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WRITING original songs takes skill, vulnerability and an
earforpoetry.At22,BethYapseemstohaveall three,hav-
ing chosen the difficult path of writing and arranging
countless original songs over simply doing covers.

She recently released Beauty For Ashes, her debut al-
bum of self-penned melodies, which went to No 1 on
Singapore’s iTunes and Apple Music Top 200 R&B/Soul
songs charts in just three days.

Yap will also be performing her own song at this year’s
SHINE Festival, an annual event in July that celebrates the
potential of youths in Singapore. She is one of 96 young
people selected for the SHINE x *SCAPE Talent Develop-
ment Programme, which pairs aspiring performers with
mentors in the business to create works specially for the
festival.

Yap’s mentor is 27-year-old singer-songwriter Charlie
Lim, who wants to nurture young talents who might help
to grow the local music industry.

“Teaching has always been a passion of mine,” Lim
says. “I help these kids through struggles that I also had.”

He sees young artistes facing obstacles in everything
fromthecreativeprocess tosocialpressures inapragmat-
ic country.

“Singingandsongwritingcanalsoberathersolitarypro-
cesses and these young artistes need every bit of support
they can get,” Lim adds.

Yap hasn’t been short of support once her family got
over their initial misgivings.

“My mother wanted me to go down the conventional
junior college route,” she reveals. “But when I told her that
I would be just surviving and not truly thriving, she sup-
ported my decision to study music technology at Singa-
pore Polytechnic.”

Yap had enough “O” Level points to enter junior col-
lege, but took the path less-travelled by pursuing her mu-
sic ambitions. She became a full-fledged musician in the
polytechnic, joining bands and writing songs for them.

“I was always making up songs as a child,” she laughs.
“Even about subjects such as going to my grandmother’s
house.”

Despite these early forays into music, she never
thought she could write her own lyrics or compose origi-
nal melodies professionally.

It was in polytechnic that she experimented with song-
writing, a process that came to her “naturally”.

Yap’s lyrics have always sprung from a deep, personal
place.Heralbum’s title trackwaswrittenata “low point” in
her life and she composed it to encourage herself. “It is
about hope,” Yap explains. “Music is my form of catharsis.
I don’t intentionally dig deep, but my experiences shape
my writing.”

The song she has written for SHINE Festival is also per-
sonal, based on the way she sees people neglecting rela-
tionships for material gains.

“We work very hard at the things we do, but this song
remindsus tochoosepeopleover mere things,” shenotes.

Indeed, Yap’s song captures the essence of what SHINE
Festival hopes to achieve, which is to highlight the strug-
gles and ambitions of the young.

David Chua, chief executive officer of National Youth
Council, explains that SHINE allows youths to express

their “high hopes and dreams, their potential to realise
them and resilience to overcome adversity”.

To fulfil these lofty ambitions, Lim advises young ar-
tistes to work on their craft and do shows and open mics.

“Just put yourself out there without fear of criticism,”
he suggests.

“Being an artiste is both selfish and selfless. Art comes
from a very personal place but at the same time it works
because paradoxically, it is universal.”
� SHINE Festival will take place from July 1 to 3 along
Orchard Road

THE Bordeaux 2015 en
primeur campaign
closed last Monday, with
the announcement of the
en primeur price of Châ-

teau Lafite 2015 at 420 euros (S$640)
per bottle! Notwithstanding the price,
it would not be a surprise if it was not
instantly snapped up!

History of Bordeaux
en primeur
Before the practice of en primeur
sales, it was very difficult for the wine
trade in England to purchase Bor-
deaux wines from the Châteaux while
they were still maturing in barrel. It
was not till the 1982 vintage that the
modern Bordeaux en primeur cam-
paign began, and it was to a large ex-
tent the publication at the same time
of Robert Parker’s report on Bordeaux
1982 in his wine periodical The Wine
Advocate, which helped to get it go-
ing. (I had thegood luckthatmyinter-
est in wine began in 1983, spurred by
reading his report.)

First, a quick explanation of the
“Bordeauxenprimeurcampaign”. It re-
fers to the brief campaign during the
periodof Juneannually,whentheBor-
deaux Classified Growths announce
the “opening prices” of their most re-
centvintage, in thiscase the2015vin-
tage.

