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ABR Holdings Limited (“ABR”) 
began as the owner and 
operator of the first full-service 
Swensen’s ice cream restaurant 
in Singapore back in 1979. The 
Swensen’s brand, with over 
20 restaurants in Singapore, 
remains one of the market 
leaders in the western casual 
dining category and one of 
the preferred choices in good 
value family dining.

Beyond Swensen’s, we also 
manage and develop a 
portfolio of well-known food 
and beverage companies 
and brands. These include 
Season Confectionary & 
Bakery, Season’s Café, Gloria 
Jean’s Coffees, Hippopotamus 
Restaurant Grill, Yogen Früz, 
Tip Top Curry Puffs and Oishi 
Japanese Pizza.

FY2014 marks our 35th 
year of brand building and 
development in the Food & 
Beverage (“F&B”) industry. 
For the past 35 years, we 
have continuously honed 
our craft in managing, 
developing and offering 
families in Singapore and the 
region quality F&B selections 
that cater to the palates of 
everyone - young and old. 
As Singapore celebrates 50 
years of nation building, our 
brands, in particular Swensen’s, 
have come of age, growing 
and maturing alongside 
generations of Singaporeans. 
Moving forward, we will 
continue to develop and 
evolve our brands and offerings 
to ensure that our customers 
continue to enjoy each and 
every experience with us, and 
for many more years to come.

About Us
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Message from the Executive Chairman and 
Managing Director 

Managing Director

Ang Yee Lim
Executive Chairman

Chua Tiang Choon, Keith
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Message from the Executive Chairman and 
Managing Director 
It gives us great pleasure in presenting you with the Annual 
Report of the Group for the þnancial year ended 31 December 
2014 (òFY2014ó) and to share with you that overall, the Group 
put up a reasonable performance and maintained a stable 
level of proþt. 

Our results for FY2014 are fair, considering the multitude of 
challenges that we continued to face in our operations during 
the year. Operating costs continue to rise, resulting in pricing 
pressures that have compelled us to strategically review our 
operations and strategise on the issues of productivity, cost of 
ingredients and rental prices in order to maintain proþtability. 
In addition, tighter policies on the employment of foreigners 
have reduced supply of manpower for the service sector. 
The F&B sector is one that depends heavily on manpower. 
In mitigating this problem, the Group continues to invest in 
training and motivating our people in the hope of achieving 
higher levels of productivity and staff retention. We remain 
committed to exploring a spectrum of innovative solutions to 
alleviate our manpower issue. 

As there are few barriers to entry for the F&B industry, 
aspiring restauranteurs have mushroomed across the island. 
In the face of intense competition from these new players, our 
strategies have proven resilient. Backed by our rich heritage 
and over 35 years of operating experience, the strong 
recognition of our brands has earned us loyal customers. So 
even though the economic road to recovery has been slow, 
we are proud to have remained the choice of many loyal 
customers who have grown alongside our business over the 
past 35 years, as was revealed when Swensenõs won the 
accolade of òTop Brandó in a study conducted by the Brand 
Alliance of Singapore on the insights to Generation Yõs buying 
behavior and their preferred brands. This is signiþcant to the 
Group as it validates the efforts, strategies and directions that 
have taken us thus far and fortiþes our position as a leading 
operator of F&B brands in Singapore and Malaysia. 

Against this backdrop, we posted higher revenue and 
maintained earnings for FY2014. Group revenue for FY2014 
edged up 4% to S$102.5 million compared to S$98.2 million 
achieved in FY2013. The rise in revenue is mainly contributed 
by our operations in Singapore which was boosted by 
additional contributions from new outlets which opened in 
2014 and the later half of 2013. Our Malaysia operations also 
contributed higher revenue in FY2014.

Group proþt before tax registered at S$9.4 million in FY2014, 
a marginal decrease from FY2013. The dip in proþt was due 
to the recognition of a one-off income arising from the waiver 
of debts by a former shareholder of a subsidiary in FY2013.  
The restaurant operation in Singapore, as the main proþt 
contributor, managed to achieve a slight improvement in 
proþt contribution. Our Malaysia operations also registered 
increased proþt contribution in FY2014. 

