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B usiness optimism among Malaysian companies hit a new 
peak in the first quarter (Q1) of 2018 as growth 
momentum continues to pick up, according to Dun & 

Bradstreet (D&B). Overall Business Optimism Index (BOI) jumped 
from +5.52 percentage points in Q4 2017 to +7.25 percentage 

points in Q1 2018. On a year-on-year basis, BOI rose from +1.65 
percentage points in Q4 2017 to +7.25 percentage points in Q1 
2018. According to D&B Malaysia, four of six indicators - volume of 
sales, selling price, inventory levels and employment levels rose on a 
quarter-on-quarter basis, except for net profit and new orders. 

BUSINESS SENTIMENT IN MALAYSIA SEEN RISING

LAZADA BATTLES TO WIN SOUTHEAST ASIA

S
outheast Asia is on the verge of a logistics “boom” thanks to 
e-commerce, but will require huge investment in cities and 
last-mile networks to cope. Lazada Group chief operating 

offi  cer Pierre Poignant said that the marketplace would continue to 
bet on delivery and other partnerships as demand grows. It will 
expand its footprint to cut costs and improve services, with smaller 
local hubs closer to customers, as well as a major warehouse it can use 
in Malaysia for goods that move less often. 

MALAYSIA PALM 
OIL EXPORT TO HIT 
RM80B IN 2018

T
his would 
be an 
improve-

ment from the RM75 
billion worth of 
exports of palm oil 
and palm products 
estimated for 2017, 
which would account 
for nearly 7 per cent 
of Malaysia’s total 
exports. Production, 
meanwhile, is 
expected to inch up 
to 20 million tonnes 
in 2018, from at least 
19.5 million tonnes 
estimated for last 
year. As at Novem-
ber 2017, total 
exports of palm oil 
and palm products 
stood at 22.4 million 
tonnes, valued at 
RM71.5 billion, 
translating into a 
1.3% increase in 
volume and a 16.2% 
rise in terms of value 
year-on-year.

THAILAND, INDONESIA, 
MALAYSIA WITHHOLD 
RUBBER EXPORTS

T
hailand, 
Indonesia and 
Malaysia have 

pledged to withhold 
exports of 350,000 
tonnes of natural rubber 
(NR) until March 2018 . 
The countries will also 
cooperate to increase 
NR consumption 
domestically, including 
the use of NR in various 
sectors such as 
transportation, 
infrastructure, defence, 
health and consumer 
goods, rubberised road 
construction, and rail 
pads for railway 
construction. Thailand, 
Indonesia and Malaysia 
are confident that with 
the joint implementation 
of these measures, the 
NR prices will recover 
and continue to be fair 
and remunerative to all 
rubber smallholders and 
other stakeholders in 
NR industry.

PHILIPPINES HOPEFUL 
ON KEEPING EU TRADE 
PERKS

T
he Department 
of Trade and 
Industry (DTI) 

hopes to keep its 
preferential trade 
arrangement with the 
European Union (EU), 
expecting the bloc would 
to look past the “political 
noise” under the Duterte 
administration, a top 
offi  cial said. The 
monitoring report 
concerns the country’s 
GSP+ status, which 
stands for the 
Generalised System of 
Preference Plus. For the 
past three years, this has 
allowed the Philippines to 
export more than 6,000 
products to the EU at 
zero tariff . The perk, 
however, is based on the 
condition that the 
beneficiary state would 
stick to certain 
international conventions, 
including one concerning 
human rights.
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WORLD’S BEST COUNTRY TO START A BUSINESS

T
hailand was voted the Number One ranking of the list 
of Best Countries to Start a Business for the second year 
in a row, out of a total of 80 countries surveyed by the 

US News and World Report. Commerce Minister Sontirat 
Sontijirawong said that the US media company also placed 

Thailand on the 8th ranking of a list of 25 Best Countries to Invest 
In. He attributed Thailand’s improved ranking in the two 
categories to the Commerce Ministry’s cutback on the red tapes 
for the registration of new business in Thailand and the expenses 
for registration for business operators. 

ECONOMISTS 
SEE PHILIPPINES 
GROWTH EASING

T
hink 
tanks 
- Focus 

Economics and 
BMI Research - 
said the pace of 
economic 
expansion in the 
Philippines would 
further ease over 
the next two years 
after peaking at 
nearly 7 per cent 
in 2016.
        Focus Eco-
nomics economist 
Massimo Bassetti 
said they see the 
country’s gross 
domestic product 
(GDP) growth 
slowing to 6.6 
per cent this year 
and further to 6.5 
percent next year 
from 6.7 per cent 
last year. “This 
year should see 
the economy ex-
panding at a pace 
broadly similar to 
2017,” he said.

GOVT DATA CRITICAL FOR 
VIETNAM BUSINESSES     

T
hough Viet 
Nam has made 
great strides in 

streamlining 
administrative procedures 
and developing 
e-governance, more needs 
to be done to enable 
businesses and the public 
to access information 
from the government, a 
roundtable heard in Ho 
Chi Minh City recently. 
Deputy director of the 
Vietnam Chamber of 
Commerce and Industry’s 
HCM City offi  ce, Tran 
Ngoc Liem, said 
businesses need valuable 
information that helps 
them analyse investment 
and trading opportunities, 
he added.
        He said the World 
Bank had an open 
data for business tool 
and hoped its working 
group would suggest 
recommendations and 
support Viet Nam’s eff orts 
to successfully establish 
a digital government and 
open data.

THAI AUTO 
PRODUCTION SET TO 
SKYROCKET IN 2018 

T
he 
Bangkok 
Post 

reports that the 
Federation of Thai 
Industries (FTI) is 
confident the 
country's automotive 
output will hit the 
2-million-unit mark 
this year -- a level 
last reached five 
years ago. The FTI 
said robust 
production will be 
driven by an 
accelerating market. 
        FTI's auto-
motive industry 
club spokesman, 
Surapong Paisitpa-
tanapong, said it 
increased its 2018 
output projection, 
particularly as the 
club's domestic car 
sales projection rose 
from 870,000 units 
to 900,000 after 
witnessing positive 
sentiment at the end 
of last year. 

UNCERTAIN FUTURE FOR PHILIPPINES’ BANANA INDUSTRY

T
he country’s banana export industry is facing an uncertain future. An 
offi  cial of the National Economic and Development Authority (NEDA) 
said that while Cavendish banana remains the top export commodity 

of the Davao Region, challenges faced by two of the biggest banana exporters ,ay 
impact exports. Lapanday Foods Corp (LFC) suff ered around P2 billion in losses 
while hundreds of employees have been displaced after communist rebels 
attacked three of its facilities in Davao City middle of last year. The other 
company is Tagum Agricultural Development Co. (Tadeco).
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T o sell real estate in Cambodia, agents are brushing up 
on their Mandarin. Across this traditionally low-rise 
Cambodian capital, a building boom is becoming more 

noticeable as it pushes higher into the sky, and its largest projects 
are often geared toward Chinese investors, who have only recently 

taken interest in the nation’s real estate market. Chinese investors 
are flocking to Phnom Penh, which had primarily been an 
investment destination for Southeast Asians, Taiwanese, Japanese, 
South Koreans and some Westerners. For many of the capital’s 
largest projects, Chinese are now viewed as the target market.

SINGAPORE START-UPS SEEK MORE FUNDING IN 2018

L
ocal start-ups are likely to increase canvassing for venture 
capital (VC) funding this year for regional and global 
expansion. The move comes after many new firms here raised 

seed money in recent years to build their businesses predominantly for 
the Singapore market, or as a prototype for larger roll-outs, said KPMG 
Singapore head of financial services advisory Chia Tek Yew. He added, 
“In 2018, these companies are going to seek more aggressive funding for 
expansion into the rest of Asean and also into the larger markets of 
China, Japan and the West (the US, UK and continental Europe).”

SINGAPORE 
INDUSTRIAL RENT 
RATE CUT EXPECTED 
IN 2018

R
ents 
dipped 2.8 
per cent 

year-on-year (YoY ) 
in Q4, following a 
pattern of recent 
decline. Industrial 
rents dipped 2.8 per 
cent YoY in Q4 and 
are expected to 
decline further in 
2018, as 1.6 million 
sqm of factory and 
warehouse supply is 
expected to be 
completed, Cushman 
& Wakefield (C&W) 
said. According to 
JTC's quarterly 
report, rents in single 
user, multi-user and 
warehouse rents 
falling 2.6 per cent, 
2.8 per cent and 5.7 
per cent respectively. 
Business park rents 
were the sole 
outperformer, rising 
3.3 per cent in 2017. 

THAILAND: NEW FOUR-
YEAR SMART VISAS FOR 
INVESTORS

F
oreign entrepre-
neurs investing 
in new busi-

nesses, and highly skilled 
professionals or executives 
can now apply for a new 
4-year “Smart Visa” to live 
and work in Thailand. The 
application for the smart 
visa will begin from 1 
February 2018. However, 
individuals interested in 
applying must note that the 
visa application is only 
open to foreigners working 
or investing in the ten 
S-curve targeted indus-
tries. These industries 
include next-generation 
automotive, smart 
electronics, medical and 
wellness tourism, “food for 
the future”, agriculture 
and biotechnology, 
automation and robotics, 
aviation and logistics, 
biochemicals and 
eco-friendly petrochemi-
cals, digital businesses, 
and medical hubs.

US TARIFFS TO 
HIT MALAYSIA PV 
EXPORTERS MOST

M
alaysia, 
which is 
the 

largest photovoltaic 
(PV) exporter to the 
US with a market 
share of 30 per cent 
of US PV imports, 
will be impacted by 
the US move to 
slaps import tariff s 
on imports of PV 
cells and modules 
for four years. 
CIMB Economic 
Research said PV 
exports to the US 
accounted for 1.1% 
of Malaysia’s total 
exports in 2016. “A 
complete halt in PV 
exports to the US is 
unlikely, but tariff s 
may erode 
Malaysia’s market 
share/margins and 
dis-incentivise 
relocation of foreign 
PV firms to our 
shores,” it said. 

CAMBODIA FINDS NEW TARGET FOR REAL ESTATE
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BANK NEGARA RAISES OPR
B ank Negara Malaysia has raised the key interest rate by 

25 basis points during its Monetary Policy Committee 
(MPC) on 25 January, which was in line with expecta-

tions. This will raise the overnight policy rate (OPR) to 3.25 per 
cent – the first increase since July 2014. The move sent the ringgit 

up to 3.8890 to the US dollar just after the announcement at 3pm. 
At 3.15pm, the ringgit was up 0.39 oer cent to the US dollar at 
3.8962. The OPR is the benchmark for the commercial lending and 
deposit rates. The move will also see banks raise the lending and 
savings rates subsequently..

SINGAPORE 
2018 INFLATION 
PROJECTED AT 1.3PC 

S
ingaporeans 
need to 
brace 

themselves for prices 
to rise by at least 1.3 
per cent this year, no 
thanks to underlying 
price pressures across 
fuel, water, and other 
utilities, BMI 
Research said. 
Singapore Business 
Review reported that 
the city state’s 
headline inflation hit 
0.4 per cent YoY in 
December last year, 
whilst core inflation 
grew by 1.3% YoY. 
According to a report, 
a one-time water price 
hike looms in July, 
whilst rising utility 
costs will pose 
upside pressures. 
BMI Research's 
Oil and Gas team 
also forecasts the 
Brent to average 
US$65/bbl in 2018 
compared to 
US$54.8/bbl in 2017.

MALAYSIA-INDIA 
ECONOMIC TIES 
BECOME STRONGER 

T
he economic 
relations 
between 

Malaysia and India has 
surpassed the 
traditional stage 
following eff orts by 
both countries to raise 
it to the strategic level. 
Minister of 
International Trade and 
Industry, Datuk Seri 
Mustapa Mohamed 
said with India’s 
economy setting for a 
higher growth 
trajectory following 
economic reforms 
under Prime Minister 
Narendra Modi, the 
country off ered a vast 
economic potential and 
great economic space 
that Malaysian investors 
could capitalise on. 
Mustapa is in India to 
accompany Malaysian 
Prime Minister Datuk 
Seri Najib Razak, who 
attended the ASEAN-
India Commemorative 
Summit.

CRYPTOCURRENCY 
CULTURE PUSHES 
AHEAD IN CAMBODIA

T
hroughout 
the 
country, 

hundreds of new 
users are trying to tap 
into the expanding 
global cryptocurrency 
market. Dozens of 
Facebook and 
Telegram groups have 
popped up among 
locals and 
expatriates, off ering 
crypto news in 
Khmer and English, 
plus questions and 
trade off ers from 
local enthusiasts. A 
handful of 
restaurants and 
guesthouses in the 
country are starting 
to accept bitcoin, 
ethereum and other 
cryptocurrencies, 
from a Phnom Penh 
poker clubhouse to a 
sub sandwich shop in 
sleepy riverside town 
Kampot. But few say 
they're getting any 
digital transactions. 

FDI OPPORTUNITIES IN VIETNAM IN 2018

F
uelled by rapid growth and increased FDI, 2017 emerged as one 
of the strongest years for Vietnam. With the GDP growing at 
6.81 per cent, record high FDI, and trade figures reaching an 

all-time high of US$400 billion, Vietnam will continue to remain a priority 
for investors in 2018. Opportunities not only exist in the traditional sectors 
such as garments, footwear, and electronics but also in renewable energy 
projects, high-tech agriculture, and other high-tech industries.
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LOHAS EXPO 2018

1 - 3 FEBRUARY 2018
HONG KONG CONVENTION & 
EXHIBITION CENTRE
www.lohasexpohk.com

T
his is the leading trade 
expo for Organic, 
Health and Green 

Living products with the aim to 
promote LOHAS (Lifestyle Of 
Health And Sustainability) since 
2012. The event has attracted a 
diverse array of well-known global 
enterprises and brands from 
countries and regions – China, 
Taiwan, Korea, Japan, Australia, 
Philippines, France and the US, 
etc. This year’s expo has four 
major spectrums: Natural & 
Organic Food and Supplements, 
Green Home and Lifestyle, 
Sustainable Economy, and Beauty 
and Healthcare.

FOOD PACK ASIA 2018

1 - 4 FEBRUARY 2018
BITEC, BANGKOK, THAILAND
www.foodpackthailand.com/en

F
ood Pack Asia is a 
well-known 
international exhibition 

for food , food processing 
machinery , drink technology and 
packaging technology from all 
around the world. This year’s 
event will be a perfect platform 
for leading importers, distributors 
and key manufacturers of food 
processing machinery, beverage 
industry, packaging machinery, 
automatic machine for bakery 
business, and hotel & 
restaurant equipments.

MATA EXPO

3 FEBRUARY 2018
J. CENTRE CONVENTION HALL,
CEBU CITY, PHILIPPINES
www.mataexpo.com/mataexpo-ph.php

M
ATA Expo is an 
international social-
media enterprise 

exhibition and more than just a 
trade show. It is a great 
opportunity for corporations, 
organizations, and individuals 
with multicultural aspects 
“diversity” to promote their 
services or products to thousands 
of people. The Expo supports 

plant-based fibers to the nano 
level. As well as coming from a 
renewable source, they are both 
strong and light, making 
expectations high for their 
application in materials.

INDOBUILDTECH

21 – 25 FEBRUARY 2018
SANUR PARADISE PLAZA HOTEL, 
BALI, INDONESIA
www.indobuildtech.com/Our-Events

T
he Indobuildtech in 
Sanur, Denpasar is a 
platform where 

exhibitors showcase the best 
products and technologies in the 
field of building materials and 
allied industries. It is an important 
international exhibition for 
advanced building materials and 
technologies as well as an excellent 
opportunity for experts from the 
industry to make business contacts. 
It is also one of the largest and 
most influential trade shows for 
building materials in Indonesia.

FESPA ASIA 2018 

22 – 24 FEBRUARY 2018
BITEC, BANGKOK, THAILAND
https://asia.fespa.com

F
ESPA Asia connects the 
screen, digital, textile 
printing and signage 

communities across the ASEAN 
region. It off ers the very latest 
products, innovations and 
information in technology, 
software and the best advice from 
over 160 brands. The event is a 
must-visit if you are an 
international or local printer, a 
designer, print buyer, retailer, 
interior designer, fashion brand or 
print professional.

MALAYSIA 
TECHNOLOGY EXPO 2018 

22 – 24 FEBRUARY 2018
PUTRA WORLD TRADE CENTRE, MALAYSIA
www.mte.org.my

T
hemed “Asia’s 
Inventions and 
Innovations 

Marketplace”, MTE 2018 provides 
the ideal venue for inventors, 
designers and entrepreneurs to 
showcase their latest inventions, 

ideas, prototypes, products and 
designs to investors, 
manufacturers, distributors and 
marketers in Asia and beyond who 
are seeking new ideas to work on, 
making it the ideal platform for 
technological commercialisation 
and collaboration.

CILT ASEAN FORUM 2018

26 – 28 FEBRUARY 2018
DORSETT GRAND SUBANG, MALAYSIA
www.events4sure.com/singapore2018

T
his year’s event will be 
inaugural edition of 
CILT ASEAN Forum. 

The two-day conference will 
feature 30 world class conference 
speakers addressing issues, 
challenges, solutions and 
innovations in port operations, 
shipping, supply chain and 
logistic strategies

39TH GLOBAL LEGAL & IP CONFEX 

27 FEBRUARY 2018
SUNTEC CONVENTION CENTRE, SINGAPORE
www.events4sure.com/singapore2018

T
he Global Legal ConfEx 
aims to bring together 
300+ In-house counsel, 

law firm partners, law tech 
professionals, tech vendors and 
selected service providers. Each 
lawyer participant attends the 
event because he or she has some 
operational challenges to resolve, 
such as litigation, technology, 
software, E-discovery, risk, 
security, compliance, outsourcing.

AVIATION FESTIVAL ASIA

27 & 28 FEBRUARY 2018
SUNTEC CONVENTION CENTRE, SINGAPORE
www.terrapinn.com/exhibition/
aviation-festival-asia

I
n 2018, the Aviation 
Festival will host over 
2,000 attendees, 1,000 

airline and airport representatives, 
150 speakers and 100 exhibition 
booths. The festival will take place 
over two days with over 150 
presentations taking place, 24 
roundtable debates and loads of 
networking. The festival will be an 
experience and one designed to 
help the attendees get the most 
out of the two days.

expanding multicultural 
awareness in public society.