The opening price refers to the
priceperbottle (to theBordeauxnego-
ciants) of their wine when it is finally
bottled and released two years later.
(Châteaux do not sell direct to private
customers, except to a select few of
their best friends.) The Bordeaux ne-
gociants then release their “opening
prices” to their trade customers (wine
merchant firms) in England and Eu-
rope, who in turn release their
(marked-up) prices to their private
customers. There are therefore two
“mark-ups” between Chateau price
and price to end-customers or “pri-
vate consumers”.

Opening prices are payable within
a specified period (well before the
wines are released), usually within
three to six months. The wines are re-

leased from the Châteaux two years
after the vintage, that is, in mid-2017,
and are ready for collection/shipping
soon after that, usually in the second
half. As shipping costs are not includ-
ed in the opening prices, there is an
additional cost to pay when the wines
are collected/delivered.

En primeur prices are usually an-
nounced at the beginning of June and
are over by the end of the month.
That 420 euro Château Lafite Roth-
schild, priced at the close of the 2015
en primeur campaign last Monday, is
being offered for S$720 in Singapore.

It was the 1982 vintage which real-
ly marked the beginning of the popu-
larity of the en primeur campaign. In
the April/May 1983 issue of Parker’s
Wine Advocate, the 1982 wines were
widely reviewed (and scored). There

was an immediate escalation in both
end-consumer interest as well as final
retail prices for the wines, especially
those with scores in the high 90s, and
especially for the100-pointers. (I hap-
penedtobefortunate inthat Iwaspro-
pitiously encouraged to start my pri-
vate collection with the 1982 en
primeur vintage. Pure luck.)

Why buy en primeur?
The most cogent reason is that it en-
ables the wine-lover/collector to pur-
chase the best (or personal favour-
ites) at opening prices, thus making
not inconsiderable savings from buy-
ing on retail release.

The second and perhaps more im-
portant reason, in some cases, is that
it enables purchase of the vintage’s
best or favourite wines at opening
prices. Thus for instance, while the

price of a bottle of Lafite at S$720
may appear very expensive, it will be
considerably higher when purchased
two years down the road.

What if one buys later after the
wines are released for retail sale? In
light of the preceding paragraph, it
will be clear that buying later may
mean that one’s favourites are also
others’ favourites, and have therefore
been bought up. No stock left!

Also buying en primeur ensures
that you receive/collect your wines
soon after release and are therefore
able to store them under ideal condi-
tions thereon, ensuring that they ma-
ture properly and fully. Wines pur-
chased en primeur and properly
stored also fetch the best re-sale (and
auction)pricesbecauseof theirprove-
nance history.

There is also a commercial reason

for those who use wines as their in-
vestmentvehicle. The final retail pric-
es for Bordeaux Châteaux after the en
primeur campaign may show consid-
erable increases commensurate with
the quality of the vintage.

And this is where the scores of
Wine Advocate, Wine Spectator, and
Stephen Tanzer come in. A score of
100, particularly by Wine Advocate,
immediatelysetsapremiumonthefi-
nal retail price. I have noted a marked
increase in pricing as soon as any
wine obtains a Wine Advocate
100-point score. (This is another rea-
sontobuysuchwines–onedoesitbe-
fore thescoresare announced inWine
Advocate.)

What of the future?
The Bordeaux market virtually col-
lapsed in 2011 due to the poor vin-

tageandalso to theunfavourableeco-
nomic situation in China, at the time
the biggest market for Bordeaux
wines. The poor 2011 vintage fol-
lowed two highly successful vintages
in 2009 and 2010.

The depression in the Bordeaux
market finally began to show strug-
gling signs of recovery late last year,
so the timing of the 2015 vintage and
Bordeaux 2015 en primeur campaign
could not have been more propitious.

The key question? What of the fu-
ture? That depends on whether suffi-
cient rationality and common sense
return to the Bordeaux market. The
answer and the responsibility lie with
the Châteaux.

We shall see.

