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YOUTUBE ADS IN MALAYSIA DOMINATED BY SEASONAL ADS

G
oogle Malaysia has released the YouTube Ads Leaderboard 
for the first half of 2018. It represents the top 10 ads 
Malaysians watched on YouTube through a combination of 

popularity and promotion. The half year list is almost completely 
dominated by seasonal ads, capturing various moments from two of 
Malaysia’s important festive celebrations – Hari Raya Aidilfitri and 
Chinese New Year. The crown for the most popular ad goes to Astro 
Gempak’s comedic short film that tells the dilemma of a fashionable 
deliveryman during Hari Raya. 

SECURITIES COMMISSION INVITES REGISTRATION FOR EQUITY 
CROWDFUNDING AND PEER-TO-PEER FINANCING OPERATORS

T
he Securities Commission of Malaysia (SC) has announced that 
it is inviting parties interested to operate equity crowdfunding 
or peer-to-peer financing platforms to submit applications for 

registration with the SC. Applications must be submitted to the SC latest 
by 7 September 2018. The Guidelines on Recognised Markets outline the 
requirements for registered platforms, duties and responsibilities of an 
operator, and the type of issuers and investors who can participate in such 
activities. As of June 2018, the SC has registered seven equity 
crowdfunding operators and six P2P financing operators. These platforms 
have benefited more than 300 SMEs to raise a total of RM118 million 
through more than 1,000 successful campaigns.

M ercedes-Benz Malaysia has retained its position as the 
leading luxury car brand in Malaysia, with delivery of 
6,790 vehicles in the first half of 2018, a 15 per cent 

increase over the same period last year. This translates to a 
market share of 2.5 per cent, recording an improvement of 0.2 

per cent from the first half of 2017. Among the highlights are 
Mercedes-Benz’s locally produced range of C-, E-, and S-Class 
cars, which collectively recorded a total of 4,322 units sold, 
while the compact A-, B-, GLA, and CLA-Class cars recorded a 
total of 996 units sold. 

MERCEDES-BENZ MAINTAINS PREMIER LUXURY CAR BRAND POSITION IN MALAYSIA
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APAC SME EXPORTS RECORD 254% GROWTH OVER PAST FOUR YEARS

T
he number of SMEs exporting to other regions is up 254 per 
cent over the past four years with 71 per cent now exporting 
beyond APAC, new research has shown. Commissioned by 

FedEx, the research also shows that patterns of imports and exports into 
and out of the region have changed with a significant increase in 
imports and exports within the Asia Pacific region over the past three 
years. The contents of imports and exports by APAC SMEs are evolving 
as well, with professional services and designs now making up a 
considerable proportion, which suggests an increasingly prevalent 
borderless online marketplace today.

AIAC LAUNCHES DESIGN AND BUILD CONTRACTS

T
he Asian International Arbitration Centre (AIAC) has 
launched a suite of Design & Build Standard Form of 
Contracts, tailored for the Asian construction industry. The 

first of its kind in Asia, the standard form contracts address common 
issues in the construction industry, such as cost and schedule overruns, 
termination of a contractor, and ensuring continuity of work. 
Customisable and free to use, the contracts were drafted by an Expert 
Advisory Committee, chaired by Datuk Prof Sundra Rajoo who is also 
the Director of AIAC.

T he Malaysian Cabinet has given the LRT3 project the 
green light, after revising and rationalising the initial 
cost estimate. The final cost has been reduced by 47 

per cent to RM16.63 billion, translating to a saving of 
RM15.02 billion. The LRT3 line is planned to stretch from 

Bandar Utama to Klang, with a completion date in 2024, 
extended from 2020 to further reduce construction costs. The 
project will also be restructured from a project-delivery-partner 
(PDP) model to a ‘fixed price contract’ with the joint venture of 
MRCB and George Kent.

MALAYSIA GIVES GO AHEAD FOR LRT3 PROJECT
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C hinese telecommunications firm ZTE and the United 
States Department of Commerce have reached a deal 
to allow ZTE to resume trading in the US. This 

comes after the US Commerce Department issued a trade ban 

on ZTE after the firm was discovered to be violating a US trade 
embargo with Iran. Among the conditions for the lifting of the 
ban was the paying of a US$1.3 billion fine by ZTE, and 
replacing its entire senior management board. 

ZTE AND UNITED STATES REACH AGREEMENT TO LIFT BAN

AMERICAN EXPRESS FILES PATENT FOR BLOCKCHAIN TECHNOLOGY

C
redit card giant American Express has filed a patent 
application for blockchain-based proof-of-payment 
technology. The filing details a system which uses connected 

smart devices to perform actions which service a paying customer. It 
mentions the recording of transactions in a tamper-proof blockchain. 
The blockchain-powered platform is expected to approve or decline 
payment requests. These transactions would happen on the blockchain, 
while the payment transfers would be done between the senders’ and 
receivers’ digital wallets.

SINGAPORE ECONOMY EXPANDS AT SLOWER PACE IN Q2

T
he Singaporean economy expanded 3.8 per cent year-on-year 
in the second quarter of 2018, lower than economist 
expectations of 4.1 per cent growth, according to Ministry of 

Trade and Industry. This was also down from the 4.3 per cent 
expansion in the first three months of the year. Manufacturing growth 
remained the key driver, but slowed to 8.6 per cent, down from 9.7 per 
cent in the previous quarter. All clusters in the sector expanded in the 
second quarter, with the electronics and biomedical manufacturing 
clusters contributing the most to the sector's growth. Services also saw 
slower growth at 3.4 per cent, down from 4.0 per cent the previous 
quarter. Growth was supported primarily by the finance and insurance, 
and wholesale and retail trade sectors.
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DELOITTE COMBINES GEOGRAPHIES TO CREATE DELOITTE ASIA PACIFIC

D
eloitte has announced that its geographies in 
Australia, China, Japan, New Zealand and 
Southeast Asia are coming together to create 

Deloitte Asia Pacific. This will allow for greater investment and 
focus on an increasingly interconnected Asia Pacific economy. 

Together, the five geographies are expected to generate a 
combined investment of US$321 million over the next three 
years. The new structure will come into effect on 1 September 
2018, and the five geographies collectively will have almost 
44,500 professional employees.

SINGAPOREAN SMES SEEK MORE OPPORTUNITIES  
FOR INTERNATIONAL TRADE

M
ore than three quarters of Singaporean SME respondents 
participate in some form of international trade, according to 
a survey report released by the Association of Chartered 

Certified Accountants (ACCA). However, 43% of SMEs they would 
still like to receive more information and support about new 
opportunities to so internationalise, suggesting there is further room 
for growth. The report identified that the most commonly identified 
barrier to international trade among Singaporean small businesses 
was competition. Respondents further felt that the most helpful 
measures for enabling more SMEs to participate in global trade were 
providing more information or support on trade opportunities and 
securing improved or new trade agreements.

EPICENTRE EXITS FROM APPLE RETAIL AND ONLINE SPACE

E
piCentre Holdings announced that they will be selling their four 
EpiCentre stores and online store in Singapore to Elush (T3), 
which runs Apple reseller chain, iStudio. The sale will see 

EpiCentre give up their rights to run the Apple Authorised Reseller and 
Apple Premium Reseller business in Singapore. EpiCentre has blamed 
competition from other Apple Premium Retailers and the Apple store at 
Orchard for the divestment, while concentrating its efforts on its beauty, 
wellness, and lifestyle arm. EpiCentre is still operating as an Apple 
Authorised Reseller in Malaysia. 
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H ong Kong’s Securities and Futures Commission (SFC) 
has introduced rules that will require offenders that 
commit malpractice in corporate takeovers to 

compensate investors. Previously, the SFC could only ban 

companies or individuals from trading in the local stock market if 
there was any wrongdoing. This will bring the Code on Takeovers 
and Mergers and Share Buy-backs in line with international 
standards practised in markets such as London and Singapore. 

HONG KONG SECURITIES REGULATOR TIGHTENS TAKEOVER RULES

STANDARD CHARTERED ISSUES BULLISH OUTLOOK FOR INVESTORS

S
tandard Chartered’s Wealth Management Group has issued a 
bullish outlook for investors in the second half of 2018. The 
advisory issued by the group continues to strongly favour 

equities over corporate bonds and cash, as yields typically outperform 
other instruments in the late stages of an economic cycle. However, 
diversification of investments is also advocated as timing the end of the 
economic cycle is proving to be difficult. Ensuring consistency with 
one’s appetite for risk and including investments that should offset 
losses in the event of a sustained equity market sell-off are key.

CHINA, UNITED STATES TRADE PUNCHES IN ECONOMIC WAR

T
he US and China on Friday launched tit-for-tat tariffs on 
each other's imports, the opening shots in what Beijing called 
“the largest trade war in economic history” between the 

world's top two economies. At the stroke of midnight Washington 
time, the US pulled the trigger on 25 per cent duties on about $34 
billion in Chinese machinery, electronics and high-tech equipment, 
including cars, computer hard drives and LEDs. The foreign ministry 
in Beijing said retaliatory measures “took effect immediately” with 
state news agency Xinhua confirming there were also 25 per cent tariffs 
on an equal amount of goods.
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S ime Darby Property Bhd has appointed former Bank 
Negara Malaysia governor Tan Sri Dr Zeti Akhtar 
Aziz as its new chairman. Zeti, also presently the 

Group Chairman of Permodalan National Bhd (PNB), succeeded 

Tan Sri Abdul Wahid Omar who resigned from the board on 
June 30, 2018. As a member of the Council of Eminent Persons 
that advises the Malaysian Government, she is also the first 
female chairperson in Sime Darby Property history. 

ZETI AKHTAR AZIZ APPOINTED AS SIME DARBY PROPERTY CHAIRPERSON

CHINA LAUNCHES PROBE INTO STAINLESS STEEL IMPORTS

C
hina’s Commerce Ministry said it has launched an anti-
dumping probe into imports of stainless steel billet and 
hot-rolled stainless steel sheet and plate from the European 

Union, Japan, South Korea and Indonesia. The move follows a complaint 
by Shanxi Taigang Stainless Steel, with backing from four other mills 
including Baosteel’s stainless steel division, it said. China imported 
703,000 tonnes of those products in 2017, up almost 200 percent from a 
year earlier, with 98 percent coming from the regions targeted by the 
investigation.

MYANMAR COMPANIES LAW TAKES EFFECT IN AUGUST

T
he new Myanmar Companies Law will take effect on 1 
August 2018. This new law is intended to be consistent with 
international best practice and replace the century-old 

Myanmar Companies Act of 1914. Improvements to the new law 
include consistency in administration of foreign companies, 
simplifying corporate governance, and facilitating SME business in 
Myanmar. The new law was drafted with technical aid provided by the 
Asian Development Bank, aiming to uplift domestic and foreign 
investments, develop the capital markets of the country and improve 
the private sector.
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J apan’s SoftBank Group Corp’s Vision Fund is seeking 
to invest almost $1 billion in SenseTime Group Ltd, a 
Chinese facial recognition technology developer, as 

reported by Bloomberg. The fund, created by SoftBank Group 

Corp, and SenseTime are still finalizing terms of the deal and the 
details could still change, sources said. SenseTime is one of a 
host of local startups at the forefront of Beijing’s goal of making 
the country the world leader in AI by 2030. 

SOFTBANK TO INVEST IN CHINESE AI FACIAL RECOGNITION STARTUP

VIETNAMESE LOCAL RIDE-HAILING APPS 
STRUGGLE TO COMPETE WITH GRAB

V
ietnamese ride-hailing businesses are still struggling to grab 
market share even after the departure of Uber from Southeast 
Asia and complaints about the top ride-hailing app Grab. 

After Uber’s exit, Vietnamese apps TaxiGo, Vivu, T.net, Xelo and Vato 
were set up to compete with Grab. But they have failed to attract as 
many passengers, mostly due to lack of advertising and promotions. 
Furthermore, due to lack of cars and drivers, users of local ride-hailing 
services often have to wait longer than Grab users.

LAOS CALLS FOR INVESTMENT IN SAVAN SENO SPECIAL ECONOMIC ZONE

0
nce the neglected economy of Southeast Asia, newly 
reopened Laos has called for investors to invest in the newly 
set up Savan Seno Special Economic Zone. The economic 

zone is located on Highway 9 connecting Vietnam, Laos and Thailand 
on the East-West Economic Corridor, linking with China in the north 
and Cambodia in the south through Highway 13. Taking advantage of 
this strategic location, the economic zone covers more than 1000 
hectares. Businesses investing in the economic zone will enjoy tariff 
preferences such as tax exemption for 2-10 years and preferred customs 
clearance for all imported materials for production to export. 
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MALAYSIA INTERNATIONAL 
JEWELLERY FAIR

3–6 AUGUST 2018
KUALA LUMPUR CONVENTION CENTRE
mijf.com.my

T
he Malaysia International 
Jewellery Fair (MIJF) is 
well-recognized as one of 

the most significant and vital jewel-
lery trading hubs within the South-
east Asia region. This platform for 
business opportunities is consistent-
ly granted with support and ac-
knowledgement from the global jew-
ellery associations, delegates and 
professional buyers. Displaying the 
region's finest jewellery collection 
from diamonds, pearls, jade, gem-
stones, precious metals, and pre-
cious stones, jewellers from around 
the world will gather at MIJF for the 
opportunity to explore the Malay-
sian market.

INTERNATIONAL MALAYSIA 
LAW CONFERENCE

14–17 AUGUST 2018
ROYALE CHULAN KUALA LUMPUR
imlc2018.com

T
he theme for this year’s 
International Malaysia 
Law Conference is Rais-

ing the Bar: Innovate. Integrate. Em-
ulate. Highlighting innovations that 
will impact the legal community, and 
emulating innovative trailblazers 
that will mean the difference be-
tween extinction and survival, this 
year’s IMLC encapsulates the goal of 
empowering lawyers in the domestic 
and international spheres, to meet 
the modern challenges of interna-
tionalisation of legal services, as well 
as arming them to seize opportuni-
ties as they arise.

On social media 24/7, content at 
their fingertips, selective and deci-
sive – welcome to the world of to-
day’s youth. The most accessible 
generation, yet marketers are strug-
gling to capture their short attention 
span and fluctuating tastes. Join this 
2-day conference to hear how lead-
ing brands get into the minds of to-
day’s 16-25-year olds and stay 
plugged in with the latest youth 
trends. Deep dive into youth values 
and attitudes and navigate the ins 
and outs of their digital consumption 
habits. Find out how to create fresh 
and authentic content that the young 
crave. Discover best practices in so-
cial media engagement, influencer 
marketing and co-creation to grab 
and sustain youth attention.

HONG KONG HIGH END 
AUDIO VISUAL SHOW

10–12 AUGUST 2018
HONG KONG CONVENTION 
AND EXHIBITION CENTRE
audiotechnique.com/av-show

T
he Hong Kong High End 
Audio Visual Show is the 
biggest audio-visual event 

in East Asia. Organised by Audio-
technique Magazine, audio-visual 
companies will showcase their elec-
tronics and products, from famous 
high-end AV brands to niche brands 
catering to specific needs, from all 
over the world such as Europe, the 
United States, Japan, Hong Kong 
and Mainland China. With more 
than 130 exhibitors and over 25,000 
visitors every year, the show features 
audiophile culture at its peak.

THAI INTERNATIONAL TRAVEL FAIR

9–12 AUGUST 2018
QUEEN SIRIKIT NATIONAL  
CONVENTION CENTER, BANGKOK
titf-ttaa.com

O
rganised by the Thai Trav-
el Agents Association 
(TTAA), the purpose of 

this event is to help promote Thai-
land’s tourism industry and provide 
the tourists with new tour programs, 
both domestic and international. In 

addition, it is also organised to pro-
mote the air travel industry, out-
bound tourism as well as other types 
of jointly promoted tourism for in-
centive groups by travel companies, 
tourist attractions and airlines. 

