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W ith a projected growth rate of 5.2 per cent in 2018, Malaysia 
may become the second fastest growing economy in the 
region, behind only the Philippines, Public Investment Bank 

(PublicInvest) said. As the global economic upswing that started in last 
year is expected to continue this year, PublicInvest said the local bourse 
stands to benefit with earnings growth expected to accelerate from 3.6 

per cent in 2017 to 6.3 per cent in 2018. “The earnings growth will be 
underpinned by the country's stronger economic performances 
cascading into corporate and consumer Malaysia,” the research house 
said. PublicInvest said Malaysia’s economic conditions will continue to 
remain healthy, with crude oil prices remaining strongly above US$50/
barrel a boon to national coff ers and investor sentiment.

MALAYSIA MAY BECOME SECOND FASTEST GROWING ASEAN ECONOMY

INDONESIA GAMING INDUSTRY HAS 
GREAT ECONOMIC POTENTIAL

T
he gaming and animation industry has great 
potential to boost the economy, as Indonesia is one 
of the largest markets of the global industry, the 

industry association has said. Indonesian Animation and 
Creative Industry Association (AINIKI) chairman Ardian 
Elkana was citing the results of a survey from gaming market 
researcher Newzoo. The survey ranked Indonesia as the 
second largest gaming market in Southeast Asia after 
Thailand, and the 16th largest in the world this year. With 
43.7 million active gamers, Indonesia earned US$879.7 
million in revenues from the industry in 2017, while the 
industry's worldwide revenues was an estimated US$94.4 
billion, Ardian added. 

MSIA, THAI AND 
INDONESIA TO RESTRICT 
RUBBER EXPORTS AGAIN

M
alaysia, 
Thailand and 
Indonesia have 

agreed to implement the 
fifth Agreed Export 
Tonnage Scheme (AETS) 
beginning 31st 
November 2017.The 
International Tripartite 
Rubber Council (ITRC) 
said under the scheme, 
the three ITRC member 
countries would restrict 
exports of natural rubber 
(NR) for a specific time 
frame, with the objective 
of addressing the current 
declining NR price 
trend. “The ITRC will 
continue to implement 
other measures with the 
objective of ensuring the 
well-being of rubber 
smallholders, as we 
strongly believe that a 
fair and remunerative 
price level will benefit all 
stakeholders in the NR 
industry, in particular 
rubber smallholders,” 
it said.

TARIFF ON E-COMMERCE 
IMPORTS TO INDONESIA

T
he existence of 
big 
international 

e-commerce platforms 
(i.e. Alibaba and Lazada) 
, rising per capita GDP 
and purchasing power in 
Indonesia gives rise to a 
growing flow of imported 
products into Indonesia. 
The Indonesian 
government, however, 
would like to curb such 
imports (especially when 
it involves consumption 
goods, contrary to capital 
goods) to safeguard a 
healthy trade balance and 
reduce pressures on the 
rupiah exchange rate. 
Therefore, the 
government is also highly 
supportive of import 
substitution 
industrialisation. 
Indonesian Coordinating 
Economic Minister 
Darmin Nasution said 
that all e-commerce 
products brought into 
Indonesia will be 
subjected to import tariff . 

NINE IN 10 SPORE 
SMEs SECURED DEBT 
FINANCING

B
ut arrears from 
customers 
remain a 

challenge. Out of the 13 
per cent of small to 
medium-sized 
enterprises (SME) that 
sought external 
financing, 90 per cent 
succeeded in their 
application for debt 
financing, revealed 
SPRING Singapore . 
According to its SME 
financing survey, the 
most common purpose 
by over 60 per cent of 
SMEs that sought 
external financing in 
2017 was for cash flow 
management. Bank loans 
were the most popular 
form of external 
financing across all 
SMEs. Majority of the 
remaining 87 percent 
that did not turn to 
external financing had 
suffi  cient funds to 
operate, whilst 9 per cent 
did not want to borrow.
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TWO IN FIVE TRANSACTIONS PAID THROUGH SMARTPHONES

T wo in five Singaporeans with internet access made their 
most recent online purchase on mobile, according to 
market think tank Kantar TNS. Based on its latest 

Connected Life study, in terms of overall online shopping 
behaviour, Singapore is one of the most advanced e-commerce 
markets in the region, as 61 per cent of the total population has 

made an online purchase via a connected device such as a laptop, 
desktop, tablet or mobile.
        The firm said consumers are becoming more trusting of the 
online e-commerce environment. The fastest growing categories for e-
commerce in Singapore across all devices are food and drink, hygiene 
products such as deodorants and oral care, and financial products.

CAMBODIA’S FACTORY 
REGISTRATIONS 
INCREASED 

M
ore than 
115 new 
factories 

were registered 
during the first nine 
months of 2017 
(increase of 7.5 per 
cent compared to 
same period in 2016), 
creating over 50,000 
jobs, according to 
data from the 
Ministry of Industry 
and Handicraft. The 
garment sector saw 
the greatest increase 
in capacity, with 63 
new factories being 
created, though it saw 
six shutter operations. 
An additional 16 
processed metal 
factories and 15 
rubber- and plastic-
processing plants 
were created as well. 
As of the end of 
September, total 
factories in Cambodia 
numbered at 1,692, 
providing a total of 
972,900 jobs.

SINGAPORE SLAMMED 
FOR WORSENING 
PIRACY

A
ccording to 
Bloomberg, 
Singapore is 

being called a haven for 
pirating copyrighted 
programming by 
entertainment titans 
such as Walt Disney, 
HBO, NBA and the 
English Premier 
League. Viewers in the 
city-state buy legitimate 
set-top boxes that also 
allow unauthorised 
streaming of thousands 
of movies, TV shows 
and live sporting 
events, said the 
Coalition Against 
Piracy. Its 21 members, 
including divisions of 
Sony Corp. and 
Twenty-First Century 
Fox Inc., want the 
government to block 
the pirating software 
inside the devices, 
which are found at local 
electronics stores and 
on e-commerce sites 
such as Alibaba Group 
Holding Ltd.’s Lazada.

ASEAN-6 COUNTRIES: 
483 MILLION INTERNET 
USERS BY 2020

T
he ASEAN-6 
countries:  
Indonesia, 

the Philippines, 
Vietnam , Thailand, 
Malaysia and 
Singapore will have 
approximately 483 
million internet users 
by 2020. Indonesia is 
estimated to have the 
most users at 215 
million. In a 2016 
report released by 
Google and Temasek, 
the average annual 
growth rate of internet 
users in the ASEAN-6 
countries for 2016-
2020 was forecast at 
14 per cent, well above 
4 per cent for China 
and 1 per cent for the 
US and EU. The same 
report also forecast 
the combined size of 
online retail market in 
the ASEAN-6 to grow 
to US$88 billion by 
2025, up more than 
15-fold from US$5.5 
billion in 2015.

INTERNET IN LAOS AMONG WORLD’S PRICIEST

A
study of broadband pricing in 196 countries reveals vast global 
disparities in the cost of getting online. And Laos ranks among 
Asia’s highest at US$231.76, second only to Brunei.

        Data over 3,000 individual broadband packages was gathered by 
BDRC Continental and compiled and analysed by Cable.co.uk during 
an 8-week period up to 12th October 2017.
        Iran off ers the world’s cheapest broadband, with an average cost 
of US$5.37 per month. Burkina Faso is the most expensive, with an 
average package price of US$954.54.



   NEWS      6

V ietnam E-commerce and Information Technology Agency 
(Vecita) deputy director Lai Viet Anh said that the 
country’s e-commerce market is growing 35 per cent per 

year, 2.5 times faster than Japan. The country’s businesses capable of 
leveraging the internet and technology grow 2.1 times faster than 
others.SMEs that spend more than 30 per cent of their budget on 

technological innovation grow nine times faster than those spending 
less than 10 per cent. Viet Nam’s e-commerce retail sales growth in 
2016-2020 is estimated at 20 per cent per year and the country’s total 
retail e-commerce sales would reach US$10 billion by 2020, he 
added. In 2017, e-commerce retail sales have expanded by 25 per cent 
and will become an important part of Viet Nam’s e-commerce sector. 

FEASIBILITY STUDY SAYS LAOS-VIETNAM RAILWAY DOABLE

A
study on the feasibility of a proposed 555km railway that would link 
Vientiane, passing through Thakaek (Khammouane) to Vung Ang 
Port in Vietnam was declared complete. The railway was 

announced to be a viable project, worth pursuing. The study was conducted 
with a US$3 million grant from the Korea International Cooperation Agency 
(KOICA), with the aim of preparing a master plan and providing capacity 
building to the railway sectors of Laos and Vietnam. The Vientiane-Thakhaek-
Mu Gia-Vung Ang railway is one of six rail network projects being considered 
by the Laos government to transform the country from its status as a 
landlocked country to a land-linked one. If realised, it will be an important 
link within ASEAN. 

PHILIPPINES BECOMING 
MORE ATTRACTIVE TO 
CHINESE FIRMS

T he 
Philippines is 
becoming a 

more attractive 
destination for Chinese 
investments, according 
to a report by the 
Economist Intelligence 
Unit. In the unit’s 
“China Going Global 
Investment Index 2017” 
report, the Philippines 
ranked 29th in terms of 
attractiveness to 
Chinese firms. This is 
an improve to Manila’s 
spot in 2015 and 2013’s 
at 39th place. The 
index ranks 60 major 
economies in terms of 
their appeal to Chinese 
investors, drawing on 
57 indicators spread 
across “opportunity” 
and “risk” pillars. The 
Philippines remains a 
magnet for Chinese 
investors in the energy, 
telecommunications, 
consumer goods 
sectors, EIU reported.

CHINA’S BOOMING 
PET MARKET 

C
hinese 
shoppers 
are set to 

spend 46.3 billion 
yuan (US$7 
billion) on their 
pets by 2022, up 
from 17.5 billion 
yuan in 2017 as 
the market grows 
at around an 
annual 20 per 
cent, estimates 
Euromonitor. The 
US market may be 
much bigger with 
an estimated $44.4 
billion in sales this 
year but it is only 
growing around 2 
percent a year. The 
surge in demand is 
rapidly growing 
Chinese pet food 
and product 
companies, as well 
as entrepreneurs 
setting up 
everything from 
dog salons for 
grooming to fancy 
pet hotels.

BANGKOK BANK: 
SOFTWARE SYSTEM 
TO HELP SMEs 

B
angkok 
Bank 
plans to 

launch a software 
system that makes it 
easier for small 
business operators 
to put their business 
and financial plans 
on the digital 
platform. The system 
will also allow them 
better access to the 
bank’s loan. The 
software system 
will formulate 
financial data, which 
is crucial for loan 
analysis, so SMEs 
will be able to 
simplify their 
business and 
financial plans. This 
in turn will open the 
way for them to 
access the bank’s 
loans, said bangkok 
Bank senior 
executive vice-
president Virasak 
Suthanthavibul.

VIETNAM’S E-COMMERCE MARKET BOOMING
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CAMBODIA’S START-UPS STUCK IN THE MIDDLE WITH NO CAPITAL
D espite Cambodia having a vibrant startup scene with 

entrepreneurs launching ventures on a near daily basis, 
businesses trying to tap into financial resources for 

growth have diffi  culty accessing capital and are stuck in the 
unbankable “missing middle”. According to a study by the Dutch 
Good Growth Fund (DGGF) that is researching potential invest-
ments in the region, a third of Cambodia’s SMEs have outgrown 

micro financing options but remain too small to attract large 
investors. The study showed that while short-term capital loans are 
off ered by banks to registered businesses, small businesses without 
assets are unable to secure funding and debt financing is largely 
nonexistent. The study added that when it comes to seed-stage 
funding, there is a limited number of firms in the country willing to 
take on the financial risks of lending smaller amounts.

FITCH UPGRADES 
INDONESIA, CITES 
ECONOMY'S 
RESILIENCE TO SHOCKS

F
itch Ratings 
raised 
Indonesia's 

credit ratings a notch 
above its lowest 
investment grade on 
Thursday, saying 
economic and 
monetary policies have 
made Southeast Asia's 
largest economy 
resilient to external 
shocks. The rating was 
raised to BBB from 
BBB-, with a stable 
outlook. The upgrade 
means Indonesia has a 
higher rating from 
Fitch than from S&P 
Global Ratings and 
Moody's Investors 
Service. Investors 
welcomed the news. 
The rupiah 
strengthening slightly 
and the benchmark 
stock index rose more 
than 1 per cent, 
touching a record 
high before its gain 
was pared.

GOVERNMENT HOPES 
DECENTRALISATION 
BOOSTS BUSINESS 
REGISTRATION

T o promote 
the 
registration 

of SMEs, Cambodia’s 
Ministry of Industry 
and Handicraft will  
decentralise the 
process by granting 
provincial government 
offi  cials the authority 
to register businesses, 
beginning early 2018. 
Ministry spokesman 
Oum Sotha said that 
this downstream 
initiative would help 
speed up the 
registration process as 
well as giving 
authorities the ability 
to quickly inspect 
business operations. 
He added that another 
reason for this 
initiative was because 
the ministry believed 
that many businesses 
were deliberately 
flying under the radar 
and avoiding 
registration.

DOMESTIC GROWTH 
DRIVERS TO 
SUSTAIN PHILIPPINE 
ECONOMY

I
nvestment 
bank UBS 
expects 

domestic growth 
drivers to boost the 
Philippine economy 
as exports are seen to 
grow at a lower pace 
due to weakness in 
key export markets, 
such as China and 
Europe. In a study, 
UBS said, “We think 
exports are likely to 
slow, in real terms, 
from 18 per cent in 
2017 to 14 per cent 
in 2018 in the 
Philippines.” 
However, UBS 
added, “against this 
backdrop of a slightly 
softer external 
outlook, we 
anticipate stronger 
domestic drivers of 
the economy in 2018 
to help lift real GDP 
growth from 6.7 
percent in 2017 to 
6.8 percent in 2018.”

HONG KONG RETAIL SECTOR MAY RECOVER IN 2018

T
he dark days of Hong Kong’s battered retail sector may 
soon come to an end as retail sales are slowly recovering 
to around 3 per cent year-on-year growth as of July 2017. 

Tourist arrivals are also stabilising after a two-year decline, 
according to credit rating agency Fitch. The protracted decline in 
tourism levels have dealt a blow to luxury retailers but sellers are 
seeing a gradual recovery in recent months. However, Fitch said that 
the sector will continue to face pressure due to China’s impending 
economic slowdown and anti-corruption campaign.



   EVENTS LISTING      8       EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING      EVENTS LISTING   88

ASIAN FINANCIAL FORUM 

15 & 16 JANUARY 2018
HONG KONG CONVENTION & 
EXHIBITION CENTRE
www.hktdc.com/ncs/aff2018/en/
main/index.html

T
he Asian Financial 
Forum (AFF) is a 
medium for world’s 

financial and business 
communities to talk about the 
advancements and directions of 
Asia’s trade and finance sector. 
Last year alone, it managed to 
attract 2,900 participants. This 
year, the forum will conduct an 
AFF Deal Flow Matchmaking 
Session, where one-on-one 
meetings will be arranged 
between sources of funds and 
sources of deals. AFF is suitable 
for researchers and professionals 
from a financial background, 
project owners seeking for 
investment partners, and 
investors searching for a 
prospective business. 

INDOOR AG-CON

16 & 17 JANUARY 2018
MARINA BAY SANDS, SINGAPORE
indoor.ag/asia/

I
ndoor AG-CON is an 
event specially catered 
for agriculture 

enthusiasts and start-ups. The 
event will be divided into two 
parts: conference and exhibition. 
The first day of the conference 
will look at the business 
concerns of the industry, while 
the second will focus on 
technical aspects. The exhibition 
which will be extended on the 
second day, will showcase an 
array of crop types (i.e. leafy 
greens, mushrooms and other 
vegetables and medicinal crops) 
as well as technologies ranging 
from artificial intelligence to 
LED lighting to control systems. 

CONVERGENCE OF 
TECHNOLOGY ASIA

17 - 19 JANUARY 2018
U CONVENTION HALL, 
SRINAKARIN, THAILAND
www.convergence-asia.com

SERVICE QUALITY 
EXCELLENCE SUMMIT 

18 & 19 JANUARY 2018
HOLIDAY INN MUMBAI INTERNATIONAL 
AIRPORT, INDIA
servicequalityexcellencesummit.com

T he Summit strives to 
give service 
providers and 

professionals a deeper insight 
into the reasonings behind the 
ineff ectiveness of some 
services. It will look at the 
designs and delivery of those 
services and discuss viable 
solutions to the problems so 
that customers can be provided 
with a more rewarding 
experience. From this Summit, 
attendees can gain knowledge 
on how to manage omni-
channel customer service 
experience, ways to improve 
NPS through service 
excellence and means to 
measure the outcome of 
service quality excellence. 

GLOBAL OFF-GRID 
FORUM & EXPO

22-24 JANUARY 2018
HONG KONG CONVENTION AND 
EXHIBITION CENTRE
www.offgridsolarforum.org

T
he Global Off -Grid 
Solar Forum and 
Expo serves as a 

meeting point for entrepreneurs, 
policy makers and academics to 
share their knowledge, network 
and showcase their off -grid solar 
products and services. The main 
objective of this event is to 
discuss on ways to speed up the 
growth of global off -grid solar 
market so that a universal energy 
access can be reached by 2030. 

IRX INDONESIA

24 & 25 JANUARY 2008
PULLMAN JAKARTA CENTRAL PARK, 
INDONESIA
www.internetretailingexpo-asia.com

T
he Internet Retailing 
Expo (IRX) is 
targeted at retailers 

who want to strengthen their 

online presence. Among the 
key topics that will be touched 
on in this expo include women 
in retail, brands and retailers’ 
collaboration, reinvention of 
shopping malls, application of 
video to influence shoppers in 
retail, riding on big online 
shopping days, Big Data and 
the Cloud.

CAFÉ MALAYSIA 2018

25 - 27 JANUARY 2018
MATRADE EXHIBITION & CONVENTION 
CENTRE, KUALA LUMPUR
www.cafe-malaysia.com

H osted by the Malaysia 
Specialty Coff ee 
Association (MSCA) 

and endorsed by MATRADE, 
Café Malaysia will present the 
biggest assembly of coff ee and 
tea industry players where they 
will be demonstrating their 
equipment, machinery, and 
products. With the intention of 
becoming a one-stop centre for 
those in the industry to exchange 
opinions and exhibit their 
products to potential customers, 
this is also a chance for aspiring 
café business owners to discover 
more about the industry’s 
mechanism and the appliances 
needed for it. 

NEXT MONEY ASIA 2018 FINALS

30 & 31 JANUARY 2018
HONG KONG CONVENTION AND 
EXHIBITION CENTRE
ff18.nextmoney.org 

A sia’s biggest fintech 
event is back. This 
time, it is bringing 

forward 60 speakers around the 
globe who will share the 
success and failure stories of 
their technological application 
into finance. This event will also 
present 24 fintech start-ups who 
will be competing for the title of 
best fintech innovator. 
Participants can opt for the 
Next Money Shenzhen Fintech 
Tour; a precious networking 
experience for those who want 
to learn more about prominent 
players in Chinese financial 
services like WeBank.

T
he Convergence of 
Technologies Asia is 
an event made for the 

entire Smart Solutions, 
Automation and Digital 
industry. From end-user 
engineers to system inventors to 
labels and producers, the 
conference will delve into how 
the digital and smart 
technologies are utilised in 
diff erent phases. Through this 
conference, potential customers 
and users can interact directly 
with the professionals in a 
single platform.

ROBODEX 

17 - 19 JANUARY 2018
TOKYO BIG SIGHT, JAPAN
www.robodex.jp/en

R oboDEX or Robot 
Development and 
Application Expo, is 

an exhibition of robots and its 
latest technology. With more 
than 200 exhibitors estimated to 
join the show, expect to be 
amazed by robots of various 
functions. You can also visit 
other concurrent shows such as 
NEPCON Japan (exhibition for 
electronic design, research and 
development, and 
manufacturing) and 
WEARABLE EXPO (world’s 
largest wearable trade show). 

WORLD GAS 
CONGRESS ASIA 2018

18 & 19 JANUARY 2018
HOTEL NEW OTANI OSAKA, JAPAN
www.wgcasia.org

W
ith the theme of 
“Connecting Asian 
Gas Buyers to Global 

Gas Suppliers, Unlocking 
Massive Gas Investment & 
Partnership Opportunities”, this 
year’s Congress will see gas 
business leaders congregate to 
deliberate on relevant issues 
surrounding the gas industry. 
The topics of interest include 
liquefied natural gas technology, 
gas supply and demand, competi-
tion and regional cooperation, as 
well as the characteristics of 
Asia’s natural gas. 



