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businesses. Here, SME explores 
the global luxury market, its 
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SMEs in the luxury sector.
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KEEPING COMPANY TRAVEL COST DOWN 
WITH MALAYSIA AIRLINES

For more information and how to sign-up, head over to:
https://www.malaysiaairlines.com/my/en/commercial-services/
mhenterprise.html.  

MANAGE YOUR COMPANIES TRAVEL COST WHILE GAINING BENEFITS 
WITH MALAYSIA AIRLINES’ MH ENTERPRISE PROGRAM

T
ravelling can 
be a costly 
affair for 
companies 
and to 
manage 
those costs 

can sometimes be a little 
complex, especially with so many 
airlines and corporate plans 
being offered.

However, Malaysia Airlines’ 
(MAB) MHenterprise corporate 
travel program offers companies 
an opportunity to not only 
manage their travel expenditure 
easily but even save costs as well.

WHAT IS IT?
MHenterprise is Malaysia 
Airlines’s corporate travel 
program that’s targeted 
specifically at small and medium-
sized companies. The program 
allows companies to self-manage 
their travel bookings and keeps 
track of their expenditure in  
a simple way via the 
MHenterprise portal.

The MHenterprise’s portal 
provides companies with access 
to their online bookings which, 
they can easily book tickets 
or make changes to travelling 
dates. Most importantly 
though, the portal also provides 
companies with automated 
travelling expenditure reports. 
These reports allow them to 
monitor and achieve minimum 
expenditure while travelling 
with MAB.

However, easy travel expense 
and reporting isn’t the only 
feature and benefit that’s offered 
to companies that sign-up with 
MHenterprise. It also gives them 
exclusive rewards as they save 
time and money when they fly 
with MAB.

AN OPPORTUNITY 
TO SAVE COSTS
With the MHenterpise program 
companies are given the 
opportunity to save costs, 
especially if their businesses 
requires a lot of corporate travel. 

By becoming a member, companies will enjoy upfront cost savings in 
the form of discounted fares.

As schedules, events and appointments can change often, changing flight 
times can usually be a hassle, but more importantly costly, especially 
with the penalties usually charged for the changes. MHenterpise 
members don’t have to worry about those penalties though as they’re 
given the flexibility of changing ticket dates without incurring said 
penalties, keeping travelling costs down in unexpected situations.

TRAVEL, SAVE AND ENJOY ADDITIONAL BENEFITS
If the cost savings from the discounts and non-penalty incursion isn’t 
enough, the MHenterpise program also allows companies to accumulate 
more benefits the more they travel. These back-end incentives kick-in the 
more a company spends and flies with MAB under the program.

GETTING STARTED
So how does a company gets started for the MHenterpise program? All 
that’s needed is to sign-up at the MHenterpise page and there is no need 
for any fees or subscription. After signing up, all that is needed is to wait 
for the application to be approved.

Once approved, the company is then given a year one membership to 
the program and all that is needed to qualify for a subsequent extension 
year after year is to maintain a travel spend of RM50,000 per annum. 
Should the company not meet the minimum requirements after a year, 
the membership will automatically be terminated.
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KUALA LUMPUR-SINGAPORE HIGH SPEED RAIL PROJECT CALLED OFF

P
lans to develop a high-speed rail (HSR) project linking 
Kuala Lumpur and Singapore have been scuttled by 
Malaysia’s newly elected government. In a review of the 

previous government’s projects, Prime Minister Tun Dr Mahathir 
Mohamed has announced to do away with “unnecessary projects”, 
among which is the KL-Singapore HSR which will cost an estimated 
RM110 billion. When completed, the HSR was expected to shorten 
travel time between KL and Singapore – which currently takes more 
than 4 hours to traverse by car – to only 90 minutes.

MALAYSIA ASKS JAPAN FOR SOFT LOANS

M
alaysia has asked Japan to extend it yen credit in the form of soft 
loans, some of which may be used to retire old loans to offset 
high borrowing costs. This is among several proposals, 

including the setting up of a branch of a Japanese university, put forward 
by Prime Minister Tun Dr Mahathir Mohamad to his Japanese 
counterpart Shinzo Abe during a courtesy call at his office. According to 
Tun Mahathir, Prime Minister Abe has agreed to study the request. Soft 
loans were previously extended to Malaysia by Japan in the 1980s during 
Tun Mahathir’s first stint as Prime Minister. 

B ayer has completed its merger with Monsanto, nearly two 
years after the move was first announced. Monsanto’s 
expertise in biotech, crop engineering, and pesticide 

chemicals will form a key element of Bayer’s business as it completes 
Bayer’s transformation from a chemical company to a ‘life sciences’ 

business. Bayer will earn around half its revenue from prescription 
and over-the-counter medications and half from agriculture. The 
Monsanto name will be dropped from the new company due to the 
global backlash against the “industrialization of agriculture” long 
associated with the Monsanto brand.

BAYER, MONSANTO MERGE TO CREATE AGRICULTURAL GIANT
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HATTEN LAND TO LAUNCH BLOCKCHAIN PLATFORM WITH FUNDPLACES

H
atten Land and proptech startup FundPlaces will 
form an 85:15 joint venture to operate a blockchain 
platform for hotels and malls. According to Hatten 

Land, it will be Southeast Asia's first hospitality blockchain 

platform. Called StayCay, it will allow the Malaysia-based 
company to issue “hotel tokens” that can be exchanged for 
discounted hotel packages in the hotels managed by Hatten 
Land as well as major shareholder Hatten Group.

SINGAPORE EXPORTS JUMP 
15.5 PER CENT IN MAY

S
ingaporean non-oil exports grew at 
their fastest pace in seven months 
in May, thanks to a continued 

surge in pharmaceutical exports, official data 
shows. This was significantly better than the 
4.7 per cent increase predicted by 
economists in a Reuters poll. However, the 
electronics sector, the linchpin of Singapore's 
better-than-expected economic growth last 
year, saw its sixth consecutive month of 
decline in May, contracting at 7.8 per cent. 

SINGAPORE COMPANY TO PLAN SRI LANKA PORT

S
ri Lanka's cabinet has approved a proposal 
for Singapore-based urban planning 
consultancy Surbana Jurong Pvt Ltd, owned 

by state investor Temasek Holdings, to draw up a plan 
for a Chinese investment zone in the country's 
southern port city of Hambantota. The move comes 
after a delay of more than 18 months in starting the 
Chinese investment zone around Hambantota port, 
which is on a long-term lease to a Chinese state 
company. Part of the Belt and Road initiative, China 
has invested billions of dollars building ports, roads 
and power stations in Sri Lanka.

MAYBANK POSTS HIGHEST 
EVER Q1 PROFIT

M
aybank, Malaysia’s largest bank by 
lending, posted a net profit of 
RM1.9 billion for the quarter, 

from a revenue of RM11.5 billion. This is up 
10 per cent from a year ago, helped by a 
drop in expenses and continued decline in 
impairment losses. According to Maybank 
chairman Mohaiyani Shamsudin, the bank 
was buoyed by the positive outlook in the 
region and Malaysia, despite some 
uncertainties in the operating environment.
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EU LIFTS BAN ON ALL INDONESIAN AIRLINES

T
he EU's executive body, the European Commission, cleared 
all Indonesian carriers from the EU Air Safety List, which 
prohibits a number of airlines from operating within EU 

member states. The ban was revoked after a positive assessment of 
Indonesia's flight safety by the International Civil Aviation Organization 
in October last year and the EU aviation audit agency in March this 
year. Previously, in 2007, all Indonesian airlines were put on the EU Air 
Safety List due to unaddressed safety concerns, but major carriers, such 
as Garuda Indonesia, Airfast Indonesia, and Batik Air were removed 
gradually from 2009 to 2016.

MEGAWORLD TO LAUNCH PROJECTS WORTH ₱80 BILLION

P
roperty developer Megaworld and its subsidiary brands 
expect to launch a record ₱80 billion worth of new 
residential projects this year, riding on growing demand 

from local and foreign buyers, including Chinese nationals, working in 
the booming offshore gaming business. To support its residential 
developments, land acquisitions, and other investments, Megaworld 
has set aside ₱60 billion for its capital expenditures this year. 
Approximately 70 percent of this year’s new launches will come from 
parent company Megaworld and will rise in Arcovia City in Pasig City; 
Capital Town in Pampanga; Iloilo Business Park in Iloilo City; Maple 
Grove in Gen. Trias, Cavite; The Upper East in Bacolod; Westside City 
in Paranaque City; McKinley West and Uptown Bonifacio in Taguig; as 
well as in Makati CBD and Manila City.

F French Sole, purveyor fine shoes and ballet flats, has 
announced the extension of its partnership with the 
English National Ballet for the seventh year running. The 

next twelve months will see French Sole and English National Ballet 

launch their third collaborative pair of shoes, inspired by the 
timeless classic Swan Lake. To celebrate this partnership, French 
Sole will host VIP events in-store and in-theatre at the London 
Coliseum, home of the English National Ballet.

FRENCH SOLE EXTENDS PARTNERSHIP WITH ENGLISH NATIONAL BALLET



HKMA ISSUES GUIDELINES 
FOR VIRTUAL BANKS

T
he Hong Kong Monetary 
Authority (HKMA) has set 
August 31 as the deadline for 

receiving applications for the first batch of 
purely online banks. Such a licence will 
allow lenders to operate purely online 
without any physical branches. HKMA 
deputy chief executive Arthur Yuen said 
about 50 companies expressed interest in 
applying for the virtual bank license. The 
guidelines for virtual banks in Hong Kong 
include, among others, at least HK$300 
million (US$38.36 million) in capital, and 
cannot impose a minimum account balance 
or low balance fees.

RISE ACADEMY AIMS TO ACCELERATE
INNOVATION IN THAILAND

R
ISE Academy, a two-year-old corporate 
innovation accelerator in Thailand, is aiming 
to contribute 1 per cent to Thailand’s GDP by 

creating a community of corporate innovators. The 
academy has two key innovation drivers – the RISE 
Accelerator and RISE Innovation Week. RISE 
Accelerator provides experiential learning for executives, 
while RISE Innovation week will be a five-day 
networking meet-up for corporations, start-ups and 
venture capitalists from across the region. RISE is the 
only accelerator from Thailand to have a memorandum 
of understanding (MoU) with government agencies of 10 
countries to work together to drive and encourage 
innovation, including Singapore, Malaysia, Japan, South 
Korea, and the United States.

BRITISH PRIVATE EQUITY FIRM ACTIS 
TARGETS ASIAN INVESTORS

B
ritish private equity firm Actis is 
targeting Asia-Pacific, to ride on the 
back of an economically maturing 

China and growing population of sophisticated 
regional investors, says its partner in charge of 
global fundraising, Neil Brown. According to 
him, in the next five to seven years, Asian 
investors are expected to account for 30 per 
cent of the firm’s client base, up from 20 per 
cent of its current 235 clients globally. Actis 
was set up in 2004 after being spun out of out 
the UK government’s development finance 
institution CDC Group, an agency created in 
1948 to promote private-sector investment in 
former British territories.

7

MALAYSIAN AGRICULTURE MINISTRY OPTIMISTIC FOR EXPORT OF FRESH DURIAN TO CHINA

M
alaysia’s Agriculture Ministry is expected to receive 
the approval for fresh whole fruit ‘Musang King’ 
durian export to China next year. Ministry deputy 

secretary-general Datuk Mohd Salehhuddin Hassan said 
negotiations with the Chinese government on Musang King 
export to the country was positive. “Negotiations with the 

Chinese government proceeded positively. We hope to obtain 
approval next year but it depends on the negotiations,” he said. 
Currently, Musang King cannot be exported to China as whole 
fruit but only in pulp, frozen and chilled form. Prized by the 
Chinese market, demand for Musang King has caused the price 
to skyrocket to more than RM300 per kilogram in Malaysia. 
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BREADTALK OPENS THIRD 
OUTLET IN MYANMAR

S
ingapore-owned bakery chain BreadTalk today 
opened its third Yangon outlet at the Myanmar 
Plaza shopping mall. The outlet is its third in 

Yangon after opening in Junction City and in Crystal 
Tower, both opening in 2017. Within the next 2 years, 
BreadTalk plans to open eight more outlets, including in 
other cities, said Daw Su Myat Noe, Marketing Manager 
of BreadTalk. BreadTalk Myanmar is operated by 
Myanmar Bakery Co., a member of the Shwe Taung 
Group. Myanmar Bakery holds the master franchise to 
develop and operate BreadTalk in Myanmar. 

RHB LAUNCHES SME FINANCING PLATFORM

R
HB Banking Group today launched RHB SME 
Financing, an online financing platform targeted 
at small to medium businesses. The first of its 

kind in Malaysia, RHB's online financing platform is 
designed to be fast, seamless, and user-friendly. The 
platform has started its pilot run in the Klang Valley, and 
will launch nationwide by Q3 of this year. It will offer SME 
term loans with a minimum tenure of 6 months, up to 24 
months for disbursements of between RM50,000 and 
RM300,000. SMEs with an annual turnover of less than 
RM35 million are eligible to apply for the term loan online.

PROTON TO LAUNCH SUV 
MODEL IN OCTOBER

M
alaysia’s national 
carmaker, Proton 
Holdings Bhd is on 

track to launch its SUV in 
October of this year. Based 
on the Geely Boyue, it will be 
Proton’s first SUV model 
since its establishment in 
1983. Since the Boyue in 
China is left-hand drive, 
Proton took 18 months to 
redesign the model to suit the 
needs of Malaysia’s right-
hand drive market. Proton’s 
new SUV will compete in the 
same market segment as the 
Mazda CX-5, Nissan X-Trail, 
and Honda CR-V.

S cores of electronics and TV stores in Vietnam are 
benefiting from a rising demand for TV sets, as 
national broadcaster Vietnam Television won 2018 

World Cup broadcasting rights. Many customers are quickly 

making purchase decisions instead of doing window shopping 
only like before. According to a local electronics store chain, 
sales of TV sets surged by more than 50 per cent compared to 
just a week ago.

WORLD CUP LEADS TO DEMAND FOR TV SETS IN VIETNAM



TEALIVE ENTERS CHINA MARKET

L
oob Holding Sdn Bhd, the parent company of the 
Tealive brand, will open Tealive stores in China. 
Loob Holding will undertake a joint venture with 

Zhejiang Boduo International Trade Co Ltd （浙江博多国际贸
易有限公司）and Shanghai Panfei International Trade Co Ltd 
（上海潘飞国际贸易有限公司）. China will be Tealive’s fourth 
overseas market, after Vietnam, Australia, and India. 
According to Loob Holding CEO Bryan Loo, the first Tealive 
store will open in Shanghai in September. The group will 
target opening 500 stores across China over the next 3 years. 
Zhejiang Boduo’s executive director, Yu Tong further added 
that China’s tea market has been increasing greatly, from only 
7 per cent of total beverage consumption in 2000, to 26 per 
cent in 2015.

XIAOMI DELAYS CDR ISSUE IN FAVOUR 
OF HONG KONG IPO

X
iaomi will delay its highly 
anticipated issue of 
Chinese Depositary 

Receipts (CDR), postponing the 
move until after its Hong Kong IPO. 
CDR enables domestic investors to 
hold shares elsewhere, thus allowing 
offshore-listed mainland companies 
to sell shares in the domestic 
market. Xiaomi has not mentioned 
any changes to its plans for an IPO 
in Hong Kong, which is expected in 
late June.

ANT FINANCIAL RAISES FUNDS 
TO EXPAND GLOBALLY

A
nt Financial, the operator of 
Alipay, raised about US$14 
billion in its latest funding 

round as it accelerates the expansion of 
Alipay globally. The financing included a 
US dollar tranche backed by Singapore’s 
sovereign wealth fund GIC as well as 
Warburg Pincus, Canada Pension Plan 
Investment Board, Silver Lake and 
Temasek Holdings. The funds will aid 
Alipay in its ongoing battle with Tencent’s 
WeChat Pay for supremacy in China’s 
mobile payments space.

9

THAILAND MOOTS NEW REGIONAL FUND TO REDUCE RELIANCE ON CHINA

T
hailand is spearheading a new Southeast Asian fund for 
infrastructure and development projects, in a bid to counter 
reliance on Asian giants, such as China. The fund, which 

Thailand will jointly manage with four countries of the region – 

Cambodia, Laos, Myanmar and Vietnam – is expected to begin 
operations in 2019. It will raise money through the sale of stocks and 
bonds by issuing debt for projects, and it would welcome financial 
contributions from countries and institutions beyond Southeast Asia.
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ASEAN DISRUPTIVE 
LEADERSHIP SUMMIT 2018

9 JULY 2018
KUALA LUMPUR CONVENTION CENTRE
shapers.my

T
he ASEAN Disruptive 
Leadership Summit 
brings together leaders in 

the world of startups and corporate 
innovation to help accelerate growth, 
launch new ideas and compete in to-
day’s ever-growing changing market-
place. As startups and established 
brands alike are scrambling to find 
the next disruptive solution, itʼs an 
event for everyone passionate about 
impacting and building a culture of 
difference that stands out. 

ASEAN M&E SHOW 2018

17–19 JULY 2018
KUALA LUMPUR CONVENTION CENTRE
tenaga.org

T
he ASEAN M&E Show is 
Southeast Asia’s premier 
power and electrical in-

dustry expo and forum. It is a must-
attend exhibition for participants to 
meet with more than 10,000 indus-
try professionals, experts and the 
entire power generation value chain, 
all under one roof. The three-day 
show features more than 40 semi-
nars, including the 2nd Internation-
al Conference of Women in Science, 
Engineering and Technology. 

SME BANKING ASIA SUMMIT

10–13 JULY 2018
SINGAPORE
equip-global.com/sme-banking-asia-
summit

T
he 3rd SME Banking Asia 
Summit is Asia’s foremost 
banking conference spe-

cialising in small business banking. 
Taking place in July this year, it will 
return with increased emphases on 
improving access to unsecured, non-
collateral banks’ financing for SMEs 
across Asia; maximising SME Banks’ 
outreach to underserved segments 
through improved distribution both 
digitally & physically; as well as com-
petitive strategies to meet SMEs’ 

for foreign tourism organizations or 
all related business to source Myan-
mar partners and for Myanmar peo-
ple to discover new overseas destina-
tions as well as limited-time exclusive 
offers. MITE is co-organized and 
endorsed by the Union of Myanmar 
Travel Association (UMTA) and the 
Union of Myanmar Federation of 
Chambers of Commerce and Indus-
try (UMFCCI).

MAKER FAIRE HONG KONG

7–8 JULY 2018
HONG KONG POLYTECHNIC UNIVERSITY, 
HONG KONG
makerfairehongkong.com

T
he Maker Faire, which 
originated in California, 
is an event celebrating 

invention, creativity and resource-
fulness. "Maker Faire Hong Kong 
2018 x Make Big" is a must-attend 
event for Hong Kong Makers, and 
PolyU Design is celebrating this big 
event together with local and inter-
national Makers. A series of exhibi-
tions, workshops, sharings, dem-
onstrations and performances will 
be held, promoting “Maker Cul-
ture” to the region.

INTERNATIONAL 
FRANCHISE EXPO 2018

20–22 JULY 2018
SMX CONVENTION CENTRE, MANILA
franchiseasiaph.com/expo

A
sia’s biggest expo on fran-
chises is now even bigger. 
With more than 13,000 

square meters of exhibit area and 
more than 700 brands exhibiting, 
visitors to the International Fran-
chise Expo can learn global best 
practices, latest trends and innova-
tions and disruptive strategies from 
various speakers. Business matching 
opportunities with prospective part-
ners and investors are also available.

VIETBEAUTY 2018

19–21 JULY 2018
SAIGON EXHIBITION AND CONVENTION 
CENTER, HO CHI MINH CITY
vietbeautyshow.com

T
he most important B2B 
beauty and trade event 
in Vietnam, Vietbeauty 

2018 invites participation from 
over 20 countries, more than 
8,000 international attendees, and 
over 250 brands in the beauty and 
wellness sector. Talks, on-stage 
performances, and live demonstra-
tions are included in the event, al-
lowing attendees to network and 
sample products, as well as source 
for the best deals in beauty.

WINE & GOURMET TAIPEI

20–22 JULY 2018
TAIPEI WORLD TRADE CENTER, TAIPEI
winegourmettaipei.com

A
s Taiwan’s largest profes-
sional wine exhibition, 
Wine & Gourmet Taipei 

(WGT) integrates the entire supply 
chain of the wine industry into one 
single event. The exhibition is meant 
to promote wine culture in Taiwan, 
help international wineries to enter 
the growing market and stimulate lo-
cal distributors to reach a broad au-
dience of professional customers 
and consumers. WGT also includes 
a variety of gourmet master classes 
and extensive programs.

combined needs for financial & non-
financial products & services.

INDUSTRY OF THINGS WORLD ASIA

16–17 JULY 2018
MARINA BAY SANDS, SINGAPORE
industryofthingsworldasia.com

R
eturning for the 2nd year, 
Industry of Things World 
Asia is the only event run-

ning over 3 days that focuses on the 
impact of industrial Internet of 
Things on business models and pro-
duction processes across all major 
industries focusing on the Asian re-
gion. This event is part of the award-
winning Industry of Things World 
global event series and has turned 
into the meeting point for senior ex-
ecutives wanting to deepen their 
knowledge and broaden their net-
work in the Industrial Internet 
space. With a special focus on auto-
mation, M2M communication, in-
teroperability, analytics, new busi-
ness models, this is the must-attend 
industrial event for 2018.

