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T he highly-contested midterm elections in the United 
States saw the Democratic Party recapture the 
House of Representatives, while the Republican 

Party held the Senate. Markets in Asia went up on the news, 
mainly as a sigh of relief. It is projected that the midterm 

election results should not change US trade or foreign policy 
substantially. In particular, it is unlikely that the US-China cold 
war on trade will thaw anytime soon as the Democrat 
electorate and President Donald Trump share largely the same 
sentiments on China.

DEMOCRATS CAPTURE HOUSE IN US MIDTERM ELECTIONS; REPUBLICANS HOLD SENATE

VIETNAM AIMS FOR 50 PER CENT OF SOCIAL MEDIA USERS ON 
DOMESTIC PLATFORMS BY 2020 

V
ietnam wants at least 50 percent of its social media users to 
be on domestic platforms by 2020 and plans to prevent 
‘toxic information’ on Facebook and Google. The Ministry 

of Information and Communication has been drafting a code of 
conduct for the Internet to build a healthy and safe network 
environment. US-based social media platforms are widely used in 
Vietnam and serve as the main platforms for opposition views. They 
do not have local offices or local data storage facilities and have 
objected to the localisation requirement of the law. 

INDONESIA’S FIRST ELECTRIC SCOOTER TESTED BY JOKOWI 

T
he first Indonesian made electric scooter has become the 
latest local product from President Jokowi Widodo’s 
branding power. The scooter known as Gesits, a 

contraction of Garansindo Electric Scooter (GES) and Surabaya 
Institute of Technology (ITS), dominated national headlines and 
briefly trended on social media after the president, who was clearly 
impressed, took it for a spin. The president has long been known for 
endorsing local businesses. Several locally made shoe and jacket 
brands have enjoyed upticks in sales after the popular Jokowi 
donned or praised their products in public. 



on the completion of the
Bank Islam & CUIC-UUM
SME Development Programme
All the best in your future endeavours, Graduates!

Congratulations 

Consumer Banking | SME Banking | Commercial Banking | Corporate Banking | Deposit & Cash Management | Trade Operations | Treasury

T  603 26 900 900   URL  bankislam.com.my facebook.com/bankislamfb

Watch out 

for our 2019 
intake!

Badrul Rizal Ahmad Bakri Achik Sdn Bhd
Wan Ahmad Wan Abdul Ghani Adexel Niaga
Nurdiana Mohd Daud Arstenaga (M) Sdn Bhd
Dr Sabariah Said Berkat OSH Services Sdn Bhd
Noraini Achet Bumi Aktif Marketing
Siti Afidah Bumiplus Enterprise
Mohd Rosli Jamaludin Darulihsan Global (M) Sdn Bhd
Nurul Hidayah Abu Seman Energy Intelligent Sdn Bhd
Mohamad Hilmi Md Zakariya Finaz Marketing and Services
Mazurina Mashoory FM Aerodynamic Sdn Bhd
Mohd Hizwan Hamdan HIZS Resources
Amira Arzeman Hussein Khamis Sdn Bhd
Halilah Hussein Huz Power (M) Sdn Bhd
Hj. Mohd Daud Bin Mohd Sharif Huz Power (M) Sdn Bhd
Mohd Salleh Rahmat Identity Solutions Sdn Bhd
Mohd Fairul Nizam Imtiaz Production House
Raja Mohd Amaran Raja Salleh Infranet Systems Sdn Bhd

Firda Sewani Maroz Tailoring Sdn Bhd
Mohamad Hassan MD Foodstuff Sdn Bhd
Saliza Mohd Nazri Medico Sdn Bhd
Mior Amin Badalishah Mios Gastronomy Group Sdn Bhd
Nor Azreen Md Kasim Mumtaz Meat & Marine Foods Sdn Bhd
Muhammad Hafiz Nobby Engineering (M) Sdn Bhd
Nurul Hidayana RR Bumi Marketing
Aswad Naemat Sani Hotel Sdn Bhd
Maslina Ab Aziz Sani Travel Sdn Bhd
Ida Nureeni Ismail Sani United Bhd
Azfar Binti Alaman SHI Supply & Consultation
Norizan Tahir SNZ Supplies & Marketing
Nur Ezzaty Abd Hanan Sprezzatura Sdn Bhd
Nur Izzatul A'liah Mohd Noor Talnoor Enterprise Sdn Bhd
Ben Rosman Sulaiman Teknoniaga Sdn Bhd
Erina Mohamad Moin WCS Global Logistics (M) Sdn Bhd



   NEWS      6

C hina has overtaken Japan to become the world’s top 
importer for natural gas, as Beijing’s crackdown on 
pollution boosts its demand for the more environmentally 

friendly fuel, while the restart of nuclear reactors in Japan has 
reduced its LNG imports. China’s total natural gas imports from 

January to October 2018 via pipeline and as liquefied natural gas 
(LNG) were at 72 million metric tonnes, up a third from the same 
period last year. Japan, on the other hand, imported about 69 
tonnes of LNG over that period, down 17 percent for the same 10 
months of 2017. Japan imports all of its gas as LNG. 

CHINA OVERTAKES JAPAN AS WORLD’S TOP NATURAL GAS IMPORTER 

SINGAPORE CALLS FOR CLOSER  
SOUTHEAST ASIA TIES 

S
ingapore Prime Minister Lee 
Hsien Loong has called for greater 
integration between Southeast 

Asian countries at a time when 
multilateralism is under threat. His remarks 
came on the sidelines of the ASEAN Summit 
held between the 10 ASEAN member states 
and their external partners, including the 
United States and China, which are locked 
in a bitter trade war. Lee has previously 
warned that the US-China trade war could 
have a "big, negative impact" on Singapore, 
and the city-state's central bank has warned 
it could soon drag on growth. 

SOUTHEAST ASIA’S LARGEST PRIVATE INVESTMENT 
PLATFORM EXPANDS TO MALAYSIA  

S
ingapore-based private investment 
platform, Fundnel has formally 
expanded to Malaysia. Fundnel Malaysia 

will provide a comprehensive suite of capital 
raising services, targeted at local unlisted growth 
companies that form the backbone of the 
economy. This will include SMEs from local cafes 
and retail stores to larger companies in the field of 
education and wellness. This is in line with two of 
the new pillars championed by the government in 
the mid-term review of the 11th Malaysia Plan, 
namely ‘Enhancing Inclusive Development and 
Wellbeing’ and ‘Strengthening Economic Growth’. 
The fintech company adopts a technology and data 
driven approach to connect quality businesses 
with growth capital, in tandem with the Malaysian 
government’s effort in promoting the use of 
technology to drive financial inclusion and 
equitable opportunity for the citizens.

WEWORK GETS US$3 BILLION IN  
NEW FUNDING FROM SOFTBANK  

U nited States shared office space 
provider WeWork Co has secured an 
additional US$3 billion in funding 

from Japan’s SoftBank Group. The latest 
funding round was in the form of a warrant, 
under which SoftBank will pay WeWork 
US$1.4 billion on January 2019 and the 
remaining on April 2019. WeWork in July said 
it had raised US$500 million from investors 
including Temasek Holdings and SoftBank 
Group. SoftBank, which runs the world’s 
biggest private equity fund was in discussions 
to buy a majority stake in WeWork.
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S tarbucks Corporation is laying off 350 global corporate 
employees. The elimination of the non-store employees 
is part of a restructuring plan that Kevin Johnson, the 

CEO of Starbucks Corporation unveiled in September in an 
attempt to make the company nimble enough to tackle rivals in a 
fiercely competitive US coffee market. 

STARBUCKS TO LAY OFF 350 GLOBAL CORPORATE EMPLOYEES

ZOTYE SET TO SELL SUVS IN THE US IN 2020 

Z
otye Automobile, Ford’s partner 
in China, is planning to begin 
selling SUVs in the United States 

in 2020. Zotye is setting up a US sales and 
distribution arm in Lake Forest, California, 
and plans to sells vehicles in the US 
through franchised dealers. Zotye USA is 
owned by HAAH Automotive Holdings, 
headed by President and Chief Executive 
Duke Hale, a longtime executive at several 
automotive import operations. 

AMERICAN EXPRESS WINS CHINESE APPROVAL  
TO CLEAR CARD PAYMENTS  

A
merican Express Company won approval 
to clear card payments in China, making 
it the first US card network to gain direct 

access to what is set to be the biggest bank card 
market by 2020. The move comes months after 
Beijing started allowing foreign companies to apply 
for licenses and ahead of a G20 meeting in 
Argentina where the US and China will try to 
resolve their trade disputes. The preliminary 
approval allows the company to process and settle 
payments in Chinese Yuan domestically by setting 
up its own network with its Chinese joint venture 
partner LianLian Group. 

THAI DEVELOPERS POUR BILLIONS INTO RETAIL 

T hailand’s new ultra-luxurious 
Iconsiam shopping complex opens its 
door shrugging off a decline in 

tourist arrivals and political uncertainty ahead 
of next year’s election. The retail sector is a 
rare bright spot in Thailand where the 
economy lags regional peers, even while 
growing at 4.6 per cent. Developers have US$4 
billion in retail investments in the pipeline, 
outstripping new projects in Jakarta, Singapore 
and Kuala Lumpur. Bangkok is expected to add 
more retail floor space than any city in 
Southeast Asia this year.
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TASTEFULLY FOOD AND  
BEVERAGE EXPO 
7 - 9 DEC 2018    
MID VALLEY EXHIBITION CENTRE, 
KUALA LUMPUR 
tastefullyexpo.com/

T
his exhibition is to help 
startup entrepreneurs 
who are looking to posi-

tion their F&B brand in the market 
and promote their new and innova-
tive products or services. Not to 
mention, corporate traders who 
are looking for new distributors or 
sponsorship may explore branding 
awareness and corporate image. 
The event will be expecting 20,000 
to 50,000 visitors with more than 
500 exhibitors. 

MALAYSIA IT FAIR 
21 - 23 DEC 2018 
MID VALLEY EXHIBITION CENTRE, 
KUALA LUMPUR 
malaysiaitfair.com.my/v2/index.php/
upcoming/

T
he event facilitates the 
perfect platform for IT 
industry stakeholders to 

launch and kick off their IT cam-
paigns and send it to the consumer 
domain for greater scrutiny. The 
conference provides an excellent 
platform for companies to show-
case, share and launch IT-related 
products, services and technolo-
gies to a wide and targeted audi-
ence. This event creates a learning 
ambience so that visitors can get 
acclimatised to the growing phe-
nomenon of the IT industry. 

MALAYSIA E-COMMERCE EXPO 
13 - 15 DEC 2018 
MATRADE EXHIBITION AND CONVENTION 
CENTRE (MECC), KUALA LUMPUR 
www.meexpo.com.my/

HONG KONG WATCH GUILD SHOW
3 DEC 2018 
HOLIDAY INN GOLDEN MILE, HONG KONG
hkwgs.com/home2.html

T
he Hong Kong Watch 
Guild Show serves the 
watch trading community 

by providing a relatively low-cost 
trade platform for traders from 
around Asia to promote the watch 
trade industry in Hong Kong and at-
tract traders from around the world. 
The company serves the watch trad-
ing community by organising 10 to 
12 shows a year. 

BATIK FASHION FAIR 
5 - 9 DEC 2018 
GRAND CITY MALL & CONVEX SURABAYA, 
INDONESIA 
debindomitratama.com/

T
he event will bring togeth-
er attendees and provide 
them with the opportuni-

ty to explore the comprehensive 
range of products such as fashion 
accessories, men’s and women’s 
clothing, footwear, bags, belts, kids, 
clothing, jewellery and much more. 

WORLD BAZAAR FESTIVAL 
12 - 22 DEC 2018 
WORLD TRADE CENTER METRO MANILA, 
PHILIPPINES 
worldbex.com/Event/Bazaar 

T
he festival ranks first as 
one of the prime Christ-

mas shopping trade shows in the 
Philippines. The show is successful 
in creating a joyous and festive am-
biance for all those attending the 
event. Toys and gift items, fashion-
able jewelry items, stationery prod-
ucts, books, fragrances, plastic 
products, leather accessories and 
kitchen items are showcased during 
the event and the show offers ample 
business promotional and network-
ing scope to attending companies. 

VIETNAM EXPO 
5 - 8 DEC 2018 
SAIGON EXHIBITION AND CONVENTION 
CENTER, VIETNAM 
hcm.vietnamexpo.com.vn/en/d/
overview

T
his is an international 
trade fair which show-
cases international pavil-

ions of machinery, electronics and 
home living products. This year 
continues to be an important desti-
nation, a bridge connecting Viet-
namese and international business-
es, allowing them to meet, 
exchange views on business coop-
eration, promote trade and invest-
ment between Vietnam and other 
countries in the world. 

WORLD STAMP EXHIBITION 
28 NOV - 3 DEC 2018 
ROYAL PARAGON HALL, BANGKOK 
thailand2018.org/

T
he World Stamp Exhibi-
tion will be one of the 
world highest profile 

philatelic events displaying approx-
imately 2500 frames of exhibits 
from all FIP member countries 
with a total value worth over 4 bil-
lion Baht (US$120 million). The 
court of honor will feature some of 
the world’s philatelic extreme rari-
ties together with the most valu-
able exhibitions ever held for coins, 
medals, banknotes and other col-
lectibles worth over 1 billion Baht 
(US$30 million). 

E
-commerce is evolving 
faster than ever. The Ma-
laysia E-Commerce expo 

provides you with a conference full 
of industry experts, an exhibit hall 
filled with the latest and greatest 
solution providers and a communi-
ty made for networking with thou-
sands of like minded industry 
peers. The exhibit hall will feature 
more than 100 vendors from nearly 
every category: marketing, fulfill-
ment, e-commerce platforms and 
new retail technologies. You will 
discover vendors that will benefit 
your company and drive your on-
line strategy forward. 

ANIME FESTIVAL ASIA 
30 NOV - 2 DEC 2018 
SUNTEC CONVENTION CENTRE, SINGAPORE 
animefestival.asia/

T he Anime Festival Asia 
has become a household 
name to J-pop culture lov-

ers in the ASEAN region and is lead-
ing the most effective content deliv-
ery platform, centering around all 
things Japanese. The event aims to 
become the regional Cool Japan 
Event of Asia by developing a B2C 
event representing various Japanese 
content such as anime characters, 
comics, games, music, novels and 
more. The collaboration will bring 
new content to consumers who are 
already familiar to both the C3 and 
Anime Festival brands. 

SINGAPORE MEDIA FESTIVAL 
29 NOV - 9 DEC 2018 
SINGAPORE 
sgmediafestival.com 

T
he Singapore Media Fes-
tival (SMF) returns for 
its 5th edition. This 

year’s festival will not only contin-
ue to celebrate the best in Asian 
storytelling but also nurture the 
region’s media talent in their jour-
ney to achieve global creative ex-
cellence. Industry players from 
around the world can look forward 
to a more vibrant marketplace and 
bigger celebration of the region’s 
best content and media talent. 



A
s higher 
education is 
practically 
mandatory 
nowadays 
to start 
your dream 
career off 

the right foot, more and more 
Malaysians now seek to attend 
university abroad. Among the 
most popular destinations for 
Malaysians studying overseas are 

the United Kingdom and 
Australia, due to the quality of 
their higher education 
institutions and student lifestyle.
        However, flights to 
these destinations can seem 
very expensive, especially for 
students who have never been 
so far from home. To assist 
them, Malaysia Airlines has 
launched the MHexplorer 
programme, with exclusive 
privileges catered just for them.

Begin the best phase of your life by logging on to malaysiaairlines.com/MHexplorer, or call 1300-88-3000 (within Malaysia)/+603-78433000 
(outside Malaysia) to sign up for MHexplorer today! 

EXCLUSIVE BENEFITS AND 
PRIVILEGES MHexplorer allows 
students aged 18–26 the chance 
to travel the world and enrich 
their life experience. MHexplorer 
fares are available for outbound 
travel originating from Malaysia, 
Indonesia, Singapore, Thailand, 
Australia, New Zealand, United 
Kingdom, Taiwan, China, 
Sri Lanka and India on MH-
operated flights.
        Other benefits in the 
MHexplorer programme include:

SIGNING UP FOR MHexplorer To be eligible for MHexplorer, students 
need to first sign up as an Enrich member, then validate his or her age. In 
addition, a scanned copy of a valid student ID needs to be provided for 
registration purposes.
        Once registered, bookings may be made on malaysiaairlines.com/
MHexplorer by MHexplorer 
members, using the same 
Enrich login credentials and 
membership number. 
        MHexplorer members 
can also earn Enrich miles on 
any other Oneworld airline, 
including British Airways, 
Cathay Pacific, Japan Airlines, 
Qantas, Qatar Airways and 
more by presenting their Enrich 
membership number when 
booking (note that MHexplorer 
privileges are only applicable 
when flying on MH flights).

FLY HIGH WITH 
MHexplorer 
DIGITAL STUDENT 
PROGRAMME

  Additional 10kg check-in  
  baggage (for a total of 40kg  
  in Economy class)

  Enrich Miles for Student  
  Travel programme

  4x special offers annually  
  for friends and family

  Complimentary date change 
  (1 change allowed)

  Up to 20% flight discounts  
  all year round
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LENOVO SMART DISPLAY    

L
enovo has partnered with Google Assistant on the Lenovo Smart Display, making it a smart speaker 
with a screen, for an ideal kitchen or bedroom companion. Just like if you had a Chromecast plugged 
into your TV, you can send movies and TV shows from your favorite apps to the Lenovo Smart Display 
to watch them on it. It is no surprise that you can also make a video call via Google Duo. You can ask 
the Smart Display to make a call to one of your contacts just like you would with Google Home. 

