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THE MIDEA STORY

From bottle cap maker to one of the world’s largest
manufacturers of electrical home appliances

t the recent MARVEX exhibition in Kuala Lumpur,
B&I had a one-on-one session with Midea Scott &
English Electronics Sdn Bhd’s President Mr Ng Kong
Chin, to learn more about Midea, one of the world’s

largest manufacturers of electrical home appliances.

B&I: Can you give us a brief overview of Midea and its origins?

Ng Kong Chin: Midea (pronounced mai-dea) was founded by
Mr He Xiangjian in 1968. Mr He convinced 23 local residents

in his hometown of Shunde (Foshan, Guangdong province,
China) to pool together a total of 5,000 yuan (RM3,332) to start
a workshop that made plastic bottle caps. Over the years, the
company expanded to manufacturing electric fans which were
popular in the 1970s, refrigerators, washing machines and
microwave ovens, among other products.

In 1988, Midea started exporting its air conditioners outside
China and it has been gaining recognition worldwide ever since
as an established brand in home appliances. Midea acquired
more than 80 per cent of Japanese conglomerate Toshiba’s
home appliances business in 2016 and continued to expand by
buying up KUKA, a German manufacturer of industrial robots and
systems for factory automation.
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In just over 50 years, the Midea Group has made its way into
the Fortune Global 500 List with a turnover of RM175.8 billion in
2020 and employs 150,000 people in more than 200 countries.

Today, Midea’s range of products range from small home
appliances like fans, rice cookers, induction cookers and blenders
to bigger appliances like washing machines and air conditioners.

Midea is, among many others, the world’s number one in
air treatment brand, small cooking appliances brand, air coolers
brand, cooling fans brand, and rice cookers brand.

The company, through its Midea Building Technologies
(MBT) division, is now diversifying into heating, ventilation and
air conditioning (HVAC) for buildings, manufacturing plants and
large commercial projects.

B&I: What is Midea’s current position in the highly competitive
home appliances market in Malaysia?

Ng Kong Chin: Our company, Scott & English, was the distributor
for LG Electronics, a Korean brand, but we switched to Midea
products in 2004. Sales turnover in Malaysia then was around
RM12 million. By 2021, sales for Midea products grew to RM705
million. Air conditioners brought in around RM280 million,
washing machines and refrigerators account for RM145 million
each, and the rest of the sales were contributed by small
appliances.

When we started in 2004, the market perception for China-
made products was not positive and consumers at that time
tend to think of them as being of inferior quality. It was quite
challenging for us to convince our dealers to sell Midea products
and many asked for huge discounts.

For the next 10 years, we adopted a strategy of convincing the
smaller retailers to market our products. As confidence in the
Midea brand grew, we then approached the larger retailers.

We were encouraged to become the distributor for Midea
because China and ASEAN countries have a free trade agreement
which would gradually reduce from 20 per cent in 2002 to zero
per cent in 2010. It was only by 2010 after import duty was
abolished that we started to see profits from sales.

Today, Midea is sold in almost all shops selling electrical
home appliances and our air conditioners have become one of
the top choices for commercial and industrial buildings.

B&I: What are your views on Malaysia’s consumer trend for
electrical home appliances? Do you see a change in consumer
pattern before, during and post-pandemic?

Ng Kong Chin: When the Covid-19 pandemic started in 2020, we
knew we had to do things differently. Fortunately, our Malaysian



government allowed e-commerce business to continue so we

mobilised all our 50 sales staffs to talk to over a thousand dealers
to encourage them to sell our products online to end users. A
few months into the pandemic, our sales for home appliances
shot up by 30 per cent. With restricted movement during the
pandemic, online shopping became the trend.

In a GfK Consumer Survey in June 2021, Midea was recorded
as having an 18.2 per cent market share in terms of unit sales
in the air conditioner segment, well ahead of all other brands
in Malaysia. At the same time, our washing machines climbed
to the market’s number one position with a 22 per cent share
of the market. This is the first time in Malaysia for a Chinese
brand to be the market leader. Our next challenge is to become a
revenue leader.

There is a reason for consumer acceptance of Midea
products today. The company allocates 3.5 per cent of its
revenue, or about USS$1.4 billion, on research and development
(R&D) which has resulted in Midea products becoming better in
terms of quality, technology and innovation while still remaining
competitive in pricing. China is moving from a manufacturing
phase to becoming a technology leader and at Midea, we
are sparing no expenses in R&D as we build our centres in
China, Japan, Germany, Italy and Singapore. Midea’s strong
commitment to R&D in its 28 worldwide innovation centres have
resulted in more than 62,000 authorised patents to-date.

Our target is to employ as many as 10,000 engineers and
technology experts to roll out more “smart” products to tap into
the Internet of Things (IoT) ecosystem.

B&I: Midea has expanded its product offerings through its
Midea Building Technologies (MBT) division. Can you briefly
explain what is MBT and how has it helped improve Midea’s
presence in the market?

Ng Kong Chin: After building a solid foundation in electrical
home appliances, we wanted to expand into a new market
segment. We have been manufacturing air conditioners for
residential houses since 1985 and by 1989, we started to make
commercial air conditioners for building projects.