DISRUPTIVE INNOVATION SUMMIT

5 & 6 FEBRUARY 2018
ONE FARRER HOTEL & SPA, SINGAPORE
www.claridenglobal.com/global-
conferences.php

D
iscover futuristic 
applications of 
disruptive innovations 

and what it means to your 
organisation and customers to get 
your business future-ready. Grab 
the opportunity presented by this 
summit to study the cases of 
established market leaders that 
have multiplied growth, and 
remained ahead of the game 
through innovation 
and transformation

MALAYSIA CAREER & 
TRAINING FAIR (MCTF)

10 & 11 FEBRUARY 2018
MID VALLEY EXHIBITION CENTRE, 
MALAYSIA
www.jobstreet.com.my/mctf

F
or the 19th consecutive 
year, JobStreet.com and 
AIC Exhibitions 

presents the JobStreet.com 
MCTF! Occupying the entire 
40,000 square feet exhibit space 
of Mid Valley Exhibition Centre 
and over 130 companies taking 
part, it is a job fair not to be 
missed. If you’re looking for the 
perfect method to showcase your 
resume and attract both local and 
international top companies, look 
no further. Grab this opportunity 
as fast as you can and come 
expecting Malaysia’s most popular 
career fair.

NANO TECH 2018 

14 – 16 FEBRUARY 2018
TOKYO BIG SIGHT, JAPAN
www.nanotechexpo.jp

A
t this year’s event, there 
will be a special 
symposium and exhibit 
focusing on the 

cutting-edge technology of 
cellulose nanofibers (CNF). CNF 
is derived by breaking down 
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ECO     ZERO WASTE POP-UP SHOPS  

P
ackage Free” is a pop-up store in New York City that off ers a variety of zero waste goods without packaging. Like many 
other stores, the shop off ers a wide variety of personal and home care items, but there is little to no packaging in sight. 
Package Free helps to bring awareness to the issue of waste, and empower consumers to make alternative choices when 
it comes to consuming a variety of goods. The shop was created by fashion designer Daniel Silverstein, who only uses 
discarded fabric to make new clothes.

WELLNESS     STRESS REDUCTION PODS  

B
reather is a network of dedicated meeting 
rooms off ering individuals and businesses 
practical, distraction-free workspaces that can 
be reserved on-demand, by the hour, day or 
week; and instantly accessible through a 

mobile app or desktop platform. The ease of access and 
user-friendly interface makes Breather a game-changer for 
both businesses and their employees. Instead of filling out a 
lengthy application, users simply sign up and begin browsing 
for a workspace that fits their specific needs. No member-
ship fee and no subscription service is required to use the 
app. Users simply book and pay for the time they need.

DESIGN    LIGHT-WEIGHT MODULAR FURNITURE 

G
row by Movisi (pronounced “Move 
Easy”) is a lightweight, modular 
furniture system that’s based around a 
single component, that can be attached 
to others via tool free application. The 

furniture collection can be built out into seating, 
storage, or dining room divides. Described as “the 
world’s most flexible furniture system”, Grow's 
components are made up of expanded polypropylene, 
which is sturdy, waterproof, and impact-resistant. 
Modular furniture allows users to design their home or 
offi  ce with complete freedom, arranging and 
rearranging items to best suit their ever-changing 
personal aesthetic.

BY 
JEFF
TAN
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TRAVEL     SELF BALANCING SUITCASES  

T
he 90Fun Puppy 1 is a tech-laden suitcase that uses a 
driving system inspired by Segways to balance on its 
own. It automatically follows its owner around (like a 
puppy) thanks to an advanced positioning system. The 
smart luggage system has only two wheels, but like a 

Segway it leans forward in order to keep its balance, whether moving 
or at a standstill. In fact, Segway and 90Fun are strategic partners.

MARKETING     CONCEPTUAL MOON WATER DRINKS

D
esigned by Yaroslav Zheleznyakov, the 
conceptual Fruit Moon beverages focus on 
the folklore nature of the product to create a 
whimsical storyline for consumers to imagine 
when enjoying the drinks. The beverages are 

crafted from drops of rain that have fallen to Earth from 
the moon, which is made from fruit and subsequently has 
raindrops that taste refreshingly fruity. This darling 
storyline is accented with a packaging design that puts a 
deep blue color on display to highlight the fairytale nature 
of the drinks and make the imagery of the fruits on the 
front really pop. This branding move comes as a whimsical 
take on the traditional water packaging to make an 
ordinary product looks much more extraordinary.

TECH     TRANSFORMING PHOTOGRAPHY DRONE

T
he “PITTA” 4K selfie drone has been engineered with enhanced 
functionalities to ensure it is capable to perform wherever and 
whenever you need it to. It captures footage autonomously, while 
also working as an action camera, a mounted unit for stationary 
shots and even a handheld unit for freestyle photography. The 

form of the drone can be augmented in mere seconds to have it ready for 
action. The drone acknowledges the growing demand from consumers for 
multifunctional technology products to help maximize their capabilities when 
purchasing a new solution. With smartphone identifying how much can be 
done with singular devices, it’s likely brands will have to adopt similar 
multifunctional capabilities to stay relevant with discerning users.

HEALTH     CRYSTAL-INFUSED WATER BOTTLE 

C
rystal elixir is drinking water that has 
been charged with healing properties of 
crystals and gemstones. These infused 
beverages for health and well-being are 
most often made by adding a crystal or a 

gemstone to water, but Glace Bottles is helping 
consumers enjoy the benefits with its Crystal Elixir 
Water Bottles. These bottles feature large, removable 
Quartz and Amethyst crystals that are meant to provide 
specific benefits. 
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A
t this age of technology 
advancement and disruption, 
innovation has become a necessity 
in business, not an option. For 
example, the retail industry has 
been disrupted by online 
shopping and changing consumer 
behaviours.
        As an emerging market, 
Southeast Asia presents 
opportunities to retailers, but the 
traditional brick-and-mortar retail 
brands have started to adopt 
e-commerce strategy a few year 
ago.  Those who has only started 
to look at online marketing 
strategies and leverage on the 
power of social media are left 
behind in the chasing pack.
        Online-to-offl  ine (O2O) is 
not a new marketing concept, but 
its adoption in the region has only 
picked up in recent years. 

One main purpose for retailers 
to leverage on the power of O2O 
is to effi  ciently engage with their 
customers, said JAG Ideas Group 
Southeast Asia general manager 
Garlos Lee.
        “Although to some people, 
online is just another media 
like print or TV, but for brands 
that know how to use it, it’s 

much more than just a one-way, 
display advertising channel. Yes, 
you can still use it that way, but 
together with social media, you 
can engage so much deeper 
with your customers because it 
allows multiway communication 
(between brand and customer, 
and customer and their peers). 
        “Take 7-Eleven Malaysia 
for example (our client); they 
launched the Siku Challenge and 
asked people to submit videos 
of themselves holding cup with 
elbows and drinking Slurpee. 
        “For each person who 
participates the campaign, they 
will go through the process of 
trying a Slurpee (brand-customer 
engagement), shooting a funny 
video and posting on their own 
social media account (peer-to-peer 
engagement).” 
        He added that the entire 
journey deepens the brand 
engagement between 7-Eleven 
and the customers, and 
they’ll even influence peers to 
further engage. 
        Lee said that eff ective use 
of online helps a business to 
enhance its customer relationship 
management (CRM) so that you 
get more loyal customers, long-
term customers, which is far more 

powerful than just showing an 
online ad and getting them to go 
to store.
        JAG operates a 500,000 
micro-KOL platform across 
Hong Kong, Taiwan, Malaysia 
and Singapore. 
        “When we say micro-KOL, 
we refer to average people like 
me and you, but with a good 

WHAT IS O2O?
Online-to-Offl  ine Commerce is a business strategy that draws 
potential customers from online channels to make purchases in 
physical stores. Online-to-offl  ine commerce, or O2O, identifies 
customers in the online space, such as through emails and internet 
advertising, and then uses a variety of tools and approaches to 
entice the customer to leave the online space. 

This type of strategy incorporates techniques used in online 
marketing with those used in brick-and-mortar marketing. O2O is 
related to (but not the same as) the concepts of “clicks-to-bricks” 
or “click and mortar”.

AAAAAAAAAAAAAAAAAAAAAAAA

BY 
JEFF 
TAN 
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number of followers or friends on social media so that when we share 
something, we can still influence a great deal of people. 
        “KOL’s tend to have many more followers and are famous 
people, but since numerous brands keep approaching these handful 
of KOLs, they post more and more ads and become commercial.” 
        Lee said that micro-KOLs on JAG’s platforms are much more 
genuine, and don’t cost as much because they aren’t well known people. 
“Our micro-KOLs can help brands in a number of ways, including 
participating their engagement activities and influencing peers by 
sharing on diff erent social media platforms.” 
        Quizzed on how can JAG's consumer engagement and rewards 
strategy help brick-and-mortar businesses, Lee said, “By rewarding our 
micro-KOLs, we can mobilise them to help businesses in a number of 
ways. 
        “Take 7-Eleven’s Siku Challenge again, we can mobilise our 
micro-KOLs to participate the video challenge, and when they post 
the video on the social media accounts, they can influence each of 
their hundreds of peers to participate.”
        According to Lee, many activities begin slow, but by getting the 
icro-KOLs to participate first, JAG can kickstart a snowball eff ect. 
Furthermore, JAG’s platforms encourage micro-KOL’s to try products 
or services and share reviews on social media. 
        “We’re currently doing one for KFC’s Chizza Duo Combo and our 
micro-KOLs were invited to try the meal and share their review. They’re 
not dictated to always say positive things so it’s completely genuine. And 
when the micro-KOL's hundreds of friends see these reviews, they’ll be 
interested to try the product as well.”
        Replying to SME’s question on if JAG targets specific micro-KOLs 
to encourage them to share and comment on video clips in JAG’s social 

media platforms, Lee said clients 
want the micro-KOLs to watch 
video clips of their products and 
provide feedback. 
        “Our system is able to 
show the video clip to micro-
KOLs who meet specific criteria 
(for example, age, gender, etc.), 
and get them to feedback on 
what they think about the video. 
This is very eff ective because it’s 
completely on-target and getting 
real consumer response. Our 
micro-KOLs can also share to 
social media if they find the 
clip interesting.”
        From his experience, 
Lee said that O2O adoption 
and strategy implementation 
in Singapore is already quite 
developed and Malaysia is 
catching up fast. 
        He also shared with SME on 
the biggest challenge for retailers 
when adopting O2O: getting the 
ball moving. 
        “As I mentioned earlier, most 
campaigns start out very slowly. 
Every brand is trying to engage 
with customers and there are a 
million engagement activities. 
So, it’s hard to get people to 
participate at first. 
        “And, JAG’s role is to 
be the first-movers and get 
influential people to participate 
and influence more people to 
participate afterwards. It’s very 
discouraging for brands when 
they launch an activity and get no 
participation and after a few times 
they normally stop.”
        After hearing from an O2O 
platform operator, let’s look 
into the experience of Naiise, a 
platform selling and sharing tips 
on design which runs on a O2O 
model. 
        After leaving his first creative 
agency, where he worked with 
some of the best creative minds in 
Singapore, Naiise founder Dennis 
gained an innate understanding of 
the challenges and limitations of 
being a designer in Singapore. 
        With only a capital of 
S$3,000 Dennis started Naiise 
in his bedroom in 2013. the 
company was launched with the 
goal of making good design more 
accessible to more people. 

        Naiise started as an online 
store and soon took on an O2O 
strategy after testing out several 
pop-up stores. 
        “We’ve seen great benefits 
from running O2O, especially 
for our kind of products, where 
the need for touch and feel is 
still a key determinant in helping 
customers make informed 
decisions. 
        “In addition, the O2O also 
helps us with brand exposure 
and presence, allowing us to 
do things we could not do on a 
digital scale. I think these are 
some of the benefits that retailers 
can also take advantage of by 
going O2O,” said Dennis.
        With the help of landlords 
who have Naiise opportunities 
to pop up at various locations, 
Dennis said his brand realised 
their customers are still keen 
to shop offl  ine, despite the 
convenience of online shopping. 
        “They still like to 
touch and feel the products, 
understand their functions and 
see it with their eyes prior to 
making a purchasing decision. 
So, after a year-long of pop-up 
stores, we worked with various 
landlords and started opening 
brick-and-mortar stores make 
design accessible to more 
people, for both designers and 
customers alike”
        “Our Instagram and 
Facebook posts sometimes 
pushes new arrivals and 
restocks, and we do see 
customers going to the stores 
to enquire and purchase 
them, if not other products 
that they see at the stores.”
        Naiise started in Singapore 
and eventually ventured into 
Malaysia and the UK. Asked 
if the O2O strategy helped 
the brand’s overseas ventures, 
Dennis answered, “It definitely 
did help. 
        “The O2O strategy has 
always helped us create more 
exposure in helping to further 
the brand. In addition, physical 
spaces encourage collaboration 
while online provides 
convenience, both of which 
help in creating.”
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on Carder, CEO and founder of online-to-offl  ine 
advertisement network Empyr said that there are several 
types of O2O companies. He categorised companies 
running on O2O models into two main groups.

First, he said, there are the “On-demand” companies. “Uber is the king 
of the ‘On-demand’ O2O industry. 
        “On-demand has been a very fast-growing industry, the idea that 
you can click a button on your phone and a car shows up, or someone 
comes to your house to clean, or food arrives at your house is all very 
appealing and there are already numerous billion-dollar companies in 
the on demand O2O space.”
        “Secondly, there are Daily Deals: Groupon and LivingSocial 
were the first to almost crack the O2O code. They were so close you 
could taste it, and boy did the copy cats come out in droves. The 
fact that Google, Facebook, Amazon, Yelp and thousands of other 
online companies all started a daily deal website in the same year is 
unprecedented.” 
        “You could smell the greed in the air, and it topped out with Grou-
pon’s US$20 billion public valuation just three years after its launch, 
making Groupon the fastest growing business in history,” he said. 
        However, when SME checked on Forbes’ website, Groupon’s 2017 
sales value only stands at US$1.63 billion. Carder said that there is a 
graveyard full of failed daily deal sites. “The 50 per cent discount off er 

and the 25 per cent fee just isn’t 
sustainable for offl  ine merchants,” 
he added.
        He said that the on-demand 
model is soaring and there is 
nothing holding it back. “‘Daily 
deals’ was a flawed formula. It 
was great for consumers to get 
50 per cent off  but eventually the 
merchants stopped participating 
and the bottom fell out.
        “The O2O platform is a 
nascent idea whose time has 
come. In 2016 we will see an 
explosion of growth here because 
the platform solved a lot of the 
issues that daily deals had and 
because it seamlessly connects 
millions of online consumers to 
millions of offl  ine businesses.”

WHY CHOOSE O2O?
Jon Carder said boldly, 

“Advertising online if your 
business is offl  ine is incredibly 
risky because it’s impossible to 
track an online impression or 
click to an actual sale at your 
offl  ine business. 
        “Studies have shown that 
most consumers are researching 
purchases online before heading 
into the offl  ine store to make a 
purchase, O2O allows brands 
and advertisers to capture these 
online leads and convert them in 
the offl  ine world seamlessly.”
        He predicts there will be 
millions of offl  ine businesses 
advertising the O2O way. 
“With over 100 million 
consumers participating in the 
US alone, platforms like Empyr 
will be generating billions of 
dollars in revenue for websites 
and apps. 
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T
here’s a common phrase that you may have heard over the 
last few years: Retail is dying. At Randal, we couldn’t 
disagree more. We know retail isn’t dying – it’s just 
changing. Technology has pushed all industries to evolve, 

and retail is no diff erent. 
        And just like transportation, manufacturing, communications and 
just about every other industry, the evolution is a new phase full of 
opportunity for smart retailers.
        Harvard Business Review points out that the challenge to evolve is 
not killing retail, rather it’s the inability of some companies to adapt to 
a new model that is hurting the industry. Just as the rise of cities led to 
department stores and cars created suburbs and shopping malls, we’re 
facing a new change. 
        Today, retail stores don’t need to be built to optimize a 
transaction. Since transactions can happen anywhere – in a store, in 
customers’ homes, or on their commute to work – the retail space has 
a new purpose. 
        Consider Apple stores which off er a high-touch experience where 
shoppers interact with products and employees, but don’t need to end 
each visit with a cashier. In many cases, customers visit the Apple store 
to try out the product, but purchase it elsewhere. In fact, only 10 per 
cent of iPhone purchases are made through the Apple store.
        Simply put, the new purpose of retail stores is to off er an 
experience that isn’t available online. Build relationships, solve 
problems, interact with products, experience what it is like to be part of 
a brand. That’s the role of the evolving retail space.
 
ONLINE STORES SETTING UP SHOP (AND VICE-VERSA)
Many online retailers are staking their claim in brick and mortar 
spaces. The most obvious example is Amazon which recently opened 
bookstores and purchased Whole Foods for US$13.7 billion. And 
Amazon isn’t the only one blurring the lines between online and 
traditional retailers. 
        Last year Walmart purchased Jet, an e-commerce company, with 
the goal of strengthening their app and online shopping experience. 
Walmart also purchased Moosejaw and Shoebuy.com, both popular 
online retailers. And Target purchased Grand Junction, a same-day 
delivery company, in hopes of competing with Amazon’s famed 
delivery service.
        Online retailers moving into brick and mortar stores, and 
vice versa, is just more proof that retail is indeed not dying. Smart 

retailers know online and offl  ine 
shopping both have a purpose. 
While consumers enjoy the 
convenience and speed of online 
shopping, they aren’t giving up 
in-person experiences altogether. 
By having a presence in both 
spaces, it’s a win-win.

SHOPPING WITH NO 
MERCHANDISE
On the opposite end of the 
spectrum, Nordstrom recently 
tested a store in California that 
carried no merchandise. 
        What’s the reason for such 
a bold move? Nordstrom Local, 
as they’ve called it, is a compact 
space (3,000 square feet) that 
aims to keep consumers from 
getting overwhelmed by the 
traditional shopping experience 
– racks and racks of clothing, 
toddlers throwing tantrums in the 
aisles, long check-out lines, etc. 
        Instead, shoppers are 
able to try on sample items 
and if interested in purchasing 
the product, they can go to a 
Nordstrom store or have the item 
ordered online and shipped.
        Rather than browsing 
through inventory, a Nordstrom 
employee is there to guide 
the shopping experience and 
recommend items specifically for 
each shopper. What once seemed 
like a shopping experience only 
for the wealthy may soon be 
commonplace for any consumer!
        Nordstrom (in addition to 

retailers like Bonobos and J. 
Hilburn) hopes to empower 
customers with this shopping 
model. It off ers a service that 
can’t be found in traditional 
stores or online. If successful, it 
will be another step in re-defining 
the role of retail spaces.