BY 
RAEFAH AB 
RAHMAN 

SAMSUNG PUTS  
THE WALL TV ON A DIET    

D
o you think there is such 
thing as too much TV? 
The 146 inches TV 
unveiled by Samsung this 
year is quite a beast. It is 

the world’s first consumer modular 
micro LED TV, but at only 80 mm 
thickness. To put it into perspective, that 
is more than 12 feet of television screen 
on which you can binge watch Netflix 
and play video games from your couch. 

BUILT-IN PROJECTOR SMARTPHONE  

T
he Movi Smartphone has a 16-megapixel 
rear view camera and 8-megapixel 
front-facing camera utilising MediaTek’s 
Signal Processor designed to support 
superior DSLR-quality photography and 

enhanced computer vision. The smartphone comes 
with Android 7.0 Nougat, but the highlight is the 
embedded latest Laser High Definition (HD) 720p 
pico projector. The 50 lumens projector allows the 
user to use any flat surface as an additional screen to 
enjoy and share their favorite digital content. 
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MIRROR AND PERSONAL ASSISTANT, ALL-IN-ONE     

M
irroCool is an intelligent guardian of your home, a part of your home security system. In the ‘Home Away’ mode, its 
built-in camera can detect motion. MirroCool can detect faces and identify them as ‘Home User’ or as ‘Intruder’. If an 
intruder is detected, it takes a picture and sends it instantly to MirroCloud and to your mobile MirroCool app with an 
alert notification. Upon viewing the photo, the police is just one click away. Besides that, it also functions as an 
information board, displaying important reminders, emails, messages and useful information such as the weather 

forecast, traffic info to your favorite destination and breaking news headlines. 

IMPROVED WIRELESS CONTROLLER     

T
he Xbox Elite Controller adapts to 
your hand size and play style with 
configurations that can improve 
accuracy, speed and reach with 
thumbsticks of different shapes 

and sizes. The controller has four slots for 
interchangeable paddles that you can attach or 
remove without any tools. The paddles give 
your fingers more control, so you do not have to 
take your thumbs off the thumbstick to execute 
intricate jump, aim and shoot combinations. 

A NEW WAY TO LOOK    

S
pectacles are sunglasses that capture your world, the 
way you see it. One button away to capture photos or 
record videos from your point of view, without 
fumbling with your phone or dropping what you are 
doing. It is built to survive pool parties and beach 

days, and can even take a photo or video under shallow water. 
Spectacles capture photos and videos in HD circular format, so 
you can relive memories just the way you saw them. 
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I
    t is that time of 

year again when 
all eyes are on 
the Malaysian 
Government’s 
Budget for the 
coming year. 
This year’s 
Budget is 
particularly 

notable as it is the first one to be presented by 
the new Pakatan Harapan Government since it 
took over in May 2018.
        Themed “A Resurgent Malaysia, A 
Dynamic Economy, A Prosperous Society”, 
the Budget was presented by Finance Minister,  
Lim Guan Eng amidst a challenging fiscal 
situation for Malaysia. Domestically, 
Malaysians are facing a high Government 
debt levels and an ever-increasing wealth 
gap. Externally, the prospect of a full-blown 
US-China trade war, a cooling worldwide 
economy, as well as global strife and tensions 
present a unique set of challenges for 
continued Malaysian economic growth.
        However, the Government chose to 
table an expansionary Budget for 2019, 
defying expectations of an austerity drive. 
While the new Budget introduces several 
new taxes and duties, it also allocates 
subsidies and welfare spending for the B40 
and M40 group. Education also got the lion’s 

share of the Budget, with RM652 million 
for the upgrading of schools, an additional 
RM100 million for the reconstruction 
of dilapidated schools, as well as tax 
exemptions for donations to national schools 
and public universities.
        The overarching aim of the Budget is to 
kickstart the economy through government 
spending, and to reduce the income gap 
between rich and poor. The Government is 
also positioning Malaysia as an export and 
FDI hub for powerful East Asian economies 
countries such as China and Japan. However, 
Malaysia is not to be simply a low-cost 
manufacturing hub – the Government wishes 
to promote high-tech industry and Industry 4.0 
practices within Malaysia.
        Therefore, the Budget includes several 
SME assistance items, such as allocation for 
soft loans and funds to promote Industry 
4.0. Furthermore, the Budget also contains 
allocations to specific industries, such 
as RM10 million for MDEC to promote 
the e-sports industry; RM117 million for 
research and development in the agriculture/
agrofood industry; and RM1 billion for the 
National Fibre Connectivity Plan to develop 
broadband infrastructure throughout the 
country. However, the largest allocation for 
industry in Budget 2019 is for the Industry 
4.0 blueprint, named “Industry4WRD”. 
Over RM5.2 billion has been set aside in the 

Budget for assistance in migration to Industry 
4.0, along with tax incentives to do so.
        Dato’ Lock Peng Kuan, Partner, Co-
leader of Audit and Assurance at Baker 
Tilly (Malaysia) notes that, “One of the key 
strategies that the government is looking at 
in Budget 2019 is to propel SME businesses 
further ahead with its focus on the Industry 
4.0 by reducing these sectors’ dependence 
on foreign labour and increasing adoption 
of automation by SMEs. Amidst huge public 
debt and rising fiscal deficit, the Ministry of 
Finance has come up with an initiative aimed 
to enhance the competitiveness amongst the 
members of SMEs, a tax reduction and this is 
on chargeable income of up to RM500,000 
to 17 per cent from 18 per cent from the 
year of assessment 2019. Also, the Ministry 
proposed the tax rate for the remaining 
chargeable income at 24%. This is somehow, 
such a blessing in disguise to those who are 
heavily involved in these sectors where a 
company with paid-up capital of up to RM2.5 
million or a limited liability partnership with 
total contribution of capital of up to RM2.5 
million are categorised as a SME.”
        Nevertheless, the tax on foreign 
digital services and imported services 
such as architecture, graphic design, IT, 
and engineering design services can be 
perceived as a protectionist move to shield 
local businesses. Local game developers and 

BUDGET 2019 IN NUMBERS4.9 per cent

5.0 per cent

3.4 per cent

RM261.8 billion
RM54.7 billion

RM314.55 billion

RM259.85 billion
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graphic designers are also not keen on the 
tax, as their services are usually promoted 
on foreign platforms that are the very targets 
of the tax. However, Dato’ Lock notes that 
we should look at the other perspective, 
explaining, “For instance, let’s look at the 
major contributor to our nation’s revenue 
i.e. the hospitality industry. This industry 
has been affected by unregulated short term 
stays and over-saturation of accommodation 
inventory which puts the pressure on average 
room rates to continue to be very low in 
KL as compared to other regional cities 
and as a result, there are several of low-key 
new taxes which have also been outlined. 
A new traveller’s departure levy has been 
implemented to encourage domestic tourism 
while there are plans to entice foreign 
visitors. This ensures that a fair and efficient 
taxation standard is implemented for the 
digital economy. The newly-imposed taxes 
introduced by the government would serve 
no harm to the economy but instead promote 
the country’s growth and its people’s wealth 
whilst remaining competitive regionally.”
        Transport has also received a critical 
boost in the Budget. The LRT3 and MRT2 
projects have been green-lit, while an 
additional RM500 million will be made 
available via the Public Transport Loan Fund, 
to be disbursed to taxi, bus, and other public 
transport operators. Toll hikes on intracity 
highways will be frozen, while motorcycle 
tolls on the Penang Second Bridge and Johor’s 
Second Link Highway will be abolished. 
However, the largest transport allocation is 
RM2.46 billion for upgrading and restoration 
works for railway tracks to upgrade the 
country’s transport infrastructure – signalling 
the Government’s willingness to move towards 
rail instead of road as an alternative logistical 
and transport route.

Source: MIDA
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 RM20 million ‘Buy Malaysian First’ campaign to support local products.
 RM100 million TEKUN for small entrepreneurs.
 RM200 million through Permodalan Usahawan Malaysia Berhad for wholesale and retail industry, as well as for the purchase of business  

  premises to be rented to Bumiputera SMEs.
 RM210 million from 2019 to 2021 to support the transition and migration to Industry 4.0.
 RM500 million via the SME Tourism Fund with SME Bank at a 2% interest subsidy.
 RM1 billion SME Syariah Compliant Financing Scheme made available via Islamic financial institutions, 

  Government will provide a subsidy of 2% profit rate.
 RM2 billion Business Loan Guarantee Scheme where the Government will provide guarantees of up to 70% for SMEs 

  to invest in automation and modernisation. 
 RM 2 billion credit and takaful facilities through EXIM Bank for SME exports.
 RM3 billion Industry Digitalisation Transformation Fund with a subsidised interest rate of 2% under Bank Pembangunan Malaysia Berhad.
 RM 4.5 billion SME Loan Fund will be made available via commercial financial institutions with a 60% guarantee from Skim Jaminan  

  Pembiayaan Perniagaan (SJPP), including RM1 billion for Bumiputera SMEs.

SME ALLOCATIONS UNDER BUDGET 2019
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Further proposals in the Budget include 
strengthening the fibre-optic infrastructure 
for better Internet connectivity, the creation 
of a P2P and crowdfunding structure 
for home ownership, and the Industry 
Digitalisation Transformation Fund to ensure 
Malaysian businesses are on the frontline of 
technology adoption. 
        With the maiden Budget, the new 
Government is offering expansionary hope 
in the midst of a tightening world economy. 
While it has been known for years that no 
country is an island, internationalisation and 
globalisation has been accelerating the forces 
towards a more interconnected world. ASEAN 
as a whole is playing to that tune, and Malaysia 
in particular wants to be the band leader in 
this field. With Industry 4.0 coming, SMEs 
have to embrace some degree of digitalisation 
sooner or later, or else the disruption and 
productivity gains will leave them in the 
dust. Nevertheless, with good planning and 
management, SMEs can survive and thrive no 
matter the Budget.

INDIRECT TAX
  Service Tax will be imposed on imported

services by businesses (B2B) from 1 
January 2019. Businesses in Malaysia 
importing services are responsible to 
account for, declare and pay service tax.

  Service Tax will be imposed on online
services imported by consumers (B2C) 
from 1 January 2019. Foreign online 
service providers will need to register with 
the Royal Malaysian Customs Department 
(RMCD) and charge Service Tax on 
imported online services with effect from 1 
January 2020.

  Introduction of excise duty at the rate
of RM0.40 per litre to be charged on 
sugar sweetened beverages based on its 
sugar content.

  Departure levy of RM20 on air travellers
flying to ASEAN countries and a levy of 
RM40 on those going to other countries.

Source: Baker Tilly

CORPORATE TAX
  Introduction of a Special Voluntary Disclosure Program for taxpayers to voluntarily declare  

  any unreported income during a limited period as follows:
    Disclosure made between 3 November 2018 and 31 March 2019 – 10 per cent.
    Disclosure made between 1 April 2019 and 30 June 2019 –15 per cent.
    The Government is proposing to thereafter impose penalty rates in the range of 80 per cent  
    to 300 per cent as empowered under current tax provisions.
  SMEs will enjoy a lower rate of 17 per cent (previously 18 per cent) for the first RM500,000 of 

  chargeable income from year of assessment 2019.
  Industry 4.0 tax incentives:

    Special tax deduction for expenses of up to RM27,000 paid to Malaysian 
    Productivity Corporation.
    Double deduction on operating expenditure incurred by Anchor Companies on product  
    development, upgrading and upskilling of vendors. The qualifying expenditure is capped at  
    RM1 million per year for 3 consecutive years of assessment.
    Double deduction on expenditure incurred by companies on training program for 
    upgrading and developing employees’ technical skills in Industry 4.0 technology.
  A special tax deduction will be given to companies that help their employees settle their  

  Perbadanan Tabung Pendidikan Tinggi Nasional (PTPTN) loans in the calendar year 2019.

PERSONAL TAX
  The current ceiling for relief on contribution to approved provident funds, takaful 

  contributions or payment for life insurance premiums of RM6,000 is revised as follows:
    Ceiling on contributions to approved provident funds – RM4,000.
    Ceiling on takaful contributions or payment for life insurance premiums – RM3,000.
    Individuals that do not have contributions for life insurance or takaful will see a curtailment 
    of their relief for contributions to approved provident funds as a result.
  Income tax relief on net annual savings in the National Education Savings Scheme to be  

  increased to RM8,000 (from RM6,000), applicable from years of assessment 2019 to 2020.

REAL PROPERTY GAINS TAX
  Real Property Gains Tax (RPGT) on chargeable gains for disposals in the 6th year and  

  subsequent years to be increased from:
    5 per cent to 10 per cent (for companies).
    0 per cent to 5 per cent (for citizens and permanent resident individuals).
    5 per cent to 10 per cent (for non-citizens and non-permanent resident individuals).

STAMP DUTY
  The stamp duty rate to be increased from 3 per cent to 4 per cent for transfer of real property 

  in excess of RM1 million.
  Stamp duty exemption for first-time homebuyers is also expanded as follows:

    100 per cent stamp duty exemption on the instrument of transfer and the loan agreement  
    for homes priced up to RM300,000 (sold between 1 January 2019 to 31 December 2020).
    100 per cent stamp duty exemption on instrument of transfer and loan agreement  
    for homes priced between RM300,001 and RM500,000 with exemption limited to the first  
    RM300,000 (sold between 1 January 2019 to 31 December 2020).
    100 per cent stamp duty exemption on homes priced between RM300,001 and RM1  
    million on instrument of transfer as part of efforts to clear stock held by housing developers  
    and sold between 1 January 2019 to 30 June 2019.

SUMMARY OF TAX PROPOSALS IN BUDGET 2019
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REACTIONS TO BUDGET 2019

“Budget 2019 has been carefully 
crafted to balance fiscal discipline and 
growth. There is a sharper focus on 
addressing bread-and-butter issues, 
as well as better public health care 
for the B40, through assistance such 
as petrol and electricity subsidies, 
cost of living allowance, the B40 
National Health Protection Fund 
and free medical screening for those 
above 50. With such holistic support, 
they should be in a better position 
to improve their livelihoods and live 
more productively. The government's 
commitment to facilitate home 
ownership is evident in policies that 
will benefit both the B40 and M40. 
CIMB is equally committed to assisting 
the government in facilitating home 
ownership by eligible borrowers in the 
B40 category. As an alternative form of 
financing for homebuyers, the property 
crowdfunding and peer-to-peer lending 
for home ownership has its own 
unique risk-returns paradigm, which, 
if properly regulated and monitored, 
could work well.” 

TENGKU DATO' SRI ZAFRUL AZIZ
Group Chief Executive, CIMB Group

“We [are] moved by the Government’s 
decision to reduce fixed line broadband 
prices by the end of 2018 and allocate 
RM1 billion for the National Fibre 
Connectivity Plan to boost internet 
connectivity in rural areas within 
five years. Rural connectivity is 
essential to grow the next generation 
of rural entrepreneurs from previously 
unconnected areas. With this 
programme, we can help uplift more 
entrepreneurs, increase rural buyers’ 
access to cheaper online products 
and in turn improve their welfare. We 
currently have over 50,000 sellers who 
will benefit from this initiative and we 
plan to empower a total of 100,000 
sellers by mid-2019.” 
 
CHRISTOPHE LEJEUNE
Chief Executive Officer, Lazada Malaysia

“We are encouraged by the focus the 
government has placed in stimulating 
growth for SMEs. Initiatives such as 
the RM 2 billion worth of and takaful 
facilities by EXIM bank; RM100 
million to upgrade the capability of 
the SMEs in the SME halal export 
industry; and RM1 billion for the SME 
Shariah Compliant Financing Scheme; 
will aid more SMEs to increase 
competitiveness in an increasingly 
challenging business environment.” 
 
OOI CHOOI LEE
Head of Commercial, DHL Express Malaysia

“The 2019 Budget is broad-based and 
is supportive of SMEs as an important 
growth engine for the country. An 
estimated allocation of RM17.94 billion 
spread across the areas of financing, 
export promotion, entrepreneurship 
and various programmes under the 
SME Masterplan.  We applaud further 
reduction in corporate tax for SMEs as 
this, along with other relevant incentives, 
will enable them to reinvest in capital 
expenditure including in the area of 
automation and digitalisation which is 
key to enhance productivity in order to 
remain competitive.” 
 
SHARIFAH NAJWA SYED ABU BAKAR
Senior Director, Business Advisory and 
Support Division, SMECorp 

“3M Malaysia welcomes the 
Government’s announcement for Budget 
2019, and is pleased that the initiatives 
listed puts a focus on boosting SMEs 
to compete on a global scale, attracting 
foreign direct investments (FDI), 
optimising healthcare and empowering 
women leadership across the country. 
3M Malaysia is committed to working 
with the government and both local and 
foreign companies’ operating in the 
country to accelerate the progress of the 
nation through science and technology.” 
 