INACHEM

11–13 JULY 2018
JIEXPO KEMAYORAN, JAKARTA
ina-chem.net

I
ndonesia’s largest exhibi-
tion for the chemical pro-
cessing and technology 

sector, InaChem returns for its 5th 
edition. Focusing on petrochemicals, 
agrochemicals, pharmaceuticals and 
more, major Indonesian and interna-
tional chemical industry players will 
be in attendance. More than 100 ex-
hibitors are attending, and more 
than 5000 visitors are expected. En-
try is free with registration.

MYANMAR INTERNATIONAL 
TOURISM EXPO

20–22 JULY 2018
TATMADAW HALL, YANGON
myanmartourismexpo.com

T
he first edition of Myan-
mar International Tour-
ism Expo (MITE), orga-

nized by ICVeX, will be a platform 
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HEALTH    FITNESS TRACKER IN YOUR SHOE 

T
here’s plenty of fitness trackers out in the market these days from, smartwatches to basic devices that’ll clip onto 
your lapels. How about one that fits inside your shoe? The Runvi is exactly that. It’s a fitness tracker that looks like 
an insole and will snugly fit the inside of your shoe. Aside from the usual pace and fitness session tracking, the 
Runvi also gives live feedback while you’re making your paces, feedbacking advanced running metrics, such as 
cadence, foot-strike pattern, and symmetry. Considering the injuries one can sustain while running, the Runvi also 

takes that into account, telling you when to slow down if you’re close to fatigue or potential injury.

BY 
NIGEL 
YAP

TECH      USING ALL THE SENSES 
      FOR A WAKEUP CALL   

M
ost alarm clocks usually rely on loud 
noises to shock you awake but if there 
was another way to give you that 
morning wake up call? The Sensorwake 
Trio seems to have that alternative 

method by relying on not one but three senses to 
wake one up. By using sight, smell and sound, this 
innovative alarm clock attempts to wake its users up 
by first  by infusing the room with a scent, like fresh 
coffee, peppermint or cookies. This is then followed 
up the room being bathed with light and finally filled 
with a melody. The whole process takes around three 
minutes and the whole idea is to activate all of a 
user's senses, wakening one more fully.

HEALTH     RESTORE YOUR INNER CALM WITH  
       THESE BLUETOOTH BREATHER 

F
eeling a bit stressed? Need to monitor your 
breath and centre yourself? This breathing 
tool might just be for you? The b is a 
Bluetooth breathing device that records 
your breaths, so you can check out data and 

find out how to improve in terms of mindfulness. Paired 
with its mobile app, it’ll help you destress your day by 
giving you short exercises that’ll help you relax. With the 
help of subtle vibrations, LED and sound queues as you 
breath so you’ll finally be able to relax after that long 
stressful day at work, or maybe even during work.
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TECH    TYPE YOURSELF THROUGH MEMORY LANE  

T
ypical Bluetooth keyboards rarely bring a sense of style with the but the Rymek Retro mechanical keyboard attempts to. 
It’s design reminiscent of a classic typewriter will definitely make keyboard warriors bask for the days of old. its saddle-
shaped keys make all the right noises you’d expect from a classic typewriter but it isn’t entirely stuck in the past. It’s able to 
connect up to four devices, fit an iPad in its ‘paper tray’, and its the platen knob and carriage return handle can adjust 
volume and switch between wired/wireless modes. 

GADGET    
LULL YOURSELF TO SLEEP WITH THESE 

NOISE-MASKING EAR BUDS

B
ose has some pretty good noise cancelling tech and it’s no 

surprise that they’ve come up with some new earbuds to 
put that tech to good use when it matters most: when you 
sleep. While blocking out noise completely would be a 

good way to get you to snooze, Bose new earbuds have 
taken a different approach. It replaces the usual hectic sounds with 

soothing ones designed to send you to deep sleep. Together 
with the Bose Sleep app you’ll be able customise these 

earbuds. Choose between various sounds, 
adjust the volume and set the alarms 

that only you hear.

GADGET    LEICA GETS INTO THE WATCH GAME  

L
eica isn’t a brand that you’d usually 
associate with watches but it looks like 
the camera maker has decided to get 
into the horology game with the 
introduction of their Leica L1 and L2 

timepieces. The inspiration from their camera line is 
obvious from the fluting on the crown with Leica’s 
signature red dot and the cambered shape of the glass 
that reminiscent of a camera lens.
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BLOCKCHAIN IS THE BIG BUZZWORD THAT’S BEEN 
GOING AROUND THE TECH AND BUSINESS WORLD THIS 
YEAR. HOWEVER, WHAT EXACTLY IS IT AND SHOULD 
BUSINESSES REALLY PAY ATTENTION TO IT?
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I
     

f there is one 
technology that’s 
gotten much hype in 
2018, it’s definitely 
blockchain. For many, 
the first thing that 
springs to mind when 
the term blockchain 
is mentioned is 
cryptocurrency, more 
specifically bitcoin. 
This is no surprise as 
the bitcoin was one 
of the hottest topic of 
2017, especially with 
its ballooning price 
(and subsequent crash). 
With the interest in 
bitcoin though, people 
have also started 
paying attention to the 
underlying technology 
and bitcoin was built 
on, blockchain. 

In fact, blockchain 
was a priority topic 
at Davos and a World 
Economic Forum 
survey suggested that 
10 percent of global 
GDP will be stored on 
blockchain by 2027. 
Plenty of governments 
have also published 
reports on the potential 
implications of 
blockchain, and in the 
past two years there 
have been more than 
half a million new 
publications on the 
technology. 

BY 
NIGEL 
YAP
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So as it stands, with so much interest in 
the technology, we just had to take a look 
at it and see how much implications it 
would have for businesses now and in the 
long-term.

A BRIEF LOOK AT WHAT IS BLOCKCHAIN
But first, what exactly is blockchain? 
It isn’t a single technology by itself but 
an architecture. In very  simple terms, 
blockchain is a ledger system that uses 
an open, distributed record to keep track 
of transactions. In this case transactions 
can be anything from cryptocurrencies, 
medical information, voting or home 
records, and more.

These transactions get packaged into 
blocks, and each block gets verified by 
other users in the system by completing a 
math problem. Once a block gets verified, 
it cannot be altered and gets added to 
a chain of other permanent, previously 
verified blocks. The records held within 

these blocks form a blockchain, and 
the blockchain's users all keep track of 
this record. A very simplistic view or 
explanation would be It's basically a giant, 
shared ledger. In practice, it's much more 
than that.

A more detailed explanation on how the 
technology works is as such. The Harvard 
Business Review laid out five principles 
that all blockchains have in common:

01.  ALL BLOCKCHAINS USE A DISTRIBUTED DATABASE
Blockchain is based on a distributed, 
peer-to-peer topology where data 
can be stored globally on thousands 
of servers. It’s decentralised where 
the database is not stored on a single 
server but can be on up to thousands of 
servers globally. As such every user in 
a blockchain can access the complete 
database, including its past transaction 
history. This transparency allows users 
to verify any information they need 

and to complete transactions directly, 
without any intermediaries.

02.  ANY TRANSACTIONS OR COMMUNICATIONS GET  
  CONDUCTED BETWEEN PEERS 

In a blockchain each user stores 
records and sends information directly 
to all other parties. As a result of 
this, intermediaries and central 
storage institutions, like banks, are 
unnecessary. Users, also known as 
nodes, have all the information they 
need to vet other users.

03.  EACH USER ASSOCIATED WITH A  
  BLOCKCHAIN CAN REMAIN ANONYMOUS

As a protection for users’ 
identification, each user has their 
own unique 30-plus-character 
alphanumeric address instead of 
a name. Users can then choose 
to share their identity or remain 
anonymous with their blockchain 
address. These alphanumeric 



17

addresses are also used to verify 
transactions. How this verification 
works is as such.

When someone wants to make a 
transaction, and therefore add new 
record or “block” to the ledger, they 
first need to solve what is essentially a 
math problem. 

Many of you might have heard 
the term mining when it comes to 
cryptocurrencies like bitcoin and it’s 
this mining process that solves the 
math problem by suing computers’ 
computing power to “mine” for the 
answer, which is then vetted by the 
network of users. 

If the answer is correct, the new block 
is added to the ledger. A token, also 
known as a coin, is generated when this 
occurs and this acts like a receipt to 
prove that it happened.

04.  AS BLOCKCHAIN USES A DIGITAL LEDGER, 
  THE ENTIRE TRANSACTIONAL PROCESS CAN BE  
  AUTOMATED USING ALGORITHMS

 What this means is that a lot of 
complex transaction process are cut 
out and handled by the blockchain. For 
example, in the case of house purchase, 
in real life, there are plenty of other 
costs that are involved in a purchase of 
a house like legal fees, registration fees 
etc. Add to that the people involved 
in processing, providing access and 
administration from one person to 
another, its more than just putting your 
name on the title ownership of a house. 

Blockchain makes most of this 
complexity disappear. It allows you to 
record property data and even build in 
digital rules — called smart contracts — 
that, once fulfilled, allow the system to 
automatically transfer a property title 
or money for purchase.

05.  ONCE A RECORD GETS CREATED, 
  IT CANNOT CHANGE

This is one of the most important 
aspects of blockchain, the permanence 
of a transaction.  When miners verify a 
transaction, that record is shared with 
every other party in the blockchain 
as part of the decentralized ledger. 
Part of each verified transaction is 
also used to generate the math puzzle 

for the next block in the chain. This 
means each transaction gets linked to 
the ones that came before it and all 
those transactions get stored across 
multiple computers with no single 
point of failure.

WHAT SORT OF BENEFITS DOES 
BLOCKCHAIN BRING TO BUSINESSES?
The explanation before is as simple as one 
can explain about the basics of blockchain. 
There is no doubt that blockchain in 
general can be quite complicated on a 
technical basis, however, businesses do 
not necessarily need to understand it’s 
technical complexities as much as they 
need to understand what blockchain can 
do for their businesses. 

The benefits can be broken down into 
about three parts; Increased Security, 
Smart Contracts and, increased Speed and 
Efficiency. Let’s look at each benefit one 
by one.

01 . INCREASED SECURITY
The biggest benefit of a blockchain 
is its ultra-secure network. Data 
transmitted using blockchain is 
inherently encrypted, so it’s much more 
secure than your standard username-
password security system. The real 
security benefits however, come from 
blockchain's network of users.

BLOCKCHAIN POTENTIAL APPLICATIONS & DISTRUPTION
The blockchain is radically changing the future of transation based industries

THE BLOCKCHAIN

SOURCE: DAYA BARAN
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Data in blockchain networks are 
decentralised. As explained above it’s 
not stored in a single drive but hundreds 
to thousands of drives . This makes it 
extremely difficult to hack into because 
no “single point of failure” exists. 

To break into a blockchain network  
or to “hack” it, a blackhat hacker 
would have to overwhelm over 50%  
of the network in less time than it  
takes to create a new block. The 
amount of computing power that is 
needed to do this on most blockchain 
networks is humongous. We’re talking 
hundred upon thousands of computers, 
and if the particular blockchain 
network is larger, it’s even harder to 
hack as data is a lot more decentralised 
and have more computers working to 
verify transactions.

And if there is a case of data being 
tampered on a block, thanks to hash 
functions, it’ll be easy to detect. Hashes 
from one block are added to the data 
in the next block. Anyone who tries to 
alter a block will end up changing the 
hash completely, setting off a red flag 
and disabling the block completely.

As an added layer of security, 
blockchain networks also offer 
anonymity. Instead of using a variety of 
information like most normal systems 
would (addresses, identification 
numbers, etc.) to verify transactions, 
what matters in a blockchain is a user’s 
private key.

Each blockchain user has two keys: 
a public key and a private key. Their 
public key is derived from their private 
key using a mathematical formula and 
then combined with other information 
to form their public address for 
transactions. Without the private key, 
it is impossible to verify transactions 
to the public address. This private key 
never gets shared with outsiders which 
means multiple complex formulas stand 
between a user's private key and their 
public address.

For many businesses this increased 
sense of security would be a major 
boon, especially for those related to 
the fintech industry, requiring plenty 
of transactional data that must be 
recorded, stored and not tampered 
with. In a traditional system, a single 
databased might be shared and easily 
tampered or manipulated with by a 
user. Within a blockchain system, this 

tampering and manipulation will be 
recorded and can be resolved by sharing 
the suspicious activity down the line. 

02.  SMART CONTRACTS
Smart contracts could possibly 
the most powerful application for 
blockchain networks. What smart 
contracts does is use blockchain 
to automate payments and transfers 
based on a predetermined set of 
conditions. Using smart contracts, 
one could automatically send pay to 
a supplier when goods are delivered. 
The transaction would be sent securely 
to the supplying company and verified 
using blockchain. This automated 
process saves a lot of time and would 
prevent the incurrences of more late 
payment fees and the best part, one 
would never have to think about 
scheduling a payment again.

The long term effect of smart contracts 
is that as more transactions are 
automated using smart contracts, 
the need for middlemen and outside 
organisations will diminish, thus 
unneeded extra costs from businesses. 

03.  INCREASED SPEED AND EFFICIENCY
Blockchain networks can be fast and 
efficient. In typical systems, manual 

data entry can be tedious and prone 
to errors. Add the fact that many 
organisation maintain multiple record 
systems for different tasks, reviewing 
these multiple records would definitely 
take time. However, with blockchain 
implementation, all this information gets 
stored and verified as it gets generated.

The speed of verification that a 
blockchain system has will definitely 
be a big benefit for businesses. Simple 
stock purchases that takes up to a 
week to verify with existing methods 
due to multiple middle-men and 
form can be done away with. With 
blockchain implementation, there is 
no need for third-party verification 
because all the information needed to 
complete and verify the transaction 
gets included in the ledger. What 
this means is stock transfers can 
happen almost instantaneously instead 
of a full week later. 

GOVERNMENT SUPPORT ABOUND
With such potential and benefits, it’s no 
surprise that plenty of governments have 
started showing support for blockchain. 
Within the South East Asian region itself, 
the various countries like Malaysia, 
Singapore and Vietnam have made some 

THE ONUS IS ON 
PROGRAMMERS 
AND BUSINESS 
OWNERS TO 
UNDERSTAND 
IT SO THEY 
CAN THINK OF 
IDEAS ON HOW 
TO USE THE 
TECHNOLOGY 
TO CREATE OR 
IMPROVE NEW 
OR EXISTING 
BUSINESSES

LANCE CHEANG, 
PROJECT 
DIRECTOR, 
NEM.IO 
FOUNDATION
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efforts to understand blockchain and 
foster an environment for its development. 
Despite the various regulations and 
policy worries that have been place on the 
cryptocurrency part of blockchain, the 
technology itself is look upon favourably.

"There is nothing any government agency 
or ministry can regulate about blockchain 
because it is a technology.  However, 
regulation on blockchain applications, 
are a different matter.   If a business uses 
blockchain for something like an Initial 
Coin Offering (ICO) for fundraising, 
or for overseas remittance, then it will 
fall under the purview of Bank Negara 
or Securities Commission, then it is up 
to the business to ensure they comply 
with existing (or new) regulations.  If a 
business uses blockchain for file storage, 
it doesn't fall any agency or body to 
oversee.  The blockchain technology itself, 
does not need regulation,” said Lance 
Cheang, Project Director for the NEM.
io Foundation, a non-profit technology 
organisation set up to educate the public 

not only about the NEM blockchain but 
blockchain technology in general.

Malaysia’s Malaysian Global Innovation and 
Creativity Centre (MaGIC) in collaboration 
with the Ministry of Higher Education has 
already started to incorporate blockchain 
technology within the country according to 
its CEO, Ashran Dato' Ghazi. 

The collaboration involves research and 
development to study the possibility of 
a uniformed application of blockchain 
technology in public universities 
across Malaysia which would bring 
convenience for overseas bodies to 
confer recognition as well as conduct 
checks and make references.

MaGIC itself also offers capacity 
development programmes which include 
a fundamental course for beginners on 
Blockchain which include a deep-dive into 
blockchain technology, an understanding 
of how it is applied and being used in 
business today to resolve current issues 

faced in businesses, as well as an overview 
of the future of blockchain and how it can 
be applied to solve current problems thus 
creating new business solutions.

“The Malaysian Industry-Government 
Group for High Technology (MiGHT) 
also plays a vital role. Besides launching 
a beginners’ blockchain conference 
in cooperation with Bloktex, MiGHT 
is looking to develop policies and 
regulations around the technology 
other than creating awareness around 
blockchain technology currently available 
in Malaysia,” says Ashran.

Malaysian neighbours are not lagging either. 
Singapore’s Infocomm Media Development 
Authority (IMDA) recently launched a 
blockchain competition with government 
funds to boost blockchain innovation in the 
region and also as part of a wider goal of the 
digital transformation in the city state.

The goal of the competition? To look and 
discover distributed ledger technology 
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that can either streamline business 
operations or that more broadly envisions 
changes in social interactions, such as 
within public services.

That's not all, as Vietnam is also seen as 
a hot bed for blockchain development 
with one major blockchain project, 
Kyber network originating from the 
country. At the recent Blockchain 
Festival 2018 held in Ho Chin Minh by 
Huobi, the country’s Director General 
for the Department of Information 
Technology under the Ministry of 
information and communication, 
Dr Dao Dinh Kha shared his unique 
perspective on blockchain projects and 
road ahead in Vietnam.

SHOULD BUSINESSES LOOK 
INTO BLOCKCHAIN?
The thing about blockchain is that despite 
all the benefits that we’ve listed above 
and all the different government support 
that has been given to it, blockchain 
technology itself is still considered an 
immature technology. Despite the fact 
it’s been around for at least 10 years, the 
market for it is still nascent and a clear 
recipe for success has yet to emerge. Many 
of the current blockchain solutions and 
implementations are in their conceptual 
stages and it’ll take a while before we’ll 
see them be commercially available, what 
more commercially successful.

“Although there are successful 
implementations of blockchain 
applications and solutions in production, 
they are still small in number.  Many 
projects are still conceptual, and it’ll take 
time to see mass adoption. Maybe in a 
year or two, we’ll see more live usage of 
blockchain applications,” according to 
NEM Foundation's Lance Cheang.

Then there is the issue of costs. To 
develop blockchain based applications 
and systems, it is not exactly cheap. 
That is to say if a business decides to 
implement a blockchain based solution 
in-house instead of going for a third party 
application or solution, as the cost involve 
would be the equivalent of hiring a team 
of developers.

However, despite the nascent level of the 
tech, the benefits we’ve listed above are 
still very much real, and business owners 
especially should pay heed to this upcoming 
technology. After all if both the Dubai 
(which plans to be a fully blockchain 

powered government by 2020) and Malaysia 
(which plans to fully adopt blockchain by 
2025) has given special interest to it, why 
shouldn’t businesses do so either?  The thing 
is How much do businesses and business men 
need to know though?

“The literacy for blockchain doesn’t 
necessarily need to be high among the 
general public.  The public doesn't need to 
know SQL database is the back end of any 

online store when they shop there.  The 
onus is on programmers and business 
owners to understand it so they can 
think of ideas on how to use the 
technology to create or improve new or 
existing businesses,” added Lance. 

Those ideas especially might be just 
the thing that would eventually be the 
difference on whether a company pulls 
ahead, or is left in the dust. 
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DID YOU MISS THE 
JUNE EVENT?

WHAT’S NEXT?

Post GE14, Malaysian business owners are set 
to expect another shift in the economic climate. 
With the currency, stocks and investors behaviour 
turning conservative, many SMEs are considering 
all alternatives available to weather the changes. 
Working closely with the SME CEO Forum, Bursa 
Malaysia CEO Dato Tajuddin bin Atan shares some 
insight on what delegates should expect from the 
LEAP Market in an exclusive interview.

Was the LEAP Market project started to meet any specific 
demands?

The Leading Entrepreneur Accelerator Platform (LEAP) Market 
was designed to provide SMEs with greater fundraising access 
and visibility via the capital market. The LEAP Market aims to 
bring together potential SMEs, intermediaries and Sophisticated 
Investors onto a single platform to create a conducive 
marketplace to raise funds for SMEs, a marketplace that provides 
for efficient and transparent capital formation and price discovery 
mechanisms.

SMEs often face challenges in obtaining financing and/or 
investment to grow their business. Given their small size, SMEs 
tend to rely heavily on traditional bank lending with a whopping 
96% of their funding coming from the banking sector and less 
than 4% from the capital market, according to the SME Annual 
Report 2015/2016.

Bursa Malaysia is hopeful that through the 
LEAP Market, we can improve the current 
figure of SMEs that access the capital 
market for funding. As engines of 
innovation and new job creation, 
the SMEs form the backbone of 
the nation’s economy. In fact, 
the Department of Statistics 
recently reported that SMEs 
achieved GDP growth of 
5.2% in 2016, outperforming 
the national GDP of 4.2%1. 
Under the Government’s SME 
Masterplan (2012-2020), 
Malaysia plans to increase 
SMEs’ contribution to the 
country’s total GDP to 41% by 
2020, up from the current 37%1.