The Group recorded a proþt after tax of S$7.5 million for 
FY2014, a slight reduction of 4% from S$7.8 million recorded 
in FY2013, due mainly to higher provision for tax expense 
in FY2014. After deducting the share of losses attributable 
to non-controlling interests, the Group recorded a proþt 
attributable to owners of the Company of S$7.9 million, 6% 
lower when compared to S$8.5 million in FY2013.

Prospects
Market sentiments in the current year appear to be mixed, 
with modest growth expected of the Singapore economy. 
Even so, the Group is prepared and conþdent of meeting 
the challenges ahead as we maintain a clear focus on 
implementing our business strategies. Our strong cash 
position ensures that we are poised to beneþt from any 
potential growth opportunities that might come our way 
during the year. 
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Message from the Executive Chairman and 
Managing Director 

Moving forward, we will continue to hone our business 
strategies to sharpen our competitive edge by ramping up 
cost rationalisation measures, improving productivity and 
developing interesting and innovative marketing initiatives to 
bolster our leading position as òTop Brandó and the preferred 
choice for good quality affordable family dining. 

We mentioned in our Annual Report for FY2013 that in seeking 
to grow the Group beyond its traditional businesses and 
to bring greater value to the Group, the Board of Directors 
recommended that the Group diversiþes into the property 
business. To this end, an Extraordinary General Meeting 
was held on 29 April 2014 where shareholders approved the 
diversiþcation of our business portfolio to include property 
and development as an additional core business of the 
Group. While we have yet to commit any speciþc investment 
as at this date, the Group continues to actively explore a 
variety of property and development opportunities. 

As part of the Groupõs corporate growth strategy, this 
diversiþcation aims to carve out a new stream of revenue, 
improve its prospects, enhance shareholdersõ value and 
create long term growth for the Group. Notwithstanding the 
challenges facing the property market and having undergone 
in-depth evaluation of the industry, we remain optimistic 
about its long term prospects and will endeavour to take 
advantage of any viable opportunities in the pipeline.

In FY2014, while our key brands performed well, we 
proceeded to consolidate our non-performing brands in 
order to realign our resources to focus on our proþtable and 
viable brands. We have scaled down the operation of Gloria 
Jeanõs Coffees, closed our remaining Oishi Japanese Pizza 
outlet and closed our Teppanyaki restaurants in China, in a 
move towards improving the overall proþtability of the Group. 

Acknowledgements
In FY2014, the vision and leadership of our Board of Directors 
continued to steer us towards the achievement of our long 
term goals. We are grateful and sincerely thank you for your 
guidance and counsel. To our employees and staff, your 
invaluable commitment and devotion to the Group are greatly 
appreciated. To our customers, partners and shareholders, 
we thank you and look forward to your continued support as 
we embark on the next 35-year journey. 

Chua Tiang Choon, Keith
Executive Chairman

Ang Yee Lim
Managing Director
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Operations Review

Backed by a rich operating heritage spanning the last 35 
years, the ABR Group (the òGroupó) has grown to become 
one of Singaporeõs leading operators of food and beverage 
(òF&Bó) brands, comprising Swensenõs, Earle Swensenõs, 
Season Confectionary & Bakery, Seasonõs Caf®, Tip Top 
Curry Puffs, Gloria Jeanõs Coffees and Hippopotamus 
restaurant.

For the þnancial year ended 31 December 2014 (òFY2014ó), 
the Group once again delivered a set of reasonable results 
despite being faced with signiþcant headwinds such as 
challenging market conditions, weak consumer sentiments 
and intense competition in the F&B industry.

Review of the Group
Group revenue for FY2014 increased by 4% to S$102.5 
million when compared to S$98.2 million for the same period 
last year (òFY2013ó). The increase was largely from the 
Groupõs operations in Singapore and was mainly attributable 
to the additional contributions from new outlets opened in 
2014 and the second half year of 2013. The Groupõs Malaysia 
operations also contributed higher revenue in FY2014.