SHARED SERVICES & 
BPO WEEK PHILIPPINES

13–16 AUGUST 2018
MAKATI SHANGRI-LA, MANILA
ssophilippines.iqpc.sg

G
iven the remarkable 
growth of the shared ser-
vices industry in the Phil-

ippines, it is now ever more impor-
tant for BPO companies to move 
higher up on the value chain provid-
ing services of exceeding value, 
while retaining their competitive ad-
vantage. After successfully imple-
menting robotic process automation 
(RPA) and intelligent automation, 
BPO companies are now looking to 
scale up their RPA projects, and es-
tablish governance to continue to 
reap the benefits of automation. The 
Shared Services and BPO Week 
Philippines seeks to address these 
challenges as well as explore how 
you can fast-track your shared ser-
vices and embark on new initiatives 
for continuous business growth.

VIETFOOD & BEVERAGE

8–11 AUGUST 2018
SAIGON EXHIBITION AND  
CONVENTION CENTER
hcm.foodexvietnam.com

T
he VietFood & Beverage 
expo will see significant 
trade promotion within 

the food and beverage industry. The 
sectors that will be displayed include 
agriculture and maritime products, 
nutritional and pharmaceutical food, 
food processing machines and 
equipment, packing and food preser-
vation, as well as food franchises. 
Sideline events will be held in col-
laboration with associations, includ-
ing the Vietnam Association of Re-
tailers, Ho Chi Minh Food and 
Foodstuff Associatio, Vietnam Bev-
erage Association, and the Young 
Business Association.

SMART MANUFACTURING 
TECHNOLOGY EXHIBITION 
& CONFERENCE

15–18 AUGUST 2018
MALAYSIA INTERNATIONAL TRADE AND 
EXHIBITION CENTRE, KUALA LUMPUR
smex2018.com

P
resenting itself as an In-
dustry 4.0 summit, SMEX 
brings together promi-

nent industry leading speakers from 
all over the world to give their views 
on the latest in the manufacturing 
industry. From ICT infrastructure, 
to IoT in manufacturing, and special-
ised tools in specific industries, 
SMEX aims to showcase the increas-
ing digitalisation and innovation in 
the manufacturing space.

20TH ANNUAL SME CONFERENCE

15–16 AUGUST 2018
SUNTEC CONVENTION CENTRE, SINGAPORE
smeicc.org

O
rganised by the Singapore 
Chinese Chamber of 
Commerce and Industry, 

the 20th Annual SME conference 
focuses on being a leader, disruptor, 
and challenger in today’s market-
place. How can you converge and 
align your resources and people to 
your best-fit strategy? What pockets 
of opportunities hiding in crevices or 
lying in plain sight can you exploit? 
Featuring a keynote by Singapore’s 
Minister of Finance on the digital 
economy, the expo is a 3-in-1 event 
that converges business, learning, 
solutions showcase and networking, 
in a single powerful platform over 
two days.

YOUTH MARKETING & 
ENGAGEMENT CONFERENCE

27–28 AUGUST 2018
THE RITZ-CARLTON, SINGAPORE
conferences.com.sg/events

C
an’t wrap your head 
around today’s youth? 
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APPLE CONNECTED TOOTHBRUSH 

E
verything seems to be connected these days and it seems our simple tootbrush has not been let off the hook either. 
Colgate’s own E1 electronic toothbrush offers real-time feedback on all your brushing zones and is exclusively 
available for iOS devices. The teeth sweeper is Bluetooth-connected with handle sensors that evaluate your daily 
teeth brushing over time and then offering long-term advice on perfecting your dental care. Finding sifting through 
teeth brushing data broing? There’s even a game called “Go Pirate” to keep younger users (or maybe even you) 

interested in keeping your teeth in good shapes, gaining coins the longer you brush. 

BY 
NIGEL 
YAP

TWO-FACED SMARTWATCH 

W
e’re pretty used to the single face/screen of a 
watch but Mobvoi’s TicWatch Pro has decided to 
turn our heads when it comes to the 
conventionality of watches. While it looks like it 
has a conventional single screen like most 

smartwatches, it actually has two! Like any typical 
smartwatch, this Wear OS device will do the usual like send 
notifications your way, tracks steps, and lets you pay for things 
using NFC. However it’s when it’s idle that its uniqueness 
comes into play as a low-power FSTN LCD atop the OLED 
takes over. This can extend its battery life to two full days of 
usage, along with being actually possible to see in sunlight. 

ALEXA POWERED AIR ANALYSER   

W
ith haze season round the corner in this part of 
the world, we’d really need to take good care of 
our lungs. The thing is while we can get away 
from the outside air, it seems the indoors aren’t 
that safe either. Which is where Awair comes 

in. This beautifully designed, walnut encased device analyses 
indoor air and gives details like temperature, humidity, 
carbon dioxide, chemicals and fine dust levels. It’s compatible 
with Alexa and Nest and even has an app that provides tips, 
notifications and even sleep reports!
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RETURN OF THE MOBILE KEYBOARD  

R
emember a time when we actually liked having a physical keyboard on our mobile phones? You can now relive those days 
as the BlackBerry is back, this time with their Key2. As you’d expect of a BlackBerry, it comes with a physical QWERTY 
keyboard, complete with a built-in fingerprint scanner and a new Speed Key, which you can customise for quick access to 
various apps and functions.
        There’s a decent screen too as it has a 4.5in touch display. It’s everything a constantly travelling business person 

would want and then some as it also features a dual rear camera setup. These 12MP cameras offer better white balance, faster autofocus 
and improved stabilisation, and the new Optical Superzoom and Portrait modes make it a more than capable option for anyone on-the-
go. Don’t expect your old BlackBerry OS though as its now running on Android 8.1 Oreo.

AI CONTROLLED DRONE  

H
aving a drone is all fun and games  
(and maybe a bit of work) but the problem 
with them is they’re just not smart 
enough. Mystic, seems to have found a 
way to rectify that issue with their own AI-

powered drone. The Mystic’s robo-brain lets it react 
quickly to customisable gesture controls, as well as 
automatically recognise and lock onto its owner. Flick 
it into Safari Mode, meanwhile, and it’ll call upon its AI 
and machine learning skills to identify people or 
animals in order to train its 12.3MP 4K camera on 
them. It comes with a relatively short 300m Wi-Fi range 
(extendable to 800m with a relay) but, at 30 minutes, 
its battery life is one of the best on the market.

POCKET FRIENDLY HIGH PERFORMANCE FUJI  

W
ith mobile phones taking over old point and shoots, it’s rare 
to see compact cameras in the market anymore. That hasn’t 
stopped Fujifilm though as they’ve introduced their new 
XF10. The point and shooter is likely to catch the eye of 
anyone looking for system camera-level performance without 

shelling out system camera-level prices. It comes with a 24MP APS-C 
sensor paired with a fixed 18.5mm f/2.8 lens. This helps keep costs down 
without impacting on picture quality. 4K video is limited to 15fps, but the 
inclusion of Fujifilm’s 11 film simulation modes is pretty sweet too.
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THE EDUCATION INDUSTRY IS UNDERGOING SOME 
DISRUPTIVE TRENDS AND HERE’S WHAT THEY ARE
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F
     

or years the education 
industry has had a more 
or less winning formula, 
one that has seen the 
education industry grow 
and track across the 
horizon. In recent times 
however, there’s been 
some developments in 
the education industry 
that has come to disrupt 
that smooth growth. 
        The rallying cry 
among many higher-
education startups is 
“disrupting” the industry 
as we know it. Some of 
the education sector’s 
most celebrated and best-
funded startups focus on 
providing alternatives to 
traditional postsecondary 
education, or challenging 
traditional approaches to 
higher education.
        Sure, there are 
aspects of the education 
industry that seems 
worthy of disruption, 
and they do face serious 
challenges: flat enrolment 
trends and demographic 
headwinds; appropriate 
concerns about debt levels 
and increasing costs; 
and growing numbers of 
struggling institutions. 
But the intense focus on 
“disruption” as a guiding 
principle often overlooks 
that delivering higher 
education is a large, 
diversified, and resilient 
market.

BY 
NIGEL 
YAP
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What’s more, over the next decade the global 
market for higher education is forecast to 
grow by many millions of students each 
year, on the strength of rising middle classes 
and respected and still growing value of 
traditional degrees internationally.

TECHNOLOGY THE BIGGEST DISRUPTER
It’s no denying that the education industry 
is at a digital crossroads. A bigger shift 
is underway in how higher education 
operates in a world that is increasingly 
digitised. Educational institution leaders 
are increasingly willing to work with 
technology and services partners and 
various “enabler” firms that are much 
more integrated into their operations—not 
only at the margins of their value chain, 
but at the core. 
        As much as there are exciting 
businesses to be created by challenging the 
dominance of colleges and universities, 
there is also significant value for students, 
institutions, entrepreneurs, and investors in 
the building of technologies and firms that 
augment, enable, and evolve the provision 
of higher education in the 21st century.
        Educational institutions in countries 
like Malaysia have also seen how 
technology disrupted the industry and 
themselves are preparing their institutions 
to fully leverage on these disruptions.
        “The advances in technology have 
generated a new approach to education 
especially in the area of online learning. 
As the trend to online learning continues 
to grow we have to explore how we can 
best utilise technology to ensure our 
continued existence as a quality provider 
of education. We are therefore currently 
exploring new technologies available and 
how we can best use them,” says Dr. Sajilal 
Divakaran, CEO cum Prinicipal of FTMS 
College of Malaysia.
        So what sort of technologies are 
threatening to “disrupt” the traditional 
education industry?

01. VIRTUAL REALITY
So far VR is about gaming and 
entertainment. But it combines the best 
of in-person and online education in 
an immersive experience. This is a very 
realistic and cheap way to visit unthinkable 
scenarios. Think the inside of a star, the 
mechanisms of a complex machine or the 
streets of a lost city.
        For example Microsoft's Hololens is 
already being used by medicine schools. It 
allows students to visualize the functioning 
human body in 3D. Apps like VRChat are 
also being used to teach virtual classes.

        For now the penetration of these tools 
in Higher Education is still low. Even in the 
US, the birth ground of these technologies, 
few classrooms have VR tools. But this 
will soon change. Some forward-thinking 
universities are already experimenting with 
this technology. 

02. COLLABORATION PLATFORMS
Videos, presentations and forums integrate 
education materials from different sources 
in different formats. This makes learning 
easier and social. As a result these 
platforms are fueling collaboration among 
Higher Education centers.
        Education and innovation consortium 
NMC's 2015 Higher Education report 

points to this trend. A growing number of 
institutions collaborating in technology, 
research and shared values.
        They do this by forming local and 
international strategic alliances and 
consortia. But these partnerships have 
to be relevant and beneficial for all 
participants. The report mentions Open 
Cloud Consortium (OCC) as a successful 
example of this. This entity enables 
professors and researchers to share vast 
amounts of data.
        The departments at the university are 
in constant consultation, and the head of 
the faculty monitors changes in workload 
and evaluates its impact, while the staff 
discusses concerning workloads and 
reports any difficulties and variations.
        This faces deans and academic 
directors with important challenges. On 
one hand collaboration is key for benefitting 
students trough innovation. And at the 
same time they need to collaborate to 
nurture local academic ecosystems.
        The internet is the great facilitator 
of collaboration in Higher Education. 
The reason? It eliminates geographic 
boundaries hindering local and 
international collaboration between 
students and teachers.
        They aren't mainstream yet, but 
several platforms are making student 
collaboration easier:
        That is why the workload of teachers 
is constantly revised and recorded to 
ensure that the staff is neither over nor 
underworked. It is important for universities 
to run curriculum and syllabi consultation 
processes with permanent and non-
permanent faculty members, to assess both 
the student and the teacher’s workload.



23

03. MOOCS
While some of the wind has gone out of 
the sails of the massive open online course, 
or MOOC, movement, make no mistake 
about it: MOOCs are still a force to be 
reckoned with. Whether they will continue 
to be called MOOCs over time remains 
to be seen, but some form of “massive” 
online courses seems almost bound to 
be a permanent part of the educational 
landscape. For many institutions, MOOCs 
may represent both a way to effectively 
serve their broader market and to attract 
new members. 

 04. MOBILE LEARNING
By 2025, the first true mobile natives will 
enter higher education – those, who were 
born after the arrival of the first IPhone. 
This may mean an entirely new approach 
to the way learning is managed and 
teaching is conducted.
        By using portable computer devices 
with wireless networks, teaching and 
learning becomes mobile. The devices, 

SOURCE: NEWGEN ENTERPRISE.
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THE 
ADVANCES IN 
TECHNOLOGY 
HAVE 
GENERATED A 
NEW APPROACH 
TO EDUCATION 
ESPECIALLY 
IN THE AREA 
OF ONLINE 
LEARNING.

DR. SAJILAL 
DIVAKARAN, 
CEO CUM 
PRINICIPAL OF 
FTMS COLLEGE 
OF MALAYSIA

such as IPads, tablets, smartphones 
and laptops, all allow for the learning 
environment to move beyond the 
traditional classroom.
        One example of using mobile learning 
remotely is the project EduApp4Syria. In 
this international innovation competition, 
two open source smartphone apps were 
sourced with the intention of helping 
children in Syria. The aim is to support 
them in learning how to read Arabic and 
to increase their wellbeing by providing a 
structure to their life through education.
        Even within the classroom, mobile 
learning provides new possibilities. 
Instead of the traditional essay, educators 
can assign students small assignments in 
different formats, like audio and video, 
exhibiting how they retain the course 
content in different ways than a 2000-
word essay. They can also easily create 
presentations for use in the classroom, 
utilising different media to further support 
their address on the subject.

BEYOND THE TECHNOLOGY DISRUPTION
Perhaps one of the most intriguing 
frontiers is the blurring boundaries 
between higher education and the 
workforce, as institutions seek to better 
deliver on career outcomes for students – 
but will need to rely on private industry for 
competency-oriented software, project-
based learning platforms, credentialing 
technology, and deeper integration 
between job skills and curriculum.
        These new approaches will continue 
to surface a number of strategic and 
often existential questions for education 
institutions leaders and policymakers—
as new constructs, legal entities, and 
institutional models are spawned, and 
long-standing notions of governance, 
institutional identity, and ownership and 
liability are tested. 
        In this new landscape, colleges and 
universities remain in the driver’s seat—but 
they must be careful to assess and consider 
their core competencies.
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        “On another note, getting the younger 
generation to appreciate the value from 
training will also prove to be quite a challenge; 
many of the current graduates believe that 
obtaining a degree is sufficient. What they 
don’t realise is that universities are giving 
them theoretical knowledge but they will need 
the field experience and vocational training 
skills that the training industry can provide 
and equip them with,” he continued.
        That isn’t the only concerns that the 
training industry has though. 
        “Challenges facing our sector are 
ongoing and relentless - from an overcrowded 
supply of service providers, vendors and 
education institutions, which then results in 
a lack of Quality Control across the board, 
among the many knock-on effects. With the 
new government, widespread and thorough 
changes will be coming our way, affecting both 
education and training sectors among others,” 
say Compass Mind Asia’s Sherin.
        With those differences in challenges 
between the education and training industry, 
they still do share some similarities when it 
comes to trends and K-Pintar’s, K. Thiagaraja 
sees that. 
        “If we are talking about disruptive 
trends in the industry, I would say that the 
training and education industry are crucially 
affected.  These industries share a similar 
disruptive trend but although both online 
and traditional learning have the same end 
goal, both possess significant differences 
in the approach they take, setting them 

D
isruption in the 
education industry isn’t 
just limited to institutes 
of higher learning like 
colleges and universities, 
the training and human 
capital development 

industry shares many of the same challenges 
that the education industry is when it comes to 
technological disruption. Like digital education 
for example.
        “Digital learning is an area that has 
been disrupting the industry for the past few 
years in a big way, and we see this is a good 
thing. We have formed strategic partnerships 
with experts in the area, including a world-
renowned institution,” according to Sherin 
Callay, Executive Director of Compass Mind 
Asia Sdn Bhd.
        And while there are nuances that set the 
two apart, they ultimately share one common 
goal, which is the education and betterment of 
the people that enrol in their courses.
        For K-Pintar, they are acutely aware of 
the disruption they face. According to their 
Founder and. CEO, K. Thiagaraja, aside 
the challenges that new learning technology 
brings, there are still other concerns. 
        “Training providers need to focus on the 
kind of training that the market needs. They 
also need to revisit their current offerings and 
be prepared to invest in demand and market-
driven programmes,” he said

distinctly apart,” Thiagaraja says
        According to him, while many students 
and the existing work force believe that they 
can solely depend on online platforms as their 
source of knowledge, and although the virtual 
interaction from online platform is convenient 
and easily accessible to many, the smart 
learner will learn to strike the right balance. 