S
ince carrying out 
its AFFINITY 
Programme, 
AFFINBANK 
Group 
(AFFINBANK 

or the Bank) has built up strong 
momentum to achieve higher 
performance level and better 
competitiveness in the market. 
        AFFINBANK’s Managing 
Director/Chief Executive Offi  cer, 
En. Kamarul Ariffi  n Mohd Jamil 
said that a Five-Year Strategic 
Plan has been structured and 
implemented in line with the 
Bank’s aspiration. The plan has 
identified several core objectives 
to be achieved: growing portfolio 
sizes, generating strong revenue 
and returns, as well as improving 
asset quality.
        Transformation eff orts 
started in late 2016, with the 
Bank taking the move to split its 
business banking division into 
the SME & Commercial Business 
division and Corporate & Public 
Sector Business division. 
        “We have been putting 
infrastructure, people and 
processes in place, hence 
progressively building value 
propositions for Malaysian SMEs 
over the next few years.
        “The five-year plan, which 
begun in June 2016, will see the 
Bank taking on eight pillars of 
its new operation model, ranging 
from target customer segments, 
distribution channels, products, 
all the way to risk and compliance 
governance,” Kamarul explained.
        “We decided to do so as we 
realised that there was a need 
to be more focused on specific 
needs and services in these 
sectors, especially in this fast 
changing market. Through this, 
we are able to create or improve 

the Bank’s products, systems and 
processes to serve the customers 
better,” he added. 
        “With a steady demand 
for financing services among 
Malaysian SMEs, AFFINBANK 
aspires to become the 
preferred partner to businesses 
from this sector. The Bank 
strives to provide SMEs with 
comprehensive banking services 
and professional advisory 
support,” said Kamarul. 
        Among various segments 
of SMEs, AFFINBANK is 
also looking at capturing the 
start-ups. Kamarul said that 
a dedicated team has been 
assembled to focus on businesses 
that have been in operation for 
not more than three years. 
        “We are actively reaching out 
to them to off er assistance and 

consultation. Examples of the support given to these young companies 
are helping entrepreneurs acquire their first company current account, 
bank guarantee and providing basic financial advisories.”
        “When these start-ups reach their mature stage and into the 
next phase of business development, we will then off er a full range of 
financial solutions according to their needs, essentially growing with 
them together,” he stated.
        For distribution, AFFINBANK has established the Alternate 
Channels team which handles all services to accommodate start-ups 
and smaller sized business. A complimentary telesales team is currently 
being set-up for 2018 roll-out.
        Meanwhile, the needs of medium to large sized customers will be 
managed by current 20 Business Centres set up in strategic locations 
all over Malaysia and the Bank is targeting to increase the number of 
Business Centres to 25 by next year.
        He stressed that distribution will be a key point in the execution of 
SME & Commercial Business division’s five-year plan, including both 
physical and digital distribution.
        “2018 is going to be a very exciting year for us. We are 
planning to introduce more SME products in the second quarter 
next year onwards.”
        Taking a look at the bigger picture, Kamarul said that AFFINBANK 
implemented the AFFINITY Programme to form the necessary impact 
and outcome which are sustainable over the long term. 
        “The Five-Year Plan aims for major and deep-seated changes which 
cover end-to-end view of the businesses and targets to improve the 
Bank’s operating income in a sustainable manner. 
        “We named the programme AFFINITY not just because it is a 
positive play of our name, but the word affi  nity in itself means closer, 
more connected and more understanding of us and our customers. 
That, in a nutshell, is what AFFINITY is.”
         “AFFINITY will change the way AFFINBANK does business and 
allow us to leapfrog from where we were to a higher position,” 
he concluded. 

TRANSFORMATION 
TOWARDS HIGHLY 

EFFICIENT 
BUSINESS BANKING
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VEHICLE    AMPLE-SPACED AUTONOMOUS CAR  

T
here are reasons why the MC^2 Self Driving Car is the winner of the Red Dot Design Concept Award 2017 – the biggest 
design awards in the world. It doesn’t just look diff erent from existing cars, as it is autonomous needing no driver to 
manoeuvre it . The MC  is safe and its interior is spacious and comfortable enough for several people to camp  in the 
vehicle. The car is designed by iSee, a subsidiary company of ou Technologies. 

E-COMMERCE    ZOZOSUIT  

I
n a glance, o osuit may appear like a 
super stylish diving suit. ut, it is actually 
a smart garment with  incorporated 
stretch sensors and electronics which 
allow users to take ,  precise body 

measurements. The innovation is a collaboration 
product of o otown, Japan’s biggest online fashion 
retailer and StrechSense, a ew- ealand based 
soft-wire supplier.  Data of users’ body measurements 
can be linked to o otown’s application, allowing the 
company to alter ordered items according to the 
customers’ body shape and si e. 

DESIGN    SLEEK JAVA BREWER 

D
yson is known for its state-of-the-art 
vacuum and fan lines, but now it is 
getting out of its comfort one  ready 
to dominate the realm of kitchen 
appliances. Interestingly, the Java 

rewer still employs Dyson’s typical aesthetic. ith a 
bottom transparent compartment the brand’s 
signature design , the brewer uses an impressive 
motor and has three simple precision buttons that can 
be used to customise your coff ee. Although the 
product is currently a mere concept pre-production 
phase , coff ee lovers are already eyeing on this coff ee 
maker for their homes and offi  ces. 
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RETAIL    HELPER ROBOT  

B
eing the first ever robot to specialise in commercial 
facilities and retail, Siriusbot is taking brick-and-
mortar stores onto a new level. The robot which 
understands both English and Japanese has the 
ability to accompany customers around the store and 

updating them with information of the desired products. y 
utilising the adio re uency Identifier ID  technology, it can 
also provide an updated inventory of the stocks as the store closes. 

hile the robot is still in its trial phase, Siriusbot is showing so 
much potential in changing the landscape of retail stocktaking. 

RETAILRETAIL      HELPER ROBOT HELPER ROBOT 
eing the first ever robot to specialise in commercial eing the first ever robot to specialise in commercial 

MOBILE    SMARTPHONE FOR GAMER

N
o one can doubt a er’s reputation as 
gaming hardware giant. ecently, the 
Singaporean-based company revealed its first 
smartphone  the a er hone. acked by 

ltraMotion technology, the . -inch D 
CD screen is able to refresh at  users shall not 

experience any lag , which is a blessing for those who enjoy 
playing games on their mobiles. As for its sound system, the 
company integrated Dolby Atmos speakers and dual 
amplifiers to ensure that its users will experience a 
cinematic audio experience. hen choosing a phone, the 
battery capacity is one of the most important aspect to be 
paid attention to. Additionally, the phone is e uipped with 
a ,  mAh battery for all-day power. 

GADGET    VOICE-ACTIVATED SPEAKER

B
aidu, China’s most prominent search engine has just introduced a 
new kid on the block in the world of smart speakers  the aven 

. nlike its competitors  Google ome and Ama on Echo   
that opted for a minimalistic design, this speaker presents a 
whimsical twist. It looks like colourful dominos stacked onto 

each other and comes with a detachable touch screen display. The speaker 
flips up to the user’s face when activated and its audio hardware is made by 
Tymphany one of the world’s best audio system manufacturer . 

PORTABLE    ICE BOX WITHOUT ICE 

I
sn’t it frustrating when you’re out for a 
camping or picnic on a hot day, you open 
your ice box, then you see your ice-creams 
melt together with the ice that should 
have kept them solid  ell, the Dometic 

C  is here to fix the problem. The portable fridge 
requires no ice and it can keep your food and drinks 
cool and dry all day. It is e uipped with a dual- one 
cooling design, keeping one section at one temperature 
and another at a diff erent one. y connecting the fridge 
to one’s mobile application, the user can control the 
temperature, supervise any fluctuation and even receive 
notifications if the lid is left open. 

GADGET    VOICE-ACTIVATED SPEAKER
aidu, China’s most prominent search engine has just introduced a 



Festive cheers and banters from SME Magazine to all our readers! We wish 
everyone a very Happy New Year into 2018 and hope that you will stay with 

us for another decade!

May 2018 bring you Greater acceleration, Bigger expansion &
Better business growth!

SPECIAL FESTIVE WISH   |   SME EDITORIAL TEAM
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        One of my favorite tips for saving time is 
to repurpose an existing campaign by adding 
an interactive element. It requires little to no 
creative development hours, and the easy-to-
use interface of many interactive programs 
means it won’t spend forever passing through 
your development team.
        One way to experiment with this idea is 
to take a long-form piece of evergreen content 
that is already developed and pull a couple 
pieces of trivia out of it. You can use your 
preferred strategy, like quizzes or “snackable” 
reveal experiences, and wrap your trivia in 
interactivity. For instance, if you have an 
ebook or white paper, why not make a quiz 
from the contents? 
        Or, try incorporating swiping, tapping, 
or scratching on an interactive experience to 
really make the questions stand out. These 
techniques not only create fun, gamified 
experiences, they take very little time to think 
up and create.

MYTH #5: IT ISN’T RIGHT FOR MY INDUSTRY
Why leave all the fun to the online clothing 
retailers and the millennial TV networks? 
Interactive content is suitable for brands of 
all shapes and sizes – from manufacturing 
giants to B2B software companies, interactive 
content can provide a boost in your ROI 
regardless of your industry.
        The bottom line is that you are marketing 
to people, even if you are a B2B company. The 
psychology behind the success of interactive 
content includes curiosity, the endowment 
eff ect, and fear-of-missing-out OMO , to 
name but a few. These are consistent across 
the board for all industries. All you need is 
a little creativity and motivation to create 
something truly awesome for your brand.

MAKE THE JUMP Now that you know five 
of the most common myths about interactive 
content, go ahead and make the jump in your 
marketing campaigns! Interactive content can 
help you stand out from your competition, 
create a loyal and engaged customer base, and 
ultimately increase your bottom line. 

N
o matter what challenges we face in life, there are always a million 
reasons why it might be easier to give up than persevere.
        Humans are creatures of comfort – and getting out of our comfort 
zone has a tendency to scare us. This holds true in both our personal 
and professional lives, which is precisely why it’s often easier to stick 
with what we’ve always done rather than try out a new plan of attack.
        Too often, we let our fears or the myths we’ve heard from others 
discourage us from diving into the latest trend or process. One of 
the biggest campaign trends in recent years has centered on creating 

interactive content.
        All of the world’s most successful brands, from Nike to Netflix, have been utilising interactive 
content in order to drive engagement and increase brand awareness. But many of the smaller 
brands have been scared.
        Just because you’re not a big multinational company doesn’t mean you should let fear or 
perceived obstacles hold you back. Here are five of the biggest myths about interactive content:

MYTH #1: IT’S TOO EXPENSIVE While it is indeed easy to sink your whole marketing budget 
into an overly elaborate interactive campaign, it’s definitely not essential! You can incorporate 
interactive content into your marketing plan today with very little investment.
        Thanks to advances in software and platforms, you won’t need to sacrifice quality either. 
There are many options available for all kinds of businesses and budgets. International marketing 
trainer and speaker Michael eander refers to these options as little apps .
        So-called little apps  such as embula, heelio and Gleam all off er aff ordable ways to 
incorporate interactive content into your marketing strategy without breaking the bank. Some of 
them even come with a free trial, so you can try before making a purchase.

MYTH #2: IT DOESN’T REALLY AFFECT ENGAGEMENT LEVELS For marketers, engagement is 
always the end goal. We know that an increase in engagement equals a boost in brand awareness 
and customer loyalty. It’s been proven that interactive content fosters more engagement than static 
content. In fact, interactive content drives two times the number of conversions as passive content.

INTERACTIVE CONTENT GENERATES CONVERSIONS MODERATELY OR VERY WELL 70 PER CENT OF THE TIME, 
COMPARED TO JUST 36 PER CENT FOR PASSIVE CONTENT.                                                                                                                                           Source: ion interactive

So, why is interactive content more eff ective at driving conversions  ell, key psychological 
principles associated with interactive content, such as curiosity and conditioning, ensure that your 
recipients are neurologically motivated to respond to your call-to-action.
        If your brand can figure out how to use interactive content to create a fun experience for 
your customers, you will not only increase engagement levels, you will also increase brand loyalty.  
        Sixty-two per cent of millennials, 55 per cent of Generation X and 44 per cent of Baby 
Boomers say that “fun” is an important factor that impacts their brand loyalty. Brand loyalty, in 
turn, drives increased revenue from each customer. It’s a win-win!

MYTH #3: “INTERACTIVE CONTENT IS JUST A LOT OF POLLS AND QUIZZES” In certain circles, 
interactive content has developed a bad reputation as the lazy marketer’s way out. It’s true that 
today’s customers are getting sick of polls and ui es. owever, there are a lot of diff erent kinds 
of interactive content that many marketers are just now hearing about.
        Stay ahead of the curve and off er uni ue interactive experiences to keep your customers 
interested in your content.
        While there are many types of interactive content, make sure you pick the format that 
works best with your campaign goals. You could try your hand at interactive video, calculators 
or interactive white papers – just remember that whatever you chose, there is likely a software 
solution to help you.

MYTH #4: IT REQUIRES A LOT OF DEVELOPMENT TIME Many marketers shy away from 
experimenting with interactive content because they’re afraid of the development time associated 
with such tech-heavy campaigns. Not to fear! 

NICOLE CORDIER IS A MARKETING WRITER FOR ZEMBULA. 
THIS ARTICLE APPEARED ON JEFFBULAS.COM



S
tanding 
proudly at 
the height of 
38 storeys in 
Kuala 

umpur city 
centre, The 
Mews, a 

two-tower serviced residence 
commands attention amidst 
scores of high-rise buildings. 

ocated along Jalan ap Kwan 
Seng, the recently completed 
residence off ers occupants the 
perks of a living sanctuary with 
proximity to the pulse of the city. 
        Spread out over a generous 
plot of .  acres, The Mews is a 
joint project by Eastern & Oriental 

erhad E O  and Mitsui 
udosan esidential Co., td.

        With 256 customised units, 
The Mews off ers six categories 
types  of layouts. Commodious 

for one or two occupants is the 
925 sq ft Type A unit, which 
comes with one bedroom and 
one bathroom. 
        The more expansive Type D 
unit off ers three larger bedrooms 
and a smaller one for larger 

families. And, located on the 
highest floor are the penthouse 
units - Type E1 and E2 which 
are 2,421 and 2,615 sq ft in size, 
respectively. Meanwhile, both 
Type B and Type C units are now 
fully sold out.  
        Stepping into The Mews, 
one will be welcomed by a well-
appointed interior space fitted 
with an array of conveniences 
such as a spacious walk-in 
wardrobe, shoe closet, concealed 
split air conditioner system, 
lighting tracks, ceiling fans, water 
heaters, kitchen cabinets and 
selected appliances,  designed to 
provide owners the convenience 
of a ready-to-move-in home. 
        The walls are painted 
with warm neutral palettes to 
exude tranquillity. Rooms are 
meticulously designed with ample 
floor-to-ceiling space and wide 
glass panelling, drawing in natural 
light for a bright living space. 

        On days when you need to unwind, head to the sixth floor to 
relieve your stress. Relax at the water sanctuary while enjoying the 
panoramic view of the city and take a dip in the saltwater hydro spa 
pool to rejuvenate yourself. Fitness enthusiasts can also access the 
gymnasium for a good workout session with background music.
        Alternatively, head to the rooftop terrace and sky garden 
on the 37th floor, where you can immerse yourself in the lush 
landscaped lawn. A spice garden, complemented with an open 
dining area and an observation deck is the perfect setting for small 
private gatherings or simply enjoying the view.
        Backed by E&O’s expertise in hospitality, residents will be able 
to enjoy the concierge services off ered at The Mews, and have peace 
of mind living in a safe environment where security is emphasised. 
        Its strategic location right in the heart of the city also allows 
residents to enjoy easy access to public transportation such as 
the Ampang ark T and ukit intang Monorail station. 
It is also located within walking distance to many leisure and 
entertainment hot spots such as Suria K CC and Avenue K, and 
medical centres such as Gleneagles Intan Medical Centre and 

rince Court Medical Centre. 
        As a premier lifestyle property developer with a proven track 
record of landmark properties such as St Mary esidences in Kuala 

umpur, uayside Seafront esort Condominiums in the world-
class seafront master-planned development Seri Tanjung Pinang 
in enang, and Avira in Medini Iskandar, customer satisfaction is 
certainly top on E&O’s list. 

THE MEWS, COMPLETED 
LUXURY HOMES AWAIT 
THE DISCERNING FEW



D
igital Free Trade 

one D T , the 
element seen as the 
catalyst to heighten 
Malaysia’s 
e-commerce sector 
growth pace,  was 
launched on 3 
November 2017 by 

rime Minister Dato’ Seri ajib a ak and 
Alibaba Group executive chairman Jack Ma. 
        A total of ,  export-ready SMEs were 
flagged off  in the offi  cial launch, exceeding the 
initial target set by Malaysia Digital Economy 
COrporation MDEC , Malaysia External 
Trade Development Corporation MAT ADE  
and SME Corp to get ,  SMEs on board. 
One million SMEs in total are estimated to 
participate in DFTZ in the future. 
        The new facility, to be built on the site 

of the former ow Cost Carrier Terminal 
CCT , is projected to boost SMEs’ goods 

exports to US$38 billion, create over 60,000 
jobs and generate US$65 billion in trade value 
by 2025. 
        Currently, Malaysia’s digital economy 
contributes to 18.2 per cent of the country’s 
total GDP. With the establishment of DFTZ, 
the government is now looking to increase the 
sector’s GDP contribution to more than 20 
per cent by 2020. 
        D T  Malaysia is the world’s first 
Electronic orld Trade latform e T  
outside China. In essence, eWTP aims to lower 
trade barriers and provide more equitable 
access to markets for SMEs around the globe. 
Through this eff ort, Malaysian SMEs will be 
provided the infrastructures and assistance in 
logistics, cloud computing, mobile payment 
and talent training.

         per cent of businesses in Malaysia are 
SMEs, forming the backbone of the country’s 
economy, stated SME Corp Malaysia chief 
executive Dato’ Hafsah Hashim. 
        Nonetheless, they only contribute 37 
per cent of Malaysia’s overall GD . ence, 
according to Yasmin, this collaboration 
with Alibaba Group will be a great eff ort 
in pushing SMEs towards a more forceful 
economic empowerment. 
        The two main components of 
DFTZ are the e-Fulfillment Hub and the 
eServices Platform. 
        Through the e-Fulfilment Hub situated 
at K  Aeropolis, SMEs can conveniently 
ship their commodities internationally with 
the help of leading fulfilment providers like 

osMalaysia and a ada.
        The hub will also allow a speedy storage, 
fulfilment, customs clearance and warehousing 
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the bandwagon, the 24-year old entrepreneur 
said, “As we know, DFTZ overcomes complex 
regulations and process barrier for cross-
border trading. Through DFTZ, we believe 
that we can buy global and sell global. 
        ow that MDEC is off ering us the 
chance to promote Malaysian products 
oversea, I would urge other SMEs to get on 
board as well. They are providing the platform 
and one stop centre for all SMEs to export our 
products. It would be a waste to not capitalise 
on that.”
        Fazreen also noted that only a few weeks 
into his business collaboration with Alibaba, 
they are already receiving order enquiries from 
the Netherlands and Jordan. To cater to these 
demands, the company is planning to deviate 
its focus from only providing batik kurungs 
and shirts to manufacturing more handicraft 
and batik accessories. 