With decades of experience in commercial Heating,
Ventilation and Air Conditioning (HVAC) systems, we established
our Midea Building Technologies (MBT) business division in 1999
so that we can manage major commercial and industrial projects
with ease. We have a complete infrastructure encompassing an
R&D centre, various production facilities, sales companies, and
after-sale services to support our business. We supply screw,
centrifugal, magnetic chillers and airside HVAC systems, which
are suitable for large commercial and industrial facilities such as
sports stadiums, shopping malls, hotels, and factories.

As technology improved, we began to introduce energy-
saving features like variable refrigerant flow (VRF), also known as
variable refrigerant volume (VRV) in our HVAC systems.

We are now the top air treatment brand in terms of
production volume and our HVAC systems are marketed on a
global scale across 200 countries.

Some of the well-known projects using Midea HVAC systems
are: the 2014 FIFA World Cup Brazil Beira Rio Stadium, the



2016 Rio Olympic Games stadiums, the 2018 Russia World Cup
stadiums, and the five-star Marriott hotel group.

In Malaysia, Midea chillers are popular for companies in the
rubber glove industry. More recently, we installed our Midea
HVAC system for a megamall project by Shin Yang Group in
Sarawak and for Sunshine Group in Penang. It is common for
such HVAC systems to cost more than RM10 million per project.

MBT provides an opportunity for growth in a relatively new
market segment, while offering our hardworking staffs a new
challenge in career growth. We expect strong market demand in
this segment over the next five years especially with the market
returning to normal after the Covid-19 pandemic.

As Midea in Malaysia goes into a different phase of
transformation, we will build up our MBT business so that we can
become a major player in the HVAC system. At the same time, we
will continue to build upon our strengths in the home appliances
market and continue to reinforce the Midea branding.

B&I: What are your views of the future of Malaysia’s home
appliance market?

Ng Kong Chin: Before the Covid-19 pandemic, our annual sales
growth for home appliances was around 5 to 6 per cent. During
the pandemic, sales shot up to 30 per cent. After the pandemic,
when the market is back to normal, we are expecting sales to
go back to about 4 to 5 per cent. There will be room for growth
as we introduce more products into the market. As the world is
becoming more environment-friendly, we will be incorporating
more energy-saving features in our products to satisfy market
demands.
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Midea products will remain competitively priced due to
lower manufacturing costs in China. Our sister brand, Toshiba,
caters to a different market segment with strict quality control
by the Japanese quality department. Toshiba’s sales turnover
in Malaysia is currently around RM450 million while Midea’s is
RM705 million. In the next few years, consumers in Malaysia can
expect to see more Toshiba products coming onto the market.
With luck, and hard work, we could see both brands hitting the
RM1 billion mark.

ABOUT MIDEA SCOTT & ENGLISH

Midea Scott & English Electronics Sdn Bhd (MSEE)

is a Malaysia-based subsidiary company of Midea
Refrigeration (Hong Kong) Ltd. which in turn is a
subsidiary of the Midea Group of companies. Midea
Group is a global manufacturer of home appliances and
HVAC solutions. Since its commencement as distributor
for Midea household electrical and electronic home
appliances and air-conditioners in 2006, Midea Scott &
English has provided Malaysian consumers with modern,
high quality Midea products. Supported by sales and
service centres located throughout the country, the
company’s philosophy is to ensure customer satisfaction
with quality products that are accessible to all Malaysian
consumers.

More information can be found at my.midea.com
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MIDEA INTERNATIONAL
HVAC DESIGN CONTEST

Midea took the opportunity to launch the
Midea International HVAC Design Contest
on 18 March 2022 during the MARVEX
exhibition.

The aim of the contest is to promote
innovative development in the industry,
offer a platform for talents in the industry
to show off their creative ideas, allow
HVAC associations from various countries
to connect with each other and generally
to encourage new designs in Asia Pacific,
EU, Latin America and Middle East
countries.

In the Group A category, the contest is
open to professionals such as consultants,
HVAC experts, engineers, designers and
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lecturers. In the Group B category, those
working in the distributor segment such
as designers and engineers, are welcome.
Group C is open to students.

During the launch, prizes were also
awarded to the 2021 winners.

GOLDEN PENCIL AWARD

Ir Au Chong Hun

Primetech Engineers Sdn Bhd
USS$5,000

BRONZE PENCIL AWARD

Ir Hor Poh Ming

Hotayi Electronics (M) Sdn Bhd
USS$1,000

EXCELLENT DESIGN AWARD
Mr Poon Nik Zen

TT Energy Sdn Bhd
US$1,000

DESIGN EXPERT AWARD (STUDENT)
Ms Nur Nabilah Binti Mohd Ishak
Universiti Teknikal Malaysia Melaka
UsS$1,000

DESIGN EXPERT AWARD (STUDENT)
Mr Ng Keng Seng

Universiti Malaya

US$1,000

MARVEX is the first air-conditioning, refrigeration and ventilation exhibition in Malaysia, jointly organised by the Malaysian
Air-Conditioning & Refrigeration Association (MACRA) and CIS Network Sdn Bhd.
MACRA, founded in 2000, represents the Air Conditioning, Mechanical, Ventilation and Refrigeration (ACMV&R) industry in
Malaysia while CIS is an established regional trade and lifestyle exhibition organiser.
The four-day event, held from 16 to 19 March 2022 at the Kuala Lumpur Convention Centre, brought together ACMV&R
stakeholders, industry suppliers, traders and specifiers under one roof to discover the latest innovations, build new partnerships
and explore business opportunities on a regional scale.