TO THAT, COMPASS MIND ASIA’S SHELLY 
ALSO AGREES: “Online/Digital Learning is 
an area that will continue to facilitate learning 
and development in the years to come. It 
remains to be seen whether the traditional 
method of face-to-face, classroom learning 
sessions will continue to be relevant in the 
years ahead – but our belief is that a blended 
learning approach between digital learning 
and face-to-face sessions are critical to ensure 
holistic and sustainable growth,” she says.
        Thiagaraja says that while digital learning 
has its advantages, the traditional method 
should not be overlooked either. Physical 
interaction has its advantages: direct contact 
with facilitators provides learning through 
immediate feedback; participation is readily 
encouraged and there is high potential for 
networking and social interaction with peers. 
        Similarly he says, online learning has its 
own benefits too. In order to leverage on this 
trend, blended learning can incorporate the 
best of both worlds to achieve real, meaningful 
results, to support the learner, the industry, 
and the nation in upskilling, reskilling and 
multi-skilling initiatives. 

"THE EDUCATION AND 
TRAINING INDUSTRY SHARE 

A SIMILAR DISRUPTIVE 
TREND BUT ALTHOUGH 
BOTH ONLINE AND 
TRADITIONAL 
LEARNING HAVE THE 
SAME END GOAL, 
BOTH POSSESS 
SIGNIFICANT 
DIFFERENCES IN 
THE APPROACH 
THEY TAKE, 
SETTING THEM 

DISTINCTLY APART."

K-PINTAR  
FOUNDER AND CEO,  

K. THIAGARAJA

"OUR BELIEF IS 
THAT A BLENDED 

LEARNING 
APPROACH 

BETWEEN DIGITAL 
LEARNING AND 
FACE-TO-FACE 
SESSIONS ARE 

CRITICAL 
TO ENSURE 

HOLISTIC AND 
SUSTAINABLE 

GROWTH."

SHERIN CALLAY, 
EXECUTIVE 

DIRECTOR OF  
COMPASS MIND 

ASIA SDN BHD
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ROBIN 
LI

DRIVING 
THE AI REVOLUTION



COMPILED BY 
ONG 

XIANG HONG

DRIVING 
THE AI REVOLUTION

I
n 1992, when Robin Li applied to a computing 
graduate-school program in the United States, 
the interviewing professor asked him: “Do you 
have computers in China?” The question left 
Li stunned. From this, he vowed to 
demonstrate that China has a powerful 
computer industry.
        And that is exactly what he did. In 2000, 
Li founded Baidu. It grew into a search engine 

that is second only to Google in popularity worldwide. Its market 
share of 80 per cent makes it the world’s fourth most popular website. 
Valued at US$60 billion, its presence in China is rivalled only by fellow 
behemoths Alibaba and Tencent. Aside from search results, Baidu Maps 
directs every motorist in China, Baidu Baike rivals English Wikipedia for 
sheer encyclopaedic content, and Baidu Fanyi allegedly provides more 
accurate translation than Google’s competing Translate service. 
        While Baidu may be seen by many as a cheap knockoff of 
Google, its progress now has Mountain View losing sleep. Baidu’s 
offerings are now arguably more polished and more innovative 
than Google’s, but available only in China. Furthermore, with the 
best brains in China working for its AI project, Baidu has set its 
sights on computing’s next frontier – intelligence equal to that of a 
human. Some US$1.2 billion of Baidu’s US$9 billion revenue over 
the first three-quarters of 2017 was put back into R&D, according to 
published accounts – much of it into AI. 
        China too, is itself marching towards the future of AI. Russian 
President Vladimir Putin recently said that whoever masters AI 
will become “ruler of the world.” Last year, China’s State Council 

issued a Next Generation Artificial Intelligence 
Development Plan to become the “premier global 
AI innovation center” by 2030, when it predicts 
China’s core AI industry will be worth US$148 
billion, with AI-related fields at US$1.48 trillion. 
And Baidu intends to take full advantage of the 
coming world of AI.
        In this issue, SME discovers the journey of 
Baidu and Robin Li, from humble beginnings, to 
seeing off the mightiest American giant, and the way 
forward in China’s hypercompetitive environment.

ON AI: 
“In human 

history, humans 
invented tools, 

and then had 
to learn how to 

use them. In the 
future, devices 

will need to 
learn human.”



COMPUTING’S PRODIGAL SON
Robin Li was born in Shanxi Province to a 
family of factory workers. His high school 
had only five computers for 1,800 pupils, 
so teachers prioritised their usage for the 
students with the best scores in mathematics. 
Li was a naturally bright and hardworking 
student, and therefore he got plenty of 
computer time. It was here that he fell in love 
with computing, describing them as ‘magical’.
        Li’s stellar results landed him a 
coveted place at Peking University to study 
information management, earning him a 
Bachelor of Science degree. He subsequently 
obtained a postgraduate degree in computer 
science at the State University of New York 
at Buffalo. Li then worked for the Wall 
Street Journal as a software engineer. There, 
Li developed the Rankdex site-scoring 
algorithm, for which he was awarded a US 
patent. This technology formed the basics for 
the Baidu search engine.

BIRTHING BAIDU
The name Baidu (百度) literally means ‘a 
hundred times’, or alternatively, ‘countless 
times’. It is a quote from the last line of the 
classical poem ‘Green Jade Table in The 
Lantern Festival’ (青玉案•元夕), where it 
said: “Having searched hundreds of times 
in the crowd, suddenly turning back, she is 
there in the dimmest candlelight.” (众里寻他
千百度，蓦然回首，那人却在灯火阑珊处。)
        Together with co-founder Eric Xu, Li was 
inspired to start an Internet company after 
meeting with Yahoo co-founder Jerry Yang 
in 1999, at the height of Yahoo’s popularity. 
Looking for seed money, they pitched their 
business plan to Bob King, a stalwart of the 
Silicon Valley investment community who put 
early money in Oracle and Intel. 
        With US$1.2 million in seed money, 
Li and Xu started Baidu’s first office, which 
was located in a hotel room, opposite the 
Peking University campus where Li studied. 
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The first version of Baidu was worked 
on by a professor and five students. In its 
early days, Baidu wasn’t modeling itself on 
Google. Indeed, Li’s Rankdex algorithm 
was developed earlier than Larry Page 
and Sergey Brin’s PageRank system, which 
formed the backbone of Google. Li and 
Xu were much more interested in being 
the next Inktomi, a U.S. firm that powered 
search on other Web portals and was 
eventually acquired by Yahoo in 2002 for 
US$235 million.
        Rather than host an independent site, 
Baidu licensed its search index to Sina and 
Sohu.com, then the dominant portals in 
China, and charged them each time a user 
conducted a search. Busy copying Yahoo’s 
portal business model, those companies 
didn’t realize search’s potential. Those 
relationships frayed immediately, however, 
since the number of search queries—and 
licensing fees owed to Baidu—were constantly 

ON FAST-
MOVING 

MARKETS: 
“The market 

is fast-moving, 
fast-growing. 

Things that are 
true today may 

not be true 
tomorrow.”



33

growing. People 
involved in Baidu’s 
early operations 
recall that Sina 
delayed a payment 
while demanding to 
renegotiate its search 
deal. Warming to 
Baidu’s power, Li 
temporarily cut Sina 
off, infuriating the 
larger portal.

FIGHTING OFF THE 
AMERICAN COLOSSUS
By 2004, with a search 
engine of its own, 
Baidu was allowing 
advertisers to pay to 
appear at the top of 
related search results, mimicking a model 
pioneered by an American company called 
Overture. Baidu was newly profitable 
and its traffic, along with China’s Internet 
population, was skyrocketing. Even the 
entry of Google into the Chinese market 
could not stop Baidu. In 2005, Baidu had 
over 40% of Chinese search traffic at that 
time, compared with its American rival’s 
30%. By the time Google withdrew from 
China in 2010, Baidu had 75% of Chinese 
search traffic, while Google had shrunk to 
just in the teens.
        For years, Baidu really had a better 
product – it was better able to parse 
sentences in Chinese. Baidu also put more 
sales people on the ground to talk to 
advertisers and demonstrated a better grasp 
of Chinese tastes. Baidu’s other products 
include various services such as Baidu 
Zhidao, a Q&A service; Baidu Tieba, a 
popular bulletin board; and Baidu Baike, 
a made-in-China alternative to Wikipedia. 
Like Google, Baidu is a verb: to search, 
users click on a box that says “Baidu It.” Li 
took the best of what America was doing, 
and added Chinese characteristics. Baidu 
is certainly no copycat – indeed much of 
its success is owed to differentiation and 
knowing the market better than 
the competition.
        Google was indeed defeated handily 
in the marketplace, without needing the 
Chinese government to help out. The Chinese 
market, as big as it is, is ultracompetitive 
with new entrants into the market all the 
time. Decisions need to be made very quickly, 
and the problem with Google’s was that its 
decision making was a world away in the 
United States. Unable to respond and make 
painful decisions, Google first ceded its 
lead in China to Baidu, then subsequently to 
Baidu’s former partners Sina and Sohu.

BECOMING HUMAN
With the maturation of the Chinese Internet 

market, China’s 
online landscape is 
dominated by three 
players: Jack Ma’s 
e-commerce giant 
Alibaba, the social-
media conglomerate 
Tencent, and 
search-engine 
behemoth Baidu. 
Similar to Amazon, 
Facebook and 
Google in the US, 
these three rivals 
are waging the 
war for hearts and 
minds of China’s 
1 billion Internet 
users. 
        While Robin 

Li’s Baidu leapt ahead with its first-to-
market search engine, it’s hard to maintain 
a lead position in China’s ultracompetitive 
market. More than any other nation, China is 
embracing the mobile Internet like no other. 
As Tencent and Alibaba deftly managed their 
switch to mobile, Baidu has been left lagging 
behind, struggling to catch up ever since.
        To find a new path to dominance, 
Li has steered Baidu to invest in AI. Li is 
betting that Baidu will come to dominate 
the future of AI, in China and beyond. 
While American companies were the first 
to invest in AI, and first to introduce both 
the new technologies and the resulting 
products, China is spearheading investment 
in this field, rivalling the world’s leading 
developed nations by spending 2.1% of 
its US$11.2 trillion GDP on research and 
development. Li is optimistic that China 
can stake a claim to AI dominance, even as 
it arguably still plays second fiddle to US 
companies in terms of pure innovation. 
        While it is still 
unclear how AI will 
reshape our lives, it is 
clear change is coming. 
Those best positioned to 
deliver that change, and 
reap the spoils it will 
inevitably introduce, 
are those that master 
and advance the 
underlying technology. 
That’s where Baidu is 
competitive. Baidu has 
substantial computing 
brawn, a suite of 
AI-powered services 
called Baidu Brain, and 
a fast-improving voice 
assistant platform called 
DuerOS. Li has boasted 
that Baidu’s Internet-
based AI technology is 
superior to Google’s, 

able to do reverse image searches more 
effectively, translate entire documents more 
accurately, and parse traffic patterns for 
Baidu Maps more precisely than Google’s 
equivalent offerings.
        Baidu’s biggest advantage is one of 
place and time. Li is introducing his strategy 
within a culture that has few ethical hang-ups 
around AI development. In the West, where 
people are concerned about the biases with 
which we program our algorithms and the 
speed at which they’ll disrupt traditional 
career paths, new technology emerges more 
slowly. In China, it’s the reverse: there’s 
public pressure for companies to move as fast 
as possible. 
        Then there’s the raw fuel that powers 
the algorithms: data. There are close to 
731 million people online in China, well 
more than double the number of connected 
Americans. When those millions search and 
watch videos and make payments, they leave 
a digital trail of information powerful enough 
for any AI researcher to drool over.
        Baidu’s jewel in the AI crown is the 
Apollo project, aiming at introducing self-
driving cars on the road by 2021. Partners for 
the project include big names in automotive 
engineering like BMW, Ford, Honda, and 
China’s own Geely Automobile Group. In 
fact, Baidu is so confident in the race to 
develop autonomous vehicles, that it has 
established the Baidu Intelligent Driving 
Group US in Sunnyvale, California to test out 
its vehicles, a major step if it wants to break 
into the US market.
        Recruiting engineering rock stars like 
Qi Lu and Andrew Ng to reshape Baidu, 
Li is betting big on AI, and even bigger on 
autonomous driving. Li estimates that he 
spends 40 per cent of his time managing 
this effort. The developments in autonomous 
driving can also be applied to other areas 

of deep learning 
and AI, making it a 
powerful testbed for 
AI breakthroughs. 
Furthermore, the 
Apollo project is 
open software. Baidu 
is hoping to do for 
autonomous vehicle 
manufacturers what 
Google’s Android 
did for smartphone 
makers: create an 
environment in which 
anyone has a shot 
at building a good 
product.
        No one is asking 
Li if there are any 
computers in China; 
they are asking him how 
computers can become 
human. 

ON THE MOBILE 
INTERNET: 

“I refused to do  
a lot on mobile 
Internet until 

around 2009. But 
because we didn't 
start early, it took  

us some time to 
figure out what's  

the important  
thing, what's the 

most relevant  
thing for Baidu.”

ON BAIDU’S 
COMPETITIVENESS: 

“Sooner or later,  
you will see a China-
based company that 
really has a global 

impact, and I think 
Baidu has a chance to 
become one of those 

companies. We should 
be able to compete on 

a global basis.”
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S
MEs are the backbone of the 
Malaysian economy. They 
comprise over 98 per cent of 
companies registered in Malaysia 
and provide the bulk of jobs, 
economic growth, and innovation 
in the nation. Under the 
government’s SME Master Plan, 
it is planned to increase SME 
contribution to the nation’s total 
GDP to 41 per cent by 2020, up 
from the current 37 per cent.
        Currently, SMEs in Malaysia 
depend on bank loans and other 
debt financing instruments to 
fuel expansion and grow their 
business. However, the financial 
crisis of 2007-2008 revealed that 
bank financing is not a reliable 
source of financing, especially 
during periods of systemic stress. 
Moreover, regulatory measures 
taken after the crisis, such as 
strengthened rules on capital 
requirements, create additional 
challenges on the financing 
of SMEs through bank loans. 
Consequently, the need for 
diversified funding sources for 
SMEs is growing.
        In Malaysia, 96 per cent 
of SME financing comes from 
the banking sector, while less 
than 4 per cent comes from the 
capital markets. In this vein, 
Bursa Malaysia introduced the 
Leading Entrepreneur Accelerator 
Platform (LEAP) market in 2017. 
Efficiency and transparency are 
at the heart of its administration, 
with reduced barriers to entry and 
lower compliance costs.