        There is a concern of overcrowding of 
SMEs in D T , causing some to ponder if 
their enterprise can stand out from the rest. 
But to not get left behind in this aggressive 
economy, it is vital for SMEs to look forward 
and shift from merely generating revenue from 
brick-and-mortar to e-commerce. 
        As Ma put it, e shouldn’t be afraid of 
the future because we can never know what 
it holds. When problems come, we solve it. 
That’s how we get better.”
        DFTZ isn’t just meant to simplify cross-
border trade, it also trains local talents on how 
to capitalise on the extensive global network 
that they are provided with. ith SMEs being 
more digitalised, more high value employment 
can be created and fuller trading potential can 
be realised. It might look intimidating at first 
but unless one tries, he can never know how 
fruitful the attempt can be. 

operations. The new target processing time for 
border clearance and handling is only three 
hours, from six hours previously. 
        Cargo Terminal Operations CTO  will 
also take only 90 minutes from four hours, 
with 90 per cent service-level agreement 
S A . ut, In the future, if these small com-

panies have great ratings, we should try to get 
them to undergo ero hour , Ma suggested. 
        Artificial intelligence AI  is embedded 
in the robots, which can detect suspicious 
packages and flag the team if any problem 
is noticed. Moreover, the facility will also be 
deploying automated guided vehicles AG  
which can lift up to 100 kg of baggages to 
handle parcel shelving and sorting using the 
most effi  cient routes. 
        In his opening speech, Najib mentioned 
that DFTZ will consist of “a state-of-the-art 
warehouse with robots where each AGV can 
execute the same amount of work done by 60 
persons”.  He further asserted that the utilisa-
tion of robot in performing menial tasks means 
that “human can occupy higher paying jobs.”
        As the first eWTP hub that digitalises 
trade to support SMEs, SMEs can use 
eServices platform to have access to 
e-commerce ecosystem players financing, 
insurance, digital marketing, and others . 
        Reminiscing the reasoning behind this 
brainchild of his, Ma said, In the past  
years, many small enterprises did not get any 
opportunities. There are many free trade 
ones giving effi  cient trade facilitation but only 

for big companies, not small businesses.”
        “I believe, 80 per cent of the business in 
the future will be a globalised business. Due to 
AI and digital technologies, if you can only do 
business in your own village and town, it will 
be hard for you to survive.”
        Compelled to assist small young 
businesses to get the support they need but 
cannot aff ord, Ma added, e will make sure 
that we do everything we can in training young 
people in Malaysia to be successful  This hub 
isn’t just an opportunity for young people in 
Malaysia but also in Asia.  
        As a part of Ma’s pledge to help Malay-
sian SMEs, ajib announced that Alibaba will 
be allocating one special week to promote 
Malaysia’s products, culture and Malaysia as a 
place to visit on all Alibaba’s medium. 
        Thrilled hearing about the prospect 
promised by DFTZ, Calice, the country’s 
prominent batik apparel brand, was one of the 
first brands to embark on this new business 
venture. Its co-founder, Fazreen Fathil, believes 
that by joining DFTZ, it can strengthen 
Calice’s business presence in Europe and Asia.
        He also trusts that these untapped 
markets can bring in lucrative gains especially 
because batik is diff erent and fresh to many. 

evertheless, it can be hard for SMEs to 
penetrate these markets without a strong 
medium, he further commented.
        hen asked why should other SMEs join 

BREAKDOWN OF DFTZ PARTICIPATING SMEs BY STATE 

STATE      NUMBER OF COMPANIES

SELANGOR    762
FEDERAL TERRITORIES   288
JOHOR       187
PERAK       117
PENANG      262
KEDAH       75
PERLIS       23
KELANTAN    16
TERENGGANU    22
PAHANG      31
MELAKA      36
NEGERI SEMBILAN    46
SABAH       87
SARAWAK     20
source  MDEC as of  ovember 

TOP 10 PRODUCT CATEGORIES PREFERRED BY MALAYSIAN SMEs ON ALIBABA

INDUSTRY    NUMBER OF COMPANIES

FOOD AND BEVERAGES   385
OTHERS      225
BEAUTY AND PERSONAL CARE  196
FURNITURE    116
HEALTH AND MEDICAL   84
PACKAGING AND PRINTING   76
APPAREL     63
AGRICULTURE    61
RUBBER AND PLASTICS   59
AUTOMOBILE AND MOTORCYCLES  58
source  MDEC as of  ovember 
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        This June, the retail giant collaborated 
with a popular online decoration company, 
iKongjian. Both parties collaborated on a 
smart store in Beijing, where they created 
various household scenarios using products 
that received positive response online. 
        In its eff ort to be an integrated home 
solution provider, the flagship store also off ers 
“Home Decoration + Household + Home 
Appliance” services where customers can buy 
any appliances that they need for their homes 
under one roof. 
        The next strategy involves the 
implementation of Internet of Things IoT  
technology to create GOME ig Data. 
“From this cloud computing system, personal 
experience will be derived so that products or 
promotions can be customised according to 
the customer’s buying trend”, Fang added. 
        The system is embedded into GOME’s 
SMA T items to monitor if any after-
sales are required. For example, the water 
purification system can automatically assess 
water quality, notify users about the status 
and inform GOME or the owner of any 
problem in the system. 
        GOME also place emphasis on 
customers’ change in demand and ensuring 
the demand is met. However, Fang said 
that retailers should not produce products 
in bundles just for the sake of suffi  cient 
inventory. They should employ technology 
into the products and personalise them to give 
customers more options, he added.  
        To maintain gains, retailers should be 
mindful of their customers’ changing shopping 
attitudes by off ering various promotions and 
package at diff erent times. 
        In another carried out initiative, GOME’s 
new strategy for its supply chain increased its 
logistics effi  ciency. In over  cities in China, 
customers can now enjoy same day delivery 
and one-stop delivery and installation service 
for televisions. 
        The company also applied barcode 
management in warehouses, online e-map 
for the delivery of items and introduced a 
mobile application for record checking to 
enhance effi  ciency. 
        Staying pertinent in the business race is 
not easy especially in a big market like China. 
Taking GOME as a model, perhaps retailers 
should be braver in coming up with innovative 
business plans to embrace transformation. 

F
ollowing the vivacity of new age consumerism, China’s retail giant 
GOME decided to innovate a new retail model after being  years in 
the market to remain competitive. 
        The transformational model known as “6Firsts+1” largely involves 
the incorporation of online platforms into the traditional retail system 
to build a better connection with customers. It focuses on six top 
priorities: customers-first, products-first, platforms-first, services-first, 
sharing-first, and customer experience-first.
        hen he was in Kuala umpur recently, GOME chief financial 

offi  cer ang ei shared the diff erence of GOME’s strategic guideline from other corporation and 
why it is necessary to retain and maximise their customers’ interests. 
        According to ang, the first strategic step taken by GOME was to integrate the online and 
o   ine mediums or in other words, adopting an open omnichannel strategy. 

ADOPTING THE OMNICHANNEL STRATEGY 
Omnichannel can be defined as a retailing strategy 
that delivers a seamless customer experience 
through all available shopping channel let it be 
o   ine physical store, online e-commerce platforms 
or other mobile terminals. By providing various 
channels for customer to reach them, a bigger 
demographic can be covered.   
        GOME also reformed its operation centre to a 
24/7 shopping scenario to provide a reliable and agile 
shopping experience. In the situation where customers 
have problems with their products, they can contact 
GOME through any of its channels at any time. 
        nder sharing-first priority, GOME recently 
launched an application called GOME lus. The 
application gathers users through a “Circle” to connect 
consumers with similar interests and gives rewards 
to GOME Shop owners who manage to distribute a 
product. Benefits will be given to users who succeeded 
in selling products shared in their Circle.  
        Moreover, by just downloading GOME lus, 
customers can skip the hassle of queueing up to make payment when visiting the brick-and-
mortar store. They can just pay by scanning the  code on their phones, make an online 
payment and purchased goods will be delivered to their houses. 

ENHANCING CUSTOMER EXPERIENCE Fang stressed that to enhance customer experience, 
diff erentiation of service is fundamental. Therefore, as a part of the services-first initiative, the 
company introduced GOME ome Manager. It allows customers to keep track of the delivery and 
installation process of products they ordered. 
        The system also comes with after-sales services, such as  maintenance, repair and 
replacement. This helps to enhance customer experience.





A
ccording to Gartner 
Magic uadrant 
M  for Advanced 

Analytics, by 2018, 
over 50 per cent of 
organisations will be 
competing using 
advanced analytics 
and proprietary 

algorithm, leading to the disruption of 
traditional commerce. 
        To stay agile in this cutthroat industry, 
many companies are currently looking into Big 
Data Analytics DA . It provides high velocity 
and more effi  cient analytics of market trends, 
customer preferences and hidden patterns that 
enable organisations to make wiser business 

decisions, reap higher profits and have more 
content customers. 
        While BDA implementation in ASEAN 
is still at an early stage, the International 
Data Corporation predicted that the spending 
on BDA in the region will grow by 30 per 
cent between 2013 and 2017. Singapore and 
Malaysia, in particular, are currently leading 
the BDA development in the ASEAN region, 
ASEA  Data Analytics e change ADA  
CEO Sharala Axryd. 
        For these two neighbouring countries, 
Axryd said that they have now passed the 
initial awareness stage. “People are no longer 
asking ‘What is BDA?’. Now, they are asking 
‘How do we start?’ The awareness hype is so 
much more.

        “Singapore is much smaller, but they’re 
so far ahead because they’re more focused. 
Their government is also making so much 
eff ort in driving the industry. In contrast, 
Malaysia has lots of opportunities here, 
especially in terms of talent pool. 
        “We are 30 million in population. Plus, 
we are also a more aff ordable place to start 
a business thanks to factors like the recent 
announcement of Budget 2018, establishment 
of D T  Digital ree Trade one , tax 
exemptions, etc. The environment here is 
better for SMEs to grow. e have all the 
support,” she explained.
        For other parts of ASEAN, Axryd believes 
that many have already started to look into 
BDA, but the awareness is very sporadic. 
        “Certainly, there are groups who have tak-
en the initiatives and want to do it, but it’s not 
nationally driven. It’s not driven by the govern-
ment because there are other internal priorities 
that take precedence in these countries.” 
        A sector or an innovation will usually 
thrive only if there exist a strong national 
agenda pushing for its implementation or 
positive reactions from the industry players 
themselves, she added.
        To make her point, she mentioned that 
some countries might have a great education 
system and no language barriers, but the 
state of economy isn’t doing very well. Some 
others may have good infrastructure, but they 
have a below average population to be taken 
advantage of. 
        There are also nations that are still 
concentrating on their blue-collar workforce. 
These factors play a role in determining the 
scale of BDA adoption in a country. 
        When asked if ADAX has any plans to 
collaborate with its other ASEAN counterparts 
to promote and encourage business to apply 
data analytics, Axryd said that she is really 
looking forward to that but for now, the focus 
is home ground. 
        “ADAX is nine months, physically. 
Because of that, it was a conscious decision in 
the beginning to start in Malaysia because we 
have more than 10 ASEAN leading companies 
such as Khazanah Nasional, Petronas, and 
Maybank in Kuala umpur.
        “We do want to collaborate, and we have 
had some Singaporean counterparts coming to 
us. They say, that if we want to form a physical 
platform to share our data, then they would be 
very interested in playing a role in it. 
        “But as we are still young, it’s important 
to be very strategic. At this moment, we are 
only targeting for projects with great and 
immediate impact.”
        In their eff ort to increase the number 
of data professionals to 20,000 by the year 

, and assisting SMEs to utilise their data 
analytics capacity, there are several initiatives 
that have been taken by ADAX. 
        Among them was giving scholarships 
and grants for business owners to be a part 
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ASEAN region. Thanks to that, ADAX has 
now sent three cohorts of SME leaders to the 
Harvard Business School in Boston, with the 
fourth one coming up in March . 
        To add, Axryd said that ADAX’s in-house 
data scientists have also been working with 
SMEs to demonstrate the capabilities of data 
analytics and how to fully utilise the data to 
make better business judgments. 
        “We’ve run data organisation workshops, 
where we invite SMEs to come and listen to 
what are the strategies. I want them to see the 
possibilities,” she shared. “Up to today, we 
have trained more than  SMEs through our 
partnerships with other organisations.”
        The fourth industrial revolution is coming 
and to many SMEs, it means that they need to 
step up their games and equip themselves with 
the latest technology to not get left behind. 

ut Axryd personally think that SMEs should 
carefully plan and try to comprehend the 
mechanism of analytics first before jumping 
right into it. 
        “Any Industry should know that it all 
starts with talent and training. Sometimes 
people are occupied with buying all these in-
frastructure without realising that they needed 
talent to put the intelligence and get the data in. 
        “If you want to start looking into the data 
journey, first, get the talent. SMEs should get 
data science fresh graduates, perhaps a student 

        Simply by measuring preventable deaths 
at each hospital in the system? Obviously not, 
so with the concept of strategy deployment, 
one would identify the major opportunities or 
value streams that can aff ect this goal. 
        For each one of these, a specific goal 
might be set with specific objectives. For 
example, if it is determined that one opportu-
nity to eliminate or reduce preventable deaths 
might be reducing re-admittance to ICU. 
        We might investigate that further and 
determine that the top cause of re-admittance 
to ICU is pneumonia. Thus, we can have 
people working toward the goal of preventing 
patients from contracting pneumonia. As you 
can see, this process of strategy deployment 
would involve many diff erent branches from 
one key goal. We’ve only touched on one small 
branch in this example.
        What about a manufacturing example? 

et’s suppose that a company that develops 
and manufactures capital equipment has as 
one of its key goals to increase operating 
margins. One way it would like to achieve this 

from our Data Star project to look at their 
own data and see what comes out of it. Start 
small,” she advised. 
        “Analytics should allow people to be 
more proactive than reactive. By implementing 
analytics, you are future-proofing your 
business. Through analytics, you can learn 
whether you will need to change your business 
model or not,” she reminded. 

ABOUT ADAX
  ADA  is the brainchild of Malaysian Digital

Economy Corporation MDEC  CEO Dato’ 
asmin Mahmood and Axryd herself, 

when she was working as the Managing 
Director of Centre of Applied Data Science 
TheCADS .

  It is the first centralised physical
infrastructure for ASEAN communities, 
enterprises, start-ups, academia and 
working professionals. A discussion hub for 
data-driven innovation. 

  ADAX facilitates the adoption of data
analytics by off ering innovative talent 
development programme channels to 
enable professionals and fresh graduates to 
pursue data science.

  Axryd believes that the establishment of
ADAX would not just augment the 
economy, it can also curb the brain drain 
phenomenon.  

is to improve productivity. 
        In order to accomplish this, the company 
could consider each of its value streams and 
identify opportunities for improvement to pro-
ductivity within each. It might focus its eff orts 
on specific opportunities within each key value 
stream. Projects and continuous improvement 
eff orts might be focused on these areas and 
metrics would be put in place at each level.
        Why would it be important or helpful 
to do this exercise in strategic planning for a 
lean organisation engaged in everyday kaizen? 
Isn't it just good enough for everyone to be 
continuously improving? 
        Well, having everyone work toward 
improvement is a necessary but not suffi  cient 
condition. This is the culture that needs to be 
in place to be successful, but this idea of strat-
egy deployment or hoshin planning is what 
develops the strategy and eff ectively gets every-
one working toward the goals. As you might 
imagine, these two things strategy deployment 
and a culture of continuous improvement  are 
together a very powerful force.. 

of Harvard Business School’s “Competing on 
Business Analytics and Big Data” programme. 
        “Harvard Business School has been 
having these programmes, where they invite 
C-level executives from big companies to look 
at the case studies of successful and failed 
projects: what were their business models and 
how did they get such results. There’s no right 
and wrong answers to this. It’s just to open up 
the minds of business leaders,” said Axryd . 
        While the programme was popular for 
hosting M Cs like Google and acebook, she 
feels that the same opportunity should be given 
to ASEA  SME leaders with big potentials. 
        Realistically speaking, she said that 
it would be hard for ADAX to support 
these entrepreneurs on their own as the 
expenditure is high. But she strongly believes 
that it would be a great opportunity for these 
developing business leaders to learn from the 
experts themselves. 
        “It was a personal agenda for me to talk 
to other government agencies, like MDEC 
Malaysian Digital Economy Corporation  and 

D  uman esource Development und , 
to see if could they help to sponsor SMEs 
because there is no way we could aff ord to go 
to the US.” 
        Today, D  has allocated M  
million for ADAX to speed up the 
development of data professionals in the 

S
trategy deployment is the 
method by which company 
leadership can get everyone in 
an organisation working toward 

the major goals of the organisation. It is 
designed to ensure that people are working 
on the right things while continuously 
improving. et’s take an example
        A hospital system wants to reduce 
preventable deaths as one of its major goals. 
How can that system get everyone in the 
organisation working toward that goal? 
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technologies that will replace roles that require 
repetitive actions. 
        For example, OCBC has already 
automated some of its HR role with bots 
recently. We can foresee more functional 
roles in M Cs being taken over by artificial 
intelligence in the future. owever, SMEs 
don’t have the luxury of such buff ers. So the 
problem remains real.

SME LEADERS NEED TO WAKE UP AND DO 
SOMETHING SMEs need to put some serious 
thought and action in averting quarter-life 
crisis in their millennial staff  for their own 
sake. SME leaders need to make space 
beyond the constant fire fighting and the focus 
on the bottom line to develop meaningful 
relationships with them. 
        This starts with redesigning job scope 
outside the traditional roles. Can a junior HR 
executive also be the staff  welfare champion  
How about making the accountant also the 
CSR lead? These add-ons put meaning to 
otherwise traditional and predictable roles. 
        If SME leaders are complaining that they 
can’t fight M Cs for good talent then why are 
the tech start-ups attracting so many bright 
young talents despite lower pays?
        Because it is more meaningful to build 
something than to just keep processes going 
day after day.  Meaning comes before money. 
So why aren’t SME leaders paying attention  
They are busy dealing with attrition and 
constant hiring to keep the business going. 
        To put that into perspective, 87 per 
cent of American companies said it cost 
them US$15,000 to US$25,000 to replace 
a departed millennial employee. Millennial 
turnover costs the US economy $30.5 billion 
annually. Soon we will see similar outcomes in 
Singapore too. 
        If only SME leaders added a touch 
of greater purpose to current job roles, 
millennials will be 25 times more likely to plan 
a long-term future at their companies. With 
a meaningful job, quarter life crisis could be 
averted, productivity increased, which means 
more money for the SME.  

A
nxiety, uncertainty, disappointments and questioning the meaning of 
life have always been associated with someone in his forties going 
through a midlife crisis. 
        But today, these same issues are wrecking the minds of youths in 
their twenties. It’s called the uarter ife Crisis. Denying its existence 
will only have an insidious eff ect on the SME productivity. 
        ife crisis is happening sooner because millennials grew up 
exposed to a world of possibilities via the Internet and social media. 
They get inspired by the seemingly meteoric rise in fame, success and 

wealth of people like Zuckerberg and the Kardashians. 
        It seems like all it takes are pivotal ideas and extensive attention and you are set for life. 
Talent and hard work are nice to have but not necessary. So, it is not surprising that millennials 
believe they deserve a life like that.
        The benchmark for a meaningful life and impactful work has been artificially raised and 
thus remain unattainable. To add salt to wound, they are constantly reminded on Facebook that 
everyone else is having a better life. This has shaped their belief around work. 
        According to MT , half of millennials would rather have no job than a job they hate. entley 

niversity reported that  per cent of the generation say that helping make a positive diff erence 
in the world is more important than climbing a ladder for professional recognition. 
        And, Intelligence Group also reported that millennials rather make US$40,000 a year at a 
job they love than US$100,000 a year at a job they think is boring. Catch the pattern?

QUARTER LIFE CRISIS IS REAL When they don’t get what they think they deserve, they start to 
question if their life has any meaning at all. It is no wonder that the SOS saw the highest number 
of suicide death among the 20 to 29 age groups in 2016. 
        Youths cited stress with studies or work, unemployment, financial worries, family life, and 
struggles with social interactions and feelings of loneliness. 
        While these digital natives are quick to communicate through technology, they have not built 
up the social skills needed for quality interactions like the Gen X did at the same age and so they 
struggle to build deep and meaningful relationships. It is a case of hundreds of online followers 
but not a shoulder to cry on.

DISCONNECTED AND DISENGAGED TEAM MEMBER By 2020, millennials will be occupying the 
middle management and, by 2025, leadership positions in your organisation. 
        These attitudes and social deficiencies are going to seep into the SME’s workplace dynamics. 
As a team member, millennials are more likely to have issues dealing with diff erent personalities 
and cultures that are typical of today’s workplace. 
        When they cannot connect and cannot find their work meaningful, they disengage. Research 
indicated that 41 per cent of employees are disengaged at the workplace in Singapore. Some are 
so disengaged at the workplace they actively undermine the work of their co-workers, leading to 
tension amongst team members. 
        These individuals are going to impact the SME performance far greater than M Cs that 
are better e uipped to financially and systemically buff er poor performance. They can invest in 
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a forecast of demand and it may be able to 
refine that by working with the retailers. But 
the retailers will always be better informed 
about just what their needs are. UPS then 
needs a way to get retailers to credibly reveal 
their information.
        Penalties are one way of doing this. UPS 
could off er a menu of contracts in which 
retailers must provide a forecast and choose 
a price-penalty pair. A low price per package 
would be paired with a high penalty while a 
high price per package would have little or 
no penalty. 
        Mathematically, this would be very similar 
to UPS selling options on its capacity. If you 
pay a lot for the option of upfront, it costs little 
to execute the option and ship. If you buy an 
option with a low upfront price, execution 
becomes more expensive. 
        Who takes which contract? If you are 
confident in your forecast, you opt for the 
higher penalty or higher upfront option 
cost . ou’re on the hook if things go poorly 
but if you are you have the right forecast, this 
would be the cheapest way of getting your 
demand served. 
        Those who are just flat-out guessing, they 
pay a high price for service when they use it 
but avoid the downside if they don’t. UPS then 
goes into planning with better information. 
It not only has forecasts, it has further 
knowledge about which demand streams 
should be less variable.
        Competition adds another twist. Consider 
a retailer that deals with both UPS and FedEx. 
Which shipper should they use for a particular 
package? Assuming that FedEx doesn’t impose 
penalties according to the SJ article, they 
are not planning on doing that right now , 
they should send it by UPS if they haven’t 
exhausted their commitments. They essentially 
have prepaid for the service, so they might as 
well use. 
        On the flip side, UPS would have an 
incentive to favour firms who are paying high 
execution costs. If only one more box fits on 
the truck, it should be the one that is paying 
a lot. 

