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ACL Cables PLC, Sri Lanka’s No. 
1 cable manufacturer, stamped its 
dominance yet again showcasing 
sales excellence by clinching Gold 
at the prestigious National Sales 
Congress (NASCO) Awards 2017, 
organised by Sri Lanka Institute of 
Marketing (SLIM) held recently.

ACL Sales Executive Sanjeewa 
Jayalath triumphed with Gold 
for the Industrial Products and 
Services sector. He became the 
only candidate to win a Gold 
award from the cable manufac-
turing sector. Importantly this 
esteemed recognition is for sales 
service excellence during the F/Y 
2016/2017 from the total industry 
category.

Additionally, this was the con-
secutive second occasion ACL 
Cables candidates have been 
recognised for their achievements 
and exceptional sales profes-
sionalism at the annual NASCO 
awards.

The NASCO Awards are a most 
sought-after recognition within the 
sales and marketing fraternity in 
the country. Accolades are pre-
sented to contenders who have 
achieved the highest standards in 
sales professionalism, customer 
service and care. The award cer-
emony provides an ideal platform 
to identify and reward outstanding 
sales personnel from a variety of 
industries nationwide. 

Entries were initially submit-
ted via a comprehensive entry kit 

from which suitable candidates 
were selected through a second 
round panel. Finally, winners were 
selected based on a one-to-one 
interview. 

Commenting on this great 
achievement, ACL Cables 
PLC Managing Director Suren 
Madanayake said, “ACL is 
extremely proud of this award 
and Sanjeewa’s achievements. 
Our entire Sales Team continually 
work very hard together to support 
our business and winning awards 
consecutively reflect on the high 
standards we strive to achieve 
daily.” 

ACL Cables PLC is the No. 
1 cable company in Sri Lanka 
with over 70% market share as a 
group. 

ACL Cables PLC continues to 
perform strongly with relatively 
high value additions. The com-
pany has introduced new innova-
tive product categories such as 
fire resistant, fire retardant cables, 
fire survival cables, aerial bundled 
cables, low voltage transmis-
sion cables and the finest range 
of electric switches and sockets 
based on research and stringent 
testing via their laboratory.

Further strengthening its prod-
uct portfolio ACL Cables PLC 
has also moved into the trading 
of superior electric switches, trip 
switches, breakers and ceiling 
fans with quality unmatched by 
any.

TrADEFIrST Ltd., a leading edge 
trading company which imports 
and distributes a wide range of 
products and machines in the 
signage and outdoor advertising 
industry in Sri Lanka, celebrated 
the New Year with its staff this year 
in Malaysia. 

This tour was sponsored by 
the company for its executive 
staff with their families for those 
who had completed five years in 
service with the organisation to 

enable them to experience the 
joy of a fun-filled 31 December 
night and kickstart the New Year in 
grand style in Malaysia. 

During the stay in Malaysia, 
the team visited almost all tour-
ist attractions including Genting 
Highlands, Adventure parks and 
Sunway Lagoon having a wonder-
ful time full of fun-packed activities 
while sharing the New Year joy 
and bringing them close together 
as a team.

History has recorded that ivory 
soap was the very first brand on 
which the process of  brand man-
agement got its start.  in 1925, 
Neil  McElroy g raduated from 
Harvard University and having 
joined Procter & Gamble estab-
lished a system for allocating dif-
ferent resources to two competing 
brands within the company’s port-
folio. the two brands were ivory 
soap and Camay.

McElroy’s plan was to have one 
person to be in charge of  each 
brand and the need to have a 
dedicated team on all aspects of  
promoting that brand. this was 
indeed a revolutionary process at 
that time, as for the very first time 
there was a team assigned to man-
age a product in a company. the 
structure created through this 
brand-centred approach resulted 
in decentralised decision-mak-
ing, almost to the degree that the 
brand was managed as a discrete 
business. this practice rapidly 
spread across other companies 
and with the expansion of  multi-
nationals across the world, so did 
the function of  brand manage-
ment.

Brand management  
as a key tool

the brand management pro-
cess has since evolved and is very 
much a part of  the core marketing 
function across consumer market-
ing businesses.

Because of  the tried and tested 
processes, along with the disci-
plines of  a multinational, these 
companies have fined tuned this 
and refined it into a powerful stra-
tegic marketing tool. For example 
the Unilever Brand Key which is 
at the heart of  their brand man-
agement process is one such.

the brand management system 
worked well for multinationals 
which were managing multiple 
brands across the globe. the 1980s 
and early ’90s were the high points 
as the brand managers had con-
siderable autonomy in terms of  

determining strategy and these 
jobs attracted the cream of  the 
educated and brightest talent. 

the perks of  the job at that time 
involved traversing the world for 
regional and glitzy global brand 
conferences,  swapping experi-
ences with colleagues across the 
world. Here, they would be privy 
to discussions and workshops 
around successful  strate gies, 
global initiatives and new think-
ing based on the ever-changing 
consumers.  t hese uber-smar t 
managers came back brimming 
with ideas and thoughts on adapt-
ing these learnings into their own 
markets. it seemed like the perfect 
blend of  global strategies with 
local talent and execution.

these were the golden days of  
global advertising where the head 
office would roll out campaigns 
and local brand managers would 
adapt these to provide local rel-
evance to suit their consumer 
needs. this phase lasted till just 
before the tur n of  the century. 
Until it all changed.