BY 
ONG XIANG

ONG
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The LEAP market is an alternative platform 
for SMEs to raise funding and gain access to 
capital markets. For sophisticated investors 
on the other hand, it is a new source of 
investible companies. All companies 
incorporated in Malaysia, with a clearly 
identifiable business, are eligible to list on 
the LEAP market. It is open to companies of 
any size, including startups. However, the 
suitability of the company for LEAP market 
listing will be determined first by their initial 
listing adviser, then by Bursa Malaysia. SOURCE: SMECORP

THE SME FUND 
RAISING ECOSYSTEM 

IN MALAYSIA

Approving 
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Public 
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Securities 
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 capitalisation
 Infrastructure 
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shareholders)

ACE MARKET

Bursa 
Malaysia

Securities 
Commission 
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 3 years  
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Advisers + 
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 or operating 
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4 years

10%



WHO IS A SOPHISTICATED INVESTOR?
A ‘SOPHISTICATED INVESTOR’ IS DEFINED UNDER SCHEDULES 6 AND 7 TO THE CAPITAL MARKETS AND SERVICES 
ACT 2007. INVESTORS ARE CATEGORISED AS:

   Accredited investors

   High net-worth entities

   High net-worth individuals

EXAMPLES OF SOPHISTICATED INVESTORS INCLUDE:

   unit trust schemes, prescribed investment schemes or private retirement schemes

   an individual whose total net personal assets exceeds RM3,000,000 or equivalent in 
   foreign currencies

   a corporation with total net assets exceeding RM10,000,000 or equivalent in foreign 
   currencies based on last audited accounts

A TALE OF TWO IPOs

SOURCE: CHENG & CO CHARTERED ACCOUNTANTS

IPO (8 November 2017)

Market value RM35 million 
Raised funds of RM7 million

Increase of 5,100 per cent in value

Post-IPO (14 June 2018)

Market value RM43 million

Increase of 23 per cent in value

IPO (2 October 2017)

Market value RM85 million 
Raised funds of RM5.5 million

Increase of 174 per cent in value

Post-IPO (14 June 2018)

Market value of RM194 million

Increase of 128 per cent in value

Pre-IPO (30 June 2017)

Book value RM31 million

Pre-IPO (30 June 2017)

Book value deficit 
RM0.7 million

CLOUDARON GROUP BERHAD

   IT solutions company, focusing on cloud solutions and workplace tech

   FYE 2017, revenue RM70 million, earnings RM5 million

   IPO on 2 October 2017, priced at RM0.11

RED IDEAS HOLDINGS BHD

   Mobile app developer, developed ‘Graaab JaGaApp’ as a residential and  
   commercial community management solution

   FYE 2016, revenue RM0.139 million, loss RM0.564 million

   IPO on 8 November 2017 priced at RM0.35

A
s an alternative avenue for 
raising funds, the LEAP 
market is designed to 
connect SMEs with 
sophisticated investors who 

believe in their businesses and ideas. 
CEO of Bursa Malaysia, Dato’ Tajuddin 
Atan has said, “Listing on the LEAP 
Market will help enhance these 
companies’ visibility and profile, and it is 
also an early exposure to prepare for 
future listing on the ACE/Main Market. 
There is no profit track record 
requirement for SMEs and companies 
wishing to list on the LEAP Market and 
serves as an attractive fundraising 
platform for promising companies.”
        For SMEs, the LEAP market presents 
an opportunity to raise funds without 
going through traditional debt financing. 
Depending on the situation, equity 
financing may prove to be a more suitable 
option for raising funds for SMEs. This is 
especially so for smaller SMEs who may 
not have sufficient assets to be pledged for 
debt financing. 
        In addition, the LEAP market has 
facilitative rules and regulations to lower 
the cost of compliance. For example, the 
disclosure requirements for companies 
listed on the LEAP market are less 
onerous. No prospectus is required to 
be issued, and continuing disclosure 
requirements are less frequent than that 
of the Main Market and ACE Market. 
        However, as a result of the less 
stringent compliance requirements, only 
sophisticated investors are allowed to 
invest on the LEAP market. Sophisticated 
investors are deemed to have better 
knowledge on the potential risk and return 
of this market. This is unlike the Main 
Market and ACE Market, which have more 
rigorous compliance requirements for the 
protection of public investors.
        In that spirit, the LEAP market 
can also be used as a springboard for 
further listing on the Main Market or ACE 
Market. Companies can use the LEAP 
market experience as ‘training wheels’ 
for the more rigorous requirements of the 
other boards. 
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A company can list on the LEAP market if it:

   is incorporated in Malaysia.
   has a clearly identifiable 
   core business.
   10% public shareholding spread at the  
   point of admission only.
   meets the suitability assessment by an  
   approved adviser.

The LEAP market is open to all companies, 
regardless of size. However, as its funding 
scope is geared towards smaller companies, its 
listing framework is different from that of the 
Main Market and ACE Market. While there 
is no preferred stage in the company’s life 
cycle for listing on the LEAP Market, listing 
on the LEAP market should be the start of a 
company’s equity financing journey.

ACE or even Main Board-quality companies. 
        The most common area that advisers will 
advise companies on are issues of corporate 
governance, which many SMEs tend to neglect 
during the growth stage of their business. A 
company may have good management and 
a solid financial position, yet may overlook 
simple corporate governance areas, such as 
record keeping. Many SMEs keep inadequate 
records of their business, necessitating lengthy 
due diligence checks. To fix this, many advisers 
recommend hiring new AOB-registered 
auditors, as well as getting an experienced 

Before a company decides to list on the LEAP 
market, it should perform a thorough review 
of the company as if it is preparing to go 
public on the Main Market or ACE Market. 
This is to make the application process as 
smooth as possible. Furthermore, presenting 
the market with a well-prepared company not 
only provides investors with a more attractive 
proposition, but also gives a strong indication 
of how the company does business. 
        One of the most important steps a 
company must take prior to listing is to engage 
an auditor registered with the Audit Oversight 
Board (AOB). The AOB’s purpose is to ensure 
that only fit and proper auditors are involved 
in auditing the financial statements of public 
interest entities. For most private companies, 
this will be their first experience of the scrutiny 
and rigor required for public listing. 
        The auditor will inspect the company’s 
accounts in accordance with the Malaysian 
Financial Reporting Standards (MFRS), 
which is mandatory for all publicly listed 
companies. Most companies seeking to 
list will inevitably find some discrepancies 
in their accounts, as MFRS reflects the 
‘fair value’ of items such as impairment, 
depreciation, and currency translation. 
        However, the most important step for 
listing on the LEAP market is to appoint 
an approved adviser for evaluation prior to 
listing. This is a mandatory requirement for 
all companies seeking to list according to the 
LEAP market Listing Requirements. There 
are 28 approved advisers on the exchange’s 
Register of Advisers, authorised by Bursa 
Malaysia to carry out both the initial listing 
activities and post-listing activities. 
        An adviser will guide companies that 
seek to be listed and ensure that they are fit 
for listing. Ideally, these companies will not 
just meet the minimal listing requirements, but 
are also able to sustain themselves as a listed 
entity. In time, they should be able to become 

company secretary to improve corporate 
governance. A company that can demonstrate 
good corporate governance is ultimately more 
attractive to investors.
        Once the adviser completes its evaluation 
of the company, the listing application can be 
submitted to Bursa Malaysia. At every step 
of the listing journey, Bursa Malaysia is there 
to support the prospective listing company. 
Consultation on the listing process, as well 
as advice on any requirements or pitfalls are 
available to encourage more SMEs to list on 
the LEAP market.

THE PROCESS OF LISTING ON THE LEAP MARKET

DECISION 
MADE BY 

COMPANY TO 
LIST ON LEAP 

MARKET

APPOINT 
AUDITOR 

REGISTERED WITH 
AUDIT OVERSIGHT 

BOARD

AUDITOR 
WILL INSPECT 

COMPANY 
ACCOUNTS IN 
ACCORDANCE 
WITH MFRS

EVALUATION 
BY LEAP MARKET 

APPROVED ADVISER 
PRIOR TO LISTING

SUBMISSION 
DOCUMENTS 

PREPARED BY 
ADVISER

SUBMIT 
LISTING 

APPLICATION TO 
BURSA MALAYSIA



LIST OF LEAP MARKET APPROVED ADVISORS (AS OF 12 JULY 2018)

SOURCE: BURSA MALAYSIA

AFFIN Hwang Investment Bank Bhd

Astramina Advisory Sdn Bhd

Crowe Advisory Sdn Bhd

KAF Investment Bank Berhad

Maybank Investment Bank Bhd

RHB Investment Bank Bhd

Thinkat Advisory Sdn Bhd

Alliance Investment Bank Bhd

BDO Capital Consultants Sdn Bhd

DWA Advisory Sdn Bhd

Kenanga Investment Bank Bhd

Mercury Securities Sdn Bhd

Sadec Corporate Advisory Sdn Bhd

UOB Kay Hian Securities (M) Sdn Bhd

AmInvestment Bank Bhd

cfSolutions Sdn Bhd

Hong Leong Investment Bank Bhd

M&A Securities Sdn Bhd

MIDF Amanah Investment Bank Bhd

Strategic Capital Advisory Sdn Bhd

WYNCORP Advisory Sdn Bhd

Asia Equity Research Sdn Bhd

CIMB Investment Bank Bhd

Inter-Pacific Securities Sdn Bhd

MainStreet Advisers Sdn Bhd

Public Investment Bank Bhd

TA Securities Holdings Bhd

ZJ Advisory Sdn Bhd
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these companies towards listing on the ACE 
or Main Markets in the future as it serves as 
an intermediate step in corporate governance 
and disclosure requirements.”
        Since its launch, Bursa Malaysia has 
been marketing the LEAP market intensively, 
encouraging SMEs to list on the exchange. 
Through events and seminars in collaboration 
with government agencies, associations, and 
corporate advisers, Bursa Malaysia informs 
companies on the value proposition of listing 
on the LEAP market, as well as providing 
guidance on the listing process.

        Further developments in the LEAP 
market, such as dual-class shares, are 
contemplated by Bursa Malaysia, but there 
are as yet no plans to implement them. What 
Bursa Malaysia will do in the future however, 
is educate shareholders on their rights 
and responsibilities. This will hopefully 
lead to greater shareholder activism and 
further safeguarding of shareholder rights. 
Ultimately this will be the foundation of a 
healthy, thriving capital market in Malaysia, 
and the LEAP market is the ideal test bed for 
such ideas. 

T
he purpose of the LEAP market 
is twofold: not only will it 
provide an alternative source of 
funding for SMEs, it also serves 
the purpose of strengthening 

Malaysia’s capital markets overall. Dato’ 
Tajuddin further said, “Additionally, not only 
does the LEAP Market help promote capital 
formation for SMEs, but further strengthens 
the role of the capital market in the growth of 
small and mid-cap companies. The LEAP 
Market provides SMEs with the visibility of 
being a listed entity and facilitates a path for 

THE LEAP MARKET 
PROVIDES SMEs  
WITH THE VISIBILITY 
OF BEING A LISTED 
ENTITY AND 
FACILITATES A 
PATH FOR THESE 
COMPANIES 
TOWARDS LISTING 
ON THE ACE OR 
MAIN MARKETS IN 
THE FUTURE AS 
IT SERVES AS AN 
INTERMEDIATE 
STEP IN CORPORATE 
GOVERNANCE 
AND DISCLOSURE 
REQUIREMENTS
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BUBBLE TEA 
FRANCHISES

BY 
ONG XIANG 

HONG

CHATIME
C

hatime is a Taiwan-based company, as the bubble tea brand of La 
Kaffa International Co Ltd. Chatime was founded by Henry Wang 
Yao-hui, who modernised traditional tea making culture by 

producing tea machines that could make quality fresh teas that were 
consistent, using a variety of flavours, fruits and toppings. The company 
opened its first outlet outside of Taiwan in California in 2006, followed by 
Australia in 2009, where it currently has over 40 stores. Its success is 
reflected in La Kaffa being the first (and so far, only) bubble tea company 
publicly listed in Taiwan.
        In Southeast Asia, Chatime is present in every ASEAN nation, with 
the exception of Laos. Franchising opportunities are available in each 
country’s market, with terms varying according to each market’s master 
franchise holder.

B
ubble tea is a Taiwanese tea-based drink that has 
taken the region by storm. Invented in the 1980s, 
bubble tea grew in popularity throughout the 
decades, and it is now one of the most popular 
drinks consumed in Southeast Asia. Recipes 
normally contain tea, flavourings and/or milk, as 

well as sugar (optional). The ‘bubble’ in bubble tea comes from 
the addition of chewy tapioca balls, which customers can chew on 
while sipping their tea. 
        Sweet, cold, and refreshing, bubble tea outlets can be seen 
everywhere in the region. Small stalls selling nothing but bubble 
tea are common in malls, where high customer traffic ensures 
high sales as well. Bubble tea can be put together quickly and 
reasonably cheaply, making such drinks popular with shoppers 
looking for a break. 
        This month, SME takes a look at the Taiwanese phenomenon 
that has gone global. We focus on bubble tea franchises that have 
made it in today’s hyper-competitive marketplace by differentiating 
themselves from others.
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BLACKBALL
S

tarted since 2006, BlackBall was founded by Tang Ying-wei, a tour guide and dessert 
connoisseur in Taiwan. He started out selling grass jelly drinks before branching out into 
bubble tea. Tang and his brother subsequently grew the business by expanding overseas using 

a franchise model. BlackBall has grown from its Taiwan roots and reached many other countries such 
as Singapore, Malaysia, Indonesia, Australia, and the United States. There are now over 50 BlackBall 
outlets worldwide and counting.
        Investment for a BlackBall franchise ranges from RM288,000 to RM408,000 and varies based on 
factors such as size of the location and cost of initial startup. The investment includes licensing fees, 
training fees, renovation, opening day support, ingredients etc. Ongoing fees include 3 per cent of the 
license fee (waived for the first year). 

GONG CHA
T

he term ‘Gong Cha’ is translated as the ancient act of offering tea 
to royalty, such as the Emperor of China. In the same way, Gong 
Cha hopes to offer only the best quality tea to their customers – 

because customers are like royalty to them. Each cup at Gong Cha can be 
tailored to your preference, so if you prefer less sugar or less ice, staff are 
able to fulfil your requests. As the leading bubble tea brand by market share 
in Hong Kong, Gong Cha also has more than 1500 stores globally.
        Gong Cha’s initial investment for a franchise in Malaysia starts from 
RM300,000. Training will be provided, as well as supplier contacts and 
assistance in initial setup.

EACH A CUP
E

ach A Cup is a Singaporean home grown brand, established in 
1999 and taking its inspiration from Taiwanese bubble tea. 
Outlets will brew your tea fresh on the spot, using a special tea 

machine that takes just 60 seconds to complete the brewing process. Health 
conscious types will also appreciate the option to choose your sugar level. 
Using top grade tea leaves, quality fruit juice concentrate, and light roasted 
coffee beans, Each A Cup aims to give each customer a cup to remember.
        The set up cost of a franchise in Malaysia starts from RM100,000 
onwards. Assistance in site selection, lease negotiation, and shop design, 
will be given, as well as comprehensive training and marketing assistance. 
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L
ocated in the 
heart of Central 
Asia, 
Kazakhstan is a 
land of diverse 
cultures. 

