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was updated, customer service initiatives 
were rolled out and services and facilities 
were enhanced. This built on the hospi-
tal’s already well-established reputation.

 “Having a strong branding and get-
ting recognition like SPBA definitely 
helped to raise the profile of the hospi-
tal in the public eye. This is especially 
useful when we venture into new mar-
kets overseas where people may not be 
so familiar with the Alvernia brand.”

To ensure that the sense of mission 
is ingrained in staff, the hospital runs 
regular mission awareness sessions 
and conducts talks. Staff are also in-
volved in community health screen-
ing projects where it provides health 
screening services in the community 
and churches, as well as overseas. More 
than 90 per cent of staff volunteer for 
these initiatives. 

To develop its people, more spon-
sorships for professional development, 
including degree courses and overseas 
attachments are offered. It also con-
centrates on enhancing service values 
and behaviours by sending staff for 

by tan bah bah

JASON Parquet succeeded because of 
its founder Jason Sim’s self-confidence 
in what he was doing and also because 
he believed in “walking the talk”.

The earlier years of the company, 
which started in 1988, were really 
tough. The first hurdle was the unex-
pected high demand for plywood be-
cause of China’s rapid expansion. 

The price of plywood — crucial for 
Jason Parquet’s products — shot up 
without warning. “I almost collapsed, 
because I had no money to buy ply-
wood,” says Mr Sim, 45, the company’s 
chief executive officer.

The company continued to suf-
fer one hit after another. During the 
Asian financial crisis in 1997, many of 
its contractors defaulted on their pay-
ments and Mr Sim lost over $1 million.

When things picked up, the terrorist 
attacks in 2001 followed by the Sars crisis 
in 2003 delivered almost crippling blows. 

“It took me almost 20 years to start 
making money,” he says.

But Mr Sim never gave up. What 
gave him impetus was a belief that 
the timber flooring business market 
in Singapore was due for a big change. 
It was not professionally run and was 
dominated in the 1980s by “older men 
in their 50s”. 

Then only 22, he saw the chance of 
developing a dynamic company with 
more up-to-date practices to tap new 
segments of the market and set about 
to make his own mark in the industry.
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Putting heart into service

Standing on 
solid ground
Jason Parquet walks the talk to emerge as a household name 
for flooring works

Jason Parquet – Established Brand

by lai yi ming

SERVE all, with love — this is the motto 
that steers Mount Alvernia Hospital in 
establishing itself as a comprehensive 
health-care provider with a heart.

This year, its patient-centric ef-
forts have again been recognised with 
its third consecutive Heritage Brand 
award, an accolade given to brands es-
tablished for more than 30 years. 

Says Mr Khoo Chow Huat, the hos-
pital’s chief executive officer: “This is 
the third consecutive year that Mount 
Alvernia Hospital is participating in 
the Singapore Prestige Brand Awards 
and we are very honoured to be recog-
nised as an SPBA Heritage Brand win-
ner for three straight years. 

“We see this as an affirmation of the 
progress we have made in advancing 
our brand, which was built on a strong 
tradition of care and medical excel-
lence over the past 50 years.”

The hospital was founded by the 
Franciscan Missionaries of the Divine 
Motherhood (FMDM) sisters in 1961 and 
celebrates its 50th anniversary this year.

He says: “Mount Alvernia Hospital 
was born from a vision by the FMDM 
Sisters. They wanted to build a profes-
sionally run hospital for all people, re-
gardless of race or religion, a hospital 
where everyone would be welcome, 
treated with consideration and dignity, 
and given the best possible medical care.”

The hospital was handed to a man-
agement team in 1986.

Mr Khoo explains: “‘Serve all, with 
love’ translates into a tangible brand 
promise to our customers who can ex-
pect from us high-quality medical serv-
ices that are value-for-money, based on 
good ethics and delivered with compas-
sion. This is delivered through our peo-
ple, facilities and services.”

The hospital carried out a rebranding 
exercise in 2008 where the hospital logo 

Mount Alvernia Hospital is committed to providing patients with the best health care

Mount Alvernia Hospital – Heritage Brand
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training and equipping them with tools 
for delivering excellent service. 