Additionally, not only does the LEAP Market help promote capital 
formation for SMEs, but further strengthens the role of the capital 
market in the growth of small and mid-cap companies. The LEAP 
Market provides SMEs with the visibility of being a listed entity 
and facilitates a path for these companies towards listing on the 
ACE or Main market in the future as it serves as an intermediate 
step in corporate governance and disclosure requirements.

What are the differences between the LEAP Market 
compared to the ACE Market?

Participation in the LEAP Market is limited to sophisticated 
investors. The admission process for the LEAP Market is more 
flexible, which facilitates shorter time to market and lower cost of 
listing. The post-listing requirements are less rigorous compared 
to the ACE Market since the ACE Market is open to retail investors, 
the framework includes more compliance elements for investors 
protection.

Has the LEAP Market taken off according to expectations?

The LEAP Market is currently in its growth stages, and just like 
any new initiative, will
require time to grow. It has garnered a healthy interest from SMEs, 
so we’re already off
to a positive start. In terms of the number of new listings on 
the LEAP Market, suffice to say, we have a strong and healthy 
pipeline of listing candidates for the LEAP Market. This is based 

on encouraging interest shown by the SMEs.
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the framework includes more compliance elements for investors 
protection.

Has the LEAP Market taken off according to expectations?

The LEAP Market is currently in its growth stages, and just like 
any new initiative, will
require time to grow. It has garnered a healthy interest from SMEs, 
so we’re already off
to a positive start. In terms of the number of new listings on 
the LEAP Market, suffice to say, we have a strong and healthy 
pipeline of listing candidates for the LEAP Market. This is based 

on encouraging interest shown by the SMEs.
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Bursa Malaysia also continually seeks to expand the list of 
approved advisers beyond that of existing investment banks 
and brokers to include corporate finance advisers in an effort to 
speed up the time to market and lower the entry barrier for cost-
conscious smaller businesses.

How would you describe Malaysian SME’s response to 
the LEAP Market?

We have seen a positive response from SMEs for admission 
into the LEAP Market as it provides a conducive environment for 
SMEs to raise funds in an efficient, transparent and cost-effective 
platform for fundraising which also serves to enhance the 
visibility and profile of its listed companies. It also gives another 
dimension and excitement to the local bourse.
The framework also provides an opportunity for Corporate 
Finance Advisers to expand their scope to include IPOs.

What did you think prompted the response of SMEs in 
question 4?

Listing on the LEAP Market will help enhance these companies’ 
visibility and profile, and it is also an early exposure to prepare 
for future listing on the ACE/Main Market. There is no profit track 
record requirement for SMEs and companies wishing to list on 
the LEAP Market and serves as an attractive fundraising platform 
for promising companies.

The LEAP Market is a less costly alternative platform to raise 
funds which allows the capital raising exercise to be undertaken 
in an efficient, fast and transparent manner.

What are the plans to push for more participation in the 
LEAP Market?

Since the launch of LEAP Market on 25 July 2017, Bursa Malaysia 
has intensified its marketing efforts to encourage SMEs to list on 
Bursa Malaysia.

In 2017, Bursa Malaysia had organised and participated in 24 Initial 
Public Offerings (IPO) events and seminars in collaboration with 
among others, government agencies, associations and corporate 
advisers. Through these initiatives, we inform companies on the 
value propositions, benefits of listing their businesses on the 
LEAP Market and provide guidance on the listing process.

We also undertake a “one-on-one” engagement 
with potential listing candidates to provide 
consultations in addressing issues relating to 
listing on the LEAP Market as well as advising companies on the 
listing process.

On 30 March 2018, the Prime Minister Yang Amat Berhormat 
Datuk Seri Najib Tun Abdul Razak announced an RM50 million 
incentive to encourage more Bumiputera SMEs to list on the 
LEAP Market. A matching grant worth RM500,000 will be granted 
to every company that has successfully listed and entered SME 
Corp’s Bumiputera Enterprise Enhancement Programme (BEEP). 
In this respect, we are working closely with SME Corporation 
Malaysia to build a pipeline of suitable Bumiputera companies for 
listing on the LEAP Market.

As Bursa CEO, what do you think can regulatory bodies 
and governmental organisations do to encourage SMEs 
to explore opportunities presented by the LEAP Market?

We are working closely with agencies that are involved in 
promoting the development of entrepreneurs and local businesses 
in marketing for new listings. This includes SME Corporation 
(SME Corp) and Unit Peneraju Agenda Bumiputera (TERAJU), 
Malaysian Investment Development Authority (MIDA), Chinese 
Chamber of Commerce, Malaysia Digital Economy Corporation 
(MDEC) and Malaysia Technology Development Corporation 
(MTDC), to identify qualified SMEs and assists them in their 
journey to become a public listed company.

Please share your thoughts on the latest US vs China 
trade war. Do you think it will affect the ACE or LEAP 
Market in any way?

The anti-competition/protectionism trade war between US 
and China will create a negative outlook globally and will have 
an impact on everyone at large. The Exchange will follow the 
progress of this matter closely.

Highlight Text: The LEAP Market is a less costly alternative 
platform to raise funds which allows the capital raising exercise 
to be undertaken in an efficient, fast and transparent manner.

Encik Mahdzir Othman, Director of Securities Market, Bursa 
Malaysia will elaborate more on the LEAP Market, adding 
extensive content to the interview of Dato Tajuddin bin Atan at 
the SME CEO Forum. ◆

DON’T MISS IT AGAIN!

Register at ceoforum.asia to find out more at the forum!

Date  /  Wednesday, 24 October 2018
Time  /  9.00am – 6.00pm
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I
t’s hard to believe, but 
Facebook has been around 
for 14 years. In Internet 
years, that practically 
makes Facebook middle-
aged. However, it has 
outlasted many of its early 

social media rivals, including Myspace (a shell 
of its former self), Friendster (completely 
dead), and even rival Google’s own ham-fisted 
attempts at social media. 
        Why? A lot of it is down to “Facebook 
executed it better”. It had a simple interface, 
better uptimes than its rivals, and a “cool” 
factor that lured users. Facebook was the main 
driver behind the social media revolution. 
And the driving force behind Facebook is its 
mercurial CEO, Mark Zuckerberg.
        The Zuckerberg most people know is 
the one depicted by the movie The Social 
Network: nerdy, insecure, and shady – in 
no way a mature adult who somehow built 
the world changing social behemoth. His 
awkward public appearances over the years 
have not improved that impression. Despite 
this, he has learned to lead and prevail in 
Silicon Valley’s cutthroat environment. He 
learned from the best brains in the business, 
but he never let them sway his passion and 
vision for his business.
        Now though, Facebook is embroiled 
in a crisis where its user data was used 
to improperly influence the United States 
presidential election in 2016, a potential 
violation of American election law. Privacy 
scandals have dogged Facebook since it 
entered the popular consciousness, but this 
recent impropriety has caused Zuckerberg 
to be hauled up before Congress to face 
American lawmakers. 
        So how did the giant rise, and how did 
Zuckerberg run it? What lessons can we learn 
from its crises?

THE BIRTH OF A DISRUPTIVE GIANT When 
Mark Elliot Zuckerberg attended Harvard 
University, he wrote a program called 
“Facemash”, which compiled data from the 
‘face books’ of Harvard. A face book is a 
student directory consisting of photographs 
and basic personal information, usually 
distributed by university administrations for 
students to better know each other.
        At the time, there was no universal 
online face book within Harvard. Zuckerberg 
realized the need for such a network, and so 
wrote the beginning lines of code for a new 
website called “TheFacebook”. Within the 
first month of the service being launched, 
half of Harvard’s undergraduate body were 
members of the service. Initially restricted to 
university students, Facebook expanded to 
the universities of Columbia, Stanford, and 
Yale. It later opened to all Ivy League colleges, 
Boston University, New York University, MIT, 
Washington and gradually most universities in 
the United States and Canada.
        In 2006, Facebook was open to the 
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public. Within 3 years, Facebook hit 200 
million users, overtaking Myspace as the 
world’s largest social network. Facebook’s 
operations relied on Zuckerberg’s ethos of 
‘move fast and break things’, much of which 
underpinned its early, spectacular growth. 
Facebook’s mobile app, developed in line with 
this ethos, contributed greatly to its user base, 
especially in developing countries.

LEADING A DISRUPTIVE GIANT The birth 
of Facebook heralded the end of the 
decentralised era of the Internet, and 
ushered in the age of the social media hub. 
Traditional media and advertising models 
were thrown into chaos, as Facebook was 
able to serve targeted ads much more 
effectively than previous mass media models. 
Furthermore, for many people, Facebook 
serves effectively as the gateway to the 
Internet, and in many developing countries, 
Facebook is the Internet.
        Zuckerberg’s early leadership style was 
much like other tech CEOs – young and 
visionary but socially awkward. The modus 
operandi for growing such a company is 
to have the founder remain CEO until the 
company reaches a size that outstrips the 
founder’s limited ability to run the business, 
then bring in a “professional CEO” – an 
experienced executive – to take over. The 
founder will usually sit on the board as a 
figurehead.
        Companies like eBay and LinkedIn 
were built this way, but this approach has 
been disastrous for others like Yahoo and 
90s Apple, which in 1983 handed the reins 
from Steve Jobs to Pepsi CEO John Sculley. 
Zuckerberg was having none of that; he 
wanted to retain control over Facebook’s 
vision, which was to connect every human on 
Earth. At the same time, Facebook was also 
fast becoming the juiciest target for acquisition 
in Silicon Valley. Viacom, Time Warner, 
Google, Microsoft, and Yahoo were just 
some in a long line of suitors for the hand of 
Zuckerberg’s child. 
        Zuckerberg turned them all down. He 
wasn’t interested in money – he wanted to 
“make the world open”, in his own words 
when interviewed by Wired magazine in 2010. 
His vision was paramount in the running of 
Facebook, and so he sought counsel from 
the elders of the tech industry, including 
Apple’s Steve Jobs, Netscape founder Marc 
Andreessen, LinkedIn’s Reid Hoffman, 
and Peter Thiel, co-founder of PayPal and 
Facebook’s first professional funder. 
        To survive among the sharks of the 
Valley, Zuckerberg had to learn well and learn 
fast. One of the key skills he learned as leader 
is his ability to hire and fire the right people. 
Within Facebook, Zuckerberg built one of 
the strongest management teams in any tech 
company, poaching and growing key people 
like current Facebook No 2 Sheryl Sandberg, 
CTO Mike Schroepfer, and Chief Product 
Officer Chris Cox. 

THE GIANT GOES PUBLIC, AND GOES MOBILE
When Facebook went public with its IPO in 
2012, many investors saw it as an investment 
in Zuckerberg, as much as it was an 
investment in Facebook. Although Facebook’s 
IPO offering was described as disastrous, 
Zuckerberg turned it around by betting on the 
company’s future, instead of generating instant 
profits for early investors. 
        In this case, Zuckerberg bet on 
Facebook’s future being on mobile; he turned 
out to be right. In 2012, just before the IPO, 
he spent US$1 billion to acquire Instagram, a 
little mobile photo-sharing company that had 
no revenue and only 13 employees. Two years 
later, WhatsApp was acquired for US$19 
billion. By integrating the two applications 
into Facebook, Zuckerberg created a mobile 
ecosystem that has stumped rivals and 
brought a market capitalisation of over 
US$104 billion.
        The numbers tell a fuller picture. In the 
first quarter of 2018, about 85% of Facebook's 
advertising revenue came from mobile. By 
comparison, mobile accounted for effectively 
nothing at the time of its public offering. When 
Facebook went public, it had more than 900 
million users. Today it has more than 1.9 
billion. In other words, Facebook added more 
than one billion new users. Many of these new 
users exclusively use Facebook on mobile.

THE GIANT STUMBLES Facebook seemed 
to be riding high. Zuckerberg cemented his 
position as one of the world’s foremost tech 
entrepreneurs and leaders, mentioned in 
the same breath as Microsoft’s Bill Gates, 
Amazon’s Jeff Bezos, and the late Steve 
Jobs. His vision, where Facebook is used to 
create an open, connected world, was almost 
coming true.
        But privacy and rights issues have 
hounded Facebook since its inception. Content 
generated by its users, as well as their profile 
data, was used by the network for “targeted 
advertising” – in other words, users’ data 
was being sold to marketing firms. An axiom 
for Facebook’s services and their ilk was 
developed: if the service is free, you are the 
product. In addition, Facebook has been 
accused of a litany of psychological and social 
ills, including negative self-esteem, political 
polarisation, inadequate moderation, and the 
proliferation of ‘fake news’. While Zuckerberg 
has adeptly managed his company and its 
investors, he has never truly addressed the 
number one stakeholder in Facebook: the 
user behind the screen. But his reckoning may 
come with the latest crisis Facebook has found 
itself entangled in.
        In March 2018, the New York Times, 
working with the Guardian of the United 
Kingdom, obtained a cache of documents from 
inside UK-based Cambridge Analytica, a data 
firm. The documents revealed that Cambridge 
Analytica used data improperly obtained from 
Facebook to build profiles of voters in the US 
presidential election. The news put Cambridge 

under investigation and thrust Facebook into 
its biggest crisis ever.
        Cambridge Analytica, eager to sell 
psychological profiles of American voters 
to political campaigns, acquired the private 
Facebook data of tens of millions of users – 
the largest known leak in Facebook history. 
It did this by collecting data on users using 
Facebook personality quizzes and a loophole 
in Facebook’s privacy policy, which enabled 
Cambridge to not only collect data on quiz 
takers, but also the users’ Facebook friends. 
Such data collection was allowed by Facebook 
at the time. 
        By obtaining the data collected by 
Cambridge, political operatives embarked 
on a campaign of voter targeting. This was 
done using negative advertisements, filtered 
content from friends, as well as ‘dark’ posts, 
i.e. posts that only the targeted user could 
see. Facebook’s algorithm, geared towards 
maximum user engagement, ensured that 
only the most extreme conservative or liberal 
views reached users feed, as this was found 
to increase user engagement metrics such as 
‘likes’ and comments. 
        The revelations drew an instant response 
in Washington and London. Lawmakers 
on both sides of the Atlantic demanded 
Zuckerberg testify before Congress and 
Parliament respectively. Facebook users 
started a #deleteFacebook campaign, 
reflecting their longstanding discontent over 
how the platform handled their data. Whether 
Facebook was complicit in allowing this to 
happen, or Cambridge was simply exploiting 
the platform’s loopholes, it didn’t matter – 
user discontent had bubbled to a point where 
Zuckerberg could no longer ignore it.
        Whatever Facebook and Zuckerberg do 
at this point, it is clear that the once ‘cool’ 
platform has gone beyond the point of ever 
regaining its mojo. While the Cambridge 
Analytica scandal didn’t hurt Facebook’s 
bottom line (though it caused its stock price 
to plummet 5 per cent), it’s PR image and 
brand goodwill have been heavily damaged. 
Zuckerberg’s own image, while still burnished 
within Silicon Valley and Wall Street circles, he 
may as well be the vengeful nerd depicted in 
The Social Network to a disgruntled public.
        Yet over a billion people continue 
to use Facebook and its services. The 
#deleteFacebook campaign didn’t even put a 
dent in its numbers. It seems that we cannot 
extricate ourselves from our phone screens. 
Zuckerberg’s genius was not just his vision 
to connect our world, but in the process of 
doing so, he tapped into our most primal 
narcissistic tendencies. Selling our personal 
data to advertisers is besides the point – we 
had a choice not to use Facebook, but we 
can’t seem to stop being jealous of social 
media ‘influencers’, or sharing that piece of 
sensationalist news. Ultimately, Zuckerberg 
developed a tool for us to know each other 
better – but we used it to alienate ourselves 
further. 



Vervea:
New Northern Hub in Malaysia

Aspen Vision City is a landmark joint venture development between Aspen Group and IKEA Southeast 

Asia. As an integrated development with first-class infrastructure and amenities, Aspen Vision City is 

home to the first IKEA store and integrated shopping centre in the Northern Region.

VERVEA

The Intelligently Integrated City In The North
Aspen Vision City is situated in what is billed as the third satellite 
city of Penang, right at the exit of the Sultan Abdul Halim Mu’adzam 
Shah Bridge, better known as the Second Penang Bridge, at Bandar 
Cassia, Batu Kawan.

Development components include the first IKEA store and integrated 
shopping centre in the Northern Region and an eclectic mix of 
residential and commercial components ranging from luxurious 
designer homes to the region’s future Central Business District; an 
international business hotel and international school; office towers, 
serviced residences, and a transport hub.

Its location, served by a comprehensive network of infrastructure, 
and the federal government’s vision to develop this area, has already 
shifted substantial amounts of trade to this once sleepy town, as 
growing businesses look for space and new untapped catchment.

It will also feature a green oasis in the form of a 25-acre Central 
Island Park at its heart. The first phase of development at Aspen 
Group’s ‘Aspen Vision City’ will be the Vervea multi-storey 

shop-offices. Developed to be fully connected and integrated with 
mart features and facilities, Vervea will also lead the way in 
sustainable development and lifestyle. Upon completion, and in 
conjunction with other developments in and around the area, it is 
slated to become the new hub of the northern region, reshaping the 
way people do business, shop, live and play.

The Largest Gated & Guarded Commercial Precinct 
In The Northern Region Of Malaysia
Consisting of 434 units of shop offices, Vervea is located at the 
forefront of Aspen Vision City, a township development that will 
comprise various commercial and residential units, providing 
businesses and entrepreneurs a catchment of untapped potential. In 
addition to the immediate vicinity, businesses in Vervea and Aspen 
Vision City will also be able to tap into the larger areas of Penang, 
the surrounding states, and the whole of the northern region.

Upon completion, Vervea is the largest gated and guarded 
commercial precinct with smart and connected facilities in the 
northern region. It will be a vibrant one-stop destination for 
shopping, food and services

Aspen Vision City, Penang
Freehold

C.C.C. in Q4 2018

Here is how you can
be a part of the future.

Call us today.

+6017 550 0433
+6017 550 0233
+6017 550 0744

Find out more at
vervea.com.my
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Vervea’s Covered High Street – 
Record Walkway Launched 
in Penang 
Vervea will also come with the longest and 
biggest covered walkway in Southeast Asia 
which will position Batu Kawan and Penang as 
the hub of the northern region bringing also a 
better lifestyle and conveniences for the locals.

At 300 metres in length, it will become the 
main artery for attractions ranging from 
outdoor events to street-show galore. This 
covered walkway of street-shops with mall 
concept will be managed by Aspen Group 
and the well- planned commercial activities 
include plans for food-and-beverage, shops 
and bazaars in addition to other outdoor 
crowd-attracting activities.

Vervea Turns Penang Into Northern 
Trade and Exhibition Hub 
The Vervea Trade Centre is a venue to look 
forward to upon the completion of Vervea. The 
Vervea Trade Centre is situated at the top of the 
12 storeys multi-storey smart car-park, and will 
feature versatile exhibition areas that can be 
divided into separate halls, with an equally 
expansive pre-function area. It also houses 
VIP rooms and organiser rooms as well as food 
preparation and service areas.

With its central location at the hub of the 
northern region, events at the Vervea Trade 
Centre is expected to gain from the potential 
catchment of not just Penang and the surrounding 
states, but the collective catchment of the 
northern region. The smart and integrated 
trade and exhibition centre will be served by a 
comprehensive traffic system designed to ease 
access and alleviate congestion.

IKEA Penang Expects 6 
Million Visitors
IKEA, the world-renowned home furnishing 
brand and a firm favourite amongst Malaysians, 
will be opening its fourth store in Malaysia, 
which is in Aspen Vision City. Its location is 
expected to accord it with a catchment of over 
6.4 million population within a 100-kilometre 
radius. It is speculated to draw more than six 
million visitors annually.

Slated to be opened in the first quarter of 2019, 
the northern region’s first and only IKEA store 
at Aspen Vision City is the result of a RM600 
million investment by IKEA Southeast Asia. 
Covering a built-up area of over 430,000 sq.ft., 
it will be the anchor for Aspen Vision City’s 
integrated regional shopping centre, a 1,000,000 
sq.ft. development boasting a mix of retail, food 
and beverage and entertainment elements.

Upon completion in Q4 2018, Vervea is the vibrant one-stop destination for shopping, food and services.

International trade events and exhibitions converge in Penang as new trade and exhibitions centre becomes hub of the Northern Region.
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it will be the anchor for Aspen Vision City’s 
integrated regional shopping centre, a 1,000,000 
sq.ft. development boasting a mix of retail, food 
and beverage and entertainment elements.

Upon completion in Q4 2018, Vervea is the vibrant one-stop destination for shopping, food and services.