Business growth slows
Business growth was more dif-

ficult to come by and there was a 
focus on cost consciousness across 
the world. At this stage the mul-
tinationals began to rationalise 
their brand management process 
through greater central control. 
they started to cascade up the 
responsibilities of  brand man-
agement to regional offices away 
from the countries where the 
market execution was happening. 
this enabled cost savings through 
smaller advertising budgets by 
minimising production to a few 

key markets, less senior (and less 
expensive) talent being recruited 
at the country level to execute a 
strategy that region determined 
through a few centrally located 
individuals. 

More recently, this process of  
trimming down and minimising 
the recruitment of  local talent has 
accelerated where a country (such 
as sri Lanka) has no strategic role 
to play but merely feeds channel 
and consumer data on standard 
for mats to global centres who 
would analyse that and develop  
“strategic playbooks” for imple-
mentation. the playbooks would 
be a combination of  consumer 
need state segmentations based 
on insights, the maturity of  the 
brand in the market place and the 
economic standing of  the country. 

these parameters would gener-
ate several strategic options for-
mulated at the global level and 
available for individual countries 
to “pick and play”. the implemen-
tation must happen within agreed 
frameworks with very little flex-
ibility and no local execution.

Change in consumer 
mindset

Meanwhile, consumer trends 
rapidly changed in the new mil-
lennium, with democratising of  
infor mation to any individual 
with a smart phone in his or her 
hand.  this surge of  infor ma-
tion, access to opinions, ability to 
express ones individual thoughts 
and be heard and listened to by 
many, including family, friends, 
for mal and infor mal networks, 
special interests groups etc. dra-
m at i c a l ly  ch a n g e d  c o n s u m e r 
trends virtually overnight.

From the previous mind set of  
global is good, emerged the think-
ing that local is as good or better 
in terms of  quality, cost, being 
environmentally friendly and nat-
ural/healthy/homegrown which 
have empathy with the very per-
sonal desires of  consumers. the 
need for social upliftment in one’s 
own areas and national pride is 
growing, which gives power to 
local brands. there is an anti-big 
movement and consumers are 
increasingly empathising with the 
small upstart who they find much 
more trustworthy.

Local brands rising
so, we are now at an inflection 

point, where multinationals are 
playing their playbook strategy 

and local companies are able to be 
flexible and adapt to the increas-
ingly vocal local consumers who 
now have global aspirations of  
their own. Consumers want to 
be global in outlook in terms of  
what they wear, eat, drink, own 
and the education that they have. 
As long as local brands can meet 
those aspirations through world 
class quality, whilst staying close 
to their roots, there is significant 
traction and market share to be 
gained. 

the advantages of  being local 
are  many.  t here  are  no  con-
straints of  having to fall in line 
with a big global brand strategy, 
and instead one can invent one’s 
own which could provide greater 
local relevance, especially if  for-
mulated by an in-depth under-
standing of  consumer nuances. 
there is flexibility to be crea-
tive and to think outside the box. 
there is the ability to be so much 
more agile, flexible and rapidly 
move to take opportunities that 
maybe nascent or just emerging.   

However, there is a fine line 
between being entrepreneurial 
and experimental with no system 
to guide brand building and hav-
ing a well thought through struc-
ture and process. this is because 
brands are built over the long 
term with a five- to 10-year hori-
zon and having that consistency 
through the play book is key for 
success. too much variation and 
change disrupts what the brand 
is known for and shakes up con-
sumer confidence. therefore a 
proper brand management sys-
tem is mandatory for success. 
Companies such as Hemas which 
have successfully taken on mul-
tinationals is  a good example 
of  this, as they have invested in 
structured brand management 
systems.

As brands build for the future, 
it needs to have a DNA imprint 
established right at the outset. 
this will guide its behaviour and 
personality and the means of  
engaging with the new, rising mil-
lennial consumer. 

As local brands aspire to reach 
greater heights, using a few pages 
from the multinational playbook 
will serve them well. 

the current gold standard for 
a brand in sri Lanka, is to have a 
billion rupee annual revenue. in 
the year 2020 which brands will 
emerge to be winners is the billion 
rupee question.

oNE of  sri  Lanka’s  rapidly -
emerging boutique advertising 
agencies, Ashraff  Associates is 
rebranding itself  in commemora-
tion of  completing five successive 
years of  creative excellence. 