VOICE-POWERED COMMERCE
As online retailers begin to 
occupy physical spaces, they’re 
not forgetting their online 
presence. These days, it’s not 
enough to be able to purchase 
items with just three clicks. 
Technology has brought the 
opportunity to order from 
Amazon using just your voice. 
        Thanks to the Amazon 
Echo, you can simply say 
“Alexa, please order a package 
of light bulbs and two boxes of 
Kleenex.” That’s it. Alexa places 
the items in your cart and they 
arrive two days later.
        For retailers, this means 
even more competition for com-
modity items. If consumers can 
order basic household items with 
a quick voice command, what 
would drive them to the store? 
What will the retail industry’s 
response be to this technology? 
        It’s still too early to tell. But, 
as we said from the start, retail 
isn’t dying, it’s evolving. 2018 
promises to bring new changes in 
the retail industry – and we are 
excited to see where together we 
go next.  

BY 
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B
eing a second-generation entrepreneur is not an 
easy feat. First, you must know the ins-and-outs 
of the business to help to manage the business 
and be prepared to, one day, inherit it.
        Indian business magnate, Mukesh 
Ambani, has not just done well by helping 
his father Dhirubhai Ambani build Reliance 
Industries Limited (RIL). After he inherited 
the business, RIL grew to be recognised as a 

Fortune Global 500 company and India’s most valuable company by 
market value.
        Mukesh was born on 19 April 1957 to Dhirubhai Ambani and 
Kokilaben Ambani. He has a younger brother, Anil Ambani, and two 
sisters, Dipti Salgaoncar and Nina Kothari. The Ambani family lived 
in a modest two-bedroom apartment in Bhuleshwar, Mumbai until 
the 1970s.
        Ambani attended the Hill Grange High School in, Mumbai, along 
with his brother and where Anand Jain, his close associate, was his 
classmate. He received his BE degree in Chemical Engineering from the 
Institute of Chemical Technology (UDCT). He later enrolled for an MBA 
at Stanford University but withdrew to help his father build Reliance, 
which at the time was still a small but fast-growing enterprise
        Mukesh is married to Nita Ambani and has two sons, Anant and 
Akash, and a daughter, Isha. They live in a private 27-storey building – 
Antilia – in Mumbai, which is valued at US$1 billion. It is reported to be 
one of the most expensive homes ever built.
        In a media interview in March 2017, Mukesh said that his favourite 
food continued to be idli sambar and his favourite restaurant remains 
Mysore Café, a restaurant in Kings circle, Mumbai where he used 
to have his meals as a student at UDCT from 1973 to 1977. Mukesh 
Ambani is a strict vegetarian and teetotaler.
        During the fiscal year ending 31 March 2012, Mukesh reportedly, 
decided to forgo nearly Rs240 million from his annual pay as chief of 
Reliance Industries Ltd (RIL). He elected to do this even as RIL’s total 
remuneration packages to its top management personnel increased 
during that fiscal year. This move kept his salary capped at Rs150 
million for the fourth year in a row. 

INDIA’S RICHEST
As of end-January 2018, Mukesh Ambani was ranked 18th by Forbes 
in their world’s wealthiest person in the world list, with a net worth 
of US$43.3 billion. Ambani has consistently held the title of India’s 
richest person on the magazine’s list since 2008. He is the only Indian 
businessman on Forbes’ list of the world’s most powerful people.
        Through Reliance, he also owns the Indian Premier League fran-
chise Mumbai Indians. In 2012, Forbes named him one of the richest 
sports owners in the world. As of 2015, Ambani ranked fifth among 
India's philanthropists, according to China’s Hurun Research Institute. 
        Ambani is the chairman, managing director and largest shareholder 
of RIL. He holds a 44.7 per cent stake in the company. RIL deals 
mainly in refining, petrochemicals, and in the oil and gas sectors. 
Another subsidiary of the group, Reliance Retail Ltd., is the largest 
retailer in India. 
        In 1980, the Indian government under Indira Gandhi opened PFY 
(polyester filament yarn) manufacturing to the private sector. Dhirubhai 
Ambani applied for a license to set up a PFY manufacturing plant. He 
stood out from the stiff  competition with Tatas, Birlas and 43 other 
companies and was awarded the licence.

SHOWING BUSINESS PROWESS AT A YOUNG AGE
Dhirubhai pulled his eldest son Mukesh out of Stanford University 
where he was studying for his MBA, to help him build the PFY plant. 
Mukesh then continued to work for Reliance and did not return to his 
university programme. 
        He has been on the Board of Reliance since 1977. Four years after 
being appointed to the board, he led Reliance’s backward integration 

from textiles into polyester fibres and further onto petrochemicals 
and petroleum refining, as well as going upstream into oil and gas 
exploration and production.
        He created multiple new world-class manufacturing facilities 
involving diverse technologies that have raised Reliance’s 
petrochemicals manufacturing capacities from less than a million tonnes 
to about 21 million tonnes per year.
        In the late nineties, Mukesh spearheaded the creation of the 
world’s largest grassroots petroleum refinery at Jamnagar in Gujarat, 
India, with a capacity of 660,000 barrels per day (33 million tonnes a 
year), and integrated it with petrochemicals, power generation, port and 
related infrastructure. 
        Further, he steered the setting up of another 580,000-barrels-per-
day refinery next to the first one in Jamnagar. With an aggregate refining 
capacity of 1.24 million barrels of oil per day at a single location, 
Jamnagar has become the refining hub of the world.
        Mukesh Ambani took over as the chairman of Reliance Industries 
when Dhirubhai, the company’s founder died in 2002. The enormous 
industrial conglomerate generates US$61 billion in annual sales from 
its interests in energy, petrochemicals, textiles, natural resources, retail, 
and, more recently, telecommunications. 
        He also led Reliance’s development of infrastructure facilities 



billions of dollars in e-commerce wars, Ambani plans to ride high on 
the corner shops – kirana stores, which are small neighbourhood stores 
in India. 
        The launch of Reliance Jio last year disrupted India’s 
telecommunications market—and kept on disrupting it. Its stormy entry 
into the US$26 billion Indian telecom market riding on big freebies last 
year changed rules of the game. 
        Apart from free voice for life, Jio didn't apply data charges for the 
first six months. It started charging for data from 1 April 2017, but at 
much lower rates than rivals. 
        In one of its news reports, The Economic Times believes that with 
its kirana venture, Ambani will prove that disruption is the chief strategy 
of Jio. The strategy is sure to keep Jio’s rivals on their toes. 
        Other than his role in Reliance Industries, Mukesh Ambani 
also contributes to India’s economy through his seat in the Prime 
Minister’s Council on Trade and Industry, Government of India, and 
the Board of Governors of the National Council of Applied Economic 
Research, India. 
        Mukesh strongly believes the Indian economy’s net worth to soar. 
He once predicted that India would grow from a US$1.4 trillion econ-
omy in 2011 to a US$30 trillion economy by 2030 — a bullish estimate 
considering that India's GDP today stands at US$2.65 trillion.  
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and implementation of a pan-India organised retail network spanning 
multiple formats and supply chain infrastructure. Today, Reliance Retail 
is the largest organised retail player in India. 
        On 18 June 2014, Mukesh Ambani, addressing the 40th Annual 
General Meeting of Reliance Industries, said it will invest Rs1.8 trillion 
(short scale) across businesses in the next three years and launch 4G 
broadband wireless network off ering end-to-end solutions. 
        The solutions will address the entire value chain across various 
digital services, spanning across key domains of national interest, such 
as education, healthcare, security, financial services, government-citizen 
interfaces, and entertainment.
        In February 2016, the Mukesh-led Jio launched its own 4G 
smartphone brand named LYF. Four months later, it became India’s 
third-largest-selling mobile phone brand. 
        In a speech at the Economic Times Awards for Corporate 
Excellence recently, Ambani said when the fashion was to invest abroad, 
Reliance took a contrarian bet to invest Rs3.5 trillion in India and that 
has paid off  handsomely. He was referring to Reliance Jio that disrupted 
the sector with freebies and a flood of cheap data. 
        After its smashing entry and now the first profit, Jio is making 
another contrarian bet. When retail companies are logging into India, 
Ambani is betting big on Bharat. Amazon and Flipkart may be putting 

entrepreneurs. But our ambition 
should be realistic. You have to re-
alise that you can’t do everything.”
        “I think that our 
fundamental belief is that for us 
growth is a way of life and we 
have to grow at all times.”

A BUSINESS SHOULD…
“You have to manage money. 
Particularly with market 
economies. You may have a great 
product, but if your bottom line 
bust then that’s it.”
        “Any business that has the 
sole purpose of making money is 
not worth doing.”
        “Business must serve a 
larger societal purpose.”
        “Tune out the critics and 
cynics.”
        “The organisational 
architecture is really that a 
centipede walks on hundred 
legs and one or two don’t 
counts. So, if I lose one or two 
legs, the process will go on, 
the organisation will go on, the 
growth will go on.” 
        “My view is to give everyone 
the space to grow in his own way. 
When you see restructuring or sep-
arations in a family [firm], value 
has almost always been destroyed. 
This is the first case where value 
has been enhanced. In that way it 
has been a win-win ending.”

IN LIFE… “Relationships and 

trust. This is the bedrock of life.”
        “Fill your years and minds 
with melodies of optimism.”
        “Dance to your own 
music and take some risks in 
life, because it is often the risk 
taker who changes the course of 
history… and contribute to the 
well-being of millions of lives.”
        “I have turned into a big 
nature fan as well… I can aff ord it 
more today. These childhood influ-
ences have shaped me into what I 
am today.” – Mukesh Ambani
        “A third track running at 
that time, apart from academics 
and the fun stuff , was that 
my father shared with me 
his passion for business and 
entrepreneurship from very 
early on. Even when I was in 
high school, I used to spend long 
hours at offi  ce on weekends.”
        “Our own childhood was 
totally diff erent. I guess when you 
are left on your own; you find 
your true potential. I remember 
my father never came to our 
school even once. Nevertheless, 
he was hugely interested in our 
all-round development for which 
he did some amazing things.”
        “So, these were the four 
components of my upbringing – 
the academic stuff  where I was 
left to myself, Mahendrabhai, 
my father’s passion for creating 
Reliance and that last piece was 
his deep links with the family.” 
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M
ukesh Ambani is a 
visionary 
businessman. He is 
diff erent from most 
second-generation 

entrepreneurs as he built up years 
of experience helping his father 
build Reliance Industries into 
what it is now today, before 
taking the helm after his father’s 
passing.
        His success is down to his 
hands-on experience, having 
started in Reliance Industries 
from a very young age and the 
philosophies he holds in life. Let 
us look at some of his quotes, on 
business and life:
 
SUCCESS IS ACHIEVED BY…
“All of us, in a sense, struggle 
continuously all the time, because 
we never get what we want. The 
important thing which I’ve really 
learned is how do you not give up, 
because you never succeed in the 
first attempt.”
        “It is important to remem-
ber, there are no overnight suc-
cesses. You will need to be dedi-
cated, single-minded, and there is 
no substitute to hard work.”
        “Today I see a billion people 
as a billion potential consumers, 
an opportunity to generate value 
for them and to make a return 
for myself.”
        “I don’t think that ambition 
should not be in the dictionary of 
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I
ndia’s economy has brighter prospects than any of the world's seven 
largest contributors to global trade.
        The Global Trade Barometer, released by DHL recently, assigned 
India the highest growth indices of the seven countries assessed, due to 
strong and sustained increases in both air and ocean freight in and out 
of the country. 
        The first ever Global Trade Barometer is an early indicator of 
global trade developments. It is calculated using Artificial Intelligence, 
Big Data and predictive analytics. 

The country’s trade in machinery and high-tech goods continues to underpin its growth, while 
increased imports of industrial raw materials point to an extended period of trade development 
for the nation.
        “More than any of the world’s largest economies, India’s major industries have displayed 
levels of resilience and growth that will buoy business confidence in the short to medium turn,” 
said DHL Global Forwarding India managing director George Lawson. 
        “India’s economy has built up terrific momentum in recent times: since 2008, its 
GDP has risen every single year to US$2.44 trillion last year, more than double the 
levels of a decade ago. As the country continues to invest heavily in infrastructure, we 
expect it to continue its upward trajectory for the foreseeable future.”
        According to the DHL Global Trade Barometer, businesses in India can expect 
ocean trade to further improve on already-high levels, largely thanks to demand for 
commodities and industrial materials from overseas. 
        Air freight demand is projected to remain stable at its current highs, sustained 
by growth in machinery and technology imports. Both India’s air and ocean freight 
forecasts proved stronger than those of any other country in the Global Trade 
Barometer -- in large part due to every major sector making a positive contribution to 
the country’s trade.
        “We’re expecting strong performance in not just one or two sectors, but 
across the entire Indian economy,” said George. “That implies two things: Indian 
enterprises of all stripes are not only growing fast, but becoming more and more 
globally connected in how they do business.”  
        He added that dynamic planning will become even more important.  “Given 
this steep growth, it is critical that Indian exporters and importers alike partner with 
professional logistics providers to ensure their air and ocean demand is met with the 
right supply of capacity.”
        Developed jointly by DHL and Accenture, the DHL Global Trade Barometer 
provides a quarterly outlook on future trade, taking into consideration the import and 

export data of seven large economies: China, 
South Korea, Germany, India, Japan, the 
United Kingdom, and the United States. 
        Together, these countries account for 
75 per cent of world trade, making their 
aggregated data an eff ective bellwether for 
near-term predictions on global trade. 
        The DHL Global Trade Barometer, which 
assesses commodities that serve as the basis 
for further industrial production, predicts 
that global trade will continue to grow in the 
next three months, despite slight losses in 
momentum.  
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ONLINE ACCOUNTING HELPS SOLVE THE 
PROBLEM One solution to the problem of late 
payments is online accounting. This allows 
small businesses to send online invoices and 
automate invoice reminders as well as accept 
online payments, all of which help prevent late 
payments and ultimately improve cash flow.
        Here’s how online invoicing can 
combat some of the main causes of late 
customer payments.
 
MAKES IT EASY FOR DISORGANISED CUSTOMERS:
A small business’s customers are often just 
as busy and stretched as they are. Making it 
easier for them to pay means they’re likely to 
pay sooner. Sending your invoices online and 
letting the customer pay instantly with a simple 
click of a button is a great way to speed up the 
payment process.
 
ENABLES PROMPT SUBMISSION OF INVOICES:
Something that we often hear from our small 
business customers is that they’re always 
strapped for time. Setting up automatic online 
invoices, defining preset inventory items, and 
taking up the option to use repeating invoices 
all help reduce repetitive manual data entry 
and save a small business a lot of time and 
resource. Automated invoice reminders are 
also a convenient, time-saving way to avoid 
spending awkward hours on the phone chasing 
customers for payment.
 
HELPS MAKE INVOICES STAND OUT: 
Making sure your customers see your invoice 
when it arrives is a big first step to getting it 
paid. With an online invoice, the customer 
can simply click a link in the email to see 
the invoice rather than waiting for a PDF 
file to load. And you can customise the look 
and content of your invoices to include your 
payment terms and personalised branding so 
they stand out if they’re printed.
        I always say to small business owners, the 
most important thing you can do to get paid 
faster is to raise the invoice as soon as you’ve 
done the work – not at the end of the month! 
        It’s also important to get the invoice 
details right the first time to avoid any back 
and forth, and get the invoice into the hands 
of your customers as quickly as possible (i.e. 
digitally). All businesses – no matter their 
size or service – need healthy cash flow to 
help them grow and to be successful. Online 
invoicing is a big step towards achieving it. 

ALEX CAMPBELL IS XERO ASIA MANAGING DIRECTOR

A
cross every country in Asia, small businesses are integral to their 
respective economies. That’s why in this year’s budget, the Singapore 
government spoke of small and medium enterprises (SMEs) as being at 
the heart of our economy. It is therefore important to identify the 
challenges that small businesses face and investigate how technology 
might be able to address them.
        Recent research by Xero, a leading online accounting and small 
business platform, has just revealed that following up on overdue 
invoices and late payments is the biggest worries that keep small 

business owners up at night. This is followed closely by managing cash flow – an issue made 
worse by tardy debtors.
        A shocking nine out of ten small businesses surveyed have customers that don’t pay on time. 
It’s eye-watering to see these results. They confirm that cash flow is a major issue for the majority 
of small business owners. Not being on top of it can seriously dampen growth eff orts and, even 
worse, put Singapore’s hard-working entrepreneurs out of business – and potentially seriously 
damage the wider economy.
        Reasons for late payments include customers waiting on payment (52 per cent) or 
experiencing financial problems themselves (46 per cent). Respondents also saw sending out 
invoices late, invoices that don’t stand out, or disorganised customers as the problem. 
        In fact, the majority (53 per cent) of SMEs surveyed said that they had to wait at least 11 
days after the due date before getting paid, with almost a third (31 per cent) having to wait an 
entire month (30 days). The result? Many SME owners in Singapore say that they face a backlog 
of work (59 per cent), reduced productivity (46 per cent), cash flow issues (38 per cent), and 
reduced morale (31 per cent).
        Late payments are wasting precious small business time. Our study shows small businesses 
are spending an average of 25 days a year, or five working weeks, on chasing unpaid invoices 
– more time than they spend on any other task in their business. That’s a huge amount of time 
wasted that could be spent on growing their business instead.
         A quarter of the business owners surveyed in our study said that being paid late themselves 
means they struggle to pay their staff  or must combat low staff  morale, highlighting the broader 
social value of ensuring small businesses stay on top of their cash flow.





M
anufacturing, along 
with virtually all 
other industries, is 
going through a 
significant period of 
change. Driven by 
rapid technological 
development, 
manufacturers are 

having to work smarter, operate more 
effi  ciently and be prepared to innovate. 
        Over the next 12 months, these factors 
will be supplemented by a combination of 
political and economic upheaval that is likely 
to have far-reaching ramifications, such as 
fluctuating currency rates and slowing down 
Britain’s economy.
        In order to be able to respond to these 
changes and remain competitive, embracing 
innovative technologies is now more important 
than ever. 
        For manufacturers specifically, relying 
on outdated software when competitors 

are adopting Internet of Things (IoT) and 
embracing smart technologies, will hold them 
back. Procrastination will make it significantly 
harder for a manufacturer to thrive and grow 
in today’s fast-paced business environment.
        As an enabler of growth, technology will 
play a key role in empowering businesses to 
innovate and embrace the opportunities that 
will present themselves in 2018.
        But where exactly are these opportunities 
likely to come from? Here, we identify the top 
trends that we believe will be central to success 
in the upcoming year.