International trade events and exhibitions converge in Penang as new trade and exhibitions centre becomes hub of the Northern Region.
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THE 
BEAUTIFUL 
LIFE: 
UNDERSTANDING 
THE LUXURY 
MARKET



F
or millennia, people 
around the globe 
have satisfied 
themselves with the 
possession of luxury 
goods. From the 
purple dyed silk of 
antiquity, to today’s 
Hermès Birkin bags, 

luxury has always been associated with wealth, 
class, and power. History suggests that 
acquiring luxury seems to be a basic human 
instinct; even nomad kings who led a Spartan 
life were likely to be buried with goods of silk 
and gold.
        Brand identity, product quality, 
exclusivity, culture and history, high price, and 
aesthetic value are all elements sought after 
by modern consumers of luxury goods, yet 
some brands can tick all these boxes and never 
break into the stratospheric cachet of true 
luxury. To get there, a brand needs a certain 
indefinable quality that makes it truly worthy 
of the ‘luxury’ tag.
        Having said that, who is a consumer of 
luxury goods? Why do office ladies shell out 
half a year’s salary to buy a clutch from Anya 
Hindmarch? Why do junior executives obtain 
Rolex watches on instalment plans? These 
are neither girlish indulgence nor male vanity; 
they are part of a new social protocol where 
your identity and self-worth are determined 
by the visible brands on your body. With the 
democratization of work and the rise of the 
middle class, luxury is no longer the exclusive 
preserve of royalty and the noble classes. 
        In that sense, luxury goods are used 
to designate one’s social standing or status, 
as opposed to the rigid social class or caste 
systems of ages past. Owning a Rolex watch, 
for example, means that you have made it 
in life. And according to a study done by 
Bloomberg, 94 per cent of Tokyo women in 
their twenties own a Louis Vuitton piece, 92 
per cent own Gucci, 57 per cent own Prada, 
51 per cent own Chanel, and so on.

MARKETING LUXURY For generations, Euro-
pean luxury brands, especially those based in 
France and Italy have had a stranglehold on 
the luxury market. The French strategy is to let 
their products speak for themselves and culti-
vate a mystique surrounding the brand, based 
on the unmistakeably French concept of prov-
enance known as terroir. Italian brands used 
roughly the same strategy, selling the innate 
Italian sense of style as tailor-made luxury.
        On the other hand, luxury brands from 
the United States (Calvin Klein, Ralph Lauren, 
and Brooks Brothers among them) define a 
more leisure-oriented casual elegance as the 
American style. They added a completely new 
dimension to the fashion equation; it was not 
just the design or product that was critical, 
it was the image and lifestyle that the brand 
projected. They created an empire through 
marketing a lifestyle.
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TOP 10 LUXURY GOODS COMPANIES BY SALES

FY2016 
SALES 
GROWTH

5.0%

5.0%

-3.9%

2.8%

7.7%

6.0%

-10.7%

-10.2%

5.6%

-9.4%

FY2016 LUXURY
GOODS SALES
(US$ M) 

23,447

11,824

11,677

10,051

9,369

8,476

7,413

6,653

6,646

6,604

COUNTRY OF 
ORIGIN

France

United States

Switzerland

Italy

France

France

Switzerland

United States

United States

Hong Kong SAR

NOTABLE 
BRANDS

Louis Vuitton, Fendi, 
Bulgari, Loro Piana, 
Emilio Pucci, Acqua di 
Parma, Loewe, Marc 
Jacobs, TAG Heuer

Estée Lauder, M.A.C., 
Aramis, Clinique, 
Aveda, Jo Malone

Cartier, Van Cleef & 
Arpels, Montblanc, 
Jaeger-LeCoultre, 
Vacheron Constantin, 
IWC, Piaget, Chloé, 
Officine Panerai

Ray-Ban, Oakley, 
Vogue Eyewear, 
Persol, Oliver Peoples

Gucci, Bottega 
Veneta, Saint 
Laurent, Balenciaga, 
Brioni, Sergio Rossi, 
Pomellato, Girard-
Perregaux, Ulysse 
Nardin

Lancôme, Biotherm, 
Helena Rubinstein, 
Urban Decay, Kiehl's

Omega, Longines, 
Breguet, Harry 
Winston, Rado, 
Blancpain

Ralph Lauren, Polo 
Ralph Lauren, Purple 
Label, Double RL, Club 
Monaco

Calvin Klein, 
Tommy Hilfiger

Chow Tai Fook, CHOW 
TAI FOOK T MARK, 
Hearts on Fire

COMPANY

LVMH Moët 
Hennessy-Louis Vuitton SE

The Estée Lauder  
Companies Inc.

Compagnie 
Financière  
Richemont SA

Luxottica Group SpA

Kering SA

L'Oréal Luxe

The Swatch Group Ltd

Ralph Lauren 
Corporation

PVH Corp

Chow Tai Fook Jewellery 
Group Limited



   FEATURE      32

        By using status goods as symbols, 
individuals communicate meaning about 
themselves to their reference groups. The 
master move of the luxury industry is the 
“logofictation” of the handbag, plastering 
instantly recognisable symbols in a continuous 
pattern all over the bag. Furthermore, the 
luxurification of clothing in fashion is the 
process of how the label has gone from inside 
the collar or the waistband to outside, across 
the chest, down the side, hidden in plain sight 
in logos, buttons, crests, initials, etc. Today, 
you are not what you wear but who you wear.
        This marketing force was adopted 
relentlessly by the Europeans in the 1990s 
as they set about targeting a wider consumer 
base. The ingredients were always there: a 
tradition of fine craftsmanship with leather 
products and tailored men’s suits, an 
abundance of excellent-quality materials, 
modern production technology, and most 
importantly, a passion for ‘la dolce vita’.
        Today, in the age of social media, these el-
ements have evolved somewhat to incorporate 
digital platforms and social media to extend 
their reach to millennial customers, who are 
estimated to represent more than 40 per cent 
of the overall luxury goods market by 2025, 
compared to 30 per cent currently. Brands 
have had to balance their social media strategy 
between exclusivity and meeting the demand 
of technologically sophisticated customers. 
        Furthermore, for millennials the 
emotional and personal context within which 
luxury brands appeal to consumers has 
widened considerably. Luxury brands are 
supplementing traditional attributes such 
as quality and scarcity with lifestyle values, 
including sustainability to attract millennials. 

THE LUXURY MARKET GLOBALLY The 
world’s 100 largest luxury goods companies 
generated personal luxury goods sales of 
US$217 billion in FY2016. At constant 
currency, the growth rate was 1 per cent, 5.8 
percentage points lower than the 6.8 per cent 
currency-adjusted growth achieved by these 
companies in the previous year.
        While Europe and the United States 
remain the most important markets for 
luxury goods, Asia, the Middle East, and 
Latin America are fast-growing markets. 
In particular, the massive China market 
has luxury brands salivating to penetrate a 
potential billion-dollar stronghold. Indeed, 
the general behaviour of Chinese consumers 
are no different to, say, consumers in 
America. While the older generation of 
luxury consumers in China may have been 
differentiated as they were first exposed 
to modern luxury goods, a younger, more 
well-travelled and tech-savvy generation has 
become as discerning and as quality conscious 
as any Western consumer.
        The mass luxury market increasingly 
blurred by the advent of the Internet, social 
media, and online shopping. While the 
classics – a Rolex watch, couture by Dior, a 

TOP 10 QUICK STATISTICS
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Hermès Birkin – won’t be losing their status 
anytime soon, those slightly lower down the 
rung are seeking new ways to capture the 
younger market. What, for example, should 
you make of a Louis Vuitton hoodie created in 
collaboration with a skate brand? Is a $2,500 
dress still a luxury item when you’re renting it 
for a fraction of that price? Does the shine of 
luxury fade if you get a bargain on used coat 
and then resell it a few months later? Does a 
New Yorker tote bag rival pricey handbags by 
signaling an exalted sensibility? Do influencers 
with a bad attitude necessarily ruin a brand?
        These questions aren’t just hypotheticals. 
Luxury labels are turning to sweatpants 
and sneakers for sales growth. The designer 
clothing rental company Rent the Runway is 
spreading across the US. Online resale sites 
such as The RealReal and Vestiaire Collective 

WHEELING AND DEALING

T
he luxury market is dominated by conglomerates. However, they engage 
in plenty of acquisitions, disposals, partnerships etc. Here are some of 
the more notable moves done since FY2016.

 The complex ownership structure of LVMH and Christian Dior was simplified by
the Arnault family's €12.1 billion decision to integrate Christian Dior Couture into 
LVMH from July 2017.

 LVMH acquired 80 per cent of high-end luggage manufacturer Rimowa in January
2017, and sold the Donna Karan brand to G-III in December 2016. PVH's 2017 
licence agreement with G-III means that PVH will design and distribute menswear 
for the DKNY brand in North America. This strengthens the existing partnership 
between PVH and G-III, which included G-III taking over the licence for Tommy 
Hilfiger womenswear in North America at the end of 2016.

 LVMH and Marcolin set up a joint venture, 51 per cent owned by LVMH and 49 per
cent by Marcolin SpA, for the production, distribution and promotion of sunglasses 
and eyeglasses of some brands of the LVMH group. The first brand to be licensed to 
the new company by the LVMH group is Céline.

 Richemont offered €2.7 billion for full control of luxury online player Yoox Net-a-
Porter in January 2018. It already owns 50 per cent of the company. Richemont also 
sold Hong Kong SAR luxury fashion house Shanghai Tang in 2017.

 Kering moved further towards its goal of becoming a leading pure player in
luxury goods with an announcement in January 2018 that it would distribute around 
70 per cent of Puma shares, (out of the 86.3 per cent owned by the Group) to its 
shareholders. It had previously disposed of the non-luxury Electric brand.

 Estée Lauder invested in three prestige beauty brands targeted at the millennial
consumer, paying US$1.45 billion for Too Faced and US$200 million for Becca 
Cosmetics towards the end of 2016, and making a minority investment in 
DECIEM in 2017.

 L'Oréal Luxe paid US$1.2 billion for IT Cosmetics, one of the fastest-growing
prestige beauty (skincare) brands in the United States, in 2017.

 Coach, Inc acquired Kate Spade for US$2.4 billion in July 2017, and changed its
name to Tapestry, to reflect the growing portfolio of luxury brands owned by 
the company.

 Michael Kors bought Jimmy Choo from JAB Luxury for £1.35 billion in November
2017. JAB is selling all of its luxury goods companies to focus on consumer goods: 
Belstaff was sold to INEOS in December 2017, and Shandong Ruyi expanded its 
luxury fashion footprint by agreeing to buy a controlling stake in Bally in February 
2018. This follows the Chinese textile manufacturer's acquisition of two Top 100 
luxury goods companies - SMCP in 2016, and Hong Kong SAR menswear group 
Trinity in 2017.

 Shiseido acquired Gurwitch Products, the US owner of the Laura Mercier and
RéVive brands, and won the licence for Dolce & Gabbana cosmetics & fragrance 
(previously licensed to P&G Prestige, but not transferred in the Coty acquisition). 

 Luxottica's €50 billion merger with lens maker Essilor gained antitrust approval in
the EU, US and a number of other countries in early 2018. Luxottica also acquired 
two major optical chains: Italy's Salmoiraghi & Viganò, and Óticas Carol, one of the 
largest optical franchisors in Brazil.

CREDIT: DELOITTE, GLOBAL POWERS OF LUXURY GOODS 2018
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a great PR image, RAKE swiftly established 
itself as a brand that celebrities dressed in. 
They had confirmed wholesale order books 
from the likes of Matchesfashion.com, 
Barneys, Harvey Nichols, Maxfields, etc.
        However, when the time came to expand 
the business, RAKE ran into cash flow issues 
especially when paying for fabrics, production, 
stock, shipping, storage and retail, sometimes 
with two different seasons being funded 
simultaneously. The business reached a point 
where investment and additional expertise 
was needed, and financing by banks required 
RAKE to have assets signed over, which they 
did not have due to the nature of the luxury 
business. In addition, their retail base was too 

small for private equity investors to consider 
them for financing. RAKE needed funding for 
production, but they didn’t have production as-
sets to sign over – a chicken-and-egg situation 
as far as SME financing was concerned.
        While RAKE eventually folded due to 
these issues, Darby does not regret what he 
did with RAKE – after all, they built a brand 
from nothing in five years and accumulated 
a lot of industry goodwill – he would have 
done things differently. He says, “I have been 
asked, on more than one occasion: ‘Why 
did you open a store if your situation was so 
arduous?’ – and the answer is simple. We 
had no proof of concept. I had to prove to 
potential investors that the customer was 
out there, and they in turn needed to see the 
vision of the brand.”

WHAT’S NEXT? We have an innate appetite for 
shiny things, that much is certain. What sort of 
shiny things we want, and how we will obtain 
said shiny things – that is up in the air. 
        The luxury business is in a state of 
flux. The digital revolution has not spared 
the market, and traditional luxury brands 
are scrambling to make sense of it all. 
E-commerce and the rise of social media have 
upended the old order, revealing the smoke 
and mirrors of luxury brand gatekeeping. 
Social media ‘influencers’, for better or worse 
are now millennials’ gateway into the world 
of premium brands, which they can now rent 
instead of buy. 
        Furthermore, younger luxury consumers 
are more diverse, and the financial and 
cultural power of hip-hop and streetwear 
keeps growing. Luxury businesses are also 
responding to the demands of consumers 
today who want the brands they buy to reflect 
their own values. Millennials want a luxury 
that is inclusive and honest, instead of elitist 
and exclusive. Above all, what luxury sells is 
an aspiration. But who luxury brands sell that 
aspiration to, that is changing. 

keep growing. Social and environmental 
awareness has become a potent marker of 
affluence and status. And the number one 
influencer for Chanel is a guy named Jeffree 
Star. For those of you that don’t know Jeffree 
Star, he has pink hair, tattooed from head 
to toe, and dresses like a white, skinny, 
androgynous version of Grace Jones. The 
changes are forcing the traditional luxury 
makers to adapt, particularly as a new normal 
of slower global growth takes hold. They’re 
also offering opportunities for success to the 
designers and businesses ready to capitalize on 
the transformations taking place.

THE LUXURY MARKET FOR SMEs Over the 
past decade, the ways that consumers can 
engage with luxury have exploded. There 
is luxury renting, resale, joint ownership, 
e-commerce and so much more. As mentioned 
above, new enterprises are taking advantage of 
such market transformations.
        One of the pioneers of the new luxury 
market is Rent the Runway, an online fashion 
rental service. Started by Jennifer Hyman and 
Jennifer Fleiss, the inspiration for starting the 
company came from witnessing Hyman’s sister 
spend thousands of dollars on a new designer 
dress to wear to a wedding, despite already 
owning several designer dresses, because she 
did not want to be seen in a dress she had 
already worn. Rent the Runway is part of the 
‘access economy’, which favours access over 
ownership, much like Netflix for movies or 
Spotify for music. The company has received 
approximately $126 million in venture capital 
from, among others, Bain Capital Ventures, 
Highland Capital, Kleiner Perkins Caufield & 
Byers, and Alibaba affiliate Blue Pool Capital.
        Closer to home, several startups based 
on Rent the Runway’s concept have sprung 
up, including Rent a Dress, Belle Couture, and 
Zarrel. In particular, Zarrel’s concept of an 
‘infinite closet’ is pitched towards busy, young 
professionals who may have no desire to own 
a piece of couture, but want to experience high 
fashion and build their own look. Co-founders 
Ong Zhong-Ken and Ong Sue Jinn were 
inspired to create Zarrel when they made a 
trip to Bangkok and were dazzled by the array 
of clothes, fabrics, and fashion lines avail-
able. They also noticed that in the Malaysian 
e-commerce fashion market, about 25% to 50% 
of items sold online are often returned. There-
fore, for RM168 a month, shoppers can get any 
three items they want off their website, as many 
times as they like, effectively making Zarrel 
a subscription for fashion. For now, Zarrel’s 
lineup is all-local, but they plan to bring in 
fashion lines from Thailand and Taiwan.
        Like every business, surviving in the 
market as a luxury SME is as much as sticking 
to the fundamentals of business, like managing 
stakeholders and keeping an eye on cash flow. 
Clive Darby, founder and creative director of 
RAKE, a London-based men’s lifestyle brand, 
pioneered the Mix and Match concept for the 
modern man. Through retail, wholesaling, and 
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FOLLOWERS OF LUXURY BRANDS ON SOCIAL MEDIA (IN MILLIONS)

INSTAGRAM

22.4

22.3

18.8

16.2

14.9

11.9

11.7

11.2

7.6

FACEBOOK

20.7

16.7

16.1

11.1

6.3

12.2

5.0

17.0

8.9

TWITTER

7.3

5.5

8.3

5.3

1.0

3.6

4.5

8.6

2.3

BRAND

Louis Vuitton
Gucci

Dior
D&G

Prada
Calvin Klein

Versace
Burberry

Ralph Lauren





T
he rapid 
development of 
financial technology 
(FinTech) has 
created rife 
competition for 
banking institutions, 
especially in the 
payment sector. 

Banks are fighting to keep up with the 
digitisation wave, to boost profitability and 
maintain their competitive edge.
       According to Singapore Exchange 
(SGX), banks could face 5 per cent reduction 

in operating income from lower payment 
transaction volume and margin erosion, if 
they would not be open to the opportunities 
provided by new technologies.
       Platinum Analytics co-founder and CTO 
Bao Qi Hong said that FinTech’s       biggest 
advantage is the efficiency that it offers to 
consumers. Adding to the advantage is the 
direction of investing in efficiency, in contrast 
to banks pouring investments to capture bigger 
market share.
       Bao’s company seeks to amalgamate 
China's FinTech talents with access 
to international financial markets in 

Singapore, for greater collaboration 
between both countries.
       For decades, consumers have been 
visiting banks for savings, transactions 
and investment purposes. “Banks act as a 
channel, a focal point for masses to aggregate 
and manage their wealth, as well as getting 
access to money services.
       “Although for the past decades banks 
have been the most efficient provider of these 
services, that is no longer the case now.
       “Rather than looking at the consumer 
perspective, tech giants are looking at using 
technology to solve problems - problems that 
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it is also important to revolutionise core 
banking principles to increase automation and 
speed, as well as reduce latency.”
       Bao said that investment banks like JP 
Morgan and Goldman Sachs have transformed 
their traders into algorithm managers and 
quantitative analysts, as an initiative to 
automate their trading processes.
       In China, banks have taken a very 
different approach by funding incubation labs 
and buy up FinTech start-ups to acquire talents 
and technology.
       “Some banks like Shanghai Pudong 
Development Bank are working with Tencent 
to jointly create internet banks. These are 
banks with no physical locations and all 
services are rendered online.”

CHINA’S CONTROLS ON MONEY FLOW
Other than increasing its tech adoption 
pace, the banking industry has been closely 
monitoring compliance matters.
       “Well, in China, capital flight is a very 
major concern for both the government and 
banks. For years now the Chinese banking 
entities have been working closely with 
PBOC (China's regulatory body) to provide 
centralised control over the flow of money. 
       “There have been several major issues 
plaguing the process - as you know, there 
are multiple types of banks in China. 
There are state banks like ICBC, CCB, etc 
but also commercial banks like Xingye 

(Industrial Bank) and Zhaoshang (China 
Merchants Bank).”
       As Bao stated, there is no formal 
electronic sharing of KYC information 
between these banks, and often the networks 
are decentralised that money launderers can 
simply open different accounts (sometimes 
even in the same bank) and move sums at the 
same time simultaneously.
       “Currently, the banks have money 
laundering stopgaps like manual checking for 
large transaction sums. Nonetheless, without 
a robust framework of shared KYC info, it 
is difficult to stop the real dedicated money 
launderers,” he explained.
       Here is where a new area of technology is 
emerging in China - Regtech. Bao said that a 
lot of regulation technology research is being 
done simultaneously with the construction of a 
cross-bank KYC network. 
       The eventual goal is to have real time 
lookup of anyone's account information 
and immediately pull up a relationship map 
of every account he/she, their family and 
immediate relatives have opened. 
       With the support of sophisticated Regtech 
technology, suspicious transactions can be 
automatically flagged. Until this technology is 
in place, however, Chinese banks are relying 
on old fashioned manual validations and long 
KYC times.
       This example should be taken as an 
alert to banks from all countries to look into 
their back-end support system and banking 
software, and take immediate action to 
increase their efficiency. 

banks are still relying on people to solve - and 
it is working," said Bao.
       Many banking processes, such as know-
your-customer (KYC) still involves back-end 
support manned by employees. In contrast, 
FinTech companies leverage on automation to 
speed up processes.
       He warned that unless the banking 
industry can compete with the tech industry, 
or at least find ways to work together with this 
competitor, the gap in efficiency is going to 
become much more apparent.
       “Right now, the competition has not 
affected the banks’ bottom line, but If the gap 
in efficiency grows, we might see banks lose 
customers and it is already happening in the 
payment sector.
       “Primarily, about two or three years 
ago, the best way to make a cross border 
transaction is to do it through a bank. But 
today we see FinTech companies coming to the 
forefront, and this has taken away a lot of the 
banks’ business.”
       However, thanks to the infrastructure 
built through past decades, banks need not 
panic, because FinTech platforms still rely on 
banks to facilitate transactions.
       Regardless of FinTech’s limitations, banks 
must catch up and the first step is to invest 
more on talent acquisition. “You want to get 
talents who could be working for Tencent and 
GrabPay to help develop your technology.
       “In parallel to growing your market share, 
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“RATHER THAN 
LOOKING AT 
THE CONSUMER 
PERSPECTIVE, 
TECH GIANTS ARE 
LOOKING AT USING 
TECHNOLOGY TO 
SOLVE PROBLEMS 
- PROBLEMS THAT 
BANKS ARE STILL 
RELYING ON PEOPLE 
TO SOLVE - AND IT 
IS WORKING”

REDUCED COST OF COMPLIANCE
Simplifying and standardising 
compliance processes.