Group proþt before tax for FY2014 was S$9.4 million, 
marginally lower than FY2013. The lower proþt before tax was 
mainly attributed to the recognition of a one-off other income 
arising from the waiver of debts by a former shareholder 
of a subsidiary in FY2013. The restaurant operations in 
Singapore was the main proþt contributor and managed 
to achieve a slight improvement in proþt contribution. The 
Groupõs operations in Malaysia also recorded improved proþt 
contribution in FY2014. 

Group proþt after tax for FY2014 was S$7.5 million, a reduction 
of 4% when compared to S$7.8 million in FY2013, due 
mainly to higher provision for tax expense in FY2014. After 
deducting the share of losses attributable to non-controlling 
interests, the Group recorded a proþt attributable to owners 
of the Company of S$7.9 million, 6% lower when compared 
to S$8.5 million in FY2013.

SWENSEN’S & EARLE SWENSEN’S
Swensenõs opened its þrst restaurant in Singapore at 
Thomson Plaza in 1979. Set amidst a friendly and inviting 
atmosphere, it soon won the hearts of many as friends 
and families gathered for hearty meals to celebrate special 
occasions or simply to enjoy one anotherõs company over 
a dazzling array of ice cream and sundaes. Over the past 
35 years, Swensenõs has developed into a household name 
with more than 20 full-service restaurants across the island, 
serving an all-day menu of food, desserts, beverages, ice 
cream cakes and takeaway novelties.

Earle Swensenõs was created in 2006 to provide our customers 
a fresh and innovative dining concept. The þrst outlet at Vivo 
City marries a full range of signature ice creams and sundaes 
with an extensive range of specialty grilled entrees. To meet 
the growing demand for healthier dining options, we offer our 
customers a wide variety of salad choices ranging from fresh 
compound salads, mixed greens and garnishing, to fruits 
and homemade dressings.

Review
In the year under review, the key challenges of our operating 
environment remained prevalent: rental costs, human 
capital, and the increase in raw material costs. Against the 
backdrop of such challenging market conditions and intense 
competition in the F&B industry, our Swensenõs business unit 
still managed to maintain its proþtability level in FY2014. The 
reasonable set of results in FY2014 was brought about by 
increased trafþc volume entering our restaurants and also our 
commitment to effect reþnements in our operations in order 
to drive productivity and efþciency gains.

During the year, our business strategies focused on the 
following three key areas of our operations: developing 
productivity initiatives, enhancing the dining experience, and 
maintaining a strong focus on the development of our human 
capital.

Developing Productivity Initiatives
In the year under review, the implementation of productivity 
initiatives continued throughout the year. These involved 
reþning and streamlining the workÿow processes on the 
service ÿoor at our restaurants, which in turn enhanced 
efþciency and maximised sales potential at the front line. 
The team is also in the process of leveraging on IT solutions 
to improve productivity. Work is underway to introduce the 
latest integrated POS System with cloud-based solutions, 
and an automated feedback system to replace the traditional 
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paper-based feedback system. Moving forward, there will be 
continued emphasis on productivity initiatives, as we push 
ahead into 2015 and beyond.

Enhancing the Dining Experience
2014 marked the 35th anniversary of Swensenõs in Singapore. 
In line with the theme ò35 Swensational Yearsó, a host of 
marketing and promotional activities were activated to reward 
customers for their patronage and to reinforce Swensenõs 
as the long-standing preferred brand name in family dining 
among Singaporeans.

For both Swensenõs and Earle Swensenõs, regular thematic 
food promotions were launched throughout the year to offer 
customers exciting new tastes and ÿavours. Our Fortune 
Yu Sheng promotion in early 2014 saw a refreshing new 
creation being tossed up. This was followed by a series of 
interesting and delectable promotions, including Pasta La 
Vista pasta offer, U.S. Southern Barbecue Grill Masters menu 
and Rolling in the Deep lobster rolls, which feature new items 
with premium ingredients at value-for-money prices. An 
exciting Underwater Adventure kidõs menu with an exclusive 
paper SubmaRay toy which comes with every order was also 
launched to cater to our young customers.