Between the civilisations of the 
Far East and Europe, the Kazakh 
peoples are descended from 
nomadic tribes that settled in the 
area. A parade of conquerors’ 
armies has swept through the 
area over the millennia, leaving 
their mark on the culture of the 
Kazakh lands. 
        Kazakhstan's economy is 
larger than those of all the other 
Central Asian states largely due 
to the country's vast natural 
resources. Geographically the 
largest of the former Soviet 

republics (excluding Russia), it 
possesses substantial fossil fuel 
reserves and other minerals 
and metals, such as uranium, 
copper, and zinc. It also has a 
large agricultural sector featuring 
livestock and grain.
        Indeed, Kazakhstan’s 
economy is largely reliant on its 
vast hydrocarbon and mineral 
reserves. A $36.8 billion 
expansion of Kazakhstan’s 
premiere Tengiz oil field by 
Chevron-led Tengizchevroil 
should be complete in 2022. 
Meanwhile, the super-giant 
Kashagan field finally launched 
production in October 2016 after 
years of delay and an estimated 
$55 billion in development costs. 
As a result, Kazakhstan’s total 

oil production in 2017 climbed 
10.5%.
        However, this makes the 
Kazakh economy vulnerable 
to commodity price shocks. 
Furthermore, Kazakhstan is 
landlocked and depends on 
Russia to export its oil to Europe. 
It also exports oil directly to 
China. In 2014, due to falling 
oil prices, Kazakhstan devalued 
its currency, the tenge, and 
announced a stimulus package 
to cope with its economic 
challenges. The government 
has also embarked on a new 
economic policy, titled “Nurly 
Zhol” (The Path to the Future), 
aiming to modernise the economy 
and create a strong platform for 
new growth.

KAZAKHSTAN: BY 
ONG XIANG 

HONG

        The initiative seems to 
have borne fruit, with the World 
Economic Forum’s Global 
Competitiveness Ranking 2015 
ranking Kazakhstan 50th out 
of 144 countries. Kazakhstan is 
also listed in the 2017 Bloomberg 
Innovation Index among the top 
50 most innovative economies. Its 
capital, Astana also successfully 
hosted an internationally 
recognized exposition in 2017. The 
three-month Expo 2017, themed 
Future Energy, was the first such 
exhibition by a former Soviet 
country.
        Although the bulk of 
Kazakhstan’s trade is with its 
immediate neighbours, the 
Kazakh government has sought 
to expand its trade and economic 

   TRADE      

Official Name: Republic of Kazakhstan  Population: 18.5 million (2017 est.)  Capital: Astana  Major Languages: Kazakh (official), Russian (co-official, used in everyday business, designated 
the “language of interethnic communication”).  Currency: Kazakh tenge (KZT)  Major Industries: oil, coal, iron ore, manganese, chromite, lead, zinc, copper, titanium, bauxite, gold, silver, 
phosphates, sulfur, uranium, iron and steel; tractors and other agricultural machinery, electric motors, construction materials  Major Export Commodities: oil and oil products, natural gas, 

ferrous metals, chemicals, machinery, grain, wool, meat, coal  Major Export Partners: Italy, China, Russia, Netherlands (2016)  Major Import Commodities: machinery and equipment, metal products, foodstuffs  
Major Import Partners: Russia, China, Germany, United States (2016)  GDP: US$ 474.3 billion (2017 est.)  GDP Per Capita: US$ 26,100 (2017 est.)

CROSSROADS OF 
CIVILISATION
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cooperation with Southeast Asia 
as well. For example, Kazakhstan 
and Malaysia have signed 
several instruments to forge 
closer ties between the nations. 
In 2016, total trade between 
Kazakhstan and Malaysia was 
valued at US$49.22 million, 
with Malaysia's largest export to 
Kazakhstan being coffee-based 
preparations while the biggest 
imports from Kazakhstan were 
zinc and television components.
        Indonesia is also another 
ASEAN country that Kazakhstan 
is keen to work with. The two 
countries have much in common 
in terms of abundance of natural 
resources such as mining, oil and 
gas and agricultural products. 
Both countries’ population is 

hydrocarbon pipelines. 
        As mentioned above, 
the Nurly Zhol economic 
modernisation programme 
entails a main objective, which 
is to make Kazakhstan one of 
the world’s 30 most developed 
countries by 2050. This strategy 
is to be realized through a 
number of key initiatives: a 
comprehensive and pragmatic 
economic policy (a new approach 
to infrastructure development, 
modernization of the system 
of management of state-owned 
assets, natural resource 
management, accelerated 
industrialization, agriculture and 
water resources), development 
of a culture of entrepreneurship, 
a new social policy, improved 
knowledge and professional 
competencies, further 
strengthening of the state and 
democracy, and a consistent and 
predictable external policy,
        In terms of actually doing 
business in Kazakhstan, most 
investors will use a limited 
liability partnership as an 
investment vehicle into the 
country. The range of business 
and professional activities that 
require licensing is very broad, 
and it is important for investors 
to determine whether they 
need a license beforehand. The 
penalties for not having licenses 
can be significant. Furthermore, 
obtaining work permits is 
a complex process, so it is 
important to plan this process 
well in advance.

Muslim as a majority. Import 
commodities from Kazakhstan 
to Indonesia mainly include 
salt, cement and articles of iron 
and steel, technical and medical 
equipment, as well as electrical 
and electronic equipment. 
Indonesian export commodities 
to Kazakhstan include household 
appliances, apparel, musical 
instruments, rubber, wood, 
furniture, perfumes and soap. 

DOING BUSINESS IN KAZAKHSTAN
Kazakhstan was ranked 35th 
in the Ease of Doing Business 
report released by the World 
Bank Group in October 2016. 
The Heritage Foundation, a 
Washington DC-based research 
centre, ranked Kazakhstan 42nd 
in its Index of Economic Freedom 
2017. In the previous year, 
Kazakhstan ranked 69th. 
        Foreign direct investment 
(FDI) inflows into Kazakhstan 
have been strong in recent 
decades. Kazakhstan’s success in 
attracting FDI can be attributed 
to its vast natural resources and 
the commitment of the country’s 
leadership to welcome FDI and 
promote the country’s stable 
economic growth, as well as to 
develop non-extractive sectors 
such as agriculture, renewable 
energy, infrastructure, logistics 
and transport, among others. 
As part of China’s One Belt 
One Road initiative, China 
has also invested heavily into 
Kazakh infrastructure, including 
new railways, highways, and 

        Kazakhstan is also very 
formalistic in many respects. 
In most cases, a company’s 
representatives should have 
a power of attorney and will 
regularly be required to refer to 
it — for example, when signing 
contracts. For commercial 
contracts, Kazakhstan generally 
permits foreign law to be the 
governing law, except for subsoil 
use contracts with the state, 
foundation agreements of a 
Kazakhstan legal entity and 
agreements on the transfer of 
participation shares in a legal 
entity. Local content is very 
important for mining and oil 
and gas companies and their 
subcontractors and is constantly 
being monitored by the state 
authorities. 
        Kazakh is the state language 
of Kazakhstan. Russian is a 
co-official language and may be 
used on an equal footing with 
Kazakh. In addition, transactions 
must be “expressed” in the 
Kazakh language. English is 
not normally recognized as an 
official language. Thus, English 
documents will normally have to 
be translated into Kazakh (and, in 
certain instances, into Russian), 
and the translations must be 
certified. The only exception 
to this rule is the recently 
established Astana International 
Financial Center (AIFC), where 
the official language of acts, 
judicial proceedings, participants’ 
internal documentation and 
contracts is English.  
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N
ew York is a 
wealthy city 
– generating an 
enormous 
US$1.36 trillion 
dollars in GDP 

in 2012. In fact, most measures 
put it number two in the world 
behind Tokyo. And finance – 
typified by Wall Street – has long 
been the driver of New York's 

success. In 2014 the city just 
pipped London to top the Global 
Financial Centres Index. 
        With more than 3 million 
people annually travelling to 
John F Kennedy airport and 
a further million heading to 
Newark. Fly hourly to JFK 
during the working day. 
        New York City(NYC)  is 
one of the top business travel 

BY 
NIGEL 
YAP

   BUSINESS TRAVEL      

somewhere, in the city. 
The trick for a business 
traveller who's in town 
for a just a few days, is 
to know what to do with 
their free time. There's 
just so much to pick from.
        So if you’re in NYC 
for business, here’s some 
things you’ll need to look 
out for while you’re there.

destinations in the US. However, 
when you’re working in NYC, 
you’re most likely to have a 
packed schedule with little  
precious time to explore this 
amazing city.
        Of course if there’s some 
free time available, it’s best to 
use the most of it to explore or 
enjoy the Big Apple. There's 
always something going on, 

NEW YORK 
CITY
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T
raffic in New York can be terrible, so allow yourself plenty 
of time. Uber is available all over the city or you can easily 
hail one of the yellow cabs, but don’t be shocked if you 
spend most of your time held up in a jam. The subway is 

actually the fastest and most reliable way to get around, and is much 
more affordable than London, for instance.

N
ew York hotels are 
really expensive and 
there are lots of nightly 
taxes and fees on top. 

Be careful when booking with 
websites that exclude the taxes 
and fees, since you might get a 
shock when you come to pay at 
the hotel. Bear in mind that 
rooms are a lot smaller here too.

N
YC is filled with 
various events and 
activities that a 
business traveller can 

attend and enjoy during their free 
time. Here’s a few of them to take 
note of. 

TAKE IN THE SIGHTS 
The skyscraper is of course a 
symbol of New York, and the 
Big Apple has more than any 
other city bar Hong Kong. Take 
in the view from the Top of the 
Rock (Rockefeller Building), the 
Empire State Building, or look 
back on the whole Manhattan 
skyline from Brooklyn.

        You’ll also find all the well-
known hotel chains here, such 
as Holiday Inn, DoubleTree by 
Hilton and Marriott. There are 
plenty of business hotels in New 
York offering free Wi-Fi and 
conference centres, so you’ll be 
able to make video conference 
calls and keep in touch with 
business colleagues back home.

TAKE IN SOME CULTURE
Yes, NYC does have a lot of 
culture to experience. Everyone 
knows about the Guggenheim, 
the Met and MOMA – but what 
of New York's other museums? 
One of the quirkiest is The 
Morgan, home to the collection  
of JP Morgan, of the eponymous 
bank. It houses the sole surviving 
manuscript of John Milton's 
Paradise Lost and Dickens' A 
Christmas Carol.
        And if Museums arent’ your 
thing, there’s a ton of shows and 
entertainement for you to check 
out in NYC as well. Here are 
some of them:

SLEEP NO MORE It's hard to 
describe exactly what Sleep No 
More is, but it's safe to say it's an 
incredibly unique New York expe-
rience. Sleep No More is an inter-
active retelling of Shakespeare's 
Macbeth. It all takes place within 
a meticulously-created series of 
different environments in a spe-
cialized building in Chelsea. From 
exploring an abandoned hotel 
lobby to reading personal letters 
in Lady Macbeth's bedroom, step-
ping into Sleep No More is a the-
ater experience unlike any you've 
had before. You'll definitely want 
to wear a pair of comfortable 
shoes as you try to follow the ac-
tors around to unravel the action. 
After the show, hand out in the 
1930's-era lounge, complete with 
cabaret singer and band.

STEVEN COHEN’S CHAMBER 
OF MAGIC Surprisingly, one 
of the coolest things to do in 
New York City is something 
that might sound like a staple 
from a child's birthday party--
going to see a magic show. But 
this isn't just any magic show. 
Steve Cohen's Chamber Magic 
is a unique presentation for 
small groups that allows you to 
experience some head-scratching 
and compelling illusions at a 
remarkably close distance.
        The show takes place at the 
Waldorf Astoria Towers, con-
nected to the Waldorf=Astoria 
hotel, in a suite that provides an 
intimate experience. Also known 
as the Millionaires Magician, Co-
hen has performed his up-close 
magic around the world, for 
everyone from Woody Allen to 
the Queen of Morocco. You can't 
help but believe because they're 
happening right in front of you.
        So there you have it. A 
selection of what to do when 
you’re in NYC. So next time 
you’re in the Big Apple for a 
business trip, you might want to 
consider these options. 

GETTING AROUND

WHAT TO DO

WHERE TO STAY IN NEW YORK



deliveries at lower costs and led the retail 
industry in sales growth.
        Closer to home, robots have progressively 
proven themselves at Alibaba. The company 
recently introduced ‘Steel Soldiers’, a film 
about human and robots fighting shoulder-
to-shoulder together. Its renowned smart 
warehouse is laden with sensor-charged robots 
who perform 70 percent of tasks and can each 
carry up to 500 kilograms of goods. 
        It’s competitor, JD.com, has also started 
using robots for the transportation of goods 
within 20km. Using robots has reduced JD’s 
unit delivery cost by 80 percent and it’s fully 
automated sorting centre handles 9,000 
online shopping orders per hour, an operation 
normally performed by 180 human sorters.
        Alibaba and JD are testament to the idea 
that robotics can add value to shoppers by 
reducing delivery costs and speeding up logisti-
cal processes, even if they never meet them.

“Can.I.Help.You.Mdm?... Beep”

Robots can take on frontline, customer-
facing roles too. As artificial intelligence 
capabilities grow, robots are emerging 
from beyond behind-the-scenes operations. 
Retailers have started to accommodate in-store 
robot assistants, able to direct traffic and 
perform important roles such as inventory 
management, freeing staff to handle more 
complex tasks. 
        One such retailer is Walmart, which has 
installed robots into 50 of its stores across 
USA. These robots cruise along supermarket 
aisles checking shelves for items that need to 
be restocked, as well as merchandise that are 

W
hether it is retail therapy, 
weekly grocery runs or 
buying a gift for a loved 
one to celebrate a special 
occasion, shopping is an 
integral part of our lives. 
The retail landscape has 

evolved and consumers today are blessed with 
a plethora of options now that they have access 
to always-connected devices and technologies 
like augmented reality that seek to enable 
more efficient purchasing decisions.
        Alibaba Group’s ‘New Retail’ strategy 
is one example of how retailers are changing 
their approach in order to succeed in this new 
landscape. It is taking an omni-channel retail 
strategy to connect online shopping with brick-
and-mortar experiences through technology 
and big data. While consumers walk through 
physical aisles of a supermarket or browse 
online catalogues, it is easy to overlook a 
vital and emerging component of the retail 
landscape today – robots. 
        Robotics play a crucial role in cultivating 
a holistic retail experience for consumers in 
ways that are sometimes not even seen or 
thought of before. In warehouses, robots boost 
productivity and speed up the dissemination 
of goods to stores and customers. Robots 
have also been drafted in stores, ready to 
serve customers with efficient inventory 
management. As the role of robotics in retail 
advances, we will see the same increase in 
speed and efficiency apply to the shopping 
experience as it has for industrial applications.

WAREHOUSES AND DELIVERY, HARDWIRED 
FOR EFFICIENCY To satisfy today’s customer 
expectations of receiving goods faster, and 
with low delivery charges, retailers must 
develop an effective logistics system. Robots 
can help ease the pressure on retailers 
by improving logistical functions that are 
otherwise time-consuming. One example is 
how automation and robotics are used in 
smart warehouses to move large number of 
items through warehouse storage systems in a 
quick and reliable fashion, while still managing 
a visibility on the exact location of each item at 
all times.
        Global retail stalwart Amazon built 
its success on automating its warehouse 
operations while maintaining its top-10 status 
in the Biggest Employers chart. Fuelled by 
the support of the 55,000 robots added to 
its ranks in 2017, Amazon offered quicker 

misplaced or incorrectly priced. This vital 
information is then communicated to store 
staff who take necessary action. Equipped 
with cameras, these robots scan shelves 
three times faster than humans and are 
more accurate in picking irregularities. The 
engagement of robots is a pivotal component 
of Walmart’s plan to boost efficiency and 
accessibility of shoppers.