POSITIVE CUSTOMER EXPERIENCE
Driven by platforms such as 
robust fraud detection.

SUSTAINABLE AND SCALABLE SOLUTIONS
Allowing for flexibility and growth as 
business needs change.

INCREASED MARKET STABILITY 
Fostered through technologies 
that protect the financial 
health of institutions.

ADVANCED DATA ANALYTICS
Examining regulatory information 
in various ways.

IMPROVED GOVERNANCE
Won by providing greater confidence 
in meeting the board's agenda.

RISK AND CONTROL CONVERGENCE
Linking control and risk 
frameworks seamlessly.

ENHANCED REGULATORY REPORTING
Achieved through data activities and 
submissions to authorities.

BENEFITS OF REGTECH
SHORT-TERM BENEFITS LONG-TERM BENEFITS



   INDUSTRY       38



39

O
ur modern world is built 
on the back of 
information and 
communications 
technology (ICT). Two 
decades ago, official 
business was conducted 
using snail mail. 

Banking transactions had to be done in person 
at a branch. Academic research was done 
using libraries and paper journals. Nowadays, 
all of these are done online, using the power of 
the Internet.
        Disruptive as it was since the dawn of 
the new millennium, we are just beginning 
to harness the true potential of the Internet. 
The Fourth Industrial Revolution, which 
builds on the developments available since the 
birth of the Internet, represents new ways in 
which technology becomes embedded within 
societies and even the human body. It is 
marked by emerging technology breakthroughs 
in a number of fields, including robotics, 
artificial intelligence, nanotechnology, 
biotechnology, The Internet of Things (IoT), 
and blockchain technology.
        Breaking into the ICT sector is still 
relatively easy due to its low costs of 
entry. In particular, new industries built 
on largely unexplored technologies can 
present opportunities for entrepreneurs 
to establish an early mover’s advantage. 
Emerging technological paradigms can 
also present opportunities for latecomer 
or emerging economies; not being locked 
into the existing technological system, they 
may seize the opportunity to leapfrog into 
emerging or new industries. 
        For example, Myanmar, as a relative 
latecomer to the Digital Revolution, has laid 
new high-speed Internet cables across the 
country without having to overhaul existing 
telephone lines. Furthermore, much of the 
populace has jumped straight on to the 
mobile Internet bandwagon, without going 
through the intermediate phase of using a 
personal computer.
        In contrast, some advanced players might 
fall into the incumbent trap or be locked into 
the current existing technologies due to the 
high productivity enjoyed with the existing 
technologies while lack of certainty attaches to 
emerging technologies which are often neither 
reliable nor stable during the initial stage of 
evolution. For example, Kodak developed key 
technologies used in the digital camera, but 
didn’t develop it further as it threatened its 
film business. As a result, it missed the digital 
photography train which ran over its film 
business anyway.
        Herein lies a cautionary tale for 
businesses operating in the hypercompetitive 
ICT arena. With advances in computing 
power, the proliferation of devices, and the BY 
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upcoming wave of the Fourth Industrial Revolution, now is the time for businesses to innovate 
and invest in nascent technologies with potential. Because if you don’t, someone else will do so 
and leapfrog you.
        This month, SME looks at three players in the ICT and communications sector in Malaysia. 
We find out what drives them, and where they will go in the coming years.

THE STATE OF THE MALAYSIAN ICT INDUSTRY The Malaysian ICT industry is constantly 
changing. New technologies and nascent breakthroughs, paired with existing processes makes for 
a highly interesting mix. With an established manufacturing base and relatively tech-literate urban 
population, Malaysia is in a prime position to take advantage of the upcoming Fourth Industrial 
Revolution.
        SMEs in Malaysia generally see the state of the industry as very positive. Dr Ken Leong, 
CEO of e-Lock Corporation Sdn Bhd says: “We believe the presence of opportunities are evident, 
however it requires one to be agile and constantly promoting ingenuity and focus on their core 
competencies to deliver sustainable value and competitiveness.” 

Echoing his sentiments is Sharma KSK Lachu, Group CEO of Accendo HR Solutions. He says: 
“We see the current state of the ICT and telecommunications industry as fantastic because each 
decade of the Digital Age is building upon and incorporating the advances of the eras before 
them. And the technology derived in each decade is solving more and more real-world problems.”

SECURING CYBERSPACE As with all industries, there exists challenges and disruptions 
looming on the horizon. A big challenge with regards to the industry is 
cybersecurity. With the availability of huge amounts of data that are online, the 
industry is at risk of facing data security breaches. Increases in the attack 
vectors such as network, data and other endpoints is causing many in 
the industry scrambling to secure a larger number of entry points. The 
bigger fear among the breaches is the tampering of data.
        Dr Leong has said: “The government has identified cyberspace 
security as a critical issue. We strongly believe that reducing the 
vulnerability of critical national infrastructure is important in 
areas such like identity management, secure communications, 
transmission and storage, high availability, network surveillance 
and incident response, etc. to ensure a robust and reliable  
ICT ecosystem.”
        On the other hand, Lachu has mooted the implementation of 
blockchain as one solution to overcoming this challenge. He says: 
“The utilization of a centralized architecture and simple logins are 
the big weakness of conventional systems. Owing to their distributed 

“We believe that as a SME, we 
will the need to leverage on 
new telecommunication 
and ICT innovations to 
enhance our abilities to 
capture the opportunities 
globally, retain customer 
loyalty, manage growing 
volumes, reverse 
shrinking revenue 
trends, and service more 
customers worldwide.”  
– Dr Ken Leong, CEO, 
e-Lock Corporation Sdn Bhd

“At Accendo, we are 
dedicating the next 5 years 
to battle bias in the work 
place. Accendo was built 
on the idea of maximising 
human performance. 
Human Resources is just 
our first step. We strongly 
believe ‘the best person 
must get it’ – be it for hiring, 
promotion, development 
or even out-placement. We 
see this eventually getting 
into sports, universities and 
every facet of our daily lives. 
We are merging the best 
of behavioural technology 

with data technology.” 
- Sharma KSK 

Lachu, Group 
CEO, 

Accendo 
HR 
Solutions



41

nature, Blockchains provide no 
‘hackable’ entrance or a central point 
of failure and, thereby, provide more 
security when compared with various 
present database-driven transactional 
structures.”

Bastion Systems Sdn Bhd, on the other hand, 
is focused on securing the physical systems 
that underpin our cyberspace. Focusing on 
extra-low voltage (ELV) solutions, managing 
director of Bastion, Simon Phang has said that 
AI and its interrelationship with ELV solutions 
are the way forward.

DISRUPTION ON THE HORIZON New and 
disruptive technologies are threats to be 
wary of. The Internet of Things (IoT) and AI 
are two upcoming disruptors that have the 
potential to bring a new dimension to the 
industry. “We will see its application across 
all industries, such as financial analysis, 
factory automation, solution optimization, 
creative design and much more. We have 
started exploring AI back in 2016 and has so 
far introduced some new AI features into our 
existing products,” says e-Lock’s Dr Leong 
about AI. 
        He also adds: “With regards to 
IoT, we expect to see more of internet-
enabled home appliances and personal 
gadgets penetrating the market. Our 
company is constantly keeping an eye on 
the development of IoT to ensure that the 

proliferation of IoTs do not compromise 
ICT security especially for our customers.” 
Accendo’s Lachu adds: “By itself, AI, IoT 
and Blockchain does not achieve much. 
It needs to be applied with practical 
applications to solve real-world problems.”

NEXT ON THE HORIZON? 
The future can be hard 

to predict. Even the 
futurists of the late 

20th century 
could not have 

imagined what 
the world 
would look 
like in 2018. 
Enterprises 
need to stay 
agile and 
adapt to 
change – or 

risk being left 
behind in the 

dust. Dr Leong 
of e-Lock says 

of the increasingly 
interconnected future: 

“We are following the 
development of technologies in 

distributed AI architecture, blockchain, 
IoT, advanced real-time analytics, 5G 
connectivity, augmented and virtual 
reality, smart devices and apps, and may 
incorporate these when the technologies 
are mature and demand is there. The 
complexity and heterogeneous nature of 
future networks and connected devices 
will require security and privacy controls 
to be made an inherent part of each 
device, network, cloud, application and 
identity. Hence, it is our opinion that in a 
connected world where every individual’s 
personal and private financial information 
is available online, weaving security 
and privacy into the above network of 
technologies are crucial to ensure a safer 
connected and autonomous computing 
landscape.”
        Accendo’s Lachu further adds: “We 
can break this into 2 segments of the 
industry. The big ICT companies will 
still see enterprise as the main market 
and participate in national or large-
scale infrastructure programs, and the 
Telecommunications companies will 
drive a harder push for Low-Power 
Wide-Area Network (LPWAN) such as 
LoRa and Sigfox. Without these, IoT 
will be geographically constrained, and 
innovation will be stifled.” 

“The ICT indus-
try has its own 
challenges, 
like prod-
uct qual-
ity control, 
pricing 
competi-
tiveness, 
return on 
investment, 
consistent 
management 
across multiple 
brands etc.”  
– Simon Phang, 
managing director, Bastion 
Systems Sdn Bhd
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E
ducation as a business has grown exponentially 
over the past few decades. The demographics 
alone show that the education industry is poised to 
grow further. For example, according to a 2017 
estimate by the Department of Statistics, in 
Malaysia, there are 9.4 million children under the 

age of 18, and 2.6 million children under the age of 5.
        In this respect, education franchises focus mainly on early 
childhood development. They either focus on running pre-school/
childcare centres, or teach children a specialised subject that will 
help them later in life, such as mathematics or language. Aside 
from “hard” skills, pre-schools also teach children soft skills, 
like how to be independent and confident, to share, form their 
own opinions, compromise, solve problems, ask questions, and 
decipher the world around them.
        However, several other franchises also focus partially on 
the adult market. These are mainly language centres, but there 
are also centres which encourage adults to learn alongside their 
children to bond with them.
        While many other industries have been disrupted by the 
online boom, it is predicted that the education industry will 
remain fairly resilient. This is due in part to the need for the 
‘human touch’ which remains very important for education at 
any level. Although online learning and experiential education 
is creeping on the horizon, it will never replace classrooms for a 
child’s first experience of school, or an adult keen learner.
        With this in mind, this month, SME presents four education 
franchises worth looking into.

EDUCATION 
FRANCHISES

BY 
ONG XIANG 

HONG

Q-DEES
A

n established brand for 25 years, Q-dees is associated with 
pre-school education. Q-dees strives to make learning intelligent, 
inspiring, fun and creative for children, by focusing on a child’s 

all-round development. Using their Link & Think methodology, Q-dees 
makes complex learning simple and fun, while also encouraging children to 
explore, create and interact while building a strong foundation for their 
future. Aside from pre-school programmes, Q-dees has also launched Q-dees 
Scholars, enrichment programs in English and Mathematics for children 
aged 7–12 years old.
        With over 200 centres in Malaysia, Indonesia, Singapore, and the 
Philippines, Q-dees gives franchisees what they call 360° support in 
operations, marketing, training and advertising. Franchisees will also gain 
access to teaching programmes, operation manuals, student marketing 
strategies right down to Q-dees’ proprietary teaching-learning equipment.
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SMART READER KIDS
F

ounded in 1988 by Dato’ Sri Dr Richard Ong and Datin Sri Dato’ Dr KH Wang, the Smart 
Reader programme is targeted at children aged up to 12 years old. The programme focuses on 
teaching children the basics of English, using innovative and creative learning processes, 

including the use of Phonics to teach kids the basics of English pronunciation. Furthermore, it bills itself as 
‘Every Child’s Dream School’, where it seeks to give children an all-around education in addition to English.
        The Smart Reader franchise has further expanded into Smart Reader for Mandarin and Smart 
Reader Islamic, targeting their respective communities. The Mandarin programme is meant for children 
entering Chinese medium primary schools, using the Hanyu Pinyin method. On the other hand, the Islamic 
programme meets the needs of Muslim parents who want to instil Islamic values in their young children. 
        Smart Reader franchisees will be given training, materials, and marketing assistance by headquarters. 
With over 100 franchisees in the region, Smart Reader is also open to franchising worldwide. In return, 
franchisees will agree to use Smart Reader materials and methods to run the business.

E2 YOUNG ENGINEERS
I

n today’s evolving environment where inventing, creating, and 
initiating are more important than ever, e² Young Engineers seeks 
to nurture these qualities by encouraging children to learn by 

playing. Using creative building toys like Lego and Engino to teach the basics 
of Science, Technology, Engineering, and Mathematics (STEM), theory and 
practice are combined in a fun learning environment. 
        e² Young Engineers believes in the following ethos: for parents, it’s an 
education program – for children, it’s a game. Programs are available for 
pre-school aged children all the way to early teenage learning, with specialist 
programs available for special needs children as well. There are even courses 
available for adults and senior citizens to rediscover the fun of playing and 
building, as well as bonding with their children or grandchildren.
        As an American franchise operating in the region, e² Young Engineers 
are looking for partners with the passion, motivation and commitment 
to show our future generations how to have fun while discovering STEM 
topics. Understanding the importance of these topics, and how they are 
taught, is a key starting point for any e² Young Engineers franchisee. 
Learning equipment will be provided by e² Young Engineers, as well as any 
assistance in setting up the curriculum and best practices.

CAMBRIDGE ENGLISH FOR LIFE
C

ambridge English For Life (CEFL) is the largest network of 
language centres in Malaysia providing accredited English 
language programmes. It offers English classes for everyone, from 

pre-school children to working adults looking to brush up on their English. 
Through the active integration of teaching, learning, research, and 
scholarship, CEFL is dedicated to creating an innovative learning 
environment that promotes mastery of fundamental intellectual disciplines, 
creativity, and social responsibility.
        With over 60 centres operating throughout Malaysia, CEFL is 
supported and backed by an expert educational administration to review, 
augment and revise materials to meet the needs of our students. Franchisees 
will be given an exclusive ‘territory’ and allowed the use of the CEFL brand 
name, methods of operation, technology or products for a certain period on 
a renewable contract. 
        In return, franchisees will agree to run the business according to 
CEFL’s methods and quality standards. Marketing assistance will also be 
given, such as through public relations, promotion and advertising following 
the franchisee’s inauguration by organising promotional initiatives at the 
corporate level. 
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A
riddle wrapped 
in a mystery 
inside an 
enigma” was 
how Winston 
Churchill 

described Russia at the 
beginning of World War II. But 
in certain respects, Russia has 
opened up to the world, with a 
new post-Soviet generation eager 
to do business with the rest of 
the globe. It is one of the new 
generation of emerging market 
nations known as BRIC – Brazil, 
Russia, India, and China.
        Nevertheless, the people 
and culture of Russia can seem 
beguiling, yet intimidating to 
outsiders looking in. Russia’s long 
history, glorious and bloody at 

the same time, can still be seen 
in the mannerisms of its people, 
who are proud and nationalistic, 
yet some of the most open and 
friendly should one get past their 
initial coldness. A long thread of 
nihilistic philosophy runs through 
the Russian psyche, proclaimed 
by the works of Russian literature, 
of great authors like Dostoevsky, 
Tolstoy, and Chekhov.
        In terms of the Russian 
economy, it has grown signifi-
cantly since the end of the Cold 
War, moving from a centrally 
planned economy to a market-
based system. Economic reforms 
in the 1990s privatised most 
industry, including in key sectors 
such as oil and gas, transporta-
tion, and banking. Russia is one 

of the world's leading producers 
of oil and natural gas, and is also 
a top exporter of metals such as 
steel and primary aluminium. As 
a result, Russia is heavily depen-
dent on the movement of world 
commodity prices as reliance 

RUSSIABY 
ONG XIANG 

HONG

on commodity exports makes it 
vulnerable to boom and bust cycles 
that follow the volatile swings in 
global prices.

GEOGRAPHY AND MAJOR CITIES
With an area of 17.075 million 

   TRADE      

Official Name: Russian Federation  Population: 142 million (2017 est.)  Capital: Moscow  Major Languages: Russian (official), other minority languages  Currency: Russian ruble (RUB)  
Major Industries: mining and extractive industries, machine building, defense industries, shipbuilding; road and rail transportation equipment; communications equipment  Major Export 
Commodities: petroleum and petroleum products, natural gas, metals, wood and wood products, chemicals, and a wide variety of civilian and military manufactures  Major Export Partners: 

Netherlands, China, Germany, Turkey, Italy, Belarus (2016)  Major Import Commodities: machinery, vehicles, pharmaceutical products, plastic, semi-finished metal products, meat, fruits and nuts, optical and 
medical instruments, iron, steel  Major Import Partners: China, Germany, United States, France, Italy, Belarus (2016)  GDP: US$4 trillion (2017 est.)  GDP Per Capita: $27,900 (2017 est.)

Russian Trade with ASEAN 2016 (US$ billion)
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square kilometres, Russia is the 
largest country in the world. It 
stretches across the continents of 
Europe and Asia. It has borders 
with 11 other countries, from 
those in the Baltic to China and 
North Korea in the far east. Its 
coastline meets two oceans – 
the Arctic and the Pacific – and 
several seas. 
        Russia’s largest city, Moscow 
is also its capital city and seat of 
government. With a population 
of over 10 million, the city is also 
a centre of distribution for goods 
destined for the rest of Russia. 
The political and economic core 
of Russia, Moscow is also the 
main gateway for foreign visitors 
into Russia. According to the 
MasterCard Global Destination 
Cities Index, it is also one of 
the fastest growing tourist 
destinations in the world. 
        Historic St Petersburg is 
Russia’s second city and the 
main business city in north-west 
Russia. Founded by Tsar Peter 
the Great as Russia’s window to 
Europe, St Petersburg is the most 
“Westernised” city in Russia. It 
has a population of 4.5 million 
and is one of the country’s main 
ports. Many foreign consulates, 
international corporations, banks 
and businesses have offices in 
Saint Petersburg.

Other notable cities in Russia 
include:
   Yekaterinburg, the main city

in the Ural Mountains, which 
is known for its oil extraction 
and metallurgical industries.

   Nizhny Novgorod, once
the heart of the Soviet 
Union’s defense industry, 
now diversified into machine 
building, heavy industry, 
chemical engineering, and  
IT development.

   Vladivostok, Russia’s
gateway to the Pacific, 
while a smaller commercial 
centre, it is an important 
hub for trade with China, 
Korea, and Japan.

TRADING WITH THE GIANT
While Russia’s economic output 
is indeed strong, ASEAN has few 
links with Russia. Historically, 
Russia has had no tradition of 
trading links with the region, with 
the exception of Vietnam and 
Indonesia during the Cold War. 
As of 2016, ASEAN’s total trade 

Russia, among other things. 
While Russian food exports to 
ASEAN are dominated by grain, 
ASEAN in turn mainly exports 
coffee and palm oil to Russia.

