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MIFF 2011 

Last year was the Malaysian Government’s 

proclaimed ‘Year of Innovation’, but it seems the 

message didn’t get through to many of the country’s 

furniture producers.

MIFF’s usually upbeat owner Dato Tan Chin Huat was 

among those dissatisfied with the offering in the first 

week of March from an industry generating around 

US$2.5 billion a year in export sales.

“I am not really that happy with the show. If you look 

carefully there are some very good pieces of furniture, 

but I am sorry to say there is still a problem with final 

workmanship, and too many companies do not know 

how to promote,” he told In-Wood. “Perhaps they 

don’t realise what they have!” 

With the nearby international fair in Singapore 

opening a few days later (see separate report) with 

a clearly superior presentation and a 24% increase 

in exhibitor numbers, Tan is only too well aware that 

MIFF must do better.

His two biggest challenges are the Malaysian 

industry’s entrenched reluctance to use professional 

designers and a widespread lack of enthusiasm to 

spend money on presentation. “We have to ‘polish 

ourselves’ and come out with good products. We 

must let people know we are innovative and creative.”

And putting his money where his mouth is, for the 

past two years Tan has stumped up US$160,000 in 

sponsorship for the Ideation Awards – an investment in 

the future of design, open to Malaysian architectural, 

interior and industrial design students under 25.

“Some manufacturers are now considering producing 

a few of the competition creations for next season, 

and the awards have also attracted the Government’s 

attention. But there is a long way to go,” he says  

with resignation.

On that point there is absolute agreement from the 

Malaysian External Trade Development Corporation 

CEO, Datuk Dr Noharuddin Nordin, who told a large 

assembly of manufacturers at MIFF it was time the 

industry created a more ambitious vision for itself. 

“We have to start building on the long years of 

experience in the global market to develop a stronger 

and more sustainable image of Malaysian furniture.

“We should aim for a state where the international 

market is willing to pay a premium for our products. 

Those who have the wherewithal should start investing 

in building and marketing their own designs and brands. 

“Marketing one’s own brand is expensive, takes a long 

time and success is uncertain. But, like everything 

else, it has to start with a vision.” (Also good advice 

for many in the Australian and New Zealand wood 

industry, we think.)

More furniture 
polish CALLS FOR A GREATER SENSE OF 

DESIGN ‘ADVENTURE’ 

For 17 years the Malaysian International Furniture Fair (MIFF) in Kuala 

Lumpur has been an important stage for many of the ASEAN region’s 

manufacturers to display their international capabilities. But in 2011 the 

stars were hard to find – as Tony Neilson reports.








