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It's not unusual for foreign visi-
tors to do souvenir shopping 
such as key chains, fridge mag-
net, postcards, just to name a 

f e w w h e n v i s i t ing Ma lays i a . 
Although the country is not known 
for it, among the top pick for sou-
venir shopping here is chocolates. 

This was noticed by former travel 
agent, CT Teng, w h o saw it as a 
bus iness o p p o r t u n i t y not to be 
missed and decided to venture into 
making chocolates. 

Of course, the road towards start-
ing a business is never easy. For 
Teng, one of the first obstacles he 
faced was not getting the suppor t 
he had hoped for. Many close to 
him advised against selling choco-
lates due to the country 's warm cli-
mate, among other reasons. 

"At the time, chocolates weren ' t 
really big in the marke t yet, and 
they were definitely not a type of 
p roduc t that signifies Malaysia," 
explains one of Teng's daugh te r s 
and now executive director of the 
company, Queenie Teng. 

However, his persistence paid off 
w h e n he finally found a business 
partner that was willing to support 
his business. From 2005 to 2008, 
Teng opened a series of cocoa bou-
tiques in Kuala Lumpur, Pahang 
and even all the w a y to Penang. 
Eventually, his family joined h im 
in his journey to grow the business. 

In attempts to further expand the 
chocolate empire, the Teng family 
decided to rename their business 
from Cocoa Boutique to a name that 
can capture the unique story behind 
the founder ' s vision with a distinct 
personality that appeals to people 
a r o u n d the wor ld . At first the 
thought of naming it after the patri-
arch's musical idol, George Harrison, 
with a twist but decided to incorpo-
rate the letter 'T' f rom Teng, bring-
ing to life the name Harriston. 

By 2009, Harr is ton first opened 
its first outlet at Jalan Inai, Kuala 
Lumpur, followed by the establish-
men t of its f irst m a n u f a c t u r i n g 
plant known as TSC Chocolate lo-
cated at Mah Sing Industrial Park, 
Sungai Buloh. 

Now, wi th his t w o d a u g h t e r s 
manning the front of the company, 
both Queenie and TSC Chocolate 
CEO Wei Tzyy are aiming to bring 
the c o m p a n y to n e w heights by 
br inging innova t ive f l avours of 
chocolate into the market. 

Flavours of Malaysia 
According to Queenie , her fa ther 
was the first Malaysian to ever pair 
chocolates with durian, which sig-
nificantly affected the local choco-
late scene. Today, in every airport 
and around most of the tourist spots 
th roughou t Malaysia, you wou ld 
be able to find dur ian f lavoured 
chocolates as o ther chocolat iers 
adopted the idea as well. 

In cont inuing their fa ther ' s lega-
cy, the two sisters are constantly 
work ing on add ing n e w flavours 
to the b rand ' s collection. In efforts 
to bring u p signature local flavours 
and introducing them to the taste 

b u d s of f o r e i g n c u s t o m e r s , 
Harriston creatively capitalises on 
the diversity and agriculture prow-
ess of the country. Among some of 
the ingredients that are already be-
ing used in their chocolates include 
coffee, coconut, ginger, chilli pow-
der and even curry powder , offer-
ing over 150 varieties of un ique 
chocolate flavours. 

Harr is ton has also collaborated 
with Barry Callebaut, a world-lead-
ing chocolate manufac turer based 
in Swi tze r l and to m a r k e t and 
launch the industry-shaking ruby 
chocola te for the f irs t t ime in 
Southeast Asia and hence, fur ther 

We want to 
put Malaysia 
back on the 
map. That's 
why we are 
encouraging 
local cacao 
planters to 
produce high 
quality cacao to 
help bring up 
the chocolate 
market in the 
country."' 
— Queenie 

s o l i d i f y i n g i t s i n n o v a t i v e 
endeavour. 

At the moment , Barry Callebaut 
is Har r i s ton ' s main suppl ie r for 
high quality chocolates that allows 
the company to keep on doing what 
it does best. 