THE NEED FOR FLEXIBILITY 
A key factor for manufacturing growth in 2018 
and beyond will be whether businesses are 
flexible enough to deal with the amount of 
predictable and unpredictable change coming 
their way. 
        Chief among these changes are 
Brexit and the incoming Global Data 
Protection Regulations (GDPR). While 

many organisations are concerned about the 
impact they will have on industry, they are 
both predictable to some extent so can be 
planned for.
        Flexible businesses will then be 
able to ride out the potential issues that 
such political or legislative changes may 
cause, such as having to adapt to internal 
processes or employ personnel with 
diff erent areas of expertise.
        The even greater challenge comes from 
responding to unpredictable changes that 
can appear at any moment. By taking the 
view that change is constant, well-prepared 
manufacturers will be able to take advantage 
of the opportunities, mitigate the threats and 
control the impact of something as big as 
Brexit or GDPR. 
        One of the biggest barriers to flexibility 
for many manufacturers is having to rely on an 
outdated enterprise resource planning (ERP) 
system. Too many businesses are still using 
legacy software, which can hold them back in 
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combining artificial intelligence (AI) and data 
science to realise the potential of the Internet 
of Things (IoT), but just having access to large 
pools of information is no longer enough. 
        The important thing that manufacturers 
need to take advantage of over the coming 
year is using that data to gain insight, inform 
decisions, and drive better business outcomes.
        As more and more “smart” devices 
are integrated into organisations in 2018, 
Industry 4.0 will continue to dominate the 
manufacturing industry. It off ers valuable 
benefits including predictive maintenance 
of machinery and increased levels of 
automation to help manufacturers optimise 
their operations. 
        One example of this is for inventory 
control of spares and raw materials. Sensors 
are being used to identify stock levels and, 
based on historical information, automate the 
replenishment of these items. This innovation 
decreases production down time and ensures 
an optimised delivery schedule.
        It’s about being able to build upon a 
loop of intelligence that feeds into a cycle 
of continuous improvement. In layman’s 
terms, this involves gathering as much data 
as possible, turning this data into insight and 
finally into intelligence which can be used to 
improve business processes.
        This is the mindset manufacturers should 
adopt when it comes to ERP. However, making 
the move towards a smarter ERP system can 
require a cultural shift for manufacturers as 
well as financial investment.
        ERP systems are already collecting more 
business data than ever before, but making 
sense of this data and taking action on it will 
be the key diff erentiator in the year ahead.

CUSTOMER EXPERIENCE IS KING
With the increasing amount of data 
being created by Industry 4.0 comes the 
opportunity to significantly enhance the 
customer experience.
        This is an area that, thanks to increasingly 
competitive business landscapes, is now more 
important than ever. Success in 2018 will boil 
down to how well companies can diff erentiate 
themselves from the rest and focusing on the 
customer journey will be a key aspect.
        Customers today expect the same service 
in their work life as they get in their personal 
life, which means “business to business” (B2B) 
companies need to start behaving more like 
“business to consumer” (B2C) ones and treat 
the customer experience as sacred. 
        For example, people are used to features 
such as same-day delivery and one-click 
ordering in their personal lives, which is 
making them more demanding in their 
professional capacities.

        For manufacturers dealing with a 
complex supply chain, a robust and modern 
ERP system is now widely recognised as 
playing a crucial role in improving the 
customer experience. An IDC research 
reports that 85 per cent of manufacturers 
with more than 5,000 employees identify 
ERP as being a vital platform to delivering 
positive customer experiences.
        A flexible, fully-integrated ERP system 
that streamlines operational processes and 
connects back-offi  ce with front-offi  ce functions 
throughout the lifetime of an asset or product 
enables manufacturers to off er a much higher 
level of service. A level of service that they are 
able to charge more for and will set them well 
apart from their competitors.

AI-DRIVEN FUTURE
Linked to improving the customer experience 
is the role of AI, which is set to have a 
profound impact on ERP systems in 2018 in 
several diverse ways.
        For example, AI-driven ERP is being 
used to create dynamic workflows that learn 
the various ways in which an organisation 
and its employees interact with the software, 
before suggesting diff erent optimisations for 
individual users.
        In terms of improving customer service 
and support, AI is for example allowing 
business to provide always-on customer 
service that isn’t constrained by time zones or 
holidays. It is also quickly scalable and enables 
an unparalleled level of personalisation 
throughout the customer journey.
        Furthermore, AI in the form of predictive 
analytics can be used to produce deeper 
insights for specific business outcomes and 
make more sense of the mountains of data 
manufacturers are now collecting and storing.
        More use cases will become apparent 
as the technology continues to develop, but 
what’s already clear is that the potential of AI 
when it comes to ERP is significant.
        With political and economic upheaval on 
the horizon, businesses are facing an unclear 
future. There are turbulent times ahead, 
but those organisations that concentrate on 
making themselves smart and agile will be the 
ones that are best positioned to take advantage 
of growth opportunities in 2018.
        For manufacturers, this process starts by 
ensuring that internal software systems are 
fully supported with the latest updates, thereby 
enabling them to react to change and view 
the likes of Brexit and GDPR as opportunities 
rather than threats.  

several ways, such as making it harder to scale 
production up or down.
        They will also miss out on the valuable 
competitive advantages that a strong ERP 
solution can provide. For example, integrated 
ERP systems enable manufacturers to rapidly 
respond to last-minute order changes and 
improve resource management to control 
spending and reduce waste.
        Having a flexible IT solution will be 
the engine of growth for forward-thinking 
businesses.

INDUSTRY 4.0 COMES OF AGE
The growth of Industry 4.0 has been a widely 
discussed topic in 2017 and its steep upward 
trajectory is certainly going to continue. 
        For example, the International Federation 
of Robotics (IFR) predicts that more than 1.7 
million new industrial robots will be installed 
in factories worldwide by 2020, representing 
an annual growth rate of 14 per cent.
        Essentially, Industry 4.0 is about 
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their organisations to harness the full potential 
of Industry 4.0. They will need to seize 
opportunities to strengthen key connections 
that will benefit their clients, their people, their 
organisations, their communities and society 
more broadly:
   Social impact. Accept that each and

every organisation has the power to 
influence, in multiple ways, the promise of 
the Fourth Industrial Revolution to create 
a more equitable and stable world.

   Strategy. Take a holistic approach
to strategic planning, exploring how core 
capabilities can be enhanced by new ones 
to develop new products and services, 
and create new value for a broader range 
of stakeholders.

   Talent and workforce. Make it a priority
to prepare workers to navigate the age of 
Industry 4.0 by creating a culture of learn-
ing and collaboration, and creating training 
opportunities—both within the organisation 
and in underserved communities.

   Technology. View technology as the
most powerful diff erentiator in an 
Industry 4.0 world and invest in 
integrating new applications that can 
support new business models. And—most 
importantly—understand that Industry 
4.0 technologies shouldn’t be limited 
to just one part of the organisation, 
but integrated across the organisation 
to better support a broad spectrum 
of responsibilities and stakeholders 
necessary to thrive in a 4IR world.

“As the technological innovations of Industry 
4.0 gain traction, its overarching impact as the 
way forward for every aspect of the economy 
and society is becoming more apparent,” said 
Deloitte Malaysia country managing partner 
Datuk Tan Theng Hooi. 
        “While the report revealed only 14 
percent of executives are highly confident their 
companies are ready to harness the changes 
Industry 4.0 brings, business leaders can take 
on the challenge of incorporating the benefits 
of an Industry 4.0 model in their business 
strategy and operations.”
        Tan added, “Digitisation and automation 
not only improves effi  ciency and productivity 
in manufacturing processes but also benefits 
the entire value chain, from procurement to 
point of sale. Businesses that shy away from 
change may risk getting left behind.”   

T
he Fourth Industrial Revolution (Industry 4.0) is characterised by 
physical and digital technologies, such as analytics, artificial intelligence, 
cognitive computing and the internet of things (IoT). 
        In our report entitled , We surveyed 1,600 C-level executives 
across 19 countries, and compiled a report entitled “The Fourth 
Industrial Revolution is Here—Are You Ready?”. The survey 
was carried out through select in-person interviews. It explored 
respondents’ readiness to leverage Industry 4.0 to benefit customers, 
employees, communities and other key stakeholders.

“The rapidly advancing technologies driving Industry 4.0 are bringing about social and economic 
change rapidly in an environment of unparalleled global connectivity and demographic change,” 
said Deloitte Global CEO Punit Renjen. 
        “It’s a time of great opportunity, but also risk. We developed this research to better under-
stand how executives are navigating the pervasive shift and to uncover areas where they can more 
eff ectively influence how the Fourth Industrial Revolution impacts their organisations and society.”
        The questions focused on four major topics: social impact, strategy, talent/workforce, and 
technology. The survey results indicate that while executives conceptually understand the changes 
Industry 4.0 will bring, they are less certain how they should act to benefit from those changes. In 
each of the four areas of impact, the survey uncovered some degree of contradiction:

SOCIAL IMPACT: OPTIMISM VERSUS OWNERSHIP – While executives see a more stable future with 
less inequality, they are less confident about the roles they or their organisations can play in 
influencing society in an Industry 4.0 era.
   An overwhelming (87 percent) proportion believe the Fourth Industrial Revolution will lead

to more social and economic equality and stability, and two out of three say business will 
have much more influence than governments and other entities in shaping this future.

   However, less than a quarter believe their own organisations can influence key societal
factors such as education, sustainability and social mobility.

 
STRATEGY: STATIC VERSUS DYNAMIC – Executives acknowledge they may not be ready to harness the 
changes associated with Industry 4.0, but these reservations have not compelled them to alter 
their strategies.
   Only one-third are highly confident they steward for their organisations during this time of

change. Just 14 percent are highly confident that their organisations are ready to fully harness 
the changes associated with Industry 4.0.

   Many executives are sticking with a focus on traditional domains (i.e., developing products
and increasing productivity) instead of shifting their focus toward developing talent and 
driving competitive disruption that could spur innovation and create value.

 
TALENT/WORKFORCE: EVOLUTION VERSUS REVOLUTION – Executives are not confident they have the 
right talent to be successful in Industry 4.0. However, they feel they are doing all they can to build 
the right workforce, despite talent ranking low on their list of priorities.
   Only a quarter are highly confident they have the right workforce composition and the skill

sets needed for the future.
   Interestingly, 86 percent say they are doing everything they can to create a workforce for

Industry 4.0. Yet, responses indicate that HR topics remain a low priority, other than aiming 
to increase worker effi  ciency.

     For companies that have placed Industry 4.0 talent implications high on their priority
list, they are exploring the potential for new roles that that allow people to play to 
their strengths while leveraging technology for greater innovation, alternative work 
environments, and new approaches to learning and development.

 
TECHNOLOGY: CHALLENGED VERSUS PREPARED – Executives understand they need to invest in 
technology to drive new business models. However, they have a hard time making the business 
case to fully address Industry 4.0 opportunities because of a lack of internal strategic alignment 
and short-term focus.
     Executives acknowledge that their current investments in technology are strongly

influenced by the desire to create new business models which they believe will have one of 
the biggest impacts on their organisations.

     However, very few executives say they are able to make a strong business case for
investing in the technologies that define the Fourth Industrial Revolution. They cite a lack 
of internal alignment, a lack of collaboration with external partners, and a focus on the 
short term.  

The research revealed that, overall, executives around the world are in the early stages of readying 

They lack confidence in their organisation’s readiness to 
influence and harness opportunities in the Industry 4.0 era.
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The devices segment is expected to grow 
5.6 per cent in 2018. In 2017, the devices 
segment experienced growth for the first 
time in two years with an increase of 5.7 per 
cent. End-user spending on mobile phones is 
expected to increase marginally as average 
selling prices continue to creep upward even 
as unit sales are forecast to be lower. 
        PC growth is expected to be flat in 2018 
even as continued Windows 10 migration 
is expected to drive positive growth in the 
business market in China, Latin America 
and Eastern Europe. The impact of the 
iPhone 8 and iPhone X was minimal in 2017, 
as expected. However, iOS shipments are 
expected to grow 9.1 per cent in 2018.
        “Looking at some of the key areas 
driving spending over the next few years, 
Gartner forecasts US$2.9 trillion in new 
business value opportunities attributable to 
AI by 2021, as well as the ability to recover 
6.2 billion hours of worker productivity,” 
said Mr. Lovelock. 
        “That business value is attributable to 
using AI to, for example, drive effi  ciency gains, 
create insights that personalise the customer 
experience, entice engagement and commerce, 
and aid in expanding revenue-generating 
opportunities as part of new business models 
driven by the insights from data.”
        “Capturing the potential business 
value will require spending, especially when 
seeking the more near-term cost savings. 
Spending on AI for customer experience 
and revenue generation will likely benefit 
from AI being a force multiplier — the cost to 
implement will be exceeded by the positive 
network eff ects and resulting increase in 
revenue,” said Mr. Lovelock.
        Gartner’s IT spending forecast 
methodology relies heavily on rigorous 
analysis of sales by thousands of vendors 
across the entire range of IT products and 
services. Gartner uses primary research 
techniques, complemented by secondary 
research sources, to build a comprehensive 
database of market size data on which to base 
its forecast.  

I
n Malaysia, spending on technology products and services is forecast 
to reach RM65.2 billion this year, up 5.7 percent from 2017 (see Table 
1). Meanwhile, worldwide IT spending is projected to total US$3.7 
trillion in 2018, an increase of 4.5 per cent from 2017, according to 
our latest forecast.
        “Global IT spending growth began to turn around in 2017, 
with continued growth expected over the next few years. However, 
uncertainty looms as organizations consider the potential impacts of 
Brexit, currency fluctuations, and a possible global recession,” said 

Gartner research vice president John-David Lovelock. 
        “Despite this uncertainty, businesses will continue to invest in IT as they anticipate 
revenue growth, but their spending patterns will shift. Projects in digital business, blockchain, 
Internet of Things (IoT), and progression from big data to algorithms to machine learning to 
artificial intelligence (AI) will continue to be main drivers of growth.”
        Enterprise software continues to exhibit strong growth, with worldwide software 
spending projected to grow 9.5 per cent in 2018, and it will grow another 8.4 per cent in 2019 
to total US$421 billion (see Table 2). 
        Organisations are expected to increase spending on enterprise application software 
in 2018, with more of the budget shifting to Software as a Service (SaaS). The growing 
availability of SaaS-based solutions is encouraging new adoption and spending across many 
subcategories, such as financial management systems (FMS), human capital management 
(HCM) and analytic applications.

THIS ARTICLE APPEARED ON DUMB LITTLE MAN.

Global IT Spending to increase by 4.5 per cent to reach US$3.7 

TABLE 1. MALAYSIAN IT SPENDING FORECAST (BILLIONS OF MALAYSIAN RINGGIT) 

TABLE 2. WORLDWIDE IT SPENDING FORECAST (BILLIONS OF U.S. DOLLARS) 





T
he halal industry is 
growing fast across 
the world as there is 
a huge shortage of 
halal products in 
the market. 
        With the steady 
increase in global 
Muslim population, 

the demand for halal products continues to 
grow. It is estimated that 26.4 per cent of the 
global population is expected to be Muslims by 
2030 as compared to 19.9 per cent in 1990. 
The growth rate is much faster compared to 
other religions. 
        The global halal products market can be 
segmented into six categories: primary meat, 
processed food and beverages, pharmaceuti-
cals, cosmetics, personal care, and other halal 
products (tourism, Islamic finance, etc).
        Halal products are also gaining 
worldwide recognition as a new benchmark 
for safety and quality assurance are attractive 
to both Muslims and non-Muslims consumers. 
In New Zealand, all 8,500 prisoners in the 
country’s prison system eat halal-certified 
meat, though there are only 82 Muslim 
prisoners (www.halalrc.org). 
        In Malaysia and other countries, halal as-

surance is a major concern among the Muslim 
community as the production processes of 
most consumable products are not executed by 
Muslims or within the Muslim community. 
        The need for halal assurance is more 
relevant since the observation of halal is 
becoming more challenging and complicated in 
line with the advancement of food technology. 
        In addition to halal information provided 
by producers, consumers are seeking more 
reliable assurance usually enforced by govern-
ment regulations or granted by third party. In 
Malaysia, government provides full support in 
promoting a comprehensive halal assurance 
system starting from certification process to 
the continuous monitoring and regulation. 
        The Malaysian government plays a major 
role in developing means to facilitate the 
development of halal assurance system and its 
diff usion among industry players. 
        Even though the adoption of halal 
assurance system among food producers is on 
a voluntary basis, it is highly supported by the 
government. The government  off ers attractive 
incentives for businesses, such as investment 
tax allowance, exemption of import duty on 
raw materials as well as equipments. 
        Strong regulatory framework and sup-
portive public policy designated for halal 

development exercised by Malaysia is expected 
to augment the halal practices among industry 
players which in turn, lead to increase in supply 
of products compliant to halal requirements. 

HALAL INDUSTRY MASTER PLAN (2008 – 2020) 
A comprehensive halal standard was initiated 
by the Malaysian government with the 
introduction of MS1500 in 2004 and its 
latest version in 2009. The standard provides 
practical guidelines for the food industry on 
the preparation and handling of halal food 
(including nutrient enhancers). 
        This standard sets the ground rules 
for food products and food businesses in 
Malaysia. It is used by the Department of 
Islamic Development (JAKIM), the only halal 
authority in Malaysia, as the basis for halal 
certification process. 
        Producers conforming to this standard 
will be awarded halal certification, which 
deems right for them to use the halal logo as a 
mean of communication between consumers to 
inform the halal status of a particular product.
        Therefore, halal certification is the basic 
requirement to enter halal market. The halal 
certification is an authoritative, reliable, and 
independent testimony that a manufacturer’s 
product meets the halal requirements. 
        Halal certification involves an intention 
of the company to go halal, inspection of 
the production facility, review of sanitation, 
review of ingredients and labels, and training 
the company personnel in understanding and 
meeting the halal requirements. 

 

The Malaysian government has outlined 
comprehensive strategies to intensify the 
development of the halal industry towards 
achieving the vision of making Malaysia a 
global halal hub. 
        One of the crucial strategies is 
establishing the Halal Industry Development 
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In 1974, the Research Centre for Islamic Affairs Division 
started to issue halal certificate.

