will be based on the preferences suggested

by the respondents.

In addition to that, Tealive global success are a

result of the company able to work with synergistic

business partners for Tealive's expansion across

WKH $VLD 3DFLUF UHJLRQ ,Q 9LHWQDP WKH SDUWQHUVKLS
with a conglomerate food company has been

established, whereas Australia is the global

brand and marketing agency for Tealive. The

EHQHuWY JDLQHG IURP VXFK JOREDO SDUWQHUVKLSYV

is Tealive’s ability to correctly identify the range

of product offerings, for example the health-

conscious Australian market, with drinks that are .

rich in multivitamins and protein boosters. For the Tealive global success are a result

9LHWQDPHVH PDUNHW WKH VL]H '%jfﬂﬁé'éo%‘é{ﬂﬁé{lﬁ}éfcp\w&wwwh

to the locals as they prefer a cosy and spacious L .
ambience. Consequently, the large-sized outlets synergistic business partners for

DUH RITHUHG WR WKH QRUWKHUQ FpH&8 BXpahsich atid¥s the Asia
Both approaches did not exist in the local market,
and through this platform, Tealive has successfully S3DFLUF UHJLRQ

introduced these new concepts to the local market.




Developing Innovative

Products

To develop innovative products that will be
in demand, the research and development
comprising four members work diligently to

FUHDWH QHZ SURGXFWV WR EH LQWURGXFHG uYH WLPHYV

a year. Newly R&D formulated drinks are pilot
tested at selected outlets to determine whether
the products will be a part of the menu, or further
improvements need to be made to the quality,
logistics, and management of the products. For
example, the Nasi lemak in a cup has been pilot
tested at the light rail transit and mass rapid transit
stations, and petrol station outlets, with 50 cups
available during the early commute time.

The new products were introduced based on the
trend analysis and customer preferences that were
provided by the big data analytics of the loyalty
program. The precision of the analysis has assisted
their products to be well received through their
many promotional efforts.

The collaborative efforts with well-known brands,
such as Cadbury and Horlicks, are also carried out
to introduce new products. Ideas from the global
market has been applied to the local market,

for example, in offering the booster drinks in

the menu, and opening an outlet based on the
Starbucks concept in Sungai Long.
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The new products were introduced
based on the trend analysis and
customer preferences that were
provided by the big data analytics of
the loyalty program.




Tackling the
Risk and
Technology

Secret of Success

Respecting the core values
* honesty, teamwork, powerful mind-set

Parachute team consists of foreign employees to handle the situations during

peak and festive season.

Welcoming youth in the team to encourage openness and enjoyable

environment.

Use black box to monitor and view the operations in real-time.

Introducing LOOBIes, a mobile learning app for employees.

- LOOBies speed up learning process and trim down logistic cost for
employee training

Tealive appreciate employees by rewarding 10% incentive to the outlet with

highest sale during annual conference.
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The Secret Behind the Excellence in As a reward to its determined and successful

Operation employees, an incentive of 10% from the highest

sales is awarded to the outlet with the highest
Tealive would have never achieve the milestones accumulative sales during the annual conference.
without the support from its great team. With a This eventually helps to boost motivation among
group of forward-thinkers, and food and beverage the employees to work hard to increase the
passionate entrepreneurs, armed with the revenue of the company.

knowledge and expertise in the industry, the strong

foundation has been made possible to be built.

The brand thrives on the great values of honesty in

PDQDJLQJ LWV FDVK vRZ WKH WHDPZRUN LQ GHOHJDWLQJ
the roles, as well as empowering the mind-set of

its employees with the mission and vision to be

focused in ensuring operational excellence. Its

operation is also supported by the 10% of foreign

employees, who are experts in their roles and are

committed in what they do.

Known as the parachute team, the foreign
employees can commit, and cover work areas
during the peak, or festive seasons. Their positions
in the company has helped to solve the shortage
of manpower during the peak seasons, and to run
Tealive outlets all year, with no closure during the
peak, or festive seasons.

JRU WKH IRXQGDWLRQ WR VWD\ uUP LQ WLPHV RI
challenges, the value of Service Excellence is

emphasised for the customer experience to

be impactful, as well as to generate returning

customers in the future. The involvement of youth

as part of its team is also in the plan to ensure that

its employees practice openness, and experience

enjoyable working culture and environment.

In formulating accurate business decisions, the LOOB

Holding Sdn. Bhd. Blackbox Insights is used to

PRQLWRU WKH RSHUDWLRQV DQG WR KDYH D FRPSOHWH
overview of the current operations. The e-learning

system, such as LOOBies mobile learning application,

KDV DOVR EHHQ PDGH DYDLODEOH WR HGXFDWH WKH
HPSOR\HHV LQ GLIIHUHQW ORFDWLRQV 7KH YLGHRYV RQ KRZ
WR EUHZ WKH WHD EDVHG RQ WKH VWDQGDUG RSHUDWLRQ
SURFHGXUHY DUH DOVR DYDLODEOH LQ WKH OHDUQLQJ DSS 7KH
learning app, which is available on the Google Play

Store and on the Apple App Store, facilitates to speed

XS WKH OHDUQLQJ SURFHVV DPRQJ WKH HPSOR\HHV DV
ZHOO DV WR UHGXFH ORJLVWLF FRVWV RI WUDLQLQJ IRU
HPSOR\HHV WKDW DUH EDVHG RXWVLGH RI .ODQJ 9DOOH\



Strengthening Brand Name via
Breakthrough Campaigns

As part of Tealive’s corporate social responsibility
program, breakthrough campaigns have been
introduced to instil the involvement of emotion

in its brand. Apart from that, Bryan Loo wishes to
see his brand appear in all kinds of events, such as
weddings, birthdays and other social events. Every
month, the campaign also offers opportunities

to experience extraordinary moments to the
participating winners, such as helicopter rides,
piloting an aeroplane for three hours, tickets to the
World Cup in Russia, enjoying breakfast in the hot
air balloon, and dining in the sky.

The campaign is aimed to offer people an once-in-
a-lifetime experiences and special moments that
are hard to come by. As Tealive has experienced
many breakthroughs since its inception in 2010,
the brand now shares and extends its success by
helping people experiencing breakthroughs in
their lives through its campaign.