ADDING VALUE FOR SHOPPERS AND STAFF
Robots are making a timely appearance in 
the retail landscape as businesses today face 
pressure from multiple angles. Besides facing 
intense competition, they are also having to 
cater to a business environment that is being 
turned topsy-turvy as ecommerce grows.
        Consumer preference is also going 
through rapid transformation as shoppers 
become accustomed to ecommerce 
experiences that allow for cross-sites 
comparison, extremely competitive prices 
and the convenience of shopping anytime, 
anywhere as they are connected through a 
computer or a mobile device.
        The retail industry stands to gain 
as a whole with the entrance of robotics 
technology. Robots are being deployed, both 
in ecommerce businesses and brick-and-
mortar establishments, to enhance efficiency 
and strengthen logistical and operational 
functions. Indirectly, this should translate to 
improvement in service levels and shopping 
experiences, and perhaps even lower costs. 
Workers in the retail industry too stand to 
benefit as robots can take on menial, mundane 
or dangerous tasks, freeing them up for 
knowledge-driven work.  
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Endemol Shine Group to produce a localized, 
ten-episode season of The Bridge, a crime 
drama that was already popular in Europe 
and the United States. This adaptation 
will take the original premise and make it 
unique for the local audience, appealing to 
the diverse arrays of people, cuisines, and 
ethnicities that call Malaysia and Singapore 
home, highlighting both the diversity and 
similarity between the two countries. This 
will affect every aspect of the series, with 
both sides speaking local languages.
        This is in addition to shows such as In-
dia’s What the Duck, a cricket-centered come-
dic talk show, and Indonesia’s The Publicist, 
a romantic drama series, proving to be highly 
popular outside of their respective countries 
with expat communities around the world.

LIFTING UP LOCAL TALENT AND CONTENT
We’ve also found that the engagement of local 
talent and key opinion leaders in developing 
unique content has been a winning formula. 
        We first identify, nurture, and provide an 
opportunity for local talent. Once we do that, 
we can empower them with the financial and 
technical support to create high-quality content 
that showcases their talent. And then we can 
distribute it on Viu, where an audience of 
millions is ready to enjoy it around the globe.
        For an example of this, Viu conducted a 
recent pitching forum in Indonesia, where we 
held auditions in five cities across the country 
and received hundreds of submissions, before 
picking Halustik by Sally Anom as the submis-
sion that we will turn into an original series. 
This annual event helps us develop top talent 
and gives us ideas on how to raise the status of 
the entire Indonesian content industry. 
        On a similar note, we noticed that the 
amount of time spent watching shows during 
Ramadan increased every year, so this year we 
developed specific content to watch during this 
time. This brought eight Arabic shows to Viu, 
many of which were developed by social media 
creators throughout the region.  

RANGE OF CONTENT FORMATS AND LENGTHS 
PROVE POPULAR In addition to the trends 
above related to content development and 
consumption, we’ve also noted that the 
smartphone generation isn't as concerned 

B
ill Gates famously said 
that "content is king" in 
1996, and that became a 
guiding principle for the 
Internet age. But it has 
never been more accurate 
than when it comes to 

describing millennials around the globe today 
and their expectations when it comes to 
mobile video. 
        Unlike previous generations, mobile 
consumers now have:

  ACCESSIBILITY – Anything happening
anywhere in the world is available to 
them in real time 

  AWARENESS – Social media has taught them
to be savvy and access to global content has 
given them heightened expectations when it 
comes to production quality of shows

  ASPIRATION – As today's youth are constantly
aware of global fashion trends, consumer 
goods, and retail trends, they have sought 
to become true global citizens and wear, 
buy, and consume the same. This is also 
true for their entertainment consumption

  AFFORDABILITY – More consumers have
rising disposable income, reduced costs 
for mobile data, and OTT premium 
content is able to benefit from both these 
trends and deliver more options and 
opportunities for consumers.

These are realities that will only continue to 
evolve in Malaysia and around the world. 
Of course, we have first-hand knowledge of 
this at Viu, with our users each consuming 
an average of 1.2 to 1.8 hours of content per 
day. By keenly listening to consumers and 
observing their habits to draw conclusions, as 
well as applying a conscious effort not to be 
tripped up by so called industry best practices, 
we have been able to bring a fresh new 
approach to OTT content in the region.

GLOBALIZATION OF LOCAL CONTENT AND 
LOCALIZATION OF GLOBAL CONTENT
Video content isn't concerned with borders or 
language. If people like something that airs in 
another country, they often have the means to 
watch it. But even better than just watching 
a dubbed, low-quality version, now they can 
watch shows that were successful in one part 
of the world that have been tailored to air as 
localized versions with high production value.
        A recent example of this includes 
Tollywood Squares, our Indian reboot of the 
global franchise the Hollywood Squares. This 
also marks the first major CBS game show to 
be produced in India. 
        Viu also recently teamed up with the 

about historic video formats, such as what 
defines a clip versus a TV show versus 
a movie. Now, the video will fit into the 
consumer's life and habits, and not the other 
way around.
        This is why most Viu content has various 
lengths, including movies such as India’s High 
Jack; mini-series such as It Happened in Hong 
Kong and our Ramadan series in the Middle 
East; 30 to 50-minute run time shows, such as 
Indonesia’s the Publicist; and then there are 
What the Duck Googlies which are short form 
3-5 minute clips from the very popular What 
the Duck series. 

IN CONCLUSION The OTT market is 
changing the ways content is created, desired, 
discovered, and consumed. We have a unique 
opportunity to spotlight amazing talent within 
our own regions, make dramatic content 
and localize shows from other regions, and 
experiment in ways that traditional ratings-
driven television era never allowed.
        And as the audience grows, and their 
expectations change, and more people use 
their access to find and share their voice, 
vision, and talent with the world, we look 
forward to being there to help give them a 
platform and an audience.
        Everything changes so rapidly, but when 
you boil it all down, we're giving more people 
more access to hear more voices tell more 
stories and I can't wait to see them.  
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SALES BLOG     WITH SUE BARRETT

Sue Barrett is a sales expert, 
writer, business speaker and 

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

‘Former ANZ CEO John McFarlane calls for rethink of banking 
philosophy…  he has called for a shift in corporate philosophy away 
from the focus on making money to making a contribution to society. In 
an essay about long-term sustainable value, McFarlane admits that as a 
banker, “today I am ashamed of the reputation of our banks”.

“I joined the industry over forty years ago where the bank manager was 
the doyen of the community,” he says. “Not so today. We must return to 
the philosophy that banking is a profession as well as a business, and that 
contribution rather than reward is its centre of gravity.”

Short-termism, adherence to higher and higher shareholder returns, 
win-at-all-costs hyper aggressive greed based ‘Bro’ cultures, and 
affluence creation as a sole purpose in of itself, are all factors that 
breach trust and bring organisations to their knees with the likelihood 
of customers, members, patrons, patients, shareholders and employees 
leaving in droves.  
        When our trust is breached by individuals or organisations, it is 
very hard to come back to that entity and feel completely safe. Our radar 
is heightened and alert. It’s hard to relax when we are not sure of their 
intentions and we stay wary, looking for signs of more danger. We end up 
questioning the motives of others with good reason because if we don’t, 
we may become their victims.
        This is the dance of all human relationships.  I confess I start out 
with trust as the default setting; however, I know of others who start the 
other way around. Wherever we start, we are working with the tension 
between trust and mistrust. We look for signals that help us navigate 
our relationships and whether we can feel safe with people or not. This 
is true internally within organisations and teams, with customers, and 
people in general.
        Hard earned over many years, trust can evaporate overnight.

Trust Building Elements

        So what do we need to do to develop, encourage, support and 
sustain trust based relationships in sales, business and society?

Here is a list of Trust Building Elements for your consideration:

  EXPERTISE: have the ability, knowledge and resources to meet
customers’ realistic expectations in our areas of expertise

  DEPENDABILITY: do what we say
we will do. Make promises 
we can keep and keep the 
promises we make. Be reliable. 
Deliver quality.

  AUTHENTICITY: be genuine.
  CANDOUR: cultivate the quality 

of being open and honest. 
Frankness.

  CUSTOMER ORIENTATION: Place as
much emphasis on our 
customers’ interests as our own.

  RESPECT
  COMPATIBILITY: create a common

connection. Find something in 
common. Be caring.

  CLARITY: be clear about what you
can and cannot do for people. 
How you help them.

  COLLABORATION & COOPERATION: work
together, with each other. Aim 
for win:win relationships. Sort 
out differences in a respectful 
manner. Find common ground 
to work from.

  CONSISTENCY: set clear guidelines,
expectations and accountabili-
ties and stick to them.

  COMMUNICATION: maintain
frequent, open and meaningful 
communications. No confusing 
terms, tricky jargon or 
asterisks. Communicate any 
changes in a timely manner to 
give people a chance to adapt, 
and act if desired.

  PRINCIPLES & PURPOSE: design and
lead a culture around 
principles, not rules. Define a 
higher purpose that supports 
mutually beneficial, fair and 
sustainable long term practices, 
values and outcomes. 

W ithout this life force 
pumping vitality through 
our collective systems 

every day we start to wither and 
recoil. We become weak and 
anaemic. We close ourselves off 
and lose sight of what is real and 
important to our survival.
        However, trust is much more 
present in our daily lives than the 
media and governments might have 
us believe.
        Most of the people we rely 
upon to get us through our daily 
lives are strangers to us. The 
infrastructure for us to travel on 
and live within, the clothes we 
wear, the food we eat, rely upon 
the endeavour of strangers for the 
most part, and we trust that they 
are doing the right thing. And 
for the most part people are. It is 
heartening and comforting if we 
lend our attention to this fact.
        Yet, when the things we are 
meant to trust fail, like banking 
institutions -i.e. the fallout from 
the Banking Royal Commission-, 
we feel betrayed, let down, angry 
and confused. We start to question 
what is true and what is not. We 
become wary, cautious, and more 
anxious, especially about the 
intentions of others.
        As cited in the Australian 
Financial Review article this week:



Dr. Marshall Goldsmith 
was selected as one of the 10 
most Influential Management 
Thinkers in the World by 
Thinkers50 in both 2011 and 
2013. Marshall’s exciting new 
research on engagement will 
be published in his upcoming 
book – ‘Triggers’
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D
o you cling to the past? 
Spend time reliving 
unfortunate things that 

have happened? Tell yourself that 
you need to rehash events because 
you’re trying to “figure things out” 
in order to understand exactly what 
went wrong?
        At a certain point, reviewing 
what went wrong undermines you 
and hinders your ability to rise to 
the top and be successful.
        Both men and women derail 
themselves by focusing on the past. 
But they often do so in different 
ways. Men who cling to the past 
tend to blame others for what 
they believe has gone wrong in 
their own lives or careers, making 
excuses for themselves and turning 
their regret outward. The result 
is anger. This is not surprising, 
as anger is the emotion men are 
usually most comfortable feeling, 
as research confirms.
        Women, by contrast, are 
more likely to turn regret inward, 
blaming themselves and dissecting 
their own mistakes. You may 

stress over minor faux pas and micro-misunderstandings in which 
you perceive yourself to have been at fault. Or you may agonize over 
miscalculations that really did set you back but are long overdue for 
being let go.
        Routinely mulling over your mistakes, regrets, and negative 
experiences is called rumination. It’s a habit of mind that psychologists 
tell us is more often found in women than in men. That’s because 
women not only spend more time reliving their setbacks, they are more 
likely to believe that whatever went wrong was all their fault.
        It’s a habit that does not serve women well.
If you spend time ruminating, you may tell yourself that you’re being 
reflective. You may imagine it will help you avoid mistakes in the future. 
Or you may subconsciously believe that you deserve to feel terrible 
because your behavior fell short of an imagined ideal or sent a signal 
you did not intend. What you’re actually doing is berating yourself, 
engaging in a kind of negative self- talk that can border on abuse. Even 
women at the pinnacle of their success can be prone to constantly going 
back over their mistakes and taking responsibility for events over which 
they in fact had little control. The energy wasted in feeling bad about 
yourself diminishes your ability to be effective and reap the benefits of 
your otherwise superb leadership skills.
        What do you do to stop rumination in its tracks before the habit 
gets established? Push back whenever a negative script works its way 
into your thoughts. Before you head down the rabbit hole, telling 
yourself you’re not good enough, pull yourself back. Remind yourself 
that rumination keeps even brilliant and talented women stuck. Plus it 
can destroy you at the executive level, where you need to seem, and be, 
confident and decisive.
        Write a new script for yourself and get ready to rise! 



Brad Feld has been an 
early stage investor and 

entrepreneur for over 20 
years. Prior to co-founding 

Foundry Group, he co-founded 
Mobius Venture Capital, and 

prior to that, founded Intensity 
Ventures, a company “that 
helped launch and operate 

software companies. He is also 
the co-founder of TechStars. 
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company, but it should still be an aspirational goal. Once you get to 
100, it should be a requirement for every leader to be able to identify 
this person.
        This should not be viewed as a threat. If you have this 
conversation with your leadership team (or are on a leadership team 
having this conversation) and are threatening (or feel threatened), you 
are missing the point. Realize that things happen and people leave 
organizations suddenly. They die. They have a dramatic personal 
change. They get bored. They scale out of their role. They get stopped 
at the Canadian/US border by CBP agents and can’t get back into the 
country. The aliens show up.
        Less dramatically, leaders go through stretches where they are 
in a doer mode. The company has a crisis in an area and a leader has 
to spent 100% of her time working on this area, rather than covering 
her entire span on control. Or, focus shifts around a product launch 
and a leader who covers several aspects of the company focuses all 
of her energy on one of the three areas she has responsibility for. Or, 

someone really needs a 
vacation and goes off the 
grid for two weeks.
        As a CEO, a big part 
of your job is to work “on” 
the company, rather than 
“in” the company. At the 
top of this list is making 
sure you have the right 
leadership team and they 
are functioning in a highly 
effective way. Part of that 
is making sure everyone 
on the team has a backup 
person identified and is 
not afraid to have them 
engage at any moment. 

I
said some version of the 
following statement 
several times before

"Assume aliens came down and 
one of your senior leaders was 
taken away to their home planet. 
Do they have a person reporting 
to them who could step into their 
role, even if it’s only temporary?"
        If you are the CEO, this 
includes you.
        It’s remarkable to me, even 
in companies that are over 100 
people, how the answer to this 
question is no. I get that this can 
feel theoretically challenging in a 
very small (less than 20) person 
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Ron Kaufman is the 
world’s leading educator 
and motivator for upgrading 
customer service and uplifting 
service culture. He is author 
of the bestselling “UP! Your 
Service” books and founder of 
UP! Your Service. 

W ant to add more value to 
your customers? Be sure
you know what to add!

Here are eight proven ways to get 
close to your customers and find 
out what they value, what they 
care about, what they really want:

1. ASK THEM! Whether in print, in 
person or over the phone, nothing 
beats asking customers exactly 
what they want, and how they 
want it. (Ask them what they don’t 
want, too!) Use printed sheets, 
mail-back forms, comment cards, 
telephone scripts and more.

2. CONDUCT FOCUS GROUPS  
Bring a group of customers 
together for an open-ended 
chat session. Set them at ease 
and get them talking about 
what they really like, don’t 
like and wish they could get 
from your organization. Don’t 
defend, justify or argue. Just ask 
questions and take good notes. 
Follow up with a sincere and 
generous ‘Thank you!’

3. STUDY COMPLAINTS AND 
COMPLIMENTS Every message 
from a customer brings value to 
your organization. Compliments 
show you what to reinforce. 
Complaints point to new ideas 

to boost customer loyalty and action steps for customer service 
improvement.

4. SET UP A CUSTOMER HOTLINE Some customers will tell you what 
they think, but they want an ‘anonymous’ way to do it. Fine! Set up 
a special voice recording ‘hotline’ for customers only. And don’t 
worry about receiving any strange messages; just sort through them 
for the gems!