I
magine you are service provider and you line up a bunch of extra 
capacity because your customers tell you that they are expecting they 
are really going to need you. What should you do when your customers 
turn out not to have that much business for you?
        If you are UPS, you don’t have to imagine. This is a problem they 
face at the holidays. Retailers want to make sure that there will be space 
for their shipments on the truck, so they have an incentive to talk up 
their potential. 
        Of course, no one can tell the future so sometimes their big 

talk will prove to be just hot air. UPS apparently is thinking of making the initial forecasts 
from retailer a little more binding S Tries a ew Twist on Surge ricing, May , all 
Street Journal .

“With the retail world in upheaval, UPS is asking retailers to help pay when the 
extra space and workers aren’t put to use—or even when the boxes don’t match 
the sizes that retailers promised earlier in the year.

“If there are variations to the plan, let’s see what we can do, but we should 
be compensated accordingly,” said UPS Chief Executive David Abney in an 
interview. He said the charge isn’t meant to be punitive but one element of a 
broader negotiation with retailers over pricing during peak times.

UPS is apparently also thinking of imposing charges at times beyond the holiday — say for flowers 
at Valentine’s or when a new product release causes volumes to spike.
        I find this story really interesting — if only because it relates to a research stream I use to 
work in. One can model this problem as contracting in a newsvendor setting. 
        UPS faces uncertain demand and needs to commit to a capacity before learning exactly what 
it is. And it essentially has one shot to get the number right. 
        eah, the company may be able to scrounge up a few more college kids to shu   e packages 
or to have folks work overtime but all that is expensive. There is really just one chance to line up 
aff ordable capacity.
        A newsvendor is a pretty straightforward problem but this one has a wrinkle. UPS has 
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J
ared Goetz, serial entrepreneur and member of The Oracles, always 
had a knack for reaching an audience. At 26 years old, he’s co-founded 
four multimillion-dollar companies.
      Whether he’s throwing the world’s largest foam party with fire 
breathers and circus acts Electric lurry  or selling inflatables to col-
lege students via viral campaigns Dumbo ounge Sacks , this serial 
entrepreneur knows how to turn an audience into a profit machine.
      is latest venture, The Gadget Snob, is no diff erent. An e-commerce 
store that supplies everything from jet-flamed pencils to laser keyboards, 

Goetz took his business from zero to US$2 million in 60 days by plugging into the right audience. 
That's no small feat in a competitive industry forecast to surpass US$4 trillion in sales by 2020.
      Goetz’s secret sauce to reaching the masses? Experimentation. As he explains, “You don’t 
know what people will respond to until you try a lot of things. Don’t be afraid to think outside 
the box.”
      Goetz shares six key components to building his million-dollar ecommerce store and turning 
profits in less than a business quarter.

01. DON’T REINVENT THE MERCHANDISE WHEEL Many owners think they have to reinvent the 
wheel with the merchandise they sell,” Goetz explained. Instead, he suggests focusing on products 
with a proven track record of success. 
      “An easy way to spot a market trend is gauging how a product performs on social media. If an 
item is getting ,  acebook ikes in less than a few hours, that’s a tell.
      E  choosing merchandise, it’s also crucial to diff erentiate between commoditised 
and unique products. Commoditised products are widely available. Unique products are less 
accessible handmade or niche products that aren’t mass produced. 
      “If you go niche, gauge demand first. Observe what people are looking for. You might be 
surprised to see what’s selling.”

02. CREATE A FORMULA, THEN REWRITE IT Ecommerce comes down to a formula, Goetz 
says, and the outcome is aff ected by diff erent variables  product, advertisement, landing page 
optimization, and customer lifetime value.
Once you figure out what produces the best margin, copy that. Most who fail in e-commerce are 

90 per cent there but haven’t worked out all the variables in their formula,” Goetz shares.
      For Goetz, a pivotal variable was drop shipping. “I spent a lot of time bootstrapping my 
earlier companies. Drop shipping was a game-changer because it allowed me to advertise before 
securing the inventory, yielding greater outcomes.”

03. BUILD A LEGIT SHOPIFY STORE A successful Shopify store must win confidence. “In the 
sometimes-fraudulent digital ecosystem, you have to earn a consumer’s trust,” Goetz says. “A 
money-back guarantee and free shipping guarantee are great places to start.”
      Goetz also suggests choosing a theme that’s congruent with your industry. “With branding, 
you want to look professional, not spammy or creepy.” Gadgets are fun and technical, so his site 
has bright colors and precise language. “If I were running a men’s fashion store or toy store, I’d 
change my theme to match the merchandise and brand. Branding is key to converting customer 
views into sales.”

04. FIND WINNING ADS WITH HUGE ROI AND SCALE For Goetz, marketing comes down to one 
word: testing. “The only way to find out what works is to test it many times,” he says. “Test 10 
audiences on each product, so you know where to invest your energy.” 
      For The Gadget Snob, Goetz hired an ad manager to optimize Facebook campaigns. “When 
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you strike gold with a successful ad, replicate 
it, but scale incrementally to ensure you’re 
staying targeted.” He suggests increasing ad 
spend 20 per cent per day, not 500 per cent.
      When building campaigns, it’s also vital 
to use language that’s shareable and creative. 
Sales psychology is your friend. From his 
perspective, classic scarcity techniques have 
been around for centuries for a reason. “Try 
incorporating a quantity incentive: if you buy 
one, it’s full price; if you buy two, it’s 50 per 
cent off  and so forth.
      “Creating an email list is also vital. Email 
campaigns have a higher conversion rate 
than cold Facebook campaigns, and you can 
incentivize email campaigns with rewards. You 
can make money by merely pushing ‘send.’”

05. HIRE AN ASSISTANT VA, THEN 
SPECIALISTS For Goetz, hiring a virtual 
assistant was essential to scaling. “At first, my 
VA helped with everything,” he says. Once his 
site got off  the ground, Goet  hired people 
with specialised jobs for specific tasks.
      He also stresses the importance of 
universal procedures. “Having clear 
onboarding processes and procedures is key to 
growth. Make your systems as easy as possible 
because while you might have 100 orders 
today, tomorrow you’ll have quadruple that.”

06. GET YOUR CUSTOMER SUPPORT AIRTIGHT
For a store to operate at full throttle, Goetz 
stresses the importance of customer support 
to maximize your profits. “You need your 
customer support to be airtight and available 
24/7,” he says. “Online shopping goes all night 
and people place orders at all hours.”
      To support questions and concerns, 
Goetz says that live chat and around-the-clock 
customer service is a must. “In our era of 
Amazon Prime, customer service expectations 
have never been higher, he says. “The last 
thing you want is a minute hiccup or technical 
goof obstructing a sale.”
      Ultimately, e-commerce allows 
entrepreneurs to reach untapped markets 
and reap the rewards. As Goet  puts it  My 
ecommerce site aff ords me ultimate freedom.  
By following a few basic steps, you, too, can 
build a Shopify store to run from anywhere in 
the world, and perhaps even create your own 
million-dollar sales machine. 
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for thought. A substitute for learning. A 
substitute for personal growth.
        When I started my first job, I was 
assigned a mentor. After the initial exchange 
of pleasantries, we got down to business. I 
realised pretty quickly that she didn’t have a 
university degree.
        In my mind, at the time, that equated 
to being stupid. So, I assumed that she was 
stupid, which aff ected my attitude towards her 
as well as the people around me.
        Coming straight out of school with this 
kind of arrogance, I’m sure you can imagine 
what happened next. I was ostracised and had 
to move projects in order to work with other 
people — new people who didn’t know me.
        This time, I tabled my arrogance as much 
as possible and lo and behold, my experience 
was completely diff erent. eople reacted 
diff erently to me. I felt better at work. It was 
easier to work with others and the quality of 
my overall experience increased exponentially.

THE HUMBLE-PIE DIE Have you ever 
wondered what it takes to become the 
richest man in the world? Obviously, it takes 
tremendous patience because good things 
happen slowly. ess obvious is the fact that it 
requires complete lack of arrogance.
        It requires a ruthless focus on learning 
from mistakes, a continuously expanding 
network of knowledge and magnificent 
people skills. These are all skills that would be 
impossible to attain in the face of arrogance.
        So, who is this mystery man who has 
made a career not to mention billions  from 
the humble-pie diet?
        None other than investing legend 

arren uff ett.
        uff ett is one of my biggest idols. e 
is my idol because he combines one of the 
sharpest minds of several generations with 
a tremendous amount of humility. And this 
humility is what has helped him achieve the 
success that he has.
        In his partnership letters, uff ett mostly 
writes about his mistakes, despite the fact 
that he wipes the floor with the market every 
year. His humility has allowed him to learn 
throughout his life and he has become one of 
the richest and most successful businessmen of 
all time because of it. 

F
or ambitious people, knowing what to do is not always enough. 
Sometimes, we need to know what not to do. So, like Charlie Munger, 
I am going to use inversion and focus on what not to do to be 
successful. Specifically, I will focus on two mindsets to avoid in order 
to be successful.

MINDSET 1: IMPATIENCE I’ve always been impatient. In a video 
recorded on my first day of school, I looked as if boredom and 
impatience were slowly and surely killing me. I was six years old then. 

In my view, impatience is a very one-sided negative trait.  et me illustrate.
        For most of my life, I’ve quit things that I didn’t like anymore because I got impatient about 
the speed of progress. Things weren’t moving fast enough. ike a chimpan ee, I’d jump from 
branch to branch, hoping to find something that would excite me- something that would energize 
and stifle the crushing boredom I felt. That all comes down to impatience.
        Because of my impatience, I started two educations and dropped out of both. This was the 
time I realised that something was wrong. It was not so much that I realised that impatience 
was at the bottom of my ailments. It was more on the idea that I needed to change something in 
my life.
        When it comes to studying and getting a degree, things don’t happen overnight. From this, 
I learned that things take time. It might sound trivial but until I realised this, impatience held me 
back in a big way. Conversely, patience is a trait you see in almost every successful person if you 
study their life and work.
        A prime example of patience is Sam Walton, the founder of Walmart. He opened his first 
store in 1945 and barely scraped by for the next few years. Then, things slowly started improving. 
After spending five years establishing himself as a retailer, he opened his first Ben Franklin store 
in 1950. A big move at the time.
        After this, he spent the next 12 years building a chain of Ben Franklin stores until he 
eventually owned 16. This is when he tasted the first modicum of success, 17 years after he 
started his first business. This only happens with tremendous patience. 
        After spending 17 years building his retail business from the bottom up, Walton opened his 
first Walmart in 1962. We all knew what happened next.
        The point is that one of the most successful businessmen of all time worked his butt off  for 
20 years in the retail business before Walmart become a success.

MINDSET 2: ARROGANCE Another part of my personality that has held me back in the past is my 
arrogance. I consider myself a pretty smart guy and sometimes, that spills over into thinking that 
I’m better than everyone. I am a master of the universe and don’t have anything to learn because 
I already know it all.
        I’m sure you can see how these behaviours held me back. It’s not that I disliked other people. 
I just thought I was better than them. 
        More intelligent, smarter, better-looking, and pretty much the bee’s knees. hether or not 
this was objectively the case — which, most often, wasn’t — is beside the point.
        The point is that this line of thinking is so counter-productive that it’s amazing I ever 
managed to accomplish anything at all. Arrogance hampered me because it became a substitute THIS ARTICLE APPEARED ON DUMB LITTLE MAN.

“Invert, always invert: Turn a situation or problem upside down. 
ook at it backward.  Charlie Munger
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E
uromonitor International 
predicts that the optical retail 
industry in Malaysia and 
Singapore will continue to 
demonstrate a positive 
trajectory despite global 
economic ambivalence. 

OPPORTUNITIES IN 
OPTICAL RETAILBY 

AYURUHAIZA 
AYUB          

FOCUS POINT
Year founded: 1989
Key people: Dato’ Liaw Choon Liang 
(founder & CEO)
Number of outlets: more than 65 franchise 
outlets in Malaysia and Brunei

W
hen they first started, Focus Point was 
just a small counter in a shopping 
centre that went by the name Focus 

Vision Care Centre. Now, they have grown into 
one of the biggest optical retail chain in Malaysia. 
        The company launched its franchise 
programme in 2002. Since then, Focus Point 
has received many awards for the programme, 
including the prestigious “Best Homegrown 

ranchise  title from the Malaysian ranchise 
Association in 2009. 
        The overall investment for a Focus Point 
franchisee starts from M , . evertheless, 
this diff ers depending on the si e and location of 
the premise, as well as the purchase of stock and 
equipment. It is also important to note that as an 
outlet owner, you will need to adhere to Focus 
Point’s operating system and be able to manage 
your finance well. 

BOLTON OPTICAL GROUP
Year founded: 1992
Key people: Datuk Patrick Sim Eng Peng
Number of outlets: 55 direct branches and 
five franchise outlets

B
olton Optical Group is a multi-
concept optical product manufacturer 
that aspires to be one of the biggest 

global player of optical products. Among its 
subsidiaries are  ision and Milano Eyes 
Fashion. It also has its own flagship in-house 
brand, Simvue® that is made up of high-quality 
optical products. 
        To assist franchisees, Bolton’s 
franchising programme off ers stock and 
equipment supply, layout and design 
consultancy, help with advertising and 
promotion as well as staff  technical and 
management training. 
        Should you be interested in becoming 
one of BOG’s franchisee, the starting capital 
is M , . This amount will cover the 
initial franchise fee for five years, retail 
equipment, opening inventory, as well as the 
POS System. 

MOG EYEWEAR
Year founded: 1994
Key people: Dato’ Frankie Ng 
(founder & director)
Number of outlets: 28 direct branches and 
49 franchise outlets

M etro Optical Group or better 
known as MOG Eyewear has a 
simple philosophy: quality never 

goes out of fashion. With that in mind, the 
brand has always strived to ensure that their 
products are of the best quality and 
aff ordable price. 
        MOG owns three retail brands which 
are MOG, OO A and M-Trend. Total 
investment for a franchise will be ranging 
from M ,  until M ,  and this 
will include costs such as initial franchise 
fees that will cover the first term of  years , 
initial stock holdings, operational fund, and 
optical equipment. Other fee that needs to be 
taken into consideration is the royalty fee that 
will be 5 per cent of the business’ monthly 
gross turn over. 



        This sustenance in demands for 
spectacles and frequent replacement lenses 
are mostly contributed by three main 
groups of consumers. 
        irst, there is the growing myopic i.e. 
short sighted  population, especially youth 
who spend more time indoors. Second, 

elderlies with presbyopia disease – long-
sightedness due to loss of elasticity in the 
lens. And third, urban consumers who use 
frames and colourful lenses as accessories 
to enhance their appearances.
        As profitable as owning an optical busi-
ness may seem due to a constant need for 

corrective eyewear, competition is high. Cus-
tomers are constantly on the look for novel 
designs, lower prices and better services. 
        This January, we take a closer look at 
a six companies that are significant players 
of the optical retail market in these two 
neighbouring countries. 
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A-LOOK EYEWEAR
Year founded: 2003
Key people: Yeoh Teong Sun (CEO)
Number of outlets: 103 direct branches, 
55 franchise outlets

U
nderstanding the need to 
accommodate to the growing 
demands of trendsetters and trend 
followers  the A- ook Group always 

aims to provide customers with the most stylish 
eyewear at an economical price point. Under 
the umbrella of A- ook group, they have 
A- ook, Seen formerly known as roEyes 
Studio  and O. . . 
        To take up their franchise outlet, one will 
need to prepare an initial investment of M 

,  to M , . ike many others, this 
capital shall vary depending on the brands 
taken and the size of business. 
        The royalty fee will be approximately 4 to 
5 per cent of the monthly gross sales. While it is 
not compulsory, it will certainly be a plus point 
if you are an eyecare professional. 

MENARA OPTOMETRY
Year founded: 1996
Key people: Mohd Zaremdeen (CEO) 
Number of outlets: 26 direct branches and 9 
franchise outlets

T he idea of establishing Menara 
Optometry was born after four 
classmates who graduated with a 

degree in optometry decided that they wanted to 
work on something together. Two decades later, 
Menara or tower’ in Malay  had grown into one 
of the most prominent Bumiputera lead optical 
retailer in Malaysia. 
        As a competitive brand, Menara do not just 
distribute international and local products, they 
also produce their own in-house branded frames. 
In the year 2000, the company patented its first 
brand for contact lenses and solution called 
UVSoft. 
        The investment to own a Menara franchise 
range from M ,  to M , . Among 
other pre-re uisite to be a franchisee for Menara 
Optometry include being medically fit to conduct 
the business, being a qualified optometrist or 
having a partner that is an optometrist.  

CAPITOL OPTICAL
Year founded: 1968
Key people: Delvyn Wong (CEO)
Number of outlets: 17 direct outlets in Singapore 

T
he journey of Capitol Optical started 
with three brothers working with a 
simple push cart back in the 60s. Fast 

forward to today, the group has erected more 
than  stores of Capitol Optical across the ion 
City and it’s looking at expanding to other 
countries in the region. Capitol Group is also the 
parent company for brands like Koolook which 
caters to a younger demographic. 
        A franchisee in Singapore will have to 
sign a 5-year agreement with an option to 
renew. Franchise fees is S$30,000 per outlet 
with no royalties charged, but advertising 
and promotion fees are applicable. Overseas 
applicants will sign a 10-year franchise 
agreement for a state or area with an option to 
renew. Franchise fees start from $50,000 and 
there is a royalty of 3 per cent quarterly. 
        Franchisees’ operations team will be given 
14 days of comprehensive training. Other forms 
of support include marketing and training for the 
franchisee.  
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  BRAZIL IN FIGURES

Official name: República 
 Federativa do 
 Brasil (Federative 
 Republic of Brazil
Capital: Brasilia
Land Area: 8,358,140 sq km 
 (fifth largest in 
 the world)
Population: 208,484,000 
 (Estimation as of 
 December 2017)
Language: Portuguese
Major Religion: Catholicism 
 (world’s largest 
 Catholic 
 population)
Currency: Brazilian Real (R$)
GDP: US$3.217 trillion
GDP per Capita: US$15,646
Unemployment:  12.6 per cent
Main Exports: Soybeans, iron 
 ore, raw sugar, 
 crude petroleum, 
 oil seed, coffee 
 and poultry meat
Main Export Destinations:  China, the United 
 States, Argentina, 
 the Netherlands, 
 Germany 
Main Imports: Refined 
 petroleum, 
 vehicle parts, 
 packaged 
 medicaments, 
 telephones, 
 crude petroleum 
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BRAZIL
A

fter being a part of the 
Portuguese empire for 
almost 300 years, Brazil 
finally achieved its 
independence in 1822. 
        Brazilians then 
remained under an 
imperial rule called 
the Empire of Brazil, a 
unitary state controlled 
under a constitutional 
monarchy and a 
parliamentary system 
for 67 years, before it 
became a presidential 
republic in 1889. Now, 
Brazil is regarded as a 
federal republic with 
26 states, and 5,564 
municipalities.
        Geographically, 
Brazil is the biggest 
country in the South 
America, making up 47 
per cent of the continent. 
Brazil shares borders 
with all other countries 
in the continent but 
Chile and Ecuador. 
        Being home to 60 
per cent of the Amazon 
rainforest, Brazil is 
also well known for 
being one of the world’s 
seventeen mega-biodi-
versity nations. Among 
the notable flora and 
fauna that can be found 
in the region include 
Brazilwood (where the 
country gets its name 
from), giant water lily 
(which can stretch up 
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 TIPS ON DOING BUSINESS IN BRAZIL
   To do well in Brazil, it is highly recommended for one to

learn Portuguese. While many in large corporations will be 
able to converse in English, higher respect is given to those 
who make eff ort to speak in the national language.

