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SPEECH BY PROFESSOR WEE CHOW HOU,
CHAIRMAN OF THE PROMOTE MANDARIN COUNCIL
AT THE LAUNCH OF THE 26" SPEAK MANDARIN CAMPAIGN ON
TUESDAY, 15 NOVEMBER 2005
AT 11 AM AT THE NATIONAL LIBRARY EVENTS PLAZA
Prime Minister Lee Hsien Loong
Members of the Promote Mandarin Council

Distinguished guests

Ladies and gentlemen

Good morning

1. It is an honour to have the Prime Minister, who has launched several
campaigns in the 26-year history of the Speak Mandarin Campaign, back to grace
the event this year. This year, the campaign is going all out to engage English-
speaking Chinese Singaporeans, particularly those in the ‘post-65 generation with

a fresh, lifestyle oriented approach, to drive home the ¢ 4E & (hua yu)
COOL!" message. It was the PM who first identified the post independence

generation as a key group. As someone who has mastered both English and
Mandarin, and uses both languages comfortably in both his professional and
personal capacities, he is the best role model and spokesperson to deliver the

message for this year’s campaign.

2. The campaign has come a long way, from its original objective — when
it was first launched by then PM Lee Kuan Yew in 1979 — to encourage Chinese
Singaporeans to speak Mandarin as a common language instead of dialects, to the

focus in the last decade on the learning and usage of Mandarin to enhance
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Singapore’s competitiveness, and for Chinese Singaporeans to better understand
and appreciate their heritage. Three years ago, the campaign made a bold move
towards focusing on the current target group, and adopting a more hip and updated

image.

3. The “4E1E (wa yu) COOL!" message has evolved as a natural

progression as the campaign continues to keep itself relevant. In today’s world of
the Internet, podcasting, and 3G mobile phones, being cool or ku has become
more than being hip and trendy. It is also synonymous with keeping up with the
times, trends and staying relevant and competitive. But many of those in the target
group continue not to speak Mandarin because of a misconception that Mandarin
is uncool from their younger days. Others simply do not have the opportunity to
use Mandarin in their home, work or social environments. This year, more so than
ever, the campaign is stepping up efforts to reach out to this group with a lifestyle-
oriented approach that revolves around music, movies, theatre and leisure

activities.

4. This has been made possible with the enthusiastic participation and
generous support of the campaign’s lineup of partners this year, many of which
are leaders and trendsetters from the lifestyle, leisure and entertainment fields.
Some examples are partners such as the Singapore Zoological Gardens, the new
multi-concept entertainment complex St James Power Station, theatre outfits Toy
Factory Ensemble and the ETCeteras, and bilingual manga publication Co-Co!,
which have all come onboard for the first time to collaborate with the campaign.

Other partners, such as Golden Village, Singapore Press Holdings, Nokia, and the
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National Library Board have become faithful supporters of the campaign. Partners
in the educational field, such as Eduplus, Popular Book Co, the Singapore Chinese
Teachers’ Union, WaWaYaYa Children’s Education Software (by Creative) and
World Scientific Publishing Co are instrumental in reaching out to students. The
campaign is also fortunate to have the support of Straits Times with its weekly
“Cool Speak” section and the Cool Speak Guide, Clear Channel Singapore, which
IS sponsoring advertising panels at bus shelters, Comfort Delgro, which is
sponsoring advertising space on buses, and NTUC FairPrice, which will carry the
campaign’s message on its carrier bags, to create a strong presence and reach for
its message. | would like to take this opportunity to express my heartfelt gratitude

to all partners and supporters.

5. Apart from the partners and programmes, this year’s three campaign

ambassadors will also help to spread the ‘“/EiE (hua yu) COOL!" message. Actor

and comedian Hossan Leong and Mandarin pop singer JJ Lin will appeal to the
younger set, while Fanny Lai, Executive Director of the Singapore Zoo and Night
Safari is an example of an English educated professional in the ‘post-65’
generation who has successfully leveraged the use of Mandarin for business and

career opportunities.

6. In closing, | would like to appeal to English speaking Chinese
Singaporeans to adopt an open mind and attitude towards speaking and using
Mandarin. It is very natural to be more comfortable speaking in one language,
especially when it is the language you use most often. I may be perceived as the

face of the Speak Mandarin Campaign, but | can identify with you easily. | just
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look at my own son, who was educated in both English and Mandarin at first
language level in a SAP school, but now finds it more comfortable to converse in
English because that is the language he uses most often at work and socially. The
first step, | believe, is the hardest. Attempting to speak Mandarin again may be a
challenge. But through the activities and programmes lined up this year, | hope to
convince this group of people that there are many benefits to gain from taking that
first step. In English, the saying goes that “Rome was not built in a day”. It takes
time, patience and persistence. In Mandarin, we say “shu neng sheng giao” — the
more you try and practice, the more familiar, comfortable and adept you will

become. So use it, don’t lose it.

END
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