DOING BUSINESS IN RUSSIA
As mentioned above, Russia 
is traditionally regarded as 
a resource-reliant economy. 
However, notable growth in 
retail, telecommunications and 
real estate development in recent 
years has driven an expansion 
in the country’s consumer 
base. Incomes are increasing 
and consumer lending is also 
becoming more widespread. 
        Contrary to popular opinion, 
the Russian government is open 
to foreign business, and welcomes 
foreign investment openly. The 
Kremlin may rattle its sabres 
occasionally, but it is a pragmatic 
administration and does not 
discourage trade. However, at the 
local government level, problems 
may arise if relationships with 
local leaders and police are not 

with Russia is US$13.3 billion. 
This is miniscule compared to 
ASEAN’s two largest trading 
partners, China and the United 
States, at US$345 billion and 
US$212 billion respectively. Even 
President Vladimir Putin noted 
this “modest figure compared 
to trade with other countries in 
the Asia-Pacific region” during 
his speech at the Russia-ASEAN 
Summit in Sochi that year.
        Even so, while these ties are 
little, they are warm and relatively 
neutral. Although Russia-ASEAN 
trade is not immune to geopoliti-
cal tensions between Russia and 
the United States, it is relatively 
insulated, due to its small size 
and openness of ASEAN. A 
potential area of trade coopera-
tion is in energy. Given Russia’s 
role as a top worldwide energy 
exporter, it is argued that Russia 
could satisfy ASEAN’s growing 
electricity needs by supplying en-
ergy on a long-term basis. Russia 
could not only supply oil, but also 
electrical generation equipment. 
Russia has mooted nuclear power 
generation for ASEAN, but the 
high cost and safety concerns 
make it a non-viable option for 
energy generation in ASEAN, at 
least for now.
        Another area where trade 
cooperation already exists is in 
agriculture. An ASEAN-Russia 
Agriculture & Food Security 
Cooperation Work Programme 
was signed on 2014 in Kota 
Kinabalu, Malaysia to promote 
and intensify cooperation in the 
agriculture and food security 
sector between ASEAN and 

cultivated. While corruption 
is not as entrenched as it once 
was, Transparency International 
ranked Russia 135 out of 180 
countries in the 2017 Corruption 
Perceptions Index.
        On a more practical note, 
doing business in Russia mixes 
formality with a personal touch. 
Businesspeople are expected to 
dress formally and conservatively. 
While the handshake is the most 
common greeting in Russia 
between men, it is slightly less 
common between men and 
women or between two women. 
It is considered polite for men to 
wait until a woman extends her 
hand before reaching to shake it.
        In general, Russians are 
most comfortable with third-party 
introductions. If possible, it is 
best to have a mutual contact 
introduce you to a new group of 
people. It is also important to 
have business cards translated 
into Russian. Russians usually 
include their qualifications under 
their names on their business 
cards. Russian businesspeople are 
also big on written material; they 
may expect slides, brochures and 
samples. These written materials, 
as well as one's website and 
business cards, should present a 
high-quality image.
        The main language of 
conducting business in Russia 
is, of course, Russian. Although 
many young people in Russia 
have a good standard of spoken 
and written English, formalising 
a trade agreement or business 
deal will be done in Russian. It 
is also a good idea to familiarise 
oneself with the Cyrillic alphabet 
in order to read the Russian 
language. Hiring an interpreter 
is also recommended, especially 
when dealing with governmental 
bodies. 
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L
ondon is a 
fantastic place to 
conduct 
business, firstly 
because it is the 
most connected 

city in the world. From the five 
major airports that service the 
capital, London receives direct 
flights from over 365 locations 
globally. London’s history itself 
stems from growth, trade and 
business, meaning that you are 
never short of choice for business 

hotels, meeting spaces and 
venues. There is truly something 
for every occasion and budget.
        Whilst London is indeed a 
city of tradition, it is also one of 
multiculturalism and tolerance. 
There are still a few tips which 
will come in handy when in and 
around town. British people 
queue or wait in-line and as this 
is not always tradition in every 
culture, a sure way to upset a Brit 
is to push in or walk to the front, 
so best to avoid. Also, smoking in 

BY 
NIGEL 
YAP
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and Luton Airports have 
all undergone (and are still 
undergoing) major investment, 
improvement, expansion and 
refurbishment. As I mentioned 
before, the area around King’s 
Cross and St Pancras is practically 
unrecognisable and Euston 
Station (which links London to 
the north west of England and 
Scotland) is currently being 
transformed. The Night Tube 
is now operational on some of 
our Underground lines, which 

public areas is banned in the UK, 
so if you need to light-up look for 
the nearest designated smoking 
area. But perhaps the number 
one piece of advice I can offer 
to you when making your way 
across London is keep your eyes 
open; it’s a very busy city, with 
cars, taxis, trams, buses, bikes 
and people coming at you from 
every direction. Oh, and probably 
best not use your phone as you’re 
walking.
        Gatwick, Stansted 

LONDON



4747

means you’ll never be stuck for a 
route home. Uber has launched. 
And the number and variety of 
accommodation options has also 
increased dramatically, giving 
business travellers so many more 
options to suit their budgets and 
business requirements.
        The great thing about 
London is that there is no 

and blow away the cobwebs in 
a really special setting. Choose 
Canary Wharf to experience life 
near (or even on, if you use the 
Clipper boat service) the Thames.
        A huge amount of 
investment has also been pumped 
into King’s Cross and St Pancras 
in recent years with beautiful 
hotels and a choice of really 

shortage of accommodation and 
travel is easy so the city is pretty 
much your oyster in terms of 
where to stay. Stay in the City of 
London and you can stroll past St 
Paul’s on your morning commute. 
Opt for Kensington, Bayswater or 
Mayfair near the West End, and 
you could walk through one of 
the Royal Parks to your meetings 

exciting restaurants nearby, as 
well as being the home of the 
Eurostar and rail links to major 
cities in the north and north-east 
of England and Scotland. And if 
you want to be super hip, head 
east and stay near Shoreditch – 
great bars, restaurants and hotels 
all within walking distance of the 
City of London.

WHAT TO DO IN LONDON ON A SHORT STAY It doesn't have to be all work and no play. On your next visit to London, why not do as the locals 
do and make a park visit or art gallery trip a must-do.

PARK LIFE 
No other city beats 
London for green 
spaces. While 
tourists flock to 
big names such as 
Hyde Park and St 
James’s Park, you’ll 
find more peace 
and quiet (and 
leisure-seeking Lon-
doners strolling, 
cycling and picnick-
ing) in Battersea 
Park, south of the 
Thames, facing 
Chelsea, or in 
Hampstead Heath, 
a semi-wooded 
escape in north 
London’s rolling 
hills.

ART FIX
Boosted by its new 
10-storey extension 
designed by Herzog 
& de Meuron, Tate 
Modern continues 
to host acclaimed 
exhibitions, includ-
ing a retrospective 
of Amedeo Modigli-
ani’s Expressionist 
masterpieces. For 
an alternative art 
fix, hit the left-field 
galleries and graffi-
ti-laced backstreets 
of Shoreditch. 
Guided walking 
tours (shoreditch-
streetarttours.
co.uk) offer expert 
local insights. 

STYLE FILE 
Gents after a trim – or 

upscale aromatic oils 
and creams – should 

visit Truefitt & 
Hill near Mayfair. This 

vintage barber shop 
bears a Royal Warrant 
issued by the Duke of 
Edinburgh and has, in 

its own words, been 
“grooming men for 

greatness since 1805” 
(said gents include 

Charles Dickens and 
Winston Churchill). 

Women may fancy 
an appointment 

at Richard Ward, a 
hair and beauty salon 

in Chelsea that has 
counted Kate and 
Pippa Middleton 
among its clients.

WATER TRIPS 
For perfect views of the 

London Eye and the 
Houses of Parliament, 

hop aboard one of 
the Thames Clippers 

catamarans that ply the 
river, carrying as many 

Oyster card-clutching 
commuters as tourists. 

The Regent’s Canal 
is another beguiling 
waterway. It snakes 

through north London 
for 13 kilometres 

and the narrowboat 
journey between 

Little Venice, near 
Paddington, and 

Camden is idyllic. 



trial robots installed per 10,000 employees, 
behind Singapore and Thailand. This is also 
below the global average of 74 units6.

COBOTS ESSENTIAL TO GLOBALISATION To 
succeed, businesses must now compete on a 
global scale and focus on meeting ever-chang-
ing consumer needs. Keeping manufacturing 
and production flexible and incorporating 
automated technologies can cut production 
times and allow companies to respond quicker, 
giving them a competitive edge.
        Unlike industrial robots, cobots are 
adaptable and designed to work alongside 
people. They are easily deployed, mobile and 
compact, eliminating the need to overhaul 
existing production infrastructures. Cobots 
also require low investment, making robotics 
within reach of smaller manufacturers. They 
are less costly to setup and can be easily re-
programmed for a new production line.
        While conventional industrial robots are 
often dedicated to a single function, cobots are 
flexible. Cobots can be programmed to carry 
out a wide range of tasks easily and quickly. 
Deployment costs are low as companies 
need not undergo a major overhaul in their 
production setting.
        Cobots also enable businesses to improve 
cost efficiency, productivity, and output 
quality. At PT JVC Electronic Indonesia 
(JEIN), Universal Robots’ cobots have reduced 
production time by half and helped the 
company meet its monthly target of 400,000 
products, serving its global consumers 
effectively. The company has also reaped long 
term benefits, saving over USD 80,000 in 
operational costs yearly.
        Additionally, cobots carry out repetitive 
and potentially hazardous tasks, enabling em-
ployee to be retrained for tasks that require in-
genuity and dexterity. At JEIN, cobots relieved 
workers from handling high risk tasks such as 

T
he ‘Fourth Industrial 
Revolution’ or ‘Industry 
4.0’ commonly refers to a 
large scale shift to 
advanced manufacturing 
technologies, such as 
artificial intelligence (AI), 

robotics, the Internet of Things (IoT), 
autonomous vehicles and 3D printing.
        This era is changing the business 
landscape drastically and as a result, 
forward-thinking companies are aggressively 
employing advanced technologies to ensure 
they are not left behind. Collaborative robots 
(cobots) which are user-friendly, safe, flexible 
and affordable, play a key role in helping 
businesses transition to Industry 4.0.

RISING COMPETITION Businesses in Malaysia 
face rising competition in an increasingly glo-
balised market. Malaysian SMEs, comprising 
97 per cent of the economy1, have a significant 
presence in the manufacturing sector. How-
ever, 80 per cent are domestically-focused, 
lacking financial strength, market savviness 
and technology adoption to become globally 
competitive 2. Their average automation levels 
are still low—with 80 per cent automating less 
than 50 per cent of their processes3.
        The manufacturing sector, which ac-
counts for over 80 per cent of all exports and 
23 per cent of GDP, is also facing challenges 
with rising global commodity prices, diversi-
fication from traditional low-cost production 
markets and falling average order value4. 
        With the entry of foreign players into 
Malaysia and growing manufacturing challeng-
es, local businesses cannot afford to remain 
complacent. Companies must strengthen their 
competitiveness by increasing innovation.  
        Acknowledging this, some Malaysian 
businesses are allocating greater investment 
into automation and robotics. Government 
incentives are also driving automation 
adoption among SMEs. The Ministry of 
International Trade and Industry (MITI) is 
working with industry players on a National 
Industry 4.0 Blueprint, prioritising the uptake 
of new technologies, including robotics5. 
        While this is a step in the right direction, 
more needs to be done to groom Malaysia 
into a strong global player. According to the 
International Federation of Robotics, Malaysia 
placed third in the region for automation adop-
tion in 2016, with a robot density of 34 indus-

soldering and separating cut PCB parts, which 
emit hazardous fumes and dust particles. 
        Robotic automation allows workers to 
focus on higher-skilled, higher-quality and 
higher-paid tasks.7 Although new to robotics, 
JEIN’s production workers were redeployed 
to higher-value processes, having received 
training to operate and program the cobots.

GLOBALISATION WITHIN REACH FOR MALAYSIA
Serving the domestic market alone is insuf-
ficient for Malaysian businesses as competition 
rises, with foreign companies expanding in the 
country. Businesses need to move out of their 
comfort zone and expand globally.
        With the advent of Industry 4.0, the 
rise of advanced technologies such as 
cobots are helping businesses globalise, 
boosting trade, employment and economic 
growth in the country.  
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At PT JVC Electronic Indonesia (JEIN), Universal Robots’ cobots have reduced production time by half and helped  
the company meet its monthly target of 400,000 products, serving its global consumers effectively.

Although new to robotics, JEIN’s production workers were redeployed to higher-value  
processes, having received training to operate and program the cobots.



paperwork and financial reporting become 
more difficult to process; this in turn can 
then hamper the speed of service and 
subsequently impact customer satisfaction.  
        Particularly for manufacturers, 37% 
felt that lacking complete visibility of the 
production floor makes it difficult to accu-
rately track the status of raw materials and 
orders, resulting in reduced operational 
capacity and efficiency—as well as damaged 
customer service and brand reputation.

02. Increased workloads can place too much 
pressure on staff, prompting people to leave 
Due to heavier workloads, pressures and 
deadlines prompted by growth, our custom-
ers noted that some employees had become 
increasingly disengaged and stressed in the 
workplace. It is therefore important that 
organisations have a system in place that 
can alleviate staff from manual tasks so that 
they can focus their attention of value-add 
tasks to increase operational efficiency.

03. Bad decision-making as a result of 
insufficient access to data Customers 
highlighted the importance of gaining an 
in-depth view of the business, especially 
when it comes to making decisions. Armed 
with data from across the supply-chain, 
they can be in a better position to assess 
how operations were changing in line with 
growth, and subsequently use that data to 
help them make more informed decisions. 
Without this level of insight across the 
business, business leaders risk making 
decision based on gut-feel, not supported by 
internal business facts and figures. 

USING TECHNOLOGY TO PROPEL GROWTH
Having real-time access to data on inventory, 
production and assets, accounting, and other 
key business processes helps a business 
increase visibility and makes it easier to secure 
and sustain improvements in quality and 
productivity. With a modern ERP (enterprise 
resource planning) system in place, business 
leaders can become more equipped with the 
right information to make business decisions, 
optimise internal efficiency, increase the speed 
and standard of execution, and make and 
deliver quality products on time and at the 
right price.
        Additionally, customers were keen 
to empower employees with tools and 
information that would enable them to 
respond to customers efficiently and deliver 
a superior customer experience. This in turn 
goes a long way in boosting satisfaction and 
morale within the workplace. At the same 
time, adopting collaborative working practices 

A
s a manufacturer, growing 
in today’s competitive 
global markets means that 
you are constantly seeking 
new opportunities—be it 
regional expansion, global 
expansion or an expansion 

of your product/service offering.  However, 
this can quickly lead to a catch-22 situation. 
While you’re working to increase your 
competitiveness to drive growth, you could be 
caught out by surprising surges in demand that 
you have not planned for. 
        At first, such unplanned growth may 
not sound like a significant issue. However, 
as a result of surges or spikes in demand, 
unplanned growth can become detrimental 
when it surprises organisations with challenges 
they aren’t prepared or equipped to handle. In 
such a scenario, it is vital that an organisation 
is flexible and able to adjust their supply chain 
to support the growth. If not, businesses risk 
overwhelming their operations and damaging 
product quality and customer service. 
        Aberdeen research1 confirms this risk: 
“When a manufacturer grows, it becomes 
increasingly difficult to keep costs in check, 
maintain efficiency and customer service, 
and present an organized front. These 
challenges are compounded by the fact that a 
significant amount of today’s manufacturers 
just don’t have easy access to timely, relevant 
information. Therefore, it becomes extremely 
difficult to continue to operate, as well as make 
quick decisions to support growth.” It stands 
to reason that these issues are often amplified 
when surges in growth are unexpected or not 
sufficiently planned for. 
        We recently hosted an executive 
roundtable in Singapore with a handful of 
our South East Asian customers to hear their 
growth journeys and understand their growth 
challenges. Surprisingly, they all shared similar 
journeys and concerns for future growth. 

THE BIGGEST RISKS TO MANUFACTURERS’ 
GROWTH In light of South East Asia’s 
rapid economic growth, we found that our 
customers have grown significantly over the 
past five years, often expanding both regionally 
and internationally.  
        A recent Epicor survey2 identified three 
common risks emerged as a result of rapid 
business growth: 
01. Excessive pressure on operations, damaging

quality and customer satisfaction 65% of 
Singaporean businesses struggled with 
excessive pressure on operations as a 
result of rapid and unplanned growth, 
particularly in monitoring and keeping on 
top of back-end processes and operations. 
Without access to accurate and timely data, 

SABBY GILL, EXECUTIVE VICE PRESIDENT (EVP) 
INTERNATIONAL, EPICOR SOFTWARE

that help connect staff ensure that business 
operations run faster at a lower cost, while 
still maintaining high product quality, fosters 
greater workforce engagement and satisfaction. 

HINDSIGHT IS 20/20 Our customers described 
how technology had significantly impacted 
their growth journey.  Without the right 
technology, outdated systems had previously 
placed a huge strain on our customers and 
their businesses. 
        As the South East Asian region is forecast-
ed to become one of the largest markets in the 
world, competition will increase. Responding 
to customers and adapting to market changes 
fast are essential in order to stay ahead. A lack 
of agility can hamper growth opportunities 
and ultimately threaten revenue as the busi-
ness can struggle to integrate the production of 
new products and services, enter new markets, 
or retain customers.
        Having the right technology in place is 
only part of the solution. A main hurdle for 
our customers now is to develop staff with 
the right skills. Businesses need to constantly 
seek ways to improve the way employees use 
technology, ensuring that they are always 
empowered to be more productive, efficient 
and engaged in their tasks—while aligning 
technology with their business goals. 
        Like life, business growth is a journey 
that’s full of uncertainty. Fortunately, it’s a 
journey you can intelligently prepare for and 
skilfully navigate. Hearing stories from our 
customers helps us to understand the challeng-
es our customers are facing, as well as identify-
ing areas where we can help. At the same time, 
it strengthens our belief that with the right 
technology in place, you can execute on your 
growth plans while successfully handling the 
surprises of unplanned growth. 

BY 
SABBY 
GILL



T
he e-commerce industry is 
going through explosive 
growth in recent years 
fuelled by rising Internet 
penetration and a rising 
generation of more 
affluent, web-savvy 

middle-class consumers. In Southeast Asia, the 
e-commerce retail market size is projected to 
grow to US87.8b by 20251. This stood at 
US5.5b just three years ago in 2015.
        Consumers are embracing e-commerce 
and have come to expect the modern day 
online retail experience, which is associated 
with affordability, convenience, flexibility, 
speed and transparency. They are also getting 
accustomed to e-commerce retailers promising 
fast delivery, tracking of shipment at every 
stage and low (or even no) delivery charges.
        Naturally, logistics industry players are 
facing tremendous pressure to meet this expec-
tation. It is no wonder that logistics companies 
in this region are looking to strengthen their 
operations. Many are looking to better utilise 
of automation and digitalization to see if they 
can better run their operations. They are espe-
cially exploring newer technologies like artifi-
cial intelligence (AI), automation and robotics, 
data analytics and Internet of Things (IoT).

VANGUARDS IN THE INDUSTRY 4.0 TRANSITION
Singapore is ideally-placed to capitalise on 
the advances in technology and tackle today’s 
logistical challenges with its robust infrastruc-
ture and geographic location. The Port of 
Singapore is among the busiest transhipment 
ports in the world, and recognised as the Best 
Seaport in Asia by the Asian Freight, Logistics 
and Supply Chain (AFLAS) Awards2. With 
connections to 600 ports and access to daily 
sailings to most major ports in the world, 
logistics companies in Singapore enjoy the flex-
ibility of choosing the best and quickest way to 
get their goods delivered to customers3.
        The Port is also equipped with advanced 
technology that boosts the efficiency of 
operations. The highly-praised Flow-Through 
Gate, a fully automated and centralised system 
that enables trucks to obtain clearance into the 
port within 25 seconds, is an ideal example 
of automation enhancing the efficiency in 
logistics4. This potentially increases the speed 
of which goods are transited to the next node 
of the delivery process and getting parcels 
delivered to customers quicker.

CLEVER PLANS FOR A SMART NATION
In recognising the role that technology, robot-
ics and automation play in addressing the 
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building blocks and eight pillars that can guide 
businesses to digitalise their processes and 
thrive in Industry 4.0. Logistics businesses can 
use the framework as a guideline to take the 
necessary actions to establish themselves as an 
Industry 4.0 company.
        Another government body, the 
Infocomm and Media Development Authority 
(IMDA), has produced an Industry Digital 
Plan6 specifically tailored for SME logistics 
companies. Part of the Industry Digital Plan is 
the Productivity Solutions Grant that funds 70 

demand for more efficient and effective logis-
tics, the Singapore government has embarked 
on several initiatives to promote a culture of 
digitalisation among local businesses. 
        The Economic Development Board 
recently published The Singapore Smart 
Industry Readiness Index5, a whitepaper that 
illustrates the government’s efforts to capitalise 
on the Industry 4.0 trend and transform the 
manufacturing landscape in Singapore. In this 
whitepaper, the government shared its Index 
Framework (Figure 1), which consists of three 

SMART
INDUSTRY
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INDEX



percent of a business’ purchase of advanced 
technology solutions. This plan helps small 
logistics firms adopt digital technologies, 
including robotics and automation, to address 
the challenges ahead.
        Senior Minister of State Dr Koh Poh 
Koon reaffirmed the government’s commit-
ment to digitalise Singapore’s logistics industry 
when he recently expressed national support 
for the Container Depot and Logistics Associa-
tion (Singapore)’s (CDAS) launch of its Trans-
port Integrated Platform (TRIP)7 – a common 
platform that enables most logistics operators 
to communicate through a single node.
        Through this development, stakeholders 
along the supply chain can coordinate cargo 
movements and exchange vital information 
more efficiently due to the elimination of 
manual processes and disparate communica-
tion systems that lack interoperability. Logis-
tics businesses stand to benefit tremendously 
from this centralised system as operations and 
collaborations between warehouses, delivery 
vehicles and container vessels become more 
efficient and productive.

PRIVATE SECTOR INITIATIVES ARE KEY
The onus is, however, on logistics businesses 
to capitalise on Singapore’s strong founda-
tions and proactively seek ways to digitalise 
operations. YCH, one of the leaders in the 
supply chain industry, is an example of a local 
company that has prepared itself for Industry 
4.0 by accommodating advanced technologies 
in its operations. Last year, it opened the Sup-
ply Chain City8, a 2 million square-foot facility 
that utilises technologies such as inventory-

counting drones and advanced robotics. YCH’ 
desire to continuously improve by accommo-
dating technology has seen it propel from a 
transportation company to an industry leader.
        With technology advancing rapidly and 
manufacturing playing such a large part in 
Singapore’s economy, local businesses and 
their customers are set to enjoy the benefits 
brought about by augmenting logistics with 
robotics and automation.
        Arguably one of the principal demand 
generators of logistics, manufacturing output 
(excluding biomedical) increased 8.9 percent 
year-on-year as of February 2018 according 
to a report by the Economic Development 
Board9. The future of manufacturing looks 
brighter than ever as Industry 4.0 could boost 
the total manufacturing output in Singapore 
by $36 billion, enhance labour productivity by 
30 percent and add 22,000 new jobs by 2024, 
according to a study by the Boston Consulting 
Group10.
        Apart from public sector initiatives, 
logistics businesses can garner support 
from organisations like Omron, which has 
recently launched the Automation Centre 
(ATC)11. Apart from showcasing state-of-
the-art technology such as smart assembly 
lines and mobile robots, the ATC is open to 
organisations in the logistical supply chain 
who are keen to prototype and test smarter 
solutions. Since its launch in September 2017, 
Omron has been collaborating with solution 
partners in test bedding advanced technologies 
such as 3D Vision, in addition to automation 
of logistical operations such as bin picking and 
optimisation of goods delivery in warehouses. 