Since 1994, a halal logo is included in the halal certificate.

Beginning 2000, comprehensive halal standards and a 
systematic halal assurance system were implemented.

In 2006, the Halal Industry Development Corporation 
was established and the Halal Industry Development 

Masterplan was formed.

In 2006, the Trade Description Act was amended to give 
JAKIM a stronger mandate to regulate the halal industry.

THE EVOLUTION OF 
THE HALAL INDUSTRY IN MALAYSIA



from 97,000 jobs to almost 250,000 jobs 
in the same period. Exports which include 
food and beverages, ingredients, palm oil 
derivatives improved tremendously, RM 39 
billion in 2015 as compared to RM24 billion 
in 2011. 
        As for Islamic finance, Malaysia is the 
largest issuer of sukuk, making up 53 per cent 
of global sukuk issuance. 
        Malaysia is indeed in a very firm position 
to off er a credible, convenient and shariah 
compliant alternative to conventional financing 
needs. Islamic finance has been receiving 
strong backing from the government through 
Bank Negara, the country’s central bank.

DEVELOPMENT IN OTHER COUNTRIES
In the ASEAN region, Malaysia, Indonesia, 
Thailand, Brunei, Singapore and the Philip-
pines all began a variety of government-led 
initiatives for halal to drive economic growth. 
        Thailand is aiming to be the largest 
producer of halal processed food – 
envisioning to become the “Kitchen of the 
World”. Brunei envisions to become the 
Google for halal. Singapore has recently 
established a halal hub to help companies 
keen to scale up their halal exports.  
        Indonesia on the other hand is promoting 
five regions (Lombok, West Sumatra, Aceh, 
Jakarta and West Java) as halal tourism 
destinations to attract more Muslim travellers 
and is positioning itself as a premier halal 
tourism destination.
        Australia and Brazil have built their 
entire food based industries by supplying halal 
food to the Middle Eastern markets. Brazil is 
the largest supplier of halal poultry whereas 
Australia is the largest supplier of halal beef. 
        In East Asia, Japan and China are 

same markets.”
        The Muslim population grew by 18 per 
cent over the last 10 years compared to the 
global population growth of 11 per cent. This 
strengthened demand for halal food, drinks, 
beauty and fashion products. 
        “Young adults are the main users of 
social media and internet. They become more 
interested in the latest trends, global events, 
and use multiple social media platforms. This 
makes new food and service experiences, 
fashion and cosmetic products more accessible 
to them,” Fazira added.
        Within Asia, non-Muslim majority 
countries like Singapore and Philippines 
are major markets for halal packaged food 

aggressively promoting the development of 
their halal products and services. 
        Japan has set a target of making the halal 
industry a key contributor to Japan’s economy 
by 2020. The country is also developing 
its halal tourism through recent initiatives, 
including providing prayer space at airports 
and certifying halal restaurants. It’s neighbour, 
China, has a domestic halal market which is 
growing fast, at 10 per cent annually.
        Looking at the Middle East, Dubai of the 
United Arab Emirates (UAE) has set a clear 
measure of success, aspiring to be the capital 
for Islamic economy. Islamic Economy as a 
new area of excellence for future growth. OIC 
intra-trade especially in Halal related sector 
will be increased via Dubai competitiveness. 

ABUNDANT OPPORTUNITIES IN HALAL INDUSTRY
With a global Muslim population of 1.8 billion, 
the current supply for halal food and non-food 
products is not enough to cater the demand.  
There is a need to develop a more robust and 
effi  cient global supply chain to benefit both the 
Muslim and non-Muslim world. Hence, the ha-
lal industry presents abundant opportunities. 
        In order to become a global halal hub, 
Malaysia must grab these opportunities 
by creating networking and collaborations 
with other countries – Muslim and non-
Muslim. This will not only ensure the Muslim 
population in these countries get their supply 
of halal products, but there are economic 
benefits too, where SMEs can expand their 
business and generate revenues through trade.

and drinks, at US$1.4 billion and US$7.5 
billion respectively. This is partly due to 
the integration and acceptance of halal 
products in the general community, as well as 
strengthening halal infrastructure. 
        Indonesia on the other hand, is expected 
to show the largest sales gains in US dollars 
over the next five years, due to its significant 
market size and positive forecast growth.
        “When identifying markets and indus-
tries, studying the market’s halal infrastructure 
to balance halal-certification with consumer 
values is crucial. Choosing the right audience 
and catering to them is another issue that 
companies must keep in mind,” concludes Eu-
romonitor research analyst Joanna Chan. 

Corporation (HDC). It was established on 
18 September 2006 to coordinate the overall 
halal industry development in Malaysia. 
        HDC agency focuses on development 
of halal standards, audit and certification, 
plus capacity buildings for halal products and 
services. The corporation also promotes par-
ticipation and facilitates growth of Malaysian 
companies in the global Halal market.

HALAL PARKS One of the infrastructures 
facilitating halal industry growth is “halal 
parks” – communities of halal-oriented 
businesses built on common property with 
infrastructure and service support. 

HDC attracts foreign companies, particularly 
MNCs, to invest in the halal parks located 
across Malaysia. Companies which set up 
production in halal parks receive assistance 
from various relevant government agencies to 
get the following certifications:
1.  Halal, JAKIM
2.  Makanan Selamat Tanggungjawab Industri 
  (MeSTI), Ministry of Health 
3.  Good Manufacturing Practice (GMP)
4.  Hazard analysis and critical control points 
  (HAACP)
5.  ISO Certification (International Standards 
  Organisation)

MALAYSIA’S HALAL ACHIEVEMENTS
As a result of the government’s eff orts to 
intensify the halal development, investment 
pouring into the industry had been more 
than doubled, from RM4.1 billion in 2012 to 
RM10.6 billion in 2015. 
        Halal certified companies increased 
from 2,336 in 2011 to 5,726 in 2015, and 
employment opportunities created increased 

T
he latest trends shaping the halal 
market as companies race to 
benefit from a pool of untapped 
consumers was unveiled at our 

recent “New Consumerism and the Global 
Halal Market” webinar.
        Euromonitor International senior analyst 
Emil Fazira says, “Population changes, increas-
ing disposable income and growing internet 
penetration are some of the key factors driving 
growth of halal products demands. 
        “Disposable income of countries with 
the top five biggest Muslim populations such 
as Indonesia, Pakistan, India, Nigeria, Iran, 
have grown by 257 per cent and internet 
penetration has risen by 31 per cent for these 
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T
he pet industry is a more than 
US$60 billion a year business 
according to statistics from the 
American Pet Product 
Association, and entering this 
industry can be a lucrative 

PAMPERING AND 
TRAINING PETS 

BY 
JEFF
TAN

CAMP BOW WOW

H eidi Ganahl opened the 
first Camp Bow Wow in 
2000 and began 

franchising in 2003. All Camp Bow 
Wow locations off er doggy day care 
services as well as overnight 
boarding, with live webcams that 
allow customers to check in on their 
dogs. Some locations off er 
additional services such as 
grooming, training, and branded 
retail items. Ganahl later started 
Home Buddies to off er in-home 
care services such as pet-sitting, dog 
walking, pet food delivery, pet 
waste cleanup, grooming and 
training for both dogs and other 
pets unable to come to day-care. 
The total development cost for a 
franchise location is approximately 
US$600,000.

DOGTOPIA

T
he business was founded 
in 2002 and started 
franchising in 2005. This 
doggie day care franchise 

off ers overnight boarding, grooming 
and training with an emphasis on 
education, exercise, and 
socialisation. The brand sells retail 
products too.  Each facility averages 
between 2,500 and 7,500 square 
feet and is designed to reduce 
odors, noise level, illness, and 
accidents.The total start-up 
investment for a new franchisee 
ranges from US$318,000 to 
US$497,000.

DOODYCALLS

D
oodyCalls is a franchise 
that off ers pet waste 
cleanup and removal 

services.  The total start-up 
investment for a new franchisee 
ranges from US$42,000 to 
US$60,000.

FETCH! PET CARE

F
etch! Pet Care is a well 
known pet sitting service 
that currently operates in 

more than 1,500 cities.  This 
franchise off ers a relatively low 
start-up cost of approximately 
US$37,000 to US$45,000. It has 
approximately 80 franchised outlets 
in the US.



choice for savvy entrepreneurs.  
        Are you interested in starting a pet 
business?  While you can certainly start 
a pet business as long as you secure the 
starting capital, leveraging on the strength 
an established pet business franchise brand 

is a good option.
        Here is a small sampling of currently 
available pet related franchises.  Some 
of them might still be focusing on the 
US marker, but some have brought 
their brand abroad and this presents an 

opportunity for you. 
        Be sure to consult an attorney 
before investing in any franchise and 
be fully informed about the franchise’s 
history, outlook, royalty fees, and 
investment potential.

43

PETLAND

S
tarting operations in 
1967 in Ohio, Petland 
sells pets and pet-related 
merchandise to 

consumers throughout the US, 
Canada, Japan, France, Chile and 
Israel. It has more than 500 
franchise locations after 50 years in 
the pet industry. Each Petland 
location sells fish, birds, cats, dogs, 
small animals, reptiles and the food 
and accessories needed to care for 
them. The start-up investment cost 
for a new franchisee can range from 
US$300,000 to US$900,000 
depending on services off ered in 
the location.

PET BUTLER

P
et Butler is a franchise 
that off ers pet waste 
cleanup and removal 
services.  In business 

since 1988, they are a fairly well 
known franchise in this niche 
market.  Start up costs for new 
franchisees range from US$45,000 
to US$60,000.

PET SUPPLIES PLUS

J
ack Berry and Harry 
Shallop opened their first 
supermarket-style pet 
food and supply store in 

Redford, Michigan, in the late 
1980's, and by 1990, they were 
franchising Pet Supplies Plus. In 
addition to food and supply sales, 
the stores off er services such as 
grooming, self-serve pet washes and 
adoptions events. This pet retail 
chain now boasts more than 300 
franchise locations in 25 states.  
The all-in start-up cost for a new 
franchisee typically ranges from 
US$500,000 to US$1.1 million.

SIT MEANS SIT DOG TRAINING

S
it Means Sit franchisees 
off er obedience and 
behavior training for 
dogs, including pets, 

puppies, hunting dogs, police K-9s 
and service dogs. They can also 
off er boarding and sales of collars 
and other pet products. The 
company is based in Las Vegas, 
Nevada, and began franchising in 
2009. Initial franchising investment 
is between US$50,000 to 
$150,000.  
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  MEXICO IN FIGURES

Official name: Estados Unidos 
 Mexicanos 
 (United Mexican 
 States)
Capital: Mexico City
Land Area: 1,923,040 sq km
Population: 123,675,325 (2017 
 estimate)
Languages: Spanish, 
 indigenous 
 languages
Major Religions: Roman Catholic
Currency: Mexican peso
GDP: $1.047 trillion 
 (2017 estimate) 
GDP per Capita: $18,900 (2016 
 estimate)
Main Exports: Machinery and 
 transport 
 equipment, 
 mineral fuels and 
 lubricants, food 
 and live animals
Main Export Destinations:  The US 
Main Imports: Metalworking 
 machines, steel 
 mill products, 
 agricultural 
 machinery, 
 electrical 
 equipment, 
 automobile parts 
 for assembly and 
 repair, aircraft, 
 aircraft parts

MEXICO
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M
exico is a federation 
comprising 31 states 
and a special federal 
entity (Mexico City) that 
is also its capital and 
most populous city. 
        With an estimated 
population of over 120 
million, Mexico is the 
eleventh most populous 
and the most populous 
Spanish-speaking state 
in the world while 
being the second most 
populous nation in 
Latin America. 
        The country can 
be divided into nine 
major physiographic 
regions: Baja 
California, the Pacific 
Coastal Lowlands, 
the Mexican Plateau, 
the Sierra Madre 
Oriental, the Sierra 
Madre Occidental, 
the Cordillera Neo-
Volcánica, the Gulf 
Coastal Plain, the 
Southern Highlands, 
and the Yucatán 
Peninsula.
        There is no offi  cial 
religion in Mexico, but 
almost 90 per cent of 
Mexicans are Roman 
Catholic. Protestants 
account for around 5 
per cent. Many religious 
festivals, parades 
and celebrations 
that are centered 
around religion are 
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 TIPS ON DOING BUSINESS IN MEXICO
   One must know a person before doing business with him

or her, and the only way to know a person in Mexico is 
to know the family. Personal relationships are the key to 
business success. 

   For business connection, intermediaries are used. It is
critical, especially for a high-ranking meeting, to facilitate it 
through a person who is known to the Mexican businessman 
or woman you are meeting. This person is the bridge that 
builds the trust necessary to do business in Mexico.

   Punctuality is not rigid because of the emphasis on
personal obligations. The best time for appointments is between 
10:00 am and 1:00 pm, with late afternoon a second choice.

   Business lunches, rather than dinners are the traditional
form of business entertaining and are usually prolonged 
aff airs, beginning between 2:00 and 3:00 pm and lasting 
three to four hours, with little time being devoted to actual 
business. Lunches are an essential part of business to 
establish a personal relationship.

   Working breakfasts are also popular, meeting at 8:00 or
8:30 am at your hotel, and usually lasting two hours at 
the most.

   Conversations take place at a close physical distance.
Stepping back may be regarded as unfriendly.

   Giving gifts to business executives is not required. Small
items with a company logo (for an initial visit) are appreciated.

   Secretaries do appreciate gifts. If giving a valuable gift, such
as perfume or a scarf, present it on a return visit. A man 
giving it to a female secretary should indicate the gift is from 
his wife.

   Do not give gifts made of silver, as it is associated with
trinkets sold to tourists.

   Women should not invite a male counterpart for a business
dinner unless other associates or spouses attend. Also, 
Mexican men will graciously attempt to pay for a meal, even 
though you are hosting it. A professional way to host a meal 
is to dine or lunch at your hotel. Pre-arrange to have the meal 
added to your hotel bill.

   Refrain from using first names until invited to do so.
   Titles are important and should be included on business

cards. You may directly speak to someone by only using his or 
her title only, without including the last name.

   Doctor is a physician or Ph.D. Profesor is the title for a
teacher. Ingeniero is an engineer. Arquitecto is an architect. 
Abogado is a lawyer.

   People without professional titles are addressed using Mr.,
Mrs., or Miss and his or her surname. Senor is Mr., Senora is 
Mrs., and Senorita is Miss

   Hispanics generally use two surnames. The first surname
listed is from the father, and the second surname listed is 
from the mother. When speaking to someone use his or her 
father’s surname.

also often celebrated with family. 
The celebration known as La 
Quinceañera is widely practiced in 
Mexican culture.
        Mexico is one of the United 
States’ most important trade 
partners. It is the third largest 
exporter to the US, and its 
international trade products 
include oil exports, tourism, and 
the products of its many assembly 
plants (called maquiladoras). Most 
of the labour force is employed in 
the agricultural sector.

MEXICAN ECONOMY
Mexico’s US$2.2 trillion economy 
has become increasingly oriented 
toward manufacturing since the 
North American Free Trade 
Agreement (NAFTA) entered into 
force in 1994. Per capita income 
is roughly one-third that of the US. 
According to Goldman Sachs, by 
2050 Mexico will have the 5th 
largest economy in the world. 
        The country has become the 
second-largest export market and 
third-largest source of imports to 

the US. In 
2016, two-way 
trade in goods 
and services 
exceeded 
US$579 
billion. Mexico 
has free trade 
agreements 
(FTA) with 
46 countries, 
putting more 
than 90 per 
cent of trade 

under FTAs. In 2012, Mexico formed the Pacific Alliance with Peru, 
Colombia, and Chile.
        Mexico’s current government has emphasised economic reforms, 
passing and implementing sweeping energy, financial, fiscal, and 
telecommunications reform legislation, among others. The long-term 
aim is to improve competitiveness and economic growth across the 
Mexican economy. 
        To develop its oil and gas sector, Mexico began holding public 
auctions of exploration and development rights to select oil and gas 
resources in 2015 as a part of reforms that allow for private investment. 
The country held its fourth auction in December 2016 and allocated 
eight of 10 deep water fields, demonstrating Mexico’s capacity to attract 
investment amid low oil prices. 
        Mexico has the 15th largest nominal GDP and the 11th largest by 
purchasing power parity (PPP). GDP annual average growth for the 
period of 1995 to 2002 was 5.1 per cent. Mexico’s GDP in PPP was 
estimated at US$2.2602 trillion in 2015, and US$1.3673 trillion in 
nominal exchange rates.
        From the late 1990s onwards, most of the population has been part 
of the growing middle class and Mexico is now firmly established as an 
upper middle-income country. 
        After experiencing the slowdown of 2001, it recovered and has 
grown 4.2, 3.0 and 4.8 per cent in 2004, 2005 and 2006, respectively. 
Furthermore, after the 2008–2009 recession, the economy grew an av-
erage of 3.32 per cent per year from 2010 to 2014. Nevertheless, these 
numbers are considered to be well below Mexico’s potential growth.
        The electronics industry has grown enormously within the last 
decade, placing Mexico at the sixth rank in terms of largest electronics 
industry in the world after China, the US, Japan, South Korea, and 
Taiwan. Mexico is the second largest exporter of electronics to the US 
where it exported US$71.4 billion worth of electronics in 2011.
        The Mexican electronics industry is dominated by the manufacture 
and OEM design of televisions, displays, computers, mobile 



 FUN FACTS
   Mexico is the third largest country in Latin America, after

Brazil and Argentina.
   More than half of the Mexican people live in the centre of

the country, whereas vast areas of the arid north and the 
tropical south are sparsely settled. 

   Mexico’s size is 756,066 square miles, which is almost three
times larger than Texas.

   Texas was a Mexican province which declared its
independence from Mexico in 1836, resulting in war with the 
United States (1836-1838). 

   Mexico is located in one of the Earth’s most dynamic tectonic
areas. It is a part of the circum-Pacific “Ring of Fire”—a 
region of active volcanism and frequent seismic activity.

   Because of its vast size and topographic diversity, Mexico has
a wide array of climatic conditions.

   Mexico is one of the world’s more biologically diverse
countries, encompassing vast deserts, tropical rainforests, 
mangrove swamps, and alpine ecosystems and supporting a 
wide range of reptiles and mammals

   A Mexican tamale called the zacahuil is three feet long and
weighs about 150 pounds.

   The largest wildcat in North America is the jaguar, which can
be found in Mexico’s southern jungles.

   The first printing press in North America was used in Mexico
City in 1539.

   The National University of Mexico was founded in 1551 by
Charles V of Spain and is the oldest university in North 
America.