The hospital, which was known 
more for maternity services, has also 
developed into a full-fledged acute-
care general hospital equipped with 
the medical expertise and facilities to 
care for patients across a wide spec-
trum of medical specialties ranging 
from ophthalmology to orthopaedics, 
cardiothoracic surgery to neurosurgery 
and general surgery to general consul-
tation, says Mr Khoo. 

More medical specialists have been 
added to offer more comprehensive 
services. 

It has also stepped up efforts to at-
tract foreign patients. It now has two 
information centres in Bangladesh and 
Indonesia and plans to add more in the 
next two years. 

In the coming months, the hospital 
will be unveiling its improved facilities, 
including an expanded main lobby, a 
new side extension and a multi-storey 
medical centre block. 

It uses various media channels such 
as website, newsletters, advertise-
ments, events and social media activi-
ties to communicate the changes and 
engage their audiences on an ongoing 
basis, says Mr Khoo. 

 “Health care is certainly a competitive 
industry. Within Singapore, more hospi-
tals, both private and public, are coming 
up. Existing hospitals are also actively ex-
panding and upgrading themselves. 

He adds that Malaysia and Thailand 
have been actively positioning them-
selves as regional hubs and attracting 
foreigners to their hospitals.

“We will therefore have to focus on our 
main value proposition, which is to pro-
vide high quality medical care that is val-
ue-for-money and delivered with sincere 
compassion and empathy, and continue 
to enhance it, so that we remain an attrac-
tive health-care choice for consumers.”

The key woods he used — parquet, 
timber strips and timber plank — are 
imported mainly from Brazil, Paraguay, 
Australia, Canada, the United States, 
Indonesia, Vietnam and Myanmar. 

Dependability and trustworthiness 
became the bywords for his business.

“We have always completed our 
projects on time and have never failed 
throughout the past two decades,” he 
says. “I believe strongly in giving cus-
tomers superbly installed timber floors 
using the latest technical know-how 
and finishing.

“I build my business based on credit 

worthiness and practising the motto 
‘walk your talk’. 

“I have never defaulted on any of my 
payments to my suppliers.”

His strategy has paid off. To date, 
Jason Parquet has installed 35,200,000 
sq ft of flooring and has cornered 70 
per cent of the high-end market. 

Projects include the prestigious Ard-
more Park Condominium, Kovan Melo-
dy, Caribbean@Keppel Bay, Berthside@
Sentosa and ION Residences.

But for Mr Sim, who has gone from 
one worker in 1988 to the 300 staff and 
another 300 sub-contractors today, it 
may just be the beginning.

He says: “Frankly speaking, I didn’t 
know what was ‘branding’ until people 
started saying ‘everywhere also can see 
Jason Parquet’s lorry’. Only then did I 
realise that I was actually building my 
brand when my company lorry (with 
the Jason Parquet name and logo) was 
moving around in Singapore every day.  

“We are now looking for more plat-
forms for us to benchmark our brand 
equity against other competitors.”

In 2000, his company became the 
first in the industry in Singapore to 
have attained the ISO 9001 certifica-
tion. It has also conducted training for 
the Housing and Development Board 
and other industrial bodies on parquet 
installation and guidelines.

From “zero” paid-up capital in 
1988 to $5.2 million today, from “can’t 
recall” turnover in the earlier years to 
$33 million so far, both the company 
and its founder have come a long way.

‘Frankly speaking, 
I didn’t know what 
was ‘branding’ until 
people started saying 
‘everywhere also can 
see Jason Parquet’s 
lorry’. Only then did I 
realise that I was actually 
building my brand when 
my company lorry 
was moving around in 
Singapore every day.
— Mr Jason Sim (left), CEO, 
Jason Parquet ’
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‘Serve all, with love’ 
translates into a tangible 
brand promise to our 
customers who can 
expect from us high-
quality medical services 
that are value-for-
money, based on good 
ethics and delivered with 
compassion.
— Mr Khoo Chow Huat, 
CEO, Mount Alvernia Hospital
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