These are the type of advancements that are 
expected to help logistics players in Singapore 
keep pace with the rapid evolution brought 
by the expected burgeoning ecommerce scene 
and Industry 4.0 trends.

RIDING THE INDUSTRY 4.0 WAVE
Singapore enterprises in the logistics industry 
are well positioned to ride the wave of 
Industry 4.0 – the fourth industrial revolution 
where machines and humans interact together 
through intelligent networks. Businesses 
here benefit from strong infrastructure and 
economic framework already in place. They 
also have ready access to a technologically 
supportive environment.
        This has not gone unnoticed of course. 
According to a recent World Economic Forum 
report12, Singapore is among 25 countries 
that stand to benefit the most from advanced 
manufacturing and smart factories. The 
country is also ranked second by PWC13 as a 
world business hub.
        What is important is that logistics 
companies here capitalise on the available 
opportunities. They need to strategically adopt 
technology to effectively cater to the demands 
of the modern consumers. In a nutshell, they 
need to continuously strive towards excellence 
in their operations and service delivery, as well 
as ensure that they are constantly adding value 
to the supply chain.   

BY MR LIEU YEW FATT, MANAGING DIRECTOR, OMRON 
ELECTRONICS SINGAPORE
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Sue Barrett is a sales expert, 
writer, business speaker and 

adviser, facilitator, sales 
coach, training provider and 

entrepreneur. Sue founded 
Barrett in 1995 to positively 

transform the culture, 
capability and continuous 

learning of leaders, teams and 
businesses by developing sales 

driven organisations that are 
equipped for the 21st Century. 

title of Daniel Pink’s book ‘To Sell is Human’ says it all.
        For those of us who have talents and capabilities we want to take to 
market (and isn’t that nearly all of us?) we need to harness the positive 
capabilities of human centred, ethical selling practices.
        Without this essential life skill, we cannot realise our own potential. 
Are you putting a brake on your career progression, the success of 
your start-up, the financial viability of your business, and so on, buy 
not selling?
        What difference could you make to your life by embracing the idea 
that no matter what your role is, selling will always be a vital part of it?
        If we think about Selling as a vehicle that we can use to drive us to 
different opportunities this can help us embrace our inner sales driver.
        If we think about Selling as the vehicle that allows the opportunity 
to flourish and people to prosper then we can’t wait to get behind the 
wheel and start driving.
        Selling, like a vehicle, has a framework, a structure and power, 
and we need instruction and guidance in how to drive it, but once 
we have mastered the basics we are off and away and the world of 
opportunity awaits.
        Yes, there are trickier levels of selling just like there are trickier 
levels of driving i.e. driving trucks, Formula One, Dakar Rallies and so 
on. But all of these can be learned.
        Just as there are those of us who drive by the rules and those who 
choose to flout them, there are good and bad ways to sell.
        How we drive, how we sell is our choice, but most people can learn 

how to do it and make it part of 
our everyday practice. Selling is 
ubiquitous in our daily lives yet it 
is poorly understood & usually left 
to chance. It doesn’t need to be 
this way, Selling is a necessary life 
craft that can be mastered.
        We know that Selling Better is 
the best way to realise opportunity 
because it’s about being human-
centred, it’s about ethical 
practice, it’s about long-term and 
sustainability, it’s about mutual 
prosperity. 
        Whether you are in a 
technical or engineering function, 
accounting, law, any service, 
support or back office function, 
working in government or the N4P 
sector, professional services, the 
arts, and so come on and join us 
on the Selling Better journey and 
learn how to sell and embrace your 
inner salesperson. You might just 
enjoy the ride. 

H ave you ever tried to 
persuade someone about 
the merits of a new idea, 

service or initiative?
        Most surely you have. 
Countless times.
People do this all the time since 
we were born; in our personal, 
professional and community lives. 
It is part of being human.

So how did your efforts go?

Did you get their attention?

Did you manage to convince them 
to adopt your idea?

Did you both get what you wanted 
out of the exchange?

Did you feel satisfied that you made 
a positive impact?

Maybe. Maybe not.

It all depends on how well you 
were able to enlist all the skills and 
qualities of good sales practices.
        You see, everybody lives by 
selling something every single 
day, whether we know it or not; 
whether we like it or not.  Selling 
is when humans solve problems, 
realise opportunities & exchange 
something of value, together.
        Selling isn’t the domain of 
people called salespeople.
        It is a human domain. The 
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be published in his upcoming 
book – ‘Triggers’
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O
ne of women’s great 
strengths is their ability to 
notice a lot of things at 

once. Men on the other hand tend 
to concentrate more on one region.
        The result? Women’s 
attention for the most part 
operates like radar, scanning the 
environment, picking up a broad 
range of clues, and paying attention 
to context. Whereas men’s 
attention operates more like a laser, 
focusing tightly and absorbing 
information in sequence.
        Of course, all human beings 
fall at different places along this 
spectrum. And because human 
neural circuits adapt, grow and 
shrink as you practice different 
behaviors, your brain develops 
new abilities depending on which 
circuits get used. So, if your job 
requires you to analyze a lot 
of data, your neural paths will 
become more laser-like over time. 
If your job requires you to be 
aware of people’s responses, the 
neural paths that support radar 
will become more robust.
        Still, the generalization about 
men’s and women’s different 
noticing styles remains broadly 
true, as MRI results confirm. 
This makes sense given that 
our distinctive ways of noticing 
have evolved over hundreds of 
thousands of years.

        One problem for women is that organizations still privilege laser 
notice, or “just get to the bottom line” and view it as a leadership 
behavior. This is not surprising given that, until a few decades ago, 
organizations were led almost entirely by men.
        Yet in today’s abundant world, a well-developed radar can 
be a powerful asset at work. Being highly attuned to the details of 
relationships and to what people are feeling enables you to excel 
at motivating others, inspiring morale. It helps you negotiate and 
communicate with sensitivity and skill. It supports collaboration and 
teamwork. And radar helps you build the intimate friendships that 
support your resilience when the going gets rough.
        As with any strength, radar has its shadow side. A well-developed 
radar can make it difficult for you to filter out unhelpful distractions, 
scattering your attention and undermining your ability to be present. 
Radar can degrade your capacity to compartmentalize perceptions 
that might undermine your confidence and ability to perform.
        Radar may also be in part responsible for women’s tendency 
to give themselves a hard time. Being hyper aware of other people’s 
reactions can feed the fires of self-doubt and cause you to over-
think your actions. Having an active radar may therefore be in part 
responsible if you have a tendency to ruminate. Especially if you put a 
negative spin on whatever you notice.
        Reframing is a great way to manage an over-active radar. For 
instance, if you’re giving a presentation and everyone is responding 
well except the guy in the front row who seems irritated or distracted, 
rather than wondering to yourself, Do I sound garbled? Doesn’t he 
agree with me why does he look bored out of his mind”? reframe 
the observation, MAYBE IT’S NOT ABOUT YOU! Perhaps the guy 
in the front row just had a fight with his spouse. Perhaps he has a 
pressing deadline to prepare for. There are many things other than 
your presentation that could be at issue. For goodness sakes, it could 
be that he has gas!
        Reframing is very powerful because it doesn’t force you 
to choose between the thoughts racing through your mind and 
whatever it is you’re actually trying to communicate. It enables you 
to acknowledge what you’re feeling and harness the power of your 
radar! 
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issues around immigration, I believe the US’s relative permissiveness 
around, and openness to, people from other countries had a 
remarkably positive impact on the US. I wouldn’t be here other 
than the immigration of my great-grandparents (and my maternal 
grandfather) in the early 1900’s from Europe and Russia. While I feel 
deeply (and proudly) American, I know that my family has only been 
here for a few generations.
        I’ve been aware of and engaged in issues around immigration for 
the last decade. When I saw this article yesterday, titled U.S. startup 
visa draws only 10 applicants as Trump throttles program, I thought to 
myself “duh.” I then read the article, which had a good punch line in 
the second paragraph.
        “A big reason for the shortfall is that the year-old program has 
been constantly under assault since the election of President Donald 
Trump, whose agenda revolves around tightening immigration 
rules and dismantling Obama-era policies. The Homeland Security 
Department has twice delayed implementation of the program but 
agreed to leave the application process open after venture capitalists 
won a court challenge in December. No one has been granted a visa, 
and Homeland Security said last year that it’s working on a plan to kill 
the rule entirely.”
        Yeah, well, I wouldn’t apply for one of those things either. After 
advocating for and working on the Startup Visa for almost a decade, 
it was powerful to end up with something at the end of 2016 (the 
International Entrepreneur Rule, which was the closest we’ve been to 
this) but disheartening to see the endless and continuous attack and 
attempt to undermine this by the current administration.

        This is a gift to Canada 
around entrepreneurship, and 
I’ve already seen the impact 
of it in many places. The 
Toronto/Waterloo startup 
community is on fire. Many 
companies I’m involved in are 
exploring offices in Canada, 
especially Vancouver (for the 
Seattle folks) and Toronto (for 
the east coast folks) since it’s 
so difficult to get work visas in 
the US for employees. Other 
entrepreneurs from around 
the world are simply opting to 
start the company in Canada 
rather than the US because 
of all the uncertainty around 
visa status.
        I’ve always liked 
Canada. There is a window 
in time where Canada has a 
massive strategic geographic 
advantage over the US. It’ll 
be interesting to look back 
in twenty years and see if the 
country capitalized on it. 

T
his article, Engineers Are 
Leaving Trump’s 
America for the 

Canadian Dream, stimulated a 
simple thought for me.

“Canada has a huge, near-term 
competitive opportunity over to 
the US.”
 
I have a deeply held belief that US 
entrepreneurship has benefited 
extraordinarily over since World 
War II due to the desire of people 
from around the world to come to 
make their lives in the US. While 
this immigration philosophy 
started with the drafting of the 
Declaration of Independence in 
1776 (and arguably before that 
with the European colonization 
of America), it transformed 
entrepreneurship, the US 
economy, and the US’s place in 
the world dramatically from the 
1950s on.
        While there are lots of 
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S ervice education is only 
effective when learners 
take new actions to 

create more value for customers 
and colleagues.
        As a leader, you have a 
personal responsibility to ensure 
that new learning is ‘put to work’ 
on a daily basis.
       Here are five action steps to 
make this happen:

01 BE A ROLE-MODEL OF  
  UPLIFTING SERVICE.
  You are being watched! You’ve

got to be a personal example of 
the service culture you want to 
create. Your own actions must 
demonstrate excellent service 
to customers and to colleagues. 
Key members of your staff must 
also set personal examples of 
excellent service when acting or 
communicating on your behalf.

  You must master the service
language (and understand 
the principles) in your service 
education program. Use this 
language in all your meetings 
and written communications. 
Encourage the use of this 
language by others. Insist on it, 
recognize it, and praise others 
when they use it.

02 BE A PASSIONATE LINK BETWEEN YOUR 
  SERVICE STRATEGY AND YOUR PEOPLE
  Communicate constantly about the importance of creating greater  

  service value, for customers and for each other.
  Explain your organization’s service strategy, goals and objectives. 

  Everyone must understand how their daily actions contribute to success.

03 MOVE YOUR ORGANIZATION FROM EDUCATION INTO ACTION
  In Service Education, your people will learn fundamental service  

  principles to improve internal and external service. But education  
  is only effective when learning is put to action, and when action  
  creates value for others.
  Ask these questions frequently:

     “What did you learn?”
     “What new actions did you take?”
     “What new value did your action create for our customer?”
     “What new value did your action create for your colleague?”
    Ask for service improvement suggestions. Your managers,

supervisors and frontline teams are closest to your 
customers. They will give you new ideas if you ask! Bring 
these new ideas up for review and send back the best with 
your full support for implementation.

  New ideas and actions may require new resources. Your job is to 
  commit resources prudently and remove roadblocks quickly.

04 CREATE A POSITIVE ENVIRONMENT FOR NEW SERVICE ACTIONS
  Mistakes will occur when people take new action. You must make

it safe for your team to take prudent risks. Demonstrate with your 
words and your own examples that mistakes are opportunities to 
learn, improve and grow.

  Customer complaints are also opportunities to ‘bounce back’
and create unexpected levels of value. Get involved when things 
go wrong. Make it easy for people to bring you their problems, 
and their suggested solutions.

05 ACTIVELY SUPPORT YOUR  
  SERVICE EDUCATION  
  PROGRAM. DON’T JUST 
  DELEGATE, PARTICIPATE!
  It’s easy to think that service

education is a function of the 
Training Department. Don’t 
make that mistake. Service 
Education is the foundation 
for an uplifting service 
culture that becomes your 
sustainable advantage.

  Join a class, attend a
graduation, record a video, 
encourage your Course 
Leaders. No one can replace 
your role as a visible and 
powerful service leader: don’t 
just delegate, participate! 
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AskGaryVee     GARY VAYNERCHUK

I n the midst of failure 
when you’re feeling so 
awful, how do you 

actually gain positivity and move 
forward?
        I personally separate failure 
into two categories: micro or macro.
        A macro failure is dying. 
A macro failure is filing for 
bankruptcy and going directly out 
of business. A macro failure is 
somebody you care about punching 
you in the face and saying, “You 
are a piece of s*&t; I will never talk 
to you again.”
        I deem almost everything else 
a micro failure. I believe that most 
people look at micro failures and 
make them bigger than they are. It’s 
a mindset.  There’s always a way to 
come back if it didn’t kill you.
        It’s definitely the cliche 
“whatever doesn’t kill you makes 
you stronger.” So for me, I’ve got a 
lot of things not going well. I’ve got 
way more things not going well than 
I have things going well in volume, 
but my overall strategy and vision is 
working. My day to day is not.
        And I think most people have 
it reversed. Most people don’t 
take chances and are doing things 
on a day to day basis to protect 
themselves from the micro failures. 
But what’s happening is they don’t 
realise at a macro, they’re not 

what you think of my car crash 
or my loss in the market, or the 
deal I missed with my client. 
That’s on me, not you. I could 
care less about your opinion.
        The reason I’m saying this is 
because it’s ultimately practical. 
It’s just not a good strategy. It’s 
a massive vulnerability. You will 
lose. And listen, I am enormously 
empathetic that it was your mom 
or your friends that razzed on 
you, but it still doesn’t neglect 
the fact that it’s a bad strategy.
        I worry about how I feel. I 
worry about what I think of the 
process of my failure, not yours!
        So I have to decide, “This 
is not working,” and then I 
realise, everything I’ve been 
doing up to this point is the 
reason that it’s not working.
        It’s not working. I take 
responsibility. And then I 
audit to how I got there then 
I completely take account. It 
wasn’t the hotel’s fault. It wasn’t 
D-Rock’s fault. It wasn’t my 
employee’s fault. It was my fault.
        Accountability. Re-focus. 
Realising I have no alternatives 
and then going all in on a 
new strategy and then letting 
momentum take over because 
all you need is one extra ticket 
sale, one new client, one new 
good piece of content and you 
are back on the train in the other 
direction. 

moving forward, and so they’re losing.
        For me, I literally fight fires for a living. Problem after problem 
after problem. Every morning when I wake up, I have 27 emails and 19 
texts, and 4 missed phone calls and 3 voice-mails telling me something 
just went horribly wrong.
        And even much more micro… I get texts and emails DAILY that an 
employee is having a conflict or someone is being a bully, or my meetings 
got cancelled, or I’m getting torn apart on social. Every. Single. Day.
        So it’s easy for me to articulate how I deal with it because I live it. 
Entrepreneurship is not fancy… Entrepreneurship is hard. It’s fighting 
fires, it’s failure after failure.
        So I have no choice. Like, really? What happens when I lose a 
big client? I have no choice. I have no choice when somebody thinks 
I stink because they didn’t like my talk because I cursed. I really have 
no choice. When an event doesn’t go as well as you want, you have no 
choice. It happened. Get over it.
        The question becomes, what are you gonna do about? Some 
people put their head in the ground and just shrivel up and never come 
back out. Other people go down guns a-blazing, which you know, is not 
the outcome they want.
        You’re down, you’re having a bad day, you’re in trouble. There’s 
pressure, it’s going bad and you decide to go on the double offence, 
but you’re not good enough, so you just sped up the process of you 
completely losing. It happens every day.
        Other people have perseverance and backbone, and I’m watching 
a lot of tennis right now. It’s so mental. It’s all in your mind. Winning 
vs. losing, success vs. failure is mental. It’s #mindset.  You have to put 
yourself on the right track in the macro. Every other micro “failure” 
doesn’t really matter.
        So the disproportionate amount of people reading this are going to 
lose because they get fancy or they become soft after having some level 
of success. They let the opportunity get ahead of them, they don’t try 
hard enough, or they just get lazy.
        The only thing I want you to become aware of is how your 
environment has affected your response. Whether it’s success or 
failure, you have to decide what you are going to do. The biggest factor 
to whether or not you are going to be able to move on is completely 
predicated on whether or not you care about what people think.
        The funny things is, I just don’t care what you think. I don’t care 
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Selling built in, their interface 
is designed specifically for the 
creation of playbooks within the 
sales process.  Each milestone 
can be a separate playbook, with 
drop-downs, calculations, condi-
tions, if-thens, cause and effect, 
instructions, examples and more.
        Why invest in a stand-alone 
playbook that either won't be 
completed or won't be used when 
there is such a terrific sales en-
ablement application that allows 
you to integrate all of the desired 
components in one place?
        I will no longer invest 
time to collaborate with senior 
executives to compile playbooks 
when Membrain is a significantly 
better alternative.  I am happy 
to help companies integrate 
playbook and sales process 
within an application like 
Membrain. Salespeople that live 
in Membrain are more able to 
drive their opportunities forward 
and manage their pipelines.
        The biggest challenge with 
CRM/Opportunity/Pipeline Man-
agement applications is that most 
salespeople hate them and resist 
using them.  Want proof?  Objec-
tive Management Group (OMG) 
measures 21 Sales Core Compe-
tencies and one of them is CRM 
Savvy. Look at the data below 
from a subset totalling 450,000 
salespeople that were evaluated 
in the past 5 years. 

I
can't remember a spring 
where the pollen was 
worse than in 2018.  You 

go to the car wash and an hour 
later your beautiful car is covered 
in yellow crud and you're out 
US$20.  A waste.
        Perhaps you have an irrigation 
system with a rain sensor that 
tells the controller that your lawn 
and flower beds don't need to be 
watered today because it is pouring 
outside.  Yet, when you look 
out the window you see that the 
sprinklers are running despite the 
existence of a rain sensor.  A waste.
        Did you ever spend hours as-
sembling a child's toy only to watch 
it sit unused until the kid outgrew 
it and you gave it away?  Waste.
        For years I noticed that most 
people never touched the manuals, 
handouts, CD's, card decks, and 
books that were distributed to 
them for the training programs 
in which they participated.  How 
many books, studies, manuals and 
reports have you received that 
sat and collected dust, reside on 
your hard drive or in the cloud 
and remain unopened to this day?  
In my office, I have 6 shelves full 
of books that I never read and 
probably won't read half of the 
books on my Kindle either!  Waste.
        That leads me to the growing 
demand for Sales Playbooks.  Com-
panies want them, get excited about 
them, believe they are important, 
pay tens of thousands of dollars 
for them, and invest many hours 
collaborating on a successful final 
document.  You won't believe the 
wasteful things that happen next!
        Over the past several years, 
I have witnessed two Sales 
Playbook creation scenarios 
repeatedly play out.
        The executives who are 
most adamant about wanting 
to collaborate engage early but 
then fail to invest the time and 
effort necessary to provide the 
data, sample reports, knowledge, 
expectations, metrics and other 
information required to create 
a powerful and useful playbook.  
They lose interest and without 
the necessary company-specific 
information, they end up with a 
playbook that is more generic so 
they don't bother to distribute the 
book to their salespeople.
        Collaboration takes place 
as expected, a great playbook is 
created, and after distributing it 
to their salespeople, the books 

are never again opened or referenced.
        In my experience, there is a sense that as long as the company 
issues a check to pay for the creation of the playbook, they can check 
the box and move on to their next project.  Check for a check.  They 
believe that getting the project started is more important than getting the 
project finished, seeing it through and assuring that the book is utilized 
according to expectations. Waste.
        I am a big fan of Membrain, the sales enablement application 
that manages pipeline with a focus on sales process and opportunities 
with integrated CRM.  Not only do they have a version with Baseline 

The data, showing 3 attributes of the CRM Savvy competency, clearly shows that while the majority of 
salespeople use CRM, stronger salespeople are 56% more likely to use it than weaker salespeople.  Fewer 
than 40% of salespeople embrace CRM and fewer than 10% actually live in their CRM application. Living in 
CRM is a best practice so what does that tell you?  It means that if your salespeople aren't choosing to live in 
your CRM application, you chose the wrong freaking CRM application!