   Have your business card printed in both English and
Portuguese with the Portuguese text facing up when you 
are distributing them to your potential business partners 
or clients. 

   When giving a present to your Brazilian business
counterparts, avoid presents or wrappers in purple or 
black as these are considered as the colour of mourning. 
Handkerchiefs are also associated with funerals. Sharp items 
like knives should also be avoided as it implies that you want 
to sever your relationship.

   Be as formal as possible when addressing your business
partners. Include their title (e.g Senor(a) followed by their 
first name. 

   Long handshakes are common, but do not be surprised if
you are kissed on the cheeks by someone who have just been 
introduced to you. 

to 3 metres), anaconda (the largest 
snake species) and jaguar (South 
America’s biggest cat).
        With its US$2.14 trillion 
economy, Brazil ranks as the eighth 
largest economy by nominal GDP. 
As stated by Investopedia, the 
country has developed services, 
manufacturing, and agricultural sec-
tors, with each sector contributing 
around 68 per cent, 26 per cent, 
and 6 per cent respectively. 
        Brazil is one of the BRICS 
countries, an association of emerg-
ing national economies, and was 
projected to continue to be one of 
the fastest growing economies in the 
world. However, the recession in 
2015 caused Brazil to go from 7th 
to 9th place in the world economies 
ranking, with a negative growth rate 
of 3.6 per cent  in 2016.
        There is a silver lining though. 
The International Monetary Fund 
(IMF)  projected Brazil’s economy 
to resume positive growth at 0.2 per 
cent in 2017, further recovering to 
1.7 per cent in 2018 and then to 2 
per cent during the next four years. 

THE WORLD’S FARM Armed 
with high agricultural productive 
capacity, Brazil is one of the world’s 
biggest commodity nation known 
for producing coff ee, soybeans and 
livestock in a large scale to meet 
global demands. 
        In fact, according to the 
Ministry of Agriculture, Livestock, 
and Food Supply, the agribusiness 
in Brazil is doing exceptionally 
well. In 2015 alone, the industry 
demonstrated an impressive trade 
surplus of US$75 billion and 

contributed to 21.5 per cent of 
the country’s GDP. Agriculture 
products made up 46.2 per cent of 
total exports in the same year. 
        According to the most recent 
Brazilian Livestock Profile Annual 
Report, livestock farming in 2017 
supplied 30 per cent (R$ 400.7 
billion) of the total agribusiness 
GDP contribution to Brazil. 
        United States Department 
of Agriculture (USDA) Foreign 
Agricultural Service in its GAIN 
Report also noted Brazil’s beef and 
pork production are estimated to 
rise steadily in 2018 to 9.7 million 
metric tons and 3.9 million metric 
tons, respectively. This is to push 
for a higher export, especially to 
the Asian market. 
        A report by the Organization 
for Economic Co-operation 
and Development (OECD) and 
the UN Food and Agriculture 
Organization (FAO), predicted 
that by 2020, Brazil will own the 
largest food surplus in the world. 
The FAO claimed that Brazil has 
the biggest spare farmland as 
compared to any other countries 
in the world. An agriculture boost 
in Brazil is very much needed as it 
can help to bolster the shortages in 
global food inventories. 
        Brazil hasn’t always been the 
leader in farm production, but 
the eff orts put into developing the 
sector have been immense. The 
Economist reported that between 
1996 and 2006, the country has 
demonstrated a stunning growth 
of 365 per cent in the total value 
of crops, from R$23 billion to 
R$108 billion. It even managed to 

outdistance Australia – the world’s largest beef exporter- after increasing 
its beef production by tenfold.
        Interestingly, these developments happened with minimal subsidy 
from the state. The OECD claimed that for the year 2005 until 2007, 
government support only accounted for 5.7 per cent of total farm 
income in the country. To compare, it was 12 per cent in the US, 26 per 
cent for the OECD average and 29 per cent in the European Union. 

        Sugarcane has 
flourished as a crop 
in Brazil for over 
500 years. According 
to a recent forecast 
from the USDA’s 
Agricultural Trade 
Offi  ce, ra il’s 
sugar production is 
expected to reach a 
total of 645 million 

metric tons in the fiscal year of 2017/2018. 
        Although the estimated sugar production is around 1 per cent less 
than its previous year figure, Brazil is still the world’s largest cane sugar 
producing country. 
        The country is also the world’s largest sugar exporter. In 2016, 
Brazil exported total 29 million metric tons of sugar, worth over 
US$10.4 billion, representing nearly 40 per cent of the world’s total 
sugar exports that year.
        Other than producing sugar, sugarcane is also used as a raw 
material for ethanol production. Cane industry group Unica recently said 
sales of hydrous ethanol, used by flex fuel vehicles which are popular in 
Brazil and can operate on petrol or the biofuel, jumped 14 per cent in 
the first half of August 2017  from the second half of July 2017. 
        Brazil’s fuels market is demanding more of the product after a 
recent change on taxation increased ethanol’s competitiveness against 
petrol at the pumps. 
        In the last 50 years, ethanol has been revolutionised to contribute 
massively to Brazil’s energy outlook. Due to its tropical and humid 
weather, Brazil’s climate is adept to produce sugarcane – the main base 
for ethanol. 
        Commodity HQ cite Brazil as one of “the most aggressive 
countries in mandating and promoting ethanol use as a light vehicle 
fuel.” It is now the planet’s second-largest biofuels producer, bearing 
approximately 15.8 million metric tons of oil equivalent in 2013. 
        Despite being a large economy, the World Bank stated that Brazil 
has been playing a significant part in mapping the climate framework for 
the Conference of the Parties (COP 21). Other than ratifying the Paris 
Agreement, it had also come up with a policy called RenovaBio. 

        The law is aimed 
to cut greenhouse gas 
emission (between 
36.1 per cent and 38.9 
per cent by 2020) 
simultaneously pushing 
fuel distributors to 
slowly increase their 
biofuel volumes. 
        With the 
implementation of this 
new law, Brazil is not 
just on the right track 
to save the Earth, 
Brazilian ethanol 
producers who had 
been struggling to cope 
up with cheap petrol 
will also be revived. 

        Iron ore is one of Brazil’s major exports. Statista stated that the 
country was the world’s third largest producer of iron ore in 2016 
(behind China and Australia) at 391 million metric tons. And, the Latin 

BRAZILIAN ENERGY MATRIX IN 2015



 FUN FACTS
   Almost every Brazilian city has a football stadium 

(this might explain why they are five-time winners of the 
World Cup).

   The country’s motto is Ordem e Progresso, meaning 
“order and progress”.

   Sao aulo has one of the world’s worst traffi  c jam. In ,
the highest congestion record was set at 309 kilometres 
of queues.

   Brazilian have cowboys too. They are called gaúchos.
   The O.K. sign in Brazil is considered rude as it 

indicates obscenity. 
   Due to the Catholic Church’s opposition, divorce was only

legalised after 1977.
   Brazilians do not like to be called “Latinos”.
   For generations, fishermen in Laguna (southeast Brazil)

have been using dolphins to assist them in catching other 
fishes. The dolphins help by herding the fish towards the 
net. Some would flick their heads to signal a set trap. 
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TIME SCHEDULING Brazilian 
etiquette expert, Sandra Branco 
mentioned that it is crucial for one 
to set a meeting at least two weeks 
in advance and confirm it two days 
prior to the actual date. The best 
time to arrange your meetings are 
around 10 am or in between 3pm 
to 5pm on weekdays. An impromp-
tu visit without any prior appoint-
ment is largely frowned upon. 
        Business meetings in Brazil are 
typically flexible. You can expect 
your Brazilian counterpart to show 
up a little later than the scheduled 
time, but as a foreigner, you should 
always be there on time, if not early. 
        In large cities like Rio 
de Janeiro and Sao Paulo, the 
congestion can be intense. Thus, 
make sure to allocate enough 
time for each meeting and do not 
schedule more than three meetings 
in a day. Also, avoid making 
business trips during festive season, 
such as the Carnaval week (usually 
in February), the New Year and 
near Christmas. 

EMOTIONS IN PRESENTATIONS
Be expressive. Brazilians 
typically use a fair amount of 
exaggerated body language in their 
communication - in and outside 
business context - and they would 
expect you do the same. To gain 
their attention, it is important to 
make sure that your presentations 
are lively (but not too theatrical) 
and visually appealing.
        Make sure that your 
presentation is short and concise. 
It should never be more than 30 
minutes. When interrupted with 
questions or opinions, one should 
consider it as a sign of interest. 

It signals that they are paying 
attention to you. In fact, the louder 
they speak, the more significant is 
the point that they are making. 

DRESS TO IMPRESS
As one of the most fashion-
conscious population on Earth, 
dressing well is imperative to 
Brazilians, especially in business 
settings. Do invest in a good suit or 
dress as status is highly regarded in 
the country. The better you dress, 
the more respected you will be. 
        In Brazil, it is generally 
believed that when one puts eff ort 
in dressing well, it also means that 
they are serious about the person 
they are meeting, and similar 
attention will be given in to their 
work performance as well. 
        Despite the humid weather 
and temperature, men are always 
expected to be in tailored dark suits 
(i.e. black, grey) with conservative 
ties and polished shoes when 
attending business meetings. 
        Three-piece suits imply that 
you are an executive while two-
piece suits are commonly worn by 
offi  ce workers. ou should choose 
a lighter material to mitigate 
the heat. One should also avoid 
wearing short sleeve with a tie. 
        Some general conventions for 
women include wearing elegant 
and feminine dresses with simple 
but good quality accessories. It is 
better for woman professionals 
to tie their hair up because some 
Brazilians consider letting the hair 
down as not suitable for formal 
occasions. If anything, avoid 
wearing dresses with patterns. 
Limit makeup but do get your 
nails manicured.

American leader is seconded only by Australia in exports of the 
mineral, contributing to 18.5 per cent of the global volume which is 
valued at US$13.3 billion.
        Brazil's iron ore exports rose 23.4% year-on-year in November 
2017 to US$1.52 billion, according to figures released by foreign 
trade department Secex. The figure marks the 13th consecutive 
monthly increase.
        China consumes 60 per cent of the world's iron ore, but its 
slowing economy and the European debt crisis are believed to be 
the explanation to the iron-ore price collapse in 2017. However, a 
turnaround is expected, particularly in Brazil, where iron-ore quality 
is far better than competitors in Australia, India and China. 
        Iron ore isn't the only commodity that Brazil has in abundance. 
In 2016, Brazil’s daily export of crude oil averaged at 2,515,459 
barrels per day, ranking 19th in the world.
        In 2010, The Economist expected the country’s crude oil  to 
reach sixth largest by 2020, thanks to the enormous amount of 
“pre-sal”' oil they possesses. Brazilian crude oil exports were 2016, 
ranking at 10th largest globally.
        Furthermore, with eight oil auctions involving more than 300 
oil and natural gas fields expected to take place before 2019, Stratfor 
Worldview contends that Brazil will at least receive a total foreign 
investment of US$80 billion.

LANGUAGE ra il is a atin American country, but the offi  cial 
language is Portuguese not Spanish. As a matter of fact, Brazil is the 
largest Lusophone (Portuguese-speaking) country in the world – yes, 
more than Portugal itself.  Portuguese is spoken by more than 99 per 
cent of the country’s population. 
        ra ilian ortuguese is rather diff erent than the one spoken in 
Portugal. In terms of orthography, they are predominantly similar, but 
the pronunciation, vocabularies and meanings have now varied from 
the way it was in the 16th century. To put it in perspective, imagine 
American and British English. 

WORK CUSTOMS AND ETHICS
PATIENCE IS A VIRTUE Brazil isn’t just popular for football, it is 
also famous for bureaucracy. That is why they have despachante 
– Brazilian agents or middlemen that are often hired to assist with 
business dealings.  These agents are often very well-versed about the 
industry; they can introduce you to the right person, help to arrange 
appointments, as well as assist you with the legal documentations. 
        Before engaging in a business relationship, Brazilian 
entrepreneurs would usually want to know more about their potential 
partners. It is a plus point if you are introduced by a person who your 
Brazilian counterpart recognised and respected. 
        The process of getting to know business acquaintances better 
and closing the deal will involve a lot of small talks. Do make an eff ort 
to learn about the person you want to appeal to – their backgrounds 
and interests. Brazilians tend to work with people whom they know 
well and are comfortable with. 
        The nature of business in Brazil is strictly hierarchical and 
seniority plays a key role in decision making. Therefore, it is wise to 
meet the most senior member of staff  or person in charge directly 
rather than making enquiry through an intermediary of a lower rank. 
Most of the time, if the question or decision is out of their job scope, 
they won’t give you any answer, even if they could.
        As much as you want an immediate response, never rush your 
Brazilian counterpart. You will not just come out as impatient, it 
might even put off  your business deals. Most likely, the negotiation 
will involve a lot of reviewing as they tend to look into details 
thoroughly. Be patient. 
        Remember that Brazilians place higher importance in people 
more than companies. Assemble a good team to represent your 
business and try to not replace the negotiating team. Again, because 
they take time to establish trust and relationships. Such change can 
make you start from the beginning.



outdated firewalls due to budget and resource 
constraints. From our conversations with 
customers and partners, it appears that more 
organisations have a beast – an older firewall – 
in the datacenter, which nobody dares to touch 
as it cost a small fortune to buy and get set up. 
        It may be doing its job – but that is the job 
a firewall was expected to do ten years ago. As 
a result, these firewalls typically lack the extras 
that their modern counterparts can off er.
        For example, a lot of old firewalls cannot 
block unknown threats, automatically respond 
to incidents or reveal hidden risks on the net-
work. The old beast of a firewall probably does 
not off er contemporary security features such 
as sandboxing or other forms of more advanced 
threat detection, response and mitigation. 
        In contrast, an intelligently-deployed 
modern firewall can protect proactively against 
modern ransomware attacks like the recent 
WannaCry and Petya outbreaks.
        irewalls today provide more eff ective 
mechanisms to respond to and isolate threats 
by working with the rest of the IT ecosystem. 
By communicating and sharing information, 
they provide better protection and insight 
through added intelligence also known as 
Synchronized Security. 

DEPLOYING NEXT-GEN PROTECTION AGAINST 
NEXT-GEN THREATS Ideally, organisations should 
replace their old firewall with the latest and 
greatest sort of firewall that can adapt, grow 
and respond not only to their changing needs 
but also the shifting IT security landscape.
        For organisations with an old beast of a 
firewall, they can consider adding a more adapt-
able firewall in-line instead. In one simple and 
risk-free move, they could greatly enhance their 
network security without disturbing the beast. 

KEEP THE FOLLOWING BEST PRACTICES IN MIND
The Intrusion Prevention System (IPS), 
sandboxing and all other protection the 
firewall provides is only eff ective against 
traffi  c that is traversing the firewall and 

I
t is no surprise that 
Malaysia is ranked third 
among 193 countries in 
the Global Cybersecurity 
Index 2017 for its 
commitment to 
cybersecurity. Within just 

two months from the day we heard about the 
data leak reports, the government has already 
set up a special committee to combat 
cybercrime in the country. 
        Recent ransomware attacks like 
WannaCry and Petya have spread largely 
unchecked through corporate networks in the 
recent year, extorting money to restore data 
and regain control of computers. 
        Most notably, the WannaCry ransomware 
accounted for 90 per cent of the attacks in Ma-
laysia this year. Taking all these recent develop-
ments into account, it is time for businesses to 
take a closer look at the state of their security, 
especially their network security.
        Organisations can start with a good 
firewall that integrates all the advanced 
networking, protection, user, and app controls 
they need to stay secure and compliant. IT 
departments do not have to think back too far 
to remember a time when firewalls were all 
about speeds and feeds, and not much else. 
Over the past few years, however, we have 
seen a shift from the firewall leading a lonely, 
isolated existence, to a new conversation about 
the firewall as an integrated component of the 
greater IT security strategy. 
        A firewall that is able to communicate as 
part of a larger IT security ecosystem is much 
more eff ective, providing a whole new level 
of security, responsiveness and insight. That 
does not mean the race for the fastest firewall 
has gone away, but measures like “gigabits 
per second” now need to work as part of the 
protection, performance and price mix.

COMPARE FIREWALLS FOR THE BEST 
PERFORMANCE AND SECURITY EFFECTIVENESS
No two network environments are the same 
and testing methodologies among vendors 
can vary wildly, making it fruitless to compare 
firewalls based on published datasheet 
numbers alone. In any case, just comparing 
datasheets completely ignores security 
eff ectiveness  which these days is a critically 
important metric.
        That is why third-party testing labs 
are so valuable. When done correctly and 
fairly, independent tests bring all vendors to 
a common denominator and highlight what 
really matters: the price-performance ratio. 

MODERNISING THE BEAST
IT departments often struggle to upgrade their JULIUS SUAREZ IS SE MANAGER FOR ASEAN, SOPHOS

BY 
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where suitable enforcement and protection 
policies are being applied to the firewall rules 
governing that traffi  c. 
        So, with that in mind, organisations need 
to follow these best practices for preventing the 
spread of worm-like attacks on the network:

  Ensure you have the right protection, including
a modern high-performance next-gen fire-
wall IPS engine and sandboxing solution.

  Reduce the surface area of attack as much
as possible by thoroughly reviewing and 
revisiting all port-forwarding rules to elimi-
nate any non-essential open ports. Every 
open port represents a potential opening in 
your network. Where possible, use VPN to 
access resources on the internal network 
from outside rather than port-forwarding.

  Be sure to properly secure any open ports by
applying suitable IPS protection to the rules 
governing that traffi  c.

  Apply sandboxing to web and email traffic
to ensure all suspicious active files coming 
in through web downloads and as email 
attachments are being suitably analyzed 
for malicious behavior before they get onto 
your network.

  Minimise the risk of lateral movement within
the network by segmenting LANs into 
smaller, isolated zones or VLANs that 
are secured and connected together by 
the firewall. Be sure to apply suitable 
I S policies to rules governing the traffi  c 
traversing these LAN segments to prevent 
exploits, worms, and bots from spreading 
between LAN segments.

  Automatically isolate infected systems. When
an infection hits, it is important that your IT 
security solution be able to quickly identify 
compromised systems and automatically 
isolate them until they can be cleaned up 
(either automatically or through manual 
intervention). 



ments in your business relate and communi-
cate with each other, and what sort of data 
they share. For example, if business manage-
ment, sales, finance, logistics or material man-
agement need production data, how do they 
access it? Do they pick up the phone, share 
spreadsheets, or do they have to navigate the 
interface between the ERP and the production 
management system to get their answers? 
        To realise the benefits of Industry 4.0, 
all departments should be able to access the 
same real-time production data, in no more 
than a few clicks of an ERP system. That 
ERP system, furthermore, may need to be 
integrated with the business’s manufacturing 
execution system (MES) for data to be truly 
accurate. If your current system isn’t up to this 
level of integration, you might need to consider 
something new.

3. ARE YOUR DECISIONS BASED ON GUT 
INSTINCT ALONE? Making quick and accurate 
decisions is a key principle of operating 
a business, but these decisions should be 
informed by data not instinct. 
        For many businesses, accessing detailed 
production data without delay is diffi  cult, so 
business leaders tend to fill the gaps in their 
decision making with past experience or 
gut instinct. In contrast, by applying an ERP 
system, you will receive real-time data which 
enables your business to calculate value and 
build business plans with conviction.

4. ARE YOU USING MULTIPLE DATA SOURCES?
If your existing ERP solution allows the 
diff erent departments in your business to 
“speak the same language” then you’re already 
on the way to being Industry 4.0 ready. 
        Equipped with integrated analytics 
functions, today’s next-gen ERP solutions can 
capture and store data, including customer 
behaviour data, B2B e-commerce intelligence, 
market developments. 
        Providing this “networked view” of the 
business to every department allows everyone 
– from finance to sales, and from marketing 
to business development – to make decisions 
based on the same data. 

M
alaysian industries are 
being transformed by the 
fourth Industrial 
Revolution (Industry 4.0). 
This is being driven by the 
digital revolution and the 
Internet of Things (IoT), 

and is in line with the overall current global 
modernisation of the manufacturing sector. 
        Globally, seven out of ten enterprise 
resource planning (ERP) vendors and resellers 
are developing Industry 4.0-ready solutions. 
They are doing this in expectation of a boom 
in Industry 4.0 technologies, and a growth 
in manufacturing processes that embrace the 
principles of this much anticipated fourth 
Industrial Revolution.  
        So what makes Industry .  so diff erent 
to what has come before, and why are ERP 
systems so central to the debate? 
        Industry 4.0 demands the digitisation of 
products and the processes that create them. 
In manufacturing, the concept is entwined 
with the Industrial Internet of Things (IIOT), 
where machines are connected to machines, 
where humans can extract information from 
machines, and make  informed decisions by 
learning from trends. 
        Ultimately, Industry 4.0 and IIOT are not 
an end in themselves, they are about fuelling 
business growth. Crucial to getting ready for 
Industry 4.0, is the need to analyse existing 
IT systems to determine if your current 
ERP will be able to cope with the changing 
demands you place on it. The following six 
considerations are a good place to start.