PARAMESWARAN NAIR
Managing Director, 3M Malaysia 



S
MEs are the 
engines of 
Malaysia’s 
economic 
growth. In 
recognising this, 

the Ministry of Entrepreneur 
Development targets to create 
one million SME entrepreneurs 
in the next five years, including 
those in the bottom 40 per cent 
(B40) lower income bracket.
        The Ministry’s 
announcement is welcomed by 
AFFINBANK Group, as it aligns 
with the 5-year strategic plan 
that has been laid out to provide 
focus and guidance to the team 
moving forward. AFFINBANK 
intends to be the main bank 
to our SME customers, 
while remaining relevant as 
the preferred bank to our 
commercial-grade customers. 
The Bank’s SME & Commercial 
Business is seen as one of the 
Bank’s key components for 
growth and the announcement 
will further enhance this growth, 
as there would be a larger group 
of customers needing financing. 
It will be aligned with SME & 
Commercial Business goals, 
aiming to provide end-to-end 
(E2E) service throughout SMEs’ 
life cycle.
        “AFFINBANK Group will 
continue to leverage on the 
Group’s strengths to further 
develop its business and 
improve its market position by 
focusing on opportunities in the 
Consumer, SME, and Corporate 
sectors,” said En Kamarul 
Ariffin Mohd Jamil, Group Chief 
Executive Officer, AFFINBANK 

Berhad. “The Affinity program, 
which encompasses all aspects 
of banking, from digital banking 
to corporate, consumer and 
SME business will unleash new 
opportunities that will drive the 
next phase of growth, both for 
AFFINBANK and for SMEs,” 
he added.
        In particular, the startup 
category is gaining traction in 
the digital economy, as agility 
and innovation take centre 
stage in the age of disruption. 
AFFINBANK sees extended 
opportunities within this 
category and has set-up a 
dedicated team to serve this 
segment. This team has started 
to set-up kiosks in Companies 
Commission of Malaysia (SSM) 
offices to facilitate the opening of 
new current accounts, providing 
startups with an avenue for their 
first business current account 
and online banking access. 
        The SMEColony e-kiosk 
will also be set up progressively 
at SSM offices to facilitate and 
assist startups to know more 
about our products and services. 
They will be able to apply 
for banking facilities directly 
from the SMEColony e-kiosk. 
In addition, AFFINBANK 
has recently piloted AFFIN 
SMEssential which is a 
simplified business solution to 
assist startups in managing their 
daily transactions. This will 
enable simple access to banking 
for startups – a key driver in 
their business journey towards 
becoming an SME and beyond.
        However, banking services 
and financing are not the 

only support AFFINBANK extends to SMEs. AFFINBANK 
also supports SMEs in terms of financial education and 
entrepreneurial knowledge, under the banner of SMEngage that 
was launched recently as the Bank’s core engagement theme. 
Furthermore, the Bank has also partnered with the International 
Council of SME & Entrepreneurship Malaysia (ICSMEE) in a 
recent Brand Building Workshop, a first under its SMEngage 
customer series. 
        AFFINBANK is also collaborating with Government 
agencies to realise the Ministry’s goal of creating one million SME 
entrepreneurs in the next five years. For example, with the Credit 
Guarantee Corporation (CGC), AFFINBANK has completed 2 
tranches of CGC-backed unsecured financing of close to RM80 
million, with the newly-launched tranche 3 at RM100 million. This 
is a term loan facility that the Bank offers for financing of working 
capital requirement. The offer is up to RM1 million per customer 
for a maximum tenure of 7 years and is collateral-free. 
        Furthermore, in September 2018, AFFINBANK signed 
an MoU with the Small and Medium Enterprises Association 
(SAMENTA). The collaboration matters to the Bank as the SME 
sector is one of the key components of the Bank’s growth, which 
the Bank is also expecting that this partnership could bring 
mutual benefits not just to the Bank and members of SAMENTA, 
but also to SME owners nationwide. AFFINBANK aims to 
provide assistance to SMEs and this is in line with the Bank’s 
target to grow its SME loan portfolio to 20% from the current 
8%. AFFINBANK is also exploring future opportunities and 
collaboration with SMECorp and MATRADE in the near future.
       Consequently, driving the SME economy forward requires the 
involvement of every stakeholder – including financial institutions. 
“Engagement and Relationship” is the main theme in which 
AFFINBANK Group will continue its journey and commitment to 
the SME community – which clearly shows the Bank’s passion and 
drive in this sector. 
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W
ith all the hubbub 
surrounding renewable 
energy and electric 
propulsion, it’s easy to 
dismiss oil and gas as 
literally ‘fossil’ fuels: 
dirty, polluting fuels of 
the past. But the reality 

is that oil and gas aren’t going away anytime 
soon – not overnight, in the next year, or even 
the next decade. Alternative energy sources 
may be new and trendy, but the reality is that 
they aren’t as cheap or as efficient as crude.
        To put it into perspective, at current 
oil prices, the industry is valued at US$1.7 
trillion – three times larger than all other 
major raw metals and minerals combined. 
For the sake of comparison, gold, the largest 
raw metal market by dollar value, stands at 
one-tenth the size of Big Oil. Iron, the second 
most popular mined and traded metal, 
generates US$115 billion in revenues for 
companies and governments.
        Furthermore, heating and boiler systems 
used in colder climates run on oil and gas, 
even the most modern ones. Power plants in 
much of the world use gas turbines running 
on natural gas to generate electricity. Plastics, 
modern cosmetics, and many other synthetic 
materials are also derived from petroleum 
processing. And of course, the overwhelming 
majority of cars, ships, and planes around the 
world run on petrol or diesel. 
        What has changed however, is how we 
use oil. “Energy efficiency” has become a 
tagline in almost every consumer oil-burning 
device: whether it be heaters, cars, or 
cookers. We are clearly aware of the necessity 
of energy efficiency and management; 
they have engendered an entire industry. 
Development in this sector has been rapid 
these past few years, with the increasing 
emergence of new technologies and constant, 
environmental research.
        In this issue, SME explores the oil and gas 
industry. Critical to the ASEAN economy, 
it’s not just the production of oil and gas 
that drives the economic engine, but also the 
increasing usage of it. As the region as a whole 
becomes more prosperous, energy use will 
spike, along with demand for cheap energy – 
which oil and gas readily supplies. 
        There are two major sectors 
within the oil industry, upstream and 
downstream. For the purposes of this 
article we will focus on upstream, which 
is the process of extracting the oil and 
refining it. Downstream is the commercial 
side of the business, such as gas stations.

ENERGY FOR THE PEOPLE
The historical records of oil in Southeast 
Asia started in 1883, when a Dutch tobacco 
planter, A.J. Zijlker was exploring Sumatra 
when he was set upon by a tropical storm. 
Seeking shelter, Zijiker witnessed a local 
watchman light a fire from wet twigs using a 
bamboo torch. Naturally curious, the planter 
inquired about the burning capabilities 
of the torch and was soon after taken to a 
small pond filled with the black fluid. The 
following year, Zijiker commenced drilling of 
the Pangkalan Brandan oil well in Northern 
Sumatra. It was from this well that Royal 
Dutch Shell was formed.
        This has developed into ASEAN being 
one of the world’s key sources of oil and gas. 
Several ASEAN economies are dependent 
on oil exports to shore up their budgets. But, 
prices of crude oil fell off a cliff in 2014, and 
has not recovered since. Several factors con-
tributing to these low prices include: 1) ineffec-
tive supply cuts by OPEC, 2) the United States’ 
decision to become energy independent, 3) 
cheap shale oil from Canada and the US, and 
4) the continuing worldwide lack of demand 
for oil.
        While prices 
appear to be 
recovering – Brent 
crude is trading 
around US$70 
per barrel – it is 
still far below the 
high-water mark of 
US$115 per barrel 
achieved in March 
2011. As a result, 
even as companies 
begin to view 
new investments 
in resource 
development as 
more attractive, 
the upstream oil 
and gas sector must 
move gingerly. 
Continuing price 
improvements will 
probably be slow, 
and supply may be 
constrained by the 
cutbacks in reserve 
development 
projects over the 
last few years.
        However, this 
may not be the 
case for long. As 

countries develop and industrialise, demand 
for electricity rises. Now, the ten countries of 
ASEAN represent one of the most dynamic 
parts of the global energy system and their 
energy demand has grown by 60% over 
the past 15 years. ASEAN countries are at 
various stages of economic development and 
have different energy resource endowments 
and consumption patterns. But they 
share a common challenge to meet rising 
energy demand in a secure, affordable and 
sustainable manner. 
        For now, coal is the cheapest energy 
source, but it is the most polluting and is 
not particularly efficient. China, India, and 
Africa rely on coal-fired power plants, but as 
their economies grow, the energy supplied by 
coal as well as the associated pollution is not 
tenable. Therefore, they will swap to more ef-
ficient oil and natural gas-powered turbine gen-
erators. The number of cars on the road will 
also increase, as well as ships and planes – all 
of which still run on oil. The pattern shift from 
coal to oil and gas is already evident in China, 
where explosive economic growth has led to 
an associated increase in energy demand.

SOUTH CHINA SEA OIL, 
LNG TRADE ROUTES
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THE FUTURE OF OIL?
From an outsider’s perspective, oil and 
gas companies may seem like dinosaurs – 
massive, integrated behemoths trading in 
fossil fuels. Yet these companies are popular 
with investors. Oil and gas will always be in 
demand for the foreseeable future, and these 
companies will provide a steady cash flow 
(subject to oil price fluctuations). 
        In recent years, the oil and gas sector 
has been characterized by a diverse range 
of operating environments, including 
challenging ultra-deepwater drilling and 
extraction from shale oil. Although the 
oil supermajors have traditionally sought 
to participate in all environments, even 
these companies do not have the skills 
— or corporate culture — to compete in 
all situations anymore. In fact, the US 
unconventional sector is dominated by small 
companies, such as Chesapeake Energy, EOG 
Resources, and Whiting Petroleum, that have 
tailored their operating models to the unique 
demands of unconventional production. 
        Similarly, smaller exploration and 
production companies with particular sets of 
capabilities — for instance, a laserlike focus 
on cost efficiency — have been able to acquire 
mature assets and outperform the supermajors 
in specific segments. Such specialization 
will likely become more commonplace 
in the future. In fact, the sector’s current 
uncertainties make it imperative for companies 
of all sizes to identify the capabilities that are 
critical to profitable growth, and even survival, 
and allocate capital accordingly.
        The high barriers to entry and specialised 
knowledge mean that SMEs in oil and gas 
are also highly specialised. For example, oil 
drilling is a highly skilled sector, especially 

        In particular, natural gas-fired power 
plants are taking over from coal, driven mainly 
by economic and environmental factors. 
Natural gas plants are cheaper, and have 
a higher and quicker return on investment 
than coal plants. Many governments have 
also viewed natural gas as a ‘bridge fuel’ 
that serves as a transition to a low-carbon 
future. According to the BP Energy Outlook 
2017, coal consumption is expected to peak 
in the mid-2020s globally and its share in 
the world’s fuel mix will shrink consistently 
afterwards, with natural gas and renewables 
taking the place. In China alone, growth in 
gas consumption will increase the share of 
imported gas to nearly 40 per cent by 2035, 
up from 30 per cent in 2015.

 ASEAN UPSTREAM ACTIVITY BY COUNTRY
 MYANMAR
   Impending tender award for over 30 offshore blocks.
   Potential deepwater and natural gas producing juggernaut – if all oil investment goes to plan.

 THAILAND
   Second largest energy consumer in ASEAN. 
   Net importer of oil and gas, though ramping up production of natural gas.
   Liquefied natural gas (LNG) supply an increasing priority. Proven natural gas reserves of  
   9.04 trillion cubic feet (Tcf).

 VIETNAM
   Upstream environment dominated by PetroVietnam.
   Oil production stemming from fields off the country’s southern coast.
   Shale gas potential in the north of the country, near Hanoi.

 MALAYSIA
   The world’s second largest LNG exporter due to Sarawak fields.
   Recent hike in production driven by new production sharing agreements.

 SINGAPORE
   No oil or gas reserves.
   Regional headquarters for international oil companies (IOCs) operating in ASEAN.
   World’s third largest oil and oil products trading hub, behind New York and London.

 PHILIPPINES
   French IOC Total SA spearheading exploration into ultra-deepwater drilling at the  
   Reed Bank, a disputed area between China and the Philippines.

 BRUNEI
   The Baram Delta (shared with Sarawak) is one of the most prolific oil fields in the world,  
   producing for several decades.
   Production has declined in recent years after reaching a peak of 220 million barrels per day  
   (mbd) in 2006.

 INDONESIA
   Significant shale gas reserves (estimated at 570 Tcf).
   Net importer of oil, with production declining significantly since the 2000s.
   The only ASEAN member of OPEC, Indonesia suspended its membership voluntarily in  
   2009 but rejoined in 2016.



offshore drilling. The people with the skills and expertise to operate drilling equipment 
are in high demand, which means that for an oil company to have these people on 
staff all the time can cost a lot. For this reason, most drilling companies are simply 
contractors who are hired by oil and gas producers for a specified period of time.
        On the other hand, oilfield services (OFS) companies assist the drilling 
companies in setting up oil and gas wells. In general, OFS companies manufacture, 
repair and maintain equipment used in oil extraction and transport. More specifically, 
these services can include seismic testing, exploration testing, and transport services. 
        But companies will need to examine the role that digital technologies 
can play in improving their performance. New applications will certainly be 
developed to support back-office and shared functions, where rewards are 
modest, but technology adoption will also have to go well beyond these obvious 
implementations. Digitisation should be a lever for innovation that improves 
productivity and efficiency in the field. For instance, robotics are likely to become 
more commonplace in the industry, handling complex and repetitive tasks such 
as connecting pipes and replacing broken machinery, which in turn will reduce 
labour requirements.
        The oil and gas industry is a unique animal where SMEs can risk it all and get 
nothing, or make untold riches like the oil barons of old. Diversification in the way oil 
is extracted, as well as consolidation as a result of the prolonged crude oil price slump 
has opened the window for new businesses to break into the oil and gas sector. It isn’t 
going anywhere, and it will be lighting our homes and offices for some years yet. 
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More than 40 years ago, a Nestlé employee named Eric Favre observed an 
Italian barista in Rome and tried to recreate his tricks at home. This led 
to the birth of Nespresso, which quickly became the top choice for coffee 
lovers with its rich yet subtle taste and ease of use.
        Now, as more and more cafés are also opening alongside workplaces 
in the Klang Valley and beyond, Malaysians are starting to acquire a 
taste for high quality coffee, which has led to a growth in the specialty 
coffee market. With its Nespresso coffee selections packed in convenient 
aluminium capsules, Nespresso Professional is well-placed to cater for 
Malaysians’ craving for a cuppa at the office or workplace.
        As coffee is an integral part of office life, a Nespresso Professional 
coffee machine can simplify brewing premium coffee without having to 
resort to hiring a barista. Simply pop in a capsule of your choice into the 
machine, and let it do the work for you. A great cup of coffee will then be 
ready in only a minute or two – ideal for a quick break in the pantry. 
        When it comes to the coffee itself, Nespresso Professional ensures a 
strict quality and aroma profile for its coffee beans – a prerequisite which 
only 1–2 per cent of the worldwide coffee crop is available to meet. The 
beans are then hermetically sealed into the aluminium capsules to ensure 
freshness. This way, the aroma of the beans does not degrade over time 
– unlike ground coffee beans stored at home which may be exposed to 
light, air and humidity.
        With this combination of brewing precision and coffee bean 
processing, every aroma from the coffee can be expressed without 
compromise, giving it body as well as a thick and pleasing mouthfeel. 
There are various selections in the coffee range to choose from, each 
with its own distinctive aroma profile. From subtle to intense, potent 
to complex, there is a flavour for every coffee lover in the office. 
Furthermore, the Nespresso Professional coffee machine integrates 
perfectly into a business environment, allowing customers, business 
partners, and employees the chance to have high quality coffee.
        Nespresso Professional machines for your office are available from 
Lyreco, who provide tailor-made coffee solutions for the workplace. In 
addition, Lyreco also provides on-site tastings, Nespresso capsules and 
after-sales machine servicing for complete peace of mind.

FIND OUT HOW NESPRESSO CAN 
ENHANCE YOUR WORKPLACE

To get the taste that captivated Mr Favre all those years ago in your 
office, visit lyrecocoffeesolution.com.my and begin your coffee 
journey today! 
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THE SME CEO FORUM RETURNS IN 2019! STAY SUBSCRIBED FOR MORE UPDATES.

Do not miss the opportunity to sneak a peek of our Speaker’s content by visiting our official 
website at ceoforum.asia! Gallery includes pictures and interviews from the event!
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Only the best 100 can stand on the SME100® Malaysia Fast Moving Companies 2018 red-
carpet! In its tenth year, SME100® announced new winners, new categories and new 

awards!

At the Kuala Lumpur Convention Centre Grand Ballroom, prominent figures at the Gala 
Dinner include Guest-of-Honour Yang Berhormat Dr Ong Kian Ming, Deputy Minister of 
International Trade and Industry, VVIPs Puan Wan Suraya Wan Mohd Radzi, Secretary 
General for the Ministry of Entrepreneur Development, Mr Rizal Nainy, Acting CEO of SME 
Corp, Dato William Ng, Managing Director of Business Media International, Mr Koay Chiew 
Guan, President of SAMENTA, Mr Eric Chin, CEO of CTOS Data Systems Sdn Bhd, Dato’ 
Lock Peng Kuan, Partner and Co-leader of Baker Tilly (Malaysia), En. Kamarul Ariffin Bin 
Mohd Jamil, Group CEO of AffinBank Berhad, and Datuk Paul Chan, Co-founder, Vice-

chancellor and President of HELP University.