In line with the trend for a healthier lifestyle, Swensenõs 
was among the þrst to work with the Health Promotion 
Board (òHPBó) in its One Million KG Challenge. Swensenõs 
was appointed an ofþcial Healthier Dining Partner and we 
revamped our menu in July 2014 to offer diners more lower 
calorie and whole grains meal options. 

In addition to our extensive range of traditional ice creams, 
we launched a new range of þne gelato at Swensenõs ION 
Orchard in March 2014. In July 2014, Swensenõs introduced 
a unique Super Nasi Lemak sundae which was inspired by 

the creative minds of the winning team from the Nanyang 
Polytechnic - Swensenõs Ice Cream Competition þnale held 
in January 2014.
 
Ice cream cakes featuring Disneyõs animated movie, Frozen, 
were launched in June 2014 and proved to be a big hit 
with our customers. Ice cream log cakes featuring Disneyõs 
Frozen were also sold out weeks before Christmas in 2014. 

Increased emphasis was also placed on the look and feel of 
our restaurants in order to continually appeal to our dinersõ 
overall dining experience. The new generation Swensenõs 
restaurants offers a refreshed, updated and inviting ambience 
that has proven to appeal to our customers. In addition, we 
installed shop-front digital signage at all our Swensenõs 
and Earle Swensenõs restaurants to attract customers by 
showcasing videos and animated images of our products 
and menu offering. These have proven to serve as effective 
tools of communication at our points-of-sales.

Human Capital Development
Human capital continued to be a key contributor to operating 
costs within the F&B industry. This is an ongoing issue that 
the Group has had to address and will have to continue 
managing in the foreseeable future. We strongly believe that 
the key to effectively manage our human capital is to retain 
a core group of loyal and long serving employees and to be 
able to continue to attract locals into our workforce.

The key objectives of our staff development strategy were to 
enhance the effectiveness of our employees and to motivate 
and incentivise so as to improve staff retention. Achieved 
through constant training and motivational programmes, our 
staff development efforts translated into a better trained team 
of people who are proud of their jobs.
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Extending Our Reach
In the year under review, we continued to expand our 
geographical footprint into Singaporeõs highly populated 
heartlands. During the year, new Swensenõs restaurants 
opened their doors to the public at E!hub @ Downtown 
East and The Seletar Mall in August and November 2014 
respectively. 

In 2014, our efforts in engaging the online media, bloggers, 
inÿuencers and social media generated very encouraging 
results. Our number of Facebook fans rose more than 60% 
and online participation was further enhanced with the 
introduction of monthly contests using dedicated Facebook 
applications. Food tasting sessions for food, parenting and 
lifestyle bloggers has now formed an integral part of our 
communication efforts as inÿuencers play a critical role on 
where customers choose to dine. 

Further leveraging on the extensive reach of the digital 
platform, a commemorative e-album was published online 
comprising video snippets that feature customers and staff 
who have been an integral part of Swensenõs growth and 
development through the past 35 years. In addition, new 
Swensenõs mascots, Scoopies, were launched featuring þve 
ice cream characters, each with its own unique character 
representing a signature all-time favourite ice cream ÿavour. 
Customers celebrating birthdays at Swensenõs restaurants 
were treated to òselþesó or òweþesó taken with the Scoopies, 
reinforcing the Swensenõs brand as the place to celebrate 
and where òhappiness never meltsó.

Beyond Singapore, our regional footprint extended to 
Malaysia, Brunei and the Peopleõs Republic of China. We 
supported our franchise partners with continuous training 
in-market visits, and the sharing of product and marketing 
plans. We will continue to develop existing and new markets 
to further strengthen our brand awareness overseas.

Outlook
Despite an increasingly challenging operating environment, 
we remain committed to our core values of enhancing our 
customersõ dining experience.

The Group intends to selectively expand the footprint of 
Swensenõs and Earle Swensenõs in 2015. Going forward, 
there may be better opportunities as more supply of 
commercial space comes into the market. Our menus will 
also be revamped with a fresh new breakfast menu and kidõs 
menu.