1. WHAT DOES YOUR CURRENT ERP SOFTWARE 
ARCHITECTURE LOOK LIKE? Give your software 
architecture an audit and assess how future-
ready it is. For example, do you find that 
updates and release changes are postponed 
because of the complexity of the entire system? 
        ERP software acts as a central 
management platform between production, 
company management, customers, and 
suppliers. It is therefore subject to continuous 
requirements of scalability, data management, 
and connectivity with third party systems. 
        If constant changes are costly and 
burdensome, your ERP system might not be 
suited to Industry 4.0. Consider replacing 
it with a system that’s based on a uniform 
technology stack, such as Microsoft .NET, 
which allows extensions without interfering 
with programme code, thanks to a service-
oriented architecture.

2. HOW DO YOUR SYSTEMS CURRENTLY TALK TO 
EACH OTHER? uestion how diff erent depart-

VINCENT TANG IS EPICOR SOFTWARE 
REGIONAL VICE PRESIDENT, ASIA 

        So, if customer behaviour data reveals 
an increased trend for a particular product, 
the sales team will have access to real-time 
information to drive increased sales of the 
product. Manufacturing plants, in turn, will be 
able to respond with increased production, in 
time to meet demand.

5. DO YOU HAVE THE SAME FUNCTIONALITY IN 
THE CLOUD? Some traditional ERP systems lack 
a sophisticated cloud or hybrid option, only 
off ering full functionality when they are used 
on-premises. But this sort of software can be 
very limiting for businesses that are growing 
and changing rapidly. 
        For example, if your business decides to 
open a new facility in a geographically remote 
location, you may want this new facility to use 
cloud-based software initially, so it can hit the 
ground running, and continuously share data 
and process flows with central systems.  

6. IS YOUR ERP READY FOR IIOT? Next-gen 
ERP solutions will not just tell machines what 
to do, they will also take orders from the 
machines themselves. For example, when a 
machine part in an IIOT production plant 
needs maintenance, it will send a message 
to the ERP system, which will facilitate that 
maintenance before it becomes a problem, or 
re-prioritise tasks so that production levels are 
uninterrupted in the meantime. 
        IIOT in the Industry 4.0 world is not just 
about machines reacting to current events, 
it is also tactical. Intelligence from machines 
should be used to inform the wider business, 
from service level agreements, to short and 
long term sales and marketing strategies. 
        Opportunities presented by the IIOT 
extend far beyond advanced after-sales 
customer care and an intelligent production 
cycle. They seem to be unlimited, but only if 
you have the right technology in place. So, if 
your business is on a journey towards Industry 
4.0, perhaps it’s time to use these questions to 
ask if your ERP solution talks fluent IIOT. 

51   TECHNOLOGY      

BY 
VINCENT 

TANG



52    COLUMN       
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. 

       These are business and sales strategy questions that then need to be 
operationalised into a focused sales and services eff ort across the value 
chain.
       Today, you would be forgiven if you thought the only way to grow a 
business was through mergers and acquisitions. 
       The plethora of news articles and business publications spruiking 
private equity firms and venture capitalists as the pathway to growth 
would lead you to believe this to be true. It seems every start-up tech 
entrepreneur is looking for their venture capitalist to accelerate growth.
       At its worst and in a world of short-termism and instant desire for 
profit and growth, the mergers and acquisition (M&A) approach to grow-
ing businesses can be a bit like house renovators flipping houses to sell. 
       We’ve heard and read too many disaster stories of businesses being 
stripped down to the bare minimum to remove costs. And then, sold 
on without any consideration or regard for the domain expertise within 
that business and sector via the people (customers and employees) and 
any intrinsic value. This approach often results in the shell of a company 
being the only remains. I’ve see this first hand.  

SO WHAT ABOUT ORGANIC GROWTH?
Is this a bit old fashioned? What the McKinsey article pointed out is that 
done right, organic growth delivers long-term value too, and often better 
than M&As.
       Organic growth may take longer and may not be for every 
market place or business; however, organic growth typically 
generates more value:
       “A look at the share-price performance of 550 US and European 
companies over 15 years reveals that for all levels of revenue growth, 
those with more organic growth generated higher shareholder returns 
than those whose growth relied more heavily on acquisitions.”

Here are three organic growth options available to us:
 1.  INVESTORS: Investors have a clear understanding of sources of growth

from existing products and services and squeeze funds from a 
variety of areas, such as low-growth initiatives or unproductive costs, 
to reallocate capital and double down on winners.

 2.  CREATORS: Creators build value by developing new products, services,
or business models.

 3.  PERFORMERS: Performers grow by constantly optimising core
commercial capabilities in sales, pricing, and marketing.

Now, you can choose one of these options to further your growth but 
the research shows that the better performing businesses adopted at 

least two of these options 
simultaneously which 
demonstrated the power of a 
diversified approach to growth. 
       Those organisations that 
took a diversified approach to 
growth, specifically combining 
“investor” with “creator” grew 
at four per cent greater than 
their sector’s growth over the 
previous three years.
       As the article stated: 
“These results make intuitive 
sense: companies creating new 
products or services frequently 
need to reallocate capital so 
they can place their bets, while 
an exceptional sales force or 
top-flight marketing team can 
accelerate a variety of new 
product or service initiatives. 
       “Our analysis further 
showed that companies 
exhibiting strong investor and 
creator tendencies particularly 
benefited from a diversified 
approach to changing their 
growth trajectory”.
       Over the festive season 
when you may have some 
time to reflect, you might 
like to consider your growth 
strategy options.
       Organic growth strategy 
looks like it might be a more vi-
able and sustainable option for 
businesses to implement and 
for industries and communi-
ties to flourish.  And of course 
you will need a sales force that 
is aligned and ready to go to 
deliver your organic growth 
strategy.  

How do I grow my business?
How do I get a better ROI?
How do I get more profitable sales?
How do I attract and convert 
more customer?

T hese are some of 
questions entrepreneurs, 
business owners, CEOs 

and sales leaders ask on daily basis. 
And rightly so. We need to ask 
questions of ourselves and how we 
run our businesses so as to be 
appraised of the better ideas that 
serve our goals and ambitions.
       To keep me fresh, I like to read 
widely and most recently, while 
sitting on a plane to Sydney, I came 
across a very interesting McKinsey 
article about the various business 
growth options available to us.
       It was called The Organic Path 
to Growth.
       It got me thinking about 
the various conversations I have 
with clients about how they want 
to grow their businesses, what 
products or services they want to 
sell, which channels do they want 
to sell to, what types up customers 
do they want to attract and serve, 
how their salespeople need to sell 
and so on.

IS AN ORGANIC 
GROWTH 

STRATEGY A 
BETTER WAY 

TO GO?



Dr. Marshall Goldsmith 
was selected as one of the 10 
most Infl uential Management 
Thinkers in the World by 
Thinkers50 in both 2011 and 
2013. Marshall’s exciting new 
research on engagement will 
be published in his upcoming 
book – ‘Triggers’
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A nd, it’s not what you ask 
but how you ask it!
In my work as an 

executive coach, I teach people 
about the importance of self-
reflection as a daily practice to 
changing behaviour and becoming 
more successful. 
        This daily practice that I 
teach, as you may know, comes in 
the form of the Daily Questions. 
I do this process myself every 
day and it has made a world of 
diff erence in my behaviour
        When it comes to self-reflec-
tion, I’ve discovered that asking 
ourselves active questions rather 
than passive questions changes the 
focus of our answers and empow-
ers us to make changes that we 
wouldn’t otherwise consider.
        Let’s take me for example. 
If I ask myself, “Do I have good 
relationships at work?” or “How 
engaged was I today?” I am asking 
myself passive questions. These 
passive questions describe a static 

condition. They cause me to think of what is being done to me rather 
than what I am doing for myself.
        Let’s analyse my first question, “Do I have good relationships at 
work?” If the answer is yes, I think about how I like to work with some-
one. If the answer is no, I think about what I don’t like about another 
person that makes it a bad working relationship. 
        Either answer is an “environmental” answer. The reasons attributed 
to either answer are external factors. Answering such passive questions, 
seldom cause me to look within to take responsibility for my own 
relationships at work.
        Now, let’s change this question to an active question, such as “Did 
I do my best to build positive relationships at work?”. This question 
challenges me to describe or defend my actions with regards to whether 
or not I did my best to build positive relationships that day. It puts the 
responsibility for my relationships at work squarely on me. 
        If positive relationships at work are important to me and I ask 
myself this question every day, I will start doing my best to build positive 
relationships! (In other words, I will get better!)
        I have six active questions that I ask myself. These six questions are 
the first of the 32 daily questions that I ask myself every day. These 6 
questions are:
 1.  Did I do my best to increase my happiness?
 2. Did I do my best to find meaning?
 3. Did I do my best to be engaged?
 4. Did I do my best to build positive relationships?
 5. Did I do my best to set clear goals?
 6. Did I do my best to make progress toward goal achievement?

The Daily Questions Process has 
made a huge diff erence in my 
life and everyone who tries the 
process agrees that it is immensely 
helpful in the journey toward 
changed behaviour.
        I hope that you will try 
this process for yourself. If you 
would like my Daily Questions, 
send me an email at marshall@
marshallgoldsmith.com and I 
would be happy to send you my 
questions and an article about 
the process. I hope to hear 
from you! 

Grow your Business. Sell anywhere.
It’s now easy to receive payments 
no matter where you are.

(1014333-T)

PENTHOUSE, LEVEL 11, TOWER 3, AVENUE 3, THE HORIZON, BANGSAR SOUTH, 
NO. 8, JALAN KERINCHI, 59200 KUALA LUMPUR, MALAYSIA.
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Brad Feld has been an 
early stage investor and 

entrepreneur for over 20 
years. Prior to co-founding 

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

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

software companies. He is also 
the co-founder of TechStars. 
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“I don’t know if I really understood the consequences of what I was 
saying, because (of) the unintended consequences of a network when 
it grows to a billion or two billion people and… it literally changes your 
relationship with society, with each other… It probably interferes with 
productivity in weird ways. God only knows what it’s doing to our 
children’s brains.”
        Then, the other day, Chamath Palihapitiya gave a talk at Stanford 
Graduate School of Business where he said: 
        “I think we have created tools that are ripping apart the social 
fabric of how society works.”
        A decade ago at my MIT Sloan 20th Reunion, I gave a lecture 
where I said that “privacy was dead, we just don’t know it yet.” I had 
no idea how prescient that statement would be, but even in 2008, 
I had a deep unease that we had no real idea what the next decade 
would bring.
        It’s here. When Web 2.0 began in the mid-2000s, there was 
incredible enthusiasm about how technology was going to change 
everything. 
        Google’s “Do No Evil” mantra was on everyone’s lips as a rallying 
cry for Silicon Valley entrepreneurs to “change the world” and “make a 
dent in the universe.” Twitter was becoming the world’s town hall and 
helping facilitate revolutions like the Arab Spring.
        Amy and I were sitting in front of our computers on Sunday 

working on some stuff . During a 
pause, we started talking about 
how diff erent things are from 
when we first started dating 28 
years ago.
        I woke up thinking about that 
this morning. Now that the five 
most valuable companies in the 
world are tech companies (Apple, 
Alphabet, Microsoft, Amazon, 
and Facebook with Tencent and 
Alibaba coming on strong). 
        Add on the total market cap 
of cryptocurrencies also being 
in that league, it’s hard to deny 
the extreme influence of these 
companies on our society. 
        As I sit at my desk, typing 
on my Apple Computer into 
WordPress in a Chrome browser, 
listening to music I asked Amazon 
to play throughout my house, well, 
you get the idea.  

A n adapted essay from 
Noam Cohen’s new book 
The Know-It-Alls: The 

Rise of Silicon Valley as a Political 
Powerhouse and Social Wrecking 
Ball showed up several weeks in 
the New York Times, in the article 
Silicon Valley Is Not Your Friend. 
It’s an important one to read 
slowly and carefully as there are 
several key points in it.
        In the last week, two early 
Facebook executives made 
remarkably critical statements 
about what they were involved in 
helping create. It started when 
Sean Parker talked with Axios 
about how Facebook exploits 
human psychology.

DID TECH 
COMPANIES 

EVER HAVE OUR 
BEST INTERESTS 

AT HEART?
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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. 

S ervice education leads to 
creative thinking and 
practical action. This 

action produces new and greater 
service value.
        hat happens in eff ective 
service education?

1. A NEW UNDERSTANDING OF 
SERVICE VALUE Service education 
shifts a person’s point of view and 
enables her to truly see the world 
from the customer’s perspective. 
This is achieved by applying 
fundamental service principles 
to observe and appreciate the 
customer’s experience from an 
outside-in perspective.
        Fundamental service 
principles apply to all service 
situations: internal and external, 
and to all levels of leadership, 
management and frontline service.
        Unlike common “service 
training”, education does not 
prescribe only “what to do” in 
defined situations. 
        Rather, education teaches 

because they are motivated to do 
so from within, and are inspired 
by the results, not because they 
are being told, watched, required 
or externally rewarded.

4. TAKING NEW AND VALUABLE 
ACTIONS Learning builds new 
competence, new confidence and 
inspires new actions.
        Well educated service 
providers enjoy applying the 
principles and practices they 
learn. The ideas they generate 
and the actions they take is the 
test of eff ective education. The 
value these create for others, 
and for the service providers, 
is the appropriate and accurate 
measure.  

service providers how to think about excellent service, how to listen 
to and understand concerns, how to apply fundamental principles 
and then respond most appropriately in any situation to create and 
deliver greater value.

2. COLLEAGUES LEARN AND APPLY A COMMON SERVICE LANGUAGE 
Most fields of human activity have well-developed and widely accepted 
terms that practitioners use to coordinate and improve their actions. 
The domain of service has no such common language.
        The field suff ers from weak clich s, poor distinctions and 
inaccurate common sense. 
        “The customer is always right” is often wrong. “Go the extra mile” 
is bad advice when someone wants precise fulfillment of exactly what 
was promised. “Serve others the way you would like to be served” is 
well-intentioned but misguided: good service is not about you, it’s about 
what someone else prefers.
        Eff ective service education breaks through this ha y thinking 
and off ers well-grounded service language to enable and connect 
service providers with customers, across departments and 
throughout large organisations.

3. PERSONAL BEHAVIOUR MODELS BELIEFS Service education shifts 
the attitude of service providers, forging a more genuine understanding 
and connection with those they serve.
This “uplifting service mindset” is emotionally fulfilling for the customer 
and the service provider.
        Successful education is observable in action when behaviour 
models new beliefs. Service providers create new value for others 

WHAT IS 
SERVICE 
EDUCATION?

A VERSATILE AND COMPETITIVE ONE-STOP SOLUTION 
FOR THE ICT & TECHNOLOGY-DRIVEN INDUSTRIES  

Specialised in Energy and M&E projects
Infrastructure development in the telecommunications sector
Engineering solutions for telecommunications industry

www.advance-group.asia                            
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HOW DO YOU 
COME UP WITH 
A GREAT SMALL 
BUSINESS IDEA?

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 the questions I’m 
most often asked is, 
“What business should I 

start?” Actually that’s the short 
version. The longer version is, 
“What business should I start that 
will make me a ton of money really, 
really fast?”
        Short or long version, my 
advice is always the same: forget 
about making a ton of money 
really, really fast because that 
rarely happens.
        It’s best to start a business 
in an industry that you’re familiar 
with; a business that you can 
merrily dedicate yourself to for 
16 hours a day, seven days a 
week; a business that will make a 
comfortable life for your family and 
above all, a business that makes 
you happy.
        That last one should be the 
most important criteria of all. Start 
a business that makes you happy, 
that makes your spouse and family 
happy, that makes your customers 
and employees happy. 
        Remember, if you’re not 
happy in business, chances are 
you’re not happy in other aspects 
of life. Misery in business breeds 
misery at home. No business is 
worth the sacrifice of your family.
        Most entrepreneurs I work 
with have a business idea in mind, 
but some are still watching the 
horizon for their ship to sail in, 
thinking it will have the perfect 
business idea sitting on deck in 
a crate for them. They have the 

desire to start their own business, but lack an idea for exactly what 
business to start.
        If you’re in the “what would be a good business to start” boat, here 
are a few ways you can spot the ship on the horizon that might hold 
your perfect business idea.

WHAT’S IN THE NEWS? Current events are a great way to spot 
profitable trends on the horizon. You never know when you’ll turn on 
the evening news or pick up the newspaper and find a story that sparks 
an idea for a new business. 
        For example if you see a news item about a new subdivision being 
built nearby you know that means more consumers, so what business or 
service could you provide to these new residents? 
        Or you see a news item about the obesity epidemic in our country. 
What business could you start to serve this growing (no pun intended) 
customer base?

WHAT ARE YOUR KIDS INTERESTED IN? Believe it or not, teenagers 
are actually good for something. They are great trend setters and trend 
spotters. Kids, especially teenagers, are usually at the forefront of the 
technology curve. 
        If you want to know anything about computers, software, the 
Internet, iPods, video games and the like, ask a teenager. You should 
also ask your kids, “What are you and your friends into these days?” 
Chances are you’ll hear about things that you’ve never heard of before.

CLOSE YOUR MOUTH AND OPEN YOUR EARS. Listen to what your 
friends, family and coworkers are talking about. Are they complaining 
about bad customer service they received somewhere? Have they 
mentioned that they can’t find a particular product or service nearby? 
Listen to their complaints and problems. Perhaps you can find a 
profitable way to solve them.

RUB SHOULDERS WITH OTHER ENTREPRENEURS. Even if you 
don’t have a business of your own, you should start socialising with 
entrepreneurs who do. Look for networking opportunities at the 
local chamber of commerce and business organisations. Go to where 
entrepreneurs gather and mingle with them. Listen to what they have to 
say about their own businesses. 
        What observations and complaints do they have? What needs do 
they have that aren’t being met? Are they upset with a current vendor? 
Having trouble finding good employees? What ideas and advice might 

they off er a new entrepreneur such 
as yourself?

WHAT’S ON THE MAGAZINE 
RACK? Go to the local bookstore 
and browse the massive magazine 
section. You will find hundreds of 
magazines on a variety of topics, 
all of which my spark ideas for 
a potential business. Thriving 
magazines may mean a thriving 
market or niche.

WHAT NEEDS IN YOUR OWN LIFE 
ARE NOT BEING MET? The best 
way to come up with a business 
idea is to look at your own life. 
What existing products or services 
that you are familiar with might 
be improved on? What needs are 
not being met? What new product 
or service would make your life 
easier? Chance are if you have a 
want or need, others will too.

DON’T REINVENT THE WHEEL, 
JUST MAKE IT ROLL FASTER.
Many entrepreneurs think they 
have to come up with some 
revolutionary product or service to 
succeed in business. Nothing could 
be further from the truth. 
        Domino’s was not the first 
company to sell pizza, but they 
were the first to off er it delivered 
hot and fresh in 30 minutes or less. 
Starbucks was not the first coff ee 
house, but they were the first one 
to mix expensive coff ee with an 
atmosphere of community.
        Now get out there and make it 
your business! 

HOW DO YOU 
COME UP WITH 
A GREAT SMALL 
BUSINESS IDEA?

columnist, and self-professed 

perspective is enjoyed by 



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 
fi rm specialising in sales 
force development. 
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3 LESSONS 
THAT APPLY 
TO EVERY 
SALES CALL NO 
MATTER WHAT 
YOU SELL 

directions of the conductor).  
It's the salesperson’s job 
to figure out who they’re 
dealing with, what role they 
play, what influence they’ll 
have and how to get the 
various players aligned on 
the compelling reasons to 
buy and your ideal solution.

Homework Assignment - 
Return to Lesson #1 and 
answer 2 questions:
 1.  Which of the three sales

outcomes do your 
salespeople typically find 
themselves doing?

