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Paragon has its
eyes firmly fixed
on the future

Christopher Liang is the CEO of Paragon
Trading Asia. In 2021, he set up Paragon

Liquors, a sales platform for wine and

spirits in Asia-Pacific. The company has

two offices, in Hong Kong and Hainan

What's the business model for
Paragon Liquors and how did you
come up with the idea? We wanted to
offer the best-quality products in each of
our fields to the discerning consumer. We
have put our heart and soul into curating
our portfolio of world-class products,
which co-exist well under the umbrella of
Paragon Liguors. The business is based in
Hong Kong for logistical reasons. We cover
the whole of north-east Asia, including
China, Korea, lapan and Macau.

Where is the strongest opportunity
geographically? The strongest opportunity
for us lies in the markets in the Asia-Pacific
Economic Cooperation (APEC), where we can
develop ourselves as a vanguard of world-
class drinks production and distribution,

APEC is a rising economic region of 21
member countries totalling over 500m
active consumers of alcoholic beverages.

It also includes several emerging markets
that exhibit strong demand for fine wines,
while also struggling with a consistent
shortage of domestic supply. Therefore, it
is the natural hinterland for our operations
and expansion plans.

Business is really picking up for us in
Asia. Now that restrictions have relaxed and
travel has resumed, we're aiming to expand
our operations, particularly in Macau and
Taiwan. Longer term, we intend to increase
focus further afield in the next two or three
years. We're very confident that our sales
in the next six manths will achieve double
our sales over the last 12 months.

Which beverage alcohol companies
impress you? We look up to industry

stalwarts like Diageo and Pernod Ricard
and are keen to work hand in hand with
them. In October, we'll be attending the

Award-winning beWater Phenomenal (left} and Christopher Liang, CEO of Paragon Trading Asia

TFWA World Exhibition & Conference in
Cannes and during this industry-led event,
I'll be looking to introduce our brand more
widely. We've already attended many trade
fairs and international expos, including
ProWine Hong Kong and TFWA Singapore.

Who is your ideal customer and how do
you identify them? The ideal consumer
would be one who relishes taste and
craftsmanship when it comes to beverage
selection. We offer sampling at selected
trade fairs and wine tastings, and are in the
process of creating a list of VIPs based on
consumption patterns and preferences, which
we hope to epitomise in our next vintage,

Which beverage categories are
performing well for Paragon? Our entire
portfolio is experiencing positive growth,
however, our spirits portfolio has proved to
be particularly strong in the past few years.
And while whisky sales are picking up, our
water brand, beWater Phenomenal, is also
becoming more well-known. BeWater was
officially launched in Hong Kong during the
last quarter of 2022. Available in upmarket
grocery stores in the city at HKD18 [US$2.30]
per aluminium can, it's won several awards,
including for plastic waste reduction.

‘We've also won the respect of many
socialites in the last six months through
our sponsorship of events, including
Prestige’s Women of Power Summit in Hong
Kong. We think there's a social premium
around our aluminium cans — Gen Z and

Millennial consumers are willing to support
a more sustainable environment by paying
slightly more.

And which categories are proving most
challenging? While the portable water
market is large in Asia, due to the lack

of drinkable tap water in many member
states, the competition is stiff due to the
existence of numerous local substitutes.

How do you hope to capitalise on
those stronger categories? We hope to
concentrate our marketing efforts on our
strengths such that we may maximise the
sales and revenue streams for our investors.

How will you overcome the challenges
in weaker categories? We will face those
challenges through strategic partnerships
and public relations efforts that will
engage more prospective clients and allow
them to better appreciate our product mix.

What does the future hold? What's your
exit strategy? We're still a relatively young
startup — the future is bright for Paragon.
On a year-on-year basis, we are targeting
organic sales and distribution growth of

at least 10%. Our exit strategy would be to
enter into a joint venture with other industry
stalwarts when our status within beverages
matures in due course. This ideal scenario
would result in a win-win partnership. as we
sincerely believe that our product offering is
rare, covetable and of rising value, eoi
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