The global outlook for 2015 continues to be uncertain. 
Sales opportunities may therefore be ÿat but the Group will 
endeavour to maintain its market share and to continue to 
achieve greater efþciency in all areas of our business.
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SEASON CONFECTIONARY & BAKERY AND 
SEASON’S CAFÉ

The Season brand dates back to the year 1975 when it began 
as a small bakery and cake shop in Taman Sentosa, Johor 
Bahru. Over the years, the brand has developed and is well-
known for its freshly baked cakes, bread, confectionery, 
quality pastries and its mooncakes, a must-have during the 
celebration of the lunar Mid-Autumn Festival. 

Backed by almost 40 years of rich operating history and 
experience, Season Confectionary & Bakery and Seasonõs 
Caf®s have become a well-known name with over 20 outlets 
strategically located within prime residential areas and 
popular shopping complexes across Johor Bahru city.

Review
For FY2014, Season Confectionary & Bakery achieved an 
increase in revenue of 8% over the preceding year, while 
Seasonõs Caf® recorded an increase of 7% over FY2013. Both 
business operations registered improved proþt contribution 
when compared to FY2013. 

During the year, our efforts to increase productivity by 
harnessing innovation and technology led to investments in 
new technologically advanced equipment and machinery. 
These investments in turn led to heightened productivity 
and an improvement in the quality of our confectionery and 
bakery products.

For Season Confectionary & Bakery, new cake ÿavours and 
bun varieties were introduced regularly to sustain the novelty 
of our product offerings and to keep our customers coming 
back. Our range of premium cakes continued to garner 
much appeal. In addition, our mooncakes received a facelift 
in order to target and draw our younger customers into 
the celebration of an otherwise traditional cultural festival. 
Our attractively designed and packaged Disney range of 
mooncakes featured well-loved Disney characters and 
enjoyed widespread interest from both the young and old.

Capitalising on the speed and reach of the digital platform, 
product launches and promotions during festivals such 
as the Chinese New Year and Mid-Autumn Festival offers 
were featured online. Our marketing efforts have proven 
to be successful. While traditional channels of marketing 
such as promotional leaÿets, discount coupons and press 
advertisements continue to be instrumental to our marketing 
initiatives, the digital medium has signiþcantly increased our 
mileage, especially with the younger demographic customers 
of Malaysia.  

Throughout FY2014, a host of marketing initiatives were 
implemented in order to increase our sales. At Seasonõs 
Caf®, we repeated the highly popular 1-for-1 and òMyDealó 
promotions, reþned our set and special menus, and rolled out 
the 39% discounts to celebrate Seasonõs 39th Anniversary. 
We also launched a new menu for the caf® in June 2014. 
These initiatives successfully enhanced our sales for the year. 
 
In the year under review, we continued to face challenges 
in our operating environment. Rising labour and rental costs 
continue to impact our businesses in Malaysia.

Outlook
Over the past few years, Season Confectionary & Bakery 
has continued to open new outlets across Johor Bahru as 
part of its expansion strategy. In April 2014, the brandõs most 
recent outlet opened at Setia Indah, at the heart of Iskandar 
Malaysia, Johor Bahru, and has already begun contributing 
to the Groupõs sales and proþt.

We anticipate that developments in the Iskandar area, such 
as the opening of Traders Puteri Harbour, Double Tree by 
Hilton and Angry Bird Themepark, as well as the expansion of 
LegoLand with Waterpark and Phase 2 of the Johor Premium 
Outlets, would generate new and exciting opportunities. 
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Looking ahead, our operating environment remains 
challenging. In mitigating these challenges, we will continue 
to strengthen our brand position by applying creativity and 
innovation to our menu, products and marketing efforts while 
seeking to expand our footprint. Operationally, we will spare 
no efforts in our continuous endeavours to achieve higher 
levels of productivity whilst continuing to invest in human 
capital and product development. 

TIP TOP CURRY PUFFS

Tip Top Curry Puffs began as a stall selling only curry puffs 
back in 1979. Over the years, its iconic ÿavour has grown in 
popularity and the Tip Top brand has became a well-known 
name. Its recipe features simple ingredients that combine to 
create a unique and traditional home-cooked ÿavour, well-
loved by many from across a variety of cultures and races.
 