 2. Which additional
questions do those 11 sales-
people stay to ask?  

I t’s a family tradition that 
each December we attend 
the Boston Ballet’s 

performance of the Nutcracker.  
It’s truly a magical show and even 
though the primary dancers change 
from year to year, the execution of 
the show’s script and musical score 
is flawless.
        Several years ago, during one 
of the performances, it dawned 
on me that the orchestra’s role in 
the show correlated very nicely 
to an eff ective sales presentation.  
There were three fantastic lessons 
that I presented then and as I have 
done each year since, will present 
again here.
        If you attend a Nutcracker 
performance or simply listen to 
some of the orchestral suite during 
the holiday season, one of the 
selections you’ll hear is the Dance 
of the Sugar Plum Fairy.  
        Perhaps you can’t match the 
music to the title, but I’m sure if 
you listen to the first 30 seconds 
of this version, you’ll recognise the 
melody regardless of your religion 
or ethnicity.
        Even though you’ve surely 
heard it before, can you identify the 
four primary musical instruments 
at the beginning of the selection?
        In this version, you’re 
hearing the glass harmonica, 
while most orchestral versions and 
performances feature the celesta, 
oboe, bassoon and flutes.  Can you 
hear them?
        Just as the Dance of the Sugar 
Plum Fairy sounds familiar to you, 
your salespeople find familiarity in 
the sounds, questions, comments 
and discussions on their sales calls.  
As much as you may not be able to 
distinguish the specific instruments 
creating those sounds in Dance..., 
your salespeople may not be able to 
diff erentiate the credible comments 

and questions from the noise on their sales calls.
        During a first sales call, suppose your salespeople hear one prospect 
say, “This has been a very interesting and productive conversation and 
we might have some interest in this.”  And imagine another prospect at 
the same meeting says, “We'll get back to you next month and let you 
know what kind of progress we’ve made.”  And still a third might say, “In 
the meantime, please send us a proposal with references and timeline.”

LESSON #1 (based on Objective Management Group's data) - of every 100 salespeople:

   rush back to the offi  ce to begin work on the proposal and tell their
bosses that their large opportunity is very promising because all three 
prospects in the meeting were very interested;

  19 leave the call and make two entries in their journals - “propose”
and “follow-up” - and they'll do both eventually;

  11 are still at the meeting, asking more questions.

LESSON #2:
  Prospects’ voices are like musical instruments.  Each instrument in

Dance... has a specific role in the performance.  If the wrong 
instrument or notes are played or they’re played at the wrong time, 
the entire selection is ruined.  Prospects’ comments in the scenario 
above have diff erent meanings depending on their business titles and 
their roles in the buying process.

  If “please send us a proposal”, “we’re interested” or “very
productive” are spoken from an Executive - the CEO, president or VP 
of something - it has a far diff erent meaning than if the comment were 
to come from a buyer in Procurement.

  When any of those three comments are spoken by a user - an engineer
for example - rather than a buyer or an Executive, the comments may 
be far more genuine, but carry much less authority.

LESSON #3:
  Sometimes it’s more fun to listen to a song, symphony or simple

melody and to figure out how and why the composer or arranger 
selected the particular instruments to play the particular parts of 
the selection.

  Your salespeople must apply that wonder and analysis to their
sales calls.  The prospect may be the composer (started the initiative), 
arranger (selected the vendors to talk with), director (charged with 
the initiative and conducting the process) or musician (following 
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Roy Strauss, president 
of The Strauss Consulting 

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

increase their profi 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, staffi  ng as well as 

the complete design and imple-
mentation of distribution and 

manufacturing centers.

REDUCING THE 
COST OF MOVING 
A BUSINESS         Often, vendors will allow you to purchase products for a move with 

extended payment terms just to allow you to have key items ready for 
manufacturing and/or picking in the new facility. 
        Note: only buy extra stock of fastest selling items so you don’t get 
stuck with slow moving over-stock. Benefits will include: not worrying 
about having your best items ready to ship should there be any move 
diffi  culties  moving less of the items you stock the most units of  and the 
extended terms will eliminate the cost to do so. 
        Additionally, normal receipts can be diverted to the new facility as 
one gets closer to the move date as long as there is suffi  cient stock in the 
old facility to satisfy orders until move time.
        In conventional inventory models, many companies plan for two 
months’ inventory supply for products obtained from domestic and 
local sources and three months’ inventory supply for products obtained 
by import. 
        This is so that one can do numerous “pre-moves” before the actual 
moving date and start up of the new facility. This can be done on a 
priority and time basis. 
        As mentioned before, it is essential to have all “A” movers or fastest 
moving products in picking locations for start up in the new facility. 
        Starting with “A” movers, if one calculates how much stock is 
required in the old facility to satisfy customer orders on a sliding scale for 
each week before the move. Then, one can plan numerous pre-moves to 
the new facility without aff ecting customer service. 
        This will also take pressure off  the new facility start up, just in case 

W
hen moving a distribution 
or manufacturing centre 
to a new location, one can 

significantly reduce moving and 
other associated costs. The less 
products, materials, supplies, 
equipment, and raw materials 
moved, the lower the time and total 
cost of the move will be. 
        Ideally, one can sell and ship 
as many units as possible from the 
old facility so that the products 
will not have to be moved to the 
new one. It may even pay to have 
a “pre-move sale”, especially for 
most costly items to move such as 
very heavy items or those requiring 
special handling during the move. 
        As you get closer to the move 
date, you will therefore want to 
ship as much products as possible 
from the old facility.

there are any problems or delays 
during the move.
        Some companies move 
products that is outdated or 
obsolete. If one calculates 
the cost to move these items 
and all other costs related 
to storing them in the future 
versus the potential profit 
from their sale, it is often 
cheaper not to move them. 
        If the potential profit is 
slightly more than the cost, is 
it worth slowing the move for 
them and risking a late opening 
of the new facility? 
        Ideally, one can return these 
items to the vendor, sell them on 
sale, donate them to charity, or 
worst case throw them out, but 
don’t let them add to your overall 
costs and move time. The same 
can be said for obsolete or very 
old equipment or supplies that 
are not in future plans. 
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ULTIMATE PRODUCTIVITY     WITH JIM STOVALL

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

N ever take advice from 
anyone who doesn’t 
have what you want, and 

this certainly would include me. 
As a blind person myself, I would 
not want you to take my advice 
on decorating your home, 
selecting your wardrobe, or 
purchasing a painting.
        Gandhi is known for saying, 
“Everyone is my superior in that I 
can learn something from them.” 
There is someone who can advise 
you on any area of your life, but 
there is no one who can advise 
you on every area of your life. We 
become a product of our thoughts, 
which create our actions, which 
culminate in our success or failure.
        As a student of human 
behaviour, both academically and 
experientially, I have gotten in the 
habit for many years of asking very 
successful people as well as people 
who are failing why they are doing 
the things they do. An astonishing 
amount of the time, their answer is, 
“Because someone told me to.”
        If we believe in the long-
standing theory that about five 
per cent of people are succeeding 
in any endeavor while about 95 
per cent of people are not getting 
whatever they want out of life, we 
understand there are two ways 
to fail. 
        Failure comes when we listen 
to everyone or when we listen to 
no one. If one in 20 people are 
succeeding, it’s easy to get bad 
advice because 19 out of 20 people 
will tell you what they are doing 
which is currently not bringing 
success into their lives just as it 
won’t bring success into your life. 
        Bad advice is abundant 
and readily available. You can 

discussion. I never hear from 
the vast majority of those people 
ever again. 
        Bad advice is abundant and 
comes to us as easy as getting wet 
when it’s raining, but good advice 
from people who have what we 
want inevitably re uires eff ort 
and persistence.
        As you go through your day 
today, listen to the right advice 
and then act upon it.
        Today’s the day!  

LISTEN 
AND 

LEARN

simply turn on the television, go online, or ask the next few people you 
encounter; but if you want good advice, you’re going to have to seek it 
out and consistently act upon it.
        Good advice not applied is no more eff ective than bad advice. I 
have written almost 1,000 of these columns, over 40 books, appear 
regularly on national radio, and have been involved with seven major 
motion pictures. 
        Through each of these resources, including the column you’re 
reading right now, I off er my contact information and readily connect 
with anyone who reaches out to me. Many people accept this off er and 
want easy, simple, quick-acting advice. 
        In most cases, I tell them to read Napoleon Hill’s book Think 
and Grow Rich and then call me back so we will have a basis for our 
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SS
ociety tells us 
that you can’t 
teach an old dog 
new tricks — that 
it’s harder for 
adults to learn 

new skills than it is for kids. And in 
many ways, that’s true. But it 
doesn’t have to be that way, says 
University of California Riverside 
assistant professor of psychology 
Rachel Wu. 
        In a new paper published in 
Human Development, Wu argues 
that using a childlike approach to 
learning can help people of any 
age take on and conquer on new 
challenges. This will not only help 
adults develop new talents and 
hobbies, but research suggests 
that it can keep their brains young, 
delaying or slowing age-related 
cognitive Decline.
        Wu says that as we age, we 
transition from “broad learning” 
to “specialised learning,” focusing 
on our careers and specific areas 
of expertise. It’s that increasingly 
narrow specialisation that leads to 
cognitive slowdown, she theorizes 
— initially in unfamiliar situations, 
but eventually all the time. 
        Instead of falling into this trap, 
Wu says, adults should embrace 
broad learning through the 
following six strategies.

VENTURE OUTSIDE YOUR 
COMFORT ZONE As adults, we 
tend to use similar skills day in 
and day out -falling into routines 
we’re comfortable with. But all 
this familiarity limits the parts of 
the brain we’re using on a regular 
basis, says Wu.
        “If you’re trying to learn a 
new skill and it’s turning out to be 
really easy for you, that may be a 
sign it’s too similar to what you’re 
already familiar with. Switching 
to something more challenging, 
that’s truly diff erent than what 
you’re used to, may have more 
cognitive benefits.”

GET A TEACHER It’s diffi  cult for 
adults to teach themselves new 
skills, says Wu, especially if 
they really are trying something 
totally unfamiliar. Hiring an 

BY 
AMANDA 

MACMILLAN

instructor or taking a class, 
on the other hand, can inspire 
discipline and hold people 
accountable for their progress.
        Can’t aff ord professional 
lessons? “I’ve seen barter systems 
in groups of adults where someone 
is a skilled artist, for example, 
and someone is a musician,” says 
Wu. “At some point, everyone’s a 
teacher and everyone’s a learner.”

BELIEVE IN YOURSELF “This 
may be one of the toughest ones, 
because it’s so embedded in our 
culture and stereotypes that you 
really can’t develop as an adult,” 
says Wu. Many people also believe 
that adults need natural talent to 
succeed in new areas, and that hard 
work simply isn’t enough.

SURROUND YOURSELF WITH 
ENCOURAGING PEOPLE A fear of 
making mistakes is another reason 
adults are so slow to learn new 

things; if we try and fail, we can 
face criticism, lose money, or get 
fired. And if we’re not good at 
something right away, we’re told to 
not give up our day jobs.
        That’s why it’s important 
to build up a support network of 
people — at work and at Home — 
who allow you to make mistakes 
and learn from them, says Wu.

MAKE A SERIOUS COMMITMENT 
AND DON’T GIVE UP What 
keeps people motivated is very 
individualistic, says Wu, and people 
need to find the inspiration that 
works for them. 
        Some researches show that 
telling friends and family about a 
new goal can also help keep you 
motivated, she says. If you can 
aff ord it, spending money on a new 
pursuit might also make it harder to 
throw away the towel. For example, 
pre-paying for tennis lessons and a 
fancy new racket, or booking a trip 

to Rome to practise your Italian. 

LEARN MORE THAN ONE THING 
AT ONCE “Because our time is so 
valuable, we tend to zero in on one 
hobby or one skill we want to get 
better at,” says Wu. But dividing 
that time and energy into three or 
four areas will “stretch your brain in 
all diff erent directions,  she says.
        That doesn’t mean you should 
start four new challenges all at 
once, though. “Maybe you started 
learning a new language in 2016, 
and this year you add singing 
lessons, and next year you try 
something else,” she says. “You can 
add things gradually based on what 
you can handle.”
        Wu says the idea that these six 
strategies can counteract cognitive 
decline still needs to be tested with 
scientific studies. But she says her 
theory is based on five decades of 
research, and she’s optimistic about 
what study results will reveal. 

6 SIMPLE TRICKS TO KEEP YOUR 
BRAIN YOUNG

*THIS ARTICLE ORIGINALLY APPEARED IN HEALTH.COM



MUSIC MOVIEBOOK

MANIA BY FALL OUT BOYS

A
fter teasing fans for months, getting 
them hyped up with the release of 
their title track Young and Menace, 

Fall Out Boy is finally making a comeback on 19 
January. Like the new colour theme used for the 
album cover (previously it was either red or 
blue), the rock and roll band promise to bring a 
new sound into their penning, even postponing 
the release date to make sure that their music 
impress and not disappoint. 

VOICENOTES BY CHARLIE PUTH

A
s a tribute to the mobile application 
which has helped him record every 
song in this album, Puth named the 

album Voicenotes. The first track Attention 
starts with a laid-back piano ballad, slowly 
developing into a flirtatious pop song with an 
addictive bass loop and hook. The singer later 
used a somewhat familiar bassline in his 
sophomore single for the album How Long but 
with wittier lyrics expressing the feeling of being 
cheated – from the viewpoint of his ex-
girlfriend. The rest of the album seems to be 
following the path of funky RnB, complementing 
Puth’s soothing voice. 

THE MOUNTAIN BETWEEN US 

B
en needs to operate on a young child, 
and Alex is getting married on the 
next day, but no planes are flying out 

due to the bad weather. Desperate to get out of 
Idaho, the two strangers rent a charter plane 
to their respective destinations but the pilot 
had a heart attack and crashed their plane on 
the remote terrain of High Uintas. Together, 
they set out to find help together. With the 
operation and wedding now out of the 
question, can they even survive?

DARKEST HOUR

I
t is Winston Churchill’s early days as 
the Prime Minister of Great Britain, 
but also his darkest hours. In the 

1940s (World War II period), Britain is under 
invasion threats from the Nazis on one side and 
saving its Allied army trapped on the beaches of 
Dunkirk, on the other. As the country’s leader, 
Churchill is forced to make a choice that could 
alter the course of history: negotiate a peace 
treaty with the Nazis to save the lives of his 
people or standing firm to fight for the ideals, 
liberty and freedom of a nation. 

MRS. SHERLOCK HOLMES 
BY BRAD RICCA

T he book narrates the true account of 
Grace Humiston, the first woman U.S. 
District Attorney who solved the case 

of Ruth Cruger, an 18-year-old girl who went 
missing a century ago. Cruger’s case was 
dropped by the NYPD who suggested that she 
eloped with an unknown man. Believing 
otherwise, Humiston and her side-kick dug 
through a 
perilous net 
of alleged 
secret 
boyfriends, 
deceitful 
police, 
underground 
tunnels and 
rumours of 
white slavery. 
In this 
biography, 
Humiston 
also tells us 
why she was 
suddenly out 
of radar soon 
after solving 
the case.

THE BEST YEAR EVER: A 5 STEP PLAN FOR 
ACHIEVING YOUR MOST IMPORTANT GOAL 
BY MICHAEL HYATT 

A
ll of us wants to live a good life and 
unfold our hidden potential, hoping to 
use it to the fullest. We have ambitions 

and goals in life, but we are just too occupied 
with our daily tasks – work, household chores, 
etc. that we 
kept pushing 
those dreams 
backwards or 
ended up 
forgetting it. 
In Your Best 
Year Ever, 
Hyatt 
demonstrates 
how we can 
achieve our 
goals through 
proven and 
research-
driven 
devised 
plans. 
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S
ince the launch of the inaugural China International Industry Fair (CIIF) in 1999, it has become one of the most influential 
international industry brand exhibition in China. This year’s event was held from 7 to 11 November at the National Exhibition and 
Convention Center in Shanghai. The exhibition implements “professionalisation, marketisation, internationalisation and branding” as 

its strategy.  CIIF is a leading event for equipment manufacturing in China as well as an important window and platform open to the world for 
international trade, communication and cooperation on industrial scope. 

GECOMMUNITY SUMMIT 2017

MALAYSIA IT FAIR 2017

CHINA INTERNATIONAL INDUSTRY FAIR 2017

T
he Global Entrepreneurship Community Summit 2017 (GECommunity Summit 2017) took place at Kuala Lumpur Convention Centre on 12 
and 13 December 2017. The two-day summit sparked deeper conversations between entrepreneurs, ecosystem influencers and industry 
leaders on the drivers of future economies, and richer ecosystem involvement. 100 GEC Labs across 15 GEC themes, 50 talk sessions, 330 
exhibitors, 6 masterclasses and 20 keynote and panel discussions empowered more than 15,000 delegates with ground breaking ideas and 
cross-border collaborative solutions. 

T
his year’s edition of the Malaysia IT Fair was held at Mid Valley Exhibition Centre, from 15 to 17 December. The fair acts as an excellent 
platform for companies and organisation to showcase, share and launch IT related products, services and technologies to a wide and 
targeted audience. It encompasses a learning platform packed with activities for the modern generation to get acquainted with the latest 

IT happenings, news and offerings in the market. 
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T
he SME100TM Awards 2017 
– Malaysia’s Fast Moving 
Companies, organised by SME 
Magazine and the Small and 
Medium Enterprises Association 
of Malaysia (SAMENTA), 
unveiled the Top 100 small and 
medium enterprises (SMEs) in 
the country, as ranked by growth 
and resilience. 
        According to surveyed 
results, awards participants 
shown an average revenue growth 
in revenue of 14.54 per cent and 
a 6.93 per cent growth in profit 
in 2016. This is in sharp contrast 
with the national GDP growth of 
4.2 per cent in the same year.
        More than 700 companies 
were surveyed from April to 
September 2017, with scoring 
taking into consideration growth 
in revenue, profits and market 
share, as well as resilience as 
demonstrated by consistent 
results, clear management 
directives and sustained 
investment in training, and 
research and development.
        Data of the survey was 
provided by CTOS, with KPMG 
conducting financial verification 
of participating companies; 
Affi  n ank Group was the awards’ 
premium sponsor while MA  
Kargo was the logistics partner. 
        Supporting organisations 
include Malaysia Association 
of ASEAN Young 
Entrepreneurs (MAAYE), 

industry came in third with nine 
winning companies.
        The construction, property 
development and building 
materials sector saw a tumble, 
dropping from occupying 15 spots 
in the ranking in 2016 to only 
six companies represented in the 
SME100TM rankings for 2017. 
        The oil and gas, mining and 
energy sector, which claimed 
third place in 2016, fell to sixth 
place with only seven companies 
representing the industry, less 
than half of the previous year.
        “It is quite clear that while 
the oil and gas and construction 

National Entrepreneurship 
Institute (INSKEN), Malaysia 
Productivity Corporation 
(MPC), and Malaysian 
Foundation for Innovation.
        “Despite the global 
headwinds, our SMEs are 
gaining grounds. Much of 
these are the result of pent-up 
demands following several years 
of economic uncertainty, and 
a renewed regional focus with 
the AEC kicking in,” says Dato’ 
William Ng, managing director of 

usiness Media International, the 
publisher of SME Magazine.
        In offi  ciating the awards, 
Minister of International 
Trade and Industry II Dato’ 
Seri Ong Ka Chuan called for 
SMEs to embrace the Fourth 
Industrial Revolution. 
        “Moving forward, SMEs 
must scale their operations and 
their capability through the use 
of technology. The government 
is committed to helping our 
businesses to adopt technology, 
and embrace the digital and 
innovation economy”, he said.
 
TECH SECTOR CONTINUES TO LEAD
Among winners that make 
up the SME100TM Awards 
2017 – Malaysia’s Fast 
Moving Companies, the 
technology sector (ICT and 
telecommunications) leads all 
industries with 19 companies 
given awards recognition. 
        The industry continues to 
thrive with the push of global 
digitalisation, and it is also cited 
to be the enabler for business 
growth in the survey, continuing 
to serve as the foundation in a 
trail of expansion plans by 
other sectors.
        Ranking second with 11 
winners is the transportation 
and logistics sector, while the 
furniture and wood-based 

sectors are currently experiencing 
a correction phase, the technology 
sector is growing rapidly. 
        “A surprise resurgence is 
our furniture and wood-based 
industry, which has also seen 
robust growth following increased 
demand from Europe and East 
Asia”, Ng said. 
        He added that it is important 
for SMEs to plan beyond their 
current capability and act fast to 
reskill and rescale themselves in 
the face of a changing market. 
“It is quite clear that business as 
usual is no longer possible. We 
must change or be changed.”

  
e a 

homegrown, 
locally 
incorporated 
company 
with at least 
30 per cent 
local equity.

  
Annual 
turnover of 
over RM1 
million and 
above, or 
have full-time 
employees 
between 20 
and 200 for 
manufacturing, 
manufacturing-
related and 
agro-based 
industries.

  
Annual 
turnover of 
RM300,000 
and above, 
or have 
full-time 
employees 
between 10 
and 75 for 
services, 
primary 
agriculture 
and ICT 
industries.

  
Can either 
be a holding 
company 
or a 
subsidiary. 
If the 
holding 
company 
participates, 
all 
subsidiaries 
will not be 
eligible.