ANNOUNCEMENT!
THE TOP 100 FAST MOVING 

COMPANIES OF MALAYSIA FOR 2018

THE ULTIMATE RECOGNITION FOR SMEs



Follow Closely 
at www.sme100.asia

SME100® CTOS CREDIT 
EXCELLENCE AWARD 

SME100® CEO 
ACADEMY

SME100® ASEAN BUSINESS 
ACCELERATOR 

SME100® CONTRIBUTION
TO SME AWARD 

The SME100® CTOS Credit Excellence Award and the Golden 
Abacus is awarded for consistent credit excellence including 
history of business, viability and sustainability based on financial 
reports, credibility and reputation of the 
business owner and overall growth of the 
company.

Believing strongly that business is built 
on trust, SME100® partners with CTOS to 
validate companies within the SME100® 
programme under this groundbreaking 
category to instill trust, transparency and 
integrity among our SMEs. 

#trustisgold

Talents win the race. 

The CEO Academy is introduced this year by Business Media 
International to help SMEs and their founders to narrow the 
gap between changing market demands and their perceived 
capability as part of the SME100® Growth Partnership Agenda 

The SME100® CEO Academy this year is held in partnership with 
HELP University, and includes:
• Intensive 1-day courses spread across the year
• Real-life, industrial driven syllabus suitable for entrepreneurs 

with any educational background
• Flexible candidate selection: CEO to attend, or nominate any 

employee to attend, or a mix of both - fully flexible.
• Compact and interactive groups for optimum learning
• Learning accreditation for individual 

subjects and course completion

In partnership with trade agencies across ASEAN, we will be 
hosting the SME100 ASEAN Business Accelerator programme, 
which combines a Trade and Investment Mission and follow-up 
workshops and business networking to help SMEs in Malaysia 
to rapidly understand the host markets, find opportunity and 
business gaps, and connect with the right partners.

Fast growing SMEs can only thrive in a strong ecosystem. 

As such, SME100® launches the SME100® Contribution to SME 
Award to recognise an organisation or individual for efforts in 
developing and supporting the SME sector over an extended 
period of time.

This year, there are five nominees, 
comprising of four organisations 
and one individual, selected by 
SME Magazine which are then 
opened to voting by past and 
current SME100 recipients.
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MASAYOSHI 
SON



COMPILED BY 
RAEFAH AB 
RAHMAN

SON OF FINANCE, FATHER OF 
TECH FUNDRAISING

T
here are instances of people losing more money 
than most people can only dream of earning in a 
lifetime. Masayoshi Son is one of the most 
impressive business models to all Japanese, and 
perhaps to the world now as well. Losing US$70 
billion of his net worth did not stop him from 
making skyrocketing profit again. This man also 
enjoys the media glare and celebrity status in the 
country and boasts a massive Twitter following 

(2.42 million followers and counting). In this issue, SME will share the 
ups and downs throughout Son’s journey. 

SIPPING MUD WATER Regarding the origin of Son’s unusual manage-
ment style, he cited the influence of his father. In an interview, Son said, 
“My father continued to change businesses one after another, experienc-
ing a series of hardships as if he had to sip muddy water and roll about in 
pain to support his family. With every change, he started from scratch.”. 
        Son was born to a second generation South Korean resident in 
Japan, Mitsunori Son. He lived on the then-impoverished island of 
Kyushu, in a roadside area of squatters’ huts with no specific address. 
His family had been living an obscure life under the Japanese name of 
Yasumoto, due to anti-Korean sentiment widespread at the time. 
        He started off selling bootleg shochu - distilled spirits, by pedaling 
around on his bicycle. Despite the discrimination against Korean 
residents, he gradually managed to save money and began raising pigs. 
He jotted down the destinations of railroad freight cars carrying pigs 
when they stopped at a nearby station. From this, he found butchers in 
Tokyo that bought pigs at high prices. Later, he expanded his business 
to pachinko pinball parlors and consumer finance. When restrictions 
were imposed on the pachinko industry, he opened a fishing pond on the 
premises of one parlor and advertised a 20,000 yen prize for catching a 
red carp. 
        When Son was in elementary school, his father opened a cafe. Asked 
by his father for a tip on how to attract more customers, Son suggested 
he serve free coffee. After his father handed out vouchers for coffee to 
pedestrians the cafe became packed with customers. By the time Son 
entered junior high school, his father had built a comfortable life for 
his family. Hence, from a very young age, Son had made up his mind to 
become an entrepreneur, a dream that his father could not fully pursue, 
having to change businesses frequently to support his family. 

BUILDING AN EMPIRE After graduation, he started a small company 

“BEING EDUCATED 
IN UNITED STATES 

GAVE ME A GOOD 
UNDERSTANDING 

OF AMERICAN 
CULTURE. I THINK 

I GOT A LOT 
OF INFLUENCE 

FROM THE 
ENTREPRENEURIAL 

MIND IN THE 
UNITED STATES.” 

After graduating from Holy 
Names College, enters 
University of California as 
third-year student.

Softbank 
goes 
public. 

Invest in Alibaba Group Holding, 
SoftBank shares plunge 99 
percent after collapse of 
Japan’s internet bubble.

SoftBank buys 
Sprint to enter 

U.S. mobile 
market.

Son sets up nearly 
US$ 100 billion 

SoftBank Vision Fund 
with Saudi Arabia. 

SoftBank starts exclusively providing 
Apple’s iPhone in Japan, making most 

of Son’s long-term friendship with 
Apple co-founder Steve Jobs.

Invests in Yahoo of U.S. established 
Yahoo Japan in 1996 with great success, 
obtaining funds for further expansion in 
following years.

Returns to Japan, established 
computer software distributor, 

SoftBank Japan. 

Born into third generation 
of South Korean Zainichi 
family in Japan, Tosu, Saga 
Prefecture. 

When Son was 16,  
his family moved  
to California  
from Japan. 



called Unison. The 
company was based 
in Oakland, California 
before it was sold 
to the Japanese 
multinational, Kyocera. 
Son then returned 
to his homeland and 
started a software 
distribution company 
called Nihon SoftBank, 
later shortened to 
SoftBank. Upon 
his return, he changed his surname from 
Yasumoto back to the Korean-style Son, in 
order to be a role model for ethnic Korean 
children in Japan.
        Despite having no software to sell, 
the young entrepreneur was able to strike a 
deal with Osaka electronics retailer Joshin 
and software developer Hudson. The deals 
proved to be very profitable and within years 
SoftBank rose to the top of the Japan’s nascent 
computer industry by grabbing around 50 per 
cent of the nation’s retail market for software. 
        The successful venture motivated Son 
to try business in other arenas. Soon, he was 
involved in a myriad of other businesses, 
including selling telephone-routing device, 
magazine publishing, the 
Comdex trade show and 
broadband internet service. 
However, not every business 
that he tried was successful. 
In the late 1990s, he lost 
almost US$1 billion to 
Kingston Technologies. 
However, that loss was 
incomparable to the dotcom 

crash which followed 
shortly after, where 
he lost approximately 
US$70 billion.  
        But Son realised 
that computer technol-
ogy would soon revo-
lutionise the business 
world and he could 
make a fortune out of 
microchips. In keeping 
with this spirit, he 
decided to come up 

with at least one entrepreneurial idea a day. 
By the end of the year, he had more than 250 
ideas, some of which would translate into huge 
profits in the future. 
        He said, “In tennis, you strike a ball just 
after the rebound for the fastest return. It is 
the same with investment.”  Ever determined 
and resilient, he bounced back within a few 
years to re-establish his business making some 
strategic acquisitions. 

THE VISION FUND Though Son lost most of 
what he made in the dotcom crash, he soon 
took another bet on a small Chinese Internet 
firm named Alibaba. He invested US$20 
million into the company run by former 

English teacher Jack Ma - 
which turned into US$60 
billion when Alibaba went 
public in September 2014.
        Softbank also made 
a joint venture with rising 
American internet company 
Yahoo!, creating Yahoo! 
Japan, which would go on 
to become a dominant site 
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in the country, which to this day beats Google 
in Japanese search engine traffic. Alongside 
several other strategic acquisitions, Son 
remade all of what he lost and more.
        In 2016, Masayoshi announced that he 
was raising a US$100 billion fund to invest 
in fast-growing companies. Sectors that the 
fund will invest in include future technology, 
like the Internet of Things (IoT), artificial 
intelligence (AI), robotics, communications 
infrastructure, telecoms, computational 
biology, biotech, cloud technologies and 
software, consumer internet businesses, 
financial technology and mobile applications. 
The fund is expected to invest in businesses 
and foundational platforms that SoftBank 
believes will enable the next age of innovation 
and make tomorrow’s world possible. 
        According to Son’s initial plan, he wanted 
to raise US$100 billion for a new fund every 
few years, investing about US$50 billion a 
year in startups. The fund is designed to be a 
catalyst for technology progress in anticipation 
that it will expand SoftBank’s capabilities, 
accelerating progress towards SoftBank 2.0. 
That arguably give Masayoshi more power in 
Silicon Valley than any venture capitalist. 
        His business acumen that led him to pull 
himself from poverty from an early age and 
overcome his bankruptcy years later is being 
put to use with the Vision Fund. With this, 
Son’s investment in the future will not only 
benefit Softbank, but also disrupt many of our 
paradigms. With investments in disruptors like 
Uber and Airbnb, the Vision Fund is aiming 
higher - with self-driving cars and commercial 
spaceflight on the horizon. Whatever it brings, 
humanity will be brought along with it for the 
ride. 

“WHEN I LOST 99 
PERCENT OF WHAT I 
MADE, I COULD FEEL 

THE JOY OF WORK AGAIN. 
I ACTUALLY BECAME 

HAPPY AFTER LOSING 
99 PERCENT. I COULD 

UNDERSTAND THE 
VALUE OF MONEY AGAIN.” 

“I DON’T CARE 
ABOUT THE SORT 
OF THINGS THAT 

WILL BRING IN 
CHUMP CHANGE 
OVER THE NEXT 
TWO OR THREE 
YEARS. I THINK 

I AM BETTER 
THAN OTHERS 

AT SNIFFING OUT 
THINGS THAT 

WILL BEAR FRUIT 
IN 10 OR 20 YEARS 

WHILE THEY 
ARE STILL AT 

THE SEED STAGE 
AND I AM MORE 

WILLING TO 
TAKE THE RISKS 
THAT ENTAILS.” 

“DO NOT BE 
BOUND BY THIS 

AGE, AIM TO 
CREATE A NEW 
AGE THAT WILL 

DELIGHT PEOPLE 
THROUGHOUT 
THE WORLD.” 



Visit us today at www.avmcloud.net or
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I
t’s the end of the 
year again – when 
retailers are gearing 
up for the final sales 
push for the annual 
holiday season. It 
also happens to be 
the biggest: in 
Singapore for 

example, holiday season sales represent some 
20 per cent of total online sales. 
        For years, the year-end sales of Black 
Friday and Christmas season meant people 
needed to head down to malls and fight off 
other shoppers for great deals. But, with the 
growth of ecommerce, busy shoppers no 
longer need to brave long queues and crowds 
to meet their holiday shopping needs. In fact, 
an almost-exclusively online shopping event 
has been spawned in recent years: Singles 
Day on November 11.
There are other new realities for brick-and-
mortar retailers to contend with too, including 
the shift to mobile and cross-device behaviour, 
limited attention spans and declining loyalty. 
While digital connectivity has improved our 
lives for the better, it has also raised consumer 
expectations. Consumers have more power 
and voice than ever before — and they’re not 
afraid to use it. If companies are not meeting 
consumers’ high expectations, they can easily 
switch to find one that will.
        However, it seems that this year end 
will signal good cheer, both for consumers 
and retailers. According to Deloitte’s 2018 
holiday retail survey, it is projected that total 
retail sales will increase 5–5.6 per cent, 
with online sales likely rising 17–22 per cent 
during the 2018 holiday season in the United 
States. The pattern will likely be repeated 
in Southeast Asia, as Christmas gift-giving 
traditions are increasingly prevalent, and 
Singles Day sales being promoted heavily by 
e-tailing giant Alibaba.
        Here, SME celebrates the end of the year 
by taking a look at holiday retail in the region. 
From Singles Day to Chinese New Year, ‘tis 
the season to buy, buy, and buy some more.

PROMOTIONS OUT THE WINDOW
Price and promotions are crucial to achieving 
great holiday season results. But to drive real 
engagement in the long-term, retailers must 
pull out all the stops to meet consumers’ 
increasingly high expectations.
        Among the largest promotional pushes 
is Alibaba’s Singles Day marketing and sales 
campaign. Alibaba conceived Singles Day 
as China’s equivalent of Black Friday in the 
United States, as an event to promote retailer 
discounts on its e-commerce platforms. As 



a result, sales in Alibaba's sites Tmall and 
Taobao have achieved great growth, reaching 
US$5.8 billion in 2013, US$9.3 billion in 
2014, US$14.3 billion in 2015, US$17.8 billion 
in 2016, and over US$25.4 billion in 2017. In 
2016 and 2017, more items were bought during 
the 24 hours of Singles Day than the entire 
combined Black Friday and Cyber Monday 
sales in the US.
        Singles Day promotions include daily 
vouchers, promo codes, lucky draws, free 
shipping, and friend referral programs. 

In recent years, Alibaba is exporting the 
promo model to Southeast Asia, which also 
participates in Singles Day as Taobao and 
Tmall caters to the ASEAN market as well 
as the Chinese market. Lazada, of which 
Alibaba is an investor, also runs Singles Day 
promotions with customers in their Southeast 
Asian marketplaces ordering 6.5 million 
items in 2017.
        Furthermore, consumers start discussing 
their holiday shopping well in advance. 
According to research by Meltwater Insights, 

the brands that captured the most share of 
voice and positive sentiment are those that 
reached shoppers as early as October with 
targeted offerings and promotions. There’s 
a lot at stake for retailers during the holiday 
season, and leaving your advertising till the 
very end could cost you dearly. 
        In addition, personalised promotions 
and website experiences are more likely 
to create repeat customers. According 
to Epsilon Research, 80 per cent of 
consumers are more likely to do business 
with a company if it offers a personalised 
experience. By collecting and leveraging 
data, retailers that can better understand 
individual shopper behaviours and attitudes 
to make personalised and relevant offers 
have the edge over competitors that don’t. 
Using purchase history, online and social 
behaviour, brands can engage and reward 
customers, resulting in deeper loyalty  
and genuine one-to-one relationships. 
Satisfied customers are more likely to bring 
repeat business.
        However, all the promotions mean 
nothing if the shopping experience is subpar. 
Holiday shopping can be stressful and leave 
consumers feeling overwhelmed. Compounded 
with bugbears like slow website loading 
and clunky point-of-sale systems, it can turn 
customers off the platform forever. According 
to research from the Boston Consulting 
Group, businesses in Asia Pacific are losing 
vast amounts of business to the tune of 
US$325 billion each year because of this. 
        Furthermore, delivery hiccups can also 
sour the experience – even if the logistics 
partner is at fault. Zebra Technologies’ 10th 
annual Retail Shopper Study showed that 
while 66 per cent of shoppers want next-day or 
same-day delivery and 37 per cent prefer same-
day or sooner, 27 per cent would not want 
to pay for shipping at any speed. Over half 
have also said that they are dissatisfied with 
the returns processes for online purchases. 
This means that retailers and their logistics 
partners will have to develop operational 
visibility into inventories, as well as asset and 
cargo movements. Therefore, both Alibaba 
and rival JD.com have pioneered new logistics 
strategies, including trials of automated 
delivery drones.
        For in-store retailing, Zebra 
Technologies’ study also showed that 44 
per cent of shoppers surveyed are still not 
satisfied with customer service and staff 
availability. At the same time, rising shopper 
expectations are outpacing the in-store 
technology investments that many retailers 
are making, with 44 per cent saying that 
they think that they are better connected 
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than shop assistants. The good news is that 
the study is also showed that technological 
advancements are helping retailers meet and 
exceed customer expectations by offering 
new levels of personalization, speed, and 
convenience. Another key finding is that 
the use of tablets in stores is improving 
the shopper experience.  More than half 
of surveyed shoppers believe technology is 
improving the shopping experience with 57 
per cent specifically citing store associates 
using tablets.
        Technology is also enabling many of the 
moves that retailers are making to attract new 
customers. For example, brick-and-mortar 
stores are expanding their e-commerce 
presence. At the same time, retailers are 
finding that many customers still prefer to visit 
physical stores due to the customer experiences 
that only brick-and-mortar shops can provide. 
As such, e-commerce retailers such as Amazon 
are actually setting up physical stores to tap 
into this demand. Smaller retailers are also 
carving out a niche for themselves by offering 
bespoke experiences, such as by tapping 
into customer insights to offer personalized 
discounts and promotions.