5. HIRE A MYSTERY SHOPPER Have someone you trust mingle with 
your customers and strike up a conversation to find out what they 
like or do not like about their Customer Service Experience with 
your organization.

6. BECOME A CUSTOMER OF YOUR BEST COMPETITORS Use all their 
products and services, and compare them to your own. Ask their 
Customer Service Center to describe all the services available in 
detail. Then copy the best and do better than the rest.

7. VISIT YOUR CUSTOMER’S SITE Go to your customer’s physical 
location to see exactly how they put your products and services to 
use. See with your own eyes what works and what doesn’t, what gets 
used all the time and what gets left behind.

8. GO ONLINE TO SEEK MORE FEEDBACK Find an Internet user’s 
group related to your industry or topic. Read the postings for 
new Customer Service Ideas and Information. Participate in the 
discussions. Follow up by e-mail to gain even deeper customer 
experience insights.

KEY LEARNING POINT Before you invest time, money and effort into 
‘adding value’ to improve your customers’ experience, make sure
you know exactly what value to add!

ACTION STEPS Stay close to your customers throughout 
the year with a robust customer experience management 

program of connection and 
consultation. Your customers 
will appreciate the contact, 
your staff will learn from the 
customer service insights, and 
your business will grow from 
the continuous, constructive 
communication. 
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Gary is a Belarusian 
entrepreneur, author, speaker 

and internet personality. 
First known as a wine critic 
who grew his family’s wine 
business from US$3 million 

to US$60 million, Vaynerchuk 
is best known for his work 

in digital marketing and 
social media, leading New 

York-based companies 
VaynerMedia and VaynerX.

AskGaryVee     GARY VAYNERCHUK

L isten, this is such a 
fascinating conversation 
for me because I think I 

have real perspective. Some of the 
greatest entrepreneurs in the 
world didn’t necessarily start out 
with a grand vision. They started 
with an idea and an action. Bezos 
didn’t set out to build Amazon, he 
started by selling books online. 
Zuckerberg didn’t set out at 18 to 
build Facebook. He built a tool for 
his college that later became the 
thing. It was idea + action.. 
Constant iteration and execution. 
It was reacting to the market and 
tripling down on success. The 
vision came after.
        So for me, I always knew 
that I was going to be big. At 6 
years old, selling lemonade I knew 
I had something special. I was 
making thousands of dollars every 
weekend selling baseball cards 
and toys and items from garage 
sales before I even got to college. 
By 18 and 19 and 20 I had very 
clear picture that my business 
success would be enormous.
        When I was 14 or 15 I real-
ized that I was never going to be 
the quarterback for the New York 
Jets. Instead I was going to buy 
them, and so that was my vision.
        That was my big north star.
So look, whether you’re an 
entrepreneur or an artist or 
someone who wants to be a 
number 2 or number 27 or number 
47, I think the reality is exposed. 
For me, at a macro, it’s been 
one long game of self awareness. 
The more I understand myself, 
the more I try to put myself in a 

       Most great entrepreneurs, subtly 
have some greater vision (which for 
me was to buy the Jets) but I also 
knew that it wasn’t going to be a 
straight line. Every 22 year old wants 
me to tell them exactly what to do, 
how it’s exactly going to happen, and 
what they should do. That’s just not 
life. It’s just not the way it works.
        You have to do, then react, then 
revise, then win.
        What I knew was, I had a vision 
to buy the Jets, but I realized it was 
going to zig and zag and there was 
going to be 857 things that were 
going to help me get there. I was 
always okay and comfortable in the 
unknown, which has allowed me to 
navigate towards success.
        It’s the obsession of the 
unknown and the acceptance of the 
unknown that allows me to navigate 
within it.
        So the last thing I’ll say is 
I think that microstrategy is still 
grossly underrated. Everyone 
reading this is so worried about 
their years, while continuing to 
waste their days. It’s all execution. 
You have to do. You have to move 
insanely fast in the micro and be 
insanely patient in the macro.
        I think the key is to know that. 
You can’t put yourself in a position 
where you have golden handcuffs. 
Where you limit yourself to what you 
can actually do. Where you enter 
traditional media and you start to 
do banner ads and then you begin 
to believe that it’s the only thing you 
can actually do.
        But the key is to understand 
that things always change, and if you 
don’t recognize that, you are going to 
miss what’s next.
        My execution today is to run 
VaynerMedia… In many way that’s 
my microstrategy… My macro vision 
is to buy the jets.. So if something 
tastes different tomorrow I would 
be happy to change. I’ll drop Vayner 
overnight if I truly believe there is 
a 10X opportunity that is going to 
help me achieve my vision, which 
is to have the best possible process 
of trying to and eventually buying 
the Jets… The good thing is I don’t 
believe that will happen but you can 
already see my strategy is changing 
as I start to become more public 
about VaynerX and the acquisitions I 
am going to make.
        Vision means nothing if you 
don’t take action. But always let your 
action inform your vision because at 
the end of the day…
        The strategy is the strategy, until 
it’s not. 

position to succeed. Coming out of school, being 22 years old, I thought 
of myself as a great salesman. I didn’t necessarily have the vision of 
starting VaynerMedia and building the best digital agency I could. I just 
knew I could sell and that it was going to be big.
        I didn’t really think about emotional intelligence. That word had 
never come out of my mouth. I didn’t think about “operations.” I didn’t 
think about “leadership.” I didn’t think about “content creation.” I 
thought I could sell. Right?
        So over the last 20 years I’ve gotten to know myself better and one 
thing that happens is success compounds on itself, and as you gain more 
confidence, you continually gain more momentum.
        Doing was always my best strategy. I built my vision through taking 
action. One day at a time. The hard work, the hustle and the grind.
        So if there’s anything I can instill through this article it’s not that 
vision is somehow bad or irrelevant but that it’s actually OKAY if you 
aren’t starting from that place. You can always execute and figure things 
out later. I think so many of you are crippled by “I don’t have the right 
idea” or “I don’t know where I want to end up” but the truth is, it 
doesn’t really matter. Vision always builds by taking action. One of my 
favorite examples I like to use is Sam Walton, who started Walmart at 
44. It just goes to show that you can literally suck shit, do nothing for 
the next 15 years.. NOTHING and then build the thing that puts you on 
the map. It’s really that simple.
        So the the truth is, my vision was to buy the Jets and my strategy 
out of school was, “I’m going to work my fucking face off. I’m going to 
constantly be in motion.”
        I am going to constantly do. Which became, great, I’m going 
to build Wine Library. I’m going to sell more wine. I’m going to be 
right about trends. I’m going to launch a website. I’m going to try 
e-commerce. I’m going to open up more stores.
        I didn’t know which of these would ultimately work or where it 
would necessarily lead, but I knew the building blocks of what I was 
going to try to do.
        And now, when I look at it, it seems comical to me, because 
obviously I am working harder than ever. My days are literally scheduled 
by the minute. I recently hired a writer named Colin and he can 
definitely give you the inside scoop. He’s been asking to interview me 
for this article for weeks and I just didn’t have the extra 10 minutes.
        It’s why I do DailyVee… You all see how hectic it actually is. It’s ac-
tion. I’m in constant motion. Everyday, always, forever. For the most part, 
and during the traditional work week, I have zero minutes of down time.
        All of my strategy came directly from opportunity. It came from 
action. First It was building the biggest wine store for my family. Then it 
became, “Oh my god, I understand what people do. Maybe I should be 
an investor.” That got me into Silicon Valley. Silicon Valley got me into 
tech and understanding how the world is going to fundamentally change.
        Once I understood that, I realized the biggest businesses in 
the world, were going to get affected. Then I decided that I wanted 
to disrupt that world. The quickest path of entry, of learning it, was 
to actually be an agency and do work. To interact with fortune 100 
companies and learn by doing.
        Do work. Do work. Do work.
That led me to my vision now which was like, oh my god… I can build a 
communications Death Star, that I can use for the rest of my life. That I 
can then buy smaller brands and run them through my marketing machine 
and turn 10M companies into billion dollar companies through brand.
        Now, over the last three, four, five years it’s been very clear to me 
that I’m trying to build this thing, which is the entire macro strategy, but 
it came from all the actions.
        It came through the obsession with continuing to sell. Winning 
more clients, building my personal brand, creating obnoxious amounts 
of content, and watching it all grow.
        The funny thing is you can’t really decide. You can’t lay out your 
epic strategy until you are actually in the place to execute. I couldn’t 
talk about VaynerX until I built a 150M revenue business. It would have 
been a complete joke.
        So that’s where I see the two align. Through action comes vision 
and through vision comes action. It all just builds.



I
t's summer so they're digging up 
streets, repaving roads, and repairing 
bridges.  That leads to epic traffic 

jams, long commutes and tremendous amounts 
of frustration.  And you're late!  I've been 
doing my best impression of the digging, 
without the paving and repairing.  A couple of 
my articles have been based on Objective 
Management Group's (OMG) data from the 
evaluations of 1.8 million sales professionals 
and like the road work, we're going to dig 
some more today!  
        In this article, we will look to determine 
whether there is a correlation between sales 
percentile, sales pipeline and sales perfor-
mance.  And as has been the case with the last 
ten articles like this, the data is sure to surprise.
        OMG includes a pipeline analysis as part 
of every Sales Force evaluation it conducts. We 
ask each salesperson 19 questions about four 
late-stage, proposal-ready/closable opportuni-
ties currently in their pipeline.  In the table be-
low, the percentage of salespeople who actually 
had 4 late-stage opportunities on which they 
could report are sorted by Sales Percentile.

Almost half of the elite and strong groups, 
representing the top 15% or so percent of all 
salespeople, had 4 late-stage opportunities 
while only a third or so of the serviceable sales-
people and just 21% of the weak salespeople 
(half the population) had 4 late-stage oppor-
tunities in the pipeline.  It should come as no 
surprise at all that stronger salespeople have 
more quality opportunities in their pipelines.
        The table below shows correlation 
between sales percentile, sales process and 
sales performance.

Dave Kurlan is a best-selling 
author, top-rated speaker and 
thought leader on sales devel-
opment.  He is the founder and 
CEO of Objective Management 
Group, Inc., the industry
leader in sales assessments 
and sales force evaluations, 
and the CEO of David Kurlan 
& Associates, Inc., a consulting 
firm specialising in sales  
force development. 
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salespeople?  We hear things like, "Their 
customers love them."  "They serve a purpose."  
"They have legacy knowledge."  "They're 
family."  "I recruited him here from another 
company we both worked for."  "They're not 
really costing us anything."
        If these crappy salespeople and their 
protective bosses worked in accounting they 
would have been fired or jailed for this kind 
of performance!
        What will it take for companies to de-
mand the same performance from all salespeo-
ple that they get from their best salespeople?  
Better recruiting and selection, better training, 
better coaching and better accountability.  And 
what will it take for those things to happen?  
Don't hold your breath. 

There is a strong correlation between sales 
percentile and sales process. 86% of the elite 
salespeople (5% of the sales population) and 
70% of strong salespeople (11% of the sales 
population) have the Sales Process Compe-
tency as a strength.  It drops off quickly and 
significantly for serviceable salespeople (34% 
of the sales population) and dramatically for 
weak (50% of the sales population) salespeo-
ple.  Is it any wonder that only 20% of weak 
salespeople have Sales Process as a strength?
        The most interesting finding was in the 
area of performance.
        While the percentages do correlate to 
Sales Percentile, the way companies report 
sales performance is insightful. In the table 
above, read the column on performance 
backwards. Companies report that 36% of 
elite salespeople aren't performing.  In other 
words, they believe that they "should do 
better!"  The finding is even worse for strong 
salespeople where companies say that 43% 
should do better.  Companies say that 53% of 
the serviceable salespeople are performing and 
40% of the weak salespeople are performing.  
This is crazy and it's all about expectations.  
Expectations of the best salespeople are 
incredibly high, while expectations of the 
crappy salespeople are incredibly low.  For 
example, take a look at this screen shot of 
one small company's revenue by salesperson, 
and whether or not the company believes the 
salespeople are performing.

As you can see, the company says that their 
top 2 salespeople, generating approximately 
US$20 million between them, are not 
performing, while they say that their worst 
salespeople, generating a little more then 
$6 million combined from 3 of them, are 
performing.  Crazy, right?
        Quotas continue to go up for the 
salespeople who perform until they can no 
longer hit the numbers. Meanwhile, in a race 
to the bottom, quotas are adjusted downward 
for crappy salespeople until they hit a mutual 
area of pathetic.  Some of us intuitively knew 
that this insanity was occurring, and now we 
can show proof of this with the data.
        We can do so much better than this.  Why 
do so many executives protect their worst 

SALES PERCENTILE 4 OPPORTUNITIES

45%ELITE

44%STRONG

36%SERVICEABLE

21%WEAK

SALES 
PERCENTILE PERCENTAGE

SALES 
PROCESS

ELITE 86% 64%

STRONG 70% 57%

SERVIEABLE 51% 53%

WEAK 20% 40%

PERCENTAGE

PERFORMER

OMG PERFORMANCE DATA COLLECTION FOR A SALES FORCE EVALUATION
OMG Partner:

Name

Client Company:
Number of Profiles:                         2

Title
  Sales
  Sales
  Sales
  Sales
  CEO
  Sales Admin
  VP Ops
  Sales Mgr   Sales Mgr

  Non-Selling
  Non-Selling

  Account Manager
  Account Manager
  Account Manager
  Hunter

  Hunter   Yes
  Yes
  Yes
  Yes
  Yes
  No
  No
  No

  Dave
  Ron
  Ron

  n/a
  n/a
  n/a

  Jeff
  Jeff
  Jeff
  Jeff

   $  11.90 
   $  0.80
   $  1.01
   $  4.29
   $  8.30

  no
  Yes
  Yes
  Yes

  Yes
  Yes
  Yes

  no

Role - Sales / 
Sales 

Management/VP

Expected 
To Have a 
Pipeline 
(Yes/No)

Reports To 
(Name)

Annualized 
Revenue  

in Mil

Existing Salespeople

Performing
(Yes/No)
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Roy Strauss, president 
of The Strauss Consulting 

Group, LLC www.scg4u.com 
has been helping companies 

increase their profitability and 
competitive edge by improv-

ing customer service while 
reducing costs since 1983. SCG 

has expertise in all aspects of 
supply chain including space/
layout, software, automation, 
equipment, staffing as well as 

the complete design and imple-
mentation of distribution and 

manufacturing centers.

C ross docking is an 
excellent way to save 
money for both 

warehousing and manufacturing 
companies when time is of the 
essence or the timing is just right. 
It allows items for products on 
customer orders to be transported 
directly from the receiving dock to 
the shipping dock. The cross-
docked product can either be 
shipped alone or added to an 
existing order. The key is that the 
product never leaves the dock area 
saving the time and labor of 
transporting the receipt from the 
dock to the storage location and 
then picking the product from the 
storage location only to be brought 
back to the dock area. Cross 
docking is NOT transporting 
received product to shipping doors 
on the other side of the building as 
one warehousing professional 
recently told me.
        Many companies are 
attempting to reduce inventory 
levels or convert to a “just in time” 
inventory model. They are also 
selling more imported products 
where they have less control of 
supplier on time performance, 
where the product can be subject 
to delay either on the ocean or 
at export or import docks, and 
because there are more layers 
in the supply chain, each being 
a source of potential delay. 
Throughput speed achieved by 

cross docking can be the difference as to whether the customer’s order 
is manufactured or shipped on time or the customer is disappointed 
and possibly penalizing you with charge backs for being late or going to 
competitors. Proper software support is essential for successful cross 
docking.