Review
During the year, in our commitment to offer customers 
only the best, Tip Top focused on þne-tuning the quality of 
our puffs - both the pastry and þllings, to ensure long term 
consistency, true to its traditional recipe and aligned with its 
original taste.

In 2014, our efforts to expand our menu of product offerings 
resulted in the introduction of two new puff ÿavours - Chicken 
Tom Yum and Nonya Beef Rendang as promotional items. 
Both ÿavours were so well received by customers that we 
decided to keep them as regular offerings on our menu.

In creating a unique look and feel for the Tip Top brand, we 
have developed a new and updated brand image which has 
been applied to the faade and interior of our new outlets. 
For consistency and to reinforce our brand identity, we are 
currently in the process of integrating the design elements 
into our marketing collateral and at various consumer touch 
points.

In the year under review, marketing efforts for Tip Top include 
the launch of our new website www.tiptopcurrypuff.com. 

In the þnal quarter of FY2014, we undertook a public 
relations campaign targeted at food and lifestyle bloggers 
and managed to garner support from over 25 bloggers 
who mentioned the brand on their respective social media 
platforms. The focus of this campaign was to introduce our 
Nyonya Beef Rendang puff and to increase awareness of the 
Tip Top brand.

In December 2014, we leased a booth at the high-trafþc 
Takashimaya in Ngee Ann City where we promoted our 
signature chicken curry and sardine puffs by retailing them 
at a very attractive price. The response to this promotion was 
overwhelming.

In 2014, we successfully opened new Tip Top outlets at the 
strategic locations of One Rafÿes Place in the heart of the 
Central Business District (òCBDó) and Aperia Mall, a newly 
completed ofþce building incorporating a shopping mall 
located on the fringe of the CBD, ÿanked by the high volume 
of trafþc along Jalan Besar and the Kallang Bahru industrial 
area. 

Outlook
Moving into 2015, we opened 2 new outlets at Seletar Mall in 
the northern part of Singapore and Changi Airport Terminal 
3 Transit. We will continue our efforts in growing the Tip Top 
brand in Singapore.
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HIPPOPOTAMUS RESTAURANT 

Created in Paris, France in 1968, the Hippopotamus restaurant 
has gained a strong reputation for offering the widest selection 
of cuts from the popular Sirloin, Tenderloin and Rib Steak, 
to the rare Hanger and Skirt Steaks. Our Hippopotamus 
restaurant welcomes diners in a contemporary authentic 
Parisian setting. The friendly ambience is conducive for a 
relaxing meal, making Hippopotamus a choice gathering 
place for a hearty meal with family and friends.

In 2014, Hippopotamus continued to leverage on its 
expanded network of partners to reach out to customers. 
During the year, we also focused on expanding our menu to 
cater to a wider group of patrons. Despite the proliferation of 
steakhouses in Singapore, Hippopotamus has been able to 
reinforce its position within the market by promoting quality, 
unique steak cuts at affordable prices. 

GLORIA JEAN’S COFFEES 

Gloria Jeanõs Coffees was established over 30 years ago. 
Today, the brand is a global icon with outlets in over 20 
countries. Gloria Jeanõs Coffees serves coffee of premium 
quality using only premium hand-picked Arabica whole 
coffee beans roasted to a proprietary blend.

Faced with a very competitive coffee and caf® landscape, 
aggravated by the challenges of increased manpower and 
rental costs, we closed our Anson Road outlet at the end 
of December, leaving just one remaining outlet at Plaza 
Singapura mall. We will review the business environment 
before deciding on our next course of action. 

PROSPECTS

While Swensenõs and Season will continue to be the main 
drivers of growth, increased emphasis has been placed on 
Tip Top in 2014 and beyond, as management is conþdent 
there is yet untapped potential in this brand.