    The Chihuahua is the world’s smallest dog and is named for
a Mexican state.

   Millions of monarch butterflies migrate to Mexico every year
from the US and Canada, though logging operations are 
rapidly destroying their habitat.

   The border between Mexico and the US is the second largest
border in the world (only the US – Canadian border is longer).

   Mexican children do not receive presents on Christmas
Day. They receive gifts on January 6, the day on which 
Mexicans celebrate the arrival of the Three Wise Men.

   Mexico City is built over the ruins of a great Aztec city,
Tenochtitlán. Because it is built on a lake, the city is sinking at 
a rate of 6 to 8 inches a year as pumps draw water out for the 
city’s growing population.

   One unusual Mayan weapon was a “hornet bomb,” which
was an actual hornet’s nest thrown at enemies during battle. 

   The largest pyramid in the world is the Great Pyramid
of Cholula in Mexico. It is also the largest monument ever 
constructed in the world.  
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shirts. A white shirt is more formal 
and should be worn when the for-
mality of the meeting dictates.
        Women should wear a dress 
or skirt and blouse. A classic 
suit may also be worn. Build a 
wardrobe using classic lines, 
classic skirt lengths, and basic 
classic colours – grey, navy, white, 
and ivory.
        Mexican men are warm 
and friendly, they make a lot of 
physical contact. They often touch 
shoulders or hold another’s arm. 
To withdraw from this touch is 
considered insulting.
        Mexicans are warm and 
gracious. They embrace the manana 

attitude, and do not embrace the 
time-is-money mentality of many 
other cultures. The old Mexican 
saying is that “North Americans 
live to work, but Mexicans work to 
live!”. Respect their sense of time 
and traditions.
        If your natural tendency is 
to speak quickly or you have a 
forceful or sharp tone of voice, 
become aware of how you are 
coming across. Become sensitive to 
the pace and tone used in Mexico. 
Otherwise you will destroy a rela-
tionship with your caustic tone and 
behavior. Also, it goes without say-
ing that jokes about “Montezuma’s 
revenge” are inappropriate.

phones, circuit boards, semiconductors, electronic appliances, 
communications equipment and LCD modules. 
        The industry grew 20 per cent between 2010 and 2011, up from 
its constant growth rate of 17 per cent between 2003 and 2009, 
according to PR Newswire. Currently, electronics make up 30 per 
cent of Mexico’s exports. 
        Automobile is also a major industry in Mexico, where it produces 
the most vehicles of any North American nation. The industry 
produces technologically complex components and engages in some 
research and development activities.
        The “Big Three” automobile groups (General Motors, Ford 
and Chrysler) have been operating in Mexico since the 1930s, while 
Volkswagen and Nissan built their plants in the 1960s. In Puebla 
alone, 70 industrial part-makers cluster around Volkswagen.
        In the 2010s, expansion of the sector was surging. In 2014 
alone, the industry attracted more than US$10 billion in investment. 
In September 2016, Kia motors opened a US$1 billion factory in 
Nuevo León, with Audi also opening an assembling plant in Puebla 
the same year. BMW, Mercedes-Benz and Nissan currently have 
plants in construction.
        In 2006, trade with the United States and Canada accounted for 
almost 50 per cent of Mexico’s exports and 45 per cent of its imports. 
During the first three quarters of 2010, the US had a US$46.0 billion 
trade deficit with Mexico. In August 2010, Mexico surpassed France 
to become the 9th largest holder of US debt. 
        Remittances from Mexican citizens working in the US account 
for 0.2 per cent of Mexico’s GDP  which was equal to US$20 billion 
per year in 2004 and is the tenth largest source of foreign income 
after oil, industrial exports, manufactured goods, electronics, heavy 
industry, automobiles, construction, food, banking and financial 
services. According to Mexico's central bank, remittances in 2008 
amounted to US$25 billion.

LANGUAGE Spanish, which is the offi  cial national language and the 
language of instruction in schools, is spoken by the vast majority of 
the population. Fewer than one-tenth of American Indians speak an 
indigenous language. 
        There are, however, more than 50 indigenous languages spoken 
by more than 100,000 people, including Maya in the Yucatán; 
Huastec in northern Veracruz; Nahua, Tarascan, Totonac, Otomí, and 
Mazahua mainly on the Mesa Central; Zapotec, Mixtec, and Mazatec 
in Oaxaca; and Tzeltal and Tzotzil in Chiapas. Many public and 
private schools off er instruction in English as a second language.

ETIQUETTE AND CUSTOMS In Mexico, men should wear a con-
servative dark suit and tie. Your wardrobe should include suits that 
have classic lines and tailoring in grey or navy, and white or light blue 





and less obstructive feedback modes would be 
ideal so no patients will be disturbed when the 
nurses operate the devices.  

3. TOTAL COST OF OWNERSHIP (TCO)  Despite 
the lower initial acquisition cost, consumer-
grade technology can result in a significantly 
higher total cost of ownership (TCO) once 
you have calculated the further costs incurred 
by investment in additional accessories 
and peripherals, rapid obsolescence, and 
potential downtime. 
        Requirements such as barcode scanning, 
taking payments or surviving a drop without 
damage can incur considerable costs if you need 
to augment consumer-grade technology to meet 
even just one of them. In fact, experts agree that 
consumer smartphones increase TCO by up to 
50% compared to ruggedized devices. 
        When you factor in the potential costs of 
worker downtime, accelerated replacement 
cycles, additional accessories and the support 
needed for a successful implementation, it 
becomes clear to see that the true costs of 
deploying mobility to support your line-of-
business applications go far beyond just the 
device’s initial purchase price. 

4. CONTINUITY OF DEVICES  On average, most 
consumer devices become obsolete in 18 to 24 
months, making all the accessories obsolete 
too. By comparison, enterprise devices have a 
much longer life cycle of five years – or longer. 
        In addition, consumer OS security 
support ends after 36 months, well short of 
the five years of service life required by most 
businesses. Should a device operate on an 
OS that no longer releases security patches or 
off ers security support, it becomes exposed to 
unforeseen security threats. 
        Looking at the bright side, enterprise devic-
es running on Android can choose to subscribe 
to OS services that prolong the device lifecycle. 
This in the long run also drives down TCO. 

5. TRAINING AND THE EASE OF USE  Enterprises 
also need to consider if its new fleet of devices 
is easy to adopt for their workers, who might 
have diff erent preferences and skill sets. This 

T
he use of mobile 
technology in the 
enterprise space continues 
to gain steady traction in 
Asia Pacific, as companies 
compete to improve the 
effi  ciency of their field 

operations. While that is a good sign, one 
common pitfall is the selection of the wrong 
choice of devices for their needs. 
        For example, some decision makers 
choose consumer devices due to the seemingly 
low upfront costs. For myriad reasons how-
ever, some of these consumer devices are both 
unsuitable for rough operational environments 
and more expensive in the long run.
Aside from the use of consumer devices, many 
businesses are simply not choosing the optimal 
device for each use case, and as a result are 
unable to take advantage of the vast benefits of 
such devices or realize operational returns on 
their mobility investment. 
        Here are the top six considerations that all 
business leaders and decision makers should fol-
low when evaluating mobile device purchases:

1.  DATA CAPTURE REQUIREMENTS  RFID tags 
and barcodes are ubiquitous throughout sup-
ply chain environments, as they are essential 
to enabling organisations to track and trace 
diff erent goods and assets. Enterprises should 
examine how often their mobile devices need 
to double up as a scanner in the field and how 
intensive the scanning requirement is. If your 
device needs to read a high volume of barcodes 
or RFID tags every day, speed and accuracy 
would become a primary consideration. 
        Other key mobile features to consider in-
clude the abilities to capture 2D barcodes and 
signatures and taking photos as proof of dam-
age. It is a good strategy to think in the longer 
term, as a good device shouldn’t be a short-
term quick fix, but a future-proof solution.  

2. APPLICATION AND ENVIRONMENT DEMANDS 
The physical ruggedness of any device is of 
critical importance, especially when deployed 
in harsh industrial environments, such as 
in the warehouse or on the manufacturing 
floor. The devices must be able to withstand 
countless drops, accidental spills, extreme 
temperatures, and dust or dirt. In addition, 
businesses need to consider how the users will 
use the device and predict the challenges they 
might have. For example, if a worker is wear-
ing gloves when handling a mobile computer 
or need to carry goods with both hands all the 
time, voice-enabled applications will be helpful 
and facilitative for the task at hand. 
        In a hospital setting, devices with quieter 

APRIL SHEN IS DIRECTOR, ENTERPRISE VISIBILITY AND 
MOBILITY, ZEBRA TECHNOLOGIES ASIA PACIFIC 

is especially important for industries that rely 
heavily on casual or seasonal workers. 
        The right choice of form factor and 
operations system (OS) can help reduce the 
time needed for training to enable workers 
to become productive more quickly. With 
the widespread use of Android touchscreen 
smartphones in the consumer space, a similar 
enterprise mobile device brings about ease of 
use and reduced training time for users.

6. REMOTE SUPPORT FUNCTIONALITY  The 
ability to centrally and remotely manage your 
device fleet is critical for everything from push-
ing upgrades to troubleshooting, particularly in 
the supply chain industry where people, assets 
and goods are perpetually in motion. 
        Without the eff ective use of a Mobile 
Device Management (MDM) application, 
particularly in the case of a Bring Your Own 
Device (BYOD) solution, your employees will 
either become responsible for finding their 
own support, or they will rely entirely on your 
help desk, forcing IT personnel to be familiar 
with potentially hundreds of models. 
        Many organisations in the Asia Pacific 
region are still opting for consumer-grade 
devices that appear to be cheaper than 
enterprise alternatives, thus giving the 
appearance of off ering the best value to money 
ratios. However, these companies have not 
taken into consideration the hidden costs and 
complexities that come with the use of such 
devices in enterprise environments. 
        Beyond the consumer-grade device use 
case scenario, blindly investing in enterprise 
mobile technology for your field workforce 
is not enough to guarantee improved 
productivity, effi  ciency, and customer service. 
        Opting for purpose-built mobile technol-
ogy will enable you to exercise greater control 
over the features you want and engineer your 
device for your company’s specific require-
ments. Organisations need to select the right 
device for their business; only then will those 
benefits deliver a return on investment.  
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agreement usually reveals that they are only 
free for individual users, and the developers 
expect companies to pay for business usage.  
        Under this scenario, this also means many 
accounts are being held in individual names 
instead of the company. As a result, companies 
actually have limited administrative oversight 
over the data and tools that are being used 
within its operations.
        Administrative controls gives companies 
visibility over their data and mitigate exposure 
risk.  In a scenario like an employee sharing 
confidential information, be it accidental or 
intentional, the company may not know any 
better or find out about it too late.  
        Perhaps the situation is unearthed 
only at the point the employee leaves the 
company. What is worse is only finding out 
that individual has took significant amount of 
proprietary data with him or her upon their 
exit from the company.
        It is a dangerous line to take.  
Administrative control over data is more lax 
than many realise and yet, is more crucial 
than ever.
        Malaysians were hit with headlines about 
data breaches not too long ago. Data of over 
46 million mobile phone subscribers was 
compromised. In this light, businesses should 
really sit up and examine how their own data 
is controlled.
        In many cases, it could simply mean 
investing in paid cloud services instead of just 
using those available for free. Many apps and 
tools have both free and paid versions. The 
free versions have basic functions while the 
paid ones come with the bells and whistles. 
        What Microsoft has tried to do, in their 

B
usiness owners, 
corporations, and IT 
departments of the world 
would do well to realise 
that the way we 
communicate at work has 
changed significantly.  A 

large percentage of business communication 
has gone beyond the realm of just email.
        Many of us will likely have Whatsapp 
on our mobile devices and not just one, 
but multiple work related chats be it with 
individuals at work, or groups involving work 
related individuals.
        Yet, till today, most IT Departments of 
businesses and corporations still only look 
to email as the main tool for work related 
communication. The number one enquiry we 
get from potential clients is still about email. 
There is still a fixation on email being the be 
all end all.  
        The IT environment seems to have stayed 
a super conservative one, where employees get 
no other tools, for example, to execute a task 
like sharing a big file.
        This scenario lead employees down this 
inevitable outcome: using free apps to get 
the job done.  Employees embrace new cloud 
enabled technology to boost their productivity.  
A designer who works at a small agency of 
perhaps 10 people could very well be using his 
or her own personal Dropbox to share files.
        Most small and medium enterprises 
(SMEs) are on the cloud. There are free 
tools available to improve many aspects of a 
company’s business. Many companies get their 
staff  to use these free tools. 
        However, the fine print in the end user 
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Offi  ce365 suite of paid cloud products, 
is to first build a powerful security and 
administrative layer into the suite that allows 
the customer to control and protect their 
corporate data. 
        On this layer, they then provide a whole 
family of Microsoft’s own apps that work 
similar to the free apps. For example, Yammer 
is Microsoft’s business version of Facebook, 
whereas Teams is Microsoft’s version of Slack.
        Developers like Dropbox for example, 
provide both a free and a paid business 
version.  The business version of Dropbox 
provides a robust suite of security and 
administrative functions. 
        These functions allow companies to have 
an oversight on who has access to which files, 
who has shared files, who has deleted files, 
and even a longer recovery period for deleted 
files.  The administrator can also sign into 
Staff  Accounts if needed.  
        The eye-opener for businesses should 
be that it is no longer about protecting just 
servers.  (Servers and fixed IT assets by the 
way, needs a whole new discussion of its own!)
        Ultimately, in today’s working 
environment, the concern about data security 
revolves around people having access to data 
by virtue of coming in to work.  Hence, a 
little more investment in the right way may 
put your cloud technology to much better, 
safer use. 
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SALES BLOG     WITH SUE BARRETT

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

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

02. LONG-TERM FOCUS It’s no news that most businesses are focused on the 
short-term. However, there are increasingly louder calls for businesses to 
be more long-term focused in their planning and strategies. Results are 
proving the long-term approach is far more sustainable and profitable.

03. HUMAN CENTRED SELLING: DESIGNING EMPATHETIC CUSTOMER CENTRIC 
CULTURES For the past 60 years, most sales methods have been based on 
self-interest, isolation and calculation. In the 21st century, these “archaic” 
methods are replaced with human-centred selling (empathy, collabora-
tion, and cooperation) encouraging connectivity and engagement.

04. BUYER BEHAVIOURS, AI AND THE FUTURE OF SALES ROLES According to Gart-
ner Research, by 2020, 85 per cent of interactions between businesses 
will be executed without human interactions. This sales trend is focused 
on how buyers’ behaviours are changing with the rise of digital engage-
ment and buying, and its impact on sales roles across both B2B and 
B2C channels. Hence, many of us need to step up and bring to the fore 
our very best human skills in communication, empathy, kindness, ideas 
generation, problem solving, creativity, and delivering real value.

05. PROCUREMENT IN THE FUTURE: HUMANS NEED NOT APPLY Procurement of 
the future will not be about purchasing. It will be about the three-pronged 
management areas of supply, risk, and brand. Because we are living in an 
era of increased technology disruption, as well as the traditional disrup-
tions of geopolitics and natural events, traditional procurement methods 
are not sustainable. You should not negotiate annually with your estab-
lished networks of suppliers or sources. Instead, the procurement roles of 
today and tomorrow should be about supply management.

06. MOVING CX AND HX: IT’S ALL ABOUT PEOPLE NOW The terms “customer 
experience” and “customer centric” have been around for some time. 
these terms are now referred to in shorthand as CX. Now a new term is 
emerging – HX, the “human experience”. 

07. SALES LEADERSHIP: PREPAREDNESS, CURIOSITY AND COURAGE The state of 
flux we are experiencing is bringing about a shift in the top key qualities 
required to be an eff ective business executive and leader: preparedness, 
curiosity and courage. It’s a change in their order of relevance for navi-
gating a changing world in flux. 

08. HOW SALES AND MARKETING CAN EXCEL IN A WORLD IN FLUX Who’s in flux? 
The Buyer. They have dramatically changed how they identify, evalu-
ate and purchase solutions over the past 10 years, and they continue to 
evolve. Every member of the B2B or B2C buyer has instant mobile access 
to the information they need throughout each stage of their purchasing 
process.  They are constantly interacting with our competitor’s informa-
tion, creating a flux in marketing and sales.

09. PERSONAL BRANDING: A MUST-HAVE Thanks to evolution of technology 
and the internet, never has it been so easy to find out so much about a 

product or a person. This ease of 
access to data has made the buying 
process significantly easier and less 
risky for everyone involved. In B2B 
environments, consumers are look-
ing as closely at the salesperson as 
they are at what they are buying.

10. STORYTELLING: TAKING OUR SALES 
TEAMS BEYOND FEATURES AND BENEFITS 
Brands today are increasingly incor-
porating storytelling into their sales 
and marketing strategies to resonate 
with their customers. This sales 
trend is focused on the increasing 
importance of the art and science 
of storytelling in sales and market-
ing, taking our sales teams beyond 
presenting features and benefits.

11. SALES CYCLE: TAKING LONGER (MUCH 
LONGER) In a B2B business environ-
ment, the sales cycle is usually 
defined as the days/weeks/months 
that pass from the first time a 
salesperson contacts a lead to the 
moment the client signs the contract. 
However, most definitions of “sales 
cycle” have flaws because it’s nearly 
impossible to have one definition 
applicable to every business. We 
are seeing sales cycles becoming 
unprecedentedly long and more 
unpredictable. In the current state 
of flux, there is no predictability that 
businesses can rely upon.

12. SALES COACHING: AT THE CORE OF 
SALES SUCCESS In recent years, sales 
leadership coaching has continuous-
ly grown in acceptance by the man-
agers involved in this task, as well 
as in its meaningful incorporation 
into the overall sales architecture 
of sales organisations. It has shifted 
from being an additional learning 
and development opportunity to be-
coming a central and critical part of 
the overall evolution modern sales 
operations are going through.

T he world is changing and 
moving at lightning speed, 
adapting and evolving, 

and getting more complex to the 
point where it is becoming too 
overwhelming for many. Just when 
we need to think about and 
manage complexity, there is a flight 
to the simplistic to just cope with 
the day to day. However, simplistic 
answers to complex problems do 
not work.
        Let’s embrace this complexity, 
bring together what we know to be 
true and take it up a notch or two. 
Here is a brief insight into the 12 
Sales Trends for 2018 Report.