THREE DIFFERENT WAYS TO CROSS DOCK:
1.  Direct transfer:
  a) Determine how many cases or pallets of each received item are

required for each customer order on hand or for a given route
  b) At the Receiving dock place the number of cartons for each on a

separate pallet
  c) Transport each pallet to the appropriate staging area at the

shipping door for each customer order or route
  d) For manufacturing the quantities would be required for 

immediate manufacture

2.  Order Picking: 
  a) Determine how many total cases will be cross docked
  b) Move pallets with that total to temporary picking locations at 

the dock
  c) The picker will pick the rest of the order as usual and then pick

from the temporary locations on the way to the staging area to 
complete the order

3.  Inbound items are staged short-term and accumulated at a location
near the dock (not put away) for a period of time, then shipped out 
as required

  a) This is an ideal solution when receiving huge volumes of a product
that will ship out quickly, in high volumes such as items on sale 
or high volume seasonal items, especially for pallet in/pallet out 
volumes.

FOR MANUFACTURERS:
There are ways to perform operations similar to cross docking to get 
similar results. When raw materials and supplies are received there are 
several options to short cut transporting receipts to a raw materials 
warehouse and then to manufacturing zones or cells. Materials can be 
moved directly to premanufacture staging zones which will shorten travel 

distances and reduce handling 
and time vs. the storage location. 
Again, proper software is required.
1.  Direct transfer, receiving dock

to manufacturing cell. This 
works best for just in time 
situations, when receipts are 
late, or when customers are 
waiting for their orders. The 
software will direct put away of 
each material to a specific work 
cell location

2.  Direct transfer, receiving dock
to a manufacturing cell 
dedicated zone. This works 
best when product is being 
manufactured but more will 
be needed soon and none is 
in inventory, or the materials 
received will be used for the 
very next job in the work 
cell and none is in inventory. 
This zone is set up near the 
manufacturing cell(s).

3.  Direct transfer, receiving dock
to manufacturing group 
zone. This works best when 
the materials received are in 
short supply and can be used 
to manufacture numerous 
products or can be used in 
multiple work cells. This zone is 
set up centrally to the group of 
the manufacturing cell(s).

Cross docking can save time and 
money but must be done correctly 
and with the proper system 
support. 
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ULTIMATE PRODUCTIVITY     WITH JIM STOVALL

Jim Stovall has been a 
national champion Olympic 
weightlifter, president of 
an Emmy Award-winning 
television network, and a 
highly sought after author 
and platform speaker. He was 
chosen as an International 
Humanitarian of the Year, 
joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 
recipients of this honour.

R ecently, in much of the 
business and success 
literature, I’ve noticed a 

trend toward using the terms 
manager and leader 
interchangeably. Nothing could be 
further from the truth. If you’re 
going to succeed, it’s important 
that you understand whether 
you’re a leader or a manger. If you 
are an entrepreneur, it’s quite 
likely there are times you perform 
both roles.
        A manager is concerned with 
doing things right while a leader 
is concerned with doing the right 
things. Many organizations have 
failed because they were launched 
and grown by a leader who would 
never turn the operation over to a 
manger. On the other hand, there 
are organizations that suffer from 
having a manager fill a leadership 
role. Managers are concerned 
with keeping everything running 
well while leaders are concerned 
with finding new things to run. 
Managers are focused on today 
and tomorrow while leaders are 
concerned with the next year and 
the next decade.
        Too often, creative 
entrepreneurs can get caught up 
in running their business, and 
before they know it, their business 
is running them. It is easy to 
confuse working in your business 
with working on your business. 
Every leader needs to spend some 
quality time outside the day-to-
day operations to take the lid off 
their imagination and let all the 
possibilities present themselves.
        A good manager can be just 
as valuable as a good leader, but 
they are not interchangeable. 
Managers are often reactive. They 
handle everything that comes 

along throughout the day. Leaders are proactive. They make things 
happen and create opportunities.
        My friend and colleague, Steve Forbes, is in the habit of 
managing his business from his office, but when he leads his 
organization, he often goes downstairs to a library his late father, 
Malcolm Forbes, kept in the building. Often, sabbaticals, vacations, 
or even weekends can be used by leaders to get away from the 
trees and consider the entire forest. I’m reminded of a submarine 
in which one person may be looking through a periscope a few 
hundred yards ahead while another person is looking at the radar 

which provides a picture of 
everything for miles around.
        If you only manage, you will 
never grow any bigger than you 
are, but if you only lead, you may 
lose what you’ve already got.
        As you go through your day 
today, understand leadership and 
management, and make sure you 
have both areas covered. 

Asia’s Most 
Authoritative  

Publication  
for Senior  

HR Professionals
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T
eaching high-
powered 
executives how to 
meditate is 
becoming a 
multi-million 
dollar industry. 

Once the preserve of monks in 
remote mountain monasteries, the 
positive effects of meditation have 
not been lost on the business 
community. With their jobs 
requiring them to be at peak mental 
condition, executives have turned 
to meditation as a tool to deal with 
the unending mental stress of the 
modern workplace. Among the 
practitioners of meditation include 
Salesforce founder Marc Benioff, 
LinkedIn CEO Jeff Weiner, and 
Oprah Winfrey.

BENEFITS OF MEDITATION
The purpose of meditation is 
to make our mind calm and 
peaceful. More than that, it primes 
the mind to respond instead of 
react. Meditation calms inner 
emotions and promotes emotional 
detachment from external 
situations. In doing so, one can 
think clearly, control emotions, 
and be present in the moment. 
In religious terms this is termed 
‘nirvana’, but it has real-world 
applications as well. External 
factors which are beyond one’s 
control are common in business 
situations, and meditation can 
enable a person to detach oneself 
and prevent an overreaction to an 
adverse outcome.
        Meditation isn’t just to relax 
and de-stress, although it is indeed 
a powerful tool for that purpose. 
What meditation also does is allow 
the practitioner to enter a state 
of ‘mindfulness’. Mindfulness 
broadens the mind’s perspective 
and capability to understand things 
a stressed-out, self-absorbed mind 
would miss. 
        Mindfulness brought about 
by meditation is also beneficial 
to business priorities such as 
innovation, talent development, 
and staff retention. The research 
on mindfulness suggests that 
meditation sharpens skills like 
attention, memory, and emotional 
intelligence. Some companies have 

integrated mindfulness techniques 
into their talent development 
program with the goal of creating 
agile and flexible mindsets as a 
foundation for leadership.

HOW TO MEDITATE
You need not sit in the lotus 
position or retreat to a remote 
mountain peak to meditate. But 
you need to find a comfortable 
place and set aside some time to 
meditate. Setting aside time for 
meditation is an important way 
to establish a routine and get 
comfortable with the practice. Even 
just a few minutes a day can make a 
big difference.
        Mindfulness meditation is the 
method for which most business 
executives find useful. For those 
just learning how to meditate, 
mindfulness meditation requires 
no props or preparation (no 
candles to light, mantras to choose, 
or techniques to learn); long-
term practice can bring a calmer 

mind and less reactivity to stress. 
The key feature of mindfulness 
meditation is a focus on the 
present moment. Rather than 
focusing on something outside of 
oneself, mindfulness meditation 
requires a focus on ‘now’.
        Ideally, if you are a beginner 
to meditation, you should choose a 
nice, quiet place where you won’t 
be disturbed for at least 5 minutes. 
The position in which you meditate 
is not important at this stage – just 
sit comfortably. Breathe slowly and 
deeply. When you are breathing 
deeply, you will begin to feel calmer 
and more relaxed. 
        Focus on your breathing 
first, then your feelings and 
sensations, and also your 
thoughts. Mindfulness meditation 
isn’t about letting your thoughts 
wander. But it isn’t about trying to 
empty your mind, either. Instead, 
the practice involves paying close 
attention to the present moment 
— especially our own thoughts, 

emotions and sensations — 
whatever it is that’s happening. 
        One of the main hindrances 
that people experience when 
they are new to meditation is the 
inability to completely clear their 
mind. It’s often difficult to stop the 
steady stream of thought flowing in 
and out, and when people first sit 
down to meditate, their thoughts 
often get louder before they quiet 
down. That’s why it’s often best 
to label the thoughts that come to 
your mind, rather than engaging 
with them—this can make it easier 
to let them go.
        As with all skills, practice 
is important. Though meditating 
on your own is an essential part 
of a complete practice, the steady 
guidance of an experienced 
teacher can be invaluable, 
especially as you’re getting started. 
Our minds wander so easily, and 
the clear instructions of a teacher 
can help bring us back to the 
present moment. 

BY 
ONG XIANG 

HONG MEDITATION



MUSIC MOVIEBOOK

BILLIONAIRE BOYS CLUB

L
ed by their fellow preppy friend Joe 
Hunt, a group of wealthy boys in 
1980s Los Angeles come up with a 

plan to get-rich-quick with a Ponzi scheme. The 
plan ends 
badly for 
all involved 
when Hunt 
and friend 
Jim 
Pittman 
end up 
murdering 
investor 
and 
con-man, 
Ron Levin. 
The movie 
is based on 
the real-life 
Billionaire 
Boys Club 
active in 
Southern 
California 
during the 1980s. 

HEREDITARY

W
hen Ellen, the matriarch of the 
Graham family, passes away, her 
daughter's family begins to unravel 

cryptic and increasingly terrifying secrets about 
their ancestry. The more they discover, the more 
they find themselves trying to outrun the sinister 
fate they seem to have inherited. Making his 
feature debut, writer-director Ari Aster 
unleashes a nightmare vision of a domestic 
break-
down. 
Hereditary 
uses its 
classic 
setup as 
the 
framework 
for a 
harrowing, 
uncom-
monly 
unsettling 
horror film 
whose cold 
touch 
lingers long 
beyond the 
closing 
credits. 

THE ROOSTER BAR BY JOHN GRISHAM

T
hree friends came to a third-tier, 
for-profit law school so mediocre that 
its graduates rarely pass the bar exam, 

let alone get good jobs. And when they learn 
that their school is one of a chain owned by a 
shady New York hedge-fund operator who also 
happens to own a bank specializing in student 
loans, the three 
know they have 
been caught up 
in The Great 
Law School 
Scam. But 
maybe there’s a 
way out. John 
Grisham once 
again brings his 
sardonic sense 
of humour, this 
time to the 
sometimes-ques-
tionable ethics 
of modern legal 
education.

DAMAGED GOODS BY OLIVER SHAH

S
ir Philip Green was once hailed one of 
Britain's best businessmen. As 
chairman of Arcadia Group, home to 

brands such as Topshop, Dorothy Perkins and 
Miss Selfridge, Green had prime ministers and 
supermodels on speed dial. In 2015, Green sold 
British Home Stores for £1 to Retail Acquisi-
tions, who siphoned off BHS's remaining 
millions before filing for administration. By the 
time it went under in April 2016, BHS had debts 
of £1.3bn, including a pension deficit of £571m. 
Its collapse left 11,000 employees without jobs 
and 20,000 pension fund members facing the 
loss of their benefits, prompting the government 
to launch an 
inquiry into 
Green's sale of 
the company. 
Oliver Shah, a 
Sunday Times 
journalist, 
uncovers the 
methods Green 
used to amass 
his gigantic 
offshore fortune, 
and the 
desperation that 
drove his 
doomed BHS 
deal.

THE NOW NOW BY GORILLAZ 

T
he Now Now, delivered a mere 14 
months after Humanz, echoes The 
Fall, particularly in how nearly half of 

its songs carry titles that salute the presumed 
place of their composition, but this is quite a 
different beast than any previous Gorillaz 
album. Recorded in February 2018 so the group 
could have new material to play on the festival 
circuit that year, The Now Now by design has 
fewer collaborators than Humanz, the record 
Damon Albarn toiled over for the better part of 
a decade. Perhaps this doesn't make for a listen 
that's as wild or adventurous as its companion, 
but it's ultimately more satisfying, as the internal 
journey mirrors the evolution of the pop 
landscape in the 21st century. What was once a 
rowdy, colourful party is now a soundtrack for 
bittersweet solitude.

HATSUKOI BY UTADA HIKARU

U
tada Hikaru welcomes the 20th 
anniversary of her debut with her 
seventh original album Hatsukoi, 

which harkens back to the title of her debut 
album First Love. The highly anticipated 
12-track album includes the diva's digital 
releases over the past year: I'm Sorry, I Love 
You theme song Forevermore, Destiny: The Tale 
of Kamakura theme song Anata, and Kingdom 
Hearts III theme song Chikai. Emotional and 
melancholy with some upbeat tracks in between, 
Hatsukoi is Utada Hikaru showing the world 
that Utada Hikaru can still be an icon, two 
decades later.
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T
he premier regional awards for SMEs, the SME100 Awards Singapore was held at Marina Bay Sands on 13 July 2018. The winners 
included many of Singapore’s fast-moving companies, judged on a basket of quantitative and qualitative criteria with a focus on 
growth (turnover, profit and market share) and resilience (best practices, sustainability and vision). 

SME100 AWARDS SINGAPORE
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e have all heard of the 
saying, ‘when it’s too 
good to be true, it 
probably is’. 
        However, as 
entrepreneurs and 
business owners, most of 

us are imbued with curiosity and risk-taking 
appetite, that we often throw this caution to 
the wind. 
        This can be good, but common sense 
dictates that every scam begins with plans so 
good, that it’s almost irresistible. 
        Such is the case with the many capital 
clubs that are being promoted to SME 
owners both in Singapore and Malaysia.
        They may have different modus 
operandi but all without fail have the same 
end goal in mind: to artificially inflate 
the valuation of your business in the hope 
that an unsuspecting buyer take over your 
business. And when that (inevitably) fails 

and you are deep down that slippery road, 
you will be goaded to sell your business into 
the capital club in exchange for (practically 
worthless) shares of the capital club. And a 
lifetime worth of hardwork gets ruined.
        Very often, the promoters will mask the 
scheme as a financial or capital education 
program, for which you either pay a hefty 
fee or if you are lucky, heavily subsidized 
fee if your business look attractive to them. 
You will be told that you’ve been doing it all 
wrong (you probably have, but not in the way 
they claim). That your business model and 
operational excellence doesn’t matter if only 
you would understand the capital game.
        Like all other scams, this scheme 
plays into our greed and ignorance. And 
sometimes, our desperation. 
        The only way for a business to grow and 
be sustainable in the long run is to have a 
product people need, a good team running it 
and happy customers buying them. There’s 

no other way - despite whatever all the 
‘investment gurus’ tell you. Even valuation-
inflated unicorns need these three formulas 
to be unicorns to begin with.
        If you are not solving a problem, and 
solving them efficiently, then no amount of 
capital and free money will help you grow 
your business. 

PROPERTY CLUBS 
I can’t write this article without also 
mentioning the proliferation of property 
clubs out there. Many of these rose and 
collapsed during the property boom of the 
2010s and is seeing a resurgence due to the 
depressed property market and excess stock 
many smaller developers are holding.
        Remember this: good things never come 
cheap. Those ‘exclusive’ and ‘bulk’ discounts 
you are getting off inflated prices won’t look 
as good once you try to sell the property. 
Or when you struggle to get tenants. And 
if by chance you make some money after 
deducting the transaction and holding 
costs, you might realise that a simple fixed 
deposit with a bank could have beaten your 
supposedly fail-proof investment. 
        Some people might say playing safe 
and being careful is anathema to being an 
entrepreneur. But again, there’s a huge 
difference between taking blind risk and 
taking calculated risk. 
        Focus on the basics and see your business 
grow. There’s really no free lunches in life. 

 PERSPECTIVE William Ng is Group Publisher and Editor-in-Chief of Business Media International.  He can be reached at 
w.ng@businessmedia.asia or connect with him at 

www.facebook.com/williamngpage
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