CONSUMERS LINING OUT THE DOOR
Following several years of steady economic 
growth, consumers are optimistic about 
shopping during the 2018 holiday season. One 
of the main drivers of holiday spending among 
consumers is a perception of a strong economy 
as well as robust household financials. 
        For consumers, holiday shopping begins 
as early as October, with Black Friday and 
Singles Day on the horizon, culminating in 
the Christmas shopping rush in December. 
Research by Meltwater Insights has shown that 
social media chatter in ASEAN was dominated 
by Christmas and Black Friday, with Christmas 
shopping pulling in 56.6 per cent of chatter, 
while Black Friday represented 22.5 per cent 
of buzz. Singles Day accounted for 20.9 per 
cent of social media conversations, but it is 
fast-growing due to efforts by Alibaba to spread 
Singles Day promotions outside China.
        Regionally, Indonesia drove the highest 
volume of conversations centred around 
Singles’ Day, Black Friday and Christmas, 
accounting for 57% of engagement volume. 
This isn’t surprising — in recent years, 
Indonesia has seen increased internet 
penetration and smartphone usage thanks 
in no small part to a growing middle class. 
Additionally, an overhaul of online payment 
systems has also given the industry a much-
needed boost. All of this has helped add more 
than 11 million new online shoppers in 2017, 
taking the total to 35 million.

SOCIAL MEDIA HOLIDAY BUZZWORDS

Source: Meltwater Insights, Ecommerce in SEA Industry Report 2018.



        Philippines and Malaysia represented 
30% and 12%, respectively, while less densely 
populated Singapore brought in 1%. For 
the shopping novice, Christmas is a hugely 
important period in the Philippines with 
festive activity, including holiday deals and 
promos, starting as early as September. 
Despite showing promise, festive buzz in 
Malaysia was somewhat muted due to higher 
spending that took place earlier in the year 
during Hari Raya.
        Furthermore, while e-commerce 
sites differ between countries, it is the 
marketplace model of Lazada, Amazon, 
Shopee and Qoo10 that appears to be 
winning consumers over. In Indonesia, a 
huge market for ecommerce companies 
thanks to its young, urban population – 
Shopee is the leading brand that consumers 
talk about, followed by Tokopedia and 
Lazada. Shopee’s rise is quite remarkable. As 
one of the newer entrants, the company has 
done a wide array of things including launch 
a mobile shopping event and strengthen 
its seller community to close the gap with 
competitors. Shopee Indonesia leveraged 
social media to alert customers to giveaways, 
sales, discounts and cashback deals, among 
other announcements.
        On the other hand, in Singapore, a 
more mature ecommerce market, Amazon 
dominated social media with 51 per cent 
of online conversations, followed by 
Lazada and Qoo10. This is quite a feat for 
the US retailer, which only launched in 
Singapore a year ago and does very little 
promotional activity compared to some 
of its rivals. What’s especially interesting 
about Amazon’s coup in the island nation 
is that it also generated the most amount of 
positive sentiment amongst retailers. One 
of Amazon’s most successful promotions 
was its free trial of Amazon Prime, its 
subscription service that allows for two-
hour delivery, streaming video, and other 
premium services.
        In Malaysia, Lazada emerged 
triumphant in its quest for share of voice 
in Malaysia, hogging 54 per cent of 
conversations on the back of significant 
spikes in chatter. This is not surprising 
considering the ecommerce marketplace 
company’s aggressive marketing and 
promotional activity during major sale 

events. Still, competitors are catching up. 
Rivals Shopee and Qoo10 are ramping up 
promotional campaigns in Malaysia, while 
fashion retailer Zalora also did well.

AND THE NEXT SEASON?
It’s clear that technology is now an 
integral part of the shopping experience, 
with online shopping expected to grow 
tremendously in ASEAN, especially 
as more and more users are being 
connected. Retailers are already taking 
advantage of this, with the Lazada Group 
pledging to support 8 million eCommerce 
entrepreneurs and SMEs throughout 
Southeast Asia to grow by 2020. 
        However, brick-and-mortar stores offer a 
social shopping and browsing experience that 
online simply cannot replicate. But it is still 

pertinent for retailers to continue to provide 
convenient ways for the customer to interact 
with them digitally. Using digital technologies 
to enhance the retail experience is also a 
growing trend. However, implementation of 
these technologies should be seamless and 
intuitive for the end user.
        Be it online or offline, consumers seek 
value (low prices and good deals) as well as 
ease of shopping. Therefore, online retailers 
have to have an intuitive UI, paired with 
competitive prices to draw shoppers in. 
Offline retailers need to step up the in-store 
experience, paired with the option of online 
shopping for shoppers’ convenience. As 
the retail environment becomes ever more 
competitive, everyone will have to elevate 
their game in order to survive and thrive in 
the new era of retail. 
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M
uch has been 
made of AI’s 
capabilities in 
business in recent 
years, such as 
making processes 
more efficient and 
cutting costs. For 
organizations of 

all sizes, knowing where to start with 
artificial intelligence (AI) adoption can be 
bewildering. For smaller organizations, 

implementing AI solutions can seem 
particularly complex or out of reach. 
        There is however great potential 
for SMEs when it comes to introducing 
AI. This tends to be because they are 
either smaller or newer (or both) than 
established companies, which often have 
legacy systems in place and may not be 
able to easily unify the data required 
for AI systems to work effectively. Small 
and medium organisations (particularly 
organizations which have ‘grown up’ in 

the digital era) often find it easier to gather 
and integrate data, allowing them to adopt 
AI solutions more quickly. Even older 
SMEs that are not startups and who may 
be ‘paper-based’ can still think about AI 
adoption- the key is simply to find a way to 
get company data into a digital platform. 
        AI is exciting technology that will 
affect all businesses. Business owners and 
leaders are understanding that becoming 
digital is no longer optional. True digital 
transformation is a journey however, and 
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for businesses that want to move into the 
future and be ready for inevitable adaptation 
and evolution, it’s much more than a case 
of sticking on a few technology patches. 
Business transformation takes discipline, 
vision and fortitude. 
        For companies just starting out in 
AI adoption, the most important thing is 
for management to be on board, because 
adopting AI into any part of the business 
will require change. Without the buy-in 
from the top, there will be too many hurdles 

to overcome when it comes to financial 
investment and inevitable cultural shifts. 
Business leaders might worry that not 
being fully ‘tech literate’ is a hindrance to 
making decisions about AI adoption, but 
all executives truly need is an appetite for 
change, an open mind and a willingness to 
communicate with staff.
        At its core, AI is using data analysis, 
models and algorithms to make better 
business decisions. For AI to be effective 
and for business leaders to see the 
improved efficiency, productivity and 
insights they are looking for, it needs 
access to good data. Management needs 
to define the metrics it cares about 
(for example, more accurate customer 
outreach? More timely purchasing to 
reduce overstock and waste?) and commit 
to making decisions from the data as 
much as possible. Knowing what you 
want to achieve will make implementation 
more effective- and you can start with 
just one process or area of your business. 
A commitment to data-driven decision 
making will ensure you’re collecting 
the right data; that engineering systems 
are in place to handle, manipulate and 
store data; that you value technical and 
analytical talent; and that you’re shifting 
the company towards a data-driven and 
innovative culture. 
        Company culture has a huge role to 
play when it comes to bringing AI into the 
organization. People will naturally be hesitant 
about shifting from making decisions based 
on experience and human judgment to 
data-driven decision making. AI has become 
somewhat sensationalized, making people 
nervous that they’ll lose their jobs to machines. 
For this to happen soon is relatively unlikely, 
and instead, AI should be introduced more 
like a wonderful new team member with the 
capability to make things more efficient and 
effective for everyone.
        The specific resources that each 
organization needs to effectively adopt AI 
technology will depend on what is already in 
place. Larger organizations might have access 
to a team of data scientists because these 
companies will already have platforms in place 
for them to work from. Data science talent 
is in high demand and is expensive, which 
means that small and medium-sized businesses 
are most likely to bring AI into the company 
through the help of a vendor. 
        Proper research is critical to identify the 
best AI solutions. It’s vital for management to 
have full visibility into what’s happening at the 
organization every day and to not make any 

assumptions. Aversion to AI adoption happens 
when executives who are eager to see results 
implement AI too quickly and do not fully 
understand what a solution can and cannot do, 
and are then disappointed with the outcome, 
making them less likely to return to it- to the 
detriment of the business. 
        To ensure the selection of the best 
solutions, the leadership team must go out 
into the company and have open conversations 
about the challenges staff are facing. With this 
insight, management can work with teams 
and individuals to evaluate the best products 
and platforms. Some solutions might require 
customization to best perform, so CEOs must 
be patient while systems are adapted to best 
serve the organization. 
        The capabilities of AI are vast, and it 
can support business operations in many 
ways. Established SMEs may not be looking 
to grow the same way a younger company 
might, but growth is just one KPI for AI. 
Most organizations are looking for ways to 
do things more efficiently, and AI can make 
tasks scalable. For example, it can take on 
work that would typically require a team of 
several people, allowing the organization to 
stay lean. It can also relieve people of grunt 
work- such as repetitive administrative tasks- 
and give them more time to focus on projects 
that requires human intelligence and creative 
problem solving. 
        SMEs in Asia looking to adopt AI 
have many resources available to them. 
For example, Taiwan has been recognized 
as a top destination for AI thanks to a 
large number of computer science and 
information systems management graduates 
each year; publicly accessible data sets to 
encourage testing and experimentation; and 
a growing startup ecosystem supporting 
new AI companies. Similarly, Singapore 
is seeing developments in AI thanks to 
significant government support. This 
means that the region is not lacking for 
resources and education in AI, and there 
are many enterprise AI providers to assist 
organizations with improving business 
processes. At Appier, we find our customers 
in Asia are enthusiastic about adopting AI 
and working with us for maximum output. 
With many emerging markets in the region, 
SMEs have the opportunity to be at the 
forefront of AI adoption and stand out from 
competitors. 

CHARLES NG IS VICE PRESIDENT OF  
ENTERPRISE ARTIFICIAL INTELLIGENCE AT APPIER.



42    FRANCHISE      

BY 
ONG XIANG 

HONG

BMS ORGANICS
B

MS Organics was started by the Lee siblings back in 1997, 
when the organic movement was in its infancy. The eldest 
Lee sibling had observed a healthy eating trend that was 

gaining traction in Taiwan and not long after, the family was on the “eat 
healthy” bandwagon. 
        eginning as an organic shop in Subang Jaya, today, it has grown 
to more than 41 outlets and 21 organic vegetarian restaurants. These 
outlets carry a wide range of products from fresh organic produce 
and supplements, to dry food, beverages and breakfast-type foods, to 
skincare products, baby foods and water filters, and even pet food.
        As a family-run business and franchise, BMS Organics’ mission 
is to promote a holistic and healthy lifestyle and an eco-friendly diet. 
Products sold by the franchise are stringently screened for GMOs and 
industrial additives. However, prices are also kept low at BMS Organics 
to make organic living accessible to everyone, as organic products can 
be significantly more expensive than their non-organic equivalents.
        FMC Greenland Sdn Bhd – the holding company of BMS Organics 
– launched its franchising program last year. Franchisees can tap into 
BMS Organics’ strong brand presence in the market, its large database 
of over 100,000 members as well as its big marketing budget of over 
RM1 million. FMC Greenland is also looking at bringing the BMS 
Organics franchise abroad – thus far they have expanded their overseas 
presence to Shanghai, China. 

H
ealth is Wealth”, so the saying goes as 
health-consciousness becomes a trend in 
today’s frantic lifestyle. As we work more and 
more stressful desk jobs, the rate of ‘diseases 
of affluence’ such as diabetes, cardiovascular 
disease, and obesity has been increasing. 
        As a result, more and more people are 

now paying attention to their diet. Along with exercise, diet plays 
a huge role in our health. Too much refined sugar and fat in 
everyday foods have played havoc with our body and metabolic 
system. The use of industrial additives, ‘E-numbers’, and food 
processing techniques have also caused apprehension over their 
potential health effects.
        Furthermore, concerns over industrial farming and animal 
husbandry have led to the public questioning the provenance 
of our modern food supply. Overuse of fertiliser and the use of 
pesticides in conventional farming has caused, and is causing, 
enormous damage worldwide to local ecosystems, biodiversity, 
groundwater and drinking water supplies, and sometimes farmer 
health as well. Genetically-modified organisms (GMOs) are also a 
topic of concern to public health and the ecosystem in general.
        Consequently, this has opened the door to a previously-
unexplored market catering to these needs. Organic produce 
is food produced by methods that comply with the standards 
of organic farming. Standards vary worldwide, but organic 
farming in general features practices that strive to cycle 
resources, promote ecological balance, and conserve biodiversity. 
Organizations regulating organic products may restrict the use of 
certain pesticides and fertilisers in farming. In general, organic 
foods are also usually not processed using artificial preservatives, 
industrial solvents or synthetic food additives.
        Franchises exploring this niche have also cottoned on to 
the needs of health-conscious consumers – offering not just 
organic food, but also supplements and skincare products that 
are certified organic. In this issue, SME looks at the players in the 
burgeoning organic business in the region.



43

KEW ORGANICS
K

ew Organics is Singapore’s leading organic facial bar 
and spa, offering organic treatments for customers. 
The franchise also stocks skincare products developed 
for the local market. 

Founder Lily Kew started the first Kew Organics Facial Bar 
in Everton Park in 2014 to introduce bespoke organic facial 
and body treatments to the Singapore market, quickly getting 
a good response with its ethos of fresh, vegan, non-GMO skin 
treatments.
        In 2017, Kew Organics launched the Sugar K Organic 
Peel Bar brand. Its aim is to help time-strapped urbanites 
achieve a naturally flawless complexion quickly, effectively 
and effortlessly. No harsh chemicals are used in the treatment 
– only plant extracts.
        Franchisees can leverage Kew Organics’ position in the 
market to develop their franchise. The brand has expanded to 
Hong Kong, Cambodia and Brunei by working with people who 
were first and foremost their satisfied customers. 

NATURAL HEALTH FARM
F

ounded in 1999, Natural Health 
Farm (NHF) is a retail chain, 
located mostly in shopping 
malls and hypermarkets in 

Malaysia, with its principal activities in 
retailing nutritional supplements, organic 
foods, healthcare-related products and 
nutritional consultation. 
        Each outlet is operated by at least 
one qualified nutritionist to provide 
comprehensive nutritional assistance to 
its customers. Besides retailing, NHF has 
also branched into nutritional education, 
manufacturing, and organic farming.
        NHF has over 100 outlets in Malaysia, 
China, Hong Kong, Singapore, Thailand, and 
Brunei. Franchisees can rely on NHF’s organic 
supply chain and customer reach.  
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eneva is Swiss, 
which means it 
is punctual, 
reliable, sleek; 
yet it is also 
French, with 
romance, good 

food, and joie de vivre. The city is 
located in the southwestern 
corner of Switzerland, in the 
French-speaking part of the 

country, with more than 495,000 
inhabitants. Geneva has served as 
a model for republican govern-
ment and owes its preeminence to 
the triumph of human, rather 
than geographic factors. 

CLIMATE AND ATTRACTIONS
The local climate is tempered by 
the presence of Lake Geneva, 
while the Mount Jura creates a 

BY 
RAEFAH AB 
RAHMAN

   BUSINESS TRAVEL      

a postcard. The city exhibits the 
classic pattern of old European 
cities, with neighbourhoods 
lying in belts around the original 
nucleus. It may be a small city 
but it boasts magnificent peaks, 
gushing waterfalls, well-pre-
served medieval towns and one 
of the best public transport in the 
world. Here, glaciated mountains 
frame lush valleys and crystal-

screen that diminishes rainfall. 
The yearly temperature in Geneva 
goes from a low of 0°C from 
January and tops out at 18°C 
in July. Geneva is thus neither 
disagreeably hot in summer nor 
bitingly cold in winter, but it must 
sometimes endure the harsh 
north wind known as the bise. 
        Almost every corner of Ge-
neva looks like it is straight out of 

GENEVA:  
LA ROMANCE SUISSE 

G
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clear lakes, and charming villages 
dot the windswept landscapes. 
        Geneva is also Switzerland’s 
most international city, as it is 
where the Palais des Nations - the 
European seat of the United Na-
tions is based. The International 
Red Cross directs its humanitar-
ian campaigns from here as well 
- it was, after all, set up with the 
Geneva Convention. Due to its 
neutrality in politics and stable 
economy, Geneva is also home 
to more than 80 international 
organisations such as the World 
Trade Organization (WTO), com-
ponent organisations of the UN 
like the World Health Organiza-
tion (WHO) and the International 
Labour Organization (ILO), 
plus some 250 NGOs and 170 
permanent missions of foreign 
states. Besides being a congress 
city, Geneva is also a centre for 
culture and history, for fair trade 
and exhibitions. 
        Keep reading to see why 
Geneva is worth visiting.  

FONDUE  You cannot visit the 
land of cows and not eat the 
cheese. Fondue, after all is Swit-
zerland national dish. So you can 
bet they do it better than anyone. 
There are a few famous cheese 
fondue places in town of Geneva:  

AUBERGE DE SAVIESE  The res-
taurant has been serving cheese 
fondue for over 50 years now 
and they take pride in purchasing 
products from local artisans and 
producers. Their cheeses for fon-
dues and raclettes come from the 
cantons of Valais and Fribourg. 