SALES
PERENTILE

Weakest 
1-25

Weak 
26-50

Serviceable
51-83

Strong 
84-94

Elite 
95-100

USES
CRM

50%

56%

68%

78%

78%

EMBRACE
CRM

26%

33%

35%

39%

34%

LIVES IN 
CRM

4%

6%

8%

9%

8%



58    COLUMN      
SUPPLY CHAIN PROFITABILITY     WITH ROY STRAUSS

Roy Strauss, president 
of The Strauss Consulting 

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

increase their profitability and 
competitive edge by improv-

ing customer service while 
reducing costs since 1983. SCG 

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

the complete design and imple-
mentation of distribution and 

manufacturing centers.

T
he decision to automate 
manufacturing and/or 
distribution operations 

will have a major impact on the 
company’s bottom line and 
competitive position for many years 
to come. Automating an operation 
should provide the speed to 
achieve manufacturing and/or 
distribution rates not attainable by 
any other methods. Automating an 
operation therefore should be done 
when verifiable growth projections 
show that the speed required to 
provide for present and future 
requirements will not be achieved 
otherwise and could lead to failed 
customer service. Not automating 
when it should have been done can 
result in not being able to provide 
customers the product they need 
on time. Automating when it 
should not have been done can 
result in tying up valuable financial 
resources that could have been 
spent better for example to 
improve company sales, marketing, 
advertising, IT support, office 
operations, etc. So how does one 
decide what to do?

1. ASSESS CURRENT CAPABILITIES
1.1.  Define each process and

steps within for every part of 
the operation

1.2.  Determine the current
maximum continuous 
production rate so you will 
know the capabilities of 
present systems

1.3.  For manufacturing
   1.3.1.  For each system or subsystem what path must be followed

through which workstations and equipment to go from raw 
materials to finished product

   1.3.2. What is the production rate at each workstation type (are they
the same for multiple workstations doing the same thing?)

   1.3.3. The function with the slowest speed will define the critical
path or the most that can be produced per/hour for the whole 
production line

   1.4.   For distribution operations one must do the same for each
step in the process from release of customer orders to 
shipping them

   1.4.1. Determine maximum achievable rates for order picking,
checking, packing, transportation to dock, and staging and 
loading

   1.4.2. What is the production rate at each pick zone of the same
type (e.g.: if cases are picked in different pallet rack zones 
are they all producing at the same rate?) 1.4.3. One may have 
different rates for picking in pallet, case, or unit picking zones 
and different order movement rates based on the location of 
the work zone in relation to the dock

   1.4.4. The work function with the slowest speed - picking, 
packing, etc. will define the critical path or the most volume 
that can be shipped per/hour for each of the order types 
(case, only, case & unit, etc.)

   1.5.   Determine future required production rates based on
projected growth so you will know the future requirements of 
each of the present systems

2. ASSESS FUTURE VOLUME REQUIREMENTS BASED ON GROWTH 
PLANS AND OVER WHAT PERIOD OF TIME E.G.:
2.1.  Your present production volume is 1,000 units per day for a given

production line (one must calculate for all production lines)
2.2.  Your present shipping volume is 1,000 orders per day (one must

calculate volume for each order type (pallet, case, unit, etc.)
2.3.  So if your growth plan is 10% per year (growth rate may be different

for different products or order types shipped) you will need to 
achieve 1,100 year one, 1,210 year two, 1,330 year three, 1,460 
year 4, and 1,610 year five (note also growth may not be linear, 
this is an example)

2.4.  Now if you look at your critical paths (maximum capabilities for the
given function) you will be able to determine at what point in 
time or growth percentage rate you will fail to meet customer 
requirements in the future using current systems

3. IT MAY STILL NOT BE THE TIME TO AUTOMATE, ONE CAN:
3.1.  Determine which part of the operation only is slowing the whole

operation, e.g. the shrink wrap machine slows production 
or the case picking with lift trucks slows picking and add a 
second shrink wrap machine or add another fork lift therefore 

improving maximum 
times to delay or eliminate 
not meeting customer 
requirements

3.2.  One can perform efficiency
studies and change processes 
and/or systems to improve 
productivity, some examples:

   3.2.1.  Get a new piece of
production equipment 
to improve the speed of 
the slowest part of the 
production operation

   3.2.2. Modify the layout to  
       reduce travel times
   3.2.3. Check how each job is

being done and retrain 
all workers based on 
“best practice”

   3.2.4. Install new software
with tools to better 
monitor and or
manage operations and 
communication

3.3.  The key is to calculate how to
improve the speed of the 
critical path and determine 
how that can delay or 
eliminate the need for 
expensive changes associated 
with automation

4. FINALLY IF ALL ELSE FAILS  
AND ONE MUST SPEND THE 
MONEY TO AUTOMATE:
4.1.  See if the automation can be

installed modularly with 
additional pieces added later 
to achieve desired results and 
delaying some of the costs 
4.2. Lease vs. buy the new 
equipment

4.3.  Be sure to have the installation
completed and operational 
ahead of time before you fail to 
meet customer requirements 
to grow seamlessly

4.4.  Beta test all new systems with
duplicate data before going 
live      
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Jim Stovall has been a 
national champion Olympic 
weightlifter, president of 
an Emmy Award-winning 
television network, and a 
highly sought after author 
and platform speaker. He was 
chosen as an International 
Humanitarian of the Year, 
joining Jimmy Carter, Nancy 
Reagan, and Mother Teresa as 
recipients of this honour.

Y ou may have noticed in 
most fields of endeavour 
that the latest cutting-

edge information or state-of-the-
art breakthroughs often shift and 
change. Nowhere is this more 
evident than in the field of 
nutrition. A generation ago, we 
were told that eggs were bad for 
us and should be avoided at all 
cost. Today, many doctors and 
nutritionists say that eggs should 
be regularly consumed as a 
high-quality form of protein. You 
can go crazy trying to peer 
through the murky and mysterious 
information and advice.
        I had the privilege of 
interviewing the esteemed movie 
and TV actor Eddie Albert, and 
he may have had the best response 
to the shifting state of nutritional 
recommendations. When I arrived 
at Mr. Albert’s home for the 
interview, he asked if I would 
like a cup of coffee while we were 
waiting for my crew to set up the 
lights, cameras, and equipment. 
When I told him I would enjoy 
having a cup of coffee with him, 
he handed me a laminated card 
and explained that he had been 
faithfully drinking two cups of 
coffee every morning for over 70 
years, regardless of the constantly-
shifting medical and nutritional 
advice on the merits or harmful 
aspects of caffeine. When he saw 
an article in the Los Angeles 
Times extolling the positive 
virtues of coffee, he cut it out, 
copied it, and had it laminated as 
the last word on the subject.
        More than a decade ago, 
business and success publications 
began presenting the value of 
multitasking. On the surface, it 

seemed obvious that if you could do two things at once, you could get 
twice as much done. Then recently, the opposing theory has emerged 
that multitasking makes us less productive and more prone to errors. 
As in most two-sided arguments, the truth lies somewhere in the 
middle. There are definitely times when multitasking is inefficient and 
even dangerous.
        The most recent statistics on texting while driving bear this out. 
On the other hand, as a daily consumer of high-speed audiobooks, I’m 
convinced that if you are performing a physical task such as exercising 
or mowing the lawn, you can listen to audiobooks and greatly increase 
your productivity. While you should never text and drive as it diverts 

your eyes from the road, you 
can listen to audiobooks while 
you drive and turn your daily 
commute into a classroom.
        Whether it’s multitasking 
or consuming coffee, we should 
listen to all the advice we can but 
apply it judiciously.
        As you go through your day 
today, consider how multitasking 
might multiply your time. 
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D
ecades ago, air 
travel was a 
luxury, both 
cost-wise and 
experience-
wise. Travellers 
were pampered 

from start to finish with attentive 
staff, five-star meal service, and 
most importantly, ample legroom. 
People even dressed up to go 
flying, because what an 
experience it might have been!
        Nowadays, we’re stuffed into 

a metal tube with backpackers and 
screaming babies (which somehow 
didn’t exist during the Golden 
Age of air travel). If you’re lucky, 
you get a packet of peanuts, or at 
best, a sandwich. On the other 
hand, the modern air traveller has 

a constellation of gadgets 
to keep oneself entertained 
throughout the flight, 
and hopefully ignore the 
screaming baby behind your 
seat, two feet away from 
your ear.

BY 
ONG XIANG 

HONG TECH FOR 
BUSINESS TRAVELLERS

A GOOD BAG TO PACK IT ALL IN

O
ften the most overlooked 
part of a traveller’s 
arsenal, a good carry-on 

bag can make travelling so much 
smoother and easier. Such a bag 
has to be durable, have good 
internal organisation, and 
importantly, be small enough to fit 
into today’s increasingly restrictive 
airline carry-on regulations. While 
it is possible to fit a month’s worth 
of clothes and gadgets into a 
carry-on, good bag organisation 
and some ingenuity will make it 

less of a pain than it may seem. 
Durable luggage will also 
stand up to the rigours of 
frequent travel – bumpy 

airport floors, jostling in the 
overhead compartment, and the 
horrors of check-in (only if 
absolutely needed). Wheeled 
spinner luggage is now pretty 
much standard for any serious 
traveller, reducing back strain and 
increasing ease of use compared 
to traditional ‘roller’ luggage.

RECOMMENDED MODELS: Samsonite 
Omni Hardside Spinner 20″, 
Delsey Helium Aero Carry-On 
Spinner, Briggs & Riley Baseline 
Carry-On.

TABLET COMPUTER

W
hile tablets might have 
dropped off the radar in 
recent years, they are 

arguably the business traveller’s 
best friend. Productivity and 
entertainment on a big screen is 
so much nicer than squinting at a 
smartphone screen. Pair the tablet 
with an optional keyboard, and 
you can even do some work on 
the plane. Or load up some 
movies, put on your noise 
cancelling ‘phones, and blow that 
boring airline inflight selection 
out of the water.

RECOMMENDED MODELS: 
Apple iPad Pro,  

Google Pixel C, 
Huawei  

MediaPad M3

NOISE CANCELLING HEADPHONES

A
 godsend for any air 
traveller, noise 
cancelling headphones 

will literally block the noise from 
the screaming baby behind your 
seat, two feet away from your 
ear. By using a panoply of 
technologies, such as waveform 
processing and circumaural 
earpads, these puppies will 
isolate and cancel out ambient 
sound. The drone of those 
airplane turbofans, as well as 
that of any overly chatty 
seatmates will be gone behind a 
blanket of silence. As a bonus, a 
pair of good quality, comfortable 
earpads can make for a pleasant 
inflight sleep aid, helpful for 
business travellers looking to 
recharge before landing.

RECOMMENDED MODELS: Sony WH-
1000XM2, Bose QuietComfort 35 
II, AKG N60 NC.

PORTABLE POWER BANK

Y
ou’re enjoying your 
kick-ass movie on your 
10-inch tablet while 

blasting some sounds through 
your comfy noise cancelling 
phones. Suddenly, you realize 
that you have only 5 per cent 
battery left. You can vaguely 
hear that screaming baby, 

who somehow has not 
stopped shouting since 
takeoff. Luckily, you 
remembered to pack a 
portable power bank. These 
portable batteries are most 
commonly used for 

recharging devices on the go, 
and they’ve evolved to be 

pretty beefy beasts. The beefiest 
of them all able to charge that 
tablet from empty to full – twice 
over. Note that when flying with a 
portable power bank, they need to 
be hand carried into the cabin, 
and are not allowed to be checked 
in due to fears of battery fire.

RECOMMENDED MODELS: Xiaomi Mi 
Power Bank, MaxOak 50000mAh 
Portable Charger, Tylt Portable 
Battery 10x



MUSIC MOVIEBOOK

MAMMA MIA! HERE WE GO AGAIN
In this sequel to 2008’s Mamma Mia! Sophie 
learns about her mother's past while pregnant. 
Ten years later, in the Greek island of Kalokairi, 
Sophie is pregnant with Sky's child while 
running her mother's villa. Self-conflicted 
because she can't do it by herself, but with 
Tanya and Rosie's guidance, Sophie will find 
out more of Donna's past and how she came 
to start up her villa, meet each one of Sophie’s 
dads (Pierce Brosnan, Stellan Skarsgård, and 
Colin Firth), 
and raise a 
daughter, 
bravely all 
on her own, 
without a 
mother to 
guide her. An 
unexpected 
visit comes 
from someone 
she had not 
invited or 
expected 
to see: her 
grandmother, 
Ruby 
Sheridan. 

RAINBOW DAYS 
Based on the manga series ‘Nijiiro 
Deizu’ by Minami Mizuno, Natsuki 
Hashiba (Reo Sano), Tomoya Matsunaga 
(Taishi Nakagawa), Tsuyoshi Naoe 
(Mahiro Takasugi) and Keiichi Katakura 
(Ryusei Yokohama) are high school 
students. They are very close friends, 
even though they have different 
personalities and hobbies. Their days are 
spent happily 
and vibrantly. 
Natsuki 
Hashiba 
gets a crush 
on female 
high school 
student Anna 
Kobayakawa 
and their daily 
lives begin to 
change.

FACTFULNESS:  
Ten Reasons We're Wrong About the World
BY HANS ROSLING

T
oday’s headlines across media are 
shrouded in doom and gloom, and 
it is easy to think our world is as 

bad as it will ever be. However, in Factful-
ness, Professor of International Health Hans 
Rosling offers that this view is wrong. It turns 
out that the world, for all its imperfections, is 
in a much better state than we might think. 
That doesn’t 
mean there 
aren’t real 
concerns. 
But when 
we worry 
about 
everything 
all the time 
instead of 
embracing a 
worldview 
based on 
facts, we can 
lose our 
ability to 
focus on the 
things that 
threaten us 
most.

THE DEATH OF MRS WESTAWAY
BY RUTH WARE

O
n a day that begins like any other, 
Hal receives a mysterious letter 
bequeathing her a substantial 

inheritance. She realizes very quickly that the 
letter was sent to the wrong person – but 
also that the 
cold-reading 
skills she’s 
honed as a 
tarot card 
reader might 
help her 
claim the 
money. A 
classic 
whodunnit, 
all is not as 
it seems for 
the 
dysfunc-
tional estate 
of the late 
Mrs 
Westaway.

COME TOMORROW BY DAVE MATTHEWS BAND
Come Tomorrow arrives six years after Away 
From The World, by far the longest span of 
time separating albums in Dave Matthews 
Band history. On this album, a handful of 
which are nearly a decade old, Matthews 
isn't quite as gloomy and unsettled as he 
was during the days after Y2K – he throws 
in a handful of randy vamps and slow jams 
to puncture the mood, but there's a sense 
that something is nagging at Matthews. That 
unease binds Come Tomorrow and is also ar-
ticulated nicely by Matthews himself, whose 
weathered vocals feel appropriately weary.

 

CHOOSE LIFE BY APOSTILLE
Michael Kasparis was already busy running 
his Night School label and playing in various 
hardcore bands when he launched his ca-
thartic solo electronic project Apostille circa 
2011. Choose Life generally feels like a tug 
of war between Kasparis’ damaged feelings 
and his smart, sharp-edged compositions. It's 
a brave move to take these sometimes dif-
ficult sentiments out of the shadows, and the 
magnified tension between lyrical unrest and 
crystalline pop makes the record excellent.
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3
4 companies in Taiwan were named as the best companies to work for by HR Asia. The awards ceremony was held at the Grand 
Mayfull Hotel Taipei. Among the winners were AIA International Limited Taiwan Branch, Cathay Financial Holdings, DBS Bank 
(Taiwan) Ltd, Iron Mountain and Zuellig Pharma.

HR ASIA BEST COMPANIES TO WORK FOR AWARDS, TAIWAN



 This subscription form constitutes a legal offer and once accepted by the Publisher forms a legal agreement and is subject to the Terms and Conditions of the Publisher 
 Subscriptions are non-refundable and irrevocable   Personal cheques are acceptable   Kindly allow 3 weeks for delivery of first subscription issue. For subscription 

enquiry call +603-7880 3511 or email circulation@smemagazine.asia   Completed subscription form with payment and / or credit card details should be sent to:

Name

Job Title 

Company

Address (Home/Office)

City

Country

Daytime Contact Number

Mobile Number

Email

Postal Code

1.  Bank Draft (make payable to Business Media International Sdn Bhd)

2.  Cheque (make payable to Business Media International Sdn Bhd)

Card number

CVV/Security Code

Expiry Date

Cardholder's Name

Issuer Bank

Signature

12 issues (1 year)
	 	 ❏ Malaysia  RM 72
	 	 ❏ Singapore  S$ 64.20

24 issues (2 years)
	 	 ❏ Malaysia  RM 144
	 	 ❏ Singapore  S$ 128.40

3.  ❏ VISA   ❏ Matercard 

GET SME 
MAGAZINE 

AT YOUR 
DOORSTEP 

EVERY 
MONTH!

	 PERSONAL PARTICULARS

 TERMS AND CONDITIONS

 MODE OF PAYMENT 

 SUBSCRIPTION AND PAYMENT

Unit 709A, 6th Floor, Kelana Parkview Tower, Jalan SS6/2,
Kelana Jaya, 47301, Petaling Jaya Selangor, Malaysia
[t] +603 7880 3511 / 8692   [f] +603 7880 3515

BMI Business Intelligence Pte Ltd  
1 Raffles Place, Tower One, #44-01A, Singapore 048616

[t] +65 3158 9809

63   SUBSCRIPTION      



t the heart of each 
entrepreneur is a desire 
to protect the growth of 
our respective 
businesses. There’s an 
oft-quoted Chinese 
saying: “创业难，守业更难” 

that means it is difficult to start a business, 
but it’s even more difficult to maintain 
one. Most business owners can surely 
relate to this.
        There is no doubt that most SMEs 
are founder-driven. Regardless of how 
effective a management team we may 
have assembled, the magic ingredient that 
is entrepreneurship is often lacking in 
employees. It is not surprising, therefore, 
to see many founders working way past the 
usual retirement age. The lucky few would 
find the work enjoyable. But for the majority, 
it is more a necessity than it is a choice.
        No matter how long we think we can 
stay behind the driver’s seat, there will come 

a time when we must simply move on. None 
of us could live forever.
        This brings me to the point of 
succession planning. For a typical SME, that 
would mean having our children inherit the 
business. However, research after research 
and real-life anecdote have indicated that 
only one out of two children are keen to take 
over the businesses of their parents. And 
of that number, only 50 percent succeed 
in maintaining, let alone growing, that 
business. So if your succession plan is to 
pass the business to your son (or daughter), 
you have a 75 percent chance of failing.
        Forget what the management books tell 
you. Successful businesses inevitably adopt 
a simple three-step formula to success. One, 
they productise their offerings and create 
brands and values around them. That way, 
the products (or services) sell on their own 
or with minimal intervention.
        Second, to make those products, servic-
es or brands work, they focus on grooming 

people. An entrepreneur is only as good as 
the people around them. The most successful 
entrepreneurs don’t just replicate themselves, 
they attract talents that complement them, fill 
up on their weaknesses and emphasise their 
own strengths. The quality of your talents 
defines the breadth of your success.
        Third, and I think this is the most 
important. To attract those talents, who 
build your brands and sell your products, 
you need to build a strong culture within 
your companies. Money attracts talents, but 
culture keeps them. Unfortunately, for most 
SMEs, the culture of the company is equal to 
the attitude of the owner.
        I am a firm believer that products don’t 
fail. Entrepreneurs do. There’s no right or 
wrong product. And there’s no right or wrong 
timing. There’s nothing to let go off if you 
don’t have a strong business, to begin with. 
But let go, we must.
        Part of that process is building upon our 
culture, people and product. With a strong 
culture to continue to attract and retain good 
people, who in turn manage our products, 
half the battle is won. The other half, then, is 
to trust.
        It is never too late (or too early) to 
determine what your company represents, 
what culture you have or should have, and 
to work from this point onwards to building 
a robust culture that not only rewards and 
encourages operational excellence, but 
promotes trust, integrity, ownership and 
responsibility. 
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TAX  INVOICE
ABC Trading Sdn Bhd (Co No. 00001)

GST ID No. 010101010101

Invoice No. A00001Date : 20 July 2016D/O No. 10100

To : MACHINERY & CO BHD
67, Jalan Berjaya, 10100 Kajang, Selangor

Malaysia

Item No
Description

Quantity
Unit Price (RM)

Total (RM)

1

2
INDUSTRIAL MACHINERY 

SPARE PART
  2

10 100,000.00        500.00 200,000.00     5,000.00
ABC Trading Sdn Bhd

Discount @ 10%

GST @ 6%
Total Value

205,000.00  20,500.00
184,500.00  11,070.00

195,570.00

We are proud to serve :

Email: info@kollect.my     Tel: +603 8605 3378  
www.kollectvalley.my 

     
A/R Collections & Recovery On The Cloud

Reduce Payment Delays !
Get Paid Faster....

Get Paid Faster !

Automate Reminders via SMS, Emails, Letters, Calls, etc.

Reduce untraceable payments in suspense G/L  accounts by 
leveraging ‘Self-Care’ capabilities via the web

Facilitate payments online via the payment gateway

Manage Teams & KPI Tracking Better

Work with Existing Accounting, Billing & Invoicing Systems

Generate Customer level single e-Statement from multiple  
Invoicing systems (e-Invoicing)

KollectValley helps companies with Accounts Receivable & Collections to:

Valley
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