01. THE SELLING BETTER MANIFESTO This 
is a new way of engaging and work-
ing collaboratively with customers, 
suppliers, and each other. The Mani-
festo is about long term and sustain-
ability, recognising everybody lives 
by selling something and a focus on 
working towards a fair exchange of 
value for mutual prosperity

12 SALES TRENDS 
FOR 2018
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2013. Marshall’s exciting new 
research on engagement will 
be published in his upcoming 
book – ‘Triggers’
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LEADERSHIP EXCELLENCE     WITH MARSHALL GOLDSMITH
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W
What are some of the 
more common reasons 
leaders, especially 

leaders of startups, fail? And, how 
can we learn from failure and 
become even more successful 
because of the experience?
        My friend, Dan Levitan, man-
aging partner of Maveron, a lead-
ing venture capital firm he founded 
with Howard Schultz president and 
CEO of Starbucks, says this,
        Leaders may be headed for 
failure when:
1. They don’t own the outcome.

They are victims of circum-
stance and thus lose faith in 
their abilities.

2. They are inflexible. Leaders and
organizations need to be nimble 
and flexible to changes in the 
industry marketplace.

3. They lose touch with the customer. Product fit and staying relevant
to the customer is critical to success!

When negative factors impact our success, we may begin to get angry 
because, “It wasn’t my fault”, “It isn’t fair”, “They didn’t tell me”. This 
type of thinking is only going to lead to more failure!
        Rather than wallowing in what could have been and what should 
have been, here are four suggestions that you can try that will help you 
learn from failure and use it as the great teacher that it is.
1. Realise that we all make mistakes. Everyone makes bad decisions

sometimes. We are all just human! You don’t have to love everyone, 
just accept them for being who they are. Carrying around anger 
directed toward your co-workers, direct reports, or bosses does not 
help you, your company or the people who work with you.

2. Forgive yourself. You are an adult. You chose to work with this
company. In a way, you made a bet. Sometimes our choices don’t 
work out as we had planned; sometimes we need to change something 
to achieve success. 
       This does not make you a bad person — just a human being. 
At a deeper level, the person you are in fact angry with may be 
yourself. Don’t be personally ashamed because of a failure. Own your 
performance. You have done your best!

3. Assess the situation. One 
of greatest challenges for 
leaders is to let go.Objectively 
consider your situation. Given 
the organisation as it exists 
today, do you want to stay? 
If so, make the best of where 
you are. Do you want to leave? 
If so, begin searching for 
another job.

4. Remember your deeper mission 
in life. Behave in a way that 
optimizes benefit for yourself and 
the people that you love. Don’t 
cut off  your nose to spite your face 
by letting your anger over failing 
override your logic. 

I have seen many otherwise smart 
people make stupid decisions when 
they were angry. Don’t let this 
happen to you! 

FAILURE 
IS A 

GREAT 
TEACHER



Brad Feld has been an 
early stage investor and 

entrepreneur for over 20 
years. Prior to co-founding 

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

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

software companies. He is also 
the co-founder of TechStars. 

54

FELD THOUGHTS     WITH BRAD FELD
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at least 33% too long. I’m a vegetarian and am now eating very lightly 
at dinner, so the experience of dinner is much less important to me. I’ve 
been to all the restaurants in Boulder many times, so there’s no novelty 
in the experience. I’ve got a 30-minute drive home from downtown 
Boulder to my house, so getting home is dinner_end_time + 30 minutes.
        I go to bed early (usually before 10 pm) so dinners often are the 
only thing I do in the evening before going to bed. I love to lay on the 
couch with Amy and read in the evening before I go to sleep, so this 
decompression from the day is almost always lost when I have a business 
dinner. I also love evenings at home with just Amy, business dinners out 
take time away from this for us.
        That said, business dinners are part of my work. I’ve been to at least 
1,351 board dinners in the last 25 years. I typically have business dinners 
three or four times each week, every week. I almost always have at least 
four major dinner-related events (with greater than 25 people) each 
month. Simply deciding not to do business dinners isn’t an option as long 
as I do the work I’m doing.
        To solve for this, and make business dinners more enjoyable and 
productive from my frame of reference, following is the best way to have 
a business dinner with me.
  The maximum number of people at dinner should be eight.
  Dinner should start early (I love 6 pm start times).
  I’m indiff erent to the restaurant – you choose.
  I’m going to be fully engaged during dinner, but as the group gets

larger, my focus becomes on the 
people seated immediately next 
to me.

  Don’t worry about what I do, or
don’t, eat. And don’t be 
surprised if I don’t eat anything.

  I don’t mind if you (and the
other people) stay later than 
8pm, but I’d like to leave then.

I’m sure I’ll end up at some din-
ners, and events, that don’t fit this 
profile. By default, I’m no longer 
going to board dinners, although I’ll 
make exceptions when necessary. 
        Amy occasionally likes to 
go to galas and big public events, 
so I’ll tag along for those. And, 
of course, I can comfortably do 
these periodically. But, if you 
want to get the most out of me, 
and have me enjoy the experience, 
the bullet points above are a good 
guideline. 

I
love the idea of A User 
Manual To Working With 
Me. A number of the 

CEOs we work with have written 
them and Seth sends out a letter to 
all new founders about working 
with us.
        While I occasionally think 
about writing an @bfeld User 
Manual, I never manage to get 
around to it. On our Q4 vacation, 
Amy and I talked a lot about 
dinners out, especially my own 
struggle with dinners with large 
groups of people, which caused 
me to reflect on how I approach 
dinners out in general.
        Business dinners have become 
increasingly challenging for me 
for a number of reasons. I’m an 
introvert, so when the dinner 
is more than four people, it’s 
extremely draining for me. I no 
longer drink, so every dinner lasts 

USER MANUAL: 
BUSINESS 
DINNERS



55

UP YOUR SERVICE!     WITH RON KAUFMAN 
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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. 

M
any organisations spend 
heavily on service training 
and wonder months later 

why no substantial improvement 
has been achieved.
        Training teaches someone 
how to “do” something in a 
specific situation. Training, by 
its nature, is tactical, prescriptive 
and diff ers between functions and 
departments.
        This can result in a 
fragmented understanding of 
service inside an organisation. It 
can also leave employees unsure 
what to do when they encounter 
a situation they have not been 
trained to handle. 
        As a result, there will be 
frequent escalations that take time 
and resources to resolve   with no 
guarantee of a desirable outcome 
for the customer.

BUILD A SUPERIOR SERVICE CULTURE
Organisations that build a 
Superior Service Culture create 

        Internet technology, trade 
liberalisation and maturing 
markets have increased 
competitive intensity across many 
industries including medical, 
financial and professional services, 
technology, telecommunications, 
manufacturing and even 
government sectors.
        As customers become 
increasingly sophisticated and 
expectations rise, what delights 
customers today is merely normal 
tomorrow. Superior service is now 
a moving target. Customer Service 
Training alone cannot keep pace.
        To win in today’s world, 
you must build a SUPERIOR 
SERVICE CULTURE. 

an environment with a shared understanding of fundamental service 
principles and common language to speak about and deliver superior 
service.
        In a Superior Service Culture, everyone is educated, motivated, 
recognized and rewarded for creating increasing value for customers 
and colleagues.
        A Superior Service Culture must be intentionally designed, devel-
oped and sustained over time. A proven architecture of service educa-
tion, leadership, momentum and support can be applied to successfully 
engineer a Superior Service Culture throughout your organisation.

WHY BOTHER? Organisations that provide superior service – and con-
stantly step up to new levels – create value for customers beyond the 
usual comparisons of price, features and specifications.
        This deepens your relationship with customers, earning higher 
volumes, margins and profits. This diff erentiates you from the 
competition and leads to a sustainable competitive advantage.

WHAT’S NEXT? At a macroeconomic level, service industries are replac-
ing manufacturing, agriculture and resource exploitation as a corner-
stone of economic growth in developed and developing countries.
        In developed countries, the impact of globalisation, 
commoditization and ease of switching suppliers means customers have 
more choice. Organisations must work smarter to create profitable 
relationships and sustain customer loyalty.
        Service excellence is no longer the exclusive domain of hospitality, 
retail and food and beverage sectors. 

THE PROBLEM 
WITH CUSTOMER 
SERVICE TRAINING
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As a sought-after corporate 
speaker and comedian, 

published author, talk radio 
host, syndicated business 

columnist, and self-professed 
Mama's Boy, Tim's unique 

perspective is enjoyed by 
thousands who listen to his 
radio show, read his books 

and columns, and hear him 
speak every year.

BIZSTART     WITH TIM KNOX

O ne of my coaching clients 
stopped by the other day 
to tell me that they had a 

great idea for what she called “an 
amazing new product”.
        She went on to say, “There is 
nothing like it on the market and 
no competition that I can find. It’s 
a can’t miss, slam dunk, absolutely 
no doubt about it winner!”
        I did what I always do in 
this situation.  I gave her my slow 
bobble head nod and asked her to 
tell me more, bracing myself for a 
wave of unbridled enthusiasm for 
another as-yet-to-be proven idea.
        “I think it will be a huge 
success and so do all of my girl-
friends!” she gushed.  “I’m willing 
to bet the farm on this one, Tim. 
It’s going to be UH-MAY-ZING!!”
        She said “AMAZING!” like 
Oprah says… well… most things.
        The bubble-burster in me was 
already shooting sharp needles in 
her direction, but I played it cool.
        After two decades of hearing 
about “big ideas” and “can’t miss 
products” I’ve learned that rarely 
is anyone as excited as the person 
who has the big idea, and most 
entrepreneurs have a few dozen big 
ideas on a daily basis.
        The truth of the matter is, 
more often than not, the only thing 
that’s really amazing about the 
big idea is the way that it’s totally 
ignored by the buying public.
        In my software business there 
have been times when we came 
up with what we thought was an 
amazing idea for an amazing piece 
of software – a piece of software 

board to store shelf.
  How will you finance things like 

market research, patents,
engineering, design, product 
development, staffi  ng, 
inventory, distribution?

The availability of other 
resources required to take the 
product from the drawing board 
to the consumer:
  Do you have the time, the drive,

the perseverance, the 
knowledge, the contacts, the 
support, and a hundred other 
things required to bring your 
amazing idea to fruition?

  Have you even looked at what
it will take to get your product 
to market? If not, do so before 
you invest a dime in anything.
        Above all, research, 
research, research… It’s the 
best way to determine just how 
amazing your big idea really is:

  Research the market for similar
products. Again, if there are no 
similar products on the market 
that might mean there is no 
market for that product.

  If there truly is nothing exactly
like your product, research 
similar products that 
fill a similar void in the 
consumer’s life.

  Learn all you can about such
products: pricing, market share, 
track record, etc.

  Research the competition. As
mentioned earlier, if there is no 
competition there may not be a 
market for a product like yours.

  If there is competition, research
the competition fully (little guys 
and big guys) to help determine 
if you can realistically compete 
for market share.

  Identify your target customer
and ask them for an honest 
evaluation of the idea and its 
marketability.

  Avoid friends and family as they
usually just tell you what you 
want to hear.

  If your target customer is a 35
year old female, pitch your idea 
to every 35 year old female you 
meet and gauge their response.

The best advice I can give you 
when it comes to amazing new 
product ideas it’s best to follow 
your head and not your heart.
        It’s a lesson that took me 
years to learn.
        Hopefully my client will learn 
it faster than I did, but I kinda 
doubt it.
        Here’s to your success! 

so amazing, in fact, that we knew that all mankind would sit up and take 
notice, then line up to write us checks.
        After hundreds of hours and thousands of dollars spent developing 
the product we were amazed to find that the only people who thought 
the software was truly amazing was us.
        We made mankind yawn.
Quite an amazing accomplishment, if I do say so myself.
        So here’s basically what I told my coaching client.
It worries me when someone says there is nothing like their big idea on 
the market.
        While you may think that it’s a good thing that there’s no product 
like it on the market, it might actually mean that there is no market for 
such a product.
        The same holds true for a lack of competition.
A total lack of competition might mean that there is no demand for such 
a product.
        Rarely does a product come along that revolutionizes an industry.
Rarer still does a product create a new industry on its own.
        So, how can you tell if your amazing new product really is worth 
gambling on?
        The truth is, you can never be 100% certain that your idea will sell.
No matter how enamored you are of it or how much your friends rave 
about it, the success of a new idea depends on a number of factors, 
many of which are beyond your control. Just a few of those factors are 
listed below.

The viability of the idea:
  How viable is the idea, i.e. what are its real chances for success?
  How can you be sure people will pay you for the product?
  Is this really a product that you could build a company around or is it

more of a one shot item?
  Does the idea have the potential to generate immediate and long-

term revenue?
  Will this product build customer loyalty?
  Is the product one that will off er good margins and profit potential?
  Have you researched and tested the viability? Or did you just ask

your friends what they think?
The people implementing the idea:
  The right team can make even a mediocre product a huge success

(ever heard of Windows).
  Inversely, a bad team couldn’t sell ice water in Hades.
  Pick your team carefully. The right people really do make all 

the diff erence.
The demand for such a product in the marketplace:
  Is there really a need for a product such as the one you propose?
  Is there a line of people demanding such a product?
  Will this product fill a need or satisfy an itch?
  Products are sold on he basis of want, need, and desire.  

If your product doesn’t serve one of those emotions, there is no 
market for it.
The competition: is the market already crowded with competitors?

  If so, what will it take to move your product ahead of the pack?
  Remember, the company that markets the best always wins the

majority of customers.
  You might have a superior product, but if there is an 800 pound

gorilla sitting on 95% of the market share and a bunch of “little 
guys” already fighting over the leftover 5%, there will be very little 
room for you.

The depth of your pockets:
  Even an amazing product requires a ton of cash to go from drawing

HOW BIG IS YOUR 
REALLY BIG IDEA, 
REALLY?



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 
� rm specialising in sales 
force development. 
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WHEN GOOD 
PROSPECTS 
CAN BE WORSE 
THAN TOUGH 
PROSPECTS
        Their inconsistency can 
be unnerving and even the 
best salespeople get caught off  
guard, are truly surprised by 
the behavior and frankly, don't 
always know what to do.
        So what should you do?
The same thing you should do 
in stop and go traffi  c.  Don't get 
lulled into complacency in the 
first place!  
        If the prospect goes off  
the rails, slow down, take a 
deep breath, ask them what 
just happened, back up and 
MAKE SURE THEY ARE 
COMPLETELY FINE BEFORE 
YOU SAY ANOTHER WORD.  
Don’t move forward if they 
aren’t 100 per cent OK because 
that’s when they’re most likely 
to go off  the rails again. 

I
was on the way to a 
meeting and the traffi  c 
was stop and go - not 

moving for a minute, then back up 
to 30 mi/h, and then back to a 
dead stop.
        I’ve been driving since 1972 
and have driven in all kinds of 
conditions: 

1.  Pitch black on a moonless night
on a narrow winding road with 
no street lights; 

2. On a 4-lane highway in white-
out conditions where you can't 
see where the sides of the road 
are, down-hill on black ice with 
zero control of braking and 
steering; 

3. Snow-covered, two-lane road
with cars stranded all over the 
place during the height of a 
blizzard, torrential rain when 
the roads were flooded, heavy 
fog when you can't see the hood 
of your own car; and

4. Over a bridge in a tropical
storm where the wind was 

blowing so hard it was diffi  cult to keep the vehicle on the bridge.  

However, I haven't driven off -road.  
        Comparing the stop and go traffi  c to the other conditions I have 
driven in got me thinking about a sales analogy that you might find 
helpful.
        As bad as those conditions may have been, they didn’t surprise me, 
they didn’t change, and other cars were not really factors in dealing with 
the conditions. 
        While it was challenging to drive in those conditions, I was prepared 
for those conditions.  The weather forecast called for those conditions. I 
knew about those conditions before I entered the vehicle.  It was as bad 
as I expected but not worse than I expected.
        On the other hand, stop and go traffi  c, even on dry roads with 
sunlight, scares the crap out of me because I don’t know what will 
happen next, when it will happen, or where it will happen.  
        As white as the knuckles get in the worst conditions, in stop and 
go traffi  c I can get lulled into complacency and then, BANG.  Someone 
slams on their brakes and it’s time to brace for impact again.
        Good salespeople can handle the toughest prospects because they 
are prepared for those prospects.  They know what they are walking into 
and those prospects are consistent.  They are as bad as expected but not 
worse than expected. 
        On the other hand, stop and go prospects are extremely scary.  One 
minute everything is fine, they’re a good prospect, and the next minute 
everything is wrong and they’re a tough prospect.  You finally get them 
comfortable again, they’re a good prospect again, and then BAM, they go 
off  the rails again.  
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Roy Strauss, president 
of The Strauss Consulting 

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

increase their pro� tability 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, sta�  ng as well as 

the complete design and imple-
mentation of distribution and 

manufacturing centers.

CONSIDERATIONS 
WHEN BUYING A 
SUPPLY CHAIN 
BASED BUSINESS

I
f one is buying a 
manufacturing, 
wholesale, distribution, 

email order, or online business it 
is important to understand key 
variables to determine the true 
value of the company. 
        Key variables include the 
property (whether leased or 
purchased), equipment (storage, 
material handling, automation, and 
manufacturing if applicable), inven-
tory (products for distribution and 
raw materials if applicable), staff  
(payroll costs, productivity, and 
employee contracts), and technol-
ogy (capabilities of hardware, 
software, and accessories).

PROPERTY: When considering a 
business for purchase an analysis 
should be done to determine if it 
is more advantageous to own or to 
lease the property (do you want to 
be a property owner with associ-
ated coasts and responsibilities or a 
renter) for each circumstance. 

CONSIDERATIONS SHOULD INCLUDE:
  The cost of the property

compared to similar properties 
in the same locale vs. the cost 
and length of the lease vs. 
comparable properties in the 
same locale to determine the 
best value for your situation.

  Cash flow – if the added cost
to own the building will 
consume your available 

cash and/or the additional money to be borrowed, and the cost 
of borrowing the money will leave you short of cash needed for 
marketing, inventory, equipment, or to add key staff , it may be a 
better idea to lease.

  Space is usually valued by the cost of the property or of the lease.
Space also should be valued in the context of growth. One should 
determine for how many years the space can support future business 
based on the company’s growth plan. If the business will outgrow the 
space soon after the purchase, one must add all associated costs of 
moving to the cost of the deal.

  Future business: do you have ideas to expand or change the business
in ways that the facility will not be able to support?

  
EQUIPMENT: The value of production, material handling, and storage 
equipment is typically calculated by its original cost less depreciation.
  Equipment originally purchased for US$30,000,000 many years ago

may have a present value that is considerably less. That value must 
also be determined based on local accounting rules as well as 
considering the resale value.