Favourite buys of 2015
futures
Pauillac:
Châteaux Pontet Canet, Pichon Baron,
Lynch Bages, Pichon Lalande; Mouton
Rothschild, Lafite Rothschild

Saint-Julien:
Châteaux Leoville Barton, Langoa Bar-
ton, Leoville Poyferre

Margaux:
Palmer, Rauzan Segla, Margaux

Saint-Estèphe:
Cos d’Estournel, Montrose

Graves:
Haut Bailly, Domaine de Chevalier
rouge, Domaine de Chevalier blanc,
Pape Clement rouge, Pape Clement
blanc, Haut Brion, Clarence de Haut
Brion, La Mission Haut Brion

Saint-Emilion:
Figeac, Angelus, Carillon d’Angelus,
Ausone, Chappelle d’Ausone

Pomerol:
Vieux Château Certan, L’Eglise Clinet;
Clinet, Conseillante, l’Evangile, Laf-
leur, Le Pin

Lalande Pomerol:
La Fleur de Bouard, Le Plus de la Fleur
de Bouard

CRYPTIC CROSSWORD Helping young artistes through their struggles

Jury’s still out on future of Bordeaux

“Music is my form of catharsis. I don’t intentionally
dig deep, but my experiences shape my writing,”
says Yap. PHOTO: RAPHAEL ONG

The Bordeaux
2015 en primeur
campaign closed
with news that
the en primeur
price of Château
Lafite 2015 was
420 euros (S$640)
a bottle. Wine
lovers who buy
at this time make
big savings from
the price of these
wines at
commercial
release.
PHOTO: AFP

Across
1 In court, long for prestige (6)
5 Al Capone’s panic around

France, oddly (8)
9 Disobedient in playing outside

barn (13)
10 Fertiliser coming as a result

of dog’s dinner? (4,4)
11 St Andrew’s cross, left out –

that’s supposed to be funny
(6)

12 Fliers fail, possibly, lacking
the ultimate in moral fibre (6)

14 Carol’s about to tolerate bad
language (8)

16 Fire it off after a quiet drink
(8)

19 Checks test initially adopted
by German cars (6)

21 Burst balloon (4,2)
23 Dutch shoe protecting flimsy

socks, say (8)
25 Tyrannical writer from Italy

changing sides halfway
through (13)

26 Hide from animal, wielding
sabre in front of family (8)

27 Has a go at literary
compositions (6)

Down
2 American state song about

area cut short (7)
3 Virgin eschews top speed (5)
4 Bill left on slate possibly for

seasoning (5,4)
5 Almost certain advantage is

more than is needed (7)
6 Fool – crossing motorway

must be wrong! (5)

7 Basset drinking coffee is given
praise (9)

8 Church getting over new
name and indication of rank
(7)

13 Two original elements in
schnapps, perhaps (9)

15 With flag raised, make a
speech and disappear (9)

17 Punter’s beginning on beer,
beer and beer (4,3)

18 Story resulting from conflict
with no end to war (7)

20 Catch up with African
organisation youth leader’s
right to occupation (7)

22 Lay down and drink (5)
24 Hard, when accepting the

Italian’s salutes (5)

YESTERDAY’S SOLUTION

Across: 1 Gleam, 4 Calm
down, 8 Easiness, 9
Pheasant, 11 Turnout,

13 Roofscape, 15 Clean as a
whistle, 18 Entertain, 21
Keep fit, 22 Playlist, 24
Aperture, 25 Exciting, 26
Lotus.

Down: 1 Great-uncle, 2
Enshrine, 3 Mandolin, 4
Cusp, 5 Morass,

6 Ottawa, 7 Neat, 10 Hood wink,
12 Trespass, 14 Eye witness,
16 Integral, 17 To a fault, 19
Tragic, 20 Relent, 22 Pine, 23
Tang.

� Telegraph Group Limited, London

Lim mentoring Yap as part of the SHINE x *SCAPE
Talent Development Programme. PHOTO: NATIONAL
YOUTH COUNCIL

Poor vintage virtually tanked the market in 2011 after a good 2009 and 2010. Signs of recovery emerged only late last year. BY NK YONG
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