"We buy the chocolate blocks from 
them and with it, we do what we're 
good at: infusing Malaysian flavours 
to chocolate. That is our strength," 
says Queenie , citing Harr i s ton ' s 
company tagline 'Unique Malaysian 
Chocolate Experience'. 

With visions of appea l ing to a 
more aff luent target market , the 
Teng sisters established Harriston 
Chocolatier in 2018, which is exclu-
sively available at the outlet in The 
Line, Kuala Lumpur . Har r i s ton 
Chocolatier offers fine chocolates 
that features excellence ingredient 
combinations and food pairings for 
chocolate lovers. 

During an experiential interview 
with MALAYSIA SME®, the two sis-
ters cont inue to passionately ex-
plain about the brand , the outlet 
and the products available there. 
Harriston Chocolatier offers a num-
ber of unique and creative products 
f r o m t h e b r a n d , i n c l u d i n g 
Malaysia 's first Cacao Tea. Made 
f rom cacao husks or the 'shell' that 
holds cacao nips (which is the raw-
est fo rm of cacao), the Cacao Tea is 
still considered very new in the 
market and is in limited supply for 
the t ime being. 

"Usually, other companies in the 
trade would simply throw away the 

husk since they think that it no 
longer serves a purpose . Without 
realising it, the husks can be a by-
product in itself and reusing it re-
duces any unneeded wastage," Wei 
Tzyy explains, a d d i n g that they 
might consider mass producing it 
if the produc t is well received in 
the market. 

A 'single origin' 
Apart from Cacao Tea, both Queenie 
and Wei Tzyy agrees that the com-
pany ' s star p roduc t is its Single 
Origin series. While sampling the 
different variat ions of the Single 
Origin chocolates, Queenie elabo-
rates on the story behind the mak-
ing process. 

"We emphas i se on us ing na tu -
ral f l avou r s for o u r chocola tes , 
which is why the Single Origin se-
ries doesn ' t conta in any kind of 
chemical or synthetic f lavourings. 
W h e n you no rma l ly b u y choco-
lates, you w o u l d expect t hem to 
taste the same every single t ime 
you buy it because they have a 
s t a n d a r i s e d rec ipe . For S ingle 
Or ig ins , the bar you buy today 
w o n ' t taste the same even if you 
b u y the exact s a m e b a r nex t 
week ," Wei Tzyy explains. 

On this, Wei Tzyy elaborates that 
the difference in flavours are caused 
by many varying factors, f rom the 
location of the cacao trees, the con-
ditions of the soil, the alt i tude and 
even f rom the number of fruits that 
the trees bear, among others. 

The best thing about the Single 
Or ig ins is that all the cacao is 
sourced locally and the chocolates 
are even n a m e d after the specific 
area the cacao or ig inates f rom, 
n a m e l y Ti t iwangsa , R a u b a n d 
Hulu Selangor. 

According to Wei Tzyy, Malaysia 
used to be one of the top ranked 
cacao p roduc ing countr ies in the 
wor ld , expor t ing approximate ly 
250,000 tonnes of cacao annually. 
Now, she states that Malaysia is 'not 
even on the map any nore ' since ca-
cao planters shifted their focus on 
palm oil as it became a more lucra-
tive industry in comparison. 

She reveals that Harriston is also 
working closely with the Malaysian 
Cocoa Board to contr ibute in up-
skilling the cacao planters to close 
the revenue and supply gap. 

On this, her sister Queenie says, 
"We wan t to put Malaysia back on 
the map. That 's why we are encour-
aging local cacao planters to pro-
duce high qual i ty cacao to help 
br ing u p the chocolate market in 
the country." 

Current ly hailed as the largest 
homegrown chocolatier, Harr is ton 
has served more than eight million 
customers wor ldwide for the past 
13 years with five f lagship stores 
s trategical ly s i tuated in tour is t 
spots a round the nation, iiwua 

Wei Tzyy and Queenie 

Examples of Harriston chocolates 
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