These two cantons are known by 
the locals for their famous pearl 
onions, dried meats and cheese.

CAFE DU SOLEIL  Located in 
front of the Petit-Saconnex 
Church, the restaurant has 
been in operation for more than 
400 years, making it the oldest 
restaurant in Geneva. In the 
summer, the beautiful terrace will 
welcome you with some peace in 
the shadow of wonderful plane 
trees. The restaurant is usually 
very crowded, so it is advisable to 
make reservations in advance. 

WINERIES  Wine is an important 
industry on the shore of Lake 
Geneva. Grown on the fertil-
ized slopes surrounded by Lake 
Geneva, you will discover a rural 
scene entirely removed from the 
modern, almost sterile city that 
lies just miles away. Created by 
monks in the 12th century, it is 
now a UNESCO World Heritage 
Site that covers more than 2000 
acres. The rolling landscape is 
completely blanketed by lush 
vineyard, broken only by rustic 
villages of quaint stone cottages 
which house the farmers and vint-
ners that have produced wine for 
generations. Tourists and Gene-
voise alike often stop at the small 
independent wineries to sample 
and buy the year’s produce. Once 
a year, the vintners will open cel-
lars or caves ouvertes, providing 
excellent opportunities to taste 
Swiss wines. 

‘SWISS MADE’  The term ‘Swiss 
Made’ is not just another com-

for lounging. 
        Cathédrale Saint-Pierre was 
built in the 12th century and 
underwent important transforma-
tions in the 16th century. During 
the time of the Protestant Refor-
mation, the cathedral became a 
place of worship for John Calvin, 
a key figure in the Reforma-
tion and founder of Calvinism. 
Visitors undaunted by climbing 
the 157 steps of the north tower 
are rewarded with an incredible 
panorama of the city. 
        The Jardin Anglais (or Eng-
lish Garden) is where you can 
see a large flower clock, almost 
as emblematic of the city as the 
Jet d’Eau. The clock, set on the 
slight slope for easier viewing 
changes from the seasonal bloom 
plants that form its colorful face. 
Also in the park are Monuments 
National with figures of Helvetia 
and Geneva, commemorating 
Geneva’s entry into the Swiss 
Confederation in 1814. 

modity label for a place of origin, 
but more importantly a seal of 
approval and a mark of quality 
recognised worldwide. Today, 
more than half of the total of all 
luxury watches are from Switzer-
land, in particular from work-
shops around Geneva. In terms 
of craftsmanship, sometimes it 
is just a subtle difference that 
distinguishes this group of watch 
manufacturers from one another. 
Swiss watches represent the pin-
nacle of the watch industry. 

HISTORICAL SITES Jet d’Eau is 
a mighty jet of water soaring up 
from Lake Geneva’s surface in a 
145m plume. The water jet has 
become the symbol of Geneva 
and is its most famous landmark. 
A powerful pump propels the 
water at a rate of about 500 
liters a second which accounts 
for the height it reaches. A good 
viewpoint is from the Bains des 
Pâquis, one of local favorite spots 

FACTS ABOUT GENEVA 

1  The 140 meter high Jet D’eau water
fountain was not supposed to be a 
fountain. Back in 1886, Geneva opened a 
hydraulic pumping station on the Rhône 
River in order to power factory machines. 
At the end of the day, when the machines 
were shut down, a valve was used to 
release the water pressure in the air. People 
enjoyed it so much that it soon became a 
remarkable symbol of the city.

2 Spring is announced by a chestnut tree.
In this classic city, a very famous tree is 
the official harbinger of spring. On the 
Promenade de la Treille in the Old Town of 
Geneva, the first bud of this chestnut tree 

marks the official arrival of spring.

3 The first Swiss wristwatch was made
in Geneva by Patek Philippe in 1868, 
which was a fine ladies’ timepiece, 
commissioned by the Countess 
Koscowicz of Hungary. She was ahead of 
her time, wasn’t she? 

4 Two rivers meet in Geneva. Flowing
forth from Rhône Glacier in the Swiss 
Alps, the Rhône River always does a 
stopover in Geneva. And there it meets 
the River Arve. They are different in 
origin, color, speed and behavior yet they 
meet in Geneva and become one before 
running through southeastern France. 

5 One of the greatest philosophers of
the Age of Enlightenment was native 
to Geneva. Jean-Jacques Rousseau was 
born on 23 June 1712 at 40 Grand-Rue 
in the Old Town. 
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and standard of living. 
        Canada operates under a mixed economy, and thrives due to 
its abundance of trading networks and natural resources such as 
mineral, iron ore, nickel, zinc, copper, gold, lead, molybdenum, 
potash, diamonds, silver, timber, coal, petroleum, natural gas 
and hydropower. The country trades extensively with the United 
States, and has established numerous international trading 
routes to boost its economy. Canada is the second largest oil 
reserve holder after Saudi Arabia, with the discovery and mining 
of shale oil. The province of Alberta leads in the production of 
the oil and gas. 

CURRENT MARKET LANDSCAPE 
In a world where talent is mobile and technology centralised 
almost everything, Canada stands out with its dynamic 
democracy, growing tech clusters and exceptional openness 
to the world’s migrants. When a country has as much to offer 
as Canada, it is easy to see why hundreds of foreign investors 
have set up plants and operations here. Canada is the 11th 
largest export economy in the world. The combined value of 
import and export equals to 64 per cent of total GDP. Canada’s 

ABOUT CANADA  

C
anada borders the United States by land and 
Greenland and Saint Pierre and Miquelon by 
sea. It consists of 10 provinces and 3 
territories. The country has no shortage of 
beautiful landscapes for traveller to explore. It 
encompasses almost 10 million square 
kilometers of land, making it the second 

largest country in the world. 
        The country has no official religion and their constitution 
supports religious freedom. Canada’s primary religion though 
is Christianity with approximately 67.3 per cent of Canadians 
practicing it. Most Canadian families have roots in England and 
France, as the French and British colonised the country and thus 
many families emigrated to Canada. 
        The government of Canada is a parliamentary democracy 
and is a constitutional monarchy, with Queen Elizabeth II of 
the United Kingdom acting as the monarch. She is represented 
by the Governor General of Canada, but she has no practical 
constitutional powers. The country has continuously ranked high 
internationally in education, civil liberties, economic freedom 

CANADABY 
RAEFAH AB 
RAHMAN

   TRADE      

Official Name: Canada  Population: 36.9 million (est. 2018)  Capital: Ottawa  Major Languages: English and French  Currency: Canadian dollar (CAD)  Major Industries: Automotive, 
manufacturing, agriculture and mining (gold, petroleum, natural resources)   Major Export Commodities: vehicles, aircrafts, coal, raw aluminium, iron, gold, copper, rapeseed, 
fertilizers, pharmaceuticals and refined petroleum.  Major Export Partners: United States, China, United Kingdom, Mexico, Japan, India, South korea, Hong kong, Netherlands, Germany, 

France and Belgium.  Major Import Commodities: Vehicles, machinery, mineral fuels, plastics, medical apparatus, pharmaceuticals, gems and precious metals, furniture, spices and dairy products.  Major 
Import Partners: United States, China, Mexico, Germany, Japan, South korea, Italy, United Kingdom, France, Taiwan and Vietnam.  GDP: US$ 1.653 trillion (est. 2017)  GDP Per Capita: US$ 45,032 (est. 2017)
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economic competitiveness 
has been sustained by strong 
rule of law and the solid 
institutional foundations of an 
open-market system. 
        In general, government 
policies do not significantly 
interfere with foreign 
investment. The average applied 
tariff rate is 1 per cent. However, 
the nontariff barriers impede 
some trade. 
        Canada was ranked 10th 
for overall GDP in 2016, 
placing it amongst the world’s 
wealthiest countries. Within 
this top ten, Canada has a 
higher GDP per capita than 
seven of them. This makes 
Canada a part of the G7 - 

1   Eye gesture is important
during business meeting. 
It conveys one sincerity 
and seriousness towards 
the discussed matter. 
Canadians will also feel 
more comfortable when 
they can look at you in 
the eyes. 

2  The usual distance between
two people people should 
be no less than two feet. 

3  The index finger can be use
to point something out 
but be careful not to 
do it to people as it is 
considered rude. 

ETIQUETTE IN BUSINESS

4  Dress code among
Canadians for business 
meeting is conservatively 
well-dressed appearance. 
Canadians are very weather 
aware and dress according 
to it. It would be good to 
follow weather yourself to 
avoid amused glances. 

5  Punctuality is a priority.
It is acceptable to arrive 15 
minutes late but not later 
than 30 minutes. 

6  Traditionally business gifts
are offered after you close 
a deal. They are usually 
unwrapped immediately 
and shown to everyone. 
The best choice is a present 
from your home country 
or an invitation to a meal 
or other form of entertain-
ment. But if you decide to 
offer flowers, white lilies is 
not a good option as they 
often associated with funer-
als. 

        The majority of 
Canada’s natural resources 
and exports are directed 
towards its neighbour, 
United States. Accordingly, 
a large percentage of 
Canadian industries are 
located near the US-Canada 
border. The US is also 
Canada’s largest source of 
foreign investment and the 
most popular destination 
for Canadian foreign 
investment. 

        Historically, fishing 
and forestry were once 
major industries in Canada. 
Although these industries still 
retain a level of importance 
in Canada economy, mineral 
and energy resources have 
become the leading source 
of income for the nation. 
Canada is the world leader 
in value of mineral exports 
and unlike most advanced 
economies, Canada is a net 
exporter of energy.  

the seven largest advanced 
economies in the world. There 
is a higher likelihood that 
average Canadian will have 
disposable income to purchase 
new imported goods or services. 
        Overall, Canada ranks 
22nd out of 190 in the World 
Bank’s Ease of Doing Business 
rankings. It also ranks second 
worldwide in ease of starting 
a business, and among the 
top 10 in getting credit and 
protecting investors. 



people understand anymore. This creates a 
need to employ staff to take over duties that 
ought to be carried out by a computer, thus 
making room for human error. In 2012, global 
financial giant JPMorgan Chase & Co lost 
$6.2 billion in a trading incident that came 
to be known as the ‘London Whale’. While 
subsequent reviews displayed faults in the 
bank’s oversight and review processes, a basic 
human error in an Excel spreadsheet resulted 
in the bank underestimating volatility, which 
led to the debacle . Like many other Wall Street 
banks, JPMorgan Chase & Co depended on Ex-
cel for their VaR (Value at Risk) model because 
their own IT system was unable to do it. 
        Besides the capital and will to initiate 
wholesale upgrades to their IT infrastructure, 
SMEs are compelled to depend on humans to 
do basic, monotonous tasks that can easily be 
automated. For example, in the banking and 
finance sector, this includes an army of gradu-
ates copying and pasting data from a PDF, 
transferring mortgage applications from one 
folder to another and even shifting credit card 
information between spreadsheets. Not only 
does this lead to huge costs and inefficiencies, 
which affect the quality of financial services we 
receive, these mundane tasks tend to impact 
employee morale, therefore turning highly 
capable graduates away from the industry. 
Besides finance, this predicament can indeed 
be replicated across multiple industries, from 
insurance to telecoms and more. 
        As such, the reasons for implementing 
RPA go above and beyond cost savings and 
efficiency. A more compelling argument for 
RPA would be the greater value that it brings 
for employees. Graduates from ASEAN 
nations did not spend thousands of dollars 
on their academic life, to copy and paste 
data from one program to another. In fact, 
humans were simply not designed to carry out 
repetitive and mundane activities as we will 
be bored easily and be therefore prone to err. 
We as individuals, are blessed with innovation, 
creative thinking and problem-solving abilities. 
In addition, research has depicted that jobs 
that incorporate some or all of these skills, 
result in higher job satisfaction.
        With RPA freeing employees from such 
rules-based tasks, SMEs can repurpose them 
to be more value added. For example, accoun-
tants will no longer be simply bean-counters, 
instead, they need to acquire a much broader 

C
ountries in the ASEAN 
region need to improve 
their economic 
productivity if it is to 
flourish in the years to 
come. ASEAN’s rapid 
economic development in 

the past few decades has not fully shielded the 
region from declining productivity, with gains 
in the 90s slowing down with the rise in wage 
costs and the inability of the workforce to 
move up the value chain quickly. For example, 
labour productivity growth in Malaysia has 
declined from 3.27% between 1999 and 2007 
to 1.05% between 2008 and 2016, and 
Singapore from 3.89% to 0.77% in the same 
period . From additional skills training to 
investments in technology, governments of 
various nations are pushing to address this 
challenge. One solution has emerged that is 
almost tailor-made for the ASEAN region: 
Robotics Process Automation (RPA). 
        Disruptive digital technologies such as 
RPA can help ASEAN countries to generate 
approximately $216 billion to $627 billion 
worth of productivity gains in the future, 
accounting for 17% of the global total . 
SMEs have already embarked on introducing 
transformative digital technologies into their 
business models, and as this trend progresses, 
key industries are poised to reap substantial 
benefits, with an estimate of 30% to 50% in 
productivity gains . RPA comes in handy to 
complement this initiative by automating many 
of the repetitive, rules-based tasks that are 
currently carried out by employees in ASEAN 
SMEs, many of whom are younger graduates 
embarking on their careers. At the same time, 
upon reading what has appeared in the media, 
one could be forgiven for perceiving that 
RPA is the beginning of the end of the world, 
a dystopian future comprising of persistent, 
mass unemployment, inequality and robots 
overtaking our daily lives. 
        First and foremost, I want to elucidate the 
primary reasons behind many organisations 
turning to RPA to automate some of their most 
inefficient processes. Much of the legacy IT 
infrastructure that was built in the 80s or 90s, 
are now creaking under pressure of increased 
regulation, demand for transparency and 
growth of upcoming technology. These systems 
are not only slow and difficult to automate but 
they also run on out-dated codes that very few 

business outlook. Armed with better data, they 
will become consultants who provide added 
value to clients. By embarking on their careers 
higher up the value chain, employee productiv-
ity will rapidly grow and this will have knock-
on effects throughout the institutions that they 
have joined. Their skill levels will also be supe-
rior to their counterparts in other companies 
or countries who began their careers carrying 
out boring tasks. Incorporating automation 
will accelerate applications, improve business 
services and generally make service delivery 
more accessible to more people, at lower costs. 
To add, SMEs and start-ups, will have access 
to cheaper financial services, enabling them 
to redirect investments towards hiring talent 
needed for both innovation and growth.
        One example is the financial arm of a ma-
jor global vehicle manufacturer, who employed 
UiPath RPA solutions to create scalability, fa-
cilitate 24/7 operations and eliminate manual 
errors, in turn enabling staff to focus on more 
decision-oriented activities. This was not about 
cost-savings but instead, about providing better 
data and insights. The company’s accounts 
payable department processed over 2,000 
invoices a day but with the implementation 
of RPA, 65%-75% off the time was reduced 
in processing the same number of invoices. 
The same employees were then redeployed 
to spend more time analysing and improving, 
instead of being hauled into the execution of 
day-to-day transactional activities.
        Automation technologies such as RPA 
do not come without a certain amount of 
disruption and in the short term, there may be 
job losses. Yet, current practices of employing 
qualified people to carry out tedious tasks is 
both wasteful and expensive, especially when 
there is a demand to leverage technology to 
improve productivity. I am certain that job 
losses will be much lesser than many envision 
and that the knock-on effect of increased 
productivity will result in many more jobs 
being created. The ASEAN region is therefore 
perfectly positioned to leverage the benefits 
RPA can bring to the economy. To sustain 
themselves and boost productivity levels for 
long-term success, SMEs in the region could 
indeed be the biggest beneficiaries from the 
next digital revolution.  
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M
anufacturing has been a 
key pillar of the economy 
in Singapore ever since we 
progressed to an 
innovation-intensive 
economy from a labour-
intensive one in the early 

days of nation building. Now, manufacturing 
contributes close to 20 percent of our gross 
domestic product (GDP) and keeps more than 
500,000 people employed.
        Moving forward, the manufacturing 
sector here will face increasing external 
pressures in the coming years. In Southeast 
Asia, we have Thailand, which ranked well 
for high quality and low cost in a McKinsey  
analysis on which ASEAN country is most 
attractive for manufacturing investments. 
Singapore, not surprisingly, ranked high in 
high quality but performed badly in low cost.
        Meanwhile, the rise of China as a 
manufacturing powerhouse in Asia has also 
brought a different level of competition to the 
landscape. Foreign direct investment (FDI) 
has been flowing in to China and this adds 
competitive pressure to the manufacturers in 
this region, especially since there are some sig-
nificant overlaps in manufacturing capabilities 
between the manufacturers in China and here.

PLANNING TOWARDS INNOVATION AND 
RESEARCH Singapore’s manufacturing sector 
naturally leans towards advanced manufactur-
ing in view of our knowledge-based economy. 
Manufacturers here are generally more open 
to leveraging innovation and technology to 
improve products and/or processes.
        In 2016, the Singapore Government 
introduced the Research Innovation Enterprise  
2020 (RIE2020), a plan that charts the course 
for harvesting an innovative and competitive 
economy as we progress towards 2020. As 
part of this plan, advanced manufacturing 
was identified as a key pillar among others to 
drive this forward. RIE2020 also identified 
four cross-cutting technology areas as 
essential enablers, which will undergird and 
support the verticals. These are: Robotics and 
Automation, Digital Manufacturing, Additive 
Manufacturing and Advanced Materials.
        Additionally, the Government has also 
committed SGD$19 billion, the biggest alloca-
tion since 1995, as investment into innovation, 
research and driving enterprise growth under 
the RIE2020 Plan for 2016 to 2020.