Founded in 2012,  this home-
grown idea hub has since gone on 
to service a diverse plethora of  
brands whilst consistently cham-
pioning the uncompromising ide-
als of  the international creative 
standard. 

“the work produced by the 
agency in the last two years has 
shown a heightened increase in 
creative standards,” said Jagath 

Kosmodara, the agency’s newly-
appointed Creative Director. 

“this is highlighted to a great 
extent in the work produced with-
in the sphere of  branding design 
and corporate communication. 
Given this rapid rate of  evolution 
in the agency’s craft, the rebrand-
ing exercise is as such, timely and 
necessary,” he added.

Designed by the agency’s long-
time associate, American design-
er John Langdon(celebrated for 
his work in the Dan Brown novels: 
Angels and Demons, the Da Vinci 
Code and inferno) the new totem-
inspired logo depicts the agency’s 
name in the shape of  a pencil, the 
universal tool for creative writ-
ers, artists and designers in the 

global advertising industry. 
“We are blessed to have come 

such a long way in such a short 
space of  time in these last five 
ye a r s , ”  s a i d  A m a n  A s h r a f f , 
Managing Director and Executive 
Creative Director. “it’s time that 
our identity and corporate image 
reflected the sophistication of  the 
work we produced.” 

Ashraf f  continued,  “John’s 
design is an excellent example of  
how simplicity remains the pur-
est and most effective art form. 
We are proud to count him as a 
friend and partner and look for-
ward to  continue serving sri 
Lanka this year and in the years 
to come, reinvented and reinvig-
orated.”

the launch of  the new logo 
coincides with the re-launch of  
the agency’s new website which 
can be accessed at: www.ashraf-
fassociates.com.
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stAr Holdings inter national 
L t d . ,  s r i  L a n k a ’s  e m e r g i n g 
force for innovative fabric care, 
dubbed its sales Force mission 
as ‘Winning teams with Winning 
Brands’ for 18/19, in an occa-
sion where they welcomed M. 
M .   L a f  e e r  a s  t h e i r  n e w l y 
appointed Field sales Manager. 
speaking to the press, General 
Mana g er  Marketing  Hashan 
Haputhanthri indicated that, 
“star Holdings inter national 
brands are way beyond compari-
son to all foreign brands. tested 
among humans and added qual-
ity has given the meaning that 
without an issue,  all  brands 
are winning brands. Every sri 
Lankan consumer is privileged 
to receive home grown brands 
from star Holdings international 
which has a rich history of  30 
years. our teams are so strong 
in making the brands invinci-
ble. My sales force is a very pro-
fessional team. our Marketing, 
Production,  QC,  Hr and al l 

teams, including the top man-
agement are geared to execute 
this mission. that is why the 
m i s s i o n  i s  c a l l e d  ‘ Wi n n i n g 

teams with Winning Brands’.” 
Field sales Manager M. Lafeer 
e x p re s s e d  h i s  j u b i l a n c e  o n 
the g rowth of  star Holdings 

inter national  by  stat ing,  “i 
am so proud of  my new posi-
t ion  as  the  FsM and i  wi l l 
make sure that the responsi-

bility that i have been tasked 
with –  to  head this  winning 
team wil l  be  executed wel l . 
this mission will be an inter-
esting assignment as my role 
is to ensure scraping out maxi-
mum talent from each of  our 
winning team’s ambassadors.” 
star Holdings has been a pri-
mary part of  sri Lanka’s Local 
market for the past 30 years – 
with a consistent and established 
presence – having brought to 
the market innovative products 
that were always economical 
for each and every household.  
Built on a 3-acre block of  land 
in 1996 with state of  the art 
facilities, starlight was estab-
lished on the vision of  creat-
ing products on a ‘Value For 
Money’  basis  with  the  con-
sumers’ best interest at heart. 

starlight has grown to become a 
leading competitor in the mar-
ket and is one of  the few names 
that are instantly recognised 
as a true sri  Lankan brand. 
t h i s  Au g u s t  s t a r  H o l d i n g s 
l a u n ch e d  a  g ro u n d b re a k i n g 
product – ‘starlight Lavender’ 
with fabric softener that was 
the first of  its kind in sri Lanka 
– a two in one detergent powder. 
it  has ear ned countless posi-
tive reviews and been praised 
f o r  i t s  l u x u r i o u s  L ave n d e r 
aroma and incredible  wash -
ing  proper t ies,  which  come 
in an attractive purple pack.  
s t a r  H o l d i n g s  m o v e d  i n t o 
rupavahini – Nugasevana seg-
ment  by  launching i ts  f irst 
M a g a z i n a l  P r o g r a m  c a l l e d 
‘starlight Wismaya’. it will come 
on air on the second week and 
the third week of  every month. 
Viewers can now take part in the 
program and can stand a chance 
to win exciting gifts all  year 
round! 

Star Holdings Int. unveils sales force mission