Moving forward, the Group expects the operating environment 
in the F&B industry to remain challenging. Besides strong 
competition, rising operating costs, in particular from rental 
and human capital, will continue to exert pressure on our proþt 
margin. The Group will remain focused on driving revenue, 
managing operating costs and improving productivity and 
efþciency. Where possible, we will explore the deployment 
of automation and innovation to help raise productivity 
and further improve efþciencies within our manufacturing 
processes.

In extending our reach, we will continue to consolidate the 
existing outlets and rationalise our product mix to better meet 
the expectations of our target customers. 

Efforts will be made to continually improve the faades and 
interior of our restaurants and retail outlets and strategically 
locate new ones where there is clear growth potential. 
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As the ABR Group grows from strength to strength over 
the years, we are always conscious that at the heart of the 
restaurants and F&B brands that we own and manage are the 
values of family, friends and community togetherness.

Giving back to the community is something we hold very 
dear to our hearts. As we continually create value for our 
stakeholders, we are keenly aware that there are many 
within our community who are less fortunate in a variety of 
ways and may not have much to celebrate. Over the years, 
our community building efforts have ranged from helping 
the less fortunate by enabling them to celebrate special 
occasions such as birthdays, to making education more 
easily accessible to those with special needs.

In the year under review, the Company once again took 
part in the Work Experience Program (òWEPó) organised by 
the Association for Persons with Special Needs (òAPSNó). 
The Company has been actively participating in this charity 
program since 2008 in which Swensenõs restaurants become 
the training ground for students aged 16 and above from 
Delta Senior School to experience real-life on-the-job training.

In close collaboration with Delta Senior School, Swensenõs 
set up an on-campus Swensenõs training caf® in July 2013 
to better prepare students for work by enhancing their 
employability. In 2014, we continued to render technical 
support and resources for the training caf®. In addition, 
graduates from Delta Senior School are also being employed 
at Swensenõs.

In 2013, the Company initiated the Metta òSchool-to-Work 
Programó, a student work attachment program whereby 
students are placed in a real work venue to train and prepare 
themselves for the economically active workforce. This 
program was once again conducted in 2014. On 20 January 
2015, the Company signed a Memorandum of Understanding 
with Metta School to extend our partnership to 20 Dec 2017.
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Since 2005, Swensenõs has been sending ice cream birthday 
cakes to children who are beneþciaries of Club Rainbow to 
celebrate their birthdays. In 2014, a total of 578 cakes were 
sponsored. Annually, Swensenõs sponsors Club Rainbowõs 
fund raising initiatives such as the Ride for Rainbows cycling 
marathon.

During the year, ABR continued to sponsor the Swensenõs - 
Nanyang Polytechnic Scholarship and the ABR Prize for Ngee 
Ann Polytechnic to beneþt needy and deserving students.

In April 2014, ABR was the þrst F&B chain to raise S$13,135 
from 35% of the sales of its Local Infusions range of sundaes 
to fund the SG50 Care & Share movement lead by the 
Community Chest. The proceeds were matched dollar-for-
dollar by the Government and will go towards supporting 
social services.

In August 2014, ABR and its business partners donated 
S$10,000 towards funding the various activities organised 
by Henderson Home which provides residential care for 

senior citizens. In addition, our staff volunteered to spend 
a fun-þlled afternoon on 29 August 2014 with the elderly 
residents of Henderson Home. The afternoon began with 
lunch at the grand opening of the Swensenõs restaurant at 
E!hub @ Downtown East. Following that, our staff volunteers 
accompanied their guests on their shopping spree, armed 
with complimentary NTUC FairPrice shopping vouchers. 

In December 2014, ABR collaborated with its business 
partners and various social organisations to raise funds for 
the Caregivers Alliance Limited (òCALó) which is the sole 
professional non-proþt organisation in Singapore dedicated 
to meeting the needs of caregivers of persons with mental 
illness. The Company also worked with intermediary social 
organisation, The Social Co., which is responsible for ò50 for 
50ó. The Social Co. matched the contribution of S$25,000 
raised by the Company and its partners, bringing the sum of 
the proceeds to S$50,000. This amount was further matched 
dollar-for-dollar by the National Council of Social Services, 
contributing a total of S$100,000 to CAL.






















































































































































