KEEPING UP WITH TECHNOLOGY TRENDS
Government support provides a much-needed 
boost for manufacturers here. However, 

2) INDUSTRIAL INTERNET OF THINGS The Industrial 
Internet of Things (IIoT) in manufacturing 
is currently already a primary trend affect-
ing businesses in the industry. It transformed 
manufacturing in many parts of the world due to 
its ability to enable the gathering and analysis of 
data and then applying it in new and novel ways.
        However, IIoT goes beyond machines to 
machine connectivity. It is also a movement that 
is uniting the people and systems on the factory 
floor with enterprise-level decision makers. The 
rise of IIoT platforms have also empowered 
employees as they now have better access to 
information. With improved collaboration a 
focus of these platforms, teams can now work 
across factory floors, or even remotely across 
wider geographies. 
        The mindset is also shifting towards that of 
consumers connected to the industry through 
customer interactions and social networks, and 
informed businesses are constantly adjusting 
their output and production based on consumer 
demand. We readily see this in the automobile 
industry where manufacturers offer many cus-
tomizable or optional choices. Now, car buyers 
are often spoilt for choice on things like exterior 
and interior colors, seat material and design, 
in-car stereo and GPS systems, sun roofs and so 
on. Manufacturers are embracing this connect-
ed customers and market-driven environment. 
To remain competitive, manufacturers have to 
be connected and nimble and the only way they 
can be successful is to leverage the power of 
data and newer technologies like IIoT.

FUTURE-READY MANUFACTURING It will no 
doubt remain important for manufacturers here 
to continue to strive for the age-old goals of in-
creasing speed to market, reducing overall costs 
and maintaining quality control. Nonetheless, 
they cannot ignore the fact that digitalization 
and disruptive technologies are transforming 
the whole manufacturing landscape, and it is 
crucial that they take steps to modernize their 
operations and prepare for the business envi-
ronment and the market of the future.
        Advanced manufacturing methodologies 
that used to be mere concepts just a few years 
ago are now finding practical implementations. 
It is timely for manufacturers here to explore 
their actual feasibility and practicality as they 
modernize their own operations. They may also 
want to better incorporate automation, data 
analytics, IIoT, robotics and increased technol-
ogy adoption into their business strategies and 
operational planning considerations.
        To be future-ready, manufacturers will need 
to plan toward realizing a more transparent sup-
ply chain that enhances product traceability by 
taking steps now to adopt newer and more intel-
ligent production methods and processes.  
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manufacturing businesses must ensure that 
they are maximizing cost efficiency and 
productivity in their operations to remain 
competitive. The good news is that technology 
can offer tremendous value in these areas.
        There are two major trends to watch in 
advanced manufacturing:

1) ARTIFICIAL INTELLIGENCE AND MACHINE 
CONTROLLERS Manufacturers can expect 
artificial intelligence (AI) to play an 
increasingly prominent role in manufacturing 
as factory floors become smarter and more 
collaborative robots (or ‘cobots’) work 
alongside humans to enhance productivity.
        At OMRON, we recently took an 
innovative-automation approach. By this, we 
mean an integrating high-precision, high-
speed manufacturing with more intelligent 
controls and data analysis and combining 
that with a more interactive and collaborative 
relationship between robots and people on the 
manufacturing floor.
        For instance, we merged AI, machine 
learning and facial recognition technologies 
to develop Omron vestibulo-ocular reflex 
(VOR) technology . This is used in automobile 
manufacturing to create products that keep 
drivers safe. VOR technology uses a camera to 
capture and sense a driver’s eye movements to 
spot for early-stage drowsiness and determine 
his/her suitability for driving. This technology 
can also be applied to the factory floor to keep 
workers safe as well, such as when they are 
operating heavy machinery.
        Separately, we have added learning 
capabilities to machine automation controllers  
by equipping them with machine learning 
AI algorithm. This allows the controllers 
to achieve real time integration between 
programmable logic controller and AI 
processing functions. The result is that these 
controllers can manage equipment changes 
on the factory floor in microseconds as they 
send collected data to the host IT system while 
maintaining control performance.
        Additionally, these controllers can 
effectively keep track of equipment and 
production status when equipped with sensors 
set to monitor machines and production lines. 
They can look out for irregularities or unusual 
activities and built-in AIs can take action to fix 
issues or activate safety procedures depending 
on what they are programmed to learn.

LIEU YEW FATT IS MANAGING DIRECTOR, OMRON ELECTRONICS 
SINGAPORE, AND SWAMINATHAN VANGAL-RAMAMURTHY IS GENERAL 
MANAGER OF ROBOTICS BUSINESS DIVISION, OMRON ASIA PACIFIC
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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. 

the bottom’ outcomes that destroy 
businesses, people and long term 
value.

11  Selling is best realised when 
it’s human centred, ethical, team 
oriented, strategically aligned, 
systems oriented, disciplined, 
accountable and focused on 
win:win.

12  Selling is a complex 
variable system that requires 
focused, dedicated and continuous 
attention by leaders who are 
capable of thinking and acting 
strategically, managing a range of 
variables, coaching tactically, and 
coordinating their business’ value 
chain to be proactive, client facing, 
sales led, market relevant and 
profitable.

Remember everybody lives by 
selling something.  

M
y team and I have been 
studying sales teams, 
salespeople, sales 

operating systems, sales strategies, 
sales processes, and sales cultures 
across a wide variety of industries 
in the public and private sectors, 
N4P and government since 1995 
and we have seen and learned a lot 
of things.

Here is some of what we have 
learned:

01  Selling is everybody’s 
business and everybody lives by 
selling something.

02 Selling starts with 
opportunity and purposeful 
optimism.

03 Selling is the vehicle that 
allows opportunity to flourish and 
people to prosper; nothing happens 
until something gets sold.

04 Selling at its best is when 
humans solve problems, realise 
opportunities and exchange 
something of value, together; it’s 
about mutual prosperity.

05 Selling is a necessary life craft & system that can be mastered if 
you know how.

06 Selling is ubiquitous in our daily lives yet it is poorly understood 
and usually left to chance thus leaving businesses, sales teams and people 
vulnerable to failure and loss.

07 Selling is more than results and motivational Rah Rah sessions; its 
underpinned by strategy, process, people and culture.

08 Selling, as a profession, is full of platitudes, silver bullets, myths 
and negative stereotypes that keep people from earning what they’re 
worth and doing good things.

09 Selling exists on a spectrum of intention: from the devious looking 
for victims to exploit; to the ignorant and irritated who condemn 
anything or anyone to do with sales; to the commercially savvy, 
collaborative, customer centric professionals who deliver real value and 
look to create a win:win fair exchange of value that leads to long lasting 
productive relationships.

10  Selling, for the last 30-40 years has been hijacked by hyper 
aggressive, ‘win at all costs’ business gurus and leaders who see 
everything as win:lose which diminishes us all and perpetuates ‘race to 
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in Q318 for the same reason). The 
AWS numbers are remarkable to 
me – their YOY growth is 46% 
and their operating income is 
about 30%. That’s well above the 
rule of 40.
        I would have loved to be 
in the meetings during the shift 
from “grow at all costs” to 
“keep growing fast, but flip the 
operating income switch.” There 
were many moments in time over 
the past 15+ years where I’m sure 
this came up. But clearly the focus 
on this changed in the last few 
years, and the results are now 
front and center.
        I don’t hold any Amazon 
stock directly, nor do I play the 
stock market, but the financials 
in public companies have a 
myriad of lessons buried in 
them for private companies 
that are scaling. That said, the 
management lessons buried 
underneath the numbers are even 
more important. “Disagree and 
commit” seems to be working 
well these days for Amazon. 

O
ne of my favorite Bezos-isms is “Disagree and Commit.” I’ve 
seen it in articles a handful of times recently as the adulation 
around Amazon and Bezos’ management reaches a fever pitch.

        Notwithstanding the disappointing forecast for Q418, Amazon’s 
recent operating performance has been spectacular. But, more 
interesting is that it has been “spectacular at scale” and across a very 
large and complex business.
        While Revenue Growth YOY has been strong,

SEGMENT REVENUE Q3 2018

NORTH AMERICA $34.3 BILLION 35%

INTERNATIONAL $15.5 BILLION 13%

AMAZON WEB SERVICES (AWS) $6.7 BILLION 46%

CHANGE (YOY)

$56.6 BILLION 29%TOTAL
DATA SOURCE: AMAZON YOY=YEAR OVER YEAR

the real story has been YOY growth in Operating Income.

 
SEGMENT OPERATING 

INCOME Q3 2018

NORTH AMERICA $2 BILLION 1.714%

INTERNATIONAL ($1385 MILLION) LOSS NARROWED BY 59%

AWS $2.1 BILLION 77%

CHANGE (YOY)

$3.7 BILLION 966%TOTAL
DATA SOURCE: AMAZON YOY=YEAR OVER YEAR

Those are beautiful numbers. It’s clear that in the past few years the 
company has turned on the profit machine.
        For many years, Amazon (and Bezos) trumpeted their focus on 
revenue growth. The mantra was “we are reinvesting all of our profits in 
growth.” This is the same thing most startups say (and most VCs push 
for) as growth compounds rapidly if you can keep the growth percentage 
(yup – it’s simple math.) This has been particularly true for B2B SaaS 
companies, notwithstanding the notion of the Rule of 40 for a healthy 
SaaS company.
        While growth in revenue is still important, Amazon’s ability to 
generate this kind of growth on its operating income is a reminder that 
turning on the profit switch at some point does matter, if only to show 
how much leverage your operating model has (me thinks Tesla did that 
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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. 

E
very day, a quarter of the 
world’s population 
connects via Nokia 

Siemens Networks infrastructure, 
products, and solutions. With 
quality customer service, the 
company serves 
telecommunications providers and 
partners in every corner of the 
globe with more than 70,000 
employees throughout 150 
countries. This giant business-to-
business company is a client of UP! 
Your Service, and they knew very 
well that satisfying customers was 
essential for growth in profitability 
and market share.
        But Nokia Siemens Networks 
had a problem: its Customer 
Satisfaction Survey was unwieldy. 
The survey had grown bloated, ex-
panded over time to accommodate 
many internal requests for more 
data and details on customer ex-
pectations, perceptions, priorities, 
and competitive comparisons. It 
was like a bus with 48 seats and 
100 extra people hanging from 
every window, rooftop railing, 
and bumper.
        Customers did not enjoy this 
annual assessment process. Most 
ignored it. Many who did complete 
the survey used it as a hammer to 
hit the company hard with their 
complaints. Employees did not 
appreciate it either: it was difficult 
to decipher and hard to fathom 
what to do. Even worse, individual 
incentives were tied to very specific 
changes in one part or another of 
the survey, leading to individual 
actions that did not align each 
other across the organization.
        “Imagine a customer 
satisfaction survey that consisted 
of 150 questions,” says Jeffrey 
Becksted, the company’s Head of 
Customer Experience and Service 
Excellence. “We thought that the 
more information we could collect, 
the better we would be able to 
respond. But, imagine the effect 
of 80 thickly detailed PowerPoint 
presentations descending on our 
organization all at the same time. 
We simply had too much data for 
us to digest in a meaningful time 
frame. We were so focused on 
asking our customer about us, 
that we failed to ask the really 
important question of what actions 
we can take to create more value 
for them.”
        Managers at Nokia Siemens 
Networks knew there was a 
problem with the survey. “It was 
obvious that we had to take a 
fundamentally different approach 
to surveying our customers,” 

Becksted says. “We were focusing on too many areas, and not asking 
action-oriented, value-creating questions. So, we started over.”
        Rajeev Suri, the CEO of Nokia Siemens Networks pulled the plug 
on this dysfunctional practice, and formed a new team to find a better 
way to measure. Imagine that for a moment. Here was a legacy process-
built on years of adding, and arranging questions to collect feedback for 
every department and process throughout the company-that generated 
massive amounts of data.
        And, overnight, the Customer Satisfaction Survey was gone.
How do you move beyond satisfaction? How do you quantify 
customer experience? How do you stop looking backward to evaluate 
performance, and instead look forward to create new possibilities and 
potential? By changing your mindset and transforming your survey to a 
value-add proposition. Nokia Siemens Networks brought people from 
different departments together with a new goal-to create conversations 
and cultivate insights that would improve the relationships with their 
clients moving forward.
        “Instead of asking clients how they rate our service, we asked 
them to explain their challenges, their goals, and the ways in which 
we could help them,” says Becksted. “We asked them where Nokia 
Siemens Networks fits into their future-not how we’ve served them in 
the past. We asked about expectations and their experiences of working 
with Nokia Siemens Networks.”
        Today, instead of 150 questions focused on expectations, 
satisfaction, and competitive comparisons, Nokia Siemens Networks 
interviews its clients with a Customer Experience Survey that has far 
fewer questions and a greater focus taking the right new actions, on 
increasing loyalty, and building future business. And, they’ve already 
witnessed a tremendous response.
        “It’s a simple change,” says Becksted. “‘How did we do?’ — a 
lagging metric of past performance — becomes ‘What can we do?’ 
— a leading indicator of future success.” How can you move beyond 
satisfaction? “Change the goal,” says Becksted. “Companies don’t put 
limits on process improvement, product development, and the bottom 
line. Why put a cap on improving service by simply reaching customer 
satisfaction? The goal needs to be constantly adding value. Focus on 
them, not you. Instead of asking a client to tell you how they perceive 
your service, ask them to tell you about their needs, challenges, desires, 
and goals. It doesn’t matter how well you’ve done as much as it matters 
how they see you in their future.”

        “Get leadership involved,” 
Becksted concludes. “If the 
leaders of an organization 
can’t see the detriment of only 
measuring the past, then your 
company is doomed to become 
a thing of the past. However, if 
they can look into the future, 
and change the mindset and 
the survey, to move beyond 
satisfaction, the results can 
be astounding. It’s a simple 
change that’s already paying 
off for our company and our 
customers.” 



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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Y
ou probably thought I 
would write a World 
Series article but there 

wasn't much tension or anxiety in 
this series as the Sox dominated. 
So instead of an epic baseball 
related article, you're going to read 
about trust and credibility.
        Most salespeople know the 
importance of establishing trust 
and sometimes overcompensate 
to achieve it. However, when 
salespeople lose credibility, the 
most likely scenario is for their 
prospects to buy from someone 
else and this happens much more 
often than you might think. Data 
from Objective Management 
Group's (OMG) evaluations 
and assessments of 1.8 million 
salespeople tell us that only 38% of 
all salespeople establish trust and 
even the top 5% are only able to 
bump that number to 54%. 

 
SALES PERCENTILE EFFIECTIVELY BUILDS TRUST

38%ALL

36%WEAK 1-50

44%SERVICEABLE 51-83

54%ELITE 95-100

49%STRONG 84-94

That could explain a lot of lost sales, but why? 
        It is very easy to demonstrate this by using the current political 
atmosphere as an example.
        Before we begin, I am a registered independent and have voted 
for both Democrat and Republican candidates in the past 3 presidential 
elections, There is no need to read between the lines, twist my words, 
or turn this into a political platform. I shared ugliness from both sides 
of the political spectrum proportionately.
        Do you remember the 2016 presidential campaign when a 2005 
video of Trump emerged with him saying that he could grab women's 
genitals? Most politicians and pundits condemned him, his words 
and his actions. At the time, CNN had a couple of Trump surrogates 
fighting an uphill battle each night as the panels were usually stacked 
with pro-Hillary voices. On that night, rather than joining the crowd 
and condemning Trump's actions, they defended him and lost 
ALL credibility. Nobody would listen to them again and they were 
eventually fired. All they had to do was say that they agreed with 
everyone else on the panel and shut up. They could go back to fighting 
the good fight on another night and they might have even garnered 
some additional support for being so realistic and honest. But that's not 
the path they chose to take.
        Things were equally mind-blowing this past week after the serial 
package bomber and synagogue shooter were both apprehended. FOX 
had a couple of Democrat strategists who, rather than blaming the 
bomber and the shooter, put the blame squarely on Trump, as if he 
had recruited them to act on his behalf. As with the previous example, 
they lost all credibility when, if they had only chosen common sense 
over party, they would have maintained credibility and the opportunity 
to get viewers to listen to their other opinions. It was a completely 
different story over at CNN and MSNBC where their viewers would 
have surely applauded any guest who blamed Trump for the evil that 
took place last week.
        Which finally brings us to selling.
Your prospects will usually be on one side of your argument or the 
other. There's not really any such thing as down the middle because 
everyone has an opinion. Whether it's your approach to solutions, 

product design, services, technol-
ogy, pricing, timing, delivery or 
customer service, you won't be 
credible If you take the view that is 
opposite of what they believe. Peri-
od. CNN is the most trusted name 
in news – as long as you agree with 
their 24x7 anti-Trump narrative. 
FOX is fair and balanced – as long 
as you only watch the three shows 
that are actually fair and balanced; 
because the others definitely lean 
to the right of center.
        So how do you appear 
credible to a prospect who:

Loves one of your competitors? 
You need to love them too.