  
Have 
audited 
financial 
statements 
for the year 
ending 2014 
& 2015 or 
2015 & 
2016.

SME 100™ SURVEY: 
SMEs REMAIN BUOYANT WITH 
INCREASED PROFIT GROWTH
LEADING SMEs REGISTERED 14.54 PER CENT REVENUE GROWTH, 6.93 PER CENT PROFIT GROWTH

AWARDS OUTLINE
ELIGIBILITY To be eligible for the SME100TM Awards Malaysia, 
a company needs to fulfil the following criteria:
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T
he SME100TM Awards 2017 
– Malaysia’s Fast Moving 
Companies, organised by SME 
Magazine and the Small and 
Medium Enterprises Association 
of Malaysia (SAMENTA), 
unveiled the Top 100 small and 
medium enterprises (SMEs) in 
the country, as ranked by growth 
and resilience. 
        According to surveyed 
results, awards participants 
shown an average revenue growth 
in revenue of 14.54 per cent and 
a 6.93 per cent growth in profit 
in 2016. This is in sharp contrast 
with the national GDP growth of 
4.2 per cent in the same year.
        More than 700 companies 
were surveyed from April to 
September 2017, with scoring 
taking into consideration growth 
in revenue, profits and market 
share, as well as resilience as 
demonstrated by consistent 
results, clear management 
directives and sustained 
investment in training, and 
research and development.
        Data of the survey was 
provided by CTOS, with KPMG 
conducting financial verification 
of participating companies; 
Affi  n ank Group was the awards’ 
premium sponsor while MA  
Kargo was the logistics partner. 
        Supporting organisations 
include Malaysia Association 
of ASEAN Young 
Entrepreneurs (MAAYE), 

industry came in third with nine 
winning companies.
        The construction, property 
development and building 
materials sector saw a tumble, 
dropping from occupying 15 spots 
in the ranking in 2016 to only 
six companies represented in the 
SME100TM rankings for 2017. 
        The oil and gas, mining and 
energy sector, which claimed 
third place in 2016, fell to sixth 
place with only seven companies 
representing the industry, less 
than half of the previous year.
        “It is quite clear that while 
the oil and gas and construction 

National Entrepreneurship 
Institute (INSKEN), Malaysia 
Productivity Corporation 
(MPC), and Malaysian 
Foundation for Innovation.
        “Despite the global 
headwinds, our SMEs are 
gaining grounds. Much of 
these are the result of pent-up 
demands following several years 
of economic uncertainty, and 
a renewed regional focus with 
the AEC kicking in,” says Dato’ 
William Ng, managing director of 

usiness Media International, the 
publisher of SME Magazine.
        In offi  ciating the awards, 
Minister of International 
Trade and Industry II Dato’ 
Seri Ong Ka Chuan called for 
SMEs to embrace the Fourth 
Industrial Revolution. 
        “Moving forward, SMEs 
must scale their operations and 
their capability through the use 
of technology. The government 
is committed to helping our 
businesses to adopt technology, 
and embrace the digital and 
innovation economy”, he said.

TECH SECTOR CONTINUES TO LEAD
Among winners that make 
up the SME100TM Awards 
2017 – Malaysia’s Fast 
Moving Companies, the 
technology sector (ICT and 
telecommunications) leads all 
industries with 19 companies 
given awards recognition. 
        The industry continues to 
thrive with the push of global 
digitalisation, and it is also cited 
to be the enabler for business 
growth in the survey, continuing 
to serve as the foundation in a 
trail of expansion plans by 
other sectors.
        Ranking second with 11 
winners is the transportation 
and logistics sector, while the 
furniture and wood-based 

sectors are currently experiencing 
a correction phase, the technology 
sector is growing rapidly. 
        “A surprise resurgence is 
our furniture and wood-based 
industry, which has also seen 
robust growth following increased 
demand from Europe and East 
Asia”, Ng said. 
        He added that it is important 
for SMEs to plan beyond their 
current capability and act fast to 
reskill and rescale themselves in 
the face of a changing market. 
“It is quite clear that business as 
usual is no longer possible. We 
must change or be changed.”

  
e a e a 

homegrown, homegrown, 
locally locally 
incorporated incorporated 
company company 
with at least with at least 
30 per cent 30 per cent 
local equity.local equity.

  
Annual Annual 
turnover of turnover of 
over RM1 over RM1 
million and million and 
above, or above, or 
have full-time have full-time 
employees employees 
between 20 between 20 
and 200 for and 200 for 
manufacturing, manufacturing, 
manufacturing-manufacturing-
related and related and 
agro-based agro-based 
industries.industries.

  
Annual Annual 
turnover of turnover of 
RM300,000 RM300,000 
and above, and above, 
or have or have 
full-time full-time 
employees employees 
between 10 between 10 
and 75 for and 75 for 
services, services, 
primary primary 
agriculture agriculture 
and ICT and ICT 
industries.industries.

  
Can either Can either 
be a holding be a holding 
company company 
or a or a 
subsidiary. subsidiary. 
If the If the 
holding holding 
company company 
participates, participates, 
all all 
subsidiaries subsidiaries 
will not be will not be 
eligible.eligible.

  
Have Have 
audited audited 
financial financial 
statements statements 
for the year for the year 
ending 2014 ending 2014 
& 2015 or & 2015 or 
2015 & 2015 & 
2016.2016.
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AWARDS PROCESS FLOW

SME100TM IN BRIEF

Number of Industries 20
Average 2016 revenue of all surveyed SMEs RM6,253,314
Average 2016 revenue of Top 100 SMEs RM18,066,823
Average 2016 profit of all surveyed SMEs RM949,968
Average revenue growth n 2016 of all surveyed SMEs 14.54%
Average revenue growth n 2016 of Top 100 SMEs 31.62%
Average profit growth in 2016 of all surveyed SMEs 6.93%
Average profit growth in 2016 of Top 100 SMEs 78.63%

oth uantitative and ualitative benchmarks are used to 
determine the winners and their rankings within the list.

JUDGING BENCHMARK

1 PRE-QUALIFICATION

2 NOMINATION

3 FINANCIAL VERIFICATION

4 SITE-AUDIT

5 QUALITATIVE JUDGING

6 FINAL SCORING AND RANKING

7 ANNOUNCEMENT OF RESULTS

8 SME100TM AWARDS CEREMONY

9  OST-A A D ICIT
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JUDGING BENCHMARK

11 PRE-QUALIFICATION PRE-QUALIFICATION

22 NOMINATION NOMINATION

33 FINANCIAL VERIFICATION FINANCIAL VERIFICATION

44 SITE-AUDIT SITE-AUDIT

55 QUALITATIVE JUDGING QUALITATIVE JUDGING

66 FINAL SCORING AND RANKING FINAL SCORING AND RANKING

77 ANNOUNCEMENT OF RESULTS ANNOUNCEMENT OF RESULTS

88 SME100 SME100TMTM AWARDS CEREMONY AWARDS CEREMONY

99  OST-A A D ICIT  OST-A A D ICIT

80%    QUANTITATIVE CRITERIA

   NET OPERATING PROFIT BEFORE TAX
   ANNUAL TURNOVER
   GROWTH IN OPERATING PROFIT
   GROWTH IN TURNOVER
   RETURN ON ASSETS
   EXPORT REVENUE/TURNOVER
   INVESTMENTS IN CAPITAL / TRAINING AND RESEARCH & DEVELOPMENT

20%    QUALITATIVE CRITERIA

   MANAGEMENT OUTLOOK
   MAJOR INNOVATIONS
   MARKET PRESENCE AND SHARE
   INFORMATION TECHNOLOGY USAGE
   CORPORATE SOCIAL RESPONSIBILITY ACTIVITIES
   EXPORT ACTIVITIES 

SME100TM BY INDUSTRY



WORDS FROM THE 
WINNERS
WORDS FROM THE WORDS FROM THE 
WINNERSWINNERS

eing a winner has 
definitely provided us with 
the platform to raise our 
profile via the media and 
inspire everyone.” 
Everest Integrated Logistics 
Group managing 
director Dato’ Sri Mohniandi 
Harikrishnasamy

“Our achievements are 
shaped by the strength 
of the foundations 
we set. Thank you for 
your commitment to 
excellence.” 
KG Global Furniture (M) Sdn Bhd 
executive director 
Ker Choon Siong and 
managing director 
Shley Lee Siow Hong

“This SME100TM award is 
a reminder to remember 
everything we have faced, 
all the battles we have 
fought and all the fears we 
have overcome together. 
It’s our honour to be a part 
of SME100TM legacy.“
Micro Energy Holdings (M) Sdn 
Bhd directors Ganeson Muthu, 
Kajendran Veerasamy and 
Mohd Halem Sani

“It’s phenomenal to be 
bestowed with SME100TM 
award. This encourages 
SMEs like us to strive 
harder to be the best!” 
Accendo HR Solutions Sdn Bhd 
CEO Sharma Lachu

“Together we move 
what matters towards 
greater heights.”
Berjayapak Sdn Bhd 
CEO Ooi Lay Pheng

“We are absolutely thrilled 
for this award and it is 
certainly a tremendous 
closing for 2017. The 
award publicity has given 
a positive boost to all of 
us at estinet and we are 
looking forward for a 
greater year ahead.” 
Bestinet Sdn Bhd founder 
and group president 
Dato’ Sri Mohd Amin and 
executive director 
Dato’ Rathakrishnan Vellaisamy

“Having the recognition, 
together we as a team 
are one step closer to the 
dream that we desired.” 
Central Medicare Sdn Bhd 
CEO Haziq Zairel Oh

“Impossibilities are 
overshadowed by those 
who dares to dream big.“
Crynx Group Sdn Bhd 
director Lynnie Voon

“Success is not final; 
failure is not fatal. Winning 
the SME100TM award will 
definitely encourage us to 
go further.” 
Edaran Livall managing 
director Dato’ Khor Kok Seng

“SME100TM Awards 
indeed inspires me and 
now I do believe with 
a great passion, sky is 
the limit!” 
Nestcon Builders Sdn Bhd 
managing director Ir. Lim Jee Gin

66    SME100TM      
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he SME100TM Awards - 
Malaysia’s Fast Moving 
Companies gala dinner and 
presentation ceremony was held 
at The Majestic Hotel, Kuala 
Lumpur on 8 December 2017.
        The winners of the The 
SME100TM Awards received 
their statuette from the 

guest of honour, Minister 
of International Trade and 
Industry II Dato’ Seri Ong Ka 
Chuan, in the presence of Dato’ 
William Ng, managing director 
of usiness Media International, 
the publisher of SME Magazine, 
and SAMENTA president Koay 
Chew Guan.

        Also present at the 
SME100TM Awards gala 
dinner were former second 
Finance Minister Dato’ Seri 
Ahmad Husni Hanadzlah, 
CEO of MATRADE, Dr Mohd 
Shahreen Zainooreen Madros 
and deputy CEO of SME Corp, 
Rizal Nainy.

A NIGHT OF DISTINGUISHED 
RECOGNITION

T
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A NIGHT OF DISTINGUISHED 
RECOGNITION
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SME100TM LISTINGS

INDUSTRY
ICT & TELECOMMUNICATION
ICT & TELECOMMUNICATION
ICT & TELECOMMUNICATION
CONSTRUCTION, PROPERTY DEVELOPMENT & BUILDING MATERIALS
FOOD & BEVERAGE
TRADING & WHOLESALING
TRADING & WHOLESALING
FURNITURE & WOODBASE MANUFACTURING
CHEMICAL & PLASTICS
TRANSPORTATION & LOGISTICS
ICT & TELECOMMUNICATION
INDUSTRIAL & COMMERCIAL PRODUCTS
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COMPANY
ACCENDO HR SOLUTIONS SDN BHD

ACCESS 1 ENGINEERING & SERVICES SDN BHD
ADVANCE INDUSTRIAL SOLUTIONS SDN BHD

AFFIRM PLUS PROPERTIES SDN BHD
AK NOODLES DELIGHT SDN BHD

ALPHATECH & CHEMICAL SDN BHD
APEX GLOVE SDN BHD
ART OF TREE SDN BHD

ASTA CHEMICALS SDN BHD
AWH INTERNATIONAL LOGISTICS SDN BHD

BASTION SYSTEMS SDN BHD
BERJAYAPAK SDN BHD

BESTINET SDN BHD
BIG ONION FOOD CATERER SDN BHD

BRIDGENET SOLUTIONS SDN BHD
CALMS TECHNOLOGIES SDN BHD

CENTRAL MEDICARE SDN BHD
CHIANG HENG GOLD & DIAMOND SDN BHD

CLA GLOBAL HOLDINGS SDN BHD
CODE-FREIGHT AGENCIES (M) SDN BHD

COMPASS MIND ASIA SDN BHD
CORE HOME MANAGEMENT SDN BHD

CREATIVO UNITED SDN BHD
CRYNX GROUP SDN BHD

DCI DIGITAL SDN BHD
DESIGVA INTERIOR SDN BHD

DRACHEN WELLE ENGINEERING SDN BHD
ECIATTO GROUP SDN BHD

ECOCLEAN TECHNOLOGY SDN BHD
EDARAN LIVALL SDN BHD

E-LOCK CORPORATION SDN BHD
EMERALD AUTO PARTS SDN BHD

ERS ENERGY SDN BHD
EVEREST INTEGRATED LOGISTICS SDN BHD
EXCELLENT VISION TECHNOLOGY SDN BHD

FITLINE (M) SDN BHD
FOOD DELICACY MATERIAL SDN BHD

FUJI BAKERY SUPPLIES (M) SDN BHD
GIGABIT HOSTING SDN BHD

GIGATERA (M) SDN BHD
GKASH SDN BHD

GREENVIEW EDUCATION CENTRE SDN BHD (GREENVIEW ISLAMIC SCHOOL)
HTC TRAVEL SERVICES (M) SDN BHD

HUGEMICE EVENTS MANAGEMENT SDN BHD
IND'FINITY DESIGN (M) SDN BHD

INVERPOWER SDN BHD
IX GLOBAL SERVICES SDN BHD

JOTEX SDN BHD
JP LOGISTICS SDN BHD

JRSYS SDN BHD
KG GLOBAL FURNITURE (M) SDN BHD

KGW LOGISTICS (M) SDN BHD
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FURNITURE & WOODBASE MANUFACTURING
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HEALTHCARE, PHARMACEUTICAL & BIOTECHNOLOGY
ICT & TELECOMMUNICATION
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COMPANY
KIT LOONG COMMERCIAL TYRE SDN BHD

KYY EMPIRE SDN BHD
LCP SUPPLIES (M) SDN BHD

LEXIS HOTELS & RESORTS SDN BHD
MASTERPLAN CONSULTING SDN BHD

MEGAFIELDS SDN BHD
METRICS GLOBAL SDN BHD

MICRO ENERGY HOLDINGS (M) SDN BHD
MOLICC SYSTEM SDN BHD

MONKEY THEORY SDN BHD
MYZWOOD SDN BHD

NAXUS COMMUNICATION SDN BHD
NEFFUL (MALAYSIA) SDN BHD
NESTCON BUILDERS SDN BHD

NETTIUM SDN BHD
NEU DIMENSION SDN BHD

NINAMAJU SDN BHD
NURI EDUCATION CENTRE SDN BHD

OAL FREIGHT FORWARDING SDN BHD
PAMPAS RESTAURANT SDN BHD

PE MIXED SDN BHD
PEKAT E&LP SDN BHD

PEKAT SOLAR SDN BHD
PERABOT CS CHAN SDN BHD

PERNIAGAAN YIK SING SDN BHD
PROTHERAPIX SDN BHD

R&N TIMBER INDUSTRIES SDN BHD
RTS TECHNOLOGY SDN BHD

SASHATOYS SDN BHD
SF FURNITURE SDN BHD

SPRINT LOGISTICS (M) SDN BHD
STEEL HAWK ENGINEERING SDN BHD

SULOMAS SDN BHD
SWS 28 MEDICAL SDN BHD

SYNDES TECHNOLOGIES SDN BHD
T.K.C. NATURAL LIVING SDN BHD

TADIKA ELITE SDN BHD
TAISHI-TECH INDUSTRIES SDN BHD

TASENG MARKETING SDN BHD
TKL GALLERY GROUP SDN BHD

TM RECYCLE IT SDN BHD
TOPMIX RESOURCES SDN BHD

TRANSHUB LINES SDN BHD
TSL BESTMAS MANUFACTURING SDN BHD

UNIPLASTER INDUSTRIES SDN BHD
UNITED GLORY INDUSTRY SDN BHD

XANTEC SOLUTIONS SDN BHD
YAKIN MEDIC SDN BHD

YC TRAVEL & TOURS SDN BHD
ZY PHYTO TECH INDUSTRIES SDN BHD

3DTECH SOLUTIONS SDN BHD
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n my job, I get to meet a 
lot of wildly successful 
people. And some not so 
successful ones. It took 
me a while to distill 
these successes into two 
laws, which I call the 

Law of Attracting Success and the Law of 
Preserving Success. 
        The first is the 3Ps of Patience, 
Persistence and Perseverance. Some 
would argue that another 2Ps are equally 
important: Passion and Purpose, and that 
Persistence is the same as Perseverance. 
I have given this much thought, and 
realise that while passion and purpose 
are important, the first three Ps are truly 
essential if you want to be successful in life. 
        It is no co-incidence that the 3Ps are 

interlinked and interconnected. 
        Many who are not entrepreneurs 
think entrepreneurship is about fame and 
fortune. The pursuit of ideas and ideals. 
Invention and innovation. Hopes and 
dreams. And guts and glory. Many of you 
who are entrepreneurs would know that 
entrepreneurship is none of the above. 
        More than anything else, 
entrepreneurship is about attrition. The 
survival of the fittest. It’s about not giving up 
and be the last man standing when everyone 
else has fallen. In short, it’s about persistence 
and perseverance. And both of these require 
an abundance of patience. 

PERSISTENCE IS NOT PERSEVERANCE
ut how is perseverance diff erent from 

persistence? For one, the objective of 

persistence is to achieve something, while 
that of persistence is to get out on the other 
side. When we want something bad enough, 
we keep going for it, and sooner or later we 
get it. That’s persistence. But what if life 
deals us a bad card? Again and again? We 
then have a choice to give up and quit, or we 
can work on it until the situation changes. 
That’s perseverance. 
        Secondly, persistence is required for any 
venture that takes time. A project might take 
years, and we will be tempted to give up half 
way. But persistence means hanging in there, 
because we know there’s light at the end of the 
tunnel. We choose the situation. Perseverance 
is when we don’t choose the situation, but the 
situation chooses us. It’s dogged determination 
to reach the end, no matter how long it takes, 
or even whether there’s an end at all. 
        Thirdly, persistence can change our 
situation, but perseverance will change 
us. Persistence makes us successful, but 
perseverance makes us strong. 

PERSEVERANCE BEARS FRUIT
Today, Google is synonymous with internet 
search. In fact, to ‘google’ is a commonly 
use verb, but you won’t find to ‘yahoo’ or 
to ‘altavista’ in the dictionary. Yet when the 
company was first founded, Larry Page and 
Sergey Brin would be begging all over before 
someone gave them a $100,000 cheque, 
expecting to lose all of that as a gamble. The 
rest is a story of perseverance. 
        Walt Disney, broke and in debt, created 
Mickey Mouse, but was told by studios that 
the mouse won’t work – because the animal is 
dirty and will scare the children it’s meant to 
entertain. Of course, Disney persevered.
        I am in the magazine business. That’s 
probably the worst business to be in right now. 
Many of my competitors have folded. We had 
a choice: close it down and move on to easier 
businesses. But we chose otherwise. Today, we 
are probably the most profitable magazine in 
the market; and our model has been copied by 
all and sundry.  
        I’ve seen it again and again. Successful 
businesses aren’t there because their owners 
are the smartest. It’s there because their 
owners persevered. All entrepreneurs, new 
and experienced alike, must always remember 
this: entrepreneurship has no endpoint. The 
goal is to overcome challenges, make money 
and repeat. Forever. 
        If you ever think of giving up, remember 
this: failure is temporary, giving up is forever. 
The Law of Attracting Success never fail.
        And what’s the Law of Preserving 
Success, you may ask? I’ve shared this 
previously in this column, but I shall talk about 
them again next month. 

PERSEVERANCE

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

www.facebook.com/williamngpage

“I’m convinced that about half of what 
separates the successful entrepreneurs from the 

non-successful ones is pure perseverance” 
- Steve Jobs

72



TPA-001-T17H SVR MAG@VC.ai   1   27/11/17   3:35 pm



CTOS SME100TM Credit Excellence Awards 2018


