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The 1980s saw the emergence
of developing regions, none
more so than South East Asia.
This development brought a
rising demand for construction
and laid the foundations for
Trepax Innovation. Director Paul
Greenhalgh gives Andrew Pelis
an insight into how the business
has evolved since Thailand’s
“Tiger economy” was born

hroughout the 1980s South East Asian markets
grew to such an extent that they earned the
label “Tiger economies”. One of the primary
beneficiaries of this period was Thailand, and
although the last couple of years of global economic
downturn have impacted the country, the effects have
perhaps been less severe than in other areas of the world.
“Wherever | travel in the world, | get a good reception
when people know that | am representing a company
from Thailand,” says Paul Greenhalgh, director at Trepax
Innovation. “People have a good impression of the country
and a perception of hard-working people that are very
service-oriented.” It is an image Greenhalgh says is both
accurate and a key selling point. “We definitely try to drive
home that point in our marketing and our customer service
focus is something that helps to define our business.”
Trepax is a specialist contractor, providing
waterproofing, flooring, concrete repair and corrosion
protection systems to a variety of customers across
Thailand and increasingly throughout South East Asia
and further afield. “We consider ourselves to be a turnkey
company as we design, supply and crucially install these
specialist systems for our clients,” Greenhalgh explains.
The company’s history dates back to the 1980s when the
economic boom in the region created huge opportunities
for a variety of overseas suppliers, as Thailand built an
industrial infrastructure that moved it beyond its more
traditional agricultural roots. The new approach created
an explosion of construction projects and at the time, the
country did not have enough skilled engineers who fully
understood how to use and install these specialist systems.
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“We started out in waterproofing, which is where the lower value markets exist, but at that time nearly all of
the products had to be imported,” says Greenhalgh. “Trepax identified a gap in the market, as the end user still
required installers with a technical capability, so we saw an opportunity to establish a contracting company with
a technical marketing bias.”

Englishman Greenhalgh joined the company around twenty years ago, having worked in the Middle East for
a major construction company and then finding his way to Thailand through work associated with Trepax. His
arrival saw the introduction of manufacturing from a 3,000 square metre factory in Bangkok, which directly
employs around 90 people. “We are an SME-type of company and in addition to our permanent staff, we work
with retained sub-contractors, so, depending on work loads, we could have up to 300 people working for the
business at any one time.”
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always onthelookoutfornew market opportunities.
“Our customer base is quite varied and we
provide services for anyone from McDonalds,
Coca-Cola and Exxon to BMW. Our business is
growing progressively and we are always looking
to increase our share of regional markets. Our
current plans are to acquire more equipment to
increase our capacity to support this. That and
the building of overseas partnerships is a key
challenge for our company, to ensure we have the
capacity to support our growth in these areas.
“Our business model is very different from
our competitors,” he adds, “most of whom are
multinational corporations that produce the
materials but do not have the support services
to install the product, so they rely on outsourcing
where they lose control of quality. We are more
interested in quality and we market ourselves
as a contractor with integrated manufacturing
services. That means we avoid the all too common
disputes between the installation contractor and
the product manufacturer. We can deal with these
problems internally and can quickly ensure that
the customer is satisfied with what we deliver.”
The biggest operational challenge, Greenhalgh
says, is managing the labour intensive logistical
processes associated with the transition from
manufacturing to a front-ended installation business
with manufacturing support. “It requires a lot of
organisation to bring the product from the factory
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floor to the installation area and a lot of skilled
resources to deliver the final installed product to our
standards of professionalism and quality.”

The global economic downturn has had
some impact on the business, with automotive
manufacturers in particular suspending some of
their projects, but Greenhalgh says the recovery
has been relatively quick, and Trepax has seen its
turnoverincrease during 2010 due to its diversified
customer base.

This provides a solid foundation for expansioninto
new areas. “We work throughout South East Asia
and this summer we opened a new manufacturing
site in Hanoi,” says Greenhalgh. “This is a joint
venture project with a local partner and we are also
looking to set up similar ventures in Malaysia and
the Middle East next year. The project in the Middle
East is very exciting and we hope that this site will
allow us to grow and service developing markets
such as Iraq, Lebanon and Syria as well as other
established countries in this region.”

Closer to home he says that there is still plenty
of opportunity within Thailand. “This is still very
much a developing country and there are lots of
opportunities here; we have won many projects in
the established industrial and commercial centres
and are looking to penetrate other growing areas.
One of the burgeoning markets for us next year
will be hotels and residential developments where
there has been a clamour for new innovative
interior decorative systems. This is a new market
we will be looking to enter in 2011.”

Greenhalgh has just come back from a visit
to the Democratic Republic of the Congo where
Trepax has a contract, deploying a 40-man team
to supply and install protective linings to a copper
mine expansion project there. It gives him the
perfect opportunity to re-iterate his opening
gambit. “Everywhere you go, people recognise
Thai workers for their customer focus and high
level of industry.” www.trepax.co.th @
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