Loves a different product? You 
need to love it too.

Loves a different technology? You 
need to love it too.

Loves a different price? You need 
to love it too.

Love it – at least initially. At 
least long enough to lower their 
resistance. At least long enough for 
them to find you credible. At least 
until they are willing to listen to an 
alternate message.

Go Red Sox. 
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SUPPLY CHAIN PROFITABILITY     WITH ROY STRAUSS

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.

   1.1   When unexpected products arrive, it must be held aside, and
this totally disrupts the operation for flow, space, and use 
of staff. 

   1.1.1  Most companies do not have space set aside to handle problem
products so flow may be affected and key space may be 
blocked. 

   1.1.2  The product will have to be moved at least one extra time,
adding more to costs. 

   1.1.3  Time and staff resources are wasted unnecessarily and regular
operations must be neglected.

   1.2   This is typical of a people vs. system oriented operations in
which purchasing staff “does not have time” or makes 
up some other excuse for not entering any or incomplete 
information about a new product into the data base when an 
order is placed.

   1.2.1  One solution is to set up fields in the new product entry file to
capture all required data and information for each product 
and not let the user exit the data entry screen without 
completing all fields. 

   1.3   A properly run warehouse will assign item types to zones and
locations within based on their product type, brand, and/or 
physical characteristics so without key information unexpected 
items can still be assigned to appropriate zones and not 
interfere with other operations while waiting for information to 
assign a permanent storage location.

 2.  The purchasing staff has no or poor training and is unaware of the
ripple effects caused by their behaviour as it effects the warehouse 
or the company’s bottom line. 

   2.1   Many of my clients are plagued by excess inventory of slow
moving or dead items. This often results from the purchasing 
department stocking up on items that are on sale, to get 
quantity discounts, and/or to reduce freight costs. This totally 
disrupts the company’s inventory plans. Often, if the companies 
I visit owned 40% to 50% less stock they would be more 
profitable. 

   2.2   Rules must be set for what can and cannot be purchased to gain
a one-time discount and for which purchasing decisions that 
are a change of policy require approval from a knowledgeable 
superior.

 3.  So much extra inventory of an item is manufactured that it literally
chokes the warehouse. 

   3.1   In a company that manufactures electrical components a
required clip was not received in time so they manufactured 
the same product but the version without the clip continually 

for weeks until the clip 
arrived and this resulted 
in creating a multi-year 
supply. This caused a 
total blockage of key 
areas in the warehouse 
and a large increase in 
operational costs for 
a very long time. The 
excuse was “manufactur-
ing cannot be halted and 
must go on.” 

   3.2   The company was not
prepared with 
contingency plans or a 
system to address last 
minute problems, and 
they had no idea how 
to judge the true cost of 
and problems created 
by their “text book” vs. 
creative solutions. 

   3.3   There was poor
communication and 
improper chain of 
command. When key 
problems occur, a higher 
level executive should 
decide how to solve multi-
department problems 
and the decision making 
system should be 
published and distributed 
to all departments.

These problems can be avoided 
by establishing system (all jobs 
based on best practice) vs. people 
dependent operations and having a 
central figure versed in all aspects 
of the operation responsible for the 
coordination of overall activities 
with a properly trained staff. The 
system should be published in a 
handbook which is used to train 
and manage all employees. 

I
n company after company 
we’ve worked with over 
the years we’ve 

encountered numerous common 
problems created by a lack of 
awareness or communication 
between activities in the office and 
resulting problems in the 
distribution or manufacturing 
center and vice versa and similarly 
problems between manufacturing 
and distribution. Results include 
poor performance, increased 
operational costs and lower levels 
of customer service, all having a 
severe negative impact on the 
company’s bottom line. Typical 
examples include:

 1.  New items are being ordered
and the distribution and/
or manufacturing center is 
not aware of their existence 
or anticipated arrival. 
Additionally, the anticipated 
product arrives but key 
information such as ABC 
mover, product weight, 
highly valuable, perishable or 
fragile, etc. is not available to 
ensure that the new products 
are handled and/or stored 
properly. For manufacturing 
which products will the raw 
material be used to produce 
or what are key properties 
regarding the material? 
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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.

I ’ve been privileged to 
have eight of my books 
turned into movies with 

several more in the works. If you 
have read any popular novels that 
have been turned into films, you 
know that, generally speaking, 
books and movies are different.
        Novels have the time to 
develop characters, prolong 
descriptions, and have the 
advantage of being able to give you 
the internal dialogue or what the 
characters are thinking. Movies can 
show you unbelievable vistas and 
panoramas demonstrating that a 
picture is worth a thousand words 
or, in a great film, a lot more than a 
thousand words.
        I have written over 40 books. 
When I began writing, all of my 
titles were nonfiction. They gave 
success principles, insights from 
world leaders, and profitable 
business models. After several 
years of writing these types of 
books, I wrote my first novel 
entitled The Ultimate Gift. That 
little book changed my life and 
the lives of millions of people 
around the world who have read 
it. It spawned three sequel books 
thus far and three movies: The 
Ultimate Gift, The Ultimate Life, 
and The Ultimate Legacy. It is fun 
to create characters such as Red 
Stevens, Theodore Hamilton, and 
Gus Caldwell and be able to keep 
them as a part of the story line in 
future books and movies.
        My participation in the film 
industry continues to be very 
gratifying. I have played a cameo 
role in all the movies based on my 
books, and I have been involved 
with casting and the scriptwriting 
process. Writing movie scripts 
can be a very detailed and tedious 

process because one minor change in the plot involving just one 
character can dramatically change the outcome of the entire story.
        I remember working on the film script for The Ultimate Life 
which involves a flashback to the Great Depression and World War 
II to explore where the modern-day characters had come from. 
It was fascinating to see how tiny character traits or insignificant 
incidences could turn into wide-sweeping success or failure in the 
ensuing decades.
        I remember the moment it dawned on me that small habits and 
traits turning into huge success or disastrous failure was not simply a 
product of motion picture scripts, but it is also an element of our lives. 
You or I could change a few minor habits or activities surrounding our 
family, finances, fitness, or faith which would make amazing differences 

in our lives and, in many cases, 
the lives of generations to come. 
Actors and directors have to work 
with the scripts they are given by 
screen writers, but you and I can 
write our own scripts or edit the 
script we have to make the changes 
we want to see on the giant screen 
of our lives.
        As you go through your day 
today, take control of your script 
and your life.
        Today’s the day! 
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A
 few decades 
back, we relied 
on simple 
vegetable oil for 
cooking. But 
today, there is no 

end to your options. The 
supermarket shelves are heaving 
with every conceivable option: 
virgin, extra virgin, cold-pressed, 
cold-pressed virgin. And that is only 
the types of process, not to mention 
the types of oil; almond, avocado, 
canola, coconut, corn and the list 
goes on. 
        The way we cook and the 
foods we like to eat have changed 
a lot over the last few decades. 
Convenience and health have 

become major factors, and as 
more information is provided to 
us about the right and wrong ways 
to cook, you might be finding it 
harder to choose which oils to 
include in your diet. 
        But what differentiates each oil 
from the others? 
        The smoke point is one major 
consideration. Smoke point is the 
temperature at which an oil starts 
to burn and smoke.  The more 
refined an oil, the higher its smoke 
point because refining removes 
impurities and free fatty acids that 
can cause the oil to smoke. Refined 
oils typically have a neutral taste, 
odour and appearance. 
        Another consideration is the 

flavor of the oil. Some oils contain a rather neutral taste such as rapeseed 
oil, while others such as nut-based oils remain punchy and strong in flavor.
        Lastly, is the fat content. All cooking oils are made up of either 
saturated, polyunsaturated or monounsaturated fat but in different ratios. 
Generally, saturated fat is the least healthy choice among these three. The 
benefits of having fat in food is that fat helps to create texture and blend 
flavors, besides, your body also needs some fat, but not too much. 
        Below are the types of oil that its properties: 

BY 
RAEFAH AB 
RAHMAN COOKING OILS 

AND THEIR HEALTH BENEFITS

ALMOND OIL 

AVOCADO OIL 

CANOLA OIL 

COCONUT OIL 

GRAPESEED OIL 

OLIVE OIL 

SUNFLOWER  
SEED OIL 

BEST FOR 

Frying, grilling, 
roasting, baking 
and salad dressing.

Frying, searing, 
grilling, roasting, 
baking and salad 
dressing.

Sautéeing, pan 
frying and baking.

Sautéeing and 
baking. 

Stir frying, 
sautéeing, searing, 
roasting, grilling 
and salad dressing. 

Pan frying, 
sautéeing, baking,  
salad dressing and  
marinating.

Searing and  
sautéeing.

HEALTH BENEFIT(S)

This oil has one of the 
lowest levels of cholesterol 
and an excellent source of 
vitamin E. 

This hearty choice has anti-
inflammatory properties 
that help prevent arterial 
damage, heart disease and 
blood pressure. 

High in omega-3 fatty acid 
and alpha linolenic acid. 

This oil is pressed from 
coconut flesh, it is high in 
Vitamin K and A. 

It is virtually flavorless and 
a good source of Vitamin 
E, even more than olive oil. 
Vitamin E is a vitamin that 
works as a fat-soluble 
antioxidant. 

It contain modest amount 
of Vitamin E and K and 
loaded with powerful 
antioxidants. These 
antioxidants are biologically 
active and may reduce your 
risk of chronic diseases. 

In addition to Vitamin E, it 
is also rich in Vitamin A, C 
and D. 

SMOKE POINT 

221°C

270°C

205°C

175°C 

215°C 

205°C

230°C



MUSIC MOVIEBOOK

AQUAMAN 
Genre: Adventure, Fantasy 
Cast: Jason Momoa,  
Amber Heard, Nicole Kidman 

A
n icon for more than 75 
years, Aquaman is the king 
of all things aqua. He can 

breathe underwater, swim at 
tremendous speed and telepathically 
communicate with sea life. Being able 
to withstand ocean depths, he gets 
bonus points on land with his 
superhuman strength, enhanced 
senses and nearly impenetrable skin.  

BUMBLE BEE
Genre: Action, Science fiction 
Cast: Hailee Steinfeld, John Cena, Stephen Schneider  

O
n the run in the year 1987, Bumble-
bee finds refuge in a junkyard in a 
small California beach town. 

Charlie (Hailee Steinfeld), on the cusp of 
turning 18 and trying to find her place in the 

world, 
discovers 
Bumblebee, 
battle-
scarred and 
broken. 
When 
Charlie 
revives him, 
she quickly 
learns this 
is no 
ordinary, 
yellow 
Volkswagen 
bug. 

A HIGHER LOYALTY:  
TRUTH, LIES AND LEADERSHIP 
BY JAMES COMEY 

T
he former FBI director shares 
previously undisclosed experiences 
from some of the highest-stakes 

situations of his career, from Mafia 
prosecutions and the Martha Stewart 
scandal to the Bush administration's 
electronic surveillance and the Clinton email 
investigation. His journey provides an 
unprecedented entry into the corridors of 
power, and a remarkable lesson in what 
makes an effective leader. Comey served as 
director of the 
FBI from 2013 
to 2017. He 
previously 
served as US 
Attorney for 
the Southern 
District of New 
York, and the 
US deputy 
attorney 
general under 
the 
administration 
of President 
George W. 
Bush.

12 RULES FOR LIFE: AN ANTIDOTE TO CHAOS
BY JORDAN B. PETERSON 

W
hat does everyone in the modern 
world need to know? Renowned 
psychologist Jordan B Peterson’s 

answer to this most difficult questions uniquely 
combines the hard-won truths of ancient 
tradition with the stunning revelations of 
cutting edge scientific research. Humorous, 
surprising and 
informative, Dr 
Peterson tells 
us why 
skateboarding 
boys and girls 
must be left 
alone, what 
terrible fate 
awaits those 
who criticize 
too easily, and 
why you should 
always pet cat 
when you meet 
one on the 
street. 

THE GREATEST SHOWMAN: REIMAGINED
BY VARIOUS ARTISTS

N
o matter how you feel about the 
quality of The Greatest Showman as a 
film, there is no denying that the 

soundtrack is amazing. Hugh Jackman, Zac 
Efron, Michelle Williams and many other belted 
out the musical tunes of the circus-centric 
romance, but now the best-selling soundtrack is 
reimagined with some of the world’s top 
recording artists. This album takes hit songs 
from the Hollywood musical and give them 
covers from Kelly Clarkson, Pink, Panic at the 
Disco, Pentatonix and more. 

PERFECT FOR ME BY ANNE MARIE 

F
rom eating mac and cheese to not 
wearing makeup, this song is too 
relatable. The singer songwriter, Anne 

Marie, is learning to love and accept every part 
of herself in her brand new single ‘Perfect To 
Me’. After revamping the track from ‘Perfect’ to 
‘Perfect To Me’, Anne Marie found a place 
where she was completely satisfied with the 
single and released it to the world.  The honest 
song talks about everything related to mental 
health and body image. The relatable issues are 
things most of us have dealt with before and it is 
both refreshing and comforting to see someone 
as incredible as Anne Marie to open up about 
the same things. 
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A
ffin Hwang Capital held the 7th edition of its Conference series at the Royale Chulan Hotel Kuala Lumpur on 8 November 2018. 
Themed “Building a New Malaysia”, the conference discussed the recent Budget 2019 and its ramifications for the economy. Panel 
speakers included former Finance Minister Tun Daim Zainuddin, Deputy Minister for International Trade and Industry YB Dr Ong 
Kian Ming, as well as World Bank lead economist Dr Richard Record.

T
he 33rd ASEAN Summit was held in Singapore from 11 November to 15 November 2018. Themed “Resilient and Innovative ASEAN”, it 
encapsulates the vision for the bloc to be united amidst growing uncertainties in the global strategic landscape. This ASEAN Summit is 
also notable as it was the first to be livestreamed via Twitter. 

AFFIN HWANG CAPITAL CONFERENCE SERIES 2018

33rd ASEAN SUMMIT 
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y dad dropped out of 
school at the age of 7. He 
attended about a week of 
classes before my 
grandfather told him that 
as the son of a migrant, 
he had no business 

getting educated and trying to move up the 
social ladder. This was right after the Second 
World War, and all three of my dad’s elder 
siblings were killed by the Japanese. As the 
‘eldest’ in the family, he now had to help put 
bread on the table. 
        So the 7 year old started working a 
series of odd jobs for the next 60 years. First 

it was helping out in the markets, sorting 
out vegetables and wrapping them up for 
customers. This was followed by a series 
of increasingly important roles – buying 
and selecting vegetables. His reputation 
for honesty earned him trust from both 
customers and the stall owner. His stall was 
the most popular in the market, and the boss 
entrusted him to handle money and gave him 
a small share of the daily profits.
        At the age of 18, he decided to become 
an entrepreneur and founded a startup. 
It was a wanton noodle stall in Kuala 
Lumpur‘s Sungai Besi area. That’s where 
he met my mom, who was dishwashing in 

the stall next door. She was 14 at that time. 
They fell in love – the charming, young 
entrepreneur and stall owner, and the petite, 
intelligent young girl.
        My dad is an honest man. Mom still 
laments that if he had just ‘stretched’ his 
honesty a little, they would both have lived a 
more comfortable life.
        There was one time when the tin mine 
‘taukeh’ – the second man to the Kapitan – 
left a bag full of money at his stall. He rode 
his bicycle for a good two hours to return the 
money – only to be berated for not leaving it 
where it was, for apparently the taukeh had 
sent his man to collect it and pass it to the 
miners’ foreman for wages. For his honesty, 
the taukeh, who was charged to collect rent 
from stalls, offered to charge my dad half the 
usual rent. 
        Such was his concern for his reputation 
that he often asked his customers, who were 
coolies from the neighbouring tin mines, 
if the meals served were filling. And if the 
answer was in the negative, the customers 
would inevitably get a second helping for 
free. So it is true: my dad invented the eat-all-
you-can concept. 
        His reputation grew and his no-frills 
wanton noodle stall became the most popular 
in that area. But his generosity was taken 
advantage of. Everyone came and ordered a 
small portion (large by today’s standards) and 
knowing they will get a second portion for 
free, inevitably told my dad his noodles were 
not filling. As his business grew, he found 
himself doing more work for far lesser profit. 
        Perhaps if he started his startup today, 
he would have gone on to be a unicorn. 
After all, he was gaining market share at the 
expense of profit! But alas he had to close 
down that business after a year. That’s the 
price of honesty.
        But that didn’t make him a bitter man. 
He went on to apprentice in carpentry, and 
became a carpenter until retiring at the age 
of 67. He was never rich. But he has many 
friends. His customers from the days as a 
stall owner are still his friends till today. They 
trust him, for he is a man who will do what 
he says and says what he will do. Nothing 
more and nothing less.
        That’s one of the most important lessons 
that I’ve learned from him. 
        In business there are more dishonest 
people than there are honest ones. Honest 
people become dishonest as a result of 
the system we live in. Trust, therefore, is a 
rare commodity.
        As products and services become more 
commoditised, the differentiating factor of 
competence, honesty and consistency become 
even more important.
        When we are able to do so, trust becomes 
natural. And we can spend more of our time 
making money than worrying over who we are 
dealing with. 

 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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