  The operational value of the equipment [its functional ability to
provide required productivity levels (volume and speed) to meet 
present and future customer service requirements] is far more 
important than the cost of the equipment. The equipment capabilities 
must provide your company with a competitive edge continually.

  Obsolete equipment is very detrimental as one cannot be competitive,
it will have to be replaced (at what cost?) and production time will be 
lost. If there is newer, less costly (to buy and/or run) the equipment 
included in the purchase will have very little or no value.

INVENTORY:
  Most businesses determine the value of the inventory whether for

products for sale or for raw materials by reviewing the invoices for 
their purchase. Then, a physical inventory is done to ensure the 
amount on hand for each item matches the quantity listed in the 
company’s perpetual inventory.

  When analysing inventory, one must establish the relevance of the
inventory as well as the dollar value. Obsolete material and overstock 
(whether too much was purchased for a deal or if sales quantities 
dropped after purchase = deadstock) that is not readily saleable will 
reduce the value of the inventory and therefore, the value of the 
business.

  If 25 per cent  of the inventory value is for items no longer saleable or
for overstock that will take a very long time to sell, the value 
attributed to inventory as part of the purchase price of the business 
should be reduced by 25 per cent. The real value is that of good 
selling items in proper quantities. Additionally, the extra stock will 
waste space in the facility and lower customer service levels.

STAFF: It is one thing to determine the cost of the staff  by reviewing 
payroll records but the real value of the staff  should be judged by its 
capabilities to run the business moving forward and relative productivity 
vs. cost.
  Having lower cost workers is irrelevant if they under produce the

competition and labor costs per unit are too high.
  One must benchmark the cost per unit produced vs. either industry

standards or that of similar businesses in the same locale.
  Employee contracts must be examined to ensure that key employees

will remain with the company after its purchase and to determine 
future obligations to them.

  Capabilities of key employees 
must be ascertained. If they 
are not capable of producing 
desired results for the way you 
will be running the business in 
the future, they may have to be 
replaced or additional staff  may 
have to be added, both adding 
to the cost of the business

  Union agreements (if
applicable) must also be 
examined to determine future 
obligations both monetarily 
and otherwise.

TECHNOLOGY: ERP, WMS, 
operations and communications 
software (and related hardware) 
must be valued by how well 
they support both current and 
future business requirements to 
determine their real value.
  A gap analysis must be

performed to determine if 
and/or when current software 
should be modified or replaced. 
To do this, each key function 
that is required from the par-
ticular software is measured by 
how well and how complete the 
software supports all user re-
quirements. The “gap” defines 
missing functionality and/or 
capability and will allow you to 
determine what must be added 
and at what cost.

  Many companies make a
mistake by performing the 
gap analysis for current 
business requirements only. 
Proper gap analysis should 
be performed to meet future 
business requirements and 
volumes so as the business 
grows it can be determined if 
the systems purchased with 
the business will provide 
proper future support

  The same holds true for
IT hardware. Servers should 
be sized for future business 
models and volumes, barcode 
scanners might have to accept 
or be replaced by RFID or 
other technology in the future 
as well, and printer specifica-
tions and volumes may dictate 
higher level equipment.

  The cost for any additional IT
equipment needed immediately 
or in the near future should be 
added to the purchase price of 
the business

By understanding all key variables 
in their functional context one can 
determine the proper price to pay 
for a business.  
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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.

E nthusiasm is the first thing 
we get as we come into 
this world and the last 

thing we lose as we leave this world 
behind. It is the essence of 
everything we do, have, and create 
in our lives. Creating, maintaining, 
and communicating enthusiasm is 
the key to all success.
        Winston Churchill said, 
“Success is the ability to go from 
one failure to another with no loss 
of enthusiasm.” Success always 
takes persistence, commitment, 
and consistency. The only way to 
maintain a long-term, high-level 
eff ort is through enthusiasm.
        During the course of my 
career at my company, the 
Narrative Television Network, I’ve 
had the privilege of interviewing 
some of the top people from the 
worlds of entertainment, sports, 
politics, and business. 
        The one common trait I have 
found among all successful people 
is a high level of enthusiasm 
for the work they do. If you’re 
competing against people who are 
enthusiastic when you are not, it 
will be as if you are working while 
they are playing.
        I remember working with a 
gentleman in the investment field 
who always seemed to drag himself 
into the offi  ce 20 minutes late, 
had no energy or excitement about 
anything, and put a depressing 
cloud over everything he did. 
        Then he asked me to go 
fishing with him one Saturday. I 
thought it might be a good bonding 
experience for us, so I agreed. It 
was a bit shocking when he told 
me he would pick me up at 4:00 
a.m. as this guy couldn’t generate 
any energy at noon, so I couldn’t 

        Enthusiasm will improve 
your performance as well as that 
of everyone around you. We all 
have friends who are enthusiastic 
people, and just being around 
them changes our outlook and 
energy level. When it comes to 
success and happiness, nothing 
can take the place of enthusiasm.
        As you go through your 
day today, be enthusiastic, and 
enthusiastically look forward to 
success.
        Today’s the day! 

ENTHUSIASM

imagine what he would be like several hours before sunrise.
        To my surprise, he was in my driveway early, and seemed excited, 
energetic, and enthusiastic about our fishing trip. 
        After a two-hour drive, we arrived at our destination where we 
waded out into freezing cold water and fished from daylight until dark, 
each receiving only a few fish bites and catching three small trout 
between us. 
        My colleague who was habitually unenthusiastic at work revealed 
himself to be the most enthusiastic trout fisherman imaginable.
        If you find yourself in a career where you’re working 50 or 60 
hours each week doing something you don’t enjoy and failing to experi-
ence enthusiasm, you need to either find something new to do or find a 
new attitude because this life we’re living is not a practice game. It’s the 
Super Bowl, World Series, and the Olympic games all rolled into one.
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BB
usy professionals 
cannot waste a 
single second of 
their day. Our 
bodies need 
energy to keep 

moving at that pace. If you often 
work through lunch and go hours 
without even breaking for a snack, 
you may have diffi  culty 
concentrating and getting results 
from the work you’re putting in.
        There are a few things you 
can do to keep yourself healthy 
while you’re powering through 
your day. Just a few simple changes 
can make a big diff erence in your 
energy levels, as well as your 
overall health.

01. DON’T SKIP BREAKFAST
As you’re running out the door 
for your early-morning meeting, 
the last thing you’re thinking 
about is stopping for breakfast. 
But breakfast skipping has been 
linked with an increase in obesity 
and diabetes risks, as well as 
morning moodiness. 

02. MAKE IT CONVENIENT
You likely find you have little 
time to stop by the grocery store, 
especially during the workweek. 
Grubmarket  (love these guys) 
brings fresh food from local farmers 
directly to my home and offi  ce. 
        Grubmarket’s snack pouches 
are perfect for keeping on hand 
when you want a snack. You can 
also have farm-fresh poultry, eggs, 
produce, meat, and other items 
delivered, saving you a trip to the 
store or farmer’s market.

03. PREPARE IN ADVANCE
One of the best things you can do 
is prepare snacks and meals for 
your day before you leave in the 
morning, especially if you’ll be 
working through lunch. But what 
if there is rarely time to put a meal 
together in the morning? 
        You can solve this problem by 
setting time aside over the weekend 
to prepare snacks and meals for the 
week. Purchase plastic containers 
that can be refrigerated or frozen 
and picked up each morning on the 
way out the door.

BY 
JOHN 

RAMPTON

04. INVEST IN GRAB-AND-GO 
SNACKS Look around your offi  ce. 
If there’s nothing to snack on, you 
may find yourself shrugging off  
your hunger for hours or—worse—
heading down the hall to the 
vending machine. Purchase healthy 
snack-size foods like boxes of 
raisins or healthy granola bars. Blue 
Diamond 100-calorie Almond Packs 
are a great way to get the many 
health benefits of almonds without 
eating an entire bag.

05. DON’T EAT AND WORK. 
Multitasking has been proven to be 
disastrous to the waistline. Instead 
of distractedly munching on a salad 
while you’re working on a proposal, 
set your work aside and focus 
completely on your meal. 
        Better yet, take your lunch 
outside on a nice day and combine 
the benefits of fresh air with 
savouring your food. You’ll have a 
more pleasurable eating experience 
and return to your desk feeling 
refreshed.

06. EAT AND MEET While 
distracted eating may be bad, 
socialising has its health benefits. 
Schedule lunch meetings as often 
as possible to make sure you get a 
good mid-day meal in. You could 
use the opportunity to take team 
members off site to get their ideas, 
meet with clients, or network with 
local colleagues.

07. STAY HYDRATED Whether you 
like the taste of it or not, water is 
an important part of good health. 
Consider having an in-offi  ce water 
cooler to make it easy for you 
and your team members to stay 
hydrated throughout the day. If 
this isn’t a possibility, keep a small 
refrigerator in your offi  ce to hold 
bottled water.

08. CHOOSE HEALTHY OPTIONS 
AT RESTAURANTS Eating out is 
inevitable for a busy professional, 
but you don’t have to settle for 
greasy fast food options. Almost 
all restaurant chains have healthy 
dining options to attract health-
conscious customers. To play it 
safe, stick with grilled instead of 
fried and choose sides like fruits, 
soups, and salads over fries or 
onion rings.

09. MAKE FAMILY DINNERS A 
PRIORITY Evening meals are an 
important time for families. Make 
sure you’re home every evening 
in time to share a leisurely meal 
with your spouse or your family. 
If you’re single, schedule regular 
get-togethers with friends where 
you enjoy a healthy meal. This will 
help you maintain a healthy work-
life balance.

10. GROCERY SHOP WISELY
Experts recommend spending most 
of your time in the outer sections of 

the grocery store when shopping 
for food. Produce, dairy, meats, 
poultry, and eggs should make 
up the majority of your shopping 
time, keeping you away from the 
packaged, preservative-filled foods 
in the center aisles.

11. CHOOSE QUALITY Make sure 
most of your diet includes nutrient-
dense foods that let you accomplish 
more with less. Avoid sugar and 
empty calories and instead focus 
on making sure each snack and 
meal packs as much punch as 
possible. Remember, you’re going 
for fueling your body and mind so 
you can accomplish more.

12. LIMIT ALCOHOL As tempting 
as it can be to indulge in a 
happy hour drink after work, 
it’s one of the worst ways to add 
calories to your diet. While the 
occasional drink or two won’t 
hurt, it’s important to moderate 
your alcohol consumption, 
especially if the rest of your diet 
is severely lacking.
        If you take care of your 
mind and body, you’ll find you’re 
more productive and have more 
energy throughout the day. You’ll 
also keep yourself healthy, which 
will allow you to avoid visits to 
the doctor and ongoing illnesses. 
When you take care of yourself, it 
is not just your health that benefits 
-- your business will to. 

12 WAYS TO EAT HEALTHY NO MATTER 
HOW BUSY YOU ARE

JOHN RAMPTON IS IS AN ENTREPRENEUR, INVESTOR, ONLINE MARKETING GURU AND STARTUP ENTHUSIAST. THIS ARTICLE ORIGINALLY APPEARED ON ENTREPRENEUR.COM.
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CAMILA 
BY CAMILA CABELLO

C
amila Cabello’s Havana became the 
fluke hit of late 2017, but there are 
other enjoyable songs in her first solo 

album, Camila. There aren’t many other 
flourishes from Cuba, the land of Cabello’s birth 
on Camila, her first solo album, so it was a 
stroke of possibly accidental genius to sense a 
huge hit in a blithely tropical song about a girl 
who left her heart in a less easily retrievable 
place than San Francisco. 

TWIN FANTASY 
BY CAR SEAT HEADREST

T
echnically, Will Toledo’s upcoming 
album as Car Seat Headrest is one of 
his oldest: Toledo wrote and recorded 

Twin Fantasy when he was just 17 years old. 
The album was first released on Bandcamp and 
has been passed around among Car Seat fans, 
who lovingly dig through the young artist’s vast 
catalogue. This marks the album’s first offi  cial 
release on Matador.

BASMATI BLUES

A
fter finding success with her 
genetically-modified rice with her 
father, a scientist is plucked out of the 

lab and sent to India by their boss. Their task is 
to sell the rice to the rural farmers. When she is 
there, the scientist then learns of the corporate’s 
wrongdoings and the negative eff ects that her 
rice will bring to those farmers who she 
intended to help. She teams up with a local 
farmer to save the day.

MOLLY’S GAME

T
he true story of Molly Bloom, a 
beautiful, young, Olympic-class skier 
who ran the world's most exclusive 

high-stakes poker game for a decade before 
being arrested in the middle of the night by 17 
FBI agents wielding automatic weapons. Her 
players included Hollywood royalty, sports 
stars, business titans and finally, unbeknownst 
to her, the Russian mob. Her only ally was her 
criminal defense lawyer Charlie Jaff ey, who 
learned there was much more to Molly than the 
tabloids led people to believe.

AS BRIGHT AS HEAVEN 
BY SUSAN MEISSNER

F
rom the acclaimed author of Secrets 
of a Charmed Life and A Bridge 
Across the Ocean comes a new novel 

set in Philadelphia during the Spanish flu 
epidemic of 1918, which tells the story of a 
family reborn 
through loss 
and love. As 
Bright as 
Heaven is the 
compelling 
story of a 
mother and 
her 
daughters 
who find 
themselves in 
a harsh 
world not of 
their making, 
which will 
either crush 
their resolve 
to survive or 
purify it.

BLIND SPOTS: HOW TO UNCOVER AND 
ATTRACT THE FASTEST EMERGING ECONOMY 
BY BEC BRIDESON

A
uthor Bec Brideson recommends us to 
do away with “tokenistic ‘femvertis-
ing’ and homogenous thinking”, to 

tap into the lucrative female economy. Business 
is set to a default male perspective, so course 
correction is needed – not to destroy the 
foundations men laid down, but to better reflect 
today’s 
society. 
Gender 
intelligence 
can be used 
to answer the 
unmet needs 
of busy 
modern 
women and 
engage new 
generations 
that don’t see 
life through 
the tradi-
tional lenses 
of old-world 
order 
businesses. 
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T
he Phuket International Boat Show (PIMEX) is one of the most interesting marine showcases in Asia. This year it was held at the Royal 
Phuket Marina, from 4 to 7 January. The show displayed a collection of well-known yachts from prestigious shipyards around the 
world that included Ferretti Yachts, Sunseeker, Princess Yachts and Fairline. Exhibited items and services include boats and marine 

equipment, diving and sailing charter holidays, technical and design services as well as a wide range of nautical gadgets and water sports toys.

COMPLIANCE IN ASIAN WEALTH MANAGEMENT FORUM 2018

CAFÉ MALAYSIA 2018

PHUKET INTERNATIONAL BOAT SHOW

O
n 18 January, more than 200 CEOs, COOs, and other senior compliance practitioners attended the forum in Sofitel Singapore City Centre. 
The attendees came from a mix of local and international private banks, retail banks, insurance companies, independent firms and family 
offices, asset management companies, and IFAs.

T
he latest edition Café Malaysia was celebrated with a grand opening on 25 January 2018, with its the largest gathering of the coffee 
industry players to date, since the debut of the show in 2015. The launch at MATRADE Exhibition & Convention Centre (MECC) 
attracted local and overseas leaders and key players of the coffee and tea industry. It serves as a dynamic B2B platform for key decision 

makers to source for their café needs, and explore new collaborations and business opportunities in a landscape of sizeable growth. 
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e are all familiar with 
the story of the great 
Genghis Khan. Born as 
Temujin, he founded 
the Mongol Empire, 
which became of the 
largest empires in 

history. Such was his fearsome reputation, 
that cities and kingdoms were known to 
surrender long before his massive army 
reaches their borders. 
       Upon his death, his throne was passed 
to his third son, Ogedei who, despite not 
the equal of his father’s fighting prowess or 

political skills, kept the empire intact, and 
even expanded it at the periphery. When 
Ogedei died, his son Guyuk, the third 
generation, took over as the Khan. Born with 
a silver spoon, Guyuk was not anywhere 
near the leader that his grandfather, the great 
Genghis was. As a young man, he would insult 
and mistreat his soldiers. And as as Khan, his 
disrespect for his cousins and key generals led 
to a revolt, with his rule of less than two years 
ending with his death. 
       There’s an oft-quoted Chinese saying that 
‘wealth will not survive three generations’. 
       There are family businesses that 

lasted more than three generations. The 
Rothchilds come to mind. However, there 
are far more family businesses that failed 
in the hand of the third generation. While 
Conrad Hilton founded the hotel empire, 
and his son Barron put it on the world map, 
none of his grandchildren were active in the 
family business. The great grandaughter, 
Paris, of course, was famous for a very 
diff erent reason.
       It is not so much a third-generation 
‘curse’ as it is a natural progression. While 
the first generation is often the entrepreneur, 
the next is the manager, while the third, the 
socialite. Every time I visit the homes of senior 
businessmen friends, I would guess that the 
most expensive cars in the driveway belong 
to the third generation – and more often than 
not, that turned-out to be the case.
       This phenomenon isn’t just limited to 
businesses. If you consider our country for 
example, we have now reached the critical 
juncture where the third generation will be 
taking over as leaders. 
       If each generation is 25 years apart, 
then those born between 1935 and 1960 
were responsible for our independence and 
the subsequent nation building. Those born 
between 1960 to 1985 are now in leading the 
country and managing the growth that we’ve 
all been enjoying. Which brings us to the third 
generation: those born in the late 1980s who 
are now poised to take over. But dare we think 
that this next generation will bring us further 
forward, and to better the achievements of our 
predecessors? With no independence to fight 
for, or industries to build from scratch, this 
third generation has very diff erent challenges 
and expectations than those of us who are 
from the first and second generations. 
       A recent Daily Mail survey reported that 
63 per cent of bosses find that 20-somethings 
and those in their early 30s require more 
guidance than any other age group, as well as 
displaying a ‘strong sense of entitlement’ and 
poor ‘decision-making skills’. In short, bosses 
think that of these younger employees as self-
centred and preferring instant gratification to 
‘sow now and reap later’. 
       What do we do then to avoid the third 
generation ‘curse’? 
       Whether it’s our own businesses or the 
country’s future, we are best served by helping 
the next generation plan their own roadmap; 
and to then prepare them with the right 
information and education. We will never be 
able to transform changed values, but we can 
certainly equip the next generation with the 
know-how to succeed on their own terms. 
That, and to pray that our own ‘Khanate’ will 
last longer than that of